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Native Advertising

…is a type of covert marketing practice where an ad 
mimics – or appears “native” to – the platform on which it 
appears.
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https://t.co/1DKFj8QCwc
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Testing Native Advertising Disclosures

Source: Amazeen & Wojdynski, 2020
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https://www.truthinadvertising.org/wp-content/uploads/2017/11/WSJ-comparison.png
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Source: Amazeen & Wojdynski, 2020
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“There is no need for advertisements to look like 
advertisements. If you make them look like editorial 
pages, you will attract about 50 per cent more readers. 
You might think that the public would resent this trick, 
but there is no evidence to suggest that they do.”
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Negative Thoughts

Concern with credibility/trustworthiness:
• “Makes me think article is biased and therefore lacks 

credibility.” 
• “I am new to native advertising, but I feel that some 

information could be inaccurate or skewed.”  
• “Very misleading and bad for a trustworthy news 

organization.” 
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Negative Thoughts

Concern with deception:
• “It is a deceitful tactic, otherwise I would not entertain 

a glance at this page.” 
• “Don't like it - I feel like it's duping the consumer and 

the news site isn't being an honest broker by not 
specifically calling out that it's an ad.” 

• “It's manipulative and dishonest.” 
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Negative Thoughts

Concern with “fake news”:
• “A terrible way of manipulating the public into believing 

fake news.” 
• “The epitome of fake news.”  
• “Dishonest, fake news; fraudulent.” 
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Favorable Thoughts

Conditional:
• “Fine as long as it is stated clearly.” 
• “Advertorials and native advertising can be good if 

FTC regs are adhered to.”  
• “As long as it was marked as advertising then it is 

fine.” 
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Publisher Perceptions
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Source: Amazeen & Wojdynski, 2020
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Effects of Native Advertising Recognition on Attitudes Toward Publisher
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Source: Amazeen & Muddiman (2018); *t(75)=1.65, p < .10, ** t(66)=5.34, p < .0001
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Source: Amazeen & Wojdynski, 2017; N = 800



Boston University Slideshow Title Goes Here

Boston University College of Communication

Digital Platforms Disrupt Traditional News

Hanson, Mass Communication: Living in a Media World, 7e 
SAGE Publishing, 2019 
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https://www.pewresearch.org/fact-tank/2021/01/12/more-than-eight-in-ten-americans-get-news-from-digital-devices/ft_2021-01-12_socialmedia_01/
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Native Advertising in a Mobile Era
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https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=2ahUKEwjvi8L5x6PiAhXiUN8KHX4TBiYQjRx6BAgBEAU&url=https://www.business2community.com/video-marketing/desktop-vs-mobile-video-consumption-need-know-01937184&psig=AOvVaw3rjQctEC-3VTbXyBqnDmhK&ust=1558216743250095
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Disclosure Presence on Social Media
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Proper Disclosure
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https://en.wikipedia.org/wiki/File:Merchants_of_DOUBT.jpg
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Concerns with Native Advertising

1. Deceives audiences
2. Disappearing disclosures
3. Harming journalistic integrity

• Tarnishing real journalism
• Contradicting reporting
• Suppressing future reporting
• Creating competing “news” agenda
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RQ1: Engaging with Science-Related Topics

Science topics of concern:
• COVID-19
• Climate change
• Health/wellness

• Cancer
• Rx drugs/medications
• Food additives

• BHT (butylated 
hydroxytoluene) 

• titanium dioxide
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RQ1: Engaging with Science-Related Topics

“I have an issue with a lot of the ingredients, especially 
BHT that's in cereals. They put them up in other 
countries without those ingredients. So, you can get 
cereal that's just like Froot Loops but doesn't have BHT 
in another country. So, I had people telling me this for 
years. "You gotta watch what you eat. Read the 
ingredients," da, da, da, da. And then I started reading it 
and I was like, "I'm going to the grocery store with my 
phone," and I looked up BHT…I couldn't believe how 
many boxes of cereal had BHT in it…”

- DG, Black female, age 34
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RQ2: Identifying Misinformation

“So, I just Googled it. “Is BHT bad for you?” The first 
thing that pops up is, “There's no evidence that BHT is 
harmful in the amounts used in packaged food.” First 
thing. I didn't click anything. I just did a basic Google 
search. But then the funny thing is…Right after that, it 
says, “General Mills to remove antioxidant BHT from its 
cereals.” [Laughter.] So, if it’s harmless…”

- DG, Black female, age 34

Missing Voices
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Solutions: Reclaiming News Media Credibility

• Regulatory
• Structural
• Educational
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Educational Efforts
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Conclusions

• Examine and understand content confusion
• Critically evaluate our media
• Protect our news media
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Thank you!
Twitter: @commscholar  

Email: mamazeen@bu.edu

Remember:
Be a critical consumer of media content.
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