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Abstract 

 

Title Native advertising in different types of online-media platforms 

Authors Julia Karlsson and Cajsa Welander 

Supervisor Ulf Aagerup 

Level Bachelor thesis in marketing (15 ECTS). Spring 2015 

Keywords Online marketing, native advertising, marketing communication, 

online-media platforms, authenticity. 

Purpose The purpose of this study is to find out how the communication 

effects of native advertising appear in different types of online-

media platforms and also how the brand and content behind the 

native advertisement affect the communication. We will also 

discover how consumers feel about native advertising being 

authenticity or not.  

Frame of 

Reference 

The theories are divided into online marketing, marketing 

communication, online-media platforms and authenticity. 

Method The study is written with a descriptive and a deductive method. We 

have used the triangulation method combining qualitative and 

quantitative data. 

Empirical 

Data 

The survey and the qualitative interviews are presented under this 

chapter, together with the SPSS analysis. 

Conclusion Consumers perceive the communication of native advertising in 

various ways in different online-media platforms. There is a strong 

correlation between the respondent’s trust and confidence in the 

online-media platform and how the native advertising is 

communicated. The content and message behind the native 

advertising affect how the advertisement is communicated in the 

different online-media platforms. The design and content behind the 

native advertising has to match the publisher’s design and content. 

Consumers have a negative attitude towards native advertising in 

general. Companies and publishers need to clearly mark that the 

native advertising concerns advertising in order to avoid that the 

readers is feeling tricked.  
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1.  INTRODUCTION 

In the introduction we will explain the background, discuss the problems and explain 

the purpose of the thesis. We will also address the limitations we made in the paper. 
 

1.1 Background 

With the ever-growing competition in the expanding markets it becomes increasingly 

difficult for companies to reach out to their customers. The main tool for companies 

to succeed is advertising. The primary purpose of advertising is to build associations 

with a brand and to explain to consumers what the brand stands for and why the 

consumer should choose their product or service. By using advertising, companies 

and brands can create their unique image that is needed to differentiate themselves in 

today's market. Marketing communications is therefore the premier resource 

marketers have in the battle of reaching customers. (Dahlén, M. & Lange, F. 2009) 

 

Today, marketers find it hard to get through to consumers. Estimation shows that a 

person is exposed to between 254 and 5,000 advertising messages every day, 

messages from advertising, promotions, PR, direct marketing and salesmen are 

everywhere. In this clutter, it is far from easy for marketers to stand out and make 

their messages heard. (Rosengren, S. 2008) The Internet and the World Wide Web’s 

breakthrough have created a new channel for companies to reach out to consumers 

(Ratliff, J. & Rubinfeld, D. 2010). Consumers of media have seen the digital light, 

and they are shifting in ever-growing numbers to all kinds of digital media channels; 

Internet, electronic messaging, online search, the social web, blogs, podcasts, mobile 

communications and gaming platforms. Online and mobile are the only advertising 

segments that are expected to grow in the near future. This due to the fact that digital 

marketing promises intelligent, individualized consumer targeting at a far lower cost 

than traditional media. (Peterson et al., 2010) Sveriges Mediebyråer’s forecast says 

that advertising on the Internet will increase from the current 12 percent to 20 percent 

in 2015. The growth will be at the expense of the major advertising categories such as 

TV and newspapers. The fact that the majority of media investments shifted from 

traditional media to the Internet and search engines is hardly controversial. Further, 

90 percent of people in the ages 16-74 in Sweden is using Internet on a regular basis 

(.SE, 2014). 
 

After the first banner advertisement was sold to AT&T and displayed on the Hotwired 

site in 1994 online advertising efforts steadily increased. (Ratliff, J. & Rubinfeld, D. 

2010) In the beginning all the banner advertisement companies could see high click-

through-rates (CTR), because back then, everyone was clicking. Even if they only 

charged pennies per click the companies were raking in money. All the banner 

advertisement companies were a success. At this time banner advertisement were seen 

anywhere between 50 to 90 percent CTR. Today the CTR on banner advertisement 

has fallen to about 0.1 percent. Advertisers are getting way fewer clicks and 

publishers are hardly making any money at all. The reason is that consumers have 

become “banner-blind”. (Launchbit, 2013) “Banner blindness” is a phenomenon 

referenced frequently to illustrate the negative aspects of Internet advertising. It 

describes how consumers actively avoid fixing their eyes on anything that looks like 
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an advertisement. In order to stand out from the clutter, companies must find new 

ways to reach out to the consumers. (Cho,C. & Cheon, H. 2004) 
 

1.2 Problem discussion 

According to Kotler P. & Armstrong G. (2015, 435) one of the steps in developing 

effective marketing communication is to determine the communication objectives. 

The marketing communicator’s target market may be totally unaware of the product, 

only knowing its name or a few things about it. (Kotler P. & Armstrong G., 2015, 

436) In the web 2.0 world it is not simply a matter of throwing some banner 

advertisements against a few likely websites and seeing what sticks. Modern world 

Internet use requires a whole new set of marketing strategies and skills in order to 

succeed with their marketing communication. (Peterson et al., 2010) 

 

Various studies show that readers are more likely to pay attention to marketing 

messages that resemble content around them (Forbes, 2013). One of the most recent 

and forthcoming digital marketing method is called native advertising. It is 

advertising with value added content that is intended to match the form and function 

of the website it appears on. This makes it blend naturally with the rest of the content 

and also prevents it from interfering with the reader. (Pike, 2014) Studies shows that 

people were 25 percent more likely to look at a native advertisement than they were at 

a banner advertisement, and they looked at them 53 percent more frequently. (Forbes, 

2013) 

 

In the growing advertising efforts on the Internet, it becomes increasingly important 

for companies to know how to manage their marketing activities to be able to stand 

out in the crowd. Native advertising is still a relatively new marketing strategy. In 

order for companies to manage to convey their message and achieve their marketing 

communication objectives, we will dig deeper into how consumers perceive the 

communication of native advertising in different online-media platforms. We will also 

examine how different type of contents and brands impacts on how the native 

advertisement is perceived in different types of online-media platforms. Further we 

will also research how consumer feels about native advertising being authentic or not. 

The aim is to make it easier for companies and marketers to better understand how 

different content and brands of native advertising are being communicated in different 

types of online-media platforms. 

1.3 Research questions 

Due to this discussion, these following questions will be answered in this research: 

 

1. How do consumers perceive the communication of native advertising in 

different online-media platforms? 

2. How do the content and brand behind the native advertising affect its 

communication in different types of -media platforms? 

3. How do consumers feel about native advertising being authenticity or not? 
 

1.4 Purpose 

The purpose of this study is to find out how consumers perceives the communication 

of native advertising in different types of online-media platforms and also how the 

brand and content of the native advertisement affect the communication. We will also 

research how consumers feel about native advertising being authenticity or not. In 

order to succeed with the research, we will use existing theories about native 
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advertising, online-media platforms, marketing communication and authenticity. The 

theories will then be compared and analyzed together with the empirical data in order 

to come to a conclusion about how native advertising effect the communication 

towards the consumer in different online-media platforms. The result of the study will 

give companies and marketers an idea about which type of content in the native 

advertising that is most suitable in different online-media platforms in order to reach 

their marketing objectives.  

1.5 Delimitations 

1.5.1 Individuals 

The study will be conducted on Swedish people in the age between 15 and 54 years, 

since this is the age of the target group of the online-media platforms that we research 

in the study. The individuals will further be referred to as consumers and respondents 

depending on the context.  

1.5.2 Online-media platforms 

To be able to study how consumers perceive the communication of native advertising 

in different online-media platforms we chose to use three well known and frequently 

used online-media platform in Sweden; Aftonbladet.se, DN.se and Facebook. Another 

reason why we chose those three online-media platforms were because we knew the 

three websites are currently using native advertising on their platforms today. 

The online-media platforms will also be referred to as websites. 

1.5.3 Brands 

In the study we will use three well-known brands in Sweden to easier find answers to 

the research question. We chose three brands from different types of industries with 

different kinds of content; Volvo, Kit Kat and SEB. Volvo is a world famous Swedish 

car brand and is one of the most driven cars in Sweden. (Volvocars, 2015) Kit Kat is a 

chocolate cake from the world famous company Nestle (Nestlé, 2015) and SEB is one 

of the four largest banks in Sweden (SEBgroup, 2015).  

1.5.4 Native advertising format 

You can find native advertising in different forms; articles, videos, image or info 

graphic (Pike, 2014). The study will only research native advertising in the format as 

an article.  
 

1.6 Key words 

The key concepts in this study are online marketing, native advertising, marketing 

communication, online-media platforms and authenticity. 

1.7 Definitions and point 

To be able to better understand the thesis and the terms used in it, these following 

words will be crucial. The following explanations will be used in the entire thesis. 
 

1.7.1 Online advertising 

Online advertising is a marketing strategy that involves the use of the Internet. 

Another name of online advertising can be Internet advertising. Online advertising 

has increased significantly since 1990, which has evolved into a number of 

organizations. (Techopedia, 2015) One reason to the growth of online advertising is 

the improved access to Internet (Thomas, L. 2011). 
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1.7.2 Native advertising 

According to Pike (2014) native advertising is a type of advertising that blends 

naturally in with the rest of the content and does not interfere the reader. The word 

“native” means that the advertisement is designed in a similar format as the content 

on the website and that it appears within its surroundings (Spoon, 2013). The purpose 

is to bring consumers a greater value and a higher CTR (click-through-rate). Native 

advertising is not about selling the company’s product but to create a long lasting 

relationship with the customers. (Pike, 2014) 

1.8 Disposition 

The thesis consists of six sections: Introduction, Frame of reference, Methodology, 

Empirical data, Analysis, Discussion & conclusion and suggestions for further 

studies. 

Model 1.8, Disposition.  

 

In the Introduction the background is formulated, with that a motivation and the 

purpose of the study are presented. This leads us to the research questions that later 

will be answered in the study. Also definitions and limitations are presented which 

will facilitate the reading. Section two, Frame of reference, contains the frame of 

references from primary data, which is the foundation of the thesis. Furthermore, the 

Methodology is presented where the choice of approach is described and the 

advantages and disadvantages of our methods are discussed as well as the thesis 

reliability and validity. The Empirical data chapter contains the collected data from 

the survey and interviews, together with a SPSS analysis. The fifth section processes 

the Analysis where data results of the survey are presented. The next section is 

Discussion & conclusions where the research questions are answered through deeper 

analysis and conclusions. It also presents implications which aims to provide 

guidelines on how interested parties can make use of the results. The thesis completes 

with Suggestions for further studies where ideas for future research are presented. 
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2. FRAME OF REFERENCE 

In this chapter the chosen relevant theories for this thesis are presented. The theories 

are divided into three parts: online marketing, marketing communication and online-

media platforms  

 
2.1 Online marketing 

Online marketing is basically defined as using the World Wide Web to marketing 

products or services. Online marketing is also described as e- marketing, web- 

marketing and Internet marketing. The meaning with online marketing is to make, 

keep, cultivate and rekindle relationships with current and new consumers. (Thomas, 

L. 2011) 

 

The power of online marketing is that it can be accessed by anyone anywhere, as long 

as the person has access to a device; computer, phone, TV, tablet etc. with Internet 

connection. (Thomas, L. 2011) Compared to offline marketing, online marketing 

allows more one-to-one relationship marketing. Online marketing also has the lowest 

cost and claims to have the highest potential to build and boost businesses. (Thomas, 

L. 2011)  

 

2.1.1 Online advertising  

Online advertising is advertising that appears while consumers are browsing the 

Internet, including display advertisements, search-related advertisements, online 

classifieds, and other forms of advertising (Kotler P. & Armstrong G., 2015, 529). 

Online advertising essentially follows the same principles as traditional advertising. It 

is a paid or unpaid form of marketing communication through a medium that is used 

in order to increase the number of sales and to create awareness of the advertised 

product or service. (Janoschka, A. 2004) The rapid growth of Internet, and the 

incredible flow of information, has transformed the business of advertising. 

Consumers spend more time on the Internet and companies are shifting from 

traditional advertising to online advertising. (Kotler, P. & Armstrong, G. 2015, 529) 

There is no doubt that online advertising has taken business away from traditional 

advertising methods, such as newspapers, snail mail and radio (Ratliff, J & Rubinfeld, 

D. 2010). 
 

2.1.2 Native advertising 

Native advertising is a form of online advertising that is intended to appear identical 

with the rest of the content that is presented on the website it appear on (Pike, 2014). 

Native advertising integrates quality content that adopts the same look as the website 

or blog it appears on, offering the reader more and relevant information, unlike a 

traditional online advertising such as banner advertising. (Laird, K., 2013) Native 

advertising is delivered in a way that does not obstruct the normal behavior of the user 

in a specific channel. The brand that acquires the native advertising placement wants 

its content to look as similar as possible to the website’s content. The media 

companies wants that too because it is easier for the salespeople to sell it, but they 

also has to put clear warning labels around the content that it concerns advertising to 

make sure there is hundred percent transparency. (Content marketing institute, 2014) 
 

The new online advertising form can for example appear as a promoted tweet on 

Twitter, suggested post on Facebook or a full-page ad between Flipboard pages but 

even more common is it that brands collaborates with online publications to reach 
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people from their target audience (The Guardian, 2015). By putting content on other 

websites than the company's home page, creates more awareness, information 

sharing, connection creation and traffic building (Thomas, L. 2011). Publications that 

are pioneering native advertising are usually good at making sure the quality of the 

content is high (The Guardian, 2015).  
 

An explanation why native advertising has completely exploded could be that it is a 

natural evolution of online marketing that is designed to fit the Internet in 2013, 

which means that consumers are tired of advertising that interferes. (Native Hit, 2015) 

Banners, boxes, buttons and video pre-rolls are not enough in today’s Internet. To 

make the marketing successful marketers want their content to be read, discussed and 

shared in the same way as reporter’s stories are. (Laird, K., 2013) 
 

2.1.3 Authenticity in native advertising  

In the world of advertising, "authenticity" has become one of the most used 

buzzwords among marketers. Today can media-skilled consumers easily see through 

veiled marketing tricks, which make advertisers struggling to create new ways to 

reach the reader. (Business insider, 2015) 
 

There are different opinions about authenticity in native advertising. Some would 

explain native advertising as "a wolf in sheep clothing". (Kntnt, 2015) Meaning native 

advertising is a dishonestly advertising method that only tries to get readers to believe 

that they partake of content that is produced by the website’s editors. (Staunstrup, 

2015) According to 9 § Marknadsföringslagen (2008:486) marketing shall be 

designed and presented so that it is clear that it is marketing. In addition, it should be 

clear who is responsible for the marketing. Critic claims that the entire native 

advertising approach is designed to fool the reader to believe that the content is not an 

advertisement. (Kntnt, 2015) Native content is not clearly labeled, although media 

platforms argue this, and a large proportion of users believe that they partake in the 

"real" content. (Staunstrup, 2015) Although the content may be perceived as 

interesting, relevant and useful, native advertising deceives the readers. This could 

lead to a negative attitude towards the brand and the advertiser as well as the website 

where the advertisement is placed. (Kntnt, 2015) 
 

The more open-minded part of the discussion sees native advertising as a more 

natural, esthetically pleasing, non-intrusive way for marketers to reach consumers 

online (Laird, 2013). They argue that native advertising is a way for companies to tell 

their target audience interesting things that never should be told in editorial content. 

One of the reasons is that journalists are often extremely reluctant to write anything 

that could be interpreted as success stories of companies. Native content, which is 

often clearly marked give users access to good and relevant content that they 

otherwise would not take part of. Native advertising is a way to reach new audiences 

through relevant content, also to make them want to visit the advertiser's own website. 

It all comes down to which website has the most interesting content with journalistic 

height that is relevant to the target audience to succeed with native advertising. 

(Staunstrup, 2015) 

 

2.2 Marketing communication 

Doyle (1998) describes the communication process as “the transmission and receipt of 

a message” where two parties are involved: The sender and the audience. He means 

that if the audience does not receive the message, no communication has taken place. 
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(Doyle, P. 1998) To be able to understand the marketing communication the marketer 

needs to understand the marketing communication process (Piction et al., 2001)  

2.2.1 The marketing communication process  

The most basic communication model was presented by Schramm in 1955, this model 

describes three parts in the process of communication; a sender of a message, a 

receiver of a message and a message passing from a sender to the receiver. Schramm 

basically defines communication as the act of sending information from one person to 

another. However, he says that communication in practice is a very complex activity. 

(Smith et al., 1997) In 1960 Schramm presented a more developed communication 

model where he had extend the model to four elements by adding the media. Media is 

the channel, which is used to communicate the message (Kotler P. & Armstrong G., 

2015, 435).  

 

Kotler P. & Armstrong G. (2015, 436) explains the communication process in nine 

elements that are shown in model 2.3.1. According to him the main parties in the 

communication are the sender and the receiver. The sender is the party sending a 

message to another party meanwhile the receiver is the party who receives the 

message.  He explains the major communication tools in the communication process 

to be the message and the media. Further he includes four elements, encoding, 

decoding, response, and feedback that will affect the communication. The last 

element that will have an impact on the communication is noise that can occur during 

the process. (Kotler P. & Armstrong G., 2015, 434) 

 
Model 2.3.1, Elements in the communication process (Kotler P. & Armstrong G., 

2015, 435)  

 

Doyle (1998) explains that the communication process starts with a sender who wants 

to communicate a message to a certain audience. Further the sender put the intended 

message into words, pictures or symbols that can be transmitted by the audience 

called encoding. The encoded message is then communicated through a medium. If 

the audience receives and understands the message it is decoded. The audience may 

then respond in some way, which explains the final step in the process called 

feedback. (Doyle, P. 1998) Doyle’s communication process is illustrated in model 
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2.3.2: 

 

 
Model 2.3.2, Communications process by Doyle. (Doyle, 1998, 252) 

 

According to Kotler P. & Armstrong G. (2015, 434) marketers move towards viewing 

communication as managing the customer relationship over time and to manage that 

they have to develop communication programs for their specific target audience. The 

first step in in the communication process is to get a clear view over the target 

audience. The audience may be current users or potential buyers, those who make the 

buying decision or those who influence it. The target audience will heavily affect the 

communicator’s decisions on what will be said, how it will be said, when it will be 

said, where it will be said, and whom it will be said to. (Kotler P. & Armstrong G., 

2015, 436)  
 

2.2.1.1 Sender 

All kinds of communication involves a sender who sends the message of information. 

The sender can also be called the speaker or the encoder. (Ball, J. & Byrnes, F. 2004, 

29) In the process of communication the main thing for the sender is to figure out 

what audiences to reach and what responses they want to get from the receivers. 

(Kotler P. & Armstrong G., 2015, 436) When analyzing the audience a major part is 

to evaluate the audience’s current image of the company or brand, its products and 

competitors. By image Kotler (2015) mean the set of beliefs, ideas and impressions 

people have about an object. To start, the sender needs to find out the targets 

audience’s degree of knowledge about the company, brand and products. (Kotler P. & 

Armstrong G., 2015, 436) To have knowledge about the audience’s the image is 

important since how the audiences view on the communicator will have an impact on 

how the message will be received. (Kotler P. & Armstrong G., 2015, 439) Smith et al. 

(1997) also mention that the receiver’s association to the sender will have an impact 

on the communication. If the sender is identified as credible the messages will easier 

be believed. The credibility of the sender will depend on its perceived expertise, the 

level of trust and whether or not the target audience likes the sender. By expertise 

Smith et al. (1997) means the special knowledge the communicator has about the 

subject. By trust he means how objective and honest the source is perceived and by 

likability he refers to the source’s attractiveness. (Smith et al., 1997) 

 

The sender of native advertising: According to Kntnt (2015) it is important for the 
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company to have knowledge and understanding of how the native advertisement 

should be designed in order to reach out to their target audience. If they do not 

succeed with their native advertisement it may damage the brand and the publisher. 

(Kntnt, 2015) By using wrong content or an unfitting publisher native advertising can 

lead to more harm than good. For example the message may not be believed by the 

target audience or the publisher might be hurt by an inappropriate content on their 

website. However, if companies succeed with the content and design, native 

advertising can be effective. (Stampen, 2015) 

 

2.2.1.2 Message 

After decisions have been made about who the sender’s target audience is and what 

objectives to achieve, the next mission is to produce a message. (Doyle, P. 1998) The 

message in the communication process is the set of symbols that the sender transmits 

to the receiver. (Kotler P. & Armstrong G., 2015, 434) It is the idea, emotion, opinion 

and the information conveyed by the sender towards the receiver. (Ball, J. & Byrnes, 

F. 2015, 31) The first step when designing the message is to determine the desired 

response from the target audience meaning the sender has to find out how to encode 

the message so the target audience decodes it in the desirable way. After the 

marketing communicator must decide what to say (content) and how to say it 

(structure and format). The marketer has to figure out an appeal or theme that will 

produce the desired response. Kotler P. & Armstrong G. (2015, 437) defines three 

types of appeals: rational, emotional, and moral. Rational appeals relate to the 

audience’s self-interest where the desired benefits with the product are displayed in 

the message. Examples are messages showing a product’s quality, economy, value, or 

performance. Emotional appeals are about creating either negative or positive 

emotions in the message that can stimulate purchase. The emotional communicator 

can play in different emotions ranging from love, joy and humor to fear and guilt. 

Moral appeals are about playing on the audience's sense of what is "right" and "real". 

The aim is to encourage people to support social causes, such as a cleaner 

environment or support for disadvantaged. (Kotler P. & Armstrong G., 2015, 436-

437) 

 

The message in native advertising: Native advertising usually contains information 

that is useful, interesting, and highly targeted to the specific readership. It is not an 

advertisement method that is about promoting a company’s product or service 

directly. The information is usually highly targeted and positioned as valuable, or 

similar to the value of the “real” content on the publisher’s website. In native 

advertising, you are renting someone else’s content asset, except that you are not 

showing off a product or service. (Content marketing institute, 2014) The purpose is 

to make the message to have the same look as the rest of the content on the website 

the advertisement appears on and to offer the reader more and relevant information 

(Laird, K., 2013). The idea is to make the native advertisement blend in with the 

website’s content and style so it does not interfere. (Native Hit, 2015) The aim is to 

offer information that is somewhat helpful and similar to the other information on the 

website so that users engage with the content at a higher rate than a banner 

advertisement. (Content marketing institute, 2014) 

 

2.2.1.3 Media 

By media Kotler P. & Armstrong G. (2015, 434) means the communication channel, 

which is used in the communication process to send out the message from the source 



10 
 

to the receiver. Messages delivered by highly credible channels are more persuasive. 

(Kotler P. & Armstrong G., 2015, 438-439) According to Kotler P. & Armstrong G. 

(2015, 465) the advertiser must determine the desired media impact. In other words; 

the qualitative value of message exposure through a given media channel. For 

example, the same message in one magazine may be more believable than in another 

magazine. More generally, the advertiser wants to choose media that will engage 

consumers rather than simply reach them. In any medium, the importance lies on how 

relevant the advertisement content is for the audience rather than on how many people 

the advertisement reaches. (Kotler P. & Armstrong G., 2015, 466)  

 

The media of native advertising: Native advertising can appear as promoted tweets 

on Twitter, sponsored stories on Facebook, true view video advertisements on 

YouTube or as a long-form content placed on media sites, such as the Washington 

Post, called sponsored or branded articles or stories. (Pike, 2014) Social platforms use 

native advertising as a service for brands, to improve their customers experience in an 

interesting and relevant way. (Lieb et,.al, 2013)  
 

2.2.1.4 Receiver 

The receiver is the one who receives, analyze, understands and interprets the message. 

A receiver can also be called the listener, the audience or the decoder. (Ball, J. & 

Byrnes, F. 2004, 31) For smooth flow of information and for better understanding of 

the message the receiver should be on the same level as the source. (Management 

study guide, 2015) The closer match in attitudes between the source and the receiver 

the more effective the communication will be (Ball, J. & Byrnes, F. 2004, 32). 
 

The receiver of native advertising: Marketers are using native advertising to keep 

consumers interested and engaged in their brand (Alistdaily, 2015). Compared to 

traditional banner advertisements, consumers have bigger purchase intent after seeing 

a native advertisement (Contentequalsmoney, 2015).  

 

2.3 Online-media platforms  
An online media platform is a chosen media in which a message is sent and received 

(Kotler P. & Armstrong G., 2015, 435). In the study there is three websites that is 

being used to make it possible to study how native advertising is communicated in 

various types of online-media platforms. The online-media platforms we used were 

Facebook.se, Aftonbladet.se and Dagens nyheter (DN.se). They were divided into two 

different types of media, social media and online magazines.  

 
2.3.1 Social media  
Social media is a web-based services that allow individuals to construct a public 

profile within a system and connect with other users within the same bounded system 

(Ellison & Boyd, 2008, 211). Social media refers to the collection of technologies that 

comprises, for example, communication and content across individuals, friends and 

social networks. Examples of social media are Facebook, Twitter, Tumblr and 

Worldpress as well as photo and video-sharing sites like YouTube. (Chaffey, D.  & 

Smith, P. 2013, 214) Social media removes communication barriers as never before 

and suddenly possibilities for the individual have opened up dramatically. From a 

company's perspective you can define social media as an opportunity for companies 

to get closer to the consumers. (Agresta et,.al, 2010, 3) 
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2.3.1.1 Facebook (Facebook.se) 

Facebook is an online social networking service and is today the most powerful social 

media on the planet (Expanded ramblings, 2015). 5.7 million of the population in 

Sweden is using Facebook, which is 60.46 percent of the Swedish population 

(Facebook skolan, 2015). The most active users are people in the age 16 to 25 years, 

where 76 percent daily visit Facebook (.SE, 2014). The opportunities to connect with 

the ideal customer makes Facebook a popular platform for companies to use 

(Expanded ramblings, 2015) In the age 16 to 25 years 95 percent are members of 

Facebook and 81 percent visit the website daily (Internet statistik, 2014). Facebook is 

a platform where companies can have direct contact and relationship with their 

customers. Because of the interaction with customers, companies can gather valuable 

information and feedback about potential and existing consumers. (Rooma Roshnee, 

R. & Sooraj, F. 2013) According to a study from Facebook, people want to see more 

stories from friends and see less advertisement from companies (Facebook, 2015). 

 

2.3.2 Online magazines 

Online magazines are magazines that you can access through the Internet. (Slideshare 

2015) Online magazines companies can reach out to consumers worldwide and get a 

wider target group. Online magazines get consumers to act, through clicks and 

comments on the website, which leads to higher engagement. (Unboundmedia 2015) 

Some of the benefits with online magazines are the convenience, speed, cost effective 

and the larger variety (Slideshare 2015). Studies shows that 88 percent of consumers 

increases their online magazines experience because of interactive advertisements 

such as videos and virtual views. The study also showed that consumers feel bigger 

trust in magazine advertising compared to advertising in other media and consider it 

to be more relevant. (Unboundmedia 2015)  

2.3.2.1 Aftonbladet (Aftonbladet.se) 

Aftonbladet is a newspaper that conducts publishing and commercial activities in 

several different media. Aftonbladet offer their readers news and service wherever 

they are located, 365 days a year. Aftonbladet daily reach out to 2.5 million readers 

through their various media channels (Aftonbladet, 2015). Their website 

Aftonbladet.se is the most visited website in Sweden today. The website has around 

20 million visits and approximately 5 million unique browsers per week. (KIA-index) 

Aftonbladet.se aims to be the most engaging news source and meeting place for 

people that want to stay informed on the latest news (Schibsted, 2015). 
 

2.3.2.2 Dagens Nyheter (DN.se) 

Dagens Nyheter (DN) is a newspaper that is sent out every day. Half of DN's revenue 

comes from advertising both from the physical newspaper and their website (DN, 

2015) Dagens Nyheter’s website DN.se is in the top ten of the most visited website in 

Sweden today. The website has around 4.5 million visits and approximately 1.6 

million unique browsers per week. (KIA-index) DN.se is Sweden’s largest advertising 

medium when it comes to online magazines. Their aim is to get people with all kinds 

of social background the opportunity to participate in and understand common 

concerns. (DN, 2015)  
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3. METHODOLOGY 

In this chapter we will present and discuss the decisions we made when choosing 

methodology and research approach. We will discuss the different methods of data 

collection and then motivate the approach we chose. In the methodology chapter we 

will also discuss both positive and negative aspects of our decisions and the impact of 

them. 

3.1 Research approach 

According to Bell, J. (2010, 6) the researcher should compare the different research 

approaches and discuss them before considering the various stages of planning and 

managing. The approach adopted and the methods of data collection selected will 

depend on what problem the study will focus on, the nature of the study and the type 

of information required (Bell, J. 2010, 6). In the study focused on how consumers 

perceive the communication of native advertising in different online-media platforms 

and how the brand and content of the native advertisement affect the communication. 

The study also focused on how consumers feel about native advertising being 

authenticity or not. The purpose was to contribute with more theoretical knowledge 

about the subject. Mattson & Örtenblad (2008, 25) explains that the descriptive 

research method is used when the study objective is to describe how a phenomenon 

occurs. According to Jacobsen (2002, 73) the descriptive research method is one of 

the most common when doing research and we considered this method to be suitable 

for the study. 

3.1.1 Deductive approach 

There are different strategies when it comes to getting an idea of what the reality 

looks like. The researcher can chose to use the inductive or the deductive approach. 

The inductive approach means that the researchers have no expectations before 

collecting the data. The aim is to collect relevant information and systematize data in 

order to generalizable theory. (Alvesson, M. & Sköldberg, K. 2009, 3) The deductive 

approach goes in the opposite direction. This approach is based on the researcher’s 

expectations, which are examined, empirically to see if the expectations match the 

reality, from theories and models to empirical data. (Alvesson, M. & Sköldberg, K. 

2009, 3) Because theories and basic knowledge already existed in the chosen subject 

the deductive approach was most suitable for the study. The study was based on 

existing theories and previous studies, which we applied to a rather new digital 

marketing method. The studies on the existing theories were about marketing 

communication, native advertising and online-media platforms. Native advertising is 

a relatively new phenomenon in the world of marketing, which led to previous studies 

were limited. 

3.2 Research method 

The main study consisted of two parts, one online survey and four individual 

interviews. The reason why we used two types of research methods was because they 

attest each other, so-called triangulation. 

3.2.1 Qualitative versus Quantitative 

In the study variables such as content, opinions and confidence to name a few were 

analyzed. We considered the study to include both qualitative and quantitative 

variables and therefore we used both a qualitative and a quantitative method when 

researching the phenomena. According to Bell, J. (2010, 6) it is important to have the 

purpose of the study in mind as well as the type of inquiry and information that is 
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required for the study. We thought it was most suitable for us to use both the 

qualitative and quantitative method to be able to answer the research question in a 

complete manner. According to Jacobsen (2002, 142) the qualitative method is to 

prefer when the researchers aims to create clarity in an unclear subject and when there 

is limited previous knowledge in the area and therefore hard to design a quantitative 

survey. By using qualitative questions we were able to get close to the respondents 

and collecting deeper understanding of how native advertising were communicated in 

different online-media platforms and why they thought so. A quantitative method is 

most suitable when you want the research question to be answered in percent or 

frequency (Trost, J. 2010). Quantitative method has the benefit to standardize 

information and to make it easier to handle with help of the computers. (Jacobsen, D. 

2002, 146) We sent out an online survey to collect a more wide number of 

respondents and to be able to standardize the answers to the research questions. 

3.2.2 Triangulation 

According to Alvesson, M. & Sköldberg, K. (2009, 8) it is common to choose 

between a qualitative and a quantitative method. Sometimes a purely quantitative 

method may be appropriate, sometimes a purely qualitative one, and sometimes a 

combination of the two. Which one that is most suitable must be related to the 

particular research problem and research object. (Alvesson, M. & Sköldberg, K. 2009, 

p 8) The combination of both qualitative and quantitative data is known as 

triangulation. The idea of triangulation is to understand a phenomenon from different 

perspectives and to be able to confirm or challenge the findings of one method with 

those of another. (Bell, J. 2010, 118) Since there were both advantages and 

disadvantages of using the qualitative and quantitative method, a triangulation were 

chosen in order to strengthen the research. First a quantitative and qualitative survey 

were designed and then the study continued with four qualitative interviews. The 

surveys gave us a chance to collect numbers of frequency and the interviews helped 

us gathering deeper understanding about the respondent’s answers and about the 

phenomena. 

3.3 Data collection 

According to Jacobsen (2002, 152) there are two different types of data collection, 

primary data collection and secondary data collection. 

3.3.1 Secondary data collection 

Secondary data is information collected by someone other than the researcher himself 

(Jacobsen, D. 2002, 153). From the very beginning we tried to get as clear overview 

of the phenomenon as possible by reading more general theories about the subject. 

We started off by gathering basic knowledge about the subject, which further made it 

possible for us to find interesting point of views of the area of native advertising. We 

then decided what to research dug deeper into more specific and modern theories. 
 

Once we decided the purpose and objective of the study we started looking for 

information and previous studies of the subject in different databases. The key words 

we searched for were online marketing, native advertising and marketing 

communication. We used different tools when we collected the secondary data but we 

mainly used the databases Summon Halmstad University and Google Scholar. After 

we searched the databases we also started to look for information in books. We were 

aware that course books were not always scientifically reviewed and could decrease 

the trust of the collected information. According to Jacobsen (2002, 153), it is 
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important to have a critical approach to the sources and to carefully evaluate the data 

since the secondary data may have been collected for another purpose. In order to 

ensure that the information had high validity, we choose to use well-known writers 

and books on the subject. We tried to collect, as new and up-to-date information as 

possible since the subject, native advertising, is a relatively new phenomenon. Most 

part of the secondary data we collected was in English but also some in Swedish. We 

were aware that it can occur misunderstandings when translating from Swedish to 

English but we do not think that it had an impact on the study. 

3.3.2 Primary data collection 

Primary data is information collected by the researcher himself through observations, 

questionnaires or interviews. Unlike secondary data, the primary data is collected for 

the specific purpose. (Jacobsen, D. 2002, 152) We used two types of primary data, 

one survey and four interviews, to increase the reliability and validity of the study. 

3.3.2.1 Study 1 - Survey 

According to Saunders et al. (2009, 11) questionnaire can be done in three ways, via 

Internet, by post, or by personal delivery. We knew that 90 percent of people in 

Sweden between 16 and 74 years were using Internet on a regular basis (SE 2014). 

We therefore found online survey to be the most suitable way of collecting the data. 

The online survey were sent out through Facebook and email since it was an effective 

and timesaving way to reach the respondents. Our friends and family use Facebook 

and email daily and could easily help us share and send through the survey. 
 

Densombre, M. (2010) means that questionnaires are useful when a research has a 

large number of respondents in different locations and when there is a need for 

standardized data without requiring personal interaction. When using a web-based 

questionnaire the answers can be fed straight into a data file to easy analyze and save 

time. (Densombre, M. 2010, 14, 155, 169) Survey research is suitable to use when the 

researcher want to assess thoughts, opinions, and feelings from people. Psychologists 

and sociologists often use survey research to analyze behavior, while it is also used to 

meet the more pragmatic needs of the media. (Shaughnessy, J., et. al, 2011) We 

wanted to collect information about consumer’s thoughts and opinions about native 

advertising and considered a survey to be the best way to get access to this 

information. 
 

In order to find answers to the research questions we created eleven fictional images. 

We created one fictional native advertisement and one fictional banner advertisement 

to make sure the respondents understood the differences. We then created nine 

fictional native advertorials images containing three well-known brands in Sweden; 

Volvo, Kit Kat and SEB, which were placed in the three different online-media 

platforms, Aftonbladet.se, Dagens nyheter (DN.se) and Facebook. We did this in 

order to research if different types of content and brands behind the native 

advertisement were communicated differently depending on online-media platform. 
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3.3.2.1.1 Survey image 1: Native advertisement from Kit Kat on the website 

Aftonbladet.se 

 
 

3.3.2.1.2 Survey image 2: Native advertisement from SEB on the website DN.se 
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3.3.2.1.3 Survey image 3: Native advertisement from Volvo on the website Facebook 

 
 

When creating the survey a software program called Surveygizmo were used. The 

survey started with general questions about the respondents such as gender, age and 

how much confidence they had in the content on the different online-media platforms. 

The answers alternative were a likert scale from one to five, where one meant “Very 

low confidence" and five meant “Very high confidence". We then showed one native 

advertisement and one banner advertisement and followed by asking whether the 

respondent preferred native or banner advertising.  
 

3.3.2.1.4 Survey image 4: Banner advertising from the brand “Vitaminwater”. 
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3.3.2.1.5 Survey image 5: Native advertising from the brand “Vitaminwater” 

 
 

After we showed the respondents the different fictional native advertising from the 

three brands on the different online-media platforms, Aftonbladet.se, DN.se and 

Facebook. We followed with questions about how likely it was that the respondents 

would click on the native advertising from brand x on the different online-media 

platforms. The answers alternative were a one to five likert scale where one meant 

“Very unlikely” and five meant “Very likely”. Furthermore the survey included 

questions concerning the respondents thoughts about native advertising and weather 

they thought native advertising were authentic or not. 
 

As answer alternative there was a one to five scale to make it possible for the 

respondents to choose a neutral opinion by choosing number three. According to 

Jacobsen (2002, 305) a scale without a middle alternative can force the respondents to 

make a choice they do not want to make. There is no specific rule about how many 

questions that should be included in a questionnaire. The number of questions 

depends on the topic, complexity and the time it takes to complete the questionnaire. 

There are two types of questions, opened and closed. (Jacobsen, D. 2002, 162) The 

survey had one open question, the remaining were closed. This made the survey 

quantitative but also qualitative. We chose to use mostly closed questions in order to 

collect general answers and later be enabled to do general conclusions. We chose to 

have one open question in the survey in order to collect a deeper understanding about 

consumer's opinions and thoughts about which type of native advertising that was 

most suitable on the different online-media platforms. Another reason why we limited 

to one open question was to facilitate for us when analyzing the data. We had limited 

time and wanted to be able to analyze the data properly. In the survey there were 25 

well-formulated questions in order to be sure that we touched the theory, purpose and 

research questions. 
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3.3.2.2 Question wording 

Bell, J. (2010) explains the importance of how the questions are expressed when 

putting together a questionnaire. For example, the same word can have different 

meanings to different people. (Bell, J. 2010, 144) In the survey we tried to simplify 

and clarify the subject and words as much as possible to avoid misunderstandings. We 

decided not to use the word native advertising since it is not a common and often used 

word in Sweden. To clarify the study, we explained what native advertising was and 

used the word textreklam instead of native advertising. We also chose to explain the 

word in the survey and used one native advertisement and one banner advertisement 

to show the respondents the difference between the two types of advertising. To avoid 

unnecessary confusion the survey should be as short and straightforward as possible 

(Densombre, M. 2010, 163). We designed the survey in Swedish to make it easier for 

the Swedish respondents to understand the survey. We also used short and simple 

questions to minimize misunderstandings. We are aware of the facts that the 

respondents may have perceived the questions wrong and that there might be 

questions they did not understood. We adapted the questions and the images in the 

survey so it would work in different devices: mobile, computer and tablet. 

3.3.2.3 Survey respondents 

The survey needs to be representative for the empirical population to become a 

reliable sample and as close to the theoretical population as possible. (Jacobsen, D. 

2002, 282) The numbers of respondents in the research depends on the amount of 

time and theoretical population (Bell, J. 2010, 149). The respondents in the survey 

were Swedish people in the ages between 15 and 54. We let the respondents only 

relieve their age and genders to reduce the risk of making them feel exposed. 
 

According to Jacobsen (2002, 249) it is hard to analyze and get proper results from a 

sample that considers less than 100 respondents. The theoretical population consisted 

of 5 million Swedish people (.SE, 2014). We chose a confidence level of 95 percent 

that gave us the probability of 95 percent chance that the correct value was displayed 

in the survey. The confidence interval was determined to be five percent, which 

resulted in a sample size of 384 individuals (Surveysystem.com). We had a total of 

367 respondents who entered the survey and the response rate was 78 percent. 

Because of lack of time we only managed to gather 287 answers to the survey. 

According to Jacobsen (2002, 358), there is no specific response rate that should be 

fulfilled to be able to analyze the data. Although we lacked the 80 respondents to 

reach the theoretical population, we thought we had enough data to analyze the 

phenomena. We strengthen the data from the survey by conducting four qualitative 

interviews. 

3.3.2.4 Study 2 - Interviews 

When we had completed and compiled the survey we started with the qualitative 

interviews. Interviews are suitable when the researcher wants to collect fact and get 

deeper insight into things such as people’s feelings, opinions, emotions and 

experience. (Densombre, M. 2010, 174) When doing interviews the point is to ask the 

respondent as simple questions as possible to receive complex and comprehensive 

responses from the respondent. Interviews can be done individually or in groups. 

(Trost, J. 2010) In the study, we used individual interviews to reduce impact and 

distractions from others. According to Trost (2010) individual interviews are most 

suitable when you want to minimize the risk of other’s opinion to influence the 

respondent. 
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To gather qualitative data we conducted four interviews with one person in each 

interview. The four interviews were held at four different times. According to 

Jacobsen (2002, 164) is it important for the interview object to feel safe and calm. The 

interviewer should give the respondent a chance to choose a place or come up with 

one together (Jacobsen, D. 2002, 164). Before we started with the interviews we 

created an interview guide. We had the survey in mind when we created the interview 

guide and a specific structure and divided the interviews into three categories to 

facilitating the upcoming analysis. The interview guide started with easier questions 

and continued with deeper. According to Jacobsen (2002, 168) it is important to start 

the interview with general questions to create a trust. To avoid that the interview 

objects would feel exposed they were anonymous in the study. They only revealed 

personal information about their age and gender. 

 

It was difficult for us to execute the interviews face-to-face since both of us were 

placed in United States and New Zealand at the time we made the research. We 

therefore used the telecommunications software Skype when doing the interviews. 

According to Jacobsen (2002, 166) it is a good idea to record the interview because it 

makes it easier for the interviewer to go back and listen to the interview if he or she 

does not remember or perhaps misunderstood something. By recording it also makes 

it easier to transcribe the interview when there only is one person that interviews the 

respondent. (Densombre, M. 2010, 176) With this in mind, we chose to record the 

interviews in order to afterwards be able to listen and analyze the responses. 
 

We started the interviews by asking questions about the respondent's use and 

confidence in the various websites; Aftonbladet.se, DN.se and Facebook. We then 

showed different types of advertising, one native advertisement and one traditional 

banner advertisement and after the respondents answered which one of the two they 

preferred, we asked them to explain why they thought so. To study how the content 

and brand behind the advertisement affect the communication of native advertising in 

the various online-media platforms we showed the different fictional advertisements 

from Volvo, Kit Kat and SEB on the various websites and asked how likely it was for 

them to click on the advertisement. We completed the interviews with questions about 

the interview object’s general opinions about native advertising and questions 

regarding authenticity in native advertising. We used the same questions to all 

respondents but the environment and situation was different depending on the 

respondent. 

3.3.2.5 Interview objects 

We chose to interview four people, two females and two males. In order to get 

different types of angles we interviewed one person from different age ranges. One 

between 15 and 24 years, one between 25 and 34 years, one between 35 and 44 years 

and one between 45 and 54 years. Thereby we got a balanced distribution of both age 

and gender. We found the interview objects by searching among our friends and 

family. Since we had few requirements regarding the interview objects it was easy to 

find people to the interview.  

3.3.2.6 Method when analyzing primary data 

When analyzing the collected data the researcher goes through three steps: collecting 

data, analyzing data and understanding the data (Trost, J. 2010). Trost (2010) & 

Jacobsen (2002, 367) recommend to enter the data into a statistical program, a process 
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called encoding. We followed the advices and used the statistical program SPSS to 

analyze the collected quantitative data from the online survey. With help from the 

statistical program SPSS we analyzed the significance, median, mean and the mode of 

the collected data. We imported the collected data into SPSS and then did a frequency 

chart, a descriptive analysis and a t-test. We started by doing a frequency chart, 

because according to Norusis (2004, 75) frequency charts are necessary in order 

to become familiar with the collected data. We also made a descriptive analysis to 

attain the average and typical value. (Argyrous, G. 2005, 125) Finally we performed a 

t-test to ascertain how big the chance was that the values from the sample group were 

random. The t-test and the significance value minimize the risk that the data is not 

representative. (Norusis, M. 2004, 232-237)  The answers alternative had been 

replaced with numbers one to five in order to facilitate the analysis. The likert scales 

were either "Very low confidence" to "Very high confidence", "Very Unlikely" to 

"Very likely" or "Strongly disagree to "Strongly agree". A value close to one indicates 

a more negative attitude among respondents towards the statement. If the value would 

have been closer to number five the respondents considered that the statement was 

either "Very likely", that they "Strongly agreed" or that they had "Very high 

confidence", depending which likert scale that were used. A value that was close to 

the number three meant that the respondents were neutral. After we developed a 

confidence interval to analyze the mean. All the answers we received were within the 

confidence interval, which means that the answers could be ensured by 95 percent 

certainty. According to Bryman, A. & Cramer, D. (2009, 137) a confidence has a 

range with a high and a low value, where the population means should be placed in 

the middle. We also used four correlation analyses. The correlation analysis shows the 

connection between two variables. (SPSS, 1998) We only conducted four different 

correlations analyzes since it was not possible to use all the variables as well as we 

did not need information from all the variables. The variables we used in the 

correlation analyzes were I think it is okay for companies to use native advertising 

and I believe native advertising is misleading/disturbing, how much the respondents 

visited the website and how much confidence they had in the content on the website. 
 

 

After we had analyzed the quantitative data we formed the interview guide to gain 

more and deeper insights. Analysis of qualitative data is about three things; 

description, categorization and combination (Jacobsen, D. 2002, 216). To easier 

analyze the qualitative data from the interviews we had a specific structure when 

forming the interview guide. We divided the interviews into three categories to easily 

connect the answers to the theories. After we completed the interviews we tried to 

find similarities and differences in the respondent’s answers and then compile the 

answers. At last we analyzed the results from the survey and the interviews together 

and made a final analysis and conclusion. By using both quantitative and qualitative 

method, triangulation, we think we collected enough material to answer the research 

questions. 

3.4 Reliability and validity 

According to Roberts & Priest (2006) there are two ways to indicate and 

communicate the precisions of the research process constancy of the research finding, 

reliability and validity. The method that is selected to collect data should always be 

inspected critically to consider what extent it is probable to be reliable and valid (Bell, 

J. 2010, 119). 
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3.4.1 Reliability 

Reliability describes how a test, such as a questionnaire, will show similar results in 

different situations supposing nothing has changed. (Robert, P.  & Priest, H. 2006, 43) 

According to Bell, J. (2010, 120) it is equally unreliable if the question shows one 

type of answer in one occasion but a different answers in another. To check the 

reliability Bell, J. (2010, 122) recommends the researcher to do a re-test, which means 

that the researcher perform the test again a while after the first test to see if it 

generates the same answers. Because lack of time we were not able to do a re-test of 

the survey but to increase the reliability we tested the survey on a small group of 

people before we sent it out to make sure all the questions were clear and 

understandable for the respondents. (Bell, J. 2010, 122) To increase the reliability of 

the qualitative data Robert & Priest (2006, 42) recommends the researcher to use 

technical methods such as recording and transcribing. To increase the reliability in the 

study we took Robert & Priest (2006) advice and recorded the interviews over Skype, 

which we then listened to carefully after the interviews were finished in order to 

reduce the chance of missing out on information. Another aspect regarding reliability 

was when we collected theories and information from Swedish books and translated 

the content into English. To reduce the risk of mistranslation we kept this in mind 

when analyzing and translating the theories. 

3.4.2 Validity 

Validity is a more complex concept than reliability (Bell, J. 2010, 121). Validity 

involves the intimacy of what we believe and measure, to what we intended to 

measure. (Robert, P. & Priest, H. 2006, 41) The challenge is to find relevant 

information to the research problem and to create the right design in order to create 

credible conclusions and results (Bell, J. 2010, 120). When forming the survey and 

interview guide we strictly followed the research purpose, research questions and the 

theoretical framework in order to achieve a high validity. According to Robert & 

Priest (2006, 42) validity in qualitative research is considered in terms of how well the 

phenomena in the research is measured. To ensure that the study had high validity we 

used both a quantitative and qualitative method in order to collect wide and deep 

answers. We had the collected data from the survey in mind when creating the 

interview guide to make sure both the survey respondents and interview objects 

interpreted the questions in the same way. 

3.5 Criticism 

Below follows the critical review of the methodological choices and the choice of 

sources in this study. 

3.5.1 Criticism to methodology 

According to Jacobsen (2002, 35) there will be a risk of missing out information by 

choosing the deductive approach. When using the deductive approach there will 

always be a risk that the researcher limit the sought information and therefore miss 

out on important angles (Jacobsen, D. 2002, 35). We are aware of the deductive 

method consequences and that it may have affected the study. We are also aware that 

the decision of using both quantitative and qualitative methods may have resulted in 

that the methods were not carefully analyzed since they are resource consuming. We 

made this choice because we thought it was important to collect both quantitative and 

qualitative information to be able to answer the research questions. 
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Another thing to criticize are the respondents of the study. We are aware of the risk 

that those respondents might not be trustworthy. However, we believe the collected 

data is reliable, since the respondents in the survey participated voluntary as well as 

the answers were anonymous, which according to Jacobsen (2002, 12) increases the 

chances that the respondents answers is honest and trustworthy. The reported 

behavior versus actual behavior is another criticism to the study. By this we mean that 

when the respondent answer a question about their own behavior they might answer 

what they believe is their behavior while the actual truth is completely different. We 

are aware that this is something that may have affected the results. We regret that we 

did not complement the study with an observation. We believe an observation would 

have strengthened the validity of the results. We are also aware of the risk that we 

reached similar types of respondents since we only sent out the online survey among 

friends and family. To minimize this risk we encouraged people to spread and share 

the survey in order to reach different types of consumers, in different ages and 

gender.   
 

Another criticism we have towards the method is how we chose to ask the questions. 

There is a risk that the respondents has misunderstood the questions and answered 

based on what they thought the question meant. We are aware of the difficulties of 

understanding the questions about native advertising since it is a relatively new 

phenomenon. There for we spent a lot of time creating the questions to the survey and 

interview guide to make sure they were as clear as possible for the respondents. 

Before we sent out the survey we allowed a smaller group of consumers to try it. We 

also showed examples and explained clearly what native advertising involved and 

meant in the survey and interviews. We are also aware of the risk that some questions 

might be perceived as leading and pushed the respondent in a certain way. We chose 

to use scale answers in the survey and we are aware of that this might have led some 

respondents to choose the middle alternative and not taking a stand. The one-to-five 

scale consider being the most common and gives the respondents enough options 

(Jacobsen, D. 2010, 163), therefore we chose to use this scale. In the questions about 

the respondent’s opinions about native advertising in the survey, we chose to let them 

answer by ranking their feelings instead of answering yes or no. By using this type of 

answering alternative there is a risk that the respondents are choosing the middle 

option, something Trost (2010) means can lead to low degree of variation in the 

responses. We are aware of this risk but believed ranking of feelings is the best way 

for the respondents to answer those questions. 
 

Regarding the visual part of the survey, we want to criticize the fictional native 

advertisement images we created. The native advertisements images were created by 

us and were therefore not professional made. We are aware of the risk this might 

effected the respondent’s answers. This was something we considered when we 

analyzed the data. 

3.5.2 Critic to sources 

When the researcher collects secondary data they should be aware of the reason why 

the data is collected and also be critical against the sources. (Jacobsen, D. 2002, 153) 

The phenomena we were studying are relatively new which made it hard for us to find 

articles with scientific support. Instead we used reliable Internet sites and blogs when 

we collected some parts of the theory. We were extra critical to those sources but 

since they were not the bases of the theoretical framework we do not think it has 
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affected the results. We tried to use as new sources as possible but some sources were 

older. We are aware of the fact that this could have affected the study negatively. 

3.6 Limitations 

In the study we chose to focus on the Swedish market since it is a high-tech country 

where, according to Findahl (2012), almost every young and middle aged person use 

and have access to Internet frequently. Another reason why we limited the study to 

the Swedish market was because it was the market we had best access to. The study 

was limited to people in the age between 15 and 54 since this is the most frequently 

users of Internet and the online-media platform that we studied. We only focused on 

the business-to-consumer market since we only collected primary data from 

consumers and not from companies or brands.  
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4. EMPIRICAL DATA 

This chapter will present the data collected from the online survey and the four 

interviews. First we present the quantitative results and then the qualitative.  
 

4.1 Quantitative data from Survey  
The quantitative data is based on 287 answers from the respondents. 

4.1.1 General 

 

Table 1. Description of the distribution of age and gender in the study. 

 
 Individual variables 

 

 

   

Gender   

 Female 62% 

 Male 38% 
 

   

Age   

 15-24 46% 

 25-34 31% 

 35-44 

45-54 

5% 

         18% 

 
The gender ratio of the online survey was 38 percent male and 62 percent female. 

Meaning that 177 women and 110 men were participating. The respondents were 

between 15 to 54 years old and the most frequent ages were 15 to 24 years.  

 

Table 2. Description of how often the respondents visited the various websites. 

 
 Online- media 

platform 

Never   1-2 times 

/week 

4-5 times         Every    

/week             day 

Several 

times/day 

       

Visit habits       

 Aftonbladet.se 20% 29%    20% 21% 10% 

 Dn.se 74% 16% 5% 3% 2% 

 Facebook 3% 3% 10% 32% 53% 

 

The most common website the respondents visited were Facebook, which 53 percent 

visited several times a day. Among the respondents Aftonbladet.se were much more 

visited compared to DN.se. We could see that 20 percent of the respondents visited 

Aftonbladet.se four to five times a week while only five percent visited DN.se as 

often. The survey also showed that 74 percent never visited DN.se.  

 

Table 3. Descriptions of confidence in the content displayed on the various websites. 

 
 Online- media 

platform 

Very low  

confidence 

  Low 

confidence 

Neutral             High               

opinion   confidence 

Very high 

confidence 

       

Confidence in website       

 Aftonbladet.se 8% 26%    46% 19% 1% 

 Dn.se 3% 3% 43% 42% 9% 

 Facebook 17% 39% 40% 3% 1% 
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We could see a big difference in confidence between the online-media platforms. The 

respondents had most confidence in the content on the website DN.se, where 42 

percent said they had high confident in the website’s content. While 19 percent of the 

respondents said they had high confidence in the content displayed on Aftonbladet.se 

and only 3 percent said they had high confidence in the content on Facebook.se. 

Among the respondents it was most common to have low confidence in the content 

displayed on Facebook (39 percent). 
 

Table 4. Description of which type of advertising the respondents preferred.  

 
 Individual variables  

 
 

   

Advertising type   

 Traditional banner advertising 59% 

 Native advertising 18% 

 Do not know 23% 

 

59 percent preferred the traditional banners advertisement type while only 18 percent 

preferred the native advertisement type. 23 percent did not know or had a natural 

opinion in this question.  

4.1.2 Online-media platforms 

 

Table 5. Description of how likely the respondents was to click on the advertisement 

from Volvo on the various websites.  

 
 Online-media 

platform 

Very unlikely   Unlikely Do not know    Likely 

 

 Very likely 

       

Native advertisement 

from Volvo 

      

 Aftonbladet.se 48% 32% 6% 14% 1% 

 Dn.se 44% 32% 10% 13% 1% 

 Facebook 37% 27% 10% 25% 1% 

 

Among the requested respondents were 25 percent likely to click on the native 

advertisement from Volvo on Facebook while only 14 and 13 percent were likely to 

click on the native advertisement on the online magazines Aftonbladet.se and DN.se. 

The respondents were very unlikely (48 and 44 percent) to click on the native 

advertising on these two websites.  
 

Table 6. Description of how likely the respondents was to click on the advertisement 

from Kit Kat on the various websites.  

 
 Online-media 

platform 

Very unlikely   Unlikely Do not know    Likely 

 

 Very likely 

       

Native advertisement 

from Kit Kat 

      

 Aftonbladet.se 51% 33% 6% 9% 1% 

 Dn.se 51% 32% 11% 6% 1% 

 Facebook 32% 24% 12% 28% 4% 
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Regarding the native advertising from Kit Kat we could see that the respondents were 

most likely to click on the advertisement when it appeared on Facebook. 28 percent 

thought so while only six percent of the respondents would click on the advertisement 

from Kit Kat on DN.se and only nine percent would click on it when it appeared on 

Aftonbladet.se. Of the requested respondents 51 percent were very unlikely click on 

the advertising from Kit Kat on the website Aftonbladet.se and DN.se. 
 

Table 7. Description of how likely the respondents was to click on the advertisement 

from SEB on the various websites.  

 
 Online-media 

platform 

Very unlikely   Unlikely Do not know    Likely 

 

 Very likely 

       

Native advertisement 

from SEB 

      

 Aftonbladet.se 41% 26%  7% 24% 2% 

 Dn.se 35% 24% 8% 29% 4% 

 Facebook 39% 28% 10% 21% 2% 

 

Regarding the native advertising from SEB the respondents were almost equally 

likely to click on the advertisement on the different online-media platforms. 24 

percent were likely to click the advertisement on Aftonbladet.se, 29 percent were 

likely to click the advertisement when it appeared on DN.se and 21 percent when the 

advertisement appeared on Facebook. Mostly the respondents were likely to click on 

the advertisement from SEB when it appeared on DN.se.  
 

Table 8. Description of the respondent’s opinion about what website they thought 

Native advertisement were most suitable. 

 
 Online-media 

platform 

1   2 3     

 

      

Ranking      

 Aftonbladet.se 38% 47%  15% 

 Dn.se 20% 31% 46% 

 Facebook 42% 23% 39% 

 

42 percent of the respondent’s considered native advertising to be best suited on 

Facebook. They believed it suited second best on Aftonbladet.se (38 percent) and they 

thought native advertising suited at least on Dagens nyheter (20 percent).  
 

 

4.1.3 Authenticity 

 

Table 9. Description of how much the respondents agreed to the statements about 

native advertising. 
 

 Independent 

variables 

Strongly 

disagree 

Disagree        Neutral            Agree    

       opinion 

 

Strongly 

agree 

       

Statements about 

native advertising 

      

 Misleading 2% 19% 29% 43% 8% 
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 Trustworthy 21% 37% 28% 14% 0% 

 Interesting  21% 36% 24% 20% 0% 

 Disturbing 3% 26% 13% 40% 19% 

 Okay for 

companies to use 

2% 19% 29% 43% 8% 

       
 

Regarding the different statements about native advertising and the issue of 

authenticity 43 percent agreed that native advertising was misleading. Of the 

requested respondents 40 percent said native advertising was disturbing and 36 

percent disagreed with the statement about native advertising being interesting. The 

respondents disagreed with the statement that native advertising was trustworthy. 

However, 46 percent of the requested respondents agreed about the statement that it 

was okay for companies to use native advertising as a marketing method anyway.   

4.1.4 Open question “why” in survey 

After we asked the respondents to rank what online-media platform they believed 

native advertising were most suitable on, we asked the question "why?" in order to get 

a deeper answers to their choices. Below, we share selected quotes from respondents 

in the survey that explains the category's statement and opinions. 

4.1.4.1 Category one - Most suitable on Facebook 

Respondents who felt native advertising were most suitable on Facebook (42 

percent). 
 

“I do not feel that advertising and news should be mixed so misunderstandings 

occur.” 
 

“I do not want to be "fooled" by reading advertising on a news page. In online 

magazines I want real news from credible sources.” 
 

“When I login to Facebook, I do it just to look around but when I go in to 

Aftonbladet.se or DN I'm there to read the latest world news and don’t want to see 

advertising.” 
 

“It feels like this type of advertising intends to fishing clicks, which Facebook 

contributes enormously with its sharing function. Aftonbladet.se is also going in that 

direction meaning that online magazines puts "unnecessary" news and advertising as 

the main topic because it generates profit for them. DN is the website that I use as the 

most credible source of “real“ news, which makes me think this form of advertising 

misfit here.” 
 

“My impression is that Facebook is the forum which I use for pleasure and therefore 

it is more okay to place advertising here. But when I visit Aftonbladet.se and DN.se I 

want to focus on the news. According to me advertising has nothing to do among 

world news.” 

4.1.4.2 Category two - Most suitable on DN.se 

Respondents who thought native advertising was best suited to DN.se (20 percent). 

 

“You go to DN.se to read and learn, on Facebook you go to watch and click around.”  
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“DN's website feels more reliable.” 

 

“It feels like native advertising want to signal a stronger message than just 

advertising.” 

 

“Credibility. Aftonbladet.se and Facebook have none.” 

 

“DN.se provides greater confidence and gives stronger impression.” 

 

“I think native advertising fits best on DN.se since one expects serious texts and 

articles there as well as it blends in best on their website. On Facebook, people are 

distracted to many things all the time and would therefore not notice it in the same 

way.” 

 

“I think readers choose DN.se to read articles therefore I think the chance of click on 

the native advertising and read it is the greatest on this website. If I would generalize 

I think the reader who visit Aftonbladet.se and Facebook choose to skim the headlines 

and read few articles that capture their interest. I think traditional banner advertising 

captures the reader's eyes better on those websites.” 

4.1.4.3 Category three - Most suitable on Aftonbladet.se 

Respondents who felt that native advertising was best suited on Aftonbladet.se (38 

percent). 
 

“1. Aftonbladet.se is already an unserious gossip magazine and therefore flows native 

advertising in here. 2. Facebook is a social media where I only want news from 

friends and not from companies. Would I click on something here it would be because 

I am bored. 3. DN.se I believe is the most serious website where I would like to have a 

clear distinction between advertising and articles.” 

 

“Because Aftonbladet.se have pretty interesting headlines and therefore native 

advertisement melts in there.” 

 

“Aftonbladet.se is an amusing website where I have no other purpose than to pass 

time and therefore advertising does not bothers me there. I use Facebook to keep in 

touch with friends, where advertising can be distracting. DN.se is the most credible 

website which I visit to read about news - not to be bothered by Kit Kat.” 

4.1.4.4 Category four - Online magazines over Facebook 

Some commented that they generally felt that native advertorials suited better on 

online magazines than on Facebook. 
 

“Because native advertising is constructed to look like a novelty.” 
 

“The native advertisement perceives unserious on Facebook.” 

 

“When it contains text it fits best on newspaper’s websites.” 

 

“More interested in reading longer texts on the news pages than on Facebook.” 
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“Native advertising blends in better with the online magazines articles than on 

Facebook’s newsfeed.” 

 

4.1.4.5 Category five - The brand’s and content’s impact 
Many of those who had longer expositions in their responses said the degree of 

willingness to click on a native advertising on the different online-media platforms 

depended on which brand and content the native advertisement contained.  
 

“It depends on the type of advertising. On Facebook I use to pass the time and can 

therefore click on a native advertising such as Kit Kat there. On DN.se suits SEB’s 

native advertising in well since it providing a more serious content.” 
 

“It depends on the product. Volvo and SEB is considered as more serious products 

compared to Kit Kat and fits therefore best on Aftonbladet.se and DN.se and the 

native advertising from Kit Kat’s fits best on Facebook.” 

 

4.1.4.6 Other comments  
“Native ads are misleading and I do not like it.” 

 

“The easier to discern that the native advertising is advertising - the better.” 

 

“I get irritated and feel cheated when I realize that the article I read actually is 

advertising.” 

 
 

4.2 Statistical analysis 

We performed one sample t-test, a descriptive analysis, a frequency chart and 

correlations. The descriptive analysis took out the typical value and average value of 

the collected answers. We did not need all of the information we got from the 

different analysis so we took the relevant data and placed it in our own chart. 

4.2.1 SPSS Tests 

 
Table 10. A description of the mean and median value, standard deviation and 

confidence interval differences from the results of the questions in the study.  
Question Mean Median Std 

deviation 

Confidence Interval 

Difference 

How often do you visit Aftonbladet.se? 2,70 3 1,273 2,55- 2,85 

How often do you visit DN.se? 1,42 1 0,854 1,32- 1,52 

How often do you visit Facebook? 4,28 5 0,970 4,17- 4,40 

How much confidence do you have in the content 

on Aftonbladet.se? 

2,77 3 0,875 2,67- 2,87 

How much confidence do you have in the content 

on DN se? 

3,49 4 0,822 3,39- 3.59 

How much confidence do you have in the content 

on Facebook? 

2,34 2 0,826 2,24- 2,43 

Which type of advertising do you prefer? 2,06 2 0,639 1,99- 2,14 

How likely is it that you would click on the 

advertisement from Volvo on Aftonbladet.se? 

1,88 2 1,079 1,76- 2,01 

How likely is it that you would click on the 

advertisement from Volvo on DN.se? 

1,95 2 1,080 1,83- 2,08 
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How likely is it that you would click on the 

advertisement from Volvo on Facebook? 

2,25 2 1,227 2,11- 2,40 

How likely is it that you would click on the 

advertisement from Kit Kat on Aftonbladet.se? 

1,78 1 1,006 1,64- 1,86 

How likely is it that you would click on the 

advertisement from Kit Kat on DN.se? 

1,75 1 0,932 1,64- 1,86 

How likely is it that you would click on the 

advertisement from Kit Kat on Facebook? 

2,49 2 1,304 2,34- 2,65 

How likely is it that you would click on the 

advertisement from SEB on Aftonbladet.se? 

2,19 2 1,251 2,04- 2,33 

How likely is it that you would click on the 

advertisement from SEB on DN.se? 

2,44 2 1,326 2,28- 2,59 

How likely is it that you would click on the 

advertisement from SEB on Facebook? 

1,9 1 0,945 1,75- 1,92 

I believe native advertising is misleading 3,34 3,5 0,941 3,23- 3,45 

I believe native advertising is disturbing 3,48 4 1,141 3,35- 3,62 

I believe native advertising is interesting 2,43 2 1,030 2,31- 2,55 

I believe native advertising is trustworthy 2,37 2 0,976 2,25- 2,48 

I think it is okay that companies use native 

advertising 

3,25 4 1,012 3,13- 3,37 

 

The first column showed the mean value which should be placed in the middle of the 

confidence interval to be representative of the population .The second column showed 

the median which shows the value that is average, and the chart show us that only two 

questions from the survey have three as median. (Argyrous, 2005, 138) The questions 

are how often do you visit Aftonbladet.se? and How much confidence do you have in 

the content on Aftonbladet.se?, which means that the respondents had a neutral 

opinion and that the questions are difficult to analyze. The numbers in the column 

“standard deviation” showed the variation around the mean, which could be larger or 

smaller than average. (Argyrous, 2005, 138) The column for the “mean confidence 

interval” described within which range the mean value should be placed to be 

representative of the population mean. (Bryman, A. & Cramer, D., 2009, 137) All the 

answers in the analysis were within the confidence interval, which according to 

Bryman, A, & Cramer, D. (2009, 137) meant that the answers could be ensured by 95 

percent.  

 

4.2.2 Correlations 1 & 2 

 

Table 11. The relation between the statements I think it is okay for companies to use 

native advertising and I believe native advertising is misleading/disturbing. 
 
 I think it is okay for companies to 

use native advertising 

 N        Pearson               Sig. 

 Correlation     (2-tailed)  

  

      

I believe native advertising 

is misleading 

 

  277 -.317** .000 

I believe this type of 

advertising is disturbing 

  27

7 

-.397** .000 

**. Correlation is significant at the 0.01 level (2-tailed). 
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4.2.3 Correlations 3 & 4 

 

Table 12. The relation between how much the respondents visited the website and how much  

confidence they had in the content on the website. 
 
 How often do you visit the 

website Aftonbladet.se? 

 N        Pearson               Sig. 

 Correlation      (2-tailed)  

  

      

How much confidence do you 

have in the content on the 

website Aftonbladet.se? 

  286 -.242** .000 

 

 
                        

  

 
 How often do you visit the 

website Dn.se? 

 N        Pearson               Sig. 

 Correlation      (2-tailed)  

  

      

How much confidence do you 

have in the content on the 

website Dn.se? 

  283 -.219** .000 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

The analysis presented the correlation, significance level and the n-value (SPSS). In 

the first analysis, we had a correlation of -0,317 and in the second analysis we had a 

correlation of -0,397. The star afterwards shows that the correlation is significant with 

95 percent certainty.  In the correlation analysis regarding how often the respondents 

visited the different websites and how much confidence they had in the content on the 

websites the both analysis were positive, 0.242 and 0.219.    
 

4.3 Qualitative interviews  

In this chapter we present the collected data from the four interviews. We have 

divided the chapter into four parts, one for each interview. Everything that is written 

is the respondent’s own opinions.  

4.3.1 Respondent 1 

Male, 30 years old, computer developer.   

 

4.3.1.1 General  
The respondent said he used Facebook at least once a day. He visited Aftonbladet.se 

two to three times a day and DN.se he did not visit at all but were aware of the 

website and its content. When it came to the respondent's confidence in the various 

website’s he putted Facebook in the bottom with lowest confidence and DN.se in the 

top with the greatest confidence and Aftonbladet.se in between. Regarding what type 

of online advertising he preferred, he answered that he rather saw banner advertising 

than native advertising because banner advertising showed him more clearly that it 

concerned advertising and therefore he was fully aware of what he clicks on. He 

prejudiced, however, that it was more likely that he would click on a native 

advertising because he was not aware that it concerned advertising. 

 

4.3.1.2 Online-media platforms 
When we showed him the various native advertisements from Volvo, Kit Kat and 
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SEB on the three online-media platforms Aftonbladet.se, DN.se and Facebook he 

responded that it was most likely that he would click on the native advertisement from 

Volvo on Facebook. He did not want to read advertising in online magazines. He also 

said that if the native advertisement would appear on Aftonbladet.se or DN.se it 

would damage DN.se more than Aftonbladet.se since DN.se provided a more credible 

and serious impressions, therefore would an advertisement such as Volvo’s lower the 

website’s image. When he saw the native advertising from Kit Kat he said that it was 

a greater chance that he would click on this on Facebook because it suited that 

website the best. He said that on Facebook it was more okay with "funfacts" and 

unserious articles compared to DN.se and Aftonbladet.se. He believed SEB's native 

advertisement was more acceptable on DN.se compared to Volvo and Kit Kat’s since 

he perceived SEB as a more serious brand and because the advertisement had a more 

valuable content. The respondent said that he thought he would click on SEB's native 

advertisement on Facebook, but if he would click on it on DN.se he believes the 

advertisement would have a bigger impact on him because the website had a better 

reputation and more credible content. When we asked which website he believed he 

would click on native advertising in general, he answered Aftonbladet.se and DN.se. 

The reason was because on those websites it was not as clear that it concerned 

advertising since the native advertisement blended in better with those website’s other 

content. He also pointed out that the native advertisement content and title had a big 

impact on how likely he would be to click on the advertisement on the various 

websites. The respondent said; "If a website has a more serious impression and the 

native advertisement has an unserious content and headline, the reader easier 

understands it is advertisement and the chances of clicking on it decreases. I think it 

is about matching the native advertising with the website’s other content and target 

audience to be able to generate clicks". For example would Kit Kat’s native 

advertisement never be successful on DN.se since it would be to clear it concerned 

advertisement on that website. Kit Kat’s native advertisement blended in better on 

Facebook because it was not as clear that it was advertising on that website. 
 

4.3.1.3 Authenticity in native advertising 
The respondent felt native advertisement was not okay to use on online magazines 

because he thought they looked like a regular article and therefore mislead the reader. 

He considered native advertising to be more okay to use on Facebook since that 

website included all type of mixed content. However he said that from the advertiser's 

perspective, he believed it was probably best to put native advertisement on the online 

magazines since he thought native advertisement got more clicks when it looks like an 

article. The respondent did not think native advertisement were an interesting way to 

receive advertisement because he felt it was a way of tricking people into reading the 

advertisement. Still he said that if he found the native advertisement’s content 

interesting or fun to see or read he would be more forgiven. He also said that the way 

native advertisings trick people into reading the article also affected his trust to the 

website that published the advertisement in a negative way. The respondent said that 

native advertising did not disturbed him very much on Facebook but that it bothered 

him more on Aftonbladet.se and DN.se because the native advertisement were more 

difficult to discern. He did not think native advertising were a credible way to 

advertise because he felt tricked when realizing that an article actually was 

advertisement. However, he said he would have exceptions if it was an interesting 

product or if the content of the article really interested him. 
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4.3.2 Respondent 2 

Female, 51 years old, nurse.  
 

4.3.2.1 General  
The respondent said she visited Facebook about one to two times a day, 

Aftonbladet.se four to five times a week and DN.se one and two times a month. She 

explained her confidence in the websites via percent and said she had a 50 percent 

confidence in the content on Facebook, 75 percent in the content on Aftonbladet.se 

and 100 percent in the content on DN.se. Regarding what type of advertising she 

preferred she said she noticed the banner advertisement better and that it attracted her 

eye more but that there were a greater chance that she would click on the native 

advertisement if she were interested in the content of the advertisement. 
 

4.3.2.2 Online-media platforms 
When we ask her what website she thought Volvo's native advertisement were most 

suitable on she answered Facebook and Aftonbladet.se as the advertisement had a 

more fun and frivolous content and therefore matched Aftonbladet.se and Facebook's 

best. If she had to pick one of them she said that she rather saw the native 

advertisement on Aftonbladet.se because she did not want to see advertisement at all 

on Facebook. She said that Facebook were a website she used only to keep in touch 

with her friends. When we asked the same question about Kit Kat's advertisement she 

basically gave us the same answer: “I would say that Volvo and Kit Kat’s native 

advertisement’s is best suited on Aftonbladet.se.” SEB's native advertisement she said 

contained a greater value and more interesting facts and that she felt more confidence 

in this advertisement. She said DN.se were the only website she would click on this 

advertising. The respondent said that the content of the native advertisement had a 

huge impact on how big the chances was that she would click on the native 

advertisement on the various websites. She said; "Valuable facts, such as SEB's native 

ad includes, is suitable on a serious website as DN.se while the slightly more funny 

native ads from Volvo and Kit Kat fits better on a platform such as Aftonbladet.se. On 

Facebook, I do not want to see advertising at all". 
 

4.3.2.3 Authenticity in native advertising 

The respondent had a positive attitude towards native advertising. She believed native 

advertising explained more about the product and the brand compared to a traditional 

banner advertisement. She said this type of advertising was specifically useful for 

those who already were interested in a product or brand because it created a greater 

knowledge and confidence about the product to the consumer. She also mentioned 

that people today were exposed to so much advertising and if the advertiser should be 

able to capture the consumer’s attention she thought native advertisement were the 

right way to do it. She thought native advertising was a credible way for businesses to 

marketing themselves since it was a way for the company to describe their product 

and their brand personality instead of just selling a product. 

4.3.3 Respondent 3 

Female, 35 years old, cashier. 

 

4.3.3.1 General  

The respondent said she used Facebook almost every day. She visited Aftonbladet.se 

about 3 times a week and never visited DN.se but she were familiar with the 
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magazine. How much confidence the respondent had for the website’s content 

depended on whether it was her friends who share the advertisement or if it was the 

company that shares it. This applied particular Facebook since it was the website she 

visited the most. She thought the content felt more credible when it came from her 

friends rather than a company. The respondent had little confidence in the content 

published on Aftonbladet.se and considered the content to be mostly gossip. Since the 

respondent did not visit DN.se she did not know what kind of advertising that was 

published there but she believed it was a more serious website and probably had more 

confidence for the content in DN.se than Aftonbladet.se.  

The respondent preferred native advertising rather than banner advertising since she 

thought banner advertising were more disturbing and would never click on one. The 

respondent said; ”You can chose to read the native advertising since you decide 

yourself if you want to click on them to get more information but with banner 

advertisement you have no choice.” 
 

4.3.3.2 Online-media platforms 

The respondent thought the advertisement from Volvo was best suited on Facebook 

and Aftonbladet.se. If she had to choose between the two, she believed that the 

advertising worked best on Aftonbladet.se because she thought Volvo’s target 

audience situated best on Aftonbladet.se. Regarding the brand Kit Kat the respondent 

found the advertising best suited on Facebook because the brand’s target audience 

were younger people and the best way to found them were on Facebook. She thought 

companies should not put serious advertising on Facebook because it gave a dishonest 

image of the brand. Although the respondent did not visit or read DN.se and she 

thought the native advertisement from SEB were best suited on there since she 

thought DN.se’s website were the most serious website of the chosen. She thought 

advertising from a bank did not belong on either Facebook or on Aftonbladet.se. The 

respondent said that she among the three online-media platforms mostly visited 

Facebook and therefore this website had the biggest chance of her clicking on the 

native advertisement. She said that she just wanted to read news when she visited 

Aftonbladet.se and therefore the chances of her clicking on the native advertisement 

on this website were lower compared to Facebook. The respondent also said that she 

would click on the native advertising if she perceived it funny or informative.  

 

4.3.3.3 Authenticity in native advertising 

The respondent thought native advertising was a more trustworthy way of advertising 

compared to other forms but in general she did not trust advertising much at all. The 

respondent thought it was okay for companies to use native advertising as any other 

form of advertising. She meant that she could choose herself whether she wanted to 

click on the advertising or not. The respondent did not thought that any type of 

advertising were interesting, just a way for companies to trick the consumer. She 

argued, however, that some advertisements may interest her more than others 

depending on whether she was looking to buy that particular product. She said it was 

interesting. She did not think native advertising disturbed her so much when she was 

on the various websites, but it depended on the type of advertising and how well the 

company succeeded with the design. The respondent might thought that native 

advertising could be misleading sometimes, especially if it was a company that was 

good at designed native advertising. The better native advertising, the more it blended 

into the content and might mislead the reader. 
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4.3.4 Respondent 4 

Male, 23 years old, carpenter.  

 

4.3.4.1 General  

The respondent said he visited Facebook several times a day, Aftonbladet.se almost 

every day and visited DN.se a few times a month. When we asked the respondent 

about his confidence in the content on the different online-media platforms he said 

that he did not have great confidence in any of them but if he had to choose he said 

that he had most confidence in the content placed on DN.se. 

 

4.3.4.2 Online-media platforms 

The interview object though that the native advertisement from Volvo were best 

suited on DN.se. This was because he considered Volvo as a serious brand, targeted to 

older people who afforded to buy a car and therefore DN.se were best suited since it 

was the most serious website among the three. The respondent thought Kit Kat was a 

brand that had a younger target audience and had a product that suited anyone. 

Therefore he thought Facebook was best suited for this type of brands. He also 

mentioned Aftonbladet.se to be a suitable platform to have advertising such as Kit 

Kat’s since Aftonbladet.se was a website that he did not perceive as serious. The 

native advertisement from SEB he thought were best suited on DN.se. He said that 

since SEB was a serious brand that had an informative content it would get the 

greatest attention on a serious website such as DN.se. When we asked what online-

media platform he in general were most likely to click on a native advertising he 

answered Facebook and Aftonbladet.se. The reason behind the answer was because he 

thought these two websites were the ones he visited the most.  

 

4.3.4.3 Authenticity in native advertising  

According to the respondents all types of advertising were misleading and twisting 

the truth in some way. He thought native advertising was interesting if the topic or 

product interested him otherwise he would not click on a native advertisement. He did 

not think native advertising interfered when he visited the various websites and 

thought that native advertising had the same level of credibility as other types of 

advertisement. However he thought native advertising blended in better with the 

publisher’s website and thought this type of advertisement gave him a better chance to 

choose whether he wanted to click on the advertisement or not. He was relatively 

positive to native advertising and thought it was okay for companies to use it. 
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5. ANALYSIS  

In this section the collected data is being analyzed. The chapter starts by analyzing 

the survey and then the four interviews. The quantitative and qualitative data is first 

analyzed separately to create a wider understanding. Further we analyze all the data 

with the theoretical framework. 
 

5.1 The quantitative and qualitative survey 
In this part of the analysis will focus on the quantitative and qualitative data and 

trends we found when analyzing the survey. 
 

5.1.1 General 

Of the requested respondents in the survey the majority were females (62 percent) and 

the most frequent age were respondents between 15 to 24 years old. Among the 

respondents it was most common to visit Aftonbladet.se one to two times a week, to 

never visit DN.se and to visit Facebook several times a day (more than 50 percent). 

Regarding the confidence in the content placed on the three online-media platforms 

the majority of the respondents had highest confidence in the content placed on DN.se 

and lowest confidence in the contents placed on Facebook. The relation between how 

often the respondents visited Aftonbladet.se and how much confidence the 

respondents had in the content on Aftonbladet.se has a positive correlation (0,242) 

which means that the more the respondents visited Aftonbladet.se the more 

confidence they had in the content on the website. We also found a positive 

correlation (0,219) between the two variables How often do you visit DN.se and How 

much confidence do you have in the content on the website DN.se, which means that 

the more often the respondents visited DN.se the higher confidence they had in the 

content on the website. If the respondents would choose to see companies using either 

native advertising or banner advertising most part (59 percent) would prefer banner 

advertising. 
 

5.1.2 Online-media platforms 

Regarding the native advertisements on the different online-media platforms we can 

clearly see that the respondents are most likely to click on the native advertisements 

that were placed on Facebook compared to those who were placed on Aftonbladet.se 

and DN.se. Among the three brands, we can see that the native advertisements from 

Kit Kat and Volvo had highest click percent on Facebook, related to the more serious 

native advertisement from SEB. The respondents were most likely to click on the 

native advertisement from SEB on DN.se (mean value for confidence interval 2,28-

2,59 on five grade scale, with 95 percent certainty). We can clearly see that the native 

advertisement from SEB would not work on Aftonbladet.se since 41 percent would 

not click on it. Regarding the question about which online-media platform native 

advertising were most suitable the results is relatively similar. 42 percent thought 

native advertising were most suitable on Facebook, 38 thought Aftonbladet.se were 

most suitable and 20 percent thought DN.se were the most suitable website. We could 

hardly notice any differences between the native advertisements from Volvo and Kit 

Kat on the two online magazines. On Aftonbladet.se 14 percent of the respondents 

would click on the advertisement from Volvo  (mean value for confidence interval 

1,76-2,01 on five grade scale, with 95 percent certainty) and 13 percent when it was 

placed on DN.se  (mean value for confidence interval 1,83-2,08 on five grade scale, 

with 95 percent certainty). Regarding the native advertising from Kit Kat nine percent 
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said they would click on the advertisement on Aftonbladet.se while six percent would 

click on the advertisement when it appeared on DN.se. 

 

5.1.2.1 Qualitative open question “why” in survey 

Overall we can see that consumers believe that native advertising suited all of the 

three online-media platforms, but for different reasons. 

Those who felt that this type of advertising was most suitable on Facebook did so 

because they felt it was a more unserious and non-credible website compared to 

online magazines website’s. They argued that because of the low credibility of the 

website they did not feel as deceived and misled by the native advertisement on 

Facebook. Many of the respondents also said that they felt that Facebook was most 

suitable because consumer's habits on the website were to perfunctory look at 

"random" things and in that way respondents were more open to native advertising. 

Further they meant that this lead to a greater chance of noticing and click on the 

advertisement. Several responders also wrote that they were only interested in reading 

about news in the online magazines and not advertising, and therefore they thought 

Facebook was the best option of the three. They also said that they were more 

engaged on Facebook compared to online magazines, meaning they were more active 

in discussions and sharing pictures and stories. One said; "Native advertising seems to 

be about fishing for clicks, which Facebook contributes enormously to with their 

sharing function." 

 

Others believed that native advertising was better suited to DN.se since their website 

seemed like a trustworthy and reliable website and therefore the chance of clicking on 

the advertisement increased. One said; "The purpose of native advertising seems to be 

conveying a stronger message than just advertising and therefore it succeed best on a 

credible website such as DN". They considered it to be a greater chance that people 

clicked on the advertisement on DN.se because it was a serious driven website where 

people wanted to read articles, not just click around. They said on a website as DN.se 

they expected more serious and valuable content and therefore they would have more 

confidence in the native advertisement and further capture the reader's interest. 

 

Some of the respondents felt that native advertising was best suited on Aftonbladet.se, 

mostly because they did not want it to appear on the other two websites, DN.se and 

Facebook. They said Facebook was a website they wanted to use to keep in touch 

with friends and did not want to see advertising and that they considered DN.se to be 

a too seriously and trustworthy website to use advertising at all. 
 

Some commented that they generally felt that native advertisement fitted better in 

online magazines than on Facebook. They argued that since native advertising was 

constructed to look like an article it therefore blended in better on the online 

magazines website’s. One wrote; "On Aftonbladet and Dagens Nyheter, one might 

think that the native advertising is an article and therefore the chance of clicking on 

the ad is bigger. This is because the native advertising content has the same style as 

the rest of the content on the website and therefore blends in better." They said that 

native advertising was considered more trustworthy on online magazines compared to 

Facebook and that they were more interested in reading longer texts on the online 

magazine’s websites than on Facebook. 
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Some of the respondents said the degree of willingness to click on a native 

advertisement on the different online-media platforms depended on which brand and 

content it contained. For example the respondents said that Facebook was a website 

they mostly used to pass time and could therefore considered to click on the native 

advertisement from Kit Kat. Although at DN.se the native advertising from SEB were 

more suitable since the advertising was about economics and had a more serious 

content. They also said that the type of product had an impact. One wrote; "Volvo and 

SEB is more serious products and therefore they fits better on Aftonbladet and 

Dagens Nyheter while Kit Kat is considered as a fun brand and therefore fits better 

on Facebook." 
 

5.1.3 Authenticity in native advertising 

Regarding the respondent’s opinions about authenticity in native advertising it was 

most common to think that native advertising was misleading, which 43 percent 

thought. The mean value for the confidence interval was 3.23 to 3,45 on a five-grade 

scale, with 95 percent certainty, which means that it was mostly common to agree 

with the statement. It was 36 percent of respondents who disagreed with the statement 

about native advertising being an interesting way to collect information and 37 

percent of the requested respondents did not think that native advertising was 

trustworthy. The respondents had a more negative attitude to the native advertising 

but there were still 43 percent that thought that it was okay for companies to use 

native advertising in their marketing mix (mean value for confidence interval 3,13 -

3,37 on five grade scale, with 95 percent certainty). It was mostly common that the 

respondents thought that native advertising was disturbing. However, we can see a 

connection between those respondents who thought native was disturbing and those 

who thought it was okay for companies to use native advertising. The two variables 

have a negative correlation (-,397), which means that the respondents that thought 

that it was okay for companies to use native advertising did not think that native 

advertising was disturbing. There were also a negative correlation between if the 

respondents thought that native advertising was misleading and if they thought it was 

okay for companies to use it (-,317). 
 

5.2 The qualitative interviews 
This part of the analysis will focus on the qualitative interviews and compare the 

different interviews with each other. 

 

5.2.1 General 

The interview objects from the qualitative interviews were four people, two females 

and two males. The ages were spread between the target group, Swedish people 

between 15 and 54 years old. All of the interview objects said they used Facebook 

every day, Aftonbladet.se three to several times a day and DN.se never or one to two 

times a month. The four interview objects agreed on having most confidence in the 

content placed on DN.se and regarding which advertising form they preferred two 

interview objects preferred native advertising and two preferred banner advertising. 

The reason why they preferred banner advertising instead of native advertising was 

because banner advertising gave them information more directly since they did not 

need to click on the advertisement to get further information. The interview objects 

also said that just because they preferred banner advertisement did not mean they 

would click on it. They said there was a greater chance they would click on a native 

advertisement.  
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5.2.2 Online media platforms 

Regarding the interview object’s opinions and thoughts about where the native 

advertisement from the three brand were most suitable all of the four interview 

objects agreed that the native advertisement from SEB suited best on DN.se and that 

the native advertisement from Kit Kat suited best on Facebook. However, the 

interview objects had different opinions about where the native advertisement from 

Volvo was most suitable. Three of the interview objects thought that it suited best on 

Facebook or Aftonbladet.se. They argued that they did not want to see advertisement 

on news websites and that “funfacts” and more unserious content suited better on 

Facebook and Aftonbladet.se since they had lower level of confidence in those 

websites. One interview object believed that the advertisement from Volvo was best 

suited on DN.se since Volvo was a more serious brand that aimed to an older target 

audience and therefore suited best on a credible website as DN.se. However, the 

interview object thought, that the particular advertisement from Volvo that he was 

showed to did not give a serious impression. The interview objects agreed that serious 

advertising such as SEB’s native advertisement were best suited on DN.se because it 

was a website with high creditability. All of the interview objects had high confidence 

in the website DN.se and agreed that only native advertising with serious or 

informative content should be placed there. One interview object also pointed out that 

unserious content such as Kit Kat’s native advertisement would damage a website as 

DN.se. They all had lower level of confidence in Aftonbladet.se and Facebook and 

agreed on that funny or unserious native advertisements were best suited on those 

websites. The interview objects also said that a native advertisement, such as Kit Kat 

would never be successful on DN.se because it would be too obvious that it concerned 

advertising. In general the interview objects thought the possibility of clicking on a 

native advertisement were greater in the online magazines compared to Facebook 

because it was not as obvious that it concerned advertising on those websites. 

 

5.2.3 Authenticity in native advertising 

The majority of the interview objects thought it were okay for companies to use 

native advertising when marketing themselves. Two of the interview objects thought 

native advertising were an interesting way of receiving information from companies 

since the advertising form gave them more knowledge and value compared to a 

traditional banner advertisement. The other two interview objects had a more negative 

attitude towards native advertising. They thought native advertisement was a way of 

tricking the reader into advertising and felt mislead when realizing that the article was 

actually advertising. However, they said that if they would be really interested in the 

brand or the content of the native advertisement they would be more forgiving. The 

interview objects did not think native advertising interrupted their experience on the 

various websites since it blended in natural with the rest of the content on the 

websites. They felt a bigger freedom to choose whether they wanted to click on the 

advertisement or not. Two of the interview objects thought that native advertising was 

a trustworthy way of advertising if you compared it with other types. The interview 

objects did not think advertising overall was especially trustworthy. 

5.3 The empirical data compared to the theoretical framework 

This is the main part of the analysis, where both the quantitative and qualitative data 

are compared and analyzed with the theoretical framework. 
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5.3.1 Respondents 

According to Facebookskolan (2015) are 5.7 million of the Swedish population using 

Facebook and 81 percent of the people in the age 16 to 25 using Facebook every day 

(Internet statistic, 2014). According to KIA-index Aftonbladet.se have around 20 

million visits and 5 million unique browsers per week as well as DN.se has 

approximately 4.5 million visits and 1.6 million unique browsers per week. Those 

numbers matches the results in the study. 46 percent of the respondents in the survey 

were between 15 and 24 years old and answered they visited Facebook every day (32 

percent) or several times a day (53 percent). We could also see that consumers visited 

Aftonbladet.se more often than DN.se. 
 

5.3.2 Native advertising compared to banner advertising 

Launchbit (2013) explains that the CTR on banners advertising today has fallen to 

about 0.1 percent and the reason to this is that consumers have become “banner-

blind”. Forbes (2013) also confirms this by studies showing that people are 25 percent 

more likely to look on native advertising than banner advertising. The survey showed 

that 59 percent of the respondent preferred banner advertising. However, in the more 

deeply answers to the qualitative question in the survey and in the interviews we 

discovered that the respondents and interview objects were more likely to click on 

native advertising. This confirms Launchbit (2013) theories about native 

advertisements higher CTR. The reason why the interview objects chose to see banner 

advertising rather than native advertising was because they did not want to feel 

deceived by finding out that something clicked on turned out to be advertising. 
 

5.3.3 Authenticity in native advertising 

Pike (2014) describes native advertising as a form of online advertising that intends to 

appear identical with the rest of the content that appears on the website. 40 percent of 

the respondents in the survey found native advertising disturbing which means that 

the findings are not consistent with Pike (2014) statement. However, all the four 

interview objects thought native advertising blended in with the rest of the content on 

the online-media platforms and that it did not interfere with their experience. 
 

Staunstrup (2015) says there are different opinions about authenticity in native 

advertising. Some explain native advertising as a dishonestly advertising method that 

only tried to get readers to believe that they took part of content that was produced by 

the website’s own editors. (Staunstrup, 2015) We can see a correlation between these 

theories and the respondent’s high agreements about native advertising being 

misleading, not interesting and not trustworthy in the survey. Also the interview 

objects mentioned that they felt tricked by the native advertisements. However, two of 

the interview objects said that they thought native advertising was a trustworthy way 

for companies to market themselves, compared to other types of marketing methods. 
 

The survey showed that 36 percent of the respondents did not think native advertising 

were interesting which contradicts Kntnt (2015) statement about native advertising 

being interesting, relevant and useful for the reader. However, we noticed that the 

respondents that had a positive attitude towards native advertising had it because they 

felt this advertising form gave them a greater value compared to other types. Even the 

really critical respondents were forgiven to native advertisings “tricking” if the 

content were interesting and gave them some kind of value. This confirms the theories 

about the importance of journalistic height and target audience relevance that 

Staunstrup (2015) talks about. Even if we could see that the respondents had 
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relatively negative opinions towards native advertising, still 43 percent agreed and 

eight percent strongly agreed that it was okay for companies to use native advertising 

as a method to marketing themselves. 
 

5.3.4 Marketing communication 

According to Doyle, P. (1998) the communication process consists of four main 

factors, a sender, a message, a media and a receiver. In between the four factors there 

are five smaller elements that affect how the consumers receive the information, 

process it, respond to it and how much noise that affect the communication (Doyle, P. 

1998). The senders in the study were the brands Volvo, Kit Kat and SEB. The 

message was the native advertisement’s content. The media was the three online-

media platforms that the native advertisements were applied on; Aftonbladet.se, 

DN.se and Facebook and the receivers were the respondents in the study.  

 

5.3.3.1 Sender  

According to Smith et al. (1997) has the audience or receiver’s association to the 

sender an impact on the marketing communication. In the study we applied three 

well-known brands as the senders of the native advertisements. Overall we could see 

that the brand behind the native advertisement did not have a practically big impact 

on how the advertisement performed on the various online-media platforms since the 

respondent’s opinions were mainly based on the native advertisement’s content and 

not the reader’s previously relationship to the brand. However, we would not exclude 

that the sender had an impact since two interview objects mentioned the brand’s 

impact in the interviews. One of the interview objects said that he thought Volvo’s 

native advertisement suited best on DN.se since he perceived Volvo as a serious 

brand that aimed to an older target audience. However he commented that the native 

advertisement from Volvo he was exposed to in the interview was not especially 

serious and suitable for DN.se. One respondent in the survey also wrote “It depends 

on the product. Volvo and SEB is considered as more serious products compared to 

Kit Kat and fits therefore best on Aftonbladet.se and DN.se and the native advertising 

from Kit Kat fits best on Facebook.” This means that the results were not entirely 

consistent with Smith et al.’s (1997) statement.  

 

Kotler P. & Armstrong G. (2015, 439) mentions that the targets audience’s degree of 

knowledge about the company and their products have an impact on how the 

advertisement is communicated. If we had chosen to use unknown brands in the study 

the result might have been different.  

 

5.3.3.2 Message 

The three senders we used in the study, Volvo, Kit Kat and SEB, communicated 

different types of messages in their native advertisements, both serious and unserious 

messages. According to Kotler P. & Armstrong G. (2015, 435) is the message in the 

communication process the set of symbols that the sender transmits to the receiver. 

Kotler P. & Armstrong G. (2015, 439) also claims that the sender has to find out how 

to encode the message so the target audience decodes the message in the desirable 

way. The results in the study strengthen these theories by showing that the content 

and message of the native advertisements had an impact on how they performed on 

the various websites. One respondent from the survey said, “It depends on the type of 

advertising. On Facebook I use to pass the time and can therefore click on a native 

advertising such as Kit Kat there. On DN.se suits SEB’s native advertising in well 
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since it providing a more serious content.” Ball, J. & Byrned, F. (2004) says that the 

closer match there is in attitudes between the source and the receiver the more 

effective the communication will be and Management study guide (2015) claims that 

the receiver and the source should be on the same level of communication for a 

smooth flow of information and to better understand the message. We can see a 

correlation between these theories and the results from the study. The respondents had 

a high confidence in DN.se and therefore believed more credible and serious 

messages in the native advertisement, such as SEB’s, matched that website. The 

results also showed that respondents had low confidence in the content placed on 

Facebook and therefore believed funny or non-serious messages in the native 

advertisement, such as Kit Kat’s and Volvo’s, suited Facebook best.  
 

Regarding the message in the communication process Kotler P. & Armstrong G. 

(2015, 434) describes three different types of appeals that the message can contain: a 

rational, emotional or moral appeal. The emotional communicator plays in different 

emotions ranging from love, joy and humor to fear and guilt. We can see that Volvo 

and Kit Kat used humor in their advertisements and therefore have messages with 

emotional appeals. We found a connection between Kotler & Armstrong's (2015, 438) 

theory and what the respondents in the study thought. The respondents said both in 

the survey and in the interviews that the advertisement from Volvo and Kit Kat were 

more unserious and should therefore be placed on either Facebook or Aftonbladet.se 

since they were less credible websites. Regarding the native advertisement from SEB 

that had a more serious message and content belonged to what Kotler & Armstrong 

(2015, 436) would call a message with a rational appeal. Messages with a rational 

appeal allude to the audience's self-interest where the desired benefits of the product 

are displayed in the message. From the survey and interviews we could see that the 

respondents thought that the native advertisement from SEB that contained a more 

serious content and message were most suitable on a credible website such as DN.se. 

 

5.3.3.3 Media 
Kotler P. & Armstrong G. (2015, 439) explains that the channel, which sends out the 

message, has an impact on how the marketing message is perceived and means that 

the same message can be communicated in various ways in different marketing 

channels. We can support Kotler & Armstrong’s theories based on the respondent’s 

answers in the study. We noticed that many of the respondents and interview objects 

were affected by what online-media platform the advertisement appeared. We also 

observed that the level of trust in a certain online-media platform had an impact on 

how the respondent and interview objects received the advertisement. The 

respondents said that the same native advertisement from SEB would have a stronger 

impact on them if the advertisement were placed on DN.se compared to if it were 

placed on Aftonbladet.se and Facebook. Kotler & Armstrong (2015, 435) also says it 

is more important to have a relevant content for the target audience in the 

advertisement than to reach a lot of people. This is consistent with the findings, that 

shows the company or brand’s target audience has to match the online-media 

platform’s audience in order to communicate the native advertisement the desirable 

way. The respondents also mentioned that a non-serious or funny native 

advertisement on DN.se would damage their confidence and trust to the website. Also 

it would be too clear it concerned advertising and therefore not work on a credible 

website such as DN.se. This supports Kntnt (2015) theories about how a wrong 

content or an unfitting publisher can lead to more harm than good. 
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We also found that some of respondents thought that native advertising blended better 

into the online magazines compared to Facebook since they were built to look like an 

article. They also mentioned that it would be a greater chance to actually read the 

native advertisement on Aftonbladet.se and DN.se since they visited those websites to 

read and not just “click around” as they did on Facebook. This could be an 

explanation to the theories about why people feel bigger trust in advertising that 

appear in online magazines compared to other online-media platforms 

(Unboundmedia, 2015). The theories say that people are tired of advertising on 

Facebook and that they would rather see more content from their friends and family 

(Facebook, 2015). The result from the study confirms this. The respondents 

mentioned that they were tired of promotional content on Facebook however, the 

survey showed that the respondents generally were most likely to click on a native 

advertisement placed on Facebook compared to the other two. The reason to this was 

because they had low level of confidence in the content placed on Facebook and used 

Facebook on their past time and would therefore be more open to native advertising 

here. However, the respondents believed that there were more noise on Facebook 

compared to the online magazines since there already is many companies and brand 

that uses Facebook as a communication channel. Laird K. (2013) explains that native 

advertising marketers want their content read, discussed and shared in the same way 

as reporter’s stories. From another point of view we can connect this theory to the 

results regarding the respondent's statements about how Facebook “sharing” and 

“liking” - functions makes the native advertising disseminated and visible among 

many people, an advantage which the online magazine's do not have in nearly as 

extent. 

 

5.3.3.4 Receiver 

According to Ball, J. & Byrnes, F. (2004) there has to be a close match in the attitude 

between the source and the receiver in order to get an effective communication. The 

receiver and the source should be on the same level for a smooth flow of information 

and to better understand the message (Management study guide, 2015). The 

respondent’s opinions are attesting these theories on which they agreed that the 

behavior and mindset to the different websites had an impact on how they perceived 

the native advertisement. They said they were more interested in reading longer texts 

in the online magazines compared to Facebook. One respondent said, “You go to 

DN.se to read and learn, on Facebook you go to watch and click around”. This 

means the respondent did not receive long and serious native advertisement as good 

on Facebook as they did on the online magazines. Ball, J. & Byrnes, F,. (2004) 

believes that a receiver with a great knowledge about the subject that is 

communicated behaves different from a receiver that has no knowledge about the 

subject. The study confirms this statement as two of the interview objects said there 

were more likely to click on a native advertisement if they were interested and had 

knowledge about the particular product or brand that the advertisement concerned.  
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6. DISCUSSION & CONCLUSIONS 

In this chapter the research questions are discussed and answered. The chapter also 

contains our conclusions based on the analysis and ends with suggestions for further 

studies. 

 

To remind the reader of the research questions presented in the first chapter we will 

present them again. We had three questions in the study, which were divided into one 

primary research question, one secondary research questions and one tertiary research 

question: 
 

1. How do consumers perceive the communication of native advertising in 

different online-media platforms? 

2. How do the content and brand behind the native advertising affect its 

communication on different types of online-media platforms? 

3. How do consumers feel about native advertising being authenticity or not? 

 

The purpose of this study was to find out how consumers perceive the communication 

of native advertising in different types of online-media platforms and also how the 

native advertising’s brand and content affect the communication. We also wanted to 

research how consumers felt about native advertising being authenticity or not. The 

aim of the study was to give companies and marketers new insights and help to 

succeed with native advertisement. 
 

6.1 Native advertising versus banner advertising 
The results of the study showed that the respondents preferred banner advertising over 

native advertising. However, regarding clicking on either a banner or native 

advertisement they said they were more likely to click on the native advertisement. 

What determines is which type of advertising form that is most suitable depends on 

the marketing purpose and objectives. Native Advertising is relationship-building, it 

engage the consumers more and gives the consumers a greater value. However, the 

native advertisement only reaches those who are really interested in the content of the 

article. Banner advertising reaches out to a wider group of people with more direct 

information about the company or their products. On the other hand do banner 

advertising not give the consumers any deeper impression and is mostly perceived as 

disturbing if consumer is not interested in the particularly company or their products. 
 

6.2 Research question 1 - How do consumers perceive the communication of 

native advertising in different online-media platforms? 

 

In the study we discovered that the respondents perceived the communication of 

native advertising differently depending on if the advertisement was placed on the 

website Aftonbladet.se, DN.se or Facebook. We found a strong correlation between 

the respondent’s confidences in the various websites and how the native 

advertisements were communicated to them. 

 

6.2.1 Facebook 
We could see that the respondents had lower confidence in the content on Facebook 

compared to the other two websites. By having low confidence in Facebook the 

respondents were more likely to click on an article that proved to be a native 

advertising since they did not feel as tricked as they would feel if the native 
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advertisement appeared in the online magazines. Overall we could see that from all of 

the three native advertisements from the brands the respondents were most likely to 

click on them on Facebook. However, we kept in mind that Facebook were clearly the 

online-media platform the respondents visited the most and could also be a reason 

why they thought it suited best on Facebook. 50 percent of the respondents were 15 to 

24 years old and that is the audience who uses Facebook the most, which may be one 

of the reasons why more would click on the native advertising on Facebook. 
 

Other assumptions we learned from the study regarding the online-media platform 

Facebook was that the respondents had a better chance to spread the native 

advertising on Facebook compared to the online magazines since the website's 

privilege to “share” and “like” the content among their Facebook friends. On the other 

hand we could also see that Facebook was the website with most noise since many 

companies and brand already uses Facebook as a communication channel to 

marketing themselves. 
 

6.2.2 DN.se 

In the results from the study we found that the respondents had high confidence in the 

content that appears on DN.se. They thought DN.se was a trustworthy website 

although they did not visit DN.se as much as they visited Facebook and 

Aftonbladet.se. Therefore the respondents had higher standards on the native 

advertising on DN.se. We could see that many of the respondents agreed on that they 

preferred to only read news on DN.se and did not want to see any advertisement at all. 

They meant that if there would be any native advertisements the content had to have 

the same level as the rest on the credible content on DN.se. A native advertisement 

with an unserious content and message such as Kit Kat and Volvo would make more 

harm than good for DN.se. Further assumptions we learned were that native 

advertisements that suited DN.se would have a greater impression on the reader 

compared to what it would have on Facebook or Aftonbladet.se because of their high 

level of trust in the website. 
 

6.2.3 Aftonbladet.se 

Even if Aftonbladet.se also is an online magazine just like DN.se we found that the 

respondents had lower confidence in the content that appeared on this website. 

However, the respondents visited Aftonbladet.se more than DN.se and the more they 

visited Aftonbladet.se, the more confidence they had in the content on the website. 

Even if Aftonbladet.se is a news page that aims to share news to their readers, the 

respondents considered that native advertising with unserious content and message, 

such as Kit Kat’s and Volvo’s, suited the website the best. 
 

6.3 Research question 2 - How do the content and brand behind the native 

advertising affect its communication in different types of online-media platforms? 

 

In order for companies and brands to achieve their marketing objectives we found that 

it was important to consider the content of the native advertisement’s message since it 

had an impact on how effective communication will be. This means that the marketer 

carefully has to match the message of the advertisement with the content on the 

website it appear on in order to succeed with their native advertisement. In the study 

the respondents agreed that the fun and non-serious native advertisements from Kit 

Kat and Volvo were best suited on non-credible websites such as Facebook and 

Aftonbladet.se. This indicates that advertising that played on the emotional appeal 
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should not be placed on a credible website such as DN.se. The native advertisement 

from SEB who had a more serious message the respondents were more likely to click 

on DN.se as they had higher confidence in. This means that messages from native 

advertising with rational or serious appeal should be placed on credible and 

trustworthy websites. Regarding how much the sender, in this case the three brands 

behind the native advertisements, affected the communication we found that the brand 

did not affect the communication as much as the content and message of the native 

advertisement did.  
 

6.4 Research question 3 - How do consumers feel about native advertising being 

authenticity or not? 

 

Overall we could see that the respondents had a negative attitude towards native 

advertising. However did 43 percent agreed and 8 percent strongly agreed that it was 

okay for companies to use native advertising as a marketing method which make us 

question if they had a negative attitude toward advertising in generally. The 

respondents said that they thought native advertising was misleading and not 

trustworthy and that they felt tricked by the advertising form. This make us question 

whether native advertising follows 9 § Marknadsföringslagen (2008:486) that says 

marketing shall be designed and presented so that it is clear that it is marketing. It is 

hard to escape from the fact that native advertising is misleading, since it is the point 

to make it look like an editorial article. However can native advertising create the 

opposite effect if the reader does not understand that it is a company or brand that 

stands behind the article, something that can damage both the company and publisher. 

The challenge for the companies and publisher is therefore to be truthful in the design 

by clearly mark that the native advertisement concerns advertising at the same time as 

the design and content should match the publishers design and content so it blends in. 

We also found out that the respondents thought native advertising were not interesting 

and that it was disturbing. However, we found a deeper understanding to those 

opinions in the interviews were the interview objects said that they thought it was 

more interesting compared to other types of advertising methods. They would also be 

positive to native advertising if it contained an interesting content or a brand or 

product they were interested in. Our conclusions are therefore that it is more about 

focusing on what the company’s target audience is interested in and want to read as 

well as finding what media you reach them rather than about reaching a lot of people.  

6.5 Final conclusions  

6.5.1 Research question 1  

Consumers perceive the communication of native advertising in various ways in 

different online-media platforms. There is a strong correlation between the 

respondent’s trust and confidence in the online-media platforms and how the native 

advertising are communicated. The online-media platforms Facebook and 

Aftonbladet.se are seen as non-credible where native advertising with unserious and 

fun content are best communicated. DN.se is in the other way seen as credible and 

trustworthy where native advertising with a more serious content is best 

communicated. The higher confidence the respondents have in an online-media 

platform, the more important it is to reach the readers expectations on the 

advertisement. Native advertising on Facebook reaches more people and is spread 

more easily than in online magazines. Native advertising on DN.se gives the reader a 
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stronger impression compared to Aftonbladet.se and Facebook. 
 

6.5.2 Research question 2  

The content and message behind the native advertising affect how the advertisement 

is communicated in the different online-media platforms. Our conclusion is that the 

design and content behind the native advertising has to match the publisher’s design 

and content. Native advertising with unserious and fun content is best communicated 

on non-credible websites such as Facebook and Aftonbladet.se. Native advertising 

with a more serious content is best communicated on credible websites such as DN.se. 

The brand behind the native advertising do not affect the communication as much as 

the content and message since the reader mainly sees the native advertising’s content 

and not what brand that stands behind it. We can conclude that the native advertising 

content have a greater impact than the reader’s previously relationship to the brand. 

However, we chose three well-known brands in Sweden in the study and can 

therefore not ensure that the results would look different if we chose unknown brands. 
 

6.5.3 Research question 3 

Consumers have a negative attitude towards native advertising in general. According 

to the respondents native advertising is misleading and not trustworthy. The idea of 

native advertising is that it should blend in with the publisher's content. However, 

companies and publishers need to clearly mark that the native advertising concerns 

advertising in order to avoid that the readers feel tricked. In that case the native 

advertising will do more harm than good. In order to succeed with native advertising 

it is important to find what the target audience will find interesting. It is important that 

native advertising has a certain interest level to manage to reach all the way to the 

target audience. Although the respondents had a negative attitude towards native 

advertising the respondents said it was okay for companies to use the marketing 

method. We think it is not about whether companies should stop using the marketing 

method or not, but to work on improvements regarding the design, content and where 

it should be placed. 

 

 
Model 6.5, Effective communication with native advertising constructed by the 

authors. 
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6.6 Suggestions for further studies 
This section presented suggestions for further studies in the subject. These are 

thoughts that incurred during the research and is something that can be developed 

and lead to interesting research on the subject. 

 

During the working process of the study we have found other interesting angles 

regarding native advertising. First of all we think it would be interesting to do the 

research as an observation in order to find out consumers real behavior and not just 

rely on what the respondents say they would do in a certain situation. The best way to 

accomplish this we believe would be to have a partnership with a company that uses 

native advertising and then apply the same native advertisement on three different 

online-media platforms and compare their performance. In this study we have only 

focused on a consumer perspective. We think it also would be interesting to research 

native advertising from a company perspective to find out how companies think 

native advertising is communicated in different online-media platforms. Further it 

would be interesting to compare how companies perceive native advertising and how 

consumers perceive it and see if there are any similarities and differences that can 

help to enhance communications efficiency. Finally we think it would be interesting 

to research how native advertising is communicated in different devices for example, 

computer and mobile. Consumers can have different behavior on different devices, 

which means that native advertising may need to be adapted or designed in different 

ways to suit the different devices. 
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8. ATTACHMENTS  

8.1 Online survey 
 

Ta en minut och läs igenom denna introduktion innan du genomför enkäten.  

Vi är två studenter som studerar Internationell marknadsföring på högskolan i 

Halmstad och skriver nu vår kandidatuppsats inom området marknadsföring. 

Vi behöver nu din hjälp för att få in resultat.  För att medverka i vår enkät 

måste du vara mellan 15 och 54 år. De flesta av våra svarsalternativ är 

uppdelade på en skala 1 till 5 där du väljer det alternativ som passar dina 

tankar och åsikter bäst. 

Tack för din medverkan, det betyder mycket för oss! 

Julia Karlsson & Cajsa Welander   
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Traditionell banner advertising  Textreklam 
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Tack för din medverkan, betyder mycket för oss!! 

8.2 Interview guide 
 
Generella frågor 

 

Kön: 

 

Ålder: 

 

Inledningsfrågor 

 

Hur ofta besöker du Facebook?  

 

Hur ofta besöker du Aftonbladet.se?  

 

Hur ofta besöker du DN.se?  

 

Hur stort förtroende har du för innehållet som publiceras på de olika webbsidorna? 

Varför? 

 

Visning av: 

Traditionell banner advertising 
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Textreklam 

 
 

Vilken av reklamtyperna föredrar du? Varför? 

 

 

 

Online-media platforms  

Förklaring av vad textreklam är: 

Textreklam är en form av annonsering på nätet som syftar åt att smälta in med resten 

av innehållet som presenteras på webbplatsen den är placerad. Textreklam erbjuder 

läsaren mer och relevant information, till skillnad från en traditionell annonsering på 

nätet såsom bannerannonsering. 

 

Visning av textreklam från Kit Kat: 
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På vilken webbsida tycker du textreklamen från Kit Kat passar bäst om du får välja på 

Facebook, aftonbladet och Dagens nyheter? Varför?   

Visning av textreklam från Volvo: 
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På vilken webbsida tycker du textreklamen från Volvo passar bäst om du får välja på 

Facebook, aftonbladet och Dagens nyheter? Varför?   

 

 

 

 

 

 

Visning av textreklam från SEB: 
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På vilken webbsida tycker du textreklamen från SEB passar bäst om du får välja på 

Facebook, aftonbladet och Dagens nyheter? Varför?   

 

På vilken websida tror du det är störst chans att du skulle klicka på textreklamen? 

 

Har innehållet i de olika Textreklamerna någon inverkan på hur stor chansen är att du 

trycker på annonsen?  

 

Äkthet i textreklam 

Tycker du att textreklam är ett intressant sätt att ta del av reklam? Varför? 

 

Stör textreklam dig när du läser de olika webbsidorna? Varför? 

 

Tycker du att textreklam är ett trovärdigt sätt för företag att marknadsföra sig på? 

Varför? 

 

Tycker du det är okej att företag använder sig utav textreklam? Varför? 
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