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Abstract:  
 
With millions of marketing messages sent out daily, advertisers are forced to find 
more creative ways to reach potential customers and to build their brand online. A 
popular trend in recent years has been for brands to produce content and deliver it as 
a more discrete part of the media streams of news or entertainment media as native 
advertisements, i.e. commercial content mimicking the form and style of editorial 
content on the site. The problem is that despite the excitement of marketing 
practitioners it remains unclear whether consumer response to such content delivery 
approach is positive and welcoming. Namely, does the strategy in fact do more harm 
than good to the brand, for example due to consumers’ potential perceptions of the 
deceptiveness of the ad format?  
  
This thesis examines consumer responses to native advertising by studying 
consumers’ general acceptance and attitudes towards native advertising and the 
effect that these may have on the brand. A quantitative study is conducted to 
examine the factors affecting consumer acceptance and attitudes towards native 
advertising, brand awareness evoked by the ad type, and the relationship between 
native ad acceptance and native ad attitudes and the brand trust, brand attitudes and 
brand interest evoked by the ad.  
  
The results obtained indicate that consumers generally concern native advertising as 
rather negative practice, but marketers can increase favourable evaluations by 
producing and delivering quality content that offers sincere and valuable information 
to the consumers, is open about being an advertisement, and incorporates brand into 
the content in a prominent manner. This increases the brand trust evoked by the ad, 
which in turn leads to more favourable brand attitudes and increased brand interest. 
The findings may help both researchers and marketing practitioners to better 
understand the consequences of utilizing native advertising as a digital marketing 
tactic as well as to find ways to develop the practice to a direction that ensures value 
for all stakeholders. 
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Avhandlingens rubrik: Konsumenters reaktion på nativeannonsering: Acceptans, 

attityder och varumärkeseffekter 

Sammandrag:  

I dagens onlinemiljöer med allt mera annonsinnehåll blir det allt svårare att locka 

konsumenters uppmärksamhet med annonsering. Detta har medfört att 

annonsörerna är tvungna att hitta mer kreativa sätt att nå sina potentiella kunder 

samt att bygga sitt varumärke. En populär trend under de senaste åren för 

varumärken har varit att producera innehåll och leverera det som en diskret del av 

medieströmmarna på nyhets- eller underhållningsmedier som nativeannonser, det 

vill säga annonser av kommersiellt innehåll som liknar mediesidans redaktionella 

innehåll i stil och form. Problemet med detta är att trots marknadsförarnas iver är 

det oklart huruvida reaktionen hos konsumenter på ett sådant marknadsföringssätt 

är positiv och välkomnande. Med andra ord, är nativeannonsering verkligen ett bra 

sätt att dela innehåll med avsikten att skapa eller förstärka ett varumärke? Eller kan 

taktiken faktiskt göra skada för varumärket om konsumenter till exempel känner sig 

lurade av annonsen?  

Denna avhandling undersöker konsumenters reaktioner på nativeannonsering 

genom att studera deras allmänna acceptans och attityder gentemot reklamtypen 

samt effekterna som dessa två kan ha på varumärket. Mer specifikt, en kvantitativ 

enkätstudie genomförs för att undersöka de faktorer som kan påverka 

konsumenternas acceptans och attityder gentemot nativeannonsering, 

varumärkeskännedom som framkallas av reklamtypen, samt förhållandet mellan 

konsumenters bedömning av nativeannonsering och deras förtroende, attityder och 

intresse för varumärket bakom annonsen. 

Resultatet i studien visar att allmänt sett evaluerar konsumenter nativeannonsering 

som relativt negativt, men marknadsförare kan öka sannolikheten för gynnsamma 

evalueringar genom att producera och leverera innehåll som delar sanningsenlig och 

värdefull information åt konsumenterna, som är öppet om faktumet att det handlar 

om en annons, och som integrerar varumärket bakom annonsen till innehållet på ett 

framträdande sätt. Tillsammans ökar dessa åtgärder varumärkesförtroendet som 

annonsen ger upphov till, vilket i sin tur leder till mer gynnsamma 

varumärkesattityder och ökat varumärkesintresse. Dessa fynd kan eventuellt hjälpa 

både forskare och marknadsförare att bättre förstå konsekvenserna av att använda 

nativeannonsering som en digital marknadsföringstaktik samt hitta sätt att utveckla 

den i en riktning som medför värde för alla intressenter. 

Nyckelord: nativeannonsering, innehållsmarknadsföring, konsumenters 

reaktion, attityder till annonser, acceptans av reklam, varumärkeseffekter 
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1 INTRODUCTION 

Attracting consumer attention in today’s cluttered online media environment is 

constantly becoming more difficult. Consumers consciously avoid advertising, click-

through-rates of banner advertisements and other traditional online advertising formats 

are decreasing to minimal values, and ad blockers are downloaded by more consumers 

than ever. As a result, advertisers are forced to find more creative ways to reach potential 

customers and to build their brand. (Becker-Olsen 2003; Wojdynski 2016a; Pintado, 

Sanchez, Carcelén & Alameda 2017) 

A popular trend in recent years has been for brands to start producing content such as 

articles and blog posts to catch the attention of people who already are in the mood for 

searching information (Holliman & Rowley 2014). Such strategy of building advertising 

messages on content that is valuable, relevant and useful for the customer has even been 

presented as the next generation of branding (Pazeraite & Repoviene 2016:99) as it 

creates opportunities for building and reinforcing brand awareness, transforming the 

company’s brand positioning (Basney 2014; Kee & Yazdanifard 2015) and eventually 

even developing the status of a trusted expert brand (Holliman & Rowley 2014; Gagnon 

2014). In a survey conducted among a set of Nordic companies in the summer of 2017, 

already a total of 58% of the companies participated expressed an intention to dedicate 

a larger share of their marketing budget to this so-called content marketing by the next 

summer (Statista 2018).  

However, strategies for driving more traffic to the content are needed, because even the 

most informative content has little value if no one reads it (Pazeraite & Repoviene 2016). 

According to Statistics Finland (2017a), up to 71% of Finnish 16-89-year olds read online 

media at least weekly. In numbers, this is around 4,5 million people (Statistics Finland 

2017b). Consequently, one of the fastest growing approach lately both globally (Main 

2017) and locally has been to deliver brand-produced content as an integrated part of the 

media streams of various news and entertainment media sites, which is often referred to 

as native advertising (Wojdynski 2016a). The term native advertising comes from the 

idea of embedding and integrating advertising content into a media context in a way that 

makes it fit in there more naturally, as if it was “native” to the platform in question 

(Fulgoni, Pettit & Lipsman 2017; Harms, Bijmolt & Hoekstra 2017). The principles of 

native advertising are already being applied to various ad formats in different platforms, 

including e.g. embedded branded or sponsored (news) articles and videos, sponsored 
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social media posts, celebrity social media endorsements and directive hyperlinks or 

content recommendations on news media sites (Wojdynski 2016a; Wojdynski 2016b; 

Campbell & Grimm 2018) and the popularity of the practice is expected to increase 

drastically also in the upcoming years (Main 2017). 

Some argue that native advertising offers a wide range of unique benefits for multiple 

stakeholders. For example, consumers’ media experience is improved by less 

interruption from intrusive advertising such as pop-ups and access to wider and more 

diversified range of content to fulfil their needs; advertisers get new ways to scale their 

content marketing efforts, bypass ad blocking and engage with their audience; and media 

get new revenue sources for upholding their platforms (Krouwer & Poels 2017; Harms, 

Bijmolt & Hoekstra 2017). However, it remains unclear whether consumers truly accept 

the arrival of brand-produced content among editorial media content, or how the 

acceptance and attitudes towards this novel content delivery approach may affect the 

advertiser brand.  

In effect, although marketers perceive native advertising as a less intrusive and even 

desired way to build brand awareness and interest among customers (Harms, Bijmolt & 

Hoekstra 2017), researchers have criticized native advertising for essentially being a form 

of subliminal advertising exploiting consumers’ unfamiliarity with the format, leading to 

consumers being incapable of fully understanding the persuasive intent of the content 

(Campbell & Marks 2015; Campbell & Evans 2018; Campbell & Grimm 2018). If the 

critics are correct, a question arises: does content delivery through native advertising 

offer as good opportunities for brand building as expected by practitioners, or does the 

strategy in fact do more harm than good to the brand due to, among others, consumer 

deception and disappointment? 

Since native advertising involves and affects so many stakeholders, like consumers, 

advertisers, media and policy makers (Krouwer & Poels 2017; Harms, Bijmolt & 

Hoekstra 2017; Campbell & Grimm 2018), conducting further research on the subject to 

understand the effects of native advertising is likely to be in the interest of all parties. 

Namely, this way the practices of native advertising can be developed further into a more 

sustainable direction where there is no concern of harming any central stakeholders, for 

example through unintended deceptiveness (Krouwer & Poels 2017).  
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1.1 Problem discussion 

Despite the excitement of marketing practitioners, academic research on native 

advertising remains relatively scarce and one-sided (Campbell & Marks 2015; Wojdynski 

2016a; Krouwer & Poels 2017). Existing research on native advertising has mainly 

evolved around discussion of ethics and explanation of how consumers identify the 

persuasive intent of native content by using information gained through their existing 

persuasion knowledge and the labels and constructs eventually attached to the content 

to indicate that the content is advertising (Wojdynski 2016b; Wojdynski & Evans 2016; 

Krouwer & Poels 2017; Campbell & Grimm 2018; Campbell & Evans 2018). At the same 

time, little focus has been given on consumers’ overall acceptance of and attitude towards 

native advertising as an ad form and its consequent effects on the advertiser brand.  

For example, in an attempt to explain how consumers perceive and process native 

advertising, Wojdynski & Evans (2016) studied the effect that the position and wording 

of the labels and visual cues indicating that the content is advertising has on consumers 

advertising recognition. The effect of the advertising recognition was then evaluated 

against consumers’ evaluations of the content’s selling and persuasive intent, perceived 

story quality, perceived news credibility, attitude towards company and intention to 

share the story. Thereupon, similar studies with just slight alterations have been 

conducted also by many other native advertising researchers over the years (see e.g. 

Wojdynski 2016b; Wu et al. 2016; Krouwer & Poels 2017; Campbell & Evans 2018). But 

although the approach is good for understanding antecedents and outcomes of 

advertising recognition, it fails to give explanation of how consumers accept or like the 

ad type per se, or what kind of effect that may have on the consequent evaluations of the 

advertiser brand.  

The brand effects of native advertising seem to only have been directly studied by a few 

authors before (e.g. Wojdynski & Evans 2016; Wojdynski 2016b), mostly in form of 

examining the favourability of attitudes toward the advertiser brand. The key focus of 

these studies has been on understanding recognition of native advertising to be able to 

strive towards better disclosure, rather than on understanding native advertising as a 

marketing tactic. For example, it seems that no previous research has examined how 

native advertising affects brand trust or how it further affects the interest towards the 

advertiser brand. This type of brand effects perspective to native advertising is very much 

needed, because many marketers still expect native advertising to be an efficient tool for 

creation of brand-related results like brand awareness and brand interest (Harms, 
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Bijmolt & Hoekstra 2017) despite researcher critique and lack of comprehensive 

scientific evidence. 

Moreover, it seems that previous studies have not yet examined how the relative 

subtleness of the ad format affects the following evaluations of the brand in the sense of 

whether the expected brand-related results like brand awareness are met. Namely, it 

remains unclear what the exact factors are that, considering the nature of native 

advertising, ensure that the ad evokes brand recall or brand recognition and that way can 

even take the first step towards further brand-results like brand attitudes and interest.  

Finally, close to all of the previous studies have focused on studying native advertising in 

the form of sponsored articles, while other native advertising formats have received only 

little attention. Especially examination of the delivery of brand-produced content 

marketing in form of content recommendation -style native advertising has been largely 

neglected despite its growing popularity. A reason behind the popularity could be the 

cost savings it offers for advertisers thanks to the possibility to use their existing content 

marketing as the campaign content. 

In summary, it seems that no research exists yet that would be focused on a defining a 

broader set of native ad characteristics affecting native advertising evaluations. At the 

same time, closer examination of the brand effects of this marketing tactic have been 

mostly left without attention as majority of the research has focused only on explanation 

of consumer’s recognition of the nature of the content as advertising. This thesis attempts 

to fill these gaps in research by combining examination of the native ad characteristics 

that can lead to favourable native advertising evaluations and the brand-related 

outcomes of utilizing native advertising for brand-building purposes. Additionally, this 

study will react to the lack of research on content recommendation -style native 

advertising by placing the study into that very context. 

1.2 Purpose of the study 

The purpose of this study is to examine consumer responses to native advertising by 

studying consumer acceptance and attitudes towards it and the effects that these may 

have on the brand. More specifically, this study seeks answer to the following research 

questions: 

RQ1. What affects consumers’ acceptance of and attitude towards native advertising? 
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RQ2. Which factors in native advertising influence the brand awareness evoked by 

the ad? 

RQ3. How does consumer acceptance of and attitude towards native advertising 

influence consumers’ trust, attitudes and interest towards the brand? 

Finding answers to these questions is expected to help both researchers and marketing 

practitioners to increase their knowledge on the potential consequences of utilizing 

native advertising as a digital marketing tactic, especially with relation to how it affects 

the brand.  

1.3 Delimitations 

In this thesis, the term native advertising is used to refer to content recommendations 

created by the brand and recommended for readers of an online media under a 

“Recommended for you” or “You may also like” types of headers and an “Advertisement” 

label (Bashir, Arshad, Wilson 2016; Wojdynski 2016a). This focus limits out some other 

common native advertising formats, such as sponsored content (branded content 

published in cooperation with the journalists of a media platform), social native and 

celebrity social media endorsements (sponsored social media posts) or native results in 

search engines (search engine advertising) (Wojdynski 2016a; Wojdynski 2016b; 

Campbell & Grimm 2018).  

Moreover, this thesis only focuses on studying informational content published and 

distributed by a brand as a part of their content marketing or branding strategy. This 

choice of focus aims to exclude eventual gossip and scam content that is more focused on 

click-baiting than brand-building (Bashir, Arshad & Wilson 2016). The study will also be 

limited to Finland, because the scam-based native advertisements seem to be less 

common in the Finnish media context due to the higher quality standards of native 

advertising platform providers (Strossle s.a.) in comparison to the global setting (see e.g. 

Bashir, Arshad & Wilson 2016). However, it should be underlined that this limitation to 

Finland will not be a geographical one, but rather one related to language and media 

context, meaning that this study will only focus on people who read Finnish online media 

in Finnish on a regular basis.  

Related to the purpose of the study, it should be noted that the aim of the study is not to 

study consumer acceptance and attitudes of native advertising at the individual ad level, 
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but rather at the level of the advertising type in general. Similarly, the aim is not to 

understand the brand-related effects of native advertising at the level of an individual 

brand, but rather in terms of the general brand-related effects that the advertising type 

may have. Consequently, this study will not collect nor analyse data to determine the 

potential effectiveness or success of the specific advertisement campaign under study for 

purposes like analysing campaign effectivity, but rather use the campaign as a stimulus, 

and utilize the data to depict the kind of attitude that consumers may generally have 

towards this type of ads and brands that may use it.  

Finally, affective processes can play a central role in the formation of consumer 

evaluation of advertisements (e.g. Batra & Ray 1986), but in order to control for the scope 

of the research, this study limits these out, and instead focuses on the cognitive processes 

and behavioural responses evoked by native advertising. 

1.4 Research approach and structure of the thesis 

This thesis adopts a hierarchy of effects approach to understanding consumer response 

to advertising. Hierarchy of effects approach refers to describing relationships between 

attitude-formation-related components as a sequential pattern or order that a consumer 

proceeds when responding to a marketing communication (Kimmel 2018). This view, 

inspired by meanings of Fennis & Stroebe (2016) and Kimmel (2018), is illustrated in 

figure below. 

 

Figure 1 The hierarchy of effects approach of the thesis to consumer response to 
advertising (inspired by meanings of Fennis & Stroebe 2016 & Kimmel 2018) 

The assumption adopted in this approach is that attitudes both on ad and brand level are 

cognitive responses emerging from cognitive thinking and evaluation of the 

characteristics of the ad and its content (Fennis & Stroebe 2016). Furthermore, it is 
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assumed that the brand effect, which in this thesis is measured through brand awareness, 

brand trust, brand attitudes and brand interest, is the final stage of consumer response 

that indicates the success or failure of the ad in supporting the company’s branding goals. 

The chosen approach is based on the observation that researchers and industry 

practitioners seem to agree that the subtler and less persuasive nature of native 

advertising is not likely to prompt immediate bottom-of-the funnel actions like direct 

purchase intention. Rather, it creates brand-related intermediate effects like awareness 

and interest over a longer time horizon (Harms, Bijmolt & Hoekstra 2017; Campbell & 

Grimm 2018; IAB 2018). Accordingly, the expected goal of investing into native 

advertising is rather brand building than direct sales, and thus these brand effects are 

the most relevant focal point against the consumers’ attitudinal and acceptance 

evaluations of the ad type. 

The structure of this thesis is as follows. In the first parts of this thesis, the reader was 

given a short introduction to the reasons behind the growing popularity of native 

advertising, and the eventual problems that this popularity might bring about. In 

addition, the aim of the thesis was presented based on a short problem discussion of 

previous native advertising research, together with presentation of the delimitations of 

the study. This was followed by the presentation of the theoretical approach that the 

thesis adopts towards the subject under study.  

In the upcoming parts of this first chapter, I will present my personal standpoint to the 

subject and discuss how it may have affected the style and perspective of the thesis. After 

this, I present a short list of the key definitions for the main concepts used in the study.  

Chapter 2 will be dedicated to presenting in a more detailed fashion what native 

advertising is. In addition, existing literature related to native advertising, content 

marketing, online advertising and related fields will be discussed in order to deduce a 

more detailed conceptual framework or model explaining consumer response to native 

advertising.  

In chapter 3, the methodology for conducting the empirical part of the study is presented, 

while the purpose of the chapter 4 is to present the results obtained from the empirical 

study.  

Finally, the chapter 5 is intended for conclusive discussion of the key findings and 

contributions of this thesis.  
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1.5 Preunderstanding 

My personal ambitions for writing this thesis arise from the need to advance research in 

the area of native advertising both for the sake of theory as well as for the sake of practice. 

I have namely previously worked closely with content marketing and native advertising 

for nearly two years with the responsibility for planning, production, optimization and 

other coordination of the native advertising campaigns. 

I have used native advertising in my work for increasing reach of content marketing in a 

company operating in the private healthcare industry. In practice, native advertisements 

are created based on the existing content marketing on the company’s brand website or 

blog, and then the media is bought programmatically or cost-per-click-based in content 

recommendation systems (native advertising platforms) provided by third-party 

advertising technology companies. Through the network provided by the ad tech 

company, the native ads then get published as embedded content among the stream of 

editorial content on the publisher sites. Finally, the user engagements with the native ads 

on the publisher sites drive consumer traffic back to the content marketing on the brand 

website. This way native advertisements can be used as amplification of content 

marketing efforts. Illustrated in Figure 2 is the logic of this process as understood by me. 

 

Figure 2 Suggested logic of the practice of delivering content and amplifying reach through 
native advertising  

One of the most central challenges I have faced in my work concerns judging whether the 

produced content marketing, like specialist interviews or customer stories and 

testimonials, and the native advertising campaigns created to distribute them, have had 

the desired effect in terms of increasing brand awareness and positively affecting 

perceptions of the expertise and credibility of the company and its services. In effect, 

while the immediate behavioural data obtained from analytics tools like click-through-

rates (the relation of people who saw the ad to the people who clicked the ad), time spent 
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on site and conversion rates (such as the relative amount of people who reached out to 

the company as a result from seeing the ad) easily creates an illusion of complete 

understanding of the campaign results, in reality this data does not tell the whole truth. 

For instance, it misses how the people that engaged with (clicked) the ad and spent time 

reading the content and/or exploring the website liked the ad format and how it may 

have affected the way they see the brand. In other words, with only the behavioural data 

at hand, one is left without knowledge of how the campaign contributed to the brand 

building process or whether the campaign led to elevation of the brand in the consumer’s 

consideration set. Worse even, without any evidence of the brand-related effects of the 

advertising type, one is left without knowledge of whether the response evoked by the ad 

might in fact even have had an adverse effect on the brand, for example due to perceived 

inappropriateness of the ad type.  

Naturally, it should be noted that the high level of my personal involvement in the subject 

may lead to certain level of subjectivity in the study, but for the purposes of this research 

my attempt has been to step away from the role of a specialist  and try to look at the issue 

from a variety of angles, including that of the researcher and the consumer, with a special 

focus on the latter. How well this has succeeded is left to the judgement of the reader, 

but regardless I have tried to achieve a certain level of academic objectivity to the best of 

her abilities. 

1.6 Key concepts and definitions 

Attitudes are learned tendencies to respond towards an entity in a consistently 

favourable or unfavourable way (Kimmel 2018). 

Acceptance is in this thesis is defined as consumer evaluation of the perceived 

appropriateness of the persuasion tactics used by marketers (Lee, Kim & Ham 2015) in 

the advertising context and the consequent choice not to reject them (Pintado et al. 

2017). 

Brand effects is a concept used in this thesis to refer to consumer responses that have 

a direct effect on the evaluations and behavioural intentions at the brand level. In this 

thesis, these include brand awareness, brand trust, brand attitudes and brand interest. 

Consumer response is the measure of consumers’ cognitive, affective or behavioural 

outcomes generated by advertising stimuli. This includes thoughts, beliefs and 
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evaluations (cognition), feelings and emotions (affection) and intention and actions 

(behaviour). In this thesis, consumer responses are understood through cognition and 

behaviour, i.e. the beliefs, thoughts, intentions and actions generated by consumers in 

response to advertising. (Fennis & Stroebe 2016)  

Content marketing is a concept used to refer to a strategic marketing approach based 

on creating and distributing valuable, relevant, and consistent content like articles, 

videos or blog posts with the purpose of attracting and retaining a clearly defined 

audience and ultimately driving them towards profitable customer action (CMI 2018). 

Content marketing takes place in the brand’s owned media, most commonly in the brand 

website (Holliman & Rowley 2014; Campbell & Grimm 2018). In this thesis the term 

content marketing is used to refer not only to the strategic approach but also to all the 

content produced following the approach.  

Native advertising (according to my own definition further discussed in chapter 2) is 

an umbrella term for paid advertising formats attempting to attract users to relevant and 

valuable content that is visually and functionally so consistent with the user experience 

of the distribution media that the ad experience becomes naturally embedded into the 

stream of the media experience. In this thesis the term native advertising is used to refer 

specifically to paid delivery of brand-produced articles as content recommendations in 

online news media sites.  

Native ad characteristics is a term used in this thesis to refer to factors that 

according to theory characterize native advertisements.  

Native ad evaluations is a term used in this thesis to collectively refer to consumers’ 

acceptance of and attitudes towards native advertising. 
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2 NATIVE ADVERTISING AND CONSUMER RESPONSE 

The aim of this chapter is to provide an overview to native advertising by first discussing 

its definition and its role in the online media environment and marketing strategy 

(chapter 2.1), and then discussing its potential implications to consumer response 

(chapter 2.2). The latter discussion will be based on existing theories about consumer 

response to advertisements as well as research on native advertising, content marketing 

and online advertising in general. The chapter is concluded with a summary of the key 

findings from the literature and construction of hypotheses and a conceptual model to 

be tested (chapter 2.3). 

2.1 What is native advertising? 

In a growing extent, advertising manifests itself in hybrid forms, where multiple 

elements from a promotion mix are integrated with each other (Fennis & Stroebe 2016). 

Native advertising is a hybrid form of online advertising that integrates elements of paid 

advertising, editorials, and content marketing in a brand’s own media (IAB Finland 2015; 

Krouwer & Poels 2017). Consequently, in order to understand what native advertising is 

and what it role is in the online media environment, it is necessary to begin by shortly 

discussing the concept of content marketing. 

The strategy of reaching and affecting consumers directly on their online purchase path 

by publishing content that matches their information needs is the essence of what is 

called content marketing (Holliman & Rowley 2014) or content-based marketing 

programs (Gagnon 2014). Most often consumers are exposed to content marketing from 

the brands when they seek out specific information online and their search results lead 

them to relevant content on the brand’s website (Gagnon 2014; Pazeraite & Repoviene 

2016) or social media sites (Holliman & Rowley 2014). Accordingly, content marketing 

is considered to be an inbound marketing approach, which means that rather than 

interrupting consumers with the marketing message in inapt situations, as is the case 

with traditional advertising approaches, the marketing message is delivered to 

consumers “on demand” when they actively look for it (Holliman & Rowley 2014). 

Holliman & Rowley (2014) argues that this implies a paradigm shift from brand-centric 

approach to customer-centric approach, meaning that the marketing messages should 

be created with the focus on delivering value to consumers, rather than attempting to 

persuade consumers through aggressive sales messages. 
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In the academic context, content marketing has not been much studied, which is why 

even researchers often define it based on industry guidelines (Holliman & Rowley 2014; 

Pazeraite & Repoviene 2016). The most commonly referred definition (e.g. Pazeraite & 

Repoviene 2016) is that of the Content Marketing Institute stating that content 

marketing is “a strategic marketing approach focused on creating and distributing 

valuable, relevant, and consistent content to attract and retain a clearly defined 

audience — and, ultimately, to drive profitable customer action” (CMI 2018). In an 

attempt to clarify this definition, researchers have however extended it, for example by 

underlining that the creation and distribution of content happens in digital format 

(Holliman & Rowley 2014; Pazeraite & Repoviene 2016) and that the term content refers 

to substantive, reasonable, objective and valuable information developed by or for a 

company to display the unique knowledge that the company holds about its field 

(Gagnon 2014; Holliman & Rowley 2014; Pazeraite & Repoviene 2016). Furthermore, 

researches have concluded that the content, whether it is videos, articles, blogposts or 

podcasts, is used primarily to inform and address the needs and interests of an audience, 

as well as raise awareness, position and/or change the perception of a brand, eventually 

leading to persuasion and conversion (Gagnon 2014; Kee & Yazdanifard 2015). Finally, 

content marketing is defined to be located in the company’s owned channels, like the 

brand website (Holliman & Rowley 2014), where companies have good possibilities to 

publish and change content related to their brand with minimal cost (Campbell & Grimm 

2018).  

Native advertising in turn is essentially a tactic for driving more traffic towards the 

content marketing by advertising or publishing the brand-created content as an 

integrated part of editorial media. In other words, it works like an advertisement for an 

advertisement (Wojdynski 2016b). As the term native suggests, the advertising format is 

based on the idea of making ad content so seamlessly integrated into a media context 

that it feels like the content originates from the platform (IAB 2013). So, while pure 

content marketing is based on reducing intrusiveness by being based on invitation, 

native advertising attempts to counter intrusiveness by blending into the media stream 

so seamlessly that the exposure to or engagement with the advertisements does not 

disturb the user - or reading - experience (Campbell & Marks 2015; Kim 2017; Krouwer 

& Poels 2017).  

In other words, the aim of native advertising is to make the commercial content perceived 

as a nondisruptive part of the media experience (Campbell & Marks 2015). This is 
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achieved by transforming traditional advertising messages in into a form that mimics the 

formal style and visual looks of editorial content. This means that essentially native 

advertising is a hybrid form of advertising, content marketing and editorial content, 

which is illustrated in Figure 3 below.  

 

Figure 3 The interplay of brand, media and consumer and different forms of content in the 
online media environment (adapted from IAB Finland 2015) 

Finally, as native advertising is not directly based on invitation, in oppose to pure content 

marketing (Holliman & Rowley 2014), it is partly based on outbound, i.e. push 

marketing, methods. However, since native advertising borrows its form and nature of 

content from content marketing and editorial content, the strategy has been found to be 

more likely to naturally create more “pull” and engagement than traditional online 

advertising like banner ads (Becker-Olsen 2003; Tutaj & Van Reijmersdal 2012; 

Wojdynski 2016a). This pull effect is often harnessed to make especially potential 

customers interested about the brand or its products and services through related 

content, so that their consideration of the brand would be higher in later stages of the 

customer journey (Harms, Bijmolt & Hoekstra 2017). 

2.1.1 Theoretical definition of native advertising 

Native advertising comprises a large variety of content delivery approaches in multiple 

forms and channels, as long as the ad linking towards the content feels native, or natural 

to the platform in question (Campbell & Marks 2015; Wojdynski 2016a; Fulgoni, Pettit 

& Lipsman 2017; Campbell & Grimm 2018). Hence, the definition of native advertising 

has been quite colourful over the years, partly because of pure terminological confusion 

and partly because differential typological perspectives (IAB 2013; Campbell, Cohen & 
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Ma 2014; Wojdynski 2016a). As Wojdynski (2016a: 6-7) states, the problem is that any 

two examples of native advertising can differ widely not only in terms of scope, scale, and 

media employed, but also in terms of the nature of the content and its immediate goal. 

In terms of the typological perspective, majority of researchers have used form-based, 

i.e. the look and feel-based (Kimmel 2018), perspective when defining native advertising, 

with emphasis on the subtle integration of native advertising with non-paid content in a 

media environment. For example, Harms, Bijmolt & Hoekstra (2017: 1) refer to native 

advertising as ”a subtle form of digital advertising that is integrated closely with its 

context”, Fulgoni, Pettit & Lipsman (2017: 362) define it as “advertisements that exist in 

a format that is native to the publisher or platform”, while Wojdynski (2016b: 1478) 

states that native ads are "advertisements that consist of content similar to non-

commercial content on the site". Campbell & Grimm (2018:3) in turn define native 

advertising as an umbrella term for a relatively new form of online advertising “that 

blends into its online context by mirroring the format of surrounding non-advertising 

content”. While the abovementioned definitions clearly indicate the form of the ad with 

relation to its surroundings, what is lacking in these definitions is clearer statement of 

how these ads behave in the media environment.  

A such function-based definition is provided in one of the most recent industry 

definitions (IAB 2018), in which native advertising is viewed as a synonym to distribution 

of branded content, i.e. content that can be associated with a brand in the eye of the 

beholder (Fulgoni, Pettit & Lipsman 2017:363). Namely, according to IAB (2018:6) 

native advertising is defined as “the ad that one sees before they click to the destination 

page with the branded content and must be disclosed as paid advertising”. This implies 

that native advertising consists not only of the static ad that one sees in the editorial 

media stream, but also of the content that follows from clicking the ad. In addition, the 

definition reveals that the content that native advertising delivers might be placed on a 

site that is external to the initial media site. However, this definition in turn lacks the 

form-based view to the ad, which is a central identifying characteristic of the ad form. 

So far, Kimmel (2018) seems to provide the most comprehensive definition of native 

advertising that takes into account both the form and the function-based characteristics 

of the ad form. According to Kimmel (2018:444) native advertising is “a method of 

advertising in which the advertiser attempts to draw attention to a message by 

providing content that is consistent with the users’ experience”. More specifically, the 

author suggests (p. 88) that native advertising is “a form of paid media where the ad 
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experience follows the natural form and function of the user experience in which it is 

placed”. By form, the author means that the ad matches the visual design as well as the 

“look and feel” of the natural content in the media platform, while function, according to 

the author’s definition, means that the ad behaves consistently with the user experience 

and functioning of the natural content of the media platform.  

Adopting the form- and function-based view and combining elements of each of the 

abovementioned definitions as well as the definition of content marketing, this thesis 

defines native advertising as “an umbrella term for paid advertising formats attempting 

to attract users to relevant and valuable content that is visually and functionally so 

consistent with the user experience of the distribution media that the ad experience 

becomes naturally embedded into the stream of the media experience.”  

2.1.2 Content recommendation -style native advertising   

 The native advertising form under further examination in this thesis is content 

recommendations, which appear to consumers in the form of “Recommended for you” 

or “You may also like” types of content invitations on publisher sites (Wojdynski 2016a; 

Bashir, Arshad & Wilson 2016). The aim of content recommendations is to attract the 

interest of the users to read the content from the brand (Strossle s.a.) (see Figure 4 below 

for example).  

 

Figure 4 Example of content recommendation -style native advertising (Screenshot, 
Göteborgs Post 9.10.2018 at 7:46pm) 

Content recommendations are also known as directive native advertising in oppose to 

sponsored advertiser content published by media publishers in the same form as their 
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own content (IAB Finland 2015:5, own translation). Directive native advertising is 

defined as native advertising that “appears as a part of search results, news stream, 

content recommendations, or other listing of content by the media, with the aim of 

directing the user away from the original site towards the brand-owned content in the 

advertiser site” (ibid. [own translation]) 

Content recommendations consist of two main parts: 1) the native ad that one sees as 

the content recommendation on the publisher site (the upper part in Figure 4) and 2) the 

native article (the content marketing) that opens from clicking the ad (the lower part in 

Figure 4). The native ad includes at least the headline and the copy for advertising the 

article, but often also an ad disclosure (“Advertising” label), brand impression (name of 

the advertiser brand) and a call to action (e.g. “Read more”). The native article where the 

ad directs to in turn consist of content marketing of the brand, and it is often placed on 

a brand-owned external page that the advertiser brand uses as a sort of “hub” for its 

content marketing.  

Although placing routes to content marketing in paid media as native advertisements 

partly conflicts with the principles of content marketing, like relying on inbound 

communication, it is a useful tactic to scale the content marketing efforts considering the 

problem that it is not enough to create interesting content if the reach is limited 

(Pazeraite & Repoviene 2016). According to content recommendation system providers, 

content recommendation -style native advertising is designed to complement and reduce 

dependence on sponsored search and social media advertising in this task and to increase 

the effectivity of the content marketing effort (Strossle s.a.). 

In summary of the whole chapter 2.1, native advertising is an advertising technique that 

integrates content with a commercial intent into a media context in a way that makes it 

seamlessly appear as if it was part of the content originating from that media platform 

(e.g. Campbell & Grimm 2018). Of the multiple forms that native advertising can appear 

in, content recommendations are such that combine the use of brand-owned and paid 

media for distribution of content marketing messages. Therefore, their examination 

should include consideration of not only characteristics of native advertising, but also 

characteristics of content marketing. In the upcoming chapter, a conceptual model for 

consumer response to native advertising is discussed with these in mind.  
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2.2 Consumer response to native advertising and native advertisements 

Studying audience reactions to advertisements can reveal the effectiveness of the ads in 

persuading the audiences to act according to the expectations of the marketer (Hwang, 

Yoon & Park 2011). Hence, the purpose of this subchapter is to map out the different 

constructs that relate to how consumers evaluate native advertisements and how they 

form reactions towards them. These constructs are derived from what previous research 

has found on native advertising, content marketing, or related fields, and the processes 

that may affect evaluations and reactions to these kind of ad formats. The focus will be 

on ad characteristics that make native advertising unique and that are likely to affect 

consumers’ evaluations of the ad on a cognitive and behavioural level. The subchapter is 

designated to follow the research approach of the study, starting from ad-level 

evaluations and moving towards brand-level effects (see chapter 1.5). 

2.2.1 General acceptance of native advertising 

Researchers have suggested that consumers’ general evaluations of a certain advertising 

format affect their attitudes towards individual advertisements in that format (Ducoffe 

1996). In native advertising, understanding consumers’ general acceptance of the ad 

format is particularly essential, since critics have suggested that consumer view to native 

advertising may not be as positive as that of advertisers (Campbell & Marks 2015). The 

problem, according to the critics, is that the advertiser view is likely to be based on the 

perceived benefits that the ad type brings for tackling the challenges that advertisers face 

instead of the challenges that consumers face (ibid). This means for example that the 

subtle and novel nature of native advertising is more likely to help advertisers to counter 

consumers’ habitual ad avoidance than to improve consumers’ media experience per se. 

That is because native advertising does not actually remove the ad clutter but just 

changes its form – and research suggests that consumers are most satisfied with their 

overall website experience when advertising content is not present at all because then 

they do not have to expend cognitive efforts to evaluate its motivations (Becker-Olsen 

2003).   

Acceptance of an ad format or an ad message has been proposed to be related to the 

perceived appropriateness of the persuasion tactics used by marketers (Lee, Kim & Ham 

2016) and the consequent choice or intent not to reject them (Pintado et al. 2017). Lee, 

Kim & Ham (2016) have identified that if consumers perceive that the persuasion tactic 

used by the advertiser is nonintrusive instead of manipulative, it is more likely that they 
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accept the message. The same authors found that native advertising is indeed perceived 

rather more a nonintrusive than a manipulative advertising technique. Tutaj & Van 

Reijmersdal (2012) in turn have found that in general, consumers are less sceptical 

towards native advertisements compared to banner advertisements, and also find it less 

irritating. These findings imply that the acceptance of native advertising may generally 

be at a slightly higher level than other online advertising formats, at least when 

comparing to banner advertisements.  

According to Fennis & Stroebe (2016) the acceptance or rejection of persuasive 

communication is often triggered by either systematic processing or heuristic processing, 

the first of which is based on careful evaluation of the strength of the arguments 

presented in the ad and the second of which relies on simplified rule of thumb -thinking 

for argument validation that arises from past experiences or shared cultural beliefs, 

among others. The major processing route or mode is determined by the level of 

motivation or capacity of the consumer to process the message: if the capacity is high, 

the processing is based on evaluation of the arguments, and if the opposite is true, the 

processing is based on the simple decision rules, such as “if it is said by an expert, it can 

be trusted”. (Fennis & Stroebe 2016) Since native advertising relies on a relatively subtle 

form of persuasion, as argued by many authors (e.g. Harms, Bijmolt & Hoekstra 2017; 

Campbell & Grimm 2018), it seems plausible to assume that consumers’ ability to process 

the native advertising message systematically is rather low. That is, as Campbell & 

Grimm (2018) claim, the persuasive message of native advertising is usually more 

peripheral than aggressive. Hence, consumers’ eventual acceptance or rejection of native 

advertising is most likely to rely on heuristic processing of certain characteristics of the 

ad (i.e. heuristic cues; Fennis & Stroebe 2016) rather than mere systematic processing of 

the arguments presented in the ad. For example, if the ad refers to the opinions of an 

expert, as is often the case especially in B2B content (Gagnon 2014), it will be probable 

that consumers are more likely to accept the message. 

Krouwer & Poels (2017) have studied the post ad-exposure acceptance of native 

advertising on a range from acceptable to misleading and found consumers to be more 

likely to find native advertising acceptable rather than misleading when they had seen an 

ad disclosure in the content. As will be discussed shortly, also Campbell & Evans 

(2018:18) have found consumers to be more accepting of native advertising that they 

perceive as transparent. Kim, Lee & Chung (2017:118) have in turn studied native 

advertising in the context of a social media platform (Instagram) and found acceptance 
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of native ad based on reaction to the ad to be positively associated with evaluation of the 

ad. However, the interaction of general acceptance of the ad format with following 

evaluations of the brand in these kinds of studies is yet to explore, which this study will 

later address.  

The subchapter that follows next discusses some of the characteristics of native 

advertisements that may have an effect not only to the general acceptance or rejection of 

the ad format, but also on the attitude formation towards them.  

2.2.2 Attitudes towards native advertisements  

Researchers have for a long time acknowledged the cognitive processes that consumers 

use to evaluate advertisements and develop attitudes towards them. This is because these 

processes and attitudes, among others, form the base for consumer evaluations of the 

advertiser brand (Yoo & MacInnis 2005). Accordingly, attitudes towards advertisements 

are included as a key variable in this study. 

According to Fennis & Stroebe (2016), attitudes are often based on or derived from 

cognitive consumer responses that are evaluative responses consisting of the beliefs 

people direct towards specific attitude objects like advertising. These evaluations range 

from extremely positive to extremely negative, or highly favourable to highly non-

favourable (ibid). Kimmel (2018:436) in turn defines attitudes as “learned tendencies to 

respond towards an entity (“the attitude object”) in a consistently favourable or 

unfavourable way”. In the sections to come, some precursors for attitudes towards 

native advertising will be discussed. 

2.2.2.1 Ad disclosure and source transparency 

In native advertising research, activation of persuasion knowledge according to 

Friedstad & Wright’s (1994) Persuasion Knowledge Model (PKM) is one of the most 

studied cognitive processes explaining consumer response to an ad (Wojdynski 2016b; 

Lee, Kim & Ham 2017). The logic of the model suggests that when an ad does not conform 

with consumers’ regular knowledge about the ways she might become exposed to 

persuasive attempts, the more likely the consumer is to have flawed understanding that 

she is in fact engaging with persuasive rather than objective content (Wojdynski 2016b), 

and the more unlikely it is that it triggers the consumer’s normal defence mechanism 

against it (Campbell & Evans 2018:20). In line with the logic of the persuasion knowledge 
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model, many researchers have found recognition of native ads as advertisements to lead 

to more negative response, because the eventual activation of the persuasion knowledge 

and the simultaneous realization that the content is not what the consumer expected it 

to be is likely to lead to feelings of deceptiveness (e.g. Wojdynski 2016b; Wojdynski & 

Evans 2016; Lee, Kim & Ham 2016).  

A central concept explaining consumer responses in this conversation is transparency. 

In fact, according to Campbell & Evans (2018), sponsorship transparency can even lead 

to positive consumer response and intentions when some special elements of the ad 

increasing ad recognition, like visual “advertising” labels, are well presented and easily 

perceived. In other words, in order for transparency to lead to positive response, the level 

of transparency should be high. Furthermore, Krouwer & Poels (2017) found that 

identification of disclosure in native advertisements, i.e. perceived transparency in 

unveiling the persuasive nature of the content, led to higher ad acceptance and lower 

perceptions of misleadingness among consumers. In other words, it seems plausible to 

assume that transparency in disclosing the nature of the native ad could lead to higher 

acceptance and more favourable evaluations towards native advertising.  

However, the nature of the content is not the only aspect crying for transparency in native 

advertising. When talking about content recommendation-style native advertising that 

directs the user to a new page, lack of transparency about the source, i.e. the place or 

provider from which the message originates, has been criticised for being 

counterintuitive from the perspective of the user experience (Wojdynski 2016a; 

Campbell & Marks 2015). In effect, in the case of content recommendations, the user 

“clicks out” from the initial site and gets directed to an external page (IAB 2018). Without 

comprehension and transparent indication of the direction from clicking the ad, the user 

is easily left with confusion of what happened, which may lead to negative response. This 

is supported by Becker-Olsen (2003) who state that "if the consumer perceives that he 

or she must expend extra effort to evaluate not only the message content, but also the 

message source and the motivation of the web site and advertiser, negative affect is 

likely to increase”. Lahav, Zimand & Sheiner (2016) also argue that lack of disclosure 

about the source of the content is a key drawback for embedded paid content. According 

to Campbell & Marks (2015: 6-7), the problem is that it signals an advertisers desire to 

mask its persuasive attempts and take advantage of consumers’ higher levels of trust 

towards non-advertising content. Accordingly, in addition to transparency in disclosing 
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of the nature of the ad, I propose that transparency in disclosing the source of the ad will 

have positive effect on native ad evaluations. 

2.2.2.2 Informativeness and uniqueness of information 

A key theme in consumers’ cognitive evaluation of any web advertisement is information. 

Hwang, Yoon & Park (2011) argue that cognitive responses to web advertisements are 

mainly dependent on the quantity and quality of the information presented on the brand 

website, especially when it comes to the value, reliability and sufficiency of that 

information. In a similar vein, Pazeraite & Repoviene (2016) present that the 

effectiveness of search advertisements, which are closely related to native advertisements 

and content marketing, can be enhanced by paying attention to the elements of high-

quality digital content, which include informativeness, uniqueness, reliability and 

relevance of information, among others. Following an assumption that content-based 

marketing has its effects on the first stages of sales process, like attention and interest in 

AIDA model, the same authors suggest that elements like relevance and uniqueness are 

more suitable for attracting user attention, while informativeness and reliability are 

more likely to affect consumer interest. Considering that content recommendation -style 

native advertisements drive user traffic to the brand website where the primary content 

part of the ad is hosted in the same way as search advertisements, it seems plausible to 

assume that the same elements could apply for native advertising acceptance and 

attitudes as well.  

Becker & Olsen (2003) suggest that while content-based advertising requires higher level 

of cognitive effort from the consumer in processing the message, it is still likely to lead 

to positive outcomes due to the increased knowledge and learning that it provides for the 

consumer. Researchers suggest that this may be true especially if the consumer is in 

information-seeking mode (Becker-Olsen 2003; Holliman & Rowley 2014; Lee, Kim & 

Ham 2016). Simultaneously, the higher cognitive effort also automatically leads to higher 

levels of involvement, which could explain why native advertising engagement has been 

proven to be higher than e.g. that of banner ads (Becker-Olsen 2003; Wojdynski 2016a). 

This is supported by Pazeraite & Repoviene (2016) who argue that compared to content 

marketing, traditional advertisements are less likely to promote user interest because of 

the relatively lower amount of information provided in the content.  

Based on the abovementioned discussion, it can be deduced that the more informative 

the native ad and the content marketing that it links towards is, and the more unique 
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information they provide for the consumer, the more positively they will be received by 

the consumer and the more engagement they will produce. Content marketing literature 

supports this assumption by presenting that the power of content-based marketing 

programs lies in the way how the unique knowledge, insights and advice that the 

company shares about their field through the exclusive content they produce and publish 

helps them to attract consumer attention and create interest and favourable associations 

among their target audience (Gagnon 2014; Pazeraite & Repoviene 2016). Further 

support is given e.g. by Wolk & Theysohn (2007) who have studied factors influencing 

website traffic in the market of selling paid content, and identified information quality 

and uniqueness, among others, as key factors for making the offering interesting. In 

these quality and uniqueness criteria the logic is that if the information provided in the 

content is not high-quality and unique, one might as well choose to look for the 

information elsewhere, since internet enables easy access to unlimited amounts of free 

information for everybody (Wolk & Theysohn 2007). 

2.2.2.3 Reliability of information and credibility of the website 

When talking about informational ad formats, researchers have suggested that 

“evaluative thoughts” generated by perceived credibility of the ad are central to the way 

how consumers respond to them (Yoo & MacInnis 2005). This means that if the ad 

content is perceived credible, it is more likely to be received positively (ibid).  

In content marketing literature this credibility of information is often referred to as 

reliability, or correctness of information (Pazeraite & Repoviene 2016). Pazeraite & 

Repoviene 2016:100) argue that “failure or lack of the marketing specialists’ ability to 

ensure the reliability of information makes the informative content negligible”, which 

could imply that if the information provided in a native ad is not considered as reliable, 

even the previously mentioned informativeness criteria and its positive effects to native 

ad evaluations do not apply.  

Howe & Teufel (2014) argue that perception affects how information on a website is 

processed and ultimately whether the information is interpreted as credible. 

Consequently, considering that content recommendation -style native advertisements do 

not consist of only the content recommendation (the native ad) but also of the content 

on the brand website (the content marketing), I propose that native advertising 

credibility should not be assessed only through the reliability of the information provided 

in the (ad) content, but also by examining the overall credibility of the landing page or 
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website where the content is hosted. Native advertising and web site credibility have 

previously only been studied from the perspective of how native advertising affects the 

credibility judgments toward the media publisher site showing the native ads (e.g. Howe 

& Teufel 2014; Wu et al. 2016; Wojdynski & Evans 2016; Krouwer & Poels 2017) and the 

results of these studies are rather contradictory. Howe & Teufel (2014) for example found 

native advertising to have no significant effect on viewer’s perceptions of credibility 

towards the media site, whereas Wu et al (2016) found that it can have significantly 

negative effect on the credibility beliefs of the media it appears in. Negative effects on the 

advertiser brand in turn were found to be unlikely (Wu et al 2016).  The reason the 

authors present for this is that consumers expect advertisers to advertise, whereas the 

role of media is expected to be to provide neutral or objective content, which native 

advertising is not considered as (Wu et al. 2016:1505). However, Howe & Teufel’s (2014) 

study did not prompt the respondents about the commercial nature of the content, which 

may have affected the results and explain the lack of effect on credibility.  

Still, general online advertising research suggests that website credibility judgments of 

the site where the ad is hosted can have significant effect on the consumer responses to 

an ad (Hwang, Yoon & Park 2011) as well as its effectiveness (Wolk & Theysohn 2007). 

For example, in the context of paid content market, Wolk & Theysohn (2007) have found 

high perceived credibility of the website hosting the content (the landing page site) to 

significantly increase the number of page views per visitor on the website and affect the 

quality judgments towards the site. If applied to native advertising context, this could 

mean that the more credible the website hosting the advertised content is perceived as, 

the more positively the ad will be evaluated as a whole and the more likely it is that it 

promotes further interest towards the site of the content provider, i.e. the brand website. 

Howe & Teufel (2014) have found that the perceived credibility of a site hosting ad 

content may be higher among older than younger people, but this is likely to not be purely 

because they find the site more credible, but because they are less likely to notice the 

presence of advertising on the site.  

2.2.2.4 Congruency and fit 

In the context of studying native advertisements on Instagram, Kim, Lee & Chung (2017: 

118) found perceived congruency between the native ad and the media platform to be 

positively associated with attitude toward the ad and intention to engage with the ad. 

Even according to findings by Harms, Bijmolt & Hoekstra (2017), a good fit, or synergy 
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and reciprocal reinforcement between the advertiser brand and the distribution 

platform, is essential for effectiveness of native advertising content. Studying sponsored 

content and banner ads, Becker-Olsen (2003) has also found fit and congruency in terms 

of, among others, similarity, consistency, typicality, and sense-making between the 

content and its placement, to be an important mediator in consumer evaluation of online 

advertisements. According to the same author, high fit in an online ad can significantly 

improve not only customer responsiveness, but also attitude towards the company and 

their perceived product quality.  

Considering that the “native advertising funnel”, or the path that the user goes when 

engaging with a native ad, consists of not only the ads themselves, but also the pages that 

the users are brought to from clicking the ad (Bashir, Arshad & Wilson 2016:22), I expect 

that the need for congruency and fit and their positive effects could also be valid not only 

between the native ad and its media placement, but also between the native ad and the 

content it lands to. In effect, if consumers perceive that the content where the native ad 

lands does not match with the content-related expectations created by the ad headline 

and copy, they are likely to perceive that the ad tries to “bait” clicks and lure traffic to the 

site (Bashir, Arshad & Wilson 2016). In other words, in addition to proposing that high 

fit media placement of the native ad is important, I proposed that in order to ensure 

positive evaluations towards the ad it is essential that the headline and copy of the native 

ad match the contents of the native article.  

2.2.2.5 Personal involvement 

Meaningfulness of the ad content for self, i.e. the level to which an ad is considered to 

resonate with issues relevant to self, has also been suggested to positively affect attitudes 

towards informational ads (Yoo & MacInnis 2005). In content marketing literature, this 

relevance factor is used as equal to usefulness of the information for a consumer 

(Pazeraite & Repoviene 2016:99) 

Related to this, Krouwer & Poels (2007) have found that higher involvement with the 

subject of the content in a native advertisement is related to more positive perceptions 

of the ad. Accordingly, Krouwer & Poels (2017) suggest that in order to increase the 

likelihood of positive consumer response to native advertising, the content should be 

distributed in thematic "special-interest" sections that are relevant for the theme of the 

article, because then it would be likely that it would reach the consumers that are in 

information-seeking mode and involved and interested to the subject. This falls in line 
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with the notion of consumer involvement based on personal relevance, which suggests 

that if the level of perceived personal relevance is high, or if consumers are more involved 

with the matter in question, they are more likely to form positive attitudes towards the 

attitude object (Fennis & Stroebe 2016).  

Accordingly, I propose that personal involvement with the subject of a native article may 

positively influence one’s native ad evaluations, so in order to fully understand the set of 

factors that may affect a person’s level of acceptance or attitudes towards native 

advertising, the effect of personal involvement has to be controlled for.  

In summary, this subchapter presented that factors such as ad and source transparency 

(disclosure), information uniqueness and reliability and fit between the ad and the media 

platform may affect consumer response to native advertising. In the following 

subchapter, the focus is shifted to factors that may eventually have effects on the 

consumer response from brand perspective.  

2.2.3 Brand effects of native advertising 

An extensive stream of literature over several years has shown that attitude towards ad 

strongly and both indirectly and directly affects following evaluations of the brand (see 

e.g. Brown & Stayman 1992). Hence, the purpose of this section is to review consumer 

responses to native advertising and advertisements from a brand perspective. Here, 

brand effects refer to the consumer responses that have a direct effect on the evaluations 

and behavioural intentions at the brand level. Specifically, the factors eventually 

affecting the ad-evoked brand awareness, brand attitudes, brand trust and brand interest 

are discussed. 

2.2.3.1 Brand prominence, brand awareness and customer-centricity 

From the practitioner perspective, increase in brand awareness is one of the most 

important goals of native advertising (Harms, Bijmolt & Hoekstra 2017). Brand 

awareness refers to the level that the brand is known by the consumer and can thus be 

subject of further consideration (Kimmel 2018). Hence, in advertising context it 

demonstrates the level of brand-related learning that happens in the consumers’ minds 

as a result of seeing the ad (ibid.)  
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According to Fulgoni, Pettit & Lipsman (2017:365), native advertising offers “an ideal 

venue for brand opportunities". Namely, the authors suggest that even without any 

engagement other than exposure to the native ad unit, native ads serve large scale brand 

impressions that not only contribute to awareness at the top of the so-called sales funnel 

(the imaginative funnel that directs users from awareness towards purchase), but also 

create opportunities toward mid-funnel interest. Furthermore, if the consumer opens the 

ad and reads the content behind it, the ad is likely to create even deeper level of 

engagement with the brand through the associations created by the images and 

narratives in the content. (Fulgoni, Pettit & Lipsman 2017) Consequently, it could be 

argued that native advertising creates opportunities for brand awareness and 

engagement on two levels: the level of brand impression from the native advertisement 

and the level of brand associations from reading the associated native article. However, 

as presented by Fulgoni, Pettit & Lipsman (2017), the brand effects of native advertising 

engagement are likely to be stronger when the consumer has not only viewed the native 

ad but also clicked the ad to read its associated article.  

According to Harms, Bijmolt & Hoekstra (2017:2) determining an appropriate degree of 

brand prominence is essential for digital native advertising, because the low brand 

prominence caused by the "subtleness" of native advertising is likely to be the factor that 

creates the eventual feelings of misleadingness related to it. This claim is supported by 

Campbell & Evans (2018) who argue that higher presence of the brand on the native ad 

web site increases the perceived salience of the brand in the native advertising, which 

increases the level of ad recognition and lowers the risk for deception. Even IAB Finland 

(2015) argues that in order to achieve results, and on the other hand avoid 

misleadingness and disappointment from the native ad, it is favourable to clearly disclose 

the brand and the commercial nature of the content. The transparency and disclosure 

are also necessary, because even the eventual positive association evoked by good content 

is not attached to the brand if the brand is not visible enough in the ad or the content 

(IAB Finland 2015).  

It is interesting indeed how an optimal level of brand prominence leading to higher brand 

awareness can be achieved in native advertising, considering that native advertising 

research and practice argues that brand presence should always be clearly disclosed to 

collect the benefits of eventual positive results (Harms, Bijmolt & Hoekstra 2017; IAB 

Finland 2015), while content marketing principles suggest that the positive response for 

content marketing arises from the fact that the content is less brand-focused (Holliman 
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& Rowley 2014). Namely, if content marketing is too brand-focused, it risks being based 

on too pushy sales messages, which makes consumers perceive the content as more 

unreliable and less valuable (Holliman & Rowley 2014). However, at least according to 

Campbell & Grimm (2018:7), especially in article-style native advertising it is common 

that the products or services of the brand are not highlighted in the content in an 

aggressive or sales-oriented manner, but rather the brand is integrated to the content 

more peripherally. In these types of ads, the focal point is in the content itself. 

Consequently, this type of content is considered as less persuasive, and is thus likely to 

lead to more positive evaluation (Campbell & Grimm 2018). In other words, positive 

brand-results from native advertising may require a delicate balance between sales-

orientation or brand prominence.  

Accordingly, I propose that higher prominence of the brand may increase the ad-evoked 

brand awareness, but the perceived level of customer-orientation in oppose to sales-

orientation in the content is likely to affect the following brand evaluations by affecting 

attitudes towards the ad. However, as discussed earlier, it should be noted that many 

researchers argue that the reason for such a positive effect may eventually be the 

consumer’s lack of understanding about the persuasive intent of the content rather than 

pure enjoyment of the content itself (e.g. Campbell & Marks 2015; Campbell & Grimm 

2018). 

2.2.3.2 Brand attitudes and brand trust 

Researchers suggest that the success of persuasive communications depends on the level 

to which the communications can affect consumer beliefs about the brand, i.e. their 

strongly held associations about attributes or outcomes related to it (Yoo & MacInnis 

2005). However, considering that other content-based marketing such as sponsored 

content has been found to induce brand-focused processing rather than product-related 

processing (Becker-Olsen 2003), brand attitudes in this context refer more to beliefs 

about the characteristics or qualities of the brand rather than beliefs about some specific 

attributes in the products or services that the brand provides. 

In content recommendation -style native advertising, content is used as means to create 

favourable associations to the brand. Hence, many of the expected changes or 

reinforcements in brand attitudes in native advertising are in this study proposed to arise 

from the intrinsic benefits of content marketing. Researchers have suggested that a key 

reason for investing into content marketing is desire to develop a status of a trusted 
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brand (Holliman & Rowley 2014) or position the company as a leader or expert in its field 

(Gagnon 2014). This is especially likely to occur in B2B context, where content marketing 

relies heavily on sharing of the unique knowledge of experts in their field (Gagnon 2014). 

Hence, it seems plausible to assume that brand trust evoked by the content is a key 

element in understanding the success of content marketing delivered as content 

recommendation style native advertisements. This could be likely also considering that 

the eventual improvements in the credibility and trustworthiness of the brand is a key 

assumption of native advertising practitioners (Harms, Bijmolt & Hoekstra 2017). 

According to consumer behaviour researchers, trust is indeed a factor that can have 

crucial effects to consumer attitudes, especially in the online environment (Fennis & 

Stroebe 2016). The concept of trust consists of consumer beliefs of the ability, integrity 

and benevolence of a company (Schlosser, White & Lloyd 2006). Ability refers to belief 

that the company has the needed competencies to deliver what they promise, integrity 

means the level to which the consumer feels like the company follows moral, professional 

and legal standards in their interactions, and benevolence refers to the level of which 

consumers perceive that the company interacts with consumers not only for its own 

profit but for the good of the consumer as well (Schlosser, White & Lloyd 2006). 

Schlosser, White & Lloyd (2006) suggest that ability is the best predictor of the intentions 

of consumers in information-seeking mode, while benevolence is the strongest predictor 

of trust and intentions of people in browsing-mode.  

In short, I propose that because native advertising is often built around attempts to evoke 

credibility- and expertise-related brand associations, native advertisements will affect 

consumer processing of the ability, integrity and benevolence of the native advertiser 

brand. Together these ability, integrity and benevolence beliefs will affect consumers’ 

overall level of trust towards the brand, which further affects their overall brand attitude. 

However, if the advertiser brand is not identified in the content by the consumer, it is 

naturally unlikely that this type of trust-related brand processing will occur. 

Consequently, I further propose that the level of ad-evoked brand trust will be affected 

by the level of brand awareness evoked by the ad. 

In the next and final section of this subchapter, the proposed logic of the final stage of 

consumer response to native advertising, the behavioural response, will be discussed.  
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2.2.3.3 Brand interest 

Brand interest has been conceptualized by Machleit, Allen & Madden (1993) as a 

measurement of the nonevaluative outcomes of ad exposure that indicate a behavioral 

orientation, or a "curiosity" or "motivational push" type of response, that leads to 

elevation of the brand in the consumer's consideration set. The measurement of brand 

interest contains an expectation that advertising should do more than just reinforce top-

of-mind brand awareness. The aim of measuring brand interest is thus to identify the 

consumer responses that indicate interest, action tendencies and openness towards the 

brand. (Machleit, Allen & Madden 1993)  

Brand interest is not expected to affect purchase intention, but rather contact intention, 

which could refer e.g. intention to try the brand or search more information about it in 

order to renew (or establish) contact with it (Machleit, Allen & Madden 1993: 73, 75). 

Because native advertising is neither expected nor intended to directly lead to purchase 

intention but rather to intermediate effects (Harms, Bijmolt & Hoekstra 2017; Campbell 

& Grimm 2018), brand interest can be considered a more suitable construct than 

purchase intention in measuring the behaviorally oriented consumer responses to native 

advertising. In other words, I argue that positive evaluation of native advertising is more 

likely to induce intention to look for more information about the brand or intention to 

try the brand than direct intention to purchase the brand. 

2.3 Summary of theory and construction of hypotheses 

Drawing from research on consumer behaviour (e.g. Fennis & Stroebe 2016; Kimmel 

2018), content marketing (e.g. Gagnon 2014; Holliman & Rowley 2014; Pazeraite & 

Repoviene 2016), native advertising (e.g. Wojdynski 2016b; Harms, Bijmolt & Hoekstra 

2017) and related online advertising fields (e.g. Becker-Olsen 2003; Wolk & Theysohn 

2007), this thesis develops a conceptual model for understanding the factors that could 

affect consumer acceptance and attitudes towards native advertising (RQ1). In addition, 

the framework attempts to find what affects the extent to which native advertising can 

increase brand awareness (RQ2) and how the acceptance and attitudes towards native 

advertising may influence consumers’ attitudes, trust and interest towards the brand 

(R3). Because the objective is to understand consumer responses to informative content 

recommendation -style native advertising, the focus is on cognitive and behavioural 

rather than affective consumer responses. Furthermore, as will be further discussed 

shortly, the framework views native advertising as a product of not only native 
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advertising -related factors, but also content marketing -related factors. The proposed 

conceptual model is presented in Figure 5 below. 

 

Figure 5 The proposed conceptual model of consumer response to native advertising 

The literature review revealed that factors such as transparency in disclosing the nature 

and the source of the ad (2.3.2.1.); perceived informativeness, uniqueness (2.3.2.2.) and 

reliability (2.3.2.3) of the information in the content; credibility of the website hosting 

the content (2.3.2.3) and perceived fit between the ad and the media context and the ad 

and the content (2.3.2.5.) are likely to be positively related to native ad evaluations, which 

in this thesis refer to either native ad acceptance or attitude towards native ads. 

Moreover, customer-centricity, in oppose to sales-orientation, was identified as an 

additional potential determinant of positive native ad evaluations, as it may affect the 

level of favourability towards the branded content (2.3.3.1). The relevance of the content 

to the consumer in form of personal involvement in turn was identified as a factor that 

may eventually affect the evaluations of the ad, meaning that its effect has to be 

controlled for (2.2.2.5).  

Because informativeness, uniqueness, reliability, customer-centricity and web site 

credibility can all be considered as factors emerging from elements that characterize 

content marketing or the environment that it is inherent for; and ad-disclosure, source-

disclosure, ad-context fit, ad-content fit and brand prominence can be considered as 

factors emerging from elements that characterize native advertising; it is proposed that 

these factors build two key variable categories that can explain native ad evaluations: 
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information quality factors and transparency and congruency factors. These lead to the 

first three hypotheses: 

H1(a-j): Information quality factors (a=informativeness, b=uniqueness, 
c=reliability, d=customer-centricity, e=web site credibility) and transparency and 
congruency factors (f=ad-disclosure, g=source-disclosure, h=ad-context fit, i=ad-
content fit, j=brand prominence) are positively related to native ad acceptance. 

H2(a-j): Information quality factors (a=informativeness, b=uniqueness, 
c=reliability, d=customer-centricity, e=web site credibility) and transparency and 
congruency factors (f=ad-disclosure, g=source-disclosure, h=ad-context fit, i=ad-
content fit, j=brand prominence) are positively related to native ad attitudes. 

H3: Personal involvement with the subject of the native article positively influences 
native ad acceptance and native ad attitudes. 

To my knowledge, the information quality factors emerging from content marketing and 

online advertising literature have never been studied in the context of native advertising, 

as the research has been mainly focused on the transparency and congruency -related 

factors like ad- and source disclosure (e.g. Campbell & Marks 2015; Wojdynski 2016b). 

However, some new variables were identified also in the transparency and congruency 

category, namely ad-content fit, which refers to the perceived congruency between the 

native ad copy and the content that it lands to, and brand prominence, which refers to 

the level to which the advertiser brand is visible in the content. Finding evidence on these 

variables could help further understand not only the external congruence of native ads 

within their context, but also the yet unexplored internal congruence between the ad and 

the content, which is an essential part of the user’s reading experience as a whole.  

Considering that acceptance towards advertising is likely affect attitudes towards 

advertising (e.g. Ducoffe 1996; Kim, Lee & Chung 2016) and attitudes toward advertising 

have been shown to affect brand attitudes (e.g. Yoo & MacInnis 2005), this study 

proposes that both native ad acceptance and native ad attitudes are positively related to 

attitude towards brand. Moreover, based on the overall brand effects discussion in 

chapter 2.3.3., it was identified that the formation of brand attitudes from a native 

advertisement is determined by the level of brand awareness that the ad evokes, which 

in turn is influenced by the relative brand prominence in the content (e.g. Harms, Bijmolt 

& Hoekstra 2017). Similarly, the discussion in chapter 2.3.3.2. concluded that the 

formation of brand attitudes could also be affected by the level of brand trust evoked by 

the ad, which consists of the beliefs that consumers form about the ability, integrity and 

benevolence of the brand in achieving their goals (Fennis & Stroebe 2016; Schlosser, 

White & Lloyd 2006). Finally, as native advertising is more likely to evoke brand interest 
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rather than purchase intention as discussed in chapter 2.2.3.3, this study assumes that 

positive brand attitudes evoked by native advertising positively affect brand interest. 

These lead to the final four hypotheses. 

H4: Brand awareness evoked by native advertising is determined by the relative 
prominence of the brand in the native ad. 

H5: Brand trust evoked by native advertisements is determined by native ad 
acceptance, native ad attitudes and ad-evoked brand awareness, as well as the 
brand-related ability, integrity and benevolence beliefs of the consumer. 

H6:  Native ad acceptance, native ad attitudes, ad-evoked brand awareness and ad-
evoked brand trust are positively related to attitude towards brand. 

H7: Attitude towards brand is positively related to brand interest.  

Of all the hypotheses presented above, the first, second and third attempt to answer the 

first research question. The fourth hypothesis is intended for investigating research 

question two and the final three hypotheses (H5-7) attempt to answer to research 

question three. The upcoming chapter will present the methodology for testing the 

viability of this model.  
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3 METHODOLOGY 

This chapter presents the methodological choices and procedures undertaken to conduct 

the empirical part of this study. The chapter begins with introduction to the general 

research design of the study (3.1), continued by discussion of the sampling strategy (3.1.1) 

and questionnaire design (3.1.2) as well description of the stimuli used in the study 

(3.1.3). These parts are aimed at giving the reader a good understanding of the strategy 

for conducting the research. In the second and third part of the chapter, the data 

collection procedures (3.2) and the chosen methods for data analysis are discussed (3.3) 

in order to report the actual methodological procedures taken for collecting the data. The 

chapter will be concluded with assessment the impact of the chosen research strategy to 

the quality of data in terms of validity and reliability (3.4). 

3.1 Research design 

The purpose of this study is to understand consumer response to native advertising by 

studying consumers’ general acceptance and attitudes towards it and the effect that it 

may have on consumers’ brand awareness, brand trust, brand attitudes and interest 

towards the advertiser brand (i.e. the brand effect). To achieve this aim, the empirical 

part of the study will be cross-sectional and based on a quantitative survey strategy study.  

The choice of quantitative approach is supported by the fact that answering the chosen 

research questions requires verification of theoretical relationships among variables 

(Saunders, Lewis & Thornhill 2016) and the verification of the conceptual model requires 

testing of whether the assumed correlational structures in the model are statistically 

relevant (Franses & Paap 2001:11). Furthermore, the survey strategy is the most common 

method for this type of descriptive-explanatory research of attitudes, opinions and their 

relationships, and it also fits the nature of a cross-sectional study well (Saunders, Lewis 

& Thornhill 2016).  

To my knowledge, also in the existing literature native advertising has been examined 

mostly quantitatively (e.g. Wojdynski & Evans 2016; Lee, Kim & Ham 2016; Kim, Lee & 

Chung 2017), with just one qualitative exception focused on exploring practitioner 

perspectives (Harms, Bijmolt & Hoekstra 2017). In the studies concerned with consumer 

response to native advertising in terms of e.g. ad recognition, acceptance or attitudes, the 

approach has without exception been quantitative (e.g. Lee, Kim & Ham 2017; Krouwer 
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& Poels 2017; Kim, Lee & Chung 2017), which demonstrates that a quantitative strategy 

could suit for this study as well. 

Finally, the survey strategy even gives an opportunity for obtainment of generalizable 

results, which can be seen as an important precursor for further qualitative exploration 

of consumers’ in-depth meanings behind native advertising (Saunders, Lewis & 

Thornhill 2016). Especially obtainment of generalizable data about consumers’ general 

acceptance and attitudes towards native advertising can reveal the level of opinion 

strength or meaning that consumers in general have for the subject, after which 

qualitative studies can be conducted to further explore and understand the attitudes that 

emerge (ibid).  

The potential pitfall of the chosen research method is that there is no guarantee that the 

constructed quantitative model will work (Franses & Paap 2001:12). Furthermore, the 

survey strategy approach limits the study’s ability to explain actual reasons, or the “why”, 

behind the depicted reactions to native advertising (Saunders, Lewis & Thornhill 2016).  

3.1.1 Sampling strategy  

The sample of the study was selected purposefully. Purposive sampling is also known as 

judgmental sampling, and it refers to the researcher using his or her own judgment for 

selecting the suitable sample to answer his or her research question and objectives 

(Bradley 2010; Saunders, Lewis & Thornhill 2016). The aim of this strategy was to obtain 

as useful sample as possible with as appropriate set of respondents as possible (ibid).   

The sampling strategy consisted of three key determinants. Firstly, instead of groups, the 

present study samples individuals in order to capture the effect of specific ad variables 

to specific consumer responses of consumers as individuals. This choice is based on the 

general approach of advertising research that underlines the importance of measuring 

ad-effects on the level of an individual (Fennis & Stroebe 2016). Hence, this sampling 

choice illustrates what is typical for this type of research (Saunders, Lewis & Thornhill 

2016). 

Secondly, the strategy is to sample typical, frequent users of online news media in order 

to capture the attitudes of people relevant for the context of content recommendation-

style native advertisements. The reason for this is that if the respondents never visit these 

sites, the whole concept is redundant for them as they never become exposed to such 
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advertisements in real life. Therefore, drawing reliable or useful assumptions from such 

sample would not be possible. Hence, this sampling choice follows the critical case 

sampling strategy in order to make logical generalisations of the sample (Saunders, 

Lewis & Thornhill 2016). 

Finally, the last criterion used in the sampling was that the sampled individuals must be 

Finnish or at least frequent readers of Finnish online media sites. Finland is chosen as 

the focal context of the study because, in addition to convenience reasons, the native 

advertising platform providers in Finland (e.g. Strossle and ReadPeak) focus on 

distribution of only informational brand-building-focused quality content on quality 

media (Strossle s.a.), whereas the players in the global scheme (e.g. Taboola) have more 

often been criticised for the distribution of lower-quality gossip or scam-based content 

(Bashir, Arshad & Wilson 2016). In addition, Finland is chosen as the context of the study 

because the study will be based on real stimuli that has to be ensured to be relevant for 

the respondents. 

In summary, the target population of the study consists of individuals visiting Finnish 

online media sites at least weekly. These people will be sampled with purposeful non-

probability sampling, and the sample’s representativeness will be checked with 

background questions about media usage habits.  

3.1.2 Questionnaire design 

The study questionnaire was built upon the 17 key dependent and explanatory variables 

presented in the conceptual model of the study (see Figure 5): informativeness, 

uniqueness, reliability, customer-centricity, web site credibility, ad-disclosure, source-

disclosure, ad-context fit, ad-content fit, brand prominence, personal involvement, 

native ad acceptance, native ad attitudes, ad-evoked brand awareness, ad-evoked 

brand trust, brand attitudes & brand interest. Each variable was studied with multi-

item measures including 3-10 items (see Appendix 1). 

In addition to a few semantic differential scales (on e.g. ad and brand attitudes) and one 

open question (brand awareness), majority of the variables were studied with self-

reported Likert-style ratings, which is one of the most common method for assessment 

of attitudes towards advertising. Self-report measurement suits especially well for 

measurement of consumer response, since it is an excellent way to measure the state-of-

mind or behaviour as experienced by consumers themselves. In Likert scale studies, 
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respondents get to self-report their degree of agreement or disagreement to a series of 

statements related to the subject under study. This generates data that indicates 

averaged or summated consumer response in a continuum from negative to positive or 

low to high. (Kimmel 2018:237). Likert scales also help to avoid respondent bias, as 

respondents have the choice to take a disagreeing, or even neutral, position with the 

statement (Bradley 2010:200). The Likert scale ratings for each variable were recorded 

as grid-from matrix questions to reduce the apparent length of the questionnaire 

(Saunders, Lewis & Thornhill 2016). The semantic differential scales were in turn used 

to determine respondents’ underlying attitudes by asking them to position their attitudes 

of the ad type and the advertiser brand using given adjectives on a bipolar rating scale 

(Saunders, Lewis & Thornhill 2016:460; Bradley 2010).  

The set of measurement scales used in the questionnaire were partly adapted from 

existing literature (e.g. Krouwer & Poels 2017; Lee, Kim & Ham 2016; Wojdynski, Evans 

& Grubbs-Hoy 2018) and partly developed by me for the purposes of this research. Some 

of the adapted scales were built as item combinations from two or more related scales, 

as fully applicable scales were oftentimes missing. For example, the ad disclosure 

variable, which in this study refers to the extent to which the nature of the content was 

transparently disclosed, was created by combining items from disclosure and lack of 

deception constructs from Wojdynski, Evans & Grubbs-Hoy (2018) and perceived 

deceptiveness construct by Wojdynski (2016), as both of these were related to 

transparency promoting, or prohibiting, ad recognition. This merger was done by 

choosing the items that according to my judgment best demonstrate the type of ad 

disclosure that this study attempts to measure, i.e. the extent to which the nature of the 

content was transparently disclosed (see Appendix 1). 

The final questionnaire was written in Finnish based on back-and-forth translation 

between the English source questionnaire including the adapted and created scales and 

the final target questionnaire in Finnish (Saunders, Lewis & Thornhill 2016). In the end, 

all adapted and own Likert scales were transformed into 7-point rating scale to simplify 

the data analysis. For simplicity, the rating scales were made self-anchoring, meaning 

that only the end categories (1=strongly disagree and 7=strongly agree) were labelled in 

the questionnaire form (Saunders, Lewis & Thornhill 2016:458). The full list of measures 

and items used to measure the key variables together with their sources are presented in 

Appendix 1. 
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Beyond the key variables intended for the data analysis and answering the research 

questions, the questionnaire also included screening questions and demographic 

questions. The demographics deemed as necessary to explain the sample were gender, 

age and education, because these are the key studied demographics used also in Statisics 

Finland (2017a) study of online media readership. The demographic questions were 

asked at the end of the questionnaire to minimize obtrusiveness. To check for the 

suitability and representativeness of the sample (Saunders, Lewis & Thornhill 2016), the 

respondents were also screened for their visit frequency in Finnish online media, as well 

as the media they visited the most. These questions were placed at the beginning of the 

questionnaire, because they were deemed as the most straightforward questions to 

answer (Saunders, Lewis & Thornhill 2016) and by placing them into the beginning, the 

suitability of the respondent could be faster revealed (Bradley 2010). In addition, some 

additional one-item screener questions about the ad type familiarity and brand 

familiarity were placed at the end of the survey to have the possibility to control for the 

effect of these variables. 

In total, in addition to title and a welcome screen text, the questionnaire consisted of 27 

questions, starting from the media habit screener questions (questions 1-2) and followed 

by the Likert and semantic differential scale measures of the study variables (questions 

3-22). The questionnaire ended to ad type and brand familiarity-related screener 

questions (question 23), possibility for elaboration of open meanings about the subject 

under study (question 24), and questions related to respondent demographics (questions 

25-27). Majority of the Likert scale statements were intended for collection of opinion 

data, apart from question 19 about brand interest, which measured behavioural intention 

in the future (Saunders, Lewis & Thornhill 2016). The questionnaire was sectioned to 

several pages to minimize scrolling and avoid biases from upcoming questions, and 

majority of the new sections included some introductory and routing phrases to guide 

the respondent. In the middle, the respondents were stimulated with a manipulated 

screenshot of a real-life native ad and a hyperlink to the landing page of the ad.  

The full questionnaire in its final form can be found in Appendix 2.  

3.1.3 Description of stimuli 

As mentioned earlier, respondents’ answers to the statements measuring the key 

variables of the study were stimulated with a real-life example of a native ad. The use of 

stimuli was deemed as necessary, because native advertising is a relatively novel type of 
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advertising of which consumers are unlikely to have high prior knowledge about in 

oppose to for example radio or TV advertising. In addition, as especially attitude and 

opinion variables require respondents to reflect on their thoughts, feelings or beliefs 

before answering (Saunders, Lewis & Thornhill 2016:445), prompting the answers with 

exemplifying stimulus was considered as potentially helpful in their cognitive burden.  

The stimuli were chosen from a set of campaigns that were live in November 2018 in 

native advertising platform Strossle. Access to the real-life campaign material for 

research purposes was negotiated through a representative of the native advertising 

platform. The representative contacted three advertisers who were setting up their 

campaign at the beginning of November 2018. One was from traveling and leisure 

industry, one from charity industry and one from banking industry. The advertisers 

contacted for the negotiation of access were not aware of the study prior to the beginning 

of their campaign, meaning that the stimuli were exactly as they would be in a case when 

no research would be conducted from the material.  

All of the three contacted advertisers accepted the use of their material, but since the 

research purpose was not to conduct a comparative study, only one ad creative from one 

advertiser was chosen for further use. The final choice was made based on my judgment 

of the overall suitability of the native ad creative, the article contents, the advertiser 

brand and the advertiser site for the context of the present study. One of the main criteria 

was that the text on the landing page of the ad had to be in article form instead of in the 

form of a regular ad campaign page. Secondly, the article had to appear as being created 

based on the principles of content marketing, such as delivering information that 

consumers may find insightful and useful. Finally, the native ad creative had to seem 

congruent with the style of an editorial article. Based on these criteria, the stimuli were 

chosen from the travel and leisure industry company, Vuokatti Sport. The theme of the 

article was cross-country skiing. 

The stimuli consisted of a screenshot of the content recommendation (the native ad 

creative; see Figure 6 below) and a link towards the article where clicking the content 

recommendation would direct the user in real life situation (see Appendix 3). In other 

words, the chosen stimuli simulated a situation where a consumer would evaluate the 

favourability of native advertising and the advertiser brand after having not only seen 

the native ad but also chosen to click the ad and read the article behind it.  
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Figure 6 The advertisement stimulus used in the questionnaire 

The screenshot was manipulated to increase respondents’ understanding of the ad 

context and to decrease distraction caused by external variables. For example, the logo 

of the media site was magnified, and the identifying menu bar of the site was brought 

close to the ad to facilitate the decoding of the context. This was done because although 

the non-experimental study format did not enable respondents to scroll freely on the 

media page where the ad was hosted, in real life situation this would be the case. 

Consequently, it had to be ensured that they understand the context despite this 

shortcoming in the stimulus. Moreover, any additional advertisements from the site were 

removed to facilitate focus on the focal ad of the study. The aim of this procedure was to 

minimize confusion and distraction caused by visual clutter. The manipulated stimuli 

and the transcript of the native article are presented in the Appendix 3.  

3.2 Data collection 

The collection of data was done via the Webropol survey tool (a Web questionnaire), 

because the online environment suits well for studying promotions that are inherent for 

online environments (Bradley 2010). Prior to the actual data collection, a pre-study was 

made to ensure respondents’ correct interpretation of the questions (Pallant 2010) and 

to ensure the face validity of the questionnaire (Saunders, Lewis & Thornhill 2016). 

Following the recommendation of Pallant (2010), the pre-test was done with a person 
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suitable for the sample, i.e. an individual reading Finnish online media at least weekly. 

Based on the pre-study results, minor changes were made to the order, position and 

wordings of the respondent guidance texts, but the wording of the questions and 

measurement items themselves was validated. 

The questionnaire was distributed with the help of the media network provided by the 

native advertising platform Strossle to distribute the questionnaire in the natural 

environment of the study and to increase the possibility that the questionnaire would be 

answered by people who fit the sample. Answers to the public hyperlink were controlled 

with a cookie prohibiting people from answering the survey more than once in order to 

ensure higher reliability of answers (Saunders, Lewis & Thornhill 2016).  

The data collection begun on 14th November 2018. Since the native advertisement 

campaign did not produce as many respondents as expected, the campaign distribution 

was complemented after one week by sharing the hyperlink as a public post through 

social media. The post was shared further by 11 people.  

The data collection was ended after 4,5 weeks on 17th December 2018. At that time, the 

survey link had been opened 1710 times, 409 had started answering the survey, and 103 

filled it until the end. This gives a response rate of 6%. This falls in line with the 

expectations of a reasonable response rate for Web questionnaires sent outside 

organizations, which according to Saunders, Lewis & Thornhill (2016) is often less than 

10%. 

3.2.1 Handling missing data and other data transformations 

Typically, there always is some missing data in any sample. In this case, there was a 

data missing at random from the non-obligatory questions measuring variables age 

(3,9%), education (1,9%) and gender (5,2%). Data missing in such form and amount 

can usually be considered normal and ignorable, meaning that no actions needed to be 

taken on correcting these variables.  

However, there was also data missing beyond the conventional, which required some 

corrective procedures. In fact, due to an external system error in the data collection 

software (Webropol), systematic data loss leading to 21 missing cases (cases 31-52) 

from 6 variables (brand recognition, brand attitude, brand trust ability, brand trust 

benevolence, brand trust integrity & brand interest) and their 23 items occurred in 
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answers registered between 23rd and 27th  November 2018. Accordingly, the final data 

set included 20,4% of systematically missing data in a set of five variables. Listwise the 

amount of valid values in this set of questions was 82, i.e. 79,6 % from the total sample. 

The nature of the missing values was analysed in order to be able to replace the values, 

since the missing variables represent a key focal body of the study (brand effects) and the 

amount of missing data was relatively large. According to Hair et al. (2018), successful 

replacement of missing data requires identification of underlying patterns and 

relationships in the data, as well as the impact of the transformations on practical, 

systematic, and overall level. 

Hair et al. (2018) note that when the relative amount of missing cases exceeds 10%, it is 

highly likely that the manipulations of the missing data significantly distort the data. 

Still, barely eliminating the missing cases from the analysis often make the sample 

inadequate, as in this case, when the sample would be reduced to 82 from the original 

sample of 103. It could also systematically affect the data, e.g. by affecting the mean (Hair 

et al. 2018). Completely removing the variables with missing data would not be a valid 

alternative either, as the missing data concerned some of the most important variables 

of the study (brand awareness, brand trust, brand attitudes, brand interest). 

It was concluded that the data was construct-level non-ignorable missing data from 

known process, and the data loss occurred systematically concentrated on a specific set 

of questions. To ensure the level of randomness of the missing data processes, diagnostic 

tests were run with t-tests for testing if the data is missing at random (MAR) and Little’s 

MCAR test for testing if the data is missing completely at random (MCAR). At a 5% 

significance level, the t-tests of missingness at random (MAR) provided indication that a 

non-random missing data process occurs between the missing variables and one 

variable: reading local news sites (mediachoices3, p-value 0,030). When looking at 10% 

significance level, there were also indications for relationships between missingness and 

brand recall (p=0,056), perceived indication of the content as advertisement (Ad-

disclosure 1, p=0,058), education (p=0,87) and perceived clarity of the name of the 

advertiser in the ad (sourcedisclosure2, p=0,088). However, Little’s MCAR test implied 

with p-value of 0,820 that the test was nonsignificant, meaning that the data could in 

fact be missing completely at random (MCAR). Because the identified non-random 

patterns in the t-test were minimal (only one variable significant at 5% level) and thus 

likely to be occurred by chance, it was concluded that the missing data processes were 

rather MCAR than MAR. In other words, the cases with missing data are otherwise 
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similar to rest of the sample, apart from the fact that they have missing values (Hair et 

al. 2018). 

The missing values were replaced with Hot Deck Imputation, which is one of the most 

preferred imputation methods when data is missing at 10-20% (Hair et al. 2018). In 

practice, the imputation was done by comparing each missing case to the rest of the 

sample on three key variables - age, education and brand recall - as well as the 

respondents’ overall similarity in answers to the rest of the sample. The focal variables, 

or the “deck variables” (Myers 2011), were chosen based on the relation to the variables 

to be imputed (brand recall vs. brand effect) as well as the fact that the variables were 

not continuous, and no values were missing from these variables in the missing cases. 

Hence, the pro of hot deck imputation is that it tends to produce realistic values (Myers 

2011).  

In addition to assigning values for the missing data, values for negatively worded scale 

items were reverse scored before any data analyses. 11 items in total were reverse coded 

from variables customer orientation (2 items), ad disclosure (2 items), ad-context fit (1 

item), source disclosure (1 item), acceptance (4 items) and native ad familiarity (1 item) 

(see Appendix 5 for full list of items per scale).  

3.3 Data analysis 

Quantitative research includes a large set of statistical analyses that can be conducted to 

examine the relationships between the study variables. In this study, analyses were done 

with factor analysis, multiple regression analyses and qualitative categorization and 

abstraction.  

Multiple regression analysis is a family of techniques used to assess the 

relationship between a single dependent variable and a set of independent predictor 

variables (Pallant 2010; Hair et al. 2018). The method is also well suited for exploring 

the predictive ability (ibid) or explanatory value (Franses & Paap 2001:20) of a 

conceptual model. In studies related to studying how consumers make decisions or form 

impressions, regression analysis often has an explanatory function (Hair et al. 

2018:259). As the research questions and the conceptual model of this study propose 

such explanatory approach, multiple regression analysis was chosen as the most suitable 

statistic for reaching the aim of the study. Since regression model tests are often run on 
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continuous data that is collected with Likert scales (Franses & Paap 2001:112), also the 

data collected through the questionnaire suited the chosen statistical analysis well.  

A set of factor analyses was conducted prior to the multiple regression analysis to 

reduce the number of variables in the model into a more easily manageable set, as well 

as to ensure the suitability and reliability of the constructed scale items (Pallant 2010). 

In other words, through factor analysis the individual item variables in the data were 

summarized into larger sets that represent dimensional composite measures in the data 

(Hair et al. 2018).  

Finally, qualitative categorization and abstraction was used to scan through the 

open-ended answers. The aim of this procedure was to order and group the data, as well 

as find dimensions and deeper meanings behind the individual data units (i.e. the 

comments) (Spiggle 1994). 

3.4 Assessing research quality 

In order for a questionnaire to be valid and of quality, the data must be collected 

consistently, and it must measure what it is intended to measure. These quality factors 

are called reliability and validity. (Saunders, Lewis & Thornhill 2016:449) The 

performance of this study on these quality determinants will be shortly discussed next. 

Validity is a key predeterminant of a quality questionnaire, because without validity, the 

questionnaire is not providing data that can provide answers to the research questions 

(Saunders, Lewis & Thornhill 2016).  

Content validity refers to the ability of the questionnaire measures and items to 

provide answers for the questions that need to be answered to answer the research 

questions and to attain the study aim (Saunders, Lewis & Thornhill 2016:450). In this 

study, content validity was checked for by creating the data measures based on careful 

deduction of concepts from existing literature. Prior to the design of the questionnaire, 

the existing literature was also carefully analysed to understand the potential 

relationships between the concepts and what needs to be measured to be able to analyse 

them. Finally, a data requirements table was created to carefully map out that the 

questionnaire includes measures for all the key variables needed to answer the research 

questions. Content validity of the study was also increased by the pilot testing prior to 

the final administration of the questionnaire (Saunders, Lewis & Thornhill 2016). 
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Construct validity is the ability of scale items to measure the construct they are 

intended to measure. This includes congruent validity of the scales used to measure 

same construct and discriminant validity of the scales used for measuring theoretically 

distinct constructs. (Saunders, Lewis & Thornhill 2016:451) Since the scales used in the 

questionnaire underwent quite substantial modification prior to application, the risk for 

lowered construct validity was rather high in the study. Hence, the construct validity of 

the study was checked with the factor analysis and measurement of Cronbach’s alpha. 

The results of these analyses indicated that the construct validity of the original scales 

was not that strong as the items did not always load into their own, original factors, but 

when summated into new, larger scales, the reliability of the scales was near excellent. 

These analyses are discussed more in detail in chapter 4. 

Predictive validity means the ability of a score on a scale to predict scores on a 

measure (Saunders, Lewis & Thornhill 2016). The predictive validity was checked with 

correlational analyses, which indicated that there were indeed statistically significant 

relationships between the independent variables and the dependent variables. For 

example, the measures on native ad characteristics all correlated significantly to native 

ad evaluations, and native ad evaluations correlated significantly with brand effects, 

except for the relationship between native ad acceptance and brand awareness. These 

results indicate overall good predictive validity of the measures. The results of the 

correlational analyses are also discussed more in detail in chapter 4.  

Finally, a choice that may have affected the validity of this study beyond meeting the 

abovementioned validity criteria was that the adapted semantic differential scales were 

all transformed by always placing the negative adjective on the left of the scale and 

positive on the right. Such placement increases risk that respondents do not expend 

much cognitive effort to decoding the question, but rather answer based on suppositions 

arising from one-sided reading (Bloomberg et al. 2014 in Saunders, Lewis & Thornhill 

2016:460). Same applies for some of the adapted scales, in which certain items were 

transformed from negative to positive in an attempt to make the statements faster to 

understand in the study context. However, it appears that this risk has not actualized, 

because the answers indicated sufficient variation in the answers despite the unified 

question format.   

In addition to validity, a quality questionnaire follows the principles of reliability. The 

purpose of pursuing reliability in a questionnaire is to ensure that the questionnaire is 

robust enough to produce consistent answers even in case the research setting would 
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change, or if the research would be repeated by others. This means for example that the 

respondents would answer the questions in the same way, even if they were asked the 

same question twice. (Saunders, Lewis & Thornhill 2016)  

The reliability of the data obtained in this study might have been affected by the choice 

to increase the response rate by sharing the hyperlink through social media. In fact, if 

the data would have been entirely acquired through the native advertising campaign, the 

sampled group would have been more likely to exemplify a typical illustration of the 

target audience of native advertisements (Bradley 2010). However, because readership 

of online news media is at a rather high level among the Finnish population (71% of all 

16-89-year olds; Statistics Finland 2017b), even many of the people recruited through 

social media also fit the chosen sampling strategy despite the different data collection 

method. In addition, the data screener questions regarding visit frequency and media 

choices indicated that the data represented the target population well, as majority of the 

respondents visited media sites daily and the mentioned media sources were congruent 

with the channels that distribute native advertisements.  

The reliability of the data measures themselves was checked with internal consistency 

test of the scales using Cronbach’s coefficient alpha (Pallant 2010; Saunders, Lewis & 

Thornhill 2016). Cronbach’s coefficient alpha measures the consistency of responses 

from different respondents to the same set of items that together attempt to measure a 

certain concept (Saunders, Lewis & Thornhill 2016). As can be seen in the results 

presented in chapter 4, the tests indicated that the internal consistency of the summated 

scales was excellent in nearly all of the measures. 

Finally, a serious issue to be considered regarding the reliability of this study is that the 

replacement of missing values could lead to hidden effects (Hair et al. 2018). However, 

careful analysis of the missing data can reduce the bias caused by missing data processes 

(Hair et al. 2018 p.56). In this case, the data was replaced with hot deck imputation, 

which according to theory leads to realistic values (Myers 2011), meaning that the 

eventual bias or reduction of reliability was much likely well mitigated. 
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4 RESULTS 

In this chapter, the results of the conducted data analyses will be presented. The chapter 

will begin by presentation of the descriptive statistics (4.1) to explain the characteristics 

of the obtained data, followed by presentation of the results of the factor analysis (4.2) to 

test the reliability of the scale items and to create summated scales. Results from 

correlational analyses (4.3) are also presented to show the intercorrelations between the 

obtained measures. The chapter will be concluded by presenting the results of the 

regression analyses testing the predictive and explanatory value of the presented 

conceptual model (4.4), after which there is a short summary of the results on hypotheses 

testing (4.5). The data obtained in form of open-ended answers will also be presented 

shortly (4.6). 

4.1 Descriptive statistics 

The survey was answered by 103 respondents, out of which 101 were carried over to the 

final analyses. In the upcoming sections, the characteristics of the obtained data will be 

explained both in terms of respondent profile (4.1.1) and the data quality/basic 

assumptions (4.1.2). The chapter will also include discussion of why two cases were 

removed from the sample. 

4.1.1 Respondent profile 

The sample characteristics will be explained next by beginning with demographics and 

then discussing media usage habits.  

Demographics 

From the 103 respondents of the survey, 56,3% (58 respondents) were female and 37,9% 

(39 respondents) male. 5,8% (6 people) chose not to answer the question, which can be 

considered normal, as some people are reluctant to share demographic data in general. 

Another possible reason for the lack of answer may be, among others, that the survey 

provided only binary choice for sexual identity (female/male).  

People from all age groups from 15 to 73-year-olds had answered the survey with rather 

even distribution to all ages (1-4 cases per age with 4, i.e. 3,9%, missing values). The 

average age for the respondents was 40 years and median 38 years. The good 
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representation of all age groups in the sample is likely to be thanks to the distribution of 

the questionnaire as an ad, making the questionnaire open for everyone to answer. 

However, it seems like the distribution of the questionnaire through social media 

positively skewed the respondent profile, as 23-24-year-olds, i.e. people at the same age 

group as me, were noticeably overrepresented in the sample (22,3% of all respondents).  

The effect of the social media distribution could also be seen in the reported education 

level of the respondents, as majority held or were currently completing a degree in 

university (45,6%) or university of applied sciences (27,2%). Still, people from all groups 

starting from elementary school were represented with 4-11% (see Table 1 for summary 

of sample demographics).  

Table 1 Sample demographics 

DEMOGRAPHICS Total sample N=103 

GENDER n % 

Female 58 56,3 

Male 39 37,9 

Other/Not specified 6 5,8 

N=97 
  

AGE n % 

15-24 27 26,2 

25-34 15 14,6 

35-44 19 18,4 

45-54 19 18,4 

55-64 9 8,7 

65-74 10 9,7 

Not specified 4 3,9 

N=99 
  

HIGHEST EDUCATION n % 

Elementary school 5 4,9 

Vocational school 12 11,7 

High school 9 8,7 

University of Applied Sciences 28 27,2 

University 47 45,6 

Not specified 2 1,9 

N=101 
  

 

Analysis of the answer times of the respondents in Webropol revealed that people who 

took the survey via the advertisement link were more likely to be older and less educated, 

whereas the ones who answered the survey through the social media link were more 

likely to be younger and more highly educated. Namely, the representation of young or 

adult highly educated increased each time the link was distributed in social media, while 
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the amount of new answers from older and less educated people completely stopped after 

the end of the advertisement campaign. This indicates that the two sampling methods 

sampled from two different populations, which however can be considered positive, as 

the combination of these two sampling methods lead to a more diversified and overall 

more representative sample of the target population. 

Media usage habits  

The media usage habits of the respondents were mapped to check for the respondents’ 

suitability for the sample (see discussion in chapter 3.1.1). In terms of online media visit 

frequency, the respondents represented the desired sample well: 80,6% of the 

respondents reported reading online media daily, while 13,6% stated that they read 

online media few times a week. A total of 4,9% reported reading online media only few 

times a month, and only one respondent reported reading media more seldom or never 

(see Table 2). This latter case was excluded from the analyses, as the sampling strategy 

aimed for only analyzing cases that report frequent media usage.  

Table 2 Media usage habits of the respondents 

VISIT FREQUENCY n % 

daily 83 80,6 

few times a week 14 13,6 

few times a month 5 4,9 

more seldom/never  1 1 

MEDIA CHOICES n % 

Yleisradio (yle.fi) 57 55,3 

hs.fi 57 55,3 

Local news 25 24,3 

Iltalehti/Ilta-Sanomat 74 71,8 

Kauppalehti, Taloussanomat or similar 26 25,2 

Entertainment sites such as Stara.fi, Voice.fi or similar 10 9,7 

MTVuutiset 35 34 

Other* 18 17,5 

*Other medias reported as open answers n % 

Foreign/Global media (e.g. NyTimes, Guardian) 6 5,8 

Hbl 3 2,9 

RSS-news feed sites (e.g. ampparit.com, high.fi) 3 2,9 

Alternative media (e.g. mvlehti.net, nykysuomi.com) 2 1,9 

Other (e.g. Shared links in social media) 4 3,8 

 

In terms of specific media, the respondents mostly visited Iltalehti or Iltasanomat 

(71,8%), yle.fi, or hs.fi (55,3% each) to read articles or news, whereas 34% reported 

reading the media used as an example context in the stimulus (MTVuutiset). The 
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respondents also had a chance to add their own answers, which revealed that foreign and 

global media such as NyTimes, RSS-news feed sites (like ampparit.com), shared links in 

social media and alternative media (like mvlehti), among others, are some other regular 

sources for reading online content.  

One respondent reported reading only foreign media, leading to exclusion of this case 

from the sample. This was done because the sampling strategy was targeted to surveying 

people that read Finnish media, since the stimuli material was presented in this context. 

In other words, based on analysis of the respondents’ demographic profile, a total of two 

(2) cases were removed from the n=103 sample due to nonfit with the sampling strategy, 

making the final sample n=101. 

Other background factors 

Majority of the respondents had a rather low personal involvement with the subject 

under study (32,7% completely uninvolved, M=2,61), meaning that in general, cross-

country skiing was not considered as personally relevant or meaningful theme by the 

sample. In terms of familiarity with native advertising measured with the reversed 

statement “This was the first time I encountered this type of advertising”, majority 

reported having seen native advertising before (completely familiar 47,5%, M=5,52). 

Finally, familiarity with the stimulus brand (Vuokatti Sport) was more dispersed, but in 

general a slight majority (33,7%) completely disagreed with knowing the brand from 

before (M=3,39, SD=2,32, see Table 3).  

Table 3 Results on the respondent background variables 

Measure Mean Median SD 

Personal involvement 2,61 2,10 1,54 

Familiarity with native advertising 5,52 6,0 1,95 

Familiarity with the stimulus brand 3,39 3,0 2,32 

 

Next section discusses the meeting of the basic assumptions in the data set. 
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4.1.2 Checking the basic statistical assumptions of quantitative research 

In quantitative research, it is vital that the researcher checks that the obtained data meets 

the basic statistical assumptions of quantitative research in order to avoid biased and 

flawed analysis. Usually, the data is checked at least for meeting the assumptions of 

normality, linearity, homoscedascity. The assumption of normality means that the data 

should be approximately normally distributed, homoscedascity means that explanatory 

and predictor variance should be distributed equally across the range of values, and 

linearity means that the correlational associations between variables should be linear. 

(Hair et al. 2018) 

These basic assumptions were explored by looking at the skewness and kurtosis values, 

histograms, Kolmogorow-Smirnov statistics and boxplots (Pallant 2010). Analysis of the 

histogram, mean, median, skewness and kurtosis values revealed that majority of the 

items were positively skewed (i.e. nonsymmetrically distributed towards the left end of 

the tail), while there were also indications of both high peakedness and flatness 

(kurtosis). This was verified by the inspecting the shape of the histograms. The shape of 

the boxplots also indicated positive skewness to the left. Education was the only variable 

that was not positively skewed, but instead it peaked and skewed towards the higher end. 

Expectedly, violation of normality was also suggested by the Kolmogorow-Smirnow 

statistic for each variable at 0,000 significance level.  

According to Pallant (2010), this type of skewness is normal in social sciences, where 

focus is on studying people. Pallant (2010) continues that in this context, skewness does 

not necessarily indicate a fault in the measurement system, but rather represents the 

underlying nature of the construct being measured. Even in the frame of this study, it 

seems only natural that majority of answers are positively skewed, as people tend to have 

a rather negative attitude, if not scepticism, towards advertising in general (see e.g. Lee, 

Kim & Ham 2016). In other words, no corrective action was taken to mitigate the 

skewness, as it was not considered as a fault, but rather indication of the natural 

behaviour or stand of the people under study.  

In addition to skewness and kurtosis, the presence of possible outliers was investigated. 

The goal of detecting outliers is to identify cases that are highly unique in relation to their 

representativeness of the population (Hair et al. 2018). In other words, the aim is not to 

find and exclude cases whose opinion differ from the majority of the respondents in the 

sample, but rather ensure as high and reliable representativeness of the sample as 
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possible by removing cases that demonstrate clear anomalies in the sampled population 

(ibid). As a result of the outlier analysis, extreme cases in form of obvious wrong answers 

(e.g. 100 000) were found and recoded into missing values only in the age variable. An 

extreme case was also found in the media visit frequency variable, where one respondent 

stated visiting online media more seldom than once a month. In addition, open answers 

to media choice question revealed that one respondent did not read Finnish media at all. 

As discussed earlier, these lastly named two case were completely removed from the 

sample to follow the sampling strategy, making the final sample 101 cases. 

Finally, analysis of the boxplots of the scale items revealed some outliers in a few scale 

items, but none of them were an actual extreme point marked with an asterisk. As the 

outliers often appeared in groups of 2 or more cases, there was no reason to assume that 

these were actual outliers but rather just people with opinions differing from the mass 

(e.g. generally positive attitude towards advertising). Analysis of the trimmed means 

verified that there were no extreme values that would eventually have a radical effect on 

the mean. Finally, analysis of the normal probability plots showed that the values were 

relatively linear and values for none of the variables were radically different from the 

expected normal, and detrended normal probability plots showed no signs of clustering. 

Consequently, the analyses were conducted without further removal of cases. 

4.2 Factor analysis 

Factor analyses were conducted as principal component analysis (PCA) to reduce and 

summarize the individual scale items into more easily manageable composite measures 

and check the reliability of the scale items used (Pallant 2010). Suitability of data was 

checked with Kaiser-Meyer-Olkin measure of sampling adequacy and Bartlett’s test of 

sphericity. To be considered suitable for the analysis, KMO should have a minimum value 

of 0,6 and Bartlett’s test should be significant. Moreover, the correlation matrix should 

have at least some correlations over r=0,3. (Pallant 2010) The obtained correlation 

matrices included many coefficients over 0,3 and KMO values in each analysis were over 

0,8 (0,877 in factor analysis on independent variables, 0,887 in factor analysis on native 

ad evaluations and brand awareness, 0,932 in factor analysis on brand trust, 0,839 in 

factor analysis on brand attitudes and 0,814 in factor analysis on brand interest). 

Bartlett’s tests were all significant at p=0,000. This indicated that the data was suitable 

for further analysis of the results.  
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The factor analyses were done with Kaisers’s criterion and Oblimin rotation method, 

because these are some of the most common methods to begin with to determine the 

number of factors in the final solution. In addition, the use of oblique techniques (Oblinin 

rotation method) makes sense in the beginning, as it reveals the correlations between the 

factors. (Pallant 2010)  

Because the conceptual model of this study consists of multiple stages with different 

dependence relations (e.g. native ad characteristics, native ad evaluations and brand 

effect, see Figure 5), the factor analyses were conducted in a stepwise manner. The 

analyses were begun with analysis of the 45 items measuring the ten independent native 

ad characteristic variables on left hand side of the conceptual model. The Oblimin 

method rotation with Kaiser’s criterion of eigenvalues over 1 suggested first a 10-factor 

solution explaining 79,45% of the variance, with most variance explained (42,1%) by the 

first component and 8,4%- 2,35% by the rest.  

Examination of the scree plot however revealed that a 6-factor solution would be more 

suitable, as the figure had a clear elbow after 6. In the new 6-factor solution there were 

cross loadings in 13 items. Subsequently, these items were removed from further 

analysis. This removal lead to a much cleaner result, but the variance table suggested 

that a 5-factor solution would be better with this number of items. In the 5-factor solution 

the pattern matrix was clear from cross loaded items and there were high loadings on 

each of the five components (r>0,6). However, there was one item (Ad disclosure 2) that 

did not load at all, so it was removed from the solution.  

The final 5-factor solution explained 74,24% of the variance, with component 1 

contributing 44,47%, component 2 contributing 9,69%, component 3 contributing 

7,52%, component 4 contributing 6,71% and component 5 contributing 5,85%. The 

factors were correlated with each other by r=0,327, r=0,429, r=0,75 and r=-0,58%. By 

looking at the items with highest loadings in each component, the new factors were 

named 1) Sincerity and value 2) Ad-context fit 3) Brand prominence, 4) Disclosure and 

5) Ad-content fit (see Table 4 below). 
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Table 4 Results from factor analysis on native ad characteristics 

ITEM/FACTOR 

Factor 1: 
Sincerit
y and 
value 

Factor 2: 
Ad-
context 
fit 

Factor 3: 
Brand 
prominence 

Factor 4: 
Disclosu
re 

Factor 
5: Ad-
content 
fit 

The article was honest (Reliability 2) 0,862 0,060 -0,005 0,121 0,026 
The information provided by the article was 
trustworthy (Reliability 4) 

0,851 0,045 -0,095 0,162 -0,093 

The article was written with my best interest in 
mind (Customer-centricity 5) 

0,846 0,003 -0,066 -0,108 -0,044 

The information provided by the article was real 
(Reliability 3) 

0,814 0,081 -0,010 0,131 -0,031 

Overall, I think the information provided by the 
article was unique (Uniqueness 3) 

0,768 -0,028 0,116 -0,022 0,137 

The information provided by the article was 
correct (Reliability 5) 

0,743 0,119 0,031 0,159 -0,044 

The aim of the article was to benefit me 
(Customer-centricity 4) 

0,692 0,110 0,047 -0,181 -0,103 

The article provided me information that I could 
not have accessed elsewhere (Uniqueness 2) 

0,680 -0,117 0,112 -0,075 -0,006 

I believe the website where I read the article was 
trustworthy (Web site credibility 1) 

0,656 -0,056 0,189 -0,040 -0,166 

I trust the website where the article was (Web site 
credibility 3) 

0,628 -0,020 0,231 -0,040 -0,073 

The article was intelligent (Informativeness 3) 0,615 0,118 -0,110 0,110 -0,253 
The article tried to help me make better decisions 
(Customer-centricity 3) 

0,610 0,162 0,064 -0,155 -0,147 

The theme of the article fit the media context well 
(Ad-context fit 2) 

-0,063 0,910 0,130 -0,029 -0,024 

The article was logically related to the media 
context in which it appeared (Ad-context fit 1) 

-0,029 0,906 0,076 -0,040 -0,052 

The article was congruent with the theme of the 
other content in the media context (Ad-context fit 
5) 

0,056 0,843 -0,100 0,018 0,070 

Overall, I think the match between the article and 
the media was good (Ad-context fit 6) 

0,167 0,701 -0,017 0,092 -0,113 

The article was clearly branded (Brand 
prominence 3) 

0,005 0,061 0,920 -0,015 0,036 

The presence of the advertiser brand in the article 
was clear (Brand prominence 2) 

0,074 0,043 0,897 0,018 -0,006 

There was a clear presence of a brand in the 
article/the content recommendation (Brand 
prominence 1) 

0,075 0,013 0,896 0,021 0,011 

The article made the name of the advertiser very 
obvious (Source disclosure 2) 

0,019 -0,042 0,686 0,067 -0,231 

The article tried to obscure the fact that it was an 
ad (Ad disclosure 3, *) 

0,047 -0,129 -0,024 0,836 -0,228 

This article was trying to fool consumers into 
thinking it was not advertising (Ad disclosure 4, 
*) 

0,263 0,076 -0,022 0,833 0,077 

It remained unclear to me that the article was 
placed outside the original media site where the 
content recommendation was (Source disclosure 
3, *) 

-0,199 0,084 0,091 0,612 0,087 

The content recommendation was relevant for the 
contents of the article (Ad-content fit 2) 

0,020 0,010 0,044 -0,048 -0,925 

The content recommendation was congruent with 
the contents of the article (Ad-content fit 3) 

0,057 -0,047 0,111 0,041 -0,871 

The contents of the article were logically related 
to what was said in the content recommendation 
(Ad-content fit 1) 

-0,027 0,162 0,003 -0,045 -0,869 

Overall, I think the match between the content 
recommendation and the article was good (Ad-
content fit 4) 

0,092 -0,026 0,018 0,084 -0,863 

 

In the next factor analysis, the 12 items measuring the variables native ad acceptance, 

native ad attitudes and ad-evoked brand awareness at the second level of the model were 
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subjected to the testing of scale rigorousness. Analysis with Kaiser’s criterion and 

Oblimin’s rotation method suggested directly a 3-factor solution explaining 79,31% of 

the variance with first component contributing with 55,88%, second with 14,81% and 

third with 8,61%. The solution was clear from cross loadings with strong loadings on each 

of the three components (r>0,7), so the solution was retained. However, the third 

component included only two items which is not optimal (Pallant 2010), but since there 

were also originally only two items (brand recall and brand recognition) measuring this 

variable (brand awareness), this solution was considered correct. The factors were 

correlated with each other by r=-0,524 and r=0,338, respectively. The components were 

named based on the first four loadings as 1) Native ad attitudes 2) Native ad acceptance 

and 3) Brand awareness (see Table 5). 

Table 5 Results from factor analysis on native ad evaluations and brand awareness 

ITEM/FACTOR 

Factor 1: 
Attitude 
towards native 
advertising 

Factor 2: 
Acceptance 
towards 
native 
advertising 

Factor 3: 
Brand 
awareness 

Unfavourable/Favourable (Attitude 3) 0,952 -0,012 -0,009 
Boring/Interesting (Attitude 6) 0,928 0,185 0,074 
Negative/Positive (Attitude 2) 0,920 -0,034 -0,047 
Useless/Useful (Attitude 5) 0,889 0,032 0,097 
Bad/Good (Attitude 1) 0,866 -0,122 -0,030 
I believe that this type of advertising is generally 
acceptable (Acceptance 1) 

0,781 -0,204 -0,123 

Harmful/Beneficial (Attitude 4) 0,726 -0,117 0,117 
To me, the ad was annoying/obtrusive (Acceptance 2*) -0,100 -0,862 0,056 
I believe this advertising technique is unethical 
(Acceptance 5*) 

-0,003 -0,861 0,011 

I find this type of advertising inappropriate (Acceptance 
4*) 

0,125 -0,826 -0,002 

This type of advertising should never be done 
(Acceptance 3*) 

0,172 -0,793 -0,047 

Brand recall, correctness of mention (Brand awareness 
1) 

-0,056 -0,043 0,923 

I remember seeing this brand in the content 
recommendation or the article (Brand awareness 2) 

0,114 0,004 0,845 

*the negatively worded item was reversed prior to the analysis 

The rest of the variables were analysed separately due to their expected high dependence 

relation. First, the brand trust variable, which according to theory consist of three 

subscales (ability, integrity and benevolence), was investigated with all of its 14 items at 

once. The factor analysis with Kaiser’s criterion suggested a 1-factor solution explaining 

71,95% of the variance. The component matrix however revealed that there was one item 

with seemingly low loading compared to others (0,591 vs. 0,7+), and the same item had 

the lowest communalities (0,349 vs. 0,6-0,8 in the rest), leading to a removal of this item 

(Brand trust – Benevolence 3) from the solution. This removal increased the variance 

explained to 74,98%. However, since there were still two items (Brand trust – 

Benevolence 4 and Brand trust – Integrity 2) that had seemingly lower communalities 
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(0,6 vs. 0,7+) and loadings (0,7 vs. 0,8-0,9) compared to the others, additional two items 

were removed. The final solution explained 77,16% of the variance.  

Next, the variable brand attitude and its 4 measurement items were analysed. Once 

again, Kaiser’s criterion analysis suggested a 1-factor solution explaining 89,26% of the 

variance. The solution was retained as given, since all the loadings were equally strong 

(r>0,9) and no cross loaded items existed in the solution. Same applied for the analysis 

of the final variable, brand interest, and its 4 items, which resulted in 1-factor solution 

explaining 91,92% of the variance. The results from testing of the brand trust, brand 

attitude and brand interest scales are summarised in Table 6 below.  

Table 6 Results from factor analyses on brand trust, brand attitude and brand interest 

ITEM/FACTOR 

Factor 
1*: 
Brand 
trust 

Factor 
1*: 
Brand 
attitude 

Factor 
1*: 
Brand 
interest 

The brand seems to have much knowledge in its field (Brand trust – Ability 3) 0,920 -  - 
I feel very confident about the brands expertise and skills (Brand trust- Ability 4) 0,919 - - 
The brand appears to be successful at the things it tries to do (Brand trust – Ability 2) 0,910 - - 
The brand appears to be well qualified in its field (Brand trust – Ability 5) 0,903 - - 
I like the brand’s values (Brand trust- Integrity 3) 0,890 - - 
Sound principles seem to guide the brand’s behavior (Brand trust- Integrity 4) 0,879 - - 
The brand seems very capable in what it does (Brand trust – Ability 1) 0,873 - - 
The brand seems very concerned about my welfare (Brand trust – Benevolence 1) 0,851 - - 
My needs and desires appear to be important for the brand (Brand trust - 
Benevolence 2) 

0,849 
- - 

The brand appears to go out of its way to help me (Brand trust – Benevolence 5) 0,843 - - 
The brand seems to have a strong sense of justice (Brand trust – Integrity 1) 0,818 - - 
Unfavourable/Favourable (Brand attitude 3   0,972 - 
Bad/Good (Brand attitude 1)   0,956 - 
Harmful/Beneficial (Brand attitude 4)   0,948 - 
Useless/Useful (Brand attitude 2)   0,903 - 
I would like to know more about the brand after seeing the ad (Brand interest 2)    

0,969 

Overall, I am more curious about the brand after seeing the ad (Brand interest 4)    
0,962 

Learning more about the brand would be interesting after seeing the ad (Brand 
interest 3)    

0,953 

The ad got be intrigued by the brand (Brand interest 1)     0,951 

*NB! The table is combined from 3 separate analyses to save space 

 

In the upcoming section, a reliability check of these newly created scales/composite 

measures is presented. 

4.2.1 Reliability of the scales 

Reliability of the obtained scales was analysed with Cronbach’s alpha and mean inter-

item correlations. This was done because majority of the scales included fewer than 10 

items, which can lead to lower-than-optimal Cronbach’s alpha coefficients (Pallant 
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2010). A suitable Cronbach’s alpha for a scale has been defined as any value above 0,7, 

whereas in inter-item correlation values that fall between 0,2-0,4 are considered optimal 

(DeVellis 2003 and Briggs & Cheek 1986 in Pallant 2010). 

Despite the varying scale lengths, majority of the scales (Sincerity and value, Ad-context 

fit, Brand prominence, Ad-content fit, Native ad attitudes, Native ad acceptance, Brand 

trust & Brand interest) had an alpha value that was well above 0,7, indicating good or 

even excellent internal consistency, and no adjustments had to be made to the items 

building the scale either. Yet two scales had an alpha that was below optimal; the 

Disclosure-scale (0,694) and the Brand awareness-scale (0,615). This could however be 

anticipated, as these were the shortest scales in the study (3 and 2 items, respectively). 

When looking at inter-item correlations, Disclosure-scale had inter-item correlation of 

0,427, which is slightly above the optimal 0,2-0,4 range, whereas Brand awareness-scale 

had inter-item correlation of 0,3475, i.e. a value inside the range of optimal value.  

According to item-total statistics, removal of one item (Source disclosure 3) could have 

increased the alpha of Deception scale to 0,852. In this case, removal of the item would 

have however decreased the number of items to non-optimal value (only two items) and 

also the inter-item correlation would have increased to a value that was more radically 

above-optimal (0,744). Because of these reasons, as well as the inter-item correlation for 

Disclosure-scale being so close to optimal, the scale was considered as acceptable and 

retained as is. The Brand awareness scale was also retained as is despite the relatively 

low alpha value, since the inter-item correlation was in the range of optimal value.  

Finally, although the Brand attitude scale had an excellent alpha from the beginning 

(0,959), examination of item-total statistics for revealed that the scale could be further 

optimized by removing item Brand attitude 2. This new 3-item solution was accepted, 

and it increased the alpha from 0,959 to 0,966. Summary of the reliability check results 

can be found in Table 7 below together scale item means and standard deviations. 
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Table 7 Summary of results from scale reliability checks 

Summated scale Number of items Cronbach’s alpha M 

 
SD 

Sincerity and value 12 0,951 2,75 1,39 

Ad-context fit 4 0,894 3,56 1,58 

Brand prominence 4 0,92 3,955 1,79 

Disclosure 3 0,694* 3,960 1,52 

Ad-content fit 4 0,949 2,87 1,49 

Attitude toward native advertising 7 0,956 3,18 1,62 

Acceptance towards native advertising 4 0,886 4,10 1,79 

Brand awareness 2 0,615** 3,48 1,45 

Brand trust 11 0,97 3,34 1,51 

Attitude toward brand 4  3 0,959  0,966 3,56  3,60 1,72 

Brand interest 4 0,97 2,51 1,61 

*mean inter-item correlation 0,427 

**mean inter-item correlation 0,3475 

 

When examining the mean values of these new composite measures, it can be noted that 

all the measures scored a quite similar value and fell towards the negative end of the 7-

point Likert scale. When looking at factors measuring native ad characteristics for 

example, Sincerity and value scored lowest (M=2,75) followed by Ad-content fit 

(M=2,87), while Disclosure scored highest (M=3,960), with Brand prominence 

(M=3,955) very close behind. In between these highest and lowest values was Ad-context 

fit (M=3,56). 

In terms of the dependent variables, Acceptance towards native advertising scored 

slightly higher (M=4,10) than Attitudes towards it (M=3,18). However, it should be noted 

that value 4 indicate indifference in the 7-point scale, whereas a value below it indicates 

negativity. This means that although acceptance scored a higher value, it may in fact just 

indicate that the respondents did not have any radical feelings towards rejection nor 

acceptance of native advertising.  

Finally, when looking at the brand effect measures, attitude toward brand scored highest 

(with M=3,60), whereas brand interest scored lowest (with M=2,51). In between these 

values was brand Awareness (M=3,48) with a slightly higher value than brand trust 

(M=3,34). 

The descriptives for the individual scale items in the summated scales can be found in 

Appendix 5. 
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The ensuing section presents correlational analyses for understanding the linear 

relationships between these factors.  

4.3 Correlational analyses 

The linear relationship strengths between the constructed composite measures was 

investigated with correlational analyses to understand the interrelationships between the 

variables and to test their predictive ability. Since all the variables under inspection were 

continuous, the analyses were done using Pearson’s correlation. Prior to the analyses, 

the data was checked for eventual violations of normality, linearity and 

homoscedasticity. (Pallant 2010) 

All the statistically significant correlations between factors were positive, meaning that 

increase in one of the factors results in increase of the other (Pallant 2010). When looking 

at native ad characteristics and native ad evaluations (see Table 8 below), Attitude 

towards native advertising correlated strongly with perceived Sincerity and value 

(r=0,637), Ad-content fit (r=0,599) and Brand prominence (r=0,574), while the 

correlations to the other independent variables were moderate (r between 0,30 to 0,49; 

Cohen 1998 in Pallant 2010). Native ad acceptance in turn correlated strongly only with 

Native ad attitude (r=0,592, see Table 9), while its correlation to Ad-context fit and 

Brand prominence was small (r=0,265 and r=0,233). The relation to the other three 

(Sincerity and value, Disclosure & Ad-content fit) was moderate. All the correlations 

from specific native ad characteristics to native ad attitudes or native ad acceptance were 

statistically significant.  

Table 8 Pearson correlations between measures explaining native ad evaluations 

 Sincerity 
and value 

Ad-context 
fit 

Brand 
prominence 

Disclosure 
Ad-content 
fit 

Native ad 
attitudes 

Native ad 
acceptance 

Sincerity and value 1 ,436** ,542** ,176 ,678** ,673** ,439** 

Ad-context fit   ,255* ,215* ,351** ,347** ,265** 

Brand prominence    ,106 ,474** ,574** ,233* 

Disclosure     ,171 ,326** ,362** 

Ad-content fit      ,599** ,404** 

** Significant at 0,1 level (2-tailed) 

* Significant at 0,5 level (2-tailed) 

When looking at brand effects (see Table 9), brand prominence did correlate strongly 

with brand awareness as suggested by the conceptual model (r=0,569), but it also 

correlated strongly with brand trust and brand attitude (r=0,607 and r=0,594). Also, as 
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expected, native ad acceptance and attitude towards native ads correlated either strongly 

(attitude towards native ads) or moderately (native ad acceptance) to brand trust and 

attitude towards brand.  

On an overall level, the brand measures (prominence, awareness, trust, interest) 

correlated all strongly to brand attitude (r>0,5). The strongest correlations in the model 

existed between brand attitude and brand trust (r=0,884, p=0,000) and brand interest 

and brand trust (r=0,775, p=0,000), suggesting that brand trust shares 78% of the 

variance in Brand attitude and 60% of variance in Brand interest. All the correlations of 

native ad attitudes to brand effects were significant, but native ad acceptance failed to 

show significant correlation to brand awareness and brand interest. 

Table 9 Pearson correlations between measures explaining brand effects 

  
Native ad 
attitudes 

Native ad 
acceptance 

Brand 
prominence 

Brand 
awareness 

Brand 
trust 

Brand 
attitude 

Brand 
interest 

Native ad attitudes 1 ,592** ,574** ,395** ,519** ,511** ,449** 

Native ad acceptance   ,233* 0,12 ,312** ,311* 0,175 

Brand prominence 
   ,569** ,607** ,594** ,340** 

Brand awareness 
    ,495** ,528** ,239* 

Brand trust      ,884** ,775** 

Brand attitude 
      ,666** 

Brand interest             1 
** Significant at 0,1 level (2-tailed) 

* Significant at 0,5 level (2-tailed) 

Finally, partial correlation was used to inspect the possible confounding influence of 

personal involvement to native ad attitudes and native ad acceptance. With significance 

level of p<0,01, personal involvement was found to noticeably lower the relationship 

strength between Native ad attitude and Sincerity and value (from r=0,673 to r=0,556), 

Disclosure (from r=0,346 to r=0,276), Ad-context fit (from r=0,347 to r=0,266), Brand 

prominence (from r=0,547 to r=0,469) and Ad-content fit (r=0,599 to r=0,451), i.e. all 

the independent variables, even to the extent that the strength dropped from medium to 

low (e.g. Disclosure and Ad-context fit) or strong to medium (e.g. Ad-content fit). 

However, when looking at Native ad acceptance, controlling for personal involvement 

significantly (p<0,01) and noticeably lowered only the relationship strengths to Sincerity 

and value (from r=0,439 to r=0,397), Brand prominence (from r=0,233 to r=0,169) and 

Ad-content fit (from r=0,404 to r=0,355), but all of these relationships stayed in the 

same strength category (medium or low) as defined by Cohen (1998) in Pallant (2010).  
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Even the effect of native ad familiarity and stimuli brand familiarity to the correlation 

strength was checked, but neither of these variables seemed to have a noticeable effect 

on the results.   

In the next section, the results from the regression analyses conducted to test the actual 

research questions and hypotheses are presented. 

4.4 Regression analyses 

A total of six separate regression analyses were conducted to test the hypotheses defined 

in chapter 2.3. Prior to each analysis, the data was tested for normality, linearity, 

multicollinearity or homoscedasticity with the help of correlational analyses, tolerance, 

VIF, scatterplots, p-p-plots, Mahalanobis distance and Cook’s distance (Pallant 2010). 

No evidence of assumption violations was found in any of the analyses. Hence, the data 

was suitable for conducting the analyses and the obtained results can be considered 

reliable. 

The first two regression analyses were conducted as hierarchical multiple regressions to 

test H1, H2 and H3 regarding the effect of native ad characteristic to native ad 

evaluations (native ad acceptance [H1] and native ad attitudes [H2]) after controlling for 

the effect of personal involvement (H3). Due to the abundance of variables in the original 

model, the composite measures obtained from factor analysis were used in the analysis 

instead of the original variables. In other words, the models assessed the ability of the 

composite measures Sincerity and value, Ad-context fit, Brand prominence, Disclosure 

and Ad-content fit to predict Native ad acceptance or Native ad attitudes after controlling 

for the influence of Personal involvement.  

Personal involvement was entered at Step 1 and it contributed significantly to the 

regression models of both Native ad acceptance, F(1,99)=4,394, p<0,05 and Native ad 

attitudes F(1,99)=37,256, p<0,000. At this stage, Personal involvement explained 4,2% 

of the variance in Native ad acceptance and 27,3% of the variance in Native ad attitudes. 

After entry of the five composite measures in Step 2, the total variance explained by the 

model for native ad acceptance was 25,6%, F(6,94)=6,744 p<0,001. In the model for 

native ad attitudes, the percentage was 56,6%, F(6,94)=22,755, p<0,001. In total, the 

composite measures explained an additional 25,8% for native ad acceptance and 31,9% 

for native ad attitudes. However, in the final native ad acceptance model, only Sincerity 

and value (β=,198, p<0,05) and Disclosure (β=,279, p<0,01) were statistically significant 



 

 

61 

unique contributors in the model. In the native ad attitudes model in turn, only Sincerity 

and value (β=,213), Brand prominence (β=,202) and Disclosure (β=,181) were 

significant, all with p<0,01. In other words, personal involvement was not a significant 

predictor of Native ad acceptance or Native ad attitudes in the final model that included 

the basic measures of native ad characteristics. 

As the Sincerity and value measure consisted of items originally measuring Reliability, 

Customer orientation, Uniqueness, Web site credibility and Informativeness, and the 

Disclosure measure of items measuring Ad-disclosure and Source disclosure (see Table 

4), the obtained results suggest that H1 was only supported for H1a=Informativeness, 

H1b=Uniqueness, H1c=Reliability, H1d=Customer-centricity, H1e=Web site credibility 

as well as H1f=Ad disclosure and H1g=Source disclosure. H2 in turn was supported for 

H2a-e plus H2j=Brand prominence and H1g=Source disclosure that loaded to Brand 

prominence factor with one item. In other words, H1h (Ad context fit → Native ad 

acceptance), H2h (Ad-context fit → Native ad attitudes), H1i (Ad-content fit → Native ad 

acceptance) and H2i (Ad-content fit → Native ad attitudes) were not supported, meaning 

that H1 and H2 in total can be considered only partially supported.  

Personal involvement in turn did not have statistically significant unique contribution in 

the final models despite its contributions when entered separately. Therefore, H3 was 

rejected.  

The third regression analysis was conducted as a simple regression to assess the ability 

of brand prominence to predict ad-evoked brand awareness (H4). The analysis revealed 

that brand prominence predicted 31,7% of the variance in the model F(1,99)=47,418, 

p<0,01 with unique contribution of 56,9% (β=,569). Hence, H4 was fully supported. 

Fourth regression analysis conducted as standard multiple regression assessed the 

ability of native ad acceptance, native ad attitudes and brand awareness to predict brand 

trust (H5). The overall model explained 35,3% of the variance in the model 

F(3,97)=19,153, p<0,01 but only Brand awareness and Native ad attitudes were 

statistically significant in the model with rather similar beta values (β=,353 vs. β=,340, 

p<0,01). However, in percentages, the unique contribution of Brand awareness was 

higher (10,2%) than that of Native ad attitudes (6,3%). Since native ad acceptance could 

not be statistically proven to predict brand trust, H5 was only partially supported. 
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The fifth regression analysis was conducted as standard multiple regression as well. The 

model attempted to assess the ability of native ad acceptance, native ad attitudes, brand 

awareness and brand trust to predict brand attitudes (H6). The total variance explained 

by the model was 78,6%, F(4,96)=92,558, p<0,01. In the final model, surprisingly only 

Brand trust and Brand awareness were statistically significant; Brand trust with β=,800, 

p<0,01 and Brand awareness with β=0,116, p<0,05. The unique contribution of Brand 

trust was a whopping 40,2%. In conclusion, H6 was only partially supported, as native 

ad acceptance nor native ad attitudes could be proven to predict attitudes toward brand 

in a statistically significant way.  

The sixth and final regression analysis was conducted as simple regression to assess the 

ability of brand attitudes to predict brand interest (H6). The total variance explained by 

the model was 43,8%, F(1,99)=78,846, p<0,01, where the unique contribution of brand 

attitudes was 66,6% (β=,666). In other words, the sixth and final hypothesis (H6) was 

supported. 

The results of the regression analyses are summarized into the figure below. The figure 

also illustrates the changes to the original conceptual model. 

 

Figure 7 The final conceptual model including results from regression analyses 

In the next chapter, a table is presented for summarizing the results from hypotheses 

testing. 
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4.5 Summary of the results 

The results of this study in light of the given hypotheses are summarized into the Table 

10 below. As can be seen from the table, only two of the seven hypotheses were fully 

supported (H4 & H7). The rest were partially supported except for H3 that was rejected. 

Table 10 Results from the hypotheses testing 

Hypothesis Result 

H1(a-j): Information quality factors (a=informativeness, b=uniqueness, 

c=reliability, d=customer-centricity, e=web site credibility) and transparency and 

congruency factors (f=ad-disclosure, g=source-disclosure, h=ad-context fit, i=ad-

content fit, j=brand prominence) are positively related to native ad acceptance. 

Partially supported 

(H1h, H1i and H1j not 

supported) 

H2(a-j): Information quality factors (a=informativeness, b=uniqueness, 

c=reliability, d=customer-centricity, e=web site credibility) and transparency and 

congruency factors (f=ad-disclosure, g=source-disclosure, h=ad-context fit, i=ad-

content fit, j=brand prominence) are positively related to native ad attitudes. 

Partially supported 

(H2h and H2i not supported) 

H3: Personal involvement with the subject of the native article positively influences 

native ad acceptance and native ad attitudes. 

Not supported 

H4: Brand awareness evoked by native advertising is determined by the relative 

prominence of the brand in the native ad. 

Supported 

H5: Brand trust evoked by native advertisements is determined by native ad 

acceptance, native ad attitudes and ad-evoked brand awareness, as well as the brand-

related ability, integrity and benevolence beliefs of the consumer. 

Partially supported  

(native ad acceptance not 

supported) 

H6:  Native ad acceptance, native ad attitudes, ad-evoked brand awareness and ad-

evoked brand trust are positively related to attitude towards brand. 

Partially supported  

(native ad acceptance and -

attitudes not supported) 

H7: Attitude towards brand is positively related to brand interest. Supported 

 

In the next and final subchapter, additional data obtained from the questionnaire is 

shortly presented.  

4.6 Additional data: open-ended answers 

At the end of the questionnaire, the respondents had the chance to present any additional 

feelings, thoughts or opinions evoked by the stimuli. A total of 34 comments were left to 

this space, 28 of which were actual elaborations around the subject. A table summarizing 
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and categorizing the key thoughts, concerns, issues and feelings presented in these 

comments can be found in Appendix 4.   

Vast majority of the comments demonstrated different types of negative feelings and 

concerns, which is in line with the results obtained from the attitudinal scales. As can be 

expected, majority of the concerns related to the subject were related to perceived 

feelings of misleadingness and/or lacked disclosure of the ad format (8/28 comments), 

but many were also concerned about the ethics of the practice (4/28 comments) and the 

way it tends to make use of the so-called click-baiting, i.e. luring the user to irrelevant, 

low quality content with a hooking title (4/28 comments).  

In terms of feelings or affect, deception, annoyance and mistrust were reported by many 

when describing their experience of the ad type (Deception 43%, Annoyance 29%, 

Mistrust 14%). Related to mistrust, some even expressed feelings of being “dumbed 

down” by marketers as they are perceived to attempt to trick consumers with such ad 

types in a hope that the consumers would not understand the true nature of the content. 

Also, some 18% expressed that they would be ready to take immediate rejective action 

after seeing this type of ads, for example by increasing ad blocking or by not reading the 

opened content until end. 

By using marketing jargon and mentioning things like programmatic buying, some 

respondents (18%) provided an indication that they were talking from the perspective of 

a marketing professional. A key concern for these respondents were the ad type’s 

potential negative effect on the credibility of the news media (3/5 comments). In 

addition, these respondents felt that sponsored content -style native advertisements 

created by the media publishers and distributed within the media site would be a better 

tactic both in terms of consumer responsiveness and news site credibility (2/5 

comments).  

Only a few people who commented found the ad type good – at least to some part. These 

respondents underlined the resourcefulness of the ad type (7%) as well as the fun and 

facetious nature of the article (14%), but many of these respondents also expressed a 

simultaneous concern, e.g. regarding the ethics of the practice. Personal involvement 

seemed to also play a role in the opinions as expected, as 18% expressed that their 

relation to cross-country skiing affected their opinions either for or against the stimulus 

ad. 
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In summary, the open answers generally represented a negative attitude towards native 

advertising, although also some partly positive answers were given. However, a key 

theme present in the answers was concern and negative affect.  The next and final chapter 

will discuss all the obtained results in light with the theory presented earlier in this thesis.  
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5 DISCUSSION 

The purpose of this fifth and final chapter is to discuss the key findings of the study and  

their relation to previous literature, research questions and the study aim. The chapter 

will also include a discussion of the theoretical and managerial implications of these 

findings. In the end, the limitations of the study as well as some suggestions for further 

research are presented. 

5.1 Key findings on consumer response to native advertising 

The aim of this study was to examine consumer responses to native advertising by 

studying consumers’ general acceptance and attitudes towards it and the effect that it 

may have on the brand. More specifically, this study sought to find what affects 

consumers’ acceptance of and attitude towards native advertising (RQ1) and what the 

factors are that influence brand awareness evoked by native advertising (RQ2). 

Moreover, this study sought to understand how consumers’ acceptance and attitude 

towards native advertising influences their trust, attitudes and interest towards the 

advertiser brand (RQ3). 

In the upcoming subchapters, the findings of this study are discussed with relation to 

these goals and other emergent key findings. First, the findings related to general 

consumer response to native advertising are discussed, followed by discussion of factors 

affecting favourability of native ad evaluations. After that the discussion shifts to the 

found brand effects of native advertising. This part includes a discussion of findings on 

brand awareness, and a collective discussion of the found relations between native ad 

evaluations, brand trust, brand attitudes and brand interest.  

5.1.1 Consumers’ general evaluations of native advertising 

Regarding native ad acceptance, the results of this study revealed that consumers do not 

seem to have a radical opinion on whether to accept or reject marketing communications 

in form of native advertising. In effect, it was found that consumers’ acceptance of native 

advertising, measured as the level of perceived appropriateness of the persuasion tactic 

used, is at a neutral, or at a very slightly more accepting than rejecting level with M=4,10 

on a scale from 1 to 7.  
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Looking back to the earlier theoretical discussion, a reason for the obtained result might 

be that consumers find it hard to judge whether this kind of advertising is generally 

appropriate, as the ad format has less clear persuasive messages to help systematic 

processing (Fennis & Stroebe 2016). This result seems to also indirectly give some 

support to the results from previous studies suggesting that native advertising is usually 

accepted slightly better than e.g. traditional banner advertising (e.g Becker-Olsen 2003; 

Tutaj & Van Reijmersdal 2012), but this interpretation is not straightforward considering 

that no comparative study was made, and the variation in the acceptance evaluation was 

large, as indicated by the relatively large standard deviations of both the summated scale 

and the individual scale (see Table 7 and Appendix 5).  

When in turn looking at consumer response to native advertising in form of favourability 

of attitudes towards the ad format, the results indicate that consumer response to native 

advertising is generally negative. In other words, it could be stated that at least according 

to the results of this study, consumers find native advertising to be more of an 

unfavourable than a favourable advertising tactic.  

In summary, although this study focused only on studying cognitive consumer responses, 

these findings seem to follow the previous findings of the papers that have found negative 

affect to be likely in native advertising context (e.g. Wojdynski 2016b; Wojdynski & 

Evans 2016). Also, it could be concluded that consumers seem to have trouble in 

evaluating the appropriateness of marketing tactics like content recommendation-style 

native advertising, probably due to the higher level of cognitive effort that it requires to 

be decoded. Hence, more research is needed to create deeper level understanding of 

consumers’ acceptance formation processes in native advertising context. For example, 

through qualitative inquiry the reasons behind consumers’ inability to decide whether to 

accept or reject the advertising type are could be studied further.  

Examination of the factors that influence the formation of native ad evaluations was also 

included in this study. Key findings on this regard will be discussed next.  

5.1.2 Factors leading to favourable native ad evaluations 

A key aim of this study was to find the factors that affect the formation of (un)favourable 

ad evaluations in native advertising context. The results revealed that just slightly 

different, yet conceptually related, set of factors affect native ad acceptance and native 

ad attitudes. 
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Native ad acceptance was found to be relatively equally affected by the overall perceived 

sincerity, reliability and benefit the consumer gains from the native article (Sincerity and 

value measure), and the content’s perceived level of disclosure and transparency in 

revealing its nature and source (Disclosure measure). That is, the results suggest that 

when evaluating whether to accept or reject marketing communications in form of 

informational content recommendation -style native advertising, consumers rely on 

their cognitive evaluation of the sincerity and value of the native ad and the level to which 

the ad reveals its commercial intent and the fact that it has been produced by a brand, 

which follows many previous studies regarding what are the key determinants of native 

ad evaluations (e.g. Wojdynski 2016b; Wojdynski & Evans 2016).  

The formation of favourable native ad attitudes in turn was shown to be affected by the 

sincerity, value and disclosure, but also by the relative level of brand prominence in the 

native ad. This means that the results suggest that consumers are more likely to form 

positive attitudes towards native advertising when the antecedents for general native 

advertising acceptance are met, and the consumer also perceives that the advertiser 

brand is salient and clearly visible in the advertisement and the content.  

The finding related to brand prominence seems to support Campbell & Evans’ (2018) 

and Harms, Bijmolt & Hoekstra (2017) claims that higher presence and salience of the 

brand in a native ad can increase the level of ad recognition and lower the risk of 

deception and perceived misleadingness. Hence, also the positive effect of brand 

prominence shown by the results of this study is likely to arise from the same underlying 

reasons why e.g. disclosure or the lack of it has been shown to have a significant effect on 

native ad evaluations. That is, things like clear disclosure or brand prominence promote 

transparency, which in turn helps the consumer in their cognitive evaluation of the 

persuasion attempts of the ad as suggested by e.g. Campbell & Evans (2018). When the 

advertiser seems open about its motivations, the cognitive burden is lower, which lowers 

the risk for negative affect from perceived deception (Becker-Olsen 2003). This finding 

also suggests that native advertising is indeed branded content as suggested by the 

industry (IAB 2018), and the format should embrace this to ensure positive results. 

Interestingly, brand prominence could not in this study be proven to have a significant 

effect on the general native ad acceptance, even though acceptance vs. rejection is by 

definition so closely related to consumers’ evaluation of the appropriateness of the 

persuasion tactics used by marketers. One reason for this could be that, when asked to 

evaluate the appropriateness of an advertising tactic, consumers find it given that there 
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is a brand present in the ad. That is, the findings indicate that the relative prominence or 

obscurity of a brand in a native ad is a matter that consumers do not perceive as related 

to the ad’s perceived appropriateness. Rather, it has to do with the favourability of the 

ad.  

Yet by far the most interesting finding is that it could not be proven that the native 

advertising’s external fit with the media context nor the internal fit between the native 

ad and the native article would have a significant effect on any native advertising 

evaluations. In other words, the results indicate that when the goal is to ensure positive 

native ad evaluations, theoretically speaking content recommendation -style native 

advertising can be placed to whatever media context without need to consider e.g. 

thematic congruence of the ad and the placement. Furthermore, the native ad can even 

make use of click-baiting titles without clear fit to the article itself, as long as the content 

itself seems sincere, reliable, benefitting and transparent. Hence, it seems like the most 

important is that the form of the content feels native, as suggested by many of previous 

native advertising definitions (Campbell & Marks 2015; Wojdynski 2016a; Fulgoni, Pettit 

& Lipsman 2017; Campbell & Grimm 2018). In other words, native advertising should 

look like editorial content to be considered native advertising, but it does not have to 

otherwise be congruent with the editorial context. This view supports native advertising 

particularly as an ad-format blending into the context, not necessarily fitting into it. 

However, this finding is still surprising given the fact that previous theory suggests that 

perceived fit or congruency can have a significant effect on ad evaluations (Becker-Olsen 

2003), especially in native advertising context (Kim, Lee & Chung 2017; Harms, Bijmolt 

& Hoekstra 2017; Krouwer & Poels 2017). The finding is also surprising given the fact 

that even the open-ended answers provided indication that e.g. the perceived click-

baiting (mismatch of the ad and the article) may lead to negative affect. 

The results of this study could not either support the hypothesis that a higher personal 

involvement with the subject of the native ad content could significantly influence 

perceptions of the ad, which conflicts with suggestions of, among others Krouwer & Poels 

(2017) and Yoo & Macinnis (2005). In other words, if the results obtained from this study 

are correct, native advertisements or native articles do not need to treat a subject close 

to the heart of the consumer to ensure positive evaluations. This could also mean that 

native advertisements do not necessarily have to be targeted based on interest-related 

categories. Yet when it comes to e.g. demographic targeting, no conclusions can be made 

as this study did not test the effect of this factor.  
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However, considering that content marketing literature treats personal involvement 

through the concept of relevance, which in turn refers mainly to usefulness of 

information to self (Pazeraite & Repoviene 2016), this finding does not rule out the 

importance of the advertisement’s informational relevance to self. Also, it should be 

noted that customer-centricity, i.e. a concept closely related to the informational 

(personal) relevance, was found to positively affect native ad evaluations through the 

Sincerity and value construct, which supports that relevance in the sense of helpfulness 

or benefit for self is still important. In other words, although the results suggest that the 

content marketing used in native advertising does not need to be of subject close to the 

target audience, the positive effect of the audience’s personal involvement may manifest 

itself through the perceived personal relevance of information leading to higher 

perceived customer-centricity.  

In summary, first and foremost these findings give further support to the general concern 

that ensuring sufficient transparency and disclosure is vital in native advertising context 

(see e.g. Wojdynski 2016b). However, this study also found other factors (i.e. sincerity 

and value and brand prominence) to positively affect native ad evaluations. However, the 

brand prominence in form of transparent presence of the advertiser brand in the ad could 

not be proven to affect general acceptance of native advertising. The results also revealed 

that despite the need for congruency being at the very heart of definition of native 

advertising, this congruency might actually rather refer to form-based congruence rather 

than thematical or personal congruence. Namely, the results indicate that fit between the 

native ad and the media context or fit between the native ad and the native article, nor 

the personal involvement of the consumer do not significantly affect native ad 

evaluations. In the upcoming sections, the brand effects related findings of this study are 

discussed. 

5.1.3 Brand effects of native advertising 

This study sought to find the factors affecting ad-evoked brand awareness in native 

advertising context and found that the relative prominence of the brand in the ad is a key 

precedent for this matter as brand prominence was found to positively affect ad-evoked 

brand awareness. Although this sort of a finding might seem self-evident in many other 

advertising research contexts, in this very context, the finding underlines the special 

nature of native advertising and the challenges it brings about. The problem is that clear 
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prominence of the brand is not something that can be taken for granted in native 

advertising context considering the subtle nature of the ad format.  

This finding follows industry and practitioner suggestion (IAB Finland 2015; Harms, 

Bijmolt & Hoekstra 2917) that lack of clear brand prominence not only increases the risk 

for deception in native advertising context, but also leads to negligence of the effort, as 

the positive associations evoked by the ad cannot be attached to the advertiser brand.  

This means that although native advertising content should be subtle and try to avoid 

pushy sales messages, clear presence of the advertiser in the content has to be ensured 

to collect the eventual positive results that the effort brings about. Hence, when it comes 

to brand prominence, native advertising should rather follow the characteristics inherent 

for native advertising than characteristics inherent for content marketing.  

In summary of the results regarding ad-evoked brand awareness, the results suggest that 

in order to lead to best possible results, content marketing used for native advertising 

needs to both be customer-centered and include clearly incorporated presence of the 

advertiser brand. This way it can be ensured that the consumer not only finds the ad 

favourable, but also finds her way to eventually forming favourable brand evaluations 

from seeing the ad. 

When looking at the relation of native ad evaluations to brand trust, brand attitudes and 

brand interest, the results of this study suggest that brand attitudes evoked by native 

advertisings are not directly affected by native ad evaluations, but rather the effect is 

indirect through the formation of overall brand trust evoked by the ad. More specifically, 

this study found that brand attitudes in native advertising context are affected mainly by 

the ad-evoked brand trust, which in turn was mainly affected by native ad attitudes. At 

the same time, native ad acceptance could not be proven to have any clear link to 

formation of brand-related results.  

Taking in consideration the results discussed earlier regarding the factors leading to 

favourable native advertising evaluations, these findings seem natural.  In effect, 

sincerity and value, disclosure and brand prominence can all be considered conceptually 

related to credibility and trust related issues. That is, the more sincere, valuable and 

transparent the content is perceived as, the more trustworthy the ad as a whole is 

regarded as, which then leads to higher evaluations of trust towards the advertiser brand. 

Also, as discussed earlier, researchers suggest that failure to inspire perceived reliability 

– a subconcept of trust - makes informational content neglible (Pazeraite & Repoviene 
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2016). In other words, although this finding did not follow our hypotheses, it seems to 

still follow the suggestions of previous research. 

However, surprisingly the results suggest that native ad acceptance does not have any 

significant effect to the consumer response in formation of brand evaluations. This 

indicates that if advertisers are only concerned about brand-related results, consumers’ 

general opinions on whether native advertising is acceptable as an ad format is irrelevant. 

However, at the same time native ad acceptance was proven to be affected by same 

factors that affect native ad attitudes together with brand prominence. In other words, 

despite this finding, the factors leading to native ad acceptance should not be wholly 

neglected, but rather kept in mind when designing the ads, as the same processes affect 

native ad attitudes, which in turn does indeed have significant effect to the brand. 

Finally, this study confirmed that favourable brand attitudes lead to higher interest 

towards the advertiser brand. This means that if native advertising succeeds to generate 

favourable attitudes towards the advertiser brand, it is more likely that consumers 

become more open, interested and curious towards the advertiser brand, and may even 

establish a contact with the brand by searching more information about it or even trying 

it. In summary, these findings indicate that when looking at the whole process from 

cognitive ad characteristic evaluation to ad evaluation, all the way to brand evaluations 

and effect in form of brand trust, attitudes and interest, the key to success (i.e. increased 

brand interest) is ensuring formation of credibility and trust. This means that by 

producing content marketing and native ad copys that are perceived sincere, valuable, 

transparent and clearly branded, advertisers have better possibility to produce brand 

awareness and increase brand trust, which positively affects favourability of brand 

attitudes and finally generates interest towards the brand. Accordingly, it seems like ad-

evoked brand trust is indeed a key element in the success of content recommendation 

style native advertising, as assumed in the theory chapter. The finding also confirms that 

marketers who expect credibility- and trustworthiness -related improvements from 

successful native advertising efforts are on the right track, as long as they also focus on 

incorporating these elements to the ads and the content themselves.  

5.1.4 Other findings 

Some additional findings contributing to the explanation of consumer response to native 

advertising emerged from the data beyond the hypotheses testing. These will be shortly 

presented, but no further discussion will be conducted to limit the scope of this thesis. 
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Firstly, this study confirmed the assumption that native advertising consists of 

information quality factors emerging from content marketing literature, but it could not 

be proven that native advertising factors would load to one collective measure. Instead, 

ad-content fit, ad-context fit, disclosure and brand prominence all loaded into their own 

separate factors. This finding implies that despite conceptual similarity, native 

advertising characteristics are not alike in the same way as content marketing-related 

information quality (or sincerity and value) factors are.  

Secondly, the items measuring informativeness did not load strongly into the constructs 

explaining native ad evaluations. In oppose, the results seem to suggest that quality 

outruns quantity in what it comes to information. That is, consumers seem to perceive 

that reliability, value and uniqueness of information is much more important than the 

overall informativeness or the amount or density of the information. 

Thirdly, in the theory chapter it was proposed that native advertising affects consumer 

processing of the ability, integrity and benevolence of the advertiser brand. This finding 

was supported, but the factor analysis revealed that the item explaining most of the 

variance in the brand trust factor in this context was ability, while the others contributed 

with much smaller shares. That is, it seems like the most important trust-related factor 

that native advertising affects is consumer beliefs of the ability of the company to deliver 

what they promise. 

5.2 Theoretical contributions 

This thesis contributes to the previous one-sided research of native advertising with a 

fresh perspective. First of all, according to my knowledge, this is the first study to test a 

conceptual model that explains both factors affecting native ad evaluations and the 

following brand effects of these evaluations. Similarly, this is the first study to study the 

interaction of native advertising acceptance with following evaluations of the brand. 

Secondly, at least to my knowledge, this study was the first to note not only the 

importance of disclosure and transparency in native advertising context, but also the 

importance of the perceived sincerity and value in the content marketing used in the ad. 

That is, this study elaborated and extended previous native advertising by showing that 

factors traditionally studied only in context of content marketing also apply for native 

advertising, at least when talking about content recommendation -style native 

advertising.  



 

 

74 

Thirdly, although there is plenty of good previous research on how to build or achieve 

disclosure, transparency and higher ad recognition in native advertising context, this 

study contributed into this literature by adding a more detailed view into what this 

disclosure or the lack of it can lead to when considering not only ad evaluations but also 

brand evaluations. Hence, the findings of this study can be used to understand the bigger 

picture surrounding the use of native advertising. 

Finally, the results of this study increase theoretical understanding of consumers’ 

evaluative processes of ad types with a more subliminal nature. Therefore, the findings 

not only contribute to the understanding of content recommendation -style native 

advertising, but to the understanding of many other similar ad formats as well. 

5.3 Managerial implications 

The findings of the present study have plenty of practical relevance for advertisers, 

marketing managers, brand managers and the like. 

First of all, fit and congruence have been previously considered as hygiene factors for 

native advertising and expectation of their presence has been at the very heart of the 

definition of native advertising. The results of this study suggest however, that at least 

when it comes to brand evaluations, these factors do not have an effect. Hence, the results 

of this study suggest that at least in content recommendation -style native advertising, 

the content is the king.  That is, as long as the content seems reliable, incorporates clear 

presence of the advertiser brand, and it is transparently disclosed as advertising, there is 

a chance for favourable brand results. This means that content producers should put 

extra effort into designing and producing content with these qualities. 

At least equally interesting is the finding that the title of the native ad does not have to 

fit the contents of the native article to ensure positive brand results as long as the article 

provides reliable information and it is transparently disclosed as advertising. In other 

words, although click-baiting might increase negative affect, it does not actually affect 

the following evaluations of the content itself or the brand trust that the ad evokes. This 

might be due to the fact that click-baiting is seen as necessary or expected by consumers, 

as they understand the point of click-baiting as a way to drive traffic to the content. 

Knowing this, the consumers put more value to the content itself in defining the 

favourability of the evaluation.   
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As discussed earlier, the results also suggest that targeting of native advertising 

campaigns does not necessarily have to be contextual or thematic. It is enough if the 

form-based fit of the ad is good. Considering the other findings regarding e.g. 

transparency and brand prominence, this suggests that native advertising should just 

feel like advertising. Contextual and thematic fit might not make a difference because 

consumers are already so used to non-congruent advertising that they do not expect it, 

or they do not know to expect or demand it. Hence, in terms of targeting, marketeers 

responsible for native ad campaign coordination can put less effort into media choices 

and contextual targeting (such as targeting based on interests), and instead focus the 

targeting based on factors like demographics or time, as these factors might still be 

relevant. 

Finally, in terms of the landing page including the content marketing, this study seems 

to support Campbell & Evans’s (2018) findings that advertisers could potentially benefit 

from increasing advertising recognition and transparency with banners and popups 

integrated into the native ad.  

In summary, content production-wise the findings of this study imply that producing 

content is not enough, if the content does not inspire trust. Accordingly, brands need to 

focus on writing quality content that presents matters sincerely, transparently, and with 

the benefit of customer in the focus. Additionally, the brand must be highly prominent 

in the content to ensure brand results and positive attitudes. More specifically, failing to 

seem reliable, honest and transparent leads to rejection and failing to present the brand 

prominently lead to missed branding opportunities. The brand has to be made clearly 

visible and it has to be made sure that the reader remembers the advertiser name. To put 

it bluntly, there is no sense in making native advertising so subtle that no one decodes 

the brand from it, which is a key takeaway of this study for all marketing professionals. 

5.4 Limitations and suggestions for further research 

As many other studies, the results of this study do not come without limitations. In this 

case, these limitations arise mostly from the methodological choices or procedures used, 

but some are also related to the research setting itself.   

To begin with, the sample size of the study was limited despite efforts to extend the data 

collection to the author’s personal social media channels. Hence, more reliable and valid 

results could eventually be obtained with a larger sample collected from native ad 
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distribution only. In addition, the validity of the study was most likely affected by the fact 

that 20,4% of values in a set of five variables were imputed due to systematic data loss. 

Consequently, I recommend future research to pay attention to the data collection 

procedures, for example by using a more reliable data collection software and ensuring 

enough time and resources for the survey distribution, as well as eventually using 

incentives to increase response rate to the public survey.   

Secondly, Fennis & Stroebe (2016) argue that experimental design could be a more 

suitable method for advertising research, because it removes many of the reliability 

issues involved in static measurement and assumption of static and predefined answers. 

According to the authors (2016:129) a problem with the use of survey method and Likert 

scales is that they may not reveal the implicit attitudes of consumers, i.e. the underlying 

attitudes and prejudices that consumers may not be conscious about themselves. As a 

solution, the authors propose e.g. affective priming method. With this technique 

respondents could have been primed with native ads before presentation of some 

positive and negative adjectives, and the lag in their answer could indicate the difficulties 

they have in evaluating the ads positively or negatively. Future research could take this 

suggestion into account. 

Thirdly, when interpreting the results of this study, it should be noted that the native ad 

engagement (or the lack of it) manifested in this study context was forced. That is, the 

respondents’ choice to read the article was not voluntary, but rather the stimulus setting 

assumed that the consumer would have decided to read the content after seeing the ad. 

Fulgoni, Pettit & Lipsman (2017) argue that when a consumer not only sees the native ad 

but also reads the article, her engagement with the ad is higher, which can positively 

affect e.g. the level of brand interest evoked by the ad. Therefore, it is likely that the 

stimulus setting added some bias to the results. Moreover, the native ad used as an 

example was not a perfect example of a native ad in the sense that it used a headline that 

clearly differentiated from normal editorial content with the wording “Lue lisää” (Read 

more). 

Another issue with the stimulus used was that the manipulated red rectangle used to 

ensure recognition of the content under study in the ad stimulus might have affected the 

respondent’s evaluations. For example, it may have led to respondents falsely 

interpreting that the rectangle belongs to the ad experience. Some indication of such bias 

was evident in the results, as one respondent who left an open comment stated that he 
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finds it disturbing that ad content would be specifically highlighted to him in such 

manner.  

Related to the research setting of this study, Harms, Bijmolt & Hoekstra (2017) bring up 

a central issue to be considered: since consumers have less desire or need to visit official 

publishing platforms, the "traditional" publishers might not be the most effective way to 

get your native advertising efforts to pay off, but instead more creative ways should be 

found. This means that studying native advertising distributed in online media might not 

be the best possible research setting considering the current evolutions in consumers’ 

media consumption behavior. The same authors also note that there might be differences 

in receptiveness of content in depending on the product category and the target group 

and their stages in the customer journey. These are some additional factors that could be 

taken into account when designing future research. 

This study brings up also many other research pathways to explore in the future. Firstly, 

although this study revealed the cognitive and measurable attitude formation processes 

that consumers go through when evaluating native advertising, more insight could be 

gained on the subject with qualitative inquiry. For example, digging deeper into the why 

of native advertising evaluations could generate a much more in-depth understanding of 

not only the effectiveness issues of native advertising, but also its much-debated ethical 

dilemmas. 

Secondly, as this and some other previously discussed findings suggest, research 

separately taking into account the affective response formation processes would be 

needed, as it seems like the cognitive evaluations do not follow the same logic as the affect 

formation. Accordingly, it could be assumed that despite the presence of cognitive 

favourability or non-favourability of evaluations, consumers’ emotions and affect can 

still increase the risk of the occurrence of negative brand effects. 

Future study could also focus on studying subjects like what drives consumers to view 

these ads, what do they look for and what do they expect. Identification and application 

of media usage profiles could help in such inquiry. Furthermore, the brand effects could 

be studied further from the perspective of building of brand knowledge. In other words, 

the study could be extended from awareness, brand evaluation (attitude) and interest 

measures to brand image measures, including associations evoked by the ad.  
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Moreover, as native advertising accommodates brand identifiers to interesting content 

in an attempt to affect consumers in unobtrusive ways and to avoid resistance, it can be 

seen to rely partly on the principles of product placement (Fennis & Stroebe 2016). 

Hence, it seems reasonable that the effect of brand prominence to brand awareness or 

improvement in brand attitudes in native advertising could be moderated by the two 

dimensions of product placement, i.e. modality and centrality. Modality in product 

placement refers to whether the brand name is only seen or also mentioned in the 

content, and centrality refers to the relevance of the product use or the brand to the plot 

of the content. (Fennis & Stroebe 2016) Hence, future native advertising literature could 

make use of the concepts of modality and centrality emerging from product placement 

related research to study for example how the presence of the brand in different 

placements suits the article or how does the placement of the brand affect the outcomes.  

Finally, purely in terms of the research setting and its delimitations, this study could be 

extended further by adding things like comparison of informational vs. entertainment 

content or comparison of service vs. product company. Also, the effect on brand could be 

captured more reliably by comparing pre- and post-exposure evaluations of the brand. 

Lastly, by doing a comparative study of more than one native ad stimulus example, the 

factors affecting native ad evaluations could probably be evaluated more reliably. 

5.5 Conclusions 

Generally, this study has generated insights about consumer attitude formation 

processes in native advertising context, especially regarding consumers’ cognitive 

evaluation process of the ad type. Additionally, the study revealed the aspects that could 

and should be emphasized or strived for when producing content marketing for content 

recommendation -style native advertising. From a broader perspective, this study offers 

insights into how to streamline the processes from content marketing production to 

brand interest generation by focusing on the key aspect of building trust.  

In conclusion, this study serves as a base for broader understanding of why native 

advertising is or is not effective. Yet more research, especially in form of qualitative 

inquiry, is needed to understand the deeper meanings that consumers create when 

evaluating and responding to informational content recommendation -style native 

advertising. 
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APPENDIX 1 INITIAL VARIABLE SCALES AND SCALE ITEMS 

NB! Items excluded after factor analysis are written in grey  

Construct name and theoretical definition 
Scale/Items Scaling system Source 

Native ad acceptance = The extent to which the consumer finds the advertising format 
generally appropriate, welcomed or allowed 

1. I believe that this type of advertising is generally 
acceptable 

2. To me, the ad was annoying/obtrusive (reversed) 
3. This type of advertising should never be done 

(reversed) 
4. I find this type of advertising inappropriate 

(reversed) 
5. I believe this advertising technique is unethical 

(reversed) 
 

5-item, 7-point 
Likert scale 

Adapted from 
Krouwer & Poels 
(2017) & Kim, Lee & 
Chung (2017) 

Attitudes towards native advertising = Consumer beliefs of the favourability of the 
advertising format 
What is your impression of the ad type? 

1. Bad/Good 
2. Negative/Positive 
3. Unfavourable/Favourable 
4. Harmful/Beneficial 
5. Useless/Useful 
6. Boring/Interesting* 

6-item, 7-point 
semantic 
differential scale 

Adapted from 
combining Lee, Kim 
& Ham (2016) & 
*Kim, Lee & Chung 
(2017) 

Ad-evoked brand awareness = Recall and recognition of the brand after seeing the ad 
Recall 

1. What was the brand that was in the article or the 
content recommendation? _____ 

Recognition 
2. I remember seeing this brand in the content 

recommendation or the article 

Open field coded as 
correctness of 
mention / 1-item, 7-
point Likert scale 

Developed by the 
author for the 
purposes of this 
research 

Ad-evoked brand trust = Consumer beliefs of the ability, benevolence and integrity of the 
company 
Ability 

1. The brand seems very capable in what it does 
2. The brand appears to be successful at the things it 

tries to do 
3. The brand seems to have much knowledge in its 

field 
4. I feel very confident about the brands expertise and 

skills 
5. The brand appears to be well qualified in its field 

Benevolence 
1. The brand seems very concerned about my welfare 
2. My needs and desires appear to be important for the 

brand 
3. It does not seem that the brand would knowingly do 

anything to hurt me 
4. The brand seems to really look out for what is 

important to me 
5. The brand appears to go out of its way to help me 

Integrity 
1. The brand seems to have a strong sense of justice 
2. The brand appears to try hard to be fair in dealings 

with others 
3. I like the brand’s values 
4. Sound principles seem to guide the brand’s behavior 

4-5-item, 7-point 
Likert scale 
(*originally 5-point) 

Adapted from 
Mayer & Davis 
(1999) in Schlosser 
et al. (2006) 

Brand attitude = Attitude toward the advertiser (the brand) behind the ad; consumer beliefs of 
the favourability of the brand 
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What is your impression of the advertiser brand after seeing 
the ad? 

1. Bad/Good 
2. Unfavourable/Favourable 
3. Unpleasant/Pleasant 
4. Dislikable/Likable* 

4-item, 7-point 
semantic 
differential scales 

Adapted from 
combining 
Wojdynski (2016b) 
& *Kim, Lee & 
Chung (2017) 

Brand interest = Intention to look for more information about or (re-)establish contact with 
the brand 

1. The ad got me intrigued by the brand 
2. I would like to know more about the brand after 

seeing the ad 
3. Learning more about the brand would be interesting 

after seeing the ad  
4. Overall, I am more curious about the brand after 

seeing the ad  

4-item, 7-point 
Likert scale  

Adapted from 
Machleit, Allen & 
Madden (1993) 

Informativeness = The perceived usefulness of the information provided in the ad 
1. The article was knowledgeable 
2. The article was useful 
3. The article was intelligent 
4. The article was resourceful 
5. The article was helpful 
6. The article was overall informative 

6-item, 7-point 
Likert scale 
(*originally 5-point) 

Adapted from 
Hwang, Yoon & 
Park (2011) 
 
 

Uniqueness = The perceived uniqueness or exclusiveness of the information provided in the ad 
1. The article provided me information that was 

exclusive 
2. The article provided me information that I could not 

have accessed elsewhere 
3. Overall, I think the information provided by the 

article was unique 

3-item, 7-point 
Likert scale 

Developed by the 
author for the 
purposes of this 
research 

Reliability = The perceived correctness and trustworthiness of the information provided in the 
ad 

1. The article was believable 
2. The article was honest  
3. The information provided by the article was real 
4. The information provided by the article was 

trustworthy* 
5. The information provided by the article was correct* 

5-item, 7-point 
Likert scale 
(*originally 5-point) 

Adapted from 
Hwang, Yoon & 
Park (2011) & 
Wojdynski (2016b) 
 
*Developed by the 
author for the 
purposes of this 
research 

Customer-centricity = The extent to which the content is customer-oriented instead of sales-
oriented. 

1. The article focused on what could be important for 
me 

2. I believe the article seeks to provide valuable 
information to me  

3. The article tried to help me make better decisions 
4. The aim of the article was to benefit me 
5. The article is written with my best interest in mind 
6. The sole purpose of the article is to sell me 

something (reverse scored) 
7. The article is clearly sales-oriented (reverse scored) 

7-item, 7-point 
Likert scale 

Developed by the 
author for the 
purposes of this 
research with 
inspiration from 
Homburg, Müller & 
Klarmann (2011) 

Personal involvement = The personal meaningfulness and relevance of the subject of the 
article to the consumer 
To me, the subject of the article was… 

1. unimportant/important 
2. boring/interesting 
3. not relevant/relevant 
4. unexciting/exciting 
5. means nothing/means a lot to me 
6. unappealing/appealing 
7. mundane/fascinating 
8. worthless/valuable 

10-item, 7-point 
semantic 
differential items  
 
(*all items reversed 
to the order 
negative-positive) 
 

Adapted from 
Zaichowshy (1994) 
in Krouwer & Poels 
(2017) 
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9. uninvolving/involving 
10. not needed/needed 

Ad-context fit = The extent to which the native ad is perceived to fit to the media context it is 
being distributed in 

1. The article was logically related to the media context 
in which it appeared 

2. The theme of the article fit the media context well 
3. The article was compelling in this particular media 

context 
4. It was strange to see this article in this media context 
5. The article was congruent with the theme of the other 

content in the media context 
6. Overall, I think the match between the article and 

the media was good 
 

6-item, 7-point 
Likert scale  

Adapted from 
Menon & Kahn 
(2003) in Kim, Lee 
& Chung (2017) 

Ad-content fit = The extent to which the content is perceived to match the expectations raised 
by the ad 

1. The contents of the article were logically related to 
what was said in the content recommendation 

2. The content recommendation was relevant for the 
contents of the article 

3. The content recommendation was congruent with 
the contents of the article  

4. Overall, I think the match between the content 
recommendation and the article was good 

4-item, 7-point 
Likert scale  

Adapted from 
Menon & Kahn 
(2003) in Kim, Lee 
& Chung (2017) 

Ad disclosure = The extent to which the nature of the content was transparently disclosed 
1. The article clearly indicated that it was an 

advertisement 
2. The article was labelled as advertising 
3. The article tried to obscure the fact that it was an ad 

(reversed)  
4. This article was trying to fool consumers into 

thinking it was not advertising (reversed) 
 

4-item, 7-point 
Likert scale 

Adapted from 
Disclosure & Lack 
of deception 
construct by 
Wojdynski, Evans & 
Grubbs-Hoy (2018) 
& Perceived 
deceptiveness by 
Wojdynski (2016b) 

Source disclosure = The extent to which the source of the content was transparently disclosed 
1. It was clear that the article was not created by the 

media site 
2. The article made the name of the advertiser very 

obvious 
3. It remained unclear to me that the article was 

placed outside the original media site where the 
content recommendation was (reversed)* 

4. It was clear in the content recommendation that the 
article was not part of the media’s own content* 

 

4-item, 7-point 
Likert scale 

Adapted from 
Sponsor clarity 
construct by 
Wojdynski, Evans & 
Grubbs-Hoy (2018)  
 
*Developed by the 
author for the 
purposes of this 
research 

Brand prominence = The visibility and presence of the brand in the native advertisement 
1. There was a clear presence of a brand in the 

article/the content recommendation  
2. The presence of the advertiser brand in the article 

was clear* 
3. The article was clearly branded 

3-item, 7-point 
Likert scale  

Adapted from 
Brand presence 
construct by 
Wojdynski, Evans & 
Grubbs-Hoy (2018) 
 
*Developed by the 
author for the 
purposes of this 
research 
 

Web site credibility = The level of trust towards the landing page of the native ad 
1. I believe the website where I read the article was 

trustworthy 
2. The website where the article was placed inspired 

trust 
3. I trust the website where the article was 

3-item, 7-point 
Likert scale 

Adapted from 
Corritore, Kracher, 
Marble & Chandran 
(2005) 
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APPENDIX 2 TRANSCRIPT OF THE QUESTIONNAIRE 

Kysely verkkomediasisällöistä 
 
Tervetuloa vastaamaan kyselyyn verkkomediasisällöistä! Kyselyyn vastaaminen on täysin vapaaehtoista, 
mutta osallistumalla voit vaikuttaa verkkomediasisältöjen kehitykseen tulevaisuudessa. Kyselyyn 
vastaaminen kestää n.15-20 minuuttia. Valtaosa kysymyksistä on monivalintoja. Kaikki kyselyn kautta 
kerättävä data on anonyymiä ja sitä tullaan käyttämään luottamuksellisesti Hankenin kauppatieteiden 
maisteriohjelman pro gradu tutkielman datamateriaalina. 
 
Kiitos kun osallistut! 
 
Susanna Rantonen 
Maisteriopiskelija, Hanken School of Economics 
 
1. Kuinka usein vierailet verkkomedioissa (esim. Iltalehti, MTVuutiset) lukemassa tai 
selaamassa uutisia, artikkeleja tai muuta sisältöä? 
päivittäin 
pari kertaa viikossa 
pari kertaa kuussa 
harvemmin/en koskaan 
 
2. Mitä medioita useimmiten käytät yllämainittuun tarkoitukseen? (Voit valita useita) 
Yleisradio (yle.fi) 
hs.fi 
Paikallisuutiset (esim. Kaleva, Turun Sanomat, Savon Sanomat, Etelä-Suomen Sanomat) 
Iltalehti/Ilta-Sanomat 
Kauppalehti, Taloussanomat tai vastaava 
Viihdesivustot kuten Stara.fi, Voice.fi tai vastaava 
MTVuutiset 
Muu, mikä (voit listata useita)? 
 
Ole hyvä ja tutki allaolevaa punaisella neilöllä merkittyä artikkelisuositusta ja sen ympäristöä hetki (n. 10 
sek). Sen jälkeen siirry lukemaan suositukseen liittyvää artikkelia tarjotun linkin kautta. 
 
[PICTORIAL STIMULI] 
 
Kopioi alla oleva linkki ja liitä se selaimesi hakukenttään lukeaksesi artikkelin uudella välilehdellä. Muista 
sitten palata takaisin kyselyyn vastaamaan esitettyihin väittämiin ja kysymyksiin. HUOM! Älä sulje tätä 
sivua siirtyessäsi artikkelin ja kyselyn välillä! 
 
https://bit.ly/2PTLRXm 
 
Kun olet lukenut artikkelin, sulje artikkelisivun välilehti ja paina "Seuraava". 
 
Seuraavaksi saat listan väittämiä. Lue väittämät tarkasti ja valitse sitten niiden paikkansapitävyys 
asteikolla 1-7 (1=ei pidä lainkaan paikkaansa, 7=pitää täysin paikkansa). 
 
3. Informatiivisuus 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Artikkeli oli asiantunteva 
Artikkeli oli hyödyllinen 
Artikkeli oli älykäs 
Artikkeli oli kekseliäs 
Artikkeli oli avulias 
Kokonaisuudessaan artikkeli oli mielestäni informatiivinen 
 
4. Ainutlaatuisuus 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Artikkeli tarjosi minulle ainutlaatuista tietoa 
Artikkeli tarjosi minulle tietoa, jota en olisi voinut saada muualta 
Kokonaisuudessaan artikkeli oli mielestäni ainutlaatuinen 
 
5. Luotettavuus 



 

 

88 

1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Artikkeli oli uskottava 
Artikkeli oli rehellinen 
Artikkelin tarjoama tieto oli aitoa 
Artikkelin tarjoama tieto oli luotettavaa 
Artikkelin tarjoama tieto oli korrektia 
 
6. Lukijalähtöisyys 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Artikkeli keskittyi siihen, mikä voisi olla minulle tärkeää 
Uskon, että artikkeli pyrki tarjoamaan tietoa, joka olisi minulle arvokasta 
Artikkeli pyrki auttamaan minua tekemään parempia päätöksiä 
Artikkelin tavoite oli hyödyttää minua 
Artikkeli oli kirjoitettu minun etuni mielessä 
Artikkelin ainoa tavoite oli myydä minulle jotakin 
Artikkeli oli selkeästi myyntiorientoitunut 
 
7. Luottamus nettisivua kohtaan 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Nettisivu, jossa luin artikkelin, oli mielestäni luotettava 
Nettisivu, jossa artikkeli sijaitsi, herätti minussa yleistä luottamusta 
Luotan nettisivuun, jossa artikkeli oli 
 
8. Artikkelin luonteen läpinäkyvyys 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
paikkansa 
Artikkelissa tuli selkeästi esille, että kyseessä on mainos 
Artikkeli oli merkitty mainokseksi 
Artikkeli yritti piilotella sitä, että se on mainos 
Artikkeli yritti huijata lukijan luulemaan, ettei kyseessä olisi mainos 
 
Palauta mieleesi allaolevan kuvan avulla, missä mediassa artikkelisuositus sijaitsi ja millainen oli kuvassa 
näkyvän artikkelisuosituksen ja lukemasi artikkelin yhteensopivuus. Tulevat väittämät liittyvät punaisella 
neliöllä merkityn artikkelisuosituksen ja sen mediaympäristön sekä lukemasi artikkelin 
yhteensopivuuteen. 
 
[PICTORIAL STIMULI] 
 
Lue väittämät tarkasti ja valitse sitten niiden paikkansapitävyys asteikolla 1-7 (1=ei pidä lainkaan 
paikkaansa, 7=pitää täysin paikkansa). Ajattele sekä näkemääsi artikkelisuositusta että lukemaasi 
artikkelia vastatessasi väittämiin. 
 
9. Artikkelisuosituksen ja artikkelin yhteensopivuus 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Artikkelin sisältö linkittyi loogisesti siihen, mitä artikkelisuosituksessa sanottiin 
Artikkelisuositus oli relevantti suhteessa artikkelin sisältöön 
Artikkelisuositus vastasi artikkelin sisältöä 
Ylipäänsä yhteensopivuus artikkelisuosituksen ja artikkelin välillä oli mielestäni hyvä 
 
10. Artikkelin ja mediaympäristön yhteensopivuus 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Artikkeli sopi loogisesti MTVuutisten sivuille 
Artikkelin teema sopi hyvin MTVuutisten sivuille 
Artikkeli oli mukaansatempaava juuri MTVuutisten sivuilla 
Oli outoa nähdä artikkeli MTVuutisten sivuilla 
Artikkeli vastasi hyvin muiden MTVuutisten sivuilla esitetyiden sisältöjen teemaa 
Ylipäänsä yhteensopivuus artikkelin ja sen mediaympäristön (MTVuutiset) kanssa oli mielestäni hyvä 
 
11. Artikkelin lähteen läpinäkyvyys 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Oli selkeää, ettei artikkeli ollut MTVuutisten tuottama 
Artikkelissa mainostajan nimi tehtiin hyvin selkeäksi 
Minulle jäi epäselväksi, että artikkeli oli sijoitettu eri verkkosivulle kuin se, missä artikkelisuositus esiintyi 
Artikkelisuosituksesta ilmeni selkeästi, ettei suositeltu artikkeli ole MTVuutisten omaa sisältöä 
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12. Brändin näkyvyys 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Artikkelissa tuotiin selkeästi esille se brändi, jota artikkeli mainosti 
Mainostajabrändin läsnäolo artikkelin sisällössä oli selkeää 
Artikkeli oli selvästi brändätty 
 
13. (Avoin kenttä) Mikä brändi artikkelissa tai artikkelisuosituksessa esiintyi? 
Kirjoita alla olevaan kenttään sen brändin nimi, jonka muistat havainneesi artikkelissa 
tai artikkelisuosituksessa. Ole rehellinen! Jos et muista havainneesi artikkelissa 
tai artikkelisuosituksessa mitään brändiä, vastaa "En muista". 
 
14. Brändin tunnistus 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Muistan nähneeni tämän brändin artikkelisuosituksessa tai artikkelissa 
 
15. Mitä mieltä olet mainostajabrändistä nähtyäsi mainoksen? 
1 2 3 4 5 6 7 
Huono Hyvä 
Hyödytön Hyödyllinen 
Epäsuotuisa Suotuisa 
Epämiellyttävä Miellyttävä 
 
16. Mitä mieltä olet mainostajabrändin kyvyistä ja osaamisesta nähtyäsi mainoksen? 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Brändi vaikuttaa hyvin taitavalta siinä, mitä se tekee 
Brändi vaikuttaa olevan menestynyt siinä, mitä se tekee 
Brändillä vaikuttaa olevan paljon osaamista omalla alallaan 
Olen hyvin luottavainen brändin asiantuntijuudesta ja kyvyistä 
Brändi vaikuttaa olevan hyvin pätevä omalla alallaan 
 
17. Mitä mieltä olet mainostajabrändin hyväntahtoisuudesta nähtyäsi mainoksen? 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Brändi vaikuttaa olevan erittäin kiinnostunut minun hyvinvoinnistani 
Minun tarpeeni ja haluni vaikuttavat olevan tärkeitä brändille 
Uskon, ettei brändi yrittäisi tahallaan satuttaa minua 
Brändi vaikuttaa todella haluavan pitää silmänsä auki asioille, jotka ovat minulle 
tärkeitä 
Brändi vaikuttaa tekevänsä kaikkensa auttaakseen minua 
 
18. Mitä mieltä olet mainostajabrändin rehellisyydestä nähtyäsi mainoksen? 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Brändillä vaikuttaa olevan vahva taju siitä, mikä on oikeudenmukaista 
Brändi vaikuttaa yrittävänsä kovasti ollakseen reilu muita kohtaan 
Pidän brändin arvoista  
Terveet periaatteet vaikuttavat ohjaavan brändin toimintaa 
 
19. Kiinnostus mainostajabrändiä kohtaan 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Mainos sai minut kiinnostumaan Vuokatti Sportista 
Tahtoisin tietää lisää Vuokatti Sportista nähtyäni mainoksen 
Uuden oppiminen Vuokatti Sportista olisi kiintoisaa mainoksen näkemisen jälkeen 
Olen yleisesti enemmän kiinnostunut Vuokatti Sportista nähtyäni mainoksen 
 
20. Yleinen hyväksyntä tätä mainosmuotoa kohtaan 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Minun mielestäni tämän tyyppinen mainonta on yleisesti hyväksyttävää 
Minun mielestäni mainos oli ärsyttävä/häiritsevä 
Tämän tyylistä mainontaa ei pitäisi koskaan tehdä 
Minun mielestä tämän tyyppinen mainonta on sopimatonta 
Minusta tämä mainostyyppi on epäeettinen 
 
21. Yleinen mielipide tästä mainosmuodosta 
1 2 3 4 5 6 7 
Huono Hyvä 
Negatiivinen Positiivinen 
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Epäsuotuisa Suotuisa 
Haitallinen Hyväätekevä 
Hyödytön Hyödyllinen 
Tylsä Mielenkiintoinen 
 
22. Henkilökohtaisesti, artikkelin aihe oli minulle... 
1 2 3 4 5 6 7 
Ei tärkeä Tärkeä 
Tylsä Kiinnostava 
Merkityksetön Merkityksellinen 
Jännityksetön Innostava 
Ei merkitse mitään Merkitsee minulle paljon 
Ei houkutteleva Houkutteleva 
Arkinen Kiehtova 
Arvoton Arvokas 
Ei mukaansatempaava Mukaansatempaava 
Tarpeeton Tarpeellinen 
 
23. Osoita vielä mielipiteesi seuraaviin väittämiin 
1 ei pidä lainkaan paikkaansa 2 3 4 5 6 7 pitää täysin paikkansa 
Tämä oli ensimmäinen kerta, kun törmäsin tämäntyyppiseen mainontaan 
Mainostettava brändi oli minulle ennestään tuttu 
 
24. (Avoin kenttä) Mitä muita ajatuksia ja/tai mielipiteitä mainosmuoto tai mainostaja 
herättivät sinussa? 
 
 
Vastaathan vielä muutamaan kysymykseen, jolla kartoitetaan tutkimuksen vastaajaprofiilia. 
 
25. Sukupuoli 
Nainen 
Mies 
Muu/En halua vastata 
 
26. Ikä (vuosina) 
Kirjoita laatikkoon ikäsi kokonaisina vuosina, esim. 34 
 
27. Korkein suoritettu koulutusaste (Jos opiskelet tällä hetkellä, valitse nykyinen opintoasteesi) 
Peruskoulu 
Ammattikoulu 
Lukio 
Ammattikorkeakoulu 
Yliopisto 
 
HUOM! Muista painaa allaolevaa "Lähetä" nappia ennen kuin suljet kyselyn.  



 

 

91 

APPENDIX 3 THE AD STIMULI USED IN THE STUDY 

SCREENSHOT OF THE AD IN ITS ORIGINAL CONTEXT (BEFORE MANIPULATION) 

 

SCREENSHOTS OF THE ARTICLE IN THE BRAND WEBSITE 
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TRANSCRIPT OF THE NATIVE ARTICLE USED AS STIMULUS 

 
Aktiivi-ihmisten vaiettu vaiva 
 
TÄSSÄ KUUMEESSA VOIT MENNÄ TÖIHIN 
 
Levottomat jalat ja levoton mieli. Keskittyminen on hankalaa ja työaika menee lumisten 
maisemakuvien tuijotteluun. Keuhkot kaipaavat raikasta ilmaa ja iho kihelmöi pakkasta 
ajatellessa. Aurinko on ihan kiva juttu, mutta silti kesäisin tuntuu kuin jotain puuttuisi. Jos 
tunnistat itsessäsi yhden tai useamman oireen, saatat kärsiä suomalaisesta kansanvaivasta. 
 
HOITO-OHJEET HIIHTOKUUMEESEEN >> 
 
Havaintojen mukaan jopa joka kolmas suomalainen kärsii jossain vaiheessa elämäänsä tästä 
aktiivi-ihmisten kuumeesta. Vaiva ei estä työntekoa, mutta työtehoon sillä on merkittävä 
vaikutus. Monilla oireet pahenevat sietämättömiksi juuri ennen luonnonlumen tuloa. Siksi 
suksimaan kannattaa lähteä heti kun mahdollista. 
 
Ensiapua saatavilla 
 
Useilla paikkakunnilla ensilumenlatu antaa kuumeisille mahdollisuuden päästä ladulle jo 
ruskan aikaan. Vuokatti Sportissa ensilumenlatu on rakennettu hiihtokuumeisten ensiavuksi jo 
vuodesta 2004 lähtien. 
– Ensilumenlatu rauhoittaa pahimmat oireet heti. Työssäni seuraan vuosittain ensilumenladulle 
pääseviä sivakoijia. Se tyyneys, mikä laskeutuu hiihtäjän ympärille hänen lykätessä suksiinsa 
vauhtia, on käsin kosketeltavaa, kuvailee Vuokatti Sportin toimitusjohtaja Veikko Halonen. 
 
HELPOTA HIIHTOKUUMETTASI -15% ENNAKKOVARAAJAN ETU » 
 
Oireet häviävät talvella 
 
 Koska Suomi on neljän vuodenajan maa, jonka kesä ottaa väistämättä välillä haltuunsa, on 
kuumeisten syytä ottaa talvella kaikki irti lumesta ja pakkasesta. 
 – Olemme hoitaneet suomalaisia ja ulkomaalaisia hiihtokuumepotilaita jo vuosikymmeniä 
loistavin tuloksin. Iloiset, virkeät ja keskittymiskykyiset hiihtäjät palaavat koteihinsa ja 
työpaikoilleen leveä hymy kasvoillaan ja innokkain mielin, Halonen kertoo tyytyväisenä. 
 
Oireita helpottaa muutkin lumiset lajit, kuten laskettelu ja lumilautailu. Hoitoa kannattaakin 
ylläpitää läpi talven, jotta hiihtoelämyksiä on varastossa kesää varten. 
 
Tärkeintä on päästä hiihtämään 
 
Nykyään hiihtokuume on täysin hoidettavissa ja hallittavissa oleva vaiva. Hiihtokuumeisen 
kannattaa hyödyntää Vuokatti Sportin ennakkovaraajan etu maksimoidakseen talven 
hiihtomääränsä. Sanomattakin on selvää, että hiihtokuume laskee vain hiihtämällä. 
 
Miten sinä hoidat hiihtokuumettasi? – Vertaistukea Facebook sivuiltamme » 
 
LUE LISÄÄ HIIHTOKUUMEESTA >> 
 
#hiihtokuume #becomeachampion #olympictrainingcentervuokatti 
 
Toim. huom. Hiihtokuume-vaivan määrittely ei liity lääketieteelliseen tutkimukseen, vaan 
Vuokatti Sportin omiin laajoihin kenttätutkimuksiin ja -havaintoihin. Artikkelin kuvat ovat 
kuvituskuvia ja kuvien henkilöt eivät kärsi hiihtokuumeesta 
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APPENDIX 4 CATEGORIZATION OF OPEN-ENDED ANSWERS  

AFFECT n % (*out of 28) 
 

Deception 12 43 % 

Provokes feelings of misleadingness/lacked disclosure   8  
Raises ethical concerns  4  
Annoyance 8 29 % 

Provokes annoyance  8  
Mistrust 4 14 % 

Feels like failed attempt to trick consumers  2 
 

Provokes distrust  2  
Insignificance 3 11 % 

Feels meaningless/pointless or indifferent 3  
Distaste 2 7 % 

Provokes revulsive feelings   1  
Does not feel like good way to do things 1   

COGNITION     

Congruence problems 8 29 % 

Seems like click-baiting (mismatch of ad and article)  4  
The article felt far-fetched and detached  2  
The ad seemed not to fit the brand or its attempts  2 

 
Industry concern 5 18 % 

Embedded native could be better  2  
May decrease credibility of media sites due to low quality  3  
Unmistakeability 3 11 % 

Easily detectable as an ad  3 
 

Resourcefulness 2 7 % 

A resourceful and good advertising tactic in a way 2   

BEHAVIOR     

Rejection 5 18 % 

Increases desire to block ads  3  
Would not read until end  2   

OTHER     

Personal involvement 5 18 % 

Personal involvement affected standpoint (for/against) 5 
 

Entertainment 4 14 % 

The article felt fun and facetious 4   
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APPENDIX 5 DESCRIPTIVES FOR THE SUMMATED SCALE ITEMS 

Scale M 
 

SD 

Sincerity and value 2,75 1,39 

The article was honest (Reliability 2) 2,89 1,71 

The information provided by the article was trustworthy (Reliability 4) 2,78 1,81 

The article was written with my best interest in mind (Customer-centricity 5) 2,27 1,56 

The information provided by the article was real (Reliability 3) 2,87 1,76 

Overall, I think the information provided by the article was unique (Uniqueness 3) 2,80 1,77 

The information provided by the article was correct (Reliability 5) 2,81 1,71 

The aim of the article was to benefit me (Customer-centricity 4) 2,89 1,89 

The article provided me information that I could not have accessed elsewhere (Uniqueness 2) 2,34 1,58 

I believe the website where I read the article was trustworthy (Web site credibility 1) 3,01 1,73 

I trust the website where the article was (Web site credibility 3) 3,0 1,67 

The article was intelligent (Informativeness 3) 2,58 1,60 

The article tried to help me make better decisions (Customer-centricity 3) 2,73 1,89 

Ad-context fit 3,56 1,58 

The theme of the article fit the media context well (Ad-context fit 2) 3,84 1,84 

The article was logically related to the media context in which it appeared (Ad-context fit 1) 3,67 2,0 

The article was congruent with the theme of the other content in the media context (Ad-context fit 
5) 

3,54 
1,72 

Overall, I think the match between the article and the media was good (Ad-context fit 6) 3,17 1,72 

Brand prominence 3,955 1,79 

The article was clearly branded (Brand prominence 3) 4,16 2,01 

The presence of the advertiser brand in the article was clear (Brand prominence 2) 3,99 1,98 

There was a clear presence of a brand in the article/the content recommendation (Brand 
prominence 1) 

3,91 
2,04 

The article made the name of the advertiser very obvious (Source disclosure 2) 3,76 1,96 

Disclosure 3,960 1,52 

The article tried to obscure the fact that it was an ad (Ad disclosure 3*) 3,47 1,91 

This article was trying to fool consumers into thinking it was not advertising (Ad disclosure 4*) 3,80 1,91 

It remained unclear to me that the article was placed outside the original media site where the 
content recommendation was (Source disclosure 3*) 

4,61 
1,89 

Ad-content fit 2,87 1,49 

The content recommendation was relevant for the contents of the article (Ad-content fit 2) 2,84 1,55 

The content recommendation was congruent with the contents of the article (Ad-content fit 3) 2,90 1,59 

The contents of the article were logically related to what was said in the content recommendation 
(Ad-content fit 1) 

2,93 
1,57 

Overall, I think the match between the content recommendation and the article was good (Ad-
content fit 4) 

2,76 
1,68 

Attitude toward native advertising 3,18 1,62 

Unfavourable/Favourable (Attitude 3) 3,18 1,78 

Boring/Interesting (Attitude 6) 3,36 1,89 

Negative/Positive (Attitude 2) 3,17 1,97 

Useless/Useful (Attitude 5) 3,15 1,72 

Bad/Good (Attitude 1) 3,11 1,88 

I believe that this type of advertising is generally acceptable (Acceptance 1) 3,28 1,64 

Harmful/Beneficial (Attitude 4) 3,28 1,64 

Acceptance towards native advertising 4,10 1,79 

To me, the ad was annoying/obtrusive (Acceptance 2*) 3,51 2,11 

I believe this advertising technique is unethical (Acceptance 5*) 4,36 2,03 

I find this type of advertising inappropriate (Acceptance 4*) 4,33 2,06 

This type of advertising should never be done (Acceptance 3*) 4,20 2,10 

Brand awareness 3,48 1,45 

Brand recall, correctness of mention (Brand awareness 1) 2,09 0,939 

I remember seeing this brand in the content recommendation or the article (Brand awareness 2) 4,86 2,22 

Brand trust 3,34 1,51 

The brand seems to have much knowledge in its field (Brand trust – Ability 3) 3,61 1,72 

I feel very confident about the brands expertise and skills (Brand trust- Ability 4) 3,39 1,84 

The brand appears to be successful at the things it tries to do (Brand trust – Ability 2) 3,64 1,76 

The brand appears to be well qualified in its field (Brand trust – Ability 5) 3,56 1,82 

I like the brand’s values (Brand trust- Integrity 3) 3,10 1,56 

Sound principles seem to guide the brand’s behavior (Brand trust- Integrity 4) 3,38 1,62 

The brand seems very capable in what it does (Brand trust – Ability 1) 3,51 1,80 

The brand seems very concerned about my welfare (Brand trust – Benevolence 1) 3,20 1,76 
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My needs and desires appear to be important for the brand (Brand trust - Benevolence 2) 3,17 1,75 

The brand appears to go out of its way to help me (Brand trust – Benevolence 5) 3,18 1,78 

The brand seems to have a strong sense of justice (Brand trust – Integrity 1) 3,01 1,47 

Attitude toward brand 3,60 1,72 

Unfavourable/Favourable (Brand attitude 3 3,57 1,75 

Bad/Good (Brand attitude 1) 3,58 1,81 

Harmful/Beneficial (Brand attitude 4) 3,63 1,77 

Useless/Useful (Brand attitude 2) 3,27 1,80 

Brand interest 2,51 1,61 

I would like to know more about the brand after seeing the ad (Brand interest 2) 2,46 1,68 

Overall, I am more curious about the brand after seeing the ad (Brand interest 4) 2,65 1,79 

Learning more about the brand would be interesting after seeing the ad (Brand interest 3) 2,50 1,62 

The ad got be intrigued by the brand (Brand interest 1) 2,43 1,70 

*the negatively worded item was reversed prior to the analysis 


