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ABSTRACT 

 

 

One of the most important concerns in the advertising sector is the diversity of the 

needs and wants of consumers / readers.  

 

Due to various developments and changes around the world, readers face lots of 

advertising messages in a day. In this sense, different advertising strategies 

appear.  

 

This thesis includes print media advertorials which is accepted as a new 

advertising strategy. In the research section, in-depth and focus group techniques 

are used and define the perception of print media advertorials by readers are 

defined. In addition, how they code print media advertorials are analyzed the 

usage of advertorials in print media around ethical boundaries is discussed on.  

 

In the last part, the research results are evaluated and recommendations are made 

according to the needs and limitations defined by the thesis.  
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ÖZET 

 

 

Özellikle son beĢ yıl içerindeki reklam sektöründe önemi gün geçtikçe artan 

alanlardan / konulardan biri de tüketicilerin / okurların ihtiyaçlarının ve 

beklentilerinin değiĢmesidir.  

 

Dünyadaki değiĢme ve geliĢmelerle birlikte okurlar gün içerisinde birçok reklam 

mesajına maruz kalmaktadırlar. Bu durum farklı reklam stratejilerinin doğmasına 

sebep olmuĢtur.  

 

Bu tez çalıĢması bir reklam stratejisi olarak kabul edilen, yazılı basında kullanılan 

advertorialları içermektedir. AraĢtırma bölümünde in depth ve focus group 

yöntemleri kullanılmıĢtır. AraĢtırmada okurların yazılı basın advertorialları nasıl 

algıladıkları / kodladıkları, advertorialların kullanımları ve etik boyutu 

incelenmiĢtir.  

 

Son bölümde ise, araĢtırma sonuçları değerlendirilmiĢ ve konu ile ilgili- belirlenen 

eksilikler doğrultsunda- önerilerde bulunulmuĢtur.  
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Chapter 1: Introduction 

 

When we look at the developments and changes around the world, we can see 

easily that they are combined with each other. Technological developments and 

changes affect human beings‟ life. And also these developments and changes directly 

effect production of messages of advertising / marketing for the consumers.  

Consumers face a lot of advertising messages. There is some noise between 

consumers and producers. Therefore, owners and message producers try to find out 

different message channels to reach their consumers.    

Today, advertorials became a more popular advertising strategy in this 

situation. This study aims to focus on advertorials and calculate how they are 

perceived by readers. And it analyses calculate how news are separated from 

advertorials by ethical standards.  

Firstly, this study will examine what is an advertorial and its features as well as 

the background of advertorials. Focus group and in – depth research methods are used 

in this study. In second part of the study, there is a discussion on the research results. 

This part is focused on the effectiveness advertorials and preferences of 

readers/consumers in addition to owners also advertisers. In this part of the study, it is 

focused on the ethical boundaries of advertorials, as well.  

In the conclusion part, the research results of the study about the advertorial 

effectiveness, reasons for preferences of corporations and advertisers summarized.  

 

 

 

 



1.1. Literature Review 

Advertorial is a blend of advertisement and editorial. It is a combination of 

display advertising and editorial comments (Wiechman, 1993:6). In other words, 

advertorial is a kind of advertisement that looks like editorial (Brown, 2001:23). 

The term „advertorial‟ is derived from the words advertisement and editorial, 

and this combination also defines the main characteristic of the advertorial. An 

advertorial message integrates a marketing message with editorial content and while 

this content is valuable for readers, it also provides a chance for companies to promote 

their business.
1

  

 Advertorials that are editorial like advertising has gained more importance 

(Cameron and Ju-Pak, 2000:12). Today advertorials are one of the well known 

methods of communication sector. Different organizations or companies may have 

different aims or reasons to use advertorials. For instance, sometimes companies use 

advertorials for attributing new dimensions to an existing brand, company or product, 

and sometimes advertorials can be used for delivering totally new messages about new 

brand, company, product or issue. Advertisers either use advertorials alone or they can 

use traditional advertisement methods with advertorials as additional support for 

reinforcing the given message. Advertising alone may not generate selling; however, a 

combination of traditional display advertising and advertorials can be very effective. 
2

  

The cosmetic sector, medicine and technology sectors are the major sectors 

that use advertorials. Especially the medicine sector uses the advertorial method very 

often since the authorities do not allow the traditional type of advertisement for 

medicine products. In addition, the technology and cosmetic sectors use advertorials to 

                                                 
1
 Available at www.sma7llbusinessresources.com/dec98creativelink.htm. 

 
2
 Available at www.smallbusinessresources.com/dec98creativelink.htm. 

http://www.sma7llbusinessresources.com/dec98creativelink.htm
http://www.smallbusinessresources.com/dec98creativelink.htm


introduce a new product or to give more detailed information about their brands, 

products or companies (Marketing Turkiye, 2002: 35). 

According to the article called “Bu Bir Reklam Değildir!” (“This is not an 

Advertisement!”), advertorials are mostly used by public relations instead of 

advertising specialists (Marketing Turkey, 2002: 35). Again in the same article it is 

possible to find various interviews done with PR and advertising specialists that have 

different points of view.  

For instance, Meral Saçkan, director of one of the Public Relations Agency, 

mentions that advertorials is an advertising tactic but it can be used by public relations 

specialists like advertising specialists. In addition, Paul McMillan (the chief of the 

board of directors of RPM Agency) indicates that an advertorial is a type of 

camouflage advertising, which depends on propaganda.  

However, Selda Sedes from Ogily and Mather Agency mentions that since 

advertorials cannot build brand value for a product unlike advertising and advertorials 

can only expose the advantages different attributions of a product, they must be 

accepted as a public relations instrument (Kavaz,  2004:46). 

The news format gives information credibility because people accept the news 

as true and impartial. Actually, credibility has many aspects. However, from the 

consumers‟ point of view credibility is a question of whether products perform what 

their ads declare or whether the ads inform them sufficiently about the products 

(Bartos and Dunn:51). 

The table below (Kavaz, 2004:49) gives a summary of the differences between 

publicity and advertorials:  

Publicity Advertorials 

Generally, it hasn‟t got an identified 

sponsor (message is not paid).  

Generally, it has got an identified 

sponsor (message is paid). 



Content is un-controllable  Content is controllable 

Mostly, time and place is not 

controllable 

Mostly, time and place is 

controllable 

           

Table 1: Differences between Publicity and Advertorials    

   

 

Different companies may have different reasons to use print media 

advertorials: They have credibility as they resemble editorial copies and the news and 

that is why consumers find them more persuasive (Kim et al., 2001). In order to be 

effective, copy writers try to write advertorials that look like an actual editorial copy, 

and they determine the appropriate size accordingly. For instance, if an advertorial 

appears in a magazine or the supplementary pages of a newspaper, they may take a 

large place (half or full page) on the media.
3
  

On the other hand, some authorities believe that since there are various 

advertisement methods and tactics, the advertorial methods are totally unnecessary and 

unethical (Marketing Turkey, 2002: 34). Indeed, blurring occurs when advertorials 

masquerade as editorial items. Newspapers should safeguard their editorial credibility 

by making advertorials distinct from editorial content. (Cameron and Ju-Pak, 2000: 

15). 

Palabrica mentions that readers are intelligent enough to realize the difference 

between an editorial and an advertorial: 

Some people think advertorials are deceptive and should therefore be 

disallowed. The Inquirer believes, however, that given the level of intelligence of its 

readers, it is fair to assume that they can easily discern the difference between a news 

report and advertorial.
4
  

 

                                                 
3
 Available at www.mrfire.com/articles/0043.html. 

 
4
 Available at www.inq7.net /opi/2002/jul/15/opi_rjpalabrica-1.htm 

 

 

http://www.mrfire.com/articles/0043.html
http://www.inq7.net/


The American Society of Magazine Editors (ASME) developed a set of 

guidelines for making advertorials distinct from editorials for editors, and these can be 

listed as following: 

 

 In order to be identified an advertorial, it label must be provided on or 

near the top of every page; 

 A label must be distinct from an editorial copy in size and style; 

 A label must be distinct from an advertorial copy in size and style; 

 An advertorial copy must be completely different from an editorial copy 

in size and style; 

 Sponsor identification must be done; 

 Sponsor logo must be present on advertorials; 

 News/information headlines in advertorials are not allowed; and 

 Bylines and datelines in advertorials are not allowed.
5
  

  

1.2. Research Methods 

1.2.1. Problem Statement  

Advertorials is a strategy produced by using the value of a news item and the 

persuasion code of a commercial together. When a company or a product is advertised 

readers are having difficulties to separate the editorials from the news or 

advertisement. This causes them to read the advertisement as news (one of the effects 

of an editorial). This situation causes the press lose persuasiveness and reliability in 

the eyes of readers. And this is a major problem for the press. 

Beside this, there is the problem of perception that specially arises from using 

                                                 
5
 Available at www.asme.magazine.org/guidelines/2002_guidelines.pdf. 

http://www.asme.magazine.org/guidelines/2002_guidelines.pdf


advertorials on the press because they do not have standard usage in terms of design, 

size, location, page and the expression used. Because there is no standard application 

readers confuses the news with advertisements. And this affects persuasiveness. 

1.2.2. Subject of the Study  

This study analyzes how the advertorials are perceived by their readers. And it 

analyzes how advertorials are distinguished from the news.  

 

1.2.3. Purpose of the Study 

The main purpose of this study is to find out how readers distinguish between 

advertorials and the news. Accordingly, the main questions asked in this study are as 

follows:  

Q1) Do consumers/readers make a differentiation between the news and 

advertorials? 

Q1a) Does preparing advertorials in the news format make readers unaware 

about reading advertorials as an advertisement? 

Q1b) How would readers perceive advertorials in terms of their style of 

properties; would readers believe publicities, editorials or advertorials in the news 

format? 

Q2) What is the difference in terms of effectiveness between advertisement 

and advertorials? 

Q3) What are the reasons that make people use advertorials? 

Q4) Why do they prefer an advertorial instead of an advertisement? 

 

 

 



1.2.4. Hypothesis  

Readers can‟t easily distinguish the news from the advertorials on the press. 

They might percept advertorials as the news about a product. This also creates 

problems in the ethical boundaries of the print media.  

 

1.2.5. Importance of the Study 

a) This study contributes to the literature by giving information about readers‟ 

preferences for advertorials.  

b) The research results can be used as a valuable source by organizations and 

advertisers about the print media advertorials during the choice period. 

 c) Another importance of this study is that information about readers 

preferences for advertorials they do not distinguish from the news can be used to 

calculate the efficiency of their advertorials by organizations.  

 

1.2.6. Limitations 

1. This study is limited by print media advertorials. Only newspapers 

advertorials with a slogan are used in this research. (Since newspapers have a section 

that is reserved for advertorials and also advertorials are mostly used in the 

newspapers this choice has been made.) 

2. Another limitation is that the analysis of an editorial is only made for the 

written press needs.  No polls were created for the comparison of an advertisement and 

an advertorial to understand their effectiveness. 

3. This study focuses on the print media advertorials samples defined before 

research. Samples were processed over the two groups including eight people each. 

Thus, these results can not be generalized to the overall population. 



 

1.3. Methodology 

1.3.1. Data Collection Procedures 

In this research primary and secondary data collection procedures are used. 

First sources are searched. The source search is made in the written press. In this 

research in-depth and focus group procedures are applied.  In the choice of 

advertorials, one sample for each type of published advertorials was used and the 

research was made upon these samples.  

 

1.3.2. Participants 

The focus group study was done with two groups composed of 8 people each, 

which was selected before. 51% of the participants were female while 49% were male. 

In the selection of the participants, their educational background and socio-economic 

status were paid attention.  

 The in-depth interviews were made with 3 major groups. The first group was 

composed of those who have advertisements published, the second was agencies and 

the third was reporters. Interviews were organized around certain questions.  

 

1.3.3. Instruments 

In this research focus group and in-depth interviewing procedures were used. 

Besides, this study provides a review of the literature.   

 

1.3.4. Construction of Data Collection Instruments   

After the research on the primary and secondary sources, it was seen that 

advertorials are found more often in the newspapers Hürriyet, Sabah and Posta. Thus, 



these three newspapers were used for the research. The months May and October are 

accepted in the media as the second media planning terms during which advertorials 

are seen more often. For this reason the advertorials published between this months 

were analyzed. The advertorials were not classified by their sector or subject. 

However, it was seen that most of the advertorials were on the cosmetics technology 

and baby-food.   

 

1.3.5. Data Analysis Procedures  

The results from the focus group study and the in-depth interviews were 

written as a research report.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Chapter 2: Advertorials 

 

2.1. The Definition and Types of Advertorials 

There are some words or terms that are used in specific fields and these terms 

are only known by the people in these fields. The term advertorial is also one of the 

words used in marketing or advertising fields and consumers may not understand this 

term (Marketing Turkiye, 2002: 36). In addition, the origin of the word is not Turkish, 

which can create a problem in readers‟ perception. Therefore, it is not sufficient to 

alert readers merely by writing “advertorial”; instead advertisers must write “This is 

an advertisement or an announcement” near the advertorial.  

Definitions of an advertorial found in different sources are given below: The 

noun advertorial was actually „discovered‟ as early as 1961, when it made an 

inexplicable appearance in Webster‟s Third New International Dictionary. The term 

advertorial suggests that the advertiser is placing a clearly identified message (or 

editorial) to bring some topic to the attention of readers or listeners. A company, 

special-interest group, or organization would place an ad to promote an idea rather 

than a product (Russell and Lane, 1996: 27). 

An advertorial is an advertisement written in the form of an objective opinion 

editorial, and presented in a printed publication –usually designed as a legitimate and 

independent news story. The term “advertorial” is a portmanteau of “ad” and 

“editorial”.
6
 

                                                 
6
 Available at  http://en.wikipedia.org/wiki/Advertorial.  

 

http://en.wikipedia.org/wiki/Advertorial


Advertorials are a powerful medium as they are designed to „stand out‟ from 

traditional display advertisements. They reflect the editorial style of our magazine and 

are perfect for demonstrating the versatility of your product.
7
 

An advertorial or infomercial is an advertisement designed to stimulate 

editorial content, while at the same time offering valid information to your prospective 

clients.
8
 

The advertorial-a print advertisement disguised as editorial material-is a 

common   type of camouflaged advertising, particularly in magazines (Kim, 200: 265). 

Advertorials commonly advertise news products or techniques (…) The tone is 

usually closer to that of a press release than of an objective news story: advertisers will 

not spend Money
4
.  

Successfully writing a powerful advertorial or infomercial that will increase 

company‟s sales and effectively communicate company‟s marketing message requires 

special skills and knowledge.
9
 

Advertorial is a kind of advertisement that looks like editorial (Brown, 2001). 

The term „advertorial‟ is derived from the words advertisement and editorial, 

and this combination is also defines the main characteristics of the advertorial.
10

 

The advertorial – a print advertisement disguised as editorial material- is a 

common type of camouflaged advertising, particularly in magazines (Kim and 

Pasedeos, 2001: 265). 

                                                 
7
 Available at     

http://www.telegraph.co.uk/pressoffice/main.jhtml?xml=/pressoffice/advertising/telmagadvert.xml.  

 
8
Available at http://www.advertorial.org 

 
9
 Available at http://www.advertorial.org.  

 
10

 Available at (www.smallbusiness.com/dec98creativelink.htm). 

 

http://www.telegraph.co.uk/pressoffice/main.jhtml?xml=/pressoffice/advertising/telmagadvert.xml
http://www.advertorial.org/
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Advertorial is a blend of advertisement and editorial. A combination of display 

advertorial and editorial comments (Wiechman, 1993:6). 

 

2.1.2. Types of Advertorials 

Advertorials can be categorized into four categories according to the media. 

They are mentioned in following: 

 

 2.1.2.1. Television advertorials 

TV became more popular medium with the developments on broadcasting with 

the cable and special TV channels in recent years. This also affects the choices of the 

advertisers in advertising and promoting their products or services. In this sense, TV 

advertorials are becoming more and more popular. Also, special periods have emerged 

called advertorial periods like on TV so as to make advertorials more credible.  

However, since the number of TV channels is increasing day by day, audiences 

get more chance to skip advertising sections by zapping and this situation encourages 

advertisers to apply advertorials, because advertorials are added-value advertisements 

(Carol, 1998: 265) with certain advantages 

On the other hand, because of their similarities sometimes TV advertorials are 

referred as infomercials. However, essentially they are not same. Infomercials are 

extended advertisements, which marketers buy for 5 to 60 minutes TV time and run a 

documentary or entertainment program (Semenik, 2002: 283).  

 

                        2.1.2.2. Print media advertorials 

Actually, especially print media advertorials have been used since the 

beginning of 1950s, but in recent years they have become more popular. The form of 



print media advertorials is the same as the news and their context is to advertise or 

promote the products or services. The notion of print media advertorials gets the value 

form from publicity and the context of product/service promotion from the 

advertisement in editorial/news content. Their copies also have the graphics or photos 

of the products found in advertorials.  

If an advertorial involves testimonial, editorial copy may involve quotes from 

real experts and also their photos.
11 

 

Different companies may have different reasons to use print media 

advertorials, but most of the time they are used because they look like an editorial 

copy or a news item and they have credibility. Actually, that is why consumers find 

them more persuasive (Kim et al., 2001: 266). 

The coverage of print media advertorials became wider and it usually consists 

of consist of technology, cosmetics, health topics. Especially, they appear in the 

magazines – on one or more than one pages at the same time- which give a place to 

these topics. 

Print media advertorials can hold consumers‟ attention because of their 

credibility, which comes from the news format. They are much more effective than the 

TV and other types of advertorials.   

 

 

 

2.1.2.3. Web advertorials 

The effectiveness and usage of web advertorials are different from other types 

of advertorials. Generally e-commerce sponsorship includes an organization 

                                                 
11

 Available at http://www.mrfire.com/articles/0043.html. 



dominating a given section of a web-site and this involves full color logos, links etc. 

(Mara, 2000: 86). 

On the internet, this emerges into a hybrid model because it mixes information 

with advertising like infomercials. If it works well, it is respectable. However, if it is 

poorly presented it can be extremely harmful, because customers may feel as if they 

were are deceived.
12

  

There are certain differences between the forms and effectiveness of print and 

online advertorials. They are listed below:   

 Print media attracts advertisers through unbiased reporting. Advertisers 

interrupt the information through classified ads, display ads, and full page 

advertising. Businesses buy space. Consumers buy the products or services if 

they stop reading the information and respond to the ad. 

 Online advertisers reach audiences through endorsement and recommendation. 

Placing an ad to interrupt a web page, like a banner ad, simply does not yield 

performance in sales or traffic. But if the article favorably recommends a 

product, and there‟s a link, the sales will increase. Business don‟t buy space, 

they try to work into a favorable positioning within the web site. Consumers 

buy the recommendation within the information.
13

  

 

2.1.2.4. Radio advertorials 

The form of radio advertorials is different from the form/context of print media 

and TV advertorials. Although some writers believe that the roots of advertorials are 

based on radio sponsorship, today radio advertorials are not as popular as printed 

advertorials (Pachuta, 2001).  

                                                 
12

 Available at www.revenews.com/advice/strategy/fineline.html. 

 
13

 Available at http://www.revenews.com/advice/strategy/fineline.html. 

http://www.revenews.com/advice/strategy/fineline.html


Radio advertorials are broadcasted into few minutes and when there is no 

advertising period, it is emphasized that „this is an advertorial‟. 

 

2.2. Background of Advertorials 

The noun advertorial was actually „discovered‟ as early as 1961 when it made 

an inexplicable appearance in Webster‟s Third New International Dictionary.
14

  

Advertorials have been used since the early 1900s. To sell to the government 

and the public an intelligent and monopolistic national telephone system AT&T (the 

American Telephone and Telegraph Company) started a print media campaign in 1908 

and AT&T used advertorials to merge with other utility companies (Brown, 2001: 4). 

During the economic depression around the world, most of the organizations and 

NGOs used advertorial campaigns to overcome the depression. These advertorial 

campaigns can be accepted as an important medium to reach their goals. In this sense; 

Brown has pointed out following: 

Business while dominant was not alone in conducting advertorial 

campaigns. Labor unions since 1930s have used them in the struggle to 

obtain collective bargaining rights, promote wages and working 

conditions legislation, promote unionism, and exclude cheap foreign-

made goods (Kavaz, 2004:53). 

 

Later from the beginning of 1950s onwards organizations began to use 

advertorials closer to today‟s format as illustrated by Figure1.1 below, which was 

published in Daily News in 1951.
15

  

An interesting example of such usage of advertising space also appeared in the 

December, 1951, in one issue of the Atlantic Monthly. A standard-form advertisement 

was run in that issue by the American Iron and Steel Institute. This advertisement in 

Atlantic article is shown in the Figure 2 below. In “An Atlantic Public Interest 

                                                 
14

 Available at  http://www.advertorial.org. 
15

 Available at http://scriptorium.lib.duke.edu/adaccess/BH/BH19/BH1945-72dpi.jpeg.  

http://www.advertorial.org/
http://scriptorium.lib.duke.edu/adaccess/BH/BH19/BH1945-72dpi.jpeg


Advertisement” it was said that the only difference was a bold heading on each page. 

The advertisement was referred to as an “advertorial,” thus implying an editorial type 

of material run in space purchased by the writer or sponsoring firm.  

 

 

Figure 1. An Example of the Previous Advertorials Close to Today’s Format, 

Published in Daily News in 1951.  

 



 

Figure 1.1  A Sample Advertorial Ppublished in Atlantic Monthly in December, 

1951.     

 

 

 

 

 

 

 

 



 

Figure 1.2.  A Sample Advertorial Published in Atlantic Monthly in the 1950s. 

 

 

 

 

 

 



 

Figure 1.3. One of the First Advertorials Published in Atlantic Monthly in 

1950. 

 

Mr. Donald B.Snyder, Publisher of the Atlantic Monthly made the following 

comments about the first advertorial carried in his magazine: 

The Atlantic believes that there is a need for an entirely new kind of 

advertising, designed to transmit those compelling and often complex 

facts about American business which are in the public interest-and too 

little understood…. 

  



 

Figure 1.4. Another Sample Advertorial Published in Atlantic Monthly in the 

1950s. 

 

The entire advertorial is reproduced here because it was the first of many 

advertorials carried by the Atlantic Monthly, and because it emphasizes the role that 

the institution of advertising can play as a basic and broad medium of communications 

Of course, advertorials need to be limited to messages pertaining to business and they 

are available to any person or group desirous of presenting a message to large numbers 

of people. Below are two different comments people made about the advertorials in 

the 1950s: 



For generations, product advertisements have been based upon the 

constant repetition of a theme, expressed in a slogan, a picture, a piece 

of short copy, or a jingle. Such skillful simplification will remain the 

most effective way to advertise products. But business cannot 

compress its problems and aspirations into a slogan or singing 

commercial. It cannot depend upon a reflex action; it must appeal to 

the reader‟s intelligence and let him draw his own conclusions. 

(Sandage and Fryburger, 1958). 

 

These advertisers are beginning to realize that the success of these new 

advertisements depends upon trading information fort he reader‟s time. 

(Sandage and Fryburger, 1958) 

 

Figure 2. The Use of Advertising Space to Present an Editorial Message 

Another example of an advertorial is shown in Figure 2, whose features and 

also usage is explained in the following sentences: 

This shows a full-page news paper advertisement which appeared in 

eleven metropolitan dailies at the time of Prime Minister Churchill‟s 

visit to the United States in 1952. Space was purchased by the 



McGraw-Hill Companies. This same message was carried as an 

editorial in all of the McGraw-Hill publications, but in order to get it 

before a much larger audience and reach different kinds of people, it 

was run as an advertorial in other media (Sandage and Fryburger,  

1958). 

 

Figure 3. Explaining Desired Future Action to the Public. 

The advertisement of the Chesapeake & Ohio Railway Company (Figure 3) is 

also of an editorial nature. This and other advertisements by the same organizations 

were effective in bringing about same changes in the transportation system. This can 



be also accepted as an advertorial in that time with this content. It is, however, 

designed and laid out in the familiar product advertising format.  

 

 

Figure 4. An Advertorial Published in Daily News in 1951.
16

  

According to Bogart, the advertorial trend grew in the 1980s and it has since 

become commonplace for newspapers to produce “special-themed sections designed 

to attract specific kinds of advertising, with editorial or pseudo-editorial matter 
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prepared by the advertising department, by freelancers, or something just picked up 

from the advertisers”(Bogart, 1995: 26).  

According to Cameron and colleagues, advertorial revenues in US print media 

doubled in the second half of the 1980s to more than estimated US$200 million in 

annual profits (Cameron, 1996: 73): 

The American Society of Magazine Editors board worries that some 

advertisers many mistake an early warning as open invitation to 

pressure the Publisher or editor to alter, or even kill, the article in 

question (Constance, 1997: 73).  

 

When we look at the background of print media advertorials in Turkey, it 

seems that in early 1970s, advertorials began to be used by civil society organizations. 

They were also prepared in the editorial content close to today‟s news format. Their 

content consisted of political editorials. These political editorials became as 

widespread as commercials/ advertisements. At the end of the 1980s and beginning of 

the 1990s, they became an effective method/ medium for advertisers.  

 

2.3. Preparing Advertorials and Their Features  

2.3.1. Preparing Advertorials 

When we look at the preparation of advertorials, it can be seen that 

advertorials, generally, are edited by the scriptwriters within the agencies through their 

customers/organizations‟ goals. They are sent to the newspapers and magazines as 

finished in editorial content. Although they are send to the newspapers/magazines in 

finished, they are, sometimes, controlled or made some additions by the editors. Also, 

they can be edited by the editors of newspapers/magazines, but in this situation 

general information or features of product/services which are aimed to be an 

advertorial are given as a brief to the editors. 



Advertorials are produced with the elements of the news: They also have 

headlines, leads, spots like the news in addition to the information about the 

products/services, logos and sometimes the name of the sponsor of the products or 

services. 

As Salim KadıbeĢegil has pointed out that, there are two main elements in 

print media advertorials: One of them is headline and the other is visuals as these 

two elements define perception. 

An advertorial could be designed to increase confusion if different 

executional cues (e.g. byline, size or placement of a label, placement or timing of a 

sponsor notification, etc.) are compounded. Thus, the relative effectiveness or 

potential confusion of different advertorial styles employing various design 

elements in advertorials should be examined through a field experiment (Kim et 

al., 2001:280). Indeed, in a content analysis of magazine advertorials, Cameron et 

al. have found that “guidelines that give readers a fair chance of distinguishing 

[advertorials] from editorial content…are being violated in numerous and crucial 

ways.”  

It can be said that advertorials are used as a type of advertising strategy, 

and they are also paid, which many editors can not ignore. In this sense, Ruth 

Whitney, editor-in-chief of Glamour, has pointed out the feelings of many editors: 

The only thing that‟s bad about them is the effort to deceive 

the reader, which was really their purpose in the beginning, 

to convince the reader that this was editorial material. It‟s 

imitation editorial. (Russell and Lane, 1996: 27). 

 

The format of advertorials can be accepted the same as the news format. 

When advertorials are edited, actually all the news elements -headline, lead, spot, 

information, logos and sometimes the name of the sponsor of the product or 

services- are considered. On the other hand, the main distinguished point is their 



content. They are different from the news in that way. Advertorials can have all 

the news elements and are also made in an editorial type, but they are not the same 

as news since they are aimed to promote or advertise any services/products or 

sometimes organizations. They are of editorial content and this gives credibility to 

them in readers‟ eyes. In fact, newspaper and magazine readers, radio listeners, 

and television viewers spend more time on and pay greater attention to editorial 

material than they do to advertising content (Simon, 1986: 285). 

Advertising information conveyed in the form of editorial content is likely 

to be thoroughly elaborated or readily stored in memory by the audience (Lord and 

Putrevu, 1993: 265). Moreover, because of its editorial content readers read 

advertorials as a news item and can store the information in the advertorial. In this 

sense, Elliot has found that people are five times more likely to read editorial 

content than advertisements (Elliot, 1984: 265). Most audiences are more 

voluntarily exposed to editorial content than to advertising material and that the 

involvement by audiences in the processing of editorial messages is higher than 

that of advertisements (Lord and Putrevu, 1993: 265). 

The discourse of advertorials and the news are different in their context. 

The content of the news is to give information to readers while the content of 

advertorials content consists of information about the product or services 

advertised or promoted in the advertorials. As Cameron has pointed; 

Advertorials have also received considerable criticism 

because they have blurred the line between advertising and 

editorial content. It has been argued that advertorials confuse 

readers into thinking they are a part of editorial content 

(Rothenberg, 1988; Alter, 1989; Howland, 1989; Kirchner, 

1991; Cameron & Haley, 1992; Cameron, JuPak & Kim, 

1998: 265).  

 



Cameron and Haley have found out that objections to advertorials were 

more the province of editorial staff than of advertising managers (Cameron, 

1996:73). Editors viewed advertorials as attempting to achieve credibility by using 

third-party endorsement that mimics journalistic standards of objectivity 

(Cameron, 1996: 73). 

With advertorials, not only do advertisers get an advertisement that mimics 

a credible news story, but often the advertiser has the opportunity to control the 

entire environment within which the message is embedded (Eckman and Lindlof, 

2003:70). 

Hausknecht has found out that consumers with a low level of prior 

knowledge of the product perceive unlabeled advertorials as more truthful and 

believable than conventional display advertisements or advertorials labeled as 

advertisements. At that point, readers can feel that they get true and credible 

information about products/services or organizations, because they read their 

advertorials which they can believe in and memorize easily. On the other hand, 

advertisers can give also more credible information about their products/services 

or organizations to readers and they reach their aims in the long run. As Eckman 

pointed out that, advertorial products are designed to blend with the newspaper‟s 

overall content to increase their effectiveness as marketing vehicles ( Eckman and 

Lindlof, 2003: 66). Advertiser-based stories that are presented as editorial content 

can draw reader attention and carry more credibility than the same information 

does when presented in recognizable advertising formats  (Kavaz, 2004: 43). 

Illustratively, in a comparative study of advertorials versus traditional advertising, 

Kim has found out that readers of advertorials were generally unaware that what 

they had was actually an advertisement for a product or service (Kavaz, 2004: 49). 



On the other hand, in her article, Palabrica mentioned that readers are intelligent 

enough to realize the difference between the editorial and advertorial: 

Some people think advertorials are deceptive and should 

therefore be disallowed. The inquirer believes however, that 

given the level of intelligence of its readers, it is fair to 

assume that they can easily discern the difference between a 

news report and advertorial.
17

  

 

Still more, the normalization of advertorial products within the newspaper industry 

has not quelled questions and conflicts about their role within the news 

organizations. Internal conflicts between the departments of a newspaper-

particularly between news-editorial and business divisions (marketing, advertising 

and so on) - are common events, and they are typically fought over issues of news 

judgment and journalistic autonomy (Kavaz, 2004: 23). 

 

2.3.2. Publicity  

Publicity can be accepted as one of the functions of public relations. 

Publicity is unpaid and it is for the media exposure about a firm‟s activities or its 

products and services (Semenik, 2003: 283).  

Organizations or firms prefer to use publicity to gain good reputation of 

their own firms and also products / services at the same time. In addition, NGOs 

also use publicity to be at the forefront. They can gain widespread appearance by 

paying less.  

Publicity Advertorial 

Generally, it hasn‟t got an identified 

sponsor (message is not paid). 

Generally, it has got an identified 

sponsor (message is paid).  
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Content is un-controllable Content is controllable 

Mostly, time and place is not 

controllable  

Mostly, time and place is controllable 

Table 2. Differences between Advertorials and Publicity 

 

2.4. Advertorials and Ethics 

We can define the press ethics as the understanding of the morals that arranges 

the principals and rules of the news making workers in their occupational activities 

(Bülbül, 2001: 16). 

It cannot be ignored that newspapers have distinct importance among mass-

communication tools as they are included in the written media. Recently, the 

intensification in the electronic press has led to a rivalry against the written media. 

Either due to this rivalry or to the technological developments, journalism has also 

experienced broad changes in its content, techniques and rebuilding. Although 

journalism had been previously supposed as the second, third or even the fourth placed 

field of occupation, it has become an independent profession gradually in time. 

Furthermore, it has taken a place among the most respected professions of the 

societies due to possessing an important function in the formation and the reflection of 

the public opinion. Since journalism had such rapid progress it has reached to an 

industrialized level gradually. This progress has also given life to the word 

“monopolization” (Bülbül, 2001: 283). 

In some countries, ethic rules are determined by the government, government-

profession organizations or only by profession organizations. Previously, the 

principles which were named as the “morals of press” turned into “Communication 



Ethics” by a much more expensive approach. Ethics is divided into three groups in 

structure and content: 

1. Common ethics  

2. Profession ethics  

3. Functional ethics. 

The communication ethics is involved in the concept of “profession ethics.” 

Moral and ethics are used as synonymous. The word ethics was derived from Greek 

word “Ethicos.” The rules of ethics are also called “deontology”. So the press and also 

communication might have a deontology. 

In the Western world, the word “ethics”  for journalism means making 

relations with the reader in confidence and taking precautions in order to maintain this 

relationship. Ethics came into being as the rules that were promised to be obeyed for 

having confidence of readers who want to protect themselves and their professions 

against several suppressions by journalists working in a relatively independent 

fashion. 

  The press ethics is also a professional approach that should exist for 

maintaining its independence. All countries have adopted the concept of “giving the 

true news.” It means that the journalist shouldn‟t give any wrong information, should 

search for the true news, should publish the corrections and should be respectful to 

professional secrecy. The background of the press ethics consists of independence, 

responsibility, task and functions. 

   The media ethics is a subcategory of the professional ethics and it involves 

the principles and rules that must be obeyed by media workers or journalists in 

performing their professions. The media itself cannot be qualified as ethical or not. 

Only the workers of that publication organ can be held subject to such an assessment. 



Meanly, when we say “the media ethics,” actually we mean the ethical values of 

journalists. 

 

2.4.1. The Concept of Ethics 

 Ethics was derived from the Greek words “ethice” and then “ethicos”. The 

origin of the adjective “ethicos” is the word “ethos”. The concept of ethics means 

making a choice between the good and the bad ideas in terms of philosophy. The 

encyclopedic definition of “ethics” is a pat of philosophy investigating (Girgin, 

2003 ).  In one definition of the concept of ethics it is said the following:  

Ethics is the moral and spiritual tasks with its related rules that 

people feel a necessity to obey in order to act good to themselves 

and to those of other people; in other words in order to achieve the 

goodness( Bülbül, 2001:12). 

 

There have developed different opinions about ethics throughout history:  

 According to Hobbes, the feeling or the sense of separating the good 

and bad was based on egoism and thus there is no existing relationship 

between religion and ethics. However, ethics is so close to religion so that 

the religious links interfere with the ethics and in one way the beliefs 

(religious) are the main component of the ethics. 

 According to Hugo Grotius, the hypothesis of “egocentrism or egoism” 

of Hobbes is not valid and he expressed the idea that man kind far from the 

existence had stood close to ethic rules. 

 According to Hegel; ethics expresses its systematic by the organization 

of the social relationships. Ethical systematic is associated with the family, 

economic and political life. 



 According to Comte, the principal of ethics could be defined as “living 

for the others”. The main purpose of ethics is serving to the development of 

humanity as possible as can be done. 

 According to Socrates, ethics is a unilateral phenomenon that is related 

with only self consciousness. The sanction is mainly conscientious. This 

phenomenon completely overlaps with the opinion of “Recognize yourself 

first” that Socrates suggested. 

 According to Durkheim, the aim of the ethical rules is linking the 

people to each other in harmony. Each act made by regarding the other 

people is proper to ethical rules. Durkheim also supports the suggestion of 

“Societies also should have their own ethics”. 

 According to Kant, the presence of the God and the immortality of the 

soul is another element of ethics. Kant suggested the opinion of “Another 

element of ethics is to believe in improvement of humanity and to improve 

the people should take the responsibility of working together”. 

 According to Seib & Fitzpartick, the concept of ethics refers to the 

acceptable behaviors for the society and expresses the attempts in terms of 

detecting the criteria of which true or false decisions are made. 

 According to Lous A.Day, in short, ethics means “philosophy of 

morals” and  it can be defined as “identifying the individual, social and 

associative valves acceptable by moral criteria and using these valves as 

the main measure of assessing the human behaviors”(Irvan, 2002). 

 According to John Stuart Mill, “Providing the biggest happiness mostly 

for mankind …”Mill‟s perception of ethics is different from Kant‟s 

assessment. Kant represents the deontological (functional) ethics. 



According to this, taking its origin from the main truth, the attitudes and 

behaviors should be assessed in terms of ethics via responsibility. Mill 

suggests that the assessments about ethics should be done according to the 

result of the action, which means “Good results are the markers of good 

morals”. 

 According to Kohlber, ethics has 7 step: The first is the fear of 

punishment, the second is the hope of being rewarded, the third is the 

confirmation of a friend, the fourth is the obligatory laws and policy, the 

fifth is the social benefit, the sixth is the justice and duty and the last one 

(the seventh) is being an ideal person. 

   Annemarie Pieper in her book named Introduction to Ethics says, “Ethics 

being a discipline of philosophy names itself as the science of the moral actions” 

and goes on as “ethics doesn‟t produce the moral but discuss on it”(Dedeoğlu, 

2004: 113). 

   We can find also expressions about ethics like “the art of detecting the 

true or good as well as being a common way, a life style, a sequence of action 

rules or a principle of moral” and suggestions implying that ethical guides are 

based on these values (Dedeoğlu, 2004: 113). 

    Although moral and ethics are frequently used instead of each others in 

the daily speech, they are not synonymous. Moral is the total of the strong-willed 

behaviors exhibited by the effect of habits and spiritual properties that qualify the 

person as good or bad. Ethics actually investigates these behaviors under the 

conditions of morality. Ethics or “moral philosophy” is a part of philosophy 

investigating, supporting or criticizing the human behaviors, values, behavioral 

rules and principles on the basis of morality (Irvan, 2002: 65). Moral is a personal 



responsibility of a person and identifies the personal tasks against him and also 

others. One of the goals of the ethics is to establish behavioral rules for a proper 

profession, on the other hand. 

 

2.4.2. Moral Understanding in Journalism  

Rapid progress in communication technologies have led to the formation of the 

moral and behavior laws which direct the communication profession with an 

increasing effect and importance at the profession level and are obligatory.  

 

2.4.3. Advertorial Processing and Its Ethical Dimensions  

2.4.3.1. Labeled Advertorials  

In the ethical forms of the print media, the usage –labeled or unlabeled- of 

print media advertorials is an important issue. Print media advertorials should be 

labeled because this situation affects the consumers‟ understandings. If there is no 

label in advertorials, disinformation emerges in the print media and they can be 

mistaken as the news.  

Labeled advertorial advertisements were less likely to be mistaken as editorial 

material than unlabeled advertorials. However, most respondents do not recognize the 

presence of the label in a labeled advertorial. Still more, while label identification is a 

necessary condition, it is not a sufficient one for preventing confusion. Despite the low 

recall rate of the label recognition, the insignificant difference in consumers‟ ability to 

attribute information to advertorials between the labeled and unlabeled advertising 

formats also indicates that their recognition of advertorials is based on their content, 

rather than their label (Kim et al., 2001: 280).  

 



2.4.3.2. Unlabeled Advertorials  

Advertorials are editorial like advertising so sometimes when readers are faced 

with an advertorial, they can assume that they are reading an actual news report. If 

readers think that they are reading an editorial while they are reading an advertorial 

and if this misunderstanding occurs because of the unspecified label, an ethical 

problem comes to the agenda. To prevent this kind of ethical problems, advertisers 

must use labels like “advertorial,” “advertising” or “advertising future”.
18

 However, 

most of the time advertisers or copy writers do not use labels because they assume 

that, un-labeled advertorial will be perceived as an actual editorial copy and it will be 

more effective.  

 

2.4.4. Advertorials Ethics and Its Sanctions 

Some authorities believe that since there are various advertisement 

methods and tactics, advertorial methods are totally un-necessary and unethical 

(Marketing Turkiye, 2002: 35). Pioneers of that approach believe that the 

advertorial method deceives readers because the advertisement is embedded in 

editorial content and readers can assume that they are reading a news item.  

Media institutions get their revenue from the reception of advertisements, 

and advertisements are very crucial for the media institutions. For instance; 

without advertisements newspapers will be faced with hard conditions because 

subscriptions represent less than one-third of the revenue of a newspaper 

(Palabrica, 2002: 61). 

In this sense; Carjaval has pointed out the following: 

Given economic pressure, television, magazines and newspapers 

have been casting for new forms of revenue and in that struggle 
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ethical standards become elastic. For the industry of information, 

the present state of the economy is quite possible worst in two 

decades. Newspaper executives watched the advertising market ebb 

after the 1987 stock market crash and then dry up 1988 and 1989 as 

recession began to take hold. For traditional television, the story 

was even bleaker: Loss of momentum, market share and money.  

As a result, media are focusing on ways to expand the old 

advertising base. 
19

  

 

Advertorial is one of the popular methods that became widespread in the 

last decades, and like many other methods, sometimes advertorials also come 

across a lot of criticism since they undermine ethical standards. Essentially, 

advertorial is a fruitful method if used appropriately, and because of that most of 

the advertisers accept advertorials as an effective branding tool and effective way 

to promote their product or service.  

In addition, some advertisers see advertorials as an important tool to 

increase the credibility of their product or service, but some scholars and 

practitioners refuse this idea by defending that if the copy of an advertorial is not 

prepared appropriately, they can undermine the brand credibility (Kavaz, 2004: 

51). 

It is required by the communication ethics that no publishing company or 

journalist can ask for payment for the news they are going to publish. As news 

advertorials are paid, they mainly differ from the actual news in this respect. In 

addition, there are on-going debates on the conflict between the genre of 

advertorials and the communication ethics. Advertorials must be mentioned to be 

advertisements. It is increasingly believed that such a mentioning will be in 

harmony with the communication ethics (Bülbül, 2001: 107).  

As mentioned above, readers can be intelligent enough to differentiate 

news and advertorials, but this does not mean that copy writers or advertisers can 

write advertorials as a news item. Actually, editors of media institutions are 

responsible for checking those advertorials and other contents (feature articles, 
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news, ads and so on) and they must prevent deceptive applications by protecting 

ethical rules. However, especially because of hard economic conditions, editors of 

media institutions have started to provide ethical flexibility, and the authorities 

such as ASME, who have realized the situation, are developing some guides that 

include specific rules and regulations for editors, as mentioned above. 

 

2.5. Functions of Advertorials 

2.5.1. The Reasons for Organizations’ Preference for the Use of Advertorials  

Day by day, advertorials that are editorial like advertising has gain more 

importance (Cameron and Ju-Pak, 2000: 23), and today, advertorial is one of the 

well known methods of the communication sector. Different organizations or 

companies may have different aims or reasons to use advertorials. For instance, 

sometimes companies use advertorials for attributing new dimension to an existing 

brand, company or product, and sometimes advertorials can be used for delivering 

totally new messages about a new brand, company, product or issue.  

Advertisers either use advertorials alone or they can use traditional 

advertisement methods with advertorials as additional support to reinforce the 

given message. Advertising alone may not generate selling; however the 

combination of traditional display advertising with advertorials can be very 

effective. 

The cosmetic, medicine and technology sectors are the major ones using 

advertorials. Especially the medicine sector uses the advertorial method very often, 

since the authorities do not allow the traditional type of advertisement of the 

medicine products. In addition, the technology and cosmetic sectors use 



advertorials to introduce new products or to give more detailed information about 

a brand, product or company (Marketing Turkiye, 2002: 34).  

Different companies may have different reasons to use print media 

advertorials: They look like an editorial copy or the news and they have 

credibility, which is why consumers find them more persuasive (Kim et al., 2001. 

280). In order to be effective, copy writers try to write advertorials that look like 

an actual editorial copy, and they determine the appropriate size accordingly. For 

instance, if the advertorial appears in a magazine or on supplementary pages of a 

newspaper, they may take a large place (half or full page) on the media.
20

  

Advertisers use advertorials either alone or with traditional advertisement 

methods as additional support to reinforce the given message. Advertising alone 

may not generate selling; however the combination of traditional display 

advertising and advertorial can be very effective. The reasons for commercial 

organizations‟ use of advertorials are listed below:  

a) Being included within the news attaches significant values to any 

brand or products, which is difficult to obtain via advertising. 

b) To increase the product publicity and perception of the 

company/product. 

c) As it is more convincing they prefer to send their messages via 

advertorials published in editorial content.   

d) Advertorials step in as the news in when advertising exhausts. When 

more than what advertising can achieve is desired, the information and 

promotion, which cannot be transmitted merely by the news/publicity can 

be more effectively transmitted in this way. Therefore advertorials are 

                                                 
20

Available at www.mrfire.com/articles/0043.html. 

http://www.mrfire.com/articles/0043.html


widely preferred as they fill in the gap between advertising and the 

news/publicity.  

On the other hand, if the organization is not commercial based, the reasons 

for and objectives of using advertorials can be totally different. For instance 

Brown mentions that there are some specific objectives of interest organizations to 

have advertorial campaigns and these can be listed as following: 

a) Defining the persona of the organization, and generating public 

awareness about the organization‟s identity, interests and activities; 

b) Creating a reservoir of public goodwill; 

c) Informing the public of the “good works” of the organization and its 

employees or members; 

d) Counteracting public mistrust and hostility; 

e) Counterbalancing the dissemination of alleged misleading or overly 

simplistic information by critics and the press; 

f) Counteracting inadequate access to and the alleged bias of media; 

g) Satisfying constituencies that are not tolerant of silence, fitful responses 

in the face of criticism or threats, or weak efforts to promote their interests; 

h) Affording the interest organization maximum control of its messages-

their content, placement, target audiences, timing, and format-; 

i) Setting the agenda and farming the issues, if the advertorial campaign is 

proactive or preemptive; 

j) Expanding the issue conflict by “getting the audience involved in the 

fight” and by bringing allies to one‟s side (Brown, 2001: 24). 

 



2.5.2. The Reasons for Advertisers’ Preference for the Use of Advertorials 

According to the article called “Bu Bir Reklam Değildir!”(“This is not an 

Advertisement!”), advertorials are mostly used by public relations instead of 

advertising specialists (Marketing Turkiye, 2002: 35). Again in the same article it 

is possible to read various interviews done with PR and Advertising specialists 

with different point of views. For instance Meral Saçkan, the director of one PR 

Agency, mentions that advertorials is an advertising tactic but can be used by 

public relations specialists just as advertising specialists.  

In addition, Paul McMillan (the chief the board of the directors of the RPM 

Agency) indicates that advertorials are a type of camouflage advertising, which 

depends on propaganda. However, on the other hand, Selda Sedes from Ogily and 

Mather Agency mentions that since advertorials cannot build brand value for a 

product unlike advertising and advertorials can only expose the advantages  and 

different attributions of the product, they must be accepted as PR instrument 

(Kavaz, 2004: 46). 

Advertorial defines a problem and also gives place to the solution TO that 

problem as a traditional advertisement. The problems and also promises about the 

product and the contact information conveyed in the news format in an 

advertorials provide advertisers with more advantages than other advertising 

strategies.  

Because of the advertorial format, which is the same as the news, they 

attract readers‟ attention and also perception more easily. Generally, copy writers 

of advertorials use attractive headlines, spots, related images and so on, which 

make advertorials attractive.  



On the other hand, advertorial provide a chance for advertisers to give 

detailed information about products, services or companies. Because of that, 

especially when advertisers want to promote the things that need high 

involvement, they prefer to use advertorials. Another reason for the choice of 

advertorials is different payment lists about advertorials in newspapers and 

magazines.   

The press has also started to use widely the genre of advertorials. 

Advertisements are presented in the news format. The targeted mass perceives 

these advertisements as the news items, which generates a more powerful instinct 

to believe in them. Sometimes, messages in between advertisements, for example 

those given with the announcement “now, the news,” become more attractive 

(Bülbül, 2001: 107). 

In the news and publicity, the message and detailed information cannot be 

given and also promotions about products or services are not allowed. This type of 

limitations can be found in advertisements. For these reasons, advertisers prefer a 

combination of advertorials with advertising.  

 

2.5.3. The Codes of Readers’ Responses to Advertorials and the Reasons for Their 

Preferences 

Palabrica has mentioned that readers are intelligent enough to realize the 

difference between an editorial and an advertorial: 

“Some people think advertorials are deceptive and should therefore 

be disallowed. The Inquirer believes, however, that given the level 

of intelligence of its readers, it is fair to assume that they can easily 

discern the difference between a news report and advertorial”.
21

  

 

The news format gives any information credibility because people accept 

the news as true and impartial. Actually, credibility has many aspects, but from 
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 Available at www.inq7.net/opi/2002/jul/15/opi_rjpalabrica-1.htm. 

 



readers‟ point of view, when advertising is at stake, credibility is a question of 

whether products perform as well as the ads declare or whether the ads inform 

enough about the products (Kavaz, 2004: 47).As already mentioned above, 

advertorials have credibility and that is why readers find them more persuasive 

(Kim et al., 2001: 267). 

If the subject matter of the news is prepated within an advertising context, 

it is an advertorial. This method used to increase effectiveness leads targeted 

masses to believe in more the information so transmitted than advertisements. 

Thus a positive image of the person, company or the product at stake is produced 

(Bülbül, 2001: 107). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Chapter 3: The Case Study on How Advertorials are Read 

There are two procedures used in the research: Focus group and in-depth 

interviewing. Both groups‟ results are shown below:  

 

3.1.Focus Group Study: 

People aged between 17-40 ages were involved. The determining factors were 

found out to be age, sex and needs. It was seen that socio-economic and educational 

statuses were not effective. The results are as follows:  

a) Participants aged between 17 – 25, most of whom are students:  

Female   Male 

Newspaper  Newspaper 

More convincing, 

persuasive. 

They are reading more scientific 

news items.  

Expression doesn‟t attract 

attention. 

Expression doesn‟t attract attention. 

Visuals are ahead of the 

ones that use slogans. 

Visuals and slogans don‟t attract                     

attention. 

Brand can not be noticed 

while the text is obvious.

  

Brand is noticed rather than product, 

Could be bought according 

to needs.   

Won‟t be bought. 

It‟s readable because it is a 

newspaper. 

It‟s readable because it is a 

newspaper. 

Magazines  Magazines 

It‟s noticed as an 

advertisement. 

It‟s noticed as an advertisement. 

Because it‟s in the magazine 

it‟s attractive.  

It‟s read as an intro text. 

Expression doesn‟t attract 

attention 

Expression doesn‟t attract attention. 

Visuals are ahead of the 

ones that use slogans. 

Visuals and slogans attract attention. 

Known brand is effective 

  

Known brand is effective   

It results in reading and 

buying it.  

It results in reading and buying it.  

   

  



  

b) People aged between 25-40 in different job groups: 

 

Female Male 

Newspapers        Newspapers 

Visuality and slogan are 

attractive. 

Visuality and slogan are attractive. 

Because it‟s in the newspaper 

it‟s read.  

Because it‟s in a newspaper people 

take a look at it. 

They read to get right 

information.  

It‟s not completely read. 

It can turn into sale.  It can turn into sale according to 

needs. 

It‟s perceived as an intro text.   It‟s perceived as an intro text. 

Expression doesn‟t attract 

attention.  

If full page is used, it attracts 

attention. 

Magazines   Magazines 

Brand in front of the text is 

not readable.  

Brand in front of the text is not 

readable. 

Visuals and slogans don‟t 

attract attention.         

Visuals and slogans don‟t attract 

attention.  

It generates sale because the 

brand is famous     

It does not generate sale. 

It is right for an advertorial.  It is right for advertorial. 

Expression doesn‟t attract 

attention 

Advertorial expression rarely attracts 

attention. 

 

The general results for the focus group can be listed as follows:  

 

3.1.1. The Usage of Visuals 

a) The usage of visuals in magazines attracts attention because of the brand. It can 

cover the whole world. 

b) Larger and more attractive visuals are used in newspapers instead of magazines. 

Visuals are used either in the middle or on the side in newspapers. 

c) Mixed and opposite colors are used together in newspapers and the magazines. 

And this makes them more attractive. 

d) Newspapers differ from magazines in terms of their design. In magazines products 

and brands are in the front while texts can be shorter. They are more attractive 



because they are concentrated on slogans. The same amount of space is reserved 

for products and texts in newspapers.  

 

3.1.2. Celebrity  

a) Experts are used on newspapers, especially in the cosmetics. They don‟t mean so 

much in clinical terms but are still attractive. Experts make them readable.  

b) Male models are not often used in magazines. Female models are used usually as 

this makes them more attractive.  

 

3.1.3. Brand  

 3.1.3.1. Magazines 

a) Known brands are used. This causes them to be perceived as an advertisement. 

b) First brand attracts attention without the need for reading so it turns into a sale.       

 

3.1.3.2. Newspapers 

Either brand new or famous brands are used. This kind of advertorials is 

perceived either as a new product or a known product; they are put in newspapers for 

prestige and news items about them also placed next to them. It is mentioned that there 

will not be any words that contains ads. 

 

3.1.3.3. Expression 

Except the expression is used to address males between 25 and 40, it doesn‟t attract 

attention. It is observed that it influences eight out of ten.  

 

 



     “This is a classified”:  

a) It is used in newspapers. 

b) It is thought that it is used because it is a legal procedure. 

c) It is perceived that it is announced as a new product. 

 

“This is an ad”: 

a) It is used in magazines. 

b) Because it is an ad it is thought to be unnecessary. 

 

 “This is an advertorial”:  

a) Only once it is seen that it is used in a newspaper for a product. 

b) There is an interaction with the product. Because it is a foreign word, it is used for 

the foreign brand; it is assumed that it belongs to the brand that it is used for. 

c) It is used often in magazines.  

d) English speakers have mentioned that it is familiar with  advertisements 

 

Notes: 

a) The product is placed in the newspaper with different expressions during the 

research time. While in Hürriyet the expression “This is an advertisement” was 

used, in Posta “this is an advertorials” was preferred.  

b) According to the results of the report about advertorial publishers, the expressions 

“This is a classified”, “This is an advertisement”, “This is an advertorial”, are 

accepted as advertorials. Because there is no standard design and expression usage 

they are accepted and published as such. Especially on the pages of which baby 

food companies are the sponsors, there are other products at the bottom of these 



pages which also belong to the same company. During the research, except this it 

is seen that only once a classified was published as an advertorial in the page 

sponsored by J&B brands.  

c) There should be a standard that explains what an advertorial is and how it should 

be. Editorials (in the news and publicity) are accepted as advertorials. Readers at 

this point perceive advertorials as the news.  

d) According to Brown and Waltzer, the usage of advertorials is increasing day by 

day and they add that instead of advocacy image advertorials are more popular. In 

addition, Cooper and Nowners also explain advertorial as a type of outside 

lobbying. The term “lobbying” belongs to the field of public relations and as it is 

mentioned above, sometimes advertorials can be used as a public relations tool. 

However, it is important to mention that there are some disagreements about 

whether „advertorial‟ is an advertising or public relations method. 

 

3.2. In-depth Interviews 

    Face to face interviews‟ results may be assessed under the following topics:  

 3.2.1. What is an Advertorial?  

It is a type of presentation of activities and marketing products of a company 

or a foundation through using news values, taking part and time of the media in order 

to make it a part of the news. It can be called “commercial news,” in other words. 

In this sense, as Salim KadıbeĢigil, board consultant of the ORSA 

communication, has explained that it is a term formed by the engagement of 

“advertising” and “editorial”. It is also an action done by taking place and time from 

the media, accepting that information broadcasted as an advertisement is much more 



attractive and convincing than the one broadcasted as the news. That is an 

advertisement strategy. 

 

3.2.2. How Does the Persuasion Period Work between an Advertorial, the News and 

an Advertisement? 

Advertisement is a side-taking information tool. A reader or a spectator can see 

and know the source of an advertisement, as well as concerning about its persuasion 

and reliability:”Is this true information I‟ve been given?” ”Am I been persuaded or 

will these promises come true?” etc. All these questions confirm that advertisement is 

a side taking information tool. 

The advertisements in the written press pass through particular filters. Namely, 

news makers interrogate the related firm or the person in the news:”Is he/she telling 

the truth or is there any missing information?” “Is there anything more?” They all 

consider these questions. Thus, news-advertisement (advertorial) is much more 

effective in terms of persuasion. 

Firms or foundations need a different tool in order to inform readers or 

watchers in a neutral fashion. If a company can‟t see information about itself in the 

way it desires another option arises: It is an editorial formed by the engagement of 

news text and advertisement having the advantages of persuasion in contrast to 

advertisement. An advertorial gives more detailed information about the product or the 

firm. It means that advertorials take role where advertisements decay in terms of the 

news or information. 

 

 

 



 

3.2.3. Reasons for the Preference for Advertorials 

  a) Since being in the newspaper and given in the form of the news, it is used to 

increase the perception of receivers in order to prevent misunderstandings and 

disorientations about the product. 

b) It is preferred at the step of the first informing of the customers, like in the new 

product introduction and marketing or facelift or in image developing etc.  

  c) Adding more value to products and brands due to being a part of the news that can 

not be provided by advertisement. The strategies of the brand and product news and of 

advertisements involve different goals and targets. 

d) Considering the advertorial as a part of advertisement or calling it as “informing 

advertisement” is not preferred. An advertorial is much more persuasive and 

convincing because it includes more information and the brand takes place in the 

news. 

Such a conclusion may be derived out: Advertorial=Advertisement news=Brand 

 

3.2.4. The Reasons for the Preference for Advertorials by Firms and the Reasons of 

Their Publication or Broadcasting in the Media 

 a) Being involved in the news adds more value to brands and products unlikely as in 

advertisements 

b) It provides detailed marketing and increase the product perception. 

c) It prevents disorientation about the product. 

d) It is more convincing by giving information in the form of news. 



e) Newspaper sand magazines may focus on cast. The cast schedule of advertorials is 

much more expensive than that of advertisements. Written in the form of the news text 

may be easier and more effective in terms of persuasion. 

f) Especially in the written press, an advertorial, which takes place in the print media 

in the news format, has priority over the visual media. 

g) The persuasion quality of the texts in the news format is more than that of 

advertisements. Each firm can advertise its own products at the advertisement section 

of a newspaper in case of commercial reconciliation but they cannot advertise them as 

a news text since possessing the properties of the news. 

h) The texts including advertisements published in the news format provide much 

more benefits for the product by giving positive impression to readers. 

 

3.2.5. The Usage of Wording  

a) Wordings such as “This is an Advertisement,” “Advertorial,” “This is an 

Advertorial” are used interchangeably. There is no standardization in this respect. All 

usages are valid for advertorials. Despite difference in their content, images and 

messages all are accepted to be an advertorial. This can also cause dispersion of 

perception. 

b) There is no particular size, text shape or paging format for advertorials. But it‟s 

preferred to be written in bold letters on the left of the ad.  

 

3.2.6. The Ethical Dimension  

   a) The news published in the written press is made to serve the reader. Taking it as a 

commercial matter is wrong in terms of the print media ethics. No product or service 

having the quality of the news should be paid to be published. However, it can be 



ethical to use the wording emphasizing that it is published under the scope of an 

advertorial. 

b) The ethical problem cannot be solved by applying the wording or not. Every usage 

is an advertorial. One has a severe ethical problem whereas the other doesn‟t but both 

have ethical problems. 

c) In the advertisement sections of the published media, the annual marketing goals 

have caused intentions related with the financial benefits and that is really a 

concerning issue. 

d) Setting prince for the news by journalists causes ethical problems. This is not seen 

only in Turkey but also in all over the world. 

e) In the media, an advertisement field can be hired and publications in the news 

fashion about the product and the brand can be made by payment. It doesn‟t differ 

from an advertisement at that point. It is a type of the paid news. 

f) This type of usage injures either the press or the profession of public relations. 

g) In today‟s monopolistic media having concerns about the news ethics, it can be said 

that advertorials keep staying behind. But in case of an obligation for the publication 

in the news format and if the product or the firm contains the value of the news, it does 

not create any trouble. However, if it doesn‟t contain this value, it can probably cause 

disorientation of readers and make them subconscious about the product. Therefore, 

that cannot be accepted as ethical. 

h) Advertisements appear in a particular section of the newspaper reserved for this 

whereas advertorials appear as secret news texts and this is not also an ethical 

publication. 

 

 



 

3.2.7. Readers’ Perception and Awareness of Advertorials 

  a) They read them as the news. The readers‟ weakness is abused by using the 

credibility of the written press. The readers are mislead but unaware of this. 

   b) It is not understandable and noticeable enough when used as “an advertorial” 

since it is a foreign word.  Readers can at least mildly understand the phrase “this is an 

advertisement” like proclamations. This matters the perception of readers. 

 

  3.2.8. Prepared Subjects / Conditions  

   a) Advertorials are preferred in the product launching, face – lift and image 

developing that is required for the first step of the informing customers. 

   b) Making success for a brand or a sports club. 

   c) An important invention succeeded by the researchers of a firm. 

   d) Making the brand building projects and providing benefits for the society.
22

 

 

3.2.9. Conditions of the Sources  

a) The condition of source (corporation) is related with its power. If this study had 

been conducted by the firms such as Koç, Sabancı or ĠĢ Bankası there would have not 

been any need to look for the source. Because such firms or corporations have 

conducted qualified studies involving some which have affected the news agenda and 

also the national economy. But if any other corporation/firm not different from others 

performs this study in a new fashion, in this case a separate and different wording 

should be used. 
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 We can see that the news advertisements/advertorials become more economic and more 

effective if we try to preserve and improve the gained by such types of news the by the budgets for 

advertisements. 

 



b) If corporations produce their own or related news for the media, this is called 

publicity. But if any payment is made and so news is published by buying a space this 

is an advertorial. If it is a big corporation and has a yearly publicity agreement its 

advertorials can also be published without any payment.  In the case of large 

corporations, their advertorials take place on the first pages and no wordings are added 

to them. 

c) As we look from the view of the publisher conduit, if the advertorial publishing 

conduit (paper or magazine) is also big and strong, corporations usually prefer these 

conduits. For this reason, there is compatibility between the corporations having an 

advertorial and the publisher conduits. At that point, the question about the advertorial 

publishing and its ethical dimensions may be natural, at all. As a result, the media is 

also an economic institution. Such a relationship affects the choice of the media and 

the usage of advertorials. 

  

 

 

 

 

 

 

 

 

 

 

 



Chapter 4: Conclusions and Recommendations 

Technological and economical developments and changes around the world 

underline the formation of different channels by businessmen to send their messages 

to consumers and readers. In this competitive sector, consumers have numerous 

different possibilities to get products or services. They can get information though 

their needs. Today information is found everywhere. Also, lots of -advertising- about 

the products or services can be easily found. Businessmen try to find out different 

persuasive and reliable (credible) messages for their consumers. Also, consumers look 

for persuasion and credibility in the messages. Accordingly, it can be said that 

advertorials can take a more important place in today‟s media.   

The term “advertorial,” which is derived from the words “advertising” and 

“editorial”, is mostly defined as, “a special type of advertising in the form of editorial 

or news.”  

Mainly, advertorials are used in four media: print, television, radio and web.  

Advertorials can be used in different sectors; mostly they are preferred by the 

cosmetics, technologies, health sectors. Also some corporation use advertorials such as 

the news about them while at the same time they advertise them as editorials.  

This study was conducted about the print media advertorials. In this study, 

focus group and in – depth procedures with questionnaires were used. According to 

the general findings of the study, readers prefer to read news or editorials which 

include more information about the company or product. Therefore, they read news or 

editorials because of their printed materials. In addition, they find them more 

convincing as they give information in the form of the news.  Also, advertorials 

provide detailed marketing opportunities and increase the product perception of 



readers. The effectiveness of advertorials mostly come from their format: They look 

like a news item and are also accepted and read as a news item by readers.  

Reasons for readers, advertisers and corporations‟ preference for advertorials 

can be listed as follows: 

  a) Since being in the newspaper and given in the form of the news it is used to 

increase the marketing and the perception of receivers in order to prevent the 

misunderstandings and disorientations about the product. 

  b) It is preferred at the step of the first informing of the customers like in the new 

product introduction, marketing, facelift or in image developing etc.  

  c) It adds more value to products and brands due to being a part of the news, which 

cannot be provided by advertisements. The strategies of the brand and product news 

and that of advertisements involve different goals and targets. 

Considering the advertorial as a part of advertisement or calling it “an 

informing advertisement” is not preferable. Advertorial is much more persuasive and 

convincing because it includes more information and the brand takes a place in the 

news. Being written in the form of a news text may be easier and more effective in 

terms of persuasion. Therefore, such a conclusion may be derived out: 

Advertorial=Advertisement news=Brand 

Reasons for the preference of advertorial by firms and for their publication or 

broadcasting in the media are involved in the news, which adds more value to brands 

and products unlikely as in the advertisement. It provides detailed marketing and 

increases the product perception and prevents the disorientation about the product. 

Newspapers and magazines may be focused on cast. The cast schedule of advertorials 

is much more expensive than that of advertisements.  



The texts including advertisements published as in the news format provide 

more benefits for the product by creating positive impressions on readers‟ minds. 

Especially in the written conduits advertorials, which are in the news format and 

appear in the print media, have priority over the visual media. The persuasion property 

of the texts in the news format is more than that of advertisements. Each firm can 

advertise its own products in the advertisement sections of newspapers in case of 

commercial reconciliation but they cannot present them to its readers in a news text 

since it will possess the properties of the news. 

When we look at the general results of the focus group study, we can highlight 

some critical points. The usage of visuals in magazines is one of them, which attract 

attention to brands. In addition, they can cover the whole world. Larger and more 

attractive visuals are used in magazines than in newspapers, where visuals are used 

either in the middle or on the side. Mixed and the opposite colors are used together in 

newspapers and magazines. And this makes advertorials more attractive. Newspapers 

differ from magazines in terms of the design of advertorials. In magazines products 

and brands are in the front while texts can be shorter. They are more attractive because 

they concentrate on slogans. The same amount of space is used for products and texts 

in newspapers, on the other hand.  

In addition, the usage of celebrities in advertorials makes them more attractive. 

On the other hand, experts are used in newspapers, especially on the cosmetics. 

Although they don‟t mean so much on the clinical side, they are still attractive. When 

these people are the experts they make advertorials readable. Experts are not often 

used in magazines. Female models are used usually, so this makes the advertorials in 

magazines more attractive.  

Brand is another element in the usage of advertorials, which can differ from 



magazines to newspapers. In magazines, known brands are used. This causes them to 

be perceived as advertisements. The brand attracts attention first without creating the 

need for reading, which turns into a sale.  On the other hand, in newspapers, either 

brand new or famous brands are used. In this kind of advertorials in magazines, a new 

or a known product is put on the newspaper for prestige and a news item about it 

placed next to it.  

The phrase “This is a classified” is used in newspapers. It is thought that it is 

used because it is a legal procedure. It is perceived as announcing a new product. The 

phrase “This is an ad” is used in magazines. Because it is an ad it is thought that it is 

unnecessary.  On the other hand, the phrase “This is an advertorial” was used only 

once for a product in a newspaper.  Furthermore, there is an interaction between the 

product and the advertorial. Because “advertorial” is a foreign word, it is assumed that 

it belongs to the brand that it is used for. 

The expressions “This is a classified,” “This is an advertisement,” and “This is 

an advertorial” are accepted as advertorials. Because there is no standard for the 

design and expression usage of advertorials it is accepted and published as such. 

Especially on the pages the sponsor of which are baby food companies, there appears 

another product at the bottom, which also belongs to the same company. In the 

research, except this, it was seen that on the J&B brands sponsored pages only once a 

classified was published as an advertorial.  

There should be a standard that explains what an advertorial is and how it 

should be. Editorials‟ (news/publicity) advertisements contents are accepted as 

advertorials. Readers at this point perceive advertorials as news items, which generates 

problems.  

 



According to Brown and Waltzer, the usage of advertorials is increasing day 

by day and image instead of advocacy advertorials are more popular. In addition, 

Cooper and Nowners also explain advertorial as a type of outside lobbying. 

“Lobbying‟” is one of the public relations terms and as mentioned above, sometimes 

advertorials can be used as public relations tools, but it is important to mention that 

there are some disagreements about whether “an advertorial” is an advertising or 

public relations method.  

Advertorials are preferred in the product launching, face lift and image 

developing, which are required for the first step of the informing of customers. It 

creates success for brands and makes them provide benefits to the society. In addition, 

we can notice that the news advertisements/advertorials become more economic and 

more effective if we try to preserve and improve the values gained by such types of 

the news by the budgets reserved advertisements. 

The conditions of the source are another important element in the usage of 

advertorials. The condition of a source (a corporation) is related with its power. If this 

study had been done by the firms such as Koç, Sabancı or ĠĢ Bankası etc. there would 

have been no need to look for the source. Because such firms or corporations have 

conducted qualified studies, some of which affect the news agenda and the national 

economy permanently. However, if any other corporation/firm performs this study in a 

new fashion, a separate and different wording should be used. 

 If the corporations produce their own news item to appear in the media, this is 

called publicity. But if any payment is made to buy a space for a news item, this is 

called an advertorial.  On the other hand, if a large corporation has an annual publicity 

agreement with a conduit, its advertorials can also be published without any payment. 



Even if a payment is made by a large corporation, their advertorials appear on the first 

pages with no wordings added.  

If we look from the view-point of the publisher conduit, if the advertorial 

publishing conduit (paper or magazine…) is also large and strong, corporations 

usually prefer it. For this reasons, there is compatibility between large corporations 

having an advertorial published and publisher conduits.  At this point, the question as 

to the ethical dimensions of publishing advertorials naturally comes into mind. As the 

media is an economic institution, such a relationship between corporations and 

conduits influences the choice of the media and the usage of advertorials.   

This study has especially focused on the ethical dimensions of advertorials. 

The findings of the study can be listed as follows:  

a) The news published in the written press is made to serve the reader. 

Taking it as a commercial matter is wrong in terms of the print media ethics. 

No product or service with a quality of the news should be published for 

payment. But it can be ethical to use the wording emphasizing that it is 

published under the scope of an advertorial. 

  b) The ethical problem cannot be solved by applying the wording or not. 

Every usage is an advertorial. One has a severe ethical problem whereas the 

other doesn‟t while both are incorrect in ethical terms.  

  c) In the advertisement sections of the published media, the annual 

marketing goals generate the desire for financial benefits, which is really a 

concerning issue. 

d) Journalists‟ setting price for the news causes ethical problems, which is 

seen not only in Turkey but also all over the world.  



e) In the media, an advertisement field can be hired and publications in the 

news fashion about the product and the brand can be made for payment. It 

doesn‟t differ from advertisements at that point. It is a type of the news 

produced in turn for payment.  

f) This type of usage injures either the press or the profession of public 

relations. 

g) It‟s not a right way in terms of ethics. But in today‟ monopolistic media 

which concerns itself with the news ethics, it can be said that advertorials 

keep staying behind. But in case of an obligation for the publication in the 

news format and if the product or the firm contains the values of the news, it 

does not create any problem. However, if it doesn‟t contain these values it 

can probably direct readers wrongly and make them subconscious about the 

product, which cannot be accepted as ethical. 

h) Advertisements take a place in a particular section of the newspaper 

reserved for this whereas advertorials appears as a secret news text, which is 

not also an ethical publication. 

   As a result of the study some suggestions can be made about the future 

studies and corporations in the field. These are: 

  a) Corporations should take care of the conduit (interest) selection while 

making media planning. Readers‟ perception of the conduits through which 

advertorials are published should be paid attention.   

  b) There must be clearance in the usage of wordings,”This is a publicity,” 

This is an advertisement” and This is an advertorial.” 

  c) Since there is no standardization for advertorials‟ preparation styles and 

their appearance, there occurs in perception. Standardization of the usage of 



advertorials in this regard is necessary in terms of its effectiveness. There also 

must be a standard in the format of advertorials. Editorials/publicity (including 

advertisements) and the ones prepared in the publicity format but including the 

values of the news (sometimes using wordings) are accepted as advertorials. 

 d) A clearance in “what an advertorial means” must be provided for readers. 

In professional life advertorials are accepted to be of the most effective 

advertisement strategies, so it is used effectively and intensively. Readers may 

be given information about the importance of advertorials. 

  e) How readers are getting information from the authorities in operating 

processes is a critical point for further researches.  

    The effect of these recommendations will be proportional with the situation 

of newspaper conduits, journalists and corporations. It will also depend on how much 

they are able to be ethical. There might be no problem in perception and readers might 

not be abused if standardization could be achieved in this field.  

 

  

  

 

 

 

 

 

 

 

 



 

APPENDIX: Samples of Advertorials Used for the Focus Group 
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