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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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OZET

Ozellikle son bes y1l igerindeki reklam sektdriinde dnemi giin gegtikce artan
alanlardan / konulardan biri de tiiketicilerin / okurlarin ihtiyaglarinin ve
beklentilerinin degismesidir.

Diinyadaki degisme ve gelismelerle birlikte okurlar giin igerisinde bir¢ok reklam
mesajina maruz kalmaktadirlar. Bu durum farkli reklam stratejilerinin dogmasina
sebep olmustur.

Bu tez ¢alismasi bir reklam stratejisi olarak kabul edilen, yazili basinda kullanilan
advertoriallar1 icermektedir. Arastirma boliimiinde in depth ve focus group
yontemleri kullanilmistir. Aragtirmada okurlarin yazili basin advertoriallari nasil
algiladiklar1 / kodladiklari, advertoriallarin kullanimlari ve etik boyutu
incelenmistir.

Son boliimde ise, arastirma sonuglari degerlendirilmis ve konu ile ilgili- belirlenen
eksilikler dogrultsunda- onerilerde bulunulmustur.
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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.!

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. ?

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

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

2 Available at www.smallbusinessresources.com/dec98creativelink.htm.
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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 Degildir!” (“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 Sackan, 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 Generally, it has got an identified
sponsor (message is not paid). sponsor (message is paid).




Content is un-controllable Content is controllable

Mostly, time and place is not Mostly, time and place is
controllable 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.’

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.*

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

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

o In order to be identified an advertorial, it label must be provided on or
near the top of every page;

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

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

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

in size and style;

. Sponsor identification must be done;

o Sponsor logo must be present on advertorials;

o News/information headlines in advertorials are not allowed; and
o Bylines and datelines in advertorials are not allowed.’

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

% Available at www.asme.magazine.org/qguidelines/2002_guidelines.pdf.
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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?

Qla) 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.

¢) 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 Hiirriyet, 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”.°

® Available at http://en.wikipedia.org/wiki/Advertorial.
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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’

An advertorial or infomercial is an advertisement designed to stimulate
editorial content, while at the same time offering valid information to your prospective
clients.?

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".

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.’

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.*°

The advertorial — a print advertisement disguised as editorial material- is a
common type of camouflaged advertising, particularly in magazines (Kim and

Pasedeos, 2001: 265).

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

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

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

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

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

1 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."

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.*®

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.
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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.**

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 Figurel.1 below, which was
published in Daily News in 1951.%

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

1% Available at http://www.advertorial.org.
15 Available at http://scriptorium.lib.duke.edu/adaccess/BH/BH19/BH1945-72dpi.jpeg.
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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.



@ An Atlantic Public Interest Advertisement

The advertisement on the opposite page has appeared 11 million' times in recent magazine issues. It has 253 words,
can be read in 55 seconds, but it cannol answer ils own question completely. For readers who would like to have
more information about steel production in the United States and its meaning in present-day defense and civilian

requirements, the following factual report is presented by the American Iron and Steel Institute.

HOW MUCH STEEL IS ENOUGH?
An Advertorial by
AMERICAN IRON AND STEEL INSTITUTE

All over the world, a desperate struggle to in-
crease steel production is going on. Because the
steel mill is the foundation of production for
modern life, the facts on how we stand are im-
perative. Most people know that as much steel is
made in the United States as in all the steel mills of
the rest of the world. But still the questions per-
sist: Is that enough? Arc we increasing our
capacity fast cnough?

Our country rclics upon the competitive hustle
of individual stcel companics to produce the neces-
sary growth. It is natural to ask, How well does
our method work? Can we meet the growing re-
armament needs? If we get into World War 111,
what chance do we have ol being ready with over-
whelming production?

The figures which are nccessary for answering
these questions are literally the facts of life.

The first figure in any cstimate of our progress in
increasing steelmaking capacity is the probable
military demand for steel. Rcarmament comes
first. It is growing constantly, but so is steel ca-
pacity. The problem is to predict the percentage
of steel production which will be needed for
rearmament in any given year.

While the tonnages shift as the Defense Depart-
ment changes its plans, it is now possible to foresce
a pattern-of military demand as well as a pattern
of increase in capacity for making steel. After
carcfully checking Washington forecasts of demand
and, the steel companies’ forecasts of production
growth, it becomes evident that the direct military
use of steel will run about 10 per cent of total U.S.
capacity.

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

1951.

This docs not mean that the tonnage required
in 1951 or 1953 will be 10 per cent of 1951 capacity.
It means that the growth of all the steel mills will
make the figure of approximately 10 per cent a
reasonable prediction. As this is written, there is
talk of bigger military production and restricted
steel mill construction, but these uncertainties are
a part of our life. When the facts are determined,
the figurc of approximately 10 per cent for military
needs will probably hold.

All These Guns and Butter Too?

If 90 per cent of our stecl capacity, left after
filling military orders, is available for other uses
. is that enough?

It is casy fo estimate the number of tons that
will be available for civilian use. It is almost im-
possible to predict whether that will be more, or
less, steel than civilians want to buy.

The industry expects to have a capacity of about
120 million tons of ingots in 1953. Take away 12
million tons for military production that year and
the remaining supply would be 108 million tons.

Is this cnough? Only two measuring sticks are
available: (1) Past civilian nceds in peak years.
(2) Future needs as expressed in firm orders to steel
companics from customers.

Looking back to 1949, military orders were at a
minimum. In the summer of 1949 there was an
actual excess of capacity. At the end of that year
there was a demand above supply, but capacity
had just about overtaken orders again in May,
1950. The total capacity at the end of 1949 was
99 million tons.



@ An Atlantic Public Interest Advertisement

If military orders hit a peak of 12 million tons in
1953, it looks as though civilian users could have
available about 9 million tons more steel in 1953
than the total capacity of the industry at the end of
peak civilian ycar 1949.

“Okay,” the reader may say, “that’s a lot of
steel, but it still might not be cnough. Is the steel
industry as vigorous and compctitive as the rest
of American industry? Does it expand as fast as it
can find new customers, or docs it lag behind
demand?”

If you measure growth in tons, the steel industry
has some impressive figures. In the decade since
1940, capacity increased 22.6 million tons. And
this ten-ycar growth will be néarly cqualed in the
threc-ycar spurt through which the industry is
now passing.

The stcel business does expand as fast as it can
find customers. Competition among the many
companies that make up the industry causes steel
to be plentiful and cheap. The average price per
pound is around 5 or 6 cents at the mills,

When people say stecl companies lag behind
the production parade, they arc forgetting that
steel capacity makes all other productive capacity
possible. In this country, over-all steel capacity
grows because the order book is the driving force
of American industry.

The Order Book Works Overtime

The power of the order book is demonstrated by
the 1950 performance of the industry. Twenty
companics promised the government at the start
of the Korean war that capacity would be in-

creased to 103 million tons by the end of 1950 °

and to 107 million tons by the end of 1951, then
to 110 million tons by the end of 1952,

Competition and the power of the salesman’s
order book upset these figures. The industry
exceeded the twenty-company promise by 1.2 mil-
lion tons in 1950; and when totals for 1951 are
in, capacity may well have passed the 110-
million-ton goal a ycar ahead of time . . . and
remember the figure we gave you for 1953 capacity
. . . probably 120 million tons.

How to Multiply an Ingot

Anyonc who has ever been through a stecl mill
knows that there is more to the steel business than
counting ingots. Every increase in ingot capacity
calls for corresponding increases in ore supply.

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

More ore means that new ships and railroad cars
must be provided. Enormous washing plants to
clean more coal must be built. Coke oven ca-
pacity must grow as fast as steel capacity grows.
Pig iron capacity must increcasc in million-ton
leaps. Scrap dealers must comb the country for
more and more scrap. Investors and stock owners
must provide a grcat decal of money, and that
means profits must be satisfactory and stable.

Probably you have read of the new sources of
ore being developed. To supplement the remain-
ing rescrves of high-grade iron orc of the famous
Mesabi Range in Minncsota, several companies
arc codperating in developing new  processes
for incrcasing the usability of the low-grade ores
known as taconitc. Many millions of tons of
taconite rock underlic the Mesabi orc. The new
process will make them available in commercial
volume.

Some stecl companics are developing ore ficlds
in Liberia, Venczucla, Labrador, and Quebecc.
The Canadian fields arc still in the development
stage, but shiploads of orc arc now arriving from
Africa and South America. This faraway ore is
all being mincd by private industry.

Pig + Scrap + Coke

Pig iron and ferroalloy capacity incrcased nearly
a million tons in 1930 to a total of 72,471,780 tons.
Additional capacity of ncarly 8 million tons is due
to be ready by the end of 1952.

Scrap committees have been formed in cities
and towns throughout the country. About as
much scrap as pig is used in making a ton of steel.
Annual supplies must be increased by about 7
million tons per year.

There’s no “pause that refreshes” in the coke
department cither. To make stecl, the coke supply
must keep up with pig iron supply. Last year’s
66,260,640-ton coking capacity is being hustled
upward by 6 million tons in the 1951-52 programs.

Perhaps the biggest job of all is the transporta-
tion expansion that must parallel stecl expansion.
The raw materials for expected 1953 capacity will
weigh about 390 million tons. That mcans whole
flects of new ore boats and complete new railroads
in faraway places.

Rolling mills, strip mills, rod mills are going up
in proportion to demand. Actual figures for 1951
will be reported in these pages later.
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Are Bobby Pins Deadly?

Pcrhaps you have scen that fancy phrase,“de-
fense-supporting” steel. [t wasn't fancy when it
started out. [t referred to the steel nceded to build
the machines nceded to produce military orders.
Now the term has been stretched to mean anything
from a lady riveter's compact to a new roof for a
fishing shack  All civilian life is “defense-sup-
porting” these days.

No matter how you name it, the outlook scems
to be that about 90 per cent of a growing steel ca-
pacity will remain available for civilian use. Re-
member the figure? Here it is again: if business
and government orders hold firm, a peak civilian
capacity of about 108 million tons of ingots in
1953.

The Silent Partners of Steel

Tin, cobalt, nickel, tungsten, molybdenum, and
mangancse are a few of the silent partners of steel.
These materials arc important components of
commonly used products like containers, television
sets, kitchenware, or lamp bulbs. But in the pro-
duction of military cquipment they are indis-
pensable. Nickel, for example; is vital to jet engine
production. Cobalt, tungsten, and tin are cssen-
tial in the production of still other defensc mate-
rials. Manganesc is nceded in making all grades
of steel. With shortages threatening, the govern-
ment has already cut back substantially on the usc
of thesec metals (manganese excepted) for manu-
facture of civilian goods.

Most people do know that most of these raw ma-
terials must come from other countrics. Here are
the figurcs on the amount we produce and the
amount we have to get from others, based on data
for 1948, which, like 1950, was a peak production
year. (Thesc figures are from statistics provided by
the U.S. Burcau of Mines and the Department of
Commerce.)

Metal U.S. Production  U.S. Consumption
in net tors in net tons
Tin Negligible 99.870
Cobalt 290 2,525
Nickel 880 93,558
Tungsten 2,000 4,430
Manganese ore 120,000 1,256,600

Of course there are stockpiles of these alloying
metals, but they are not large enough to supply
civilian needs. To mcet the pinch, the stecl indus-
try is doing a great deal of research on other meth-
ods of modifying the characteristics of steel. Some

‘of the results are secret, but the progress on the use

of plentiful boron in alloying steel will be covered
in a later report.

Own Any Steel Stocks?

Whether you own stecl stocks dircctly or not,
you probably have contributed to the figures that
follow if you own an insurance policy or a savings
account. The moncy nceds of the steel industry
arc so great that nearly everybody owns a part of
some steel company either directly or indirectly.
The stock in the more than 250 companies that
make up the industry is owned by a great many
people, probably more than 650,000 of them.

The ante of these sharcholders and other private
sources of financing the steel cxpansion will come
to about 1.7 billion dollars for 1950-51. That’s
on top of 2.4 billion spent in the previous four
years. Big expenditures are scheduled for ’52 and
'53, so the industry share owners will have more
than doubled the amount invested in less than five
years.

Ingots and the High Standard of Living

Plentiful, cheap steel is a basic of American
cconomy. Let’s take a look at what ingot produc-
tion means in terms of civilian products.

Since 1946, rising steel production has made it
possible to build more than 25 million new trucks
and automobiles, 19 million necw refrigerators,
4 million new homes, 54,000 milcs of pipe lines,
and countless other items in record-making vol-
ume. Most of the record steel output of 1950 was
used to boost the ownership of homes, automo-
biles, houschold appliances, and other items to the
highest volume ever attained.

Output of certain types of steel, however, was
still below abnormally high demands. In part,
these resulted from so-called “scare buying” and
from heavy orders during the stecl and coal strikes
of 1949, orders the industry could not quite catch
up on before the country began mobilizing.

American Steel vs. Russian Steel

Another way of answering the clusive question,
“How much steel is enough?" is to compare what
we make with other countries. Here is a résumé
of production: —

In 1950, steel companies in the U.S.A. produced
approximately the same amount of steel as all
other countrics of the world. Global output in
1950 was cstimated by the Iron Age at 194,154,000

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. ...



% An Atlantic Public Interest Advertisement -

tons, with the United States accounting for 49.8-

per cent of this total.

Russia, retaining its position for the fourth con-
secutive year as sccond largest stecl-producing
country in the world, turned out an estimated
26.5 million tons. This was 13 per cent of global
production. Its output of 26.5 million tons in 1950
was approximatcly on sghedule with the five-year
goals leading to 60 million tons by 1960 (estab-
lished in 1945) as a long-range mark for the
Russian steel industry to aim for.

Combined production for the Soviet satcllite
countries of Poland, Czechoslovakia, Austria, and
Hungary was estimated at 7.5 million tons in 1950.
This tonnage, added to Russian output, brought to
approximately 34 million tons the 1950 steel pro-
duction for the Communist-dominated countries of
the world.

On this basis, U.S. steel outputin 1950 exceeded
Russian production by ncarly four to one and the
combined output of Russia and her satellite coun-
trics by almost three to one.

Great Britain retained her position as third
ranking steel producer of the world with an output
of about 18 million tons or 9 per cent of the global
total. This was an increase of almost 1 million
tons over 1949 output and almost 4 million tons
over 1946 output.

By producing more than 13 million tons of steel
in 1950, Western Germany (that is, the French,
British, and U.S. zoncs) showed the largest annual
percentage gain of any country. Germany's
increase over 1949 output was 30 per cent as com-
pared with 25 per cent gain by steel companics
in the United States.

Summary of the Steel Situation

1. Suppry Is GrowinGg — New mills under way,
or definitely planned, will boost capacity close to
120 million tons, probably by carly 1953.

2. Steer SuppLy Grows ox Demanp — The
figures prove that Amcrica’s compctitive enter-
prisc system produces steel capacity in proportion
to firm orders for steel products. A *“‘planncd” ex-
pansion would be ncater, but it wouldn’t work as
well, if other countries arc an example.

3. MiLitary ORDERS ARE A SumaLL PROPORTION
oF Steer Demaxp — Short of actual war, the
stecl-producing industry tends to grow as fast as

stecl-consuming plants can be planned and built.
This promiscs to provide more steel for civilian
usc than cver before after filling military orders.

4. STEEL SHORTAGES ARE EXAGGERAaTED —
Except in the case of special steels, panic buying,
and strike dclays, it is almost impossible for the
capacity to use steel to exceed the steel supply for
any considerable period of time. Steel companics
are cager (o grow. Prospective orders produce the
necessary growth and shortages melt away.

5. Miurary OrRDERS May Grow WHILE Ma-
TERIALS FOR Expansion ARe Cur Off — There
will be great excitement from time to time about
bigger defense demands and smaller supplies for
ncw steel mills. Short of war, these problems will
be met. Stecl supplies for expansion of stecl mills
may be slowed up, but after a whilc it will be evi-
dent that a larger problem has been met in the
same way that all other orders for steel have been
met: by the hustle of many stecl companies ad-
justing themselves to bigger demand.

6. Raw MateriaLs PREsENT Two DIFFERENT
ProsLEMs — (@) Alloying metals arc certainly not
in abundant supply. The steel industry has an
enormous task in combing the entire free world for
alloying ores. This work is being pushed every-
where. In addition, a great rescarch program is
being carricd forward to develop new alloys and to
conscrve available supplies. (6) Raw materials
arc bulky. The sheer bulk of ore, coal, limestone,
coke, and other ingredients of steel produces a
collateral problem of expansion of transportation
facilities.

The pressure cf the “‘order book” makes the de-
cisions of industry swift and accurate. A free, com-
petitive industry makes what it can sell. It’s so
simple you'd think the rest of the world would
catch on!

7. We May Have “ExoucH STEEL” Soon —
“Enough steel” means steel so plentiful and cheap
that civilian living standards can improve while
we arc producing all the stecl needed for military
strength. American competitive enterprise meth-
ods have always produced such a result, allowing
time for nccessary adjustments in demand and
supply.

The aboce is the first of a series of reports on the basic
Jacts of the steel industry. If you want reprints of this
article, write to American Iron and Steel Institute, 350
Fifth Avenue, New York 1, New York.

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)
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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).

Are Chicago and St. Louis
Part of America—or Not?

Why should through rail travelers be held up at their frontiers?
The cities aren’t to blame. What can be done about it?

LTHOUGH our 48 states are knit to-

gether by the greatest rail system

in the world, we are still strangely back~
ward on one score.

A passenger cannot go throngh Chi.
cago or St. Lonis, two of our biggest rail
centers, withont changing trains. He
must break his trip.

Itis almost as if he reached the frontier
of some foreign state whose borders were
closed to traffic. There is no customs
barrier at Chicago or St. Louis, but the
traveler must still pay an exasperating
toll—in delay, inconvenience, and bother,

Half a Million Victims!

This is bad enough for the transconti-
nental traveler who would like to board
a sleeper on one coast and ride through
to the other —without the nuisance of
packing and transferring baggage, mak-
ing double Pullman reservations, waiting
around for connections.

But it is worse for the passenger who
starts his journey only a few miles either
side of Chicago or St. Louis—and still
must change trains. For example, trave
elersbetween Fort Wayne and Milwaukee,
and between Cleveland and Des Moines,
must also break their journeys.

More than half a million passengers
a year—the vast majority on short mid.
continent trips — are forced to make

bl i i
povers at

y L
Chicago or St. Louis.

Why should this be so?

The cities th lves are not resp
for setting up a barrier in the way of the
through traveler. Such a barrier promotes
neither good business nor good will for
the community.

1h1

For, while travelers with busi: to

inconvenience and delay—particularly in
these days of overcrowded restaurants
and cabs. It makes them down-right mad
at Chicago and St. Louis!

And it is so unnecessary! In Canada,
you can travel across continent from
Montreal to Vancouver, by a choice of
two routes without changing trains, Can-
ada isn't split down the middle. Why
should we be?

An Unsolved Mystery!

No one has ever given an adequate ex-
planation as to WHY there is no connect-
ing rail service through Chicago and St.
Louis (or through Memphis and New
Orleans, for that matter) —as there is
through New York, Washington, Kansas
City, and other big rail centers.

It remains an unsolved mystery, But
the plain fact is—the public is not get.
ting through service!

How About Action NOW?

transact would automatically stop over,
those who are forced to stop resent the

The Chesapeake & Ohio and the Nickel
Plate Road are not the only railroads
that, working with others, could provide

such through service. But we are the
only roads that have offered to take
immediate action.

This is the proposal we have gone on
record as making:

Chesapeake & Ohio, whose western
passenger terminus is Cincinnati, stands
rcady now lo join with any combination
of other railroads to set up connecting
tr i 1 and intermediate ser
vice through Chicago and St. Louis, on
practical schedules and routes.

The Nickel Plate Road, which runs
to Chicago and St. Louis, also stands
ready now to join with any combination
of roads to set up the same kind of
connecting service through these two
cities.

Through railroad servicé carinot .be
blocked indefinitely, The mysterious fron-
tier must be abolished—in the interest
of the traveling public and the railroads
themselves,

We invite the support of the publie,
of railroad people and railroad investors
everywhere— for this essential improve«
ment in rail transportation,

Chesapeake & Ohio Railway ¢ Nickel Plate Road

Terminal Tower, Cleveland 1, Ohio

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.°

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

16 Available at http://scriptorium.lib.duke.edu/adaccess/BH/BH19/BH1945-72dpi.jpeg.
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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 Kkill, 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 Kadibesegil 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.*’
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 | Generally, it has got an identified

sponsor (message is not paid). sponsor (message is paid).

7 Available at http: //www.ing 7/0pi/2002/jul/1510pi_rjpalabrica-1.html.



Content is un-controllable Content is controllable

Mostly, time and place is not Mostly, time and place is controllable

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
(Biilbiil, 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” (Biilbiil, 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( Biilbiil, 2001:12).

There have developed different opinions about ethics throughout history:

e 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.

e 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.

e 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.



e 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.

e 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.

e 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”.

e 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”.

e 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.

e 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).

e 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”.

e 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”(Dedeoglu,
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 (Dedeoglu, 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”.’® 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

18 Available at http://www.student.city.ac.uk/"Mdz515/advertorial.htm#adver.
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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. *°

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 (Biilbiil, 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,

19 Available at http://www.journalism.indiana.edu/Ethics/isnews.html.
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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.?

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.

¢) 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

2D available at www.mrfire.com/articles/0043.html.
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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;

) 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-;

1) 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 Degildir!”’(“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 Sackan, 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
(Bilbiil, 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”. %

The news format gives any information credibility because people accept

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

2! Available at www.ing7.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
(Biilbiil, 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, They are reading more scientific
persuasive. news items.

Expression doesn’t attract Expression doesn’t attract attention.
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

Won'’t be bought.

to needs.

It’s readable because it is a It’s readable because it is a
newspaper. newspaper.

Magazines Magazines

It’s noticed as an It’s noticed as an advertisement.
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 Visuality and slogan are attractive.
attractive.

Because it’s in the newspaper Because it’s in a newspaper people
it’s read. take a look at it.

They read to get right It’s not completely read.
information.

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.

¢) 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) Itisused in newspapers.
b) It is thought that it is used because it is a legal procedure.

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

“This is an ad™:
a) Itis 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) Itisused 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 Hiirriyet 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 1s 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



d)

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.

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.

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 Kadibesigil, 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 | 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. 1t 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.

¢) 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.

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

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

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 Kog, Sabanci or Is Bankas1 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.

22\\e 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 Kog, Sabanc1 or Is Bankasi 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.

¢) 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.

) 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

Tirkiye Aile Planlamasi Dernegi agikliyor

Dogum kontrol haplarinin
bilinmeyen yanlari

Tiim diinyada gebeligi dnleyen en etkin ve giivenilir yontemlerden biri olan dogum kontrol

haplarinin, koruma disinda pek gok yarari oldugunu biliyor musunuz? Adet kanamalarini

diizenlemesi, yumurtalik ve rahim kanserinden korumasi, adet agrilarini azaltmasi ve hormon

dengesini saglamasi bunlardan sadece bhazilar.

Diinyada en gok kullanilan
modern korunma yontemi
dogum kontrol haplandir.
Bugin tiim dinyada 60
milyondan fazla kadin

tarafindan kullanilan dogum

kontrol haplari, kullanicilarina
korunma diginda da pek gok yarar

sagjlamaktadir. Ancak llkemizde haplarin kadin saghgi
lizerindeki faydalari ne yazik ki yeterince
bilinmemektedir.

Tirkiye Aile Planlamasi Dernegi dnderliginde baglayan
caligmalar kapsaminda, bu konularda toplumun
bilgilendirilmesi
amaglanmaktadir.

ve bilinglendirilmesi

Dogum kontrol haplarinin, adet kanamalarini
diizenlemek, adet donemi agnisini azaltmak, hormon
dengesini saglamak, sivilce ve ciltdeki yaglanmay
engelleyebilmek, rahim ve yumurtalik kanserine kars
korumak, memede fibrokistik hastaliklarin olugumunu
engelleyebilmek ve adet dncesi gerginligi azaltmak
gibi pek gok ek yarari vardir.

‘Haplarin adet kanamalan iizerindeki olumlu

!

Dogum kontrol hapi kullanan kadinlarda adet
kanamalar ayda bir kez ve diizenli olur. Adet
diizensizligi yagayan kadinlarda hap kullanimi adetlerin
dizenli olmasini saglar. Ayrica haplar, adet
kanamasinin miktarinin azalmasina yardimc olur.
Adet kanamasi fazla olan kadinlarda demir eksikligi
anemisi (kansizlik) sik gorilir. Dogum kontrol haplari,
adetlerin diizenli olmasini saglamanin yani sira, adet
kanamasi miktarini azaltarak aneminin
onlenebilmesine ve adet donemi agnsinin azalmasina
yardime! olur.

- ik

Haplar yumurtaliklarin galigmasini 6nledigi icin
yumurtalik kanserine kargi koruma saglar.
Hem yumurtalik hem de rahim kanserinin, dogum
kontrol hapi kullanan kadinlarda neredeyse yari
yariya azaldigji gorilebilmektedir. Kullanim siiresi
uzadik¢a hapin bu yararl etkisi artmaktadir.

Haplar, yumurtalik kistlerinin tedavisinde sik
kullaniimaktadir. Patolojik olmadigi digiinilen,
genellikle gatlamamig yumurtalara bagh olan folikil
kistler ve fonksiyonel kistlerde tedavi amaciyla
dogum kontrol haplari kullanilir. Haplar
yumurtaliklarin galigmasini engelleyerek
yumurtiamay! baskiladiklar icin kistleri kiigltir. Bu
sayede olumiu sonuglar alinabilir ve yumurtalik
kistleri tedavi edilebilir,

Halk arasinda dogum kontrol haplarinin tiylenme
yaptidina dair yanhg bir inanig vardir. Oysa bugiin
tilylenme ve akne tedavisinde dogum kontrol haplari
kullaniimaktadir. Giniimizde bazi haplarin bu
konuda etkili olabildigi gorilmektedir.

Kadinlar arasinda sik gorilen fibrokistik hastalik ve
fibroadenom gibi iyi huylu meme hastaliklarinin
tedavisinde dogum kontrol haplarinin saglhkh
sonuglar verebildigi bir gergekir. Ayrica hap kullanan
kadinlarda bu hastaliklarin goriilme sikliginda da
azalma oldugu bilinmektedir. Dogum kontrol
haplarinin meme kanseri yaptigina dair varolan
inaniglar ise dogru degildir.

Dogum kontrol haplarinin PMS (premenstruel
ipan) et el :

PMS, adet 6ncesi yaganabilen gerginlik, sikinti,
viicutta sigkinlik, huy ve istah degisiklikleri gibi
sikayetleri kapsar. Giinimiizde kullanilan baz dogum
kontrol haplarinin, bu gikayetler iizerinde olumlu
etkileri gozlenebilmektedir.

Haplarin bu yararlan yeteri

Tiirkiye'de haplanin yararlari maalesef yeterince
bilinmemektedir. Oysa geligmis dlkelerdeki kadinlar
bu ek yararlarin farkinda olarak, bilingli bir ekilde
dogum kontrol hapi kullanmaktadir. Tarkiye Aile
Planlamasi Dernegi, yaptigi caligmalarla dogum
kontrol haplarinin yani sira tiim modern yontemlerin
bilingli bir gekilde kullaniimasini artirmay!
amaglamaktadir.

iliniyor mu?

Tirkiye Aile Planlamasi Dernegi Modern Korunma iletisim Hatlarn:
0312 439 13 54 » 0312 439 13 55 » 0312 439 13 56 » 0312 439 13 57 » 0312 439 1359 03124391575

tapd@tapd.org.tr  www.tapd.org.tr

Bu bir llande
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Saclar
dOQCIIIIk istiyor,
kuaforunuz de!

Saclar glizelligimizin en 6nemli aksesuvari. Ne yedigimiz, saghgimizi nasil etkiliyorsa, sagimiz i¢in
hangi triinleri kullandigimiz da sag saglk ve giizelligimizi o ydnde etkiliyor. Bu konunun profesyoneli,
her giin ellerinde ylizlerce sacla kuaférier. Peki sizin kuafériintiz saciniz icin hangi trlint éneriyor?

Cogu zaman kuaforimiziin sagimiz igin kullandigi
tiriinlere cok dikkat etmeyiz. Oysaki kuaférde boya,
kesim veya fon éncesinde sagimiza kullanilan Griinler
sagimizin saghgdi igin gok blylk 6nem tasir.

Bunun igin Matrix dogal bitkilerin glictinden ilham alarak
Biolage' yaratti. Profesyonel bir sag bakim markasi
olan Biolage bugtin segkin diinya kuaférlerinde salon
bakimi ve servislerinde en iyi hizmeti sunabilmek icin
kullaniiyor ve satiliyor. Biolage'in terapi anlayigi
sayesinde kuafériiniizde unutulmaz bir spa tecriibesi
yasayacaksiniz. Ayrica size 6nerilen terapi Uriinleri ile
bu etkiyi evinizde de devam ettirmek sizin elinizde.
Unutmayin, saginiz icin en dogru triini kuaférintz
bilir!

Doga,
bilim ve
salon uzmanhgi

Amerika salonlannin 1 numaral profesyonel sag bakim
Urind 1ge, dzenle segilmis bitkilerin gliclyle
saginizi besliyor, onariyor ve ona dogalligini yeniden
kazandinyor.

Matrix Arastirma ve Geligtirme Laboratuvar en son
teknolojiyle dogadan bitki 6zlerini 6zenle segctikten
sonra, yiksek performansl triinleri kuafériiniize
ulastinyor.

Uzman kuaforlerimizde dogal bakim seanslarindan
faydalanabilir, sonrasinda size énerilen Urlnler ile bu
profesyonel bakim etkisini evinizde de devam
ettirebilirsiniz

andir.

MATRIX

AMERIKA SALONLARINDA 1 NUMARA

Bu bir




Biolage icin
uzman kuaforunuz
ne diyor?

“Biolage salonuma ilk geldigi glinden beri
miisterilerimin vazgecilmezi haline geldi. Biolage
ile miisterilerimin saglarinin ihtiyaglarina yonelik
dogru goztimler dnerebiliyorum. Ancak dogal 6zler
tasiyan benzersiz formdilleri ve Urtin dokulari ile
kendini diger tim bakim markalanndan ayristiryor.

Ozellikle dogal triinlerin Gnem kazandidi son
glinlerde Biolage'in salon bakimlanni musterilerime
glivenle 6nerebiliyorum. Bakim sonrasinda
saglanindaki degisikligi aninda hisseden herkes
bu tiriinleri evinde de denemek istiyor.

MATRIX
=

Ol1g

Biolage ayrica uygun fiyat politikasi ve egsiz kokusu
ile de musterilerimin begenisini kazandi. Ozellikle

|
|
en son getirilen servis menl uygulamasi sayesinde |
birgok miisterim salon bakimi ile tanist.” {
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Dr.Saliha Guneri giizellik merkezinde

hayallerinize kavusmak ¢ok kolay.

Dr. Saliha Guineri, medikal estetik ve tiptaki son gelismeleri yakindan takip ederek, bilgi ve becerisini Etiler'deki mer
kezinde bizlerle paylagmaktadir. Dr. Saliha Glneri MLS, mezoterapi, cilt bakimi, incelme ve sikilasma programlari,
mezolifting, epilasyon ve masaj gibi birgok alanda profesyonel hizmet vermektedir.

Herkesin hayali olan fazla kilolardan kalici olarak Ugiincii basamakta ise pirtizsiizlestirme ve
kurtulmak artik mtimkiin. Dr.Saliha Gineri giizellik sekillendirme ile yag atilimini saglayan lenf
merkezinde uygulanan MLS ydntemi sayesinde drenaj islemi vardir.

diyetsiz,egzersizsiz ve acisiz fazla kilolardan
kurtulmak artik gok kolay. Zayiflamada yeni bir
dtnem baglatan MLS tamamen kisiye 6zel
uygulamasi ile konsept bir yontem.

Analiz sirasinda belirlenen ihtiyaca gore
elektroterapi, manyetoterapi hattaniyesi,
infraruj battaniyesi gibi islemler
uygulanir. Tiim bu iglemlerin uygulama
sikhig, sirasi ve ne kadar uygulanacagi
analiz esnasinda belirlenir.

Bu konsept 3 asamalidir. Birinci
asama analizdir. Bilgisayar destekli
essiz analiz cihazi ile Kisinin tiim

saglik hikayesi ve viicut dzellikleri
belirlenerek sadece o kisiye ait bir
program elde edilir.

MLS uygulamasi hem kalici sonug almak
isteyen hem de yogun is temposu nedeniyle sik
araliklarla bir merkeze gidemeyen kisilerde
kolaylikla uygulanabilen bir bakimdir.
ikinci asamada hiposmoler sivi
enjeksiyonu vardir.
Hipoosmoler sivi enjeksi-
yonu yapilan bolgedeki yag
hiicreleri erimeye
baslar ayni zamanda

Sonuclar daha hizli alinir, daha az
sayida ziyaret gerektirir ve ilk
uygulamadan sonra bile gozle
gdriilen sonuclar ortaya cikar.
Uygulama sonrasi giinliik hayata

zar yapllari hemen ddniiliir, 6zel bir bakim
bozulur.Zar yapis gerektirmez.

bozulan yag

hiicreleri hem MLS" in konsept yapisi sayesinde Kalici yag
igerigini kaybi ile beraber sikilasma, sarkik

bogatir hem bélgelerde toparlanma ve siliietteki
de bir daha yag diizelme islem sirasinda

depolayamaz hale gelir. ¢0zlime ulagtirilir

' Son olarak tiim
hanimlarin
kabusu olan seliilitin diizelmesi
MLS isleminin yan etkisidir.

Bu sayede kisa siirede sonug alindig
gibi alinan sonuclar kalici olacaktir.
ikinci asamanin son basamaiji ise
hipoosmoler sivi enjeksiyonundan
sonra, ¢alisilan hdlgeye ultrasound
uygulanmasidir.

Ultrasound zaten hasarlanmis yag
hiicreleri arasindaki baglarin
tamamen aciimasini ve zar
yapisinin tamamen bozulmasini
saglar.
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Medikal Estetik Merkezi
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NO Light yemenin 48 nedeni:

Light'in bi aw_ﬁ..:w,mmamno 48 kaloridir.
: yontinden zengin oldugundan sofradan
alkmanizi saglar. ¢
Fa, 96z doyurucu buylikligu, psikolojik
|k da doyurur; sofradan kalkarken
ckten tok hissedersiniz.

nilirdir; arkasinda 15 yillik UNO
yimiyatar. »

14.Yine kepek sayesinde kan seke
dengede tutar.

' 15. Posali olmasi nedeniyle sindi

16.Zengin Un'dan yapildig icin vitamin ve mineral
bakimindan zengindir.

.Zengin Un ayni zamanda enerji veri
1klik sistemini giiclendirir.
9. Kemik ve dislerin gelisim
. giclendirir.

20.Tat alma duyunuza des
boylece lezzeti daha fazla ke

'36.UNO Light, evinizdeki herkesi

38, Buzdolabinda giinlerce saklanabilir;

26.UNO Light'in 4,5 diliminde bulunan folik asit, 42. Sadece diyet donemlerinde degil, kiloy|
100 g cevizdekine es degerdedir. 2 korumak icin de keyifle tiiketilebilir.
27.UNO Light'ta ayrica bugdayin 6ziinden gelen 43. Toplam yarim kiloluk paketlerdedir, kolayc,
dogal cinko, B1, B2, niasin ve Bé vitaminleri bitmez.
am bulunur. . 44. Her yasa, kadin-erkek her biinyeye uygundur
28.Icerdigi lifler, bagirsak icindeki zararli 45,

. Pratiktir; paketten ciktigi gibi sofraya konur
maddelerin atilmasini saglar ve mide-bagirsak PR k.o i

kanser risklerini azaltmaya yardimei olur. 46. m@ .:.ml.._.«mummﬁraﬁ _u_m tamamlayicisidig
/ er yemegin yaninda iyi gider.
29.Diyet yaparken ekmek yemekten fedakarlik <,. ..n i il 3
yapmamanizi saglar; ekmek keyfinizi siirdiriir. 47. m@\_mxcwf —mcw:_. _”smpm»_.m. sandvice uygundur
olay dagilmaz, kirinti sacmaz.
30.UNO Light, en besleyici diyet karbonhidrat- o A
larindan biridir. 48. UNO Light, midenize oturmaz; sofradan toh

ama formda kalkmanizi saglar.
31.Tiim diinyada saglikli diyet igin tiiketimi

Baemoé!g:zgq&:g;gn <<;><.$xm,31.83
32.UNO Light, bir karbonhidrat olarak, L
saglikli sinir sisteminin gelismesine
ve korunmasina yardimct olur. . =
33.UNO Light gibi karbonhidratli gidalar,
kaslarin enerji kaynagdir; karbon-
hidratsiz diyetler, kaslarin zayiflamasina
ve kiiciilmesine sebep olur.

34.Ayrica UNO Light gibi karbon-
hidratli gidalar, metabolizmay:
hizlandirarak uzun dénemde kilo
vermeyi kolaylastirir, y

35. UNO Light, bir karbonhidrat
- olarak ginlik normal aktivitelerin
 strdiriilebilmesini saglar; yorgunluk
. Ve halsizlik hissinin ortadan kalkma-
' sina yardimei olur. ,

rahatlikla yiyebilecegi, lezzetli, besleyici
ve keyifli bir ekmektir.

37. Hijyenik kosullarda m.b. mmwamama tretilir.

buk bayatlamaz.

lilimlidir, her diliminin agirligi
orsiyon hatasina yer birakmaz, ,




RAMAZAN DONEMINDE BES

T

LENME REHBERI

T 3 _
sekilde degisir. Bu dénemde E&ﬁ AN DONEMINDE SAGLIKLI BESLENMEK SARTTIR.

S Ramazanda beslenme alskanlklon cidd
\ ) .uornmm&a:__o
. aylaninda yasanan giin boyunca su icemen
: angina gre vicut ofrlgnda

rda biyik bir giin, sahurda
Ashinda en dnemli fark yaz

lan arastirmalarda, ramazanin bo
gézlenen arhs, viicut suyundaki azal
yiizdesindeki arhs oldugunu ortaya ko
ayindaki degisen &§Un diizeni ve sacti
susuz birakmamak ve _wo_ sivi almak gok Sne lidir.

or. Bu nedenle ramazan
eniyle ilk haftalarda

lan bir arashrmada viicut su mikfaring

nda oldugu belirlenmis, svi alimindal
yol aghigr dustinGImistir. Bu nedenle 6zellikl
amazan siresince iftar sonras 63

Bu dénemde azalan 83un sayisi ile bireylerde az 6giine adaptasyonda
giluk yaratabilir ve bu sebeple cok besin tiketilir. iftar ve 2 adet kiigik
ara, sahur ile toplam 4 83in beslenmek en saghkli cézim. .

_ﬁsngrgea\&,sf{s;&%_ﬁ_sisé_éw
- gozim. iftar zamani mideye asin yiklenmemek yapilabilecek ik kural
 lmalidir. Oruc déneminde besinleri iyi signemek, olusabilecek hazmsizg
ortadan kaldirir. Bol svi alimi viicut su dengesinin korunmasina yardimer
olarak giin boyu aglik disinda olusabilecek yorgunlugun da olusmasini

~ engeller.

insiline bagimli olmayan seker v hipoglisemi hastalarinin tibbi beslenme
_ tedavilerinde éneri, 2.5-3 saat ara ile yukis distk beslenmedir. llag
saatleri ayarh olan seker, kalp, hipertansiyon ve mide hastalari uzun
siire a kaldiklarinda ilag tedavilerini de bozmus olacaklarindan dikkatli |
olmak gerekir. Ozellikle refli ve ilser hastalarinda uzun acliklar asiri
asit salgisina neden oldugundan, bol sivi almalari gerekir. _
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0 bir kasif mi
ya da ugsuz bucaksiz deniziere™
yelken acan bir maceraperest mi ?

Eger cocugunuz simdidern ke
denizlerin buylsine:
Yeni Nesil Oda:

hayallerine uygun b
araliyor, gocugunuz od:
yelken aglyor. Acele edip hemen bu takimi
alin, ne de olsa aglk denizler onu bekliyor.

Bir Dogtag 6ze! tasanmi

Dolap, caligma masas, karyola, karyola 6n
pargasi, komodin ve 6zel sandalyéli fakim e

Duman mege, kirm:z: ve lacivert renk
kombinasyonu o

Ki kapih dotap ve galigma nitas)
Karyola alti gekmecell dolap =

Dolap kapagjinda bul
kilit aksesuari

Iki pargadan olugan g

Karyoia tamamlayicist
kullanilabilen karyola.

Hazine sandigji for

Modulierde tasanma
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SINST DUSMAN:

HIPERTANSIYON

Yuksek kan basinci (hipertahsiyon) Turkiye'de her 3 yetiskinden 1°ini etkiliyor.

YUksek kan basinci (hipertansiyon) Tarkiye de

her 3 yetiskinden 1'ini etkiliyor. Hipertansiyonun

cesitli nedenleri var. Ancak belirtileri neredeyse
yok. Yuksek kan basinciyla yasayan insaniarin
% 60'I bundan habersiz.

Belirtilerin goralmemesi yuksek tansiyonunuz
olmadigr anlamina gelmiyor.Bu nedenle ona
“Sessiz Katil” de deniyor.

Amerikanin en basarili dogal ‘tedavi
uzmanlarindan Kardiolog Dr.Decker \Weiss
tansiyon ile iigili bakin hangi carpici agiklamalari

yapiyor.

Soru : Tansiyon nedir?

Tansiyon; kanin damar duvarlarini zorlamasidir.
Kalp kan pompaladiginda damar duvarlari
gerilir ve. meydana gelen bu basinca buytk
tansiyon( sistolik) denir.Kalp bosluklarinin kanla
dolmasi esnasinda meydana gelen basing ise
ktcuk tansiyon ( diastolik ) olarak tanimlanir.

Soru:Yuksek tansiyon degerleri ve
vicudumuzda olusturdugu
olumsuzluklar nelerdir?

Tansiyonunuz gun icinde bile degisim
gosterebilir Ancak strekli olarak120/80 mmHg
degerlerinin tzerinde bir tansiyonunuz varsa
kan basinciniz ile ilgili endise duymaniz ve en
kisa surede bir takim onlemler almaniz
gerekmektedir.

Tansiyonunuz ne kadar yuksekse damarlariniz
0 kadar zorlanir.Yuksek tansiyon damarlari
yillar icinde yavas yavas yipratir. Uzun dénemde
bu durum kalbimize, bobreklerimize, beynimize
ve daha bir cok organimiza ciddi zararlar verir.

y e
Hbre 1et, ersenbe , 3 roisan

Soru: Hipertansiyondan korunmak icin
neler yapabiliriz?

Daha aktif bir yasam tarzi, dizenli egzersiz ve
meyve sebze agirlikli bir beslenme ile 6zellikle
bel cevresi kilonuzu kontrol altinda tutmaniz,
eder iciyorsaniz sigarayi birakip alkol ve tuz
tuketiminizi siniflandirmaniz yaksek tansiyonia
savasinizda size onemli olcude destek
sunacakr. o

Soru: Yasam tarzi degisikliklerinin
disinda, tansiyonumuzu kontrol altinda
tutmanin dogal bir yolu var mi?
Doktorunuzun tavsiye edecedi yuksek tansiyon
ilaclarinin yani sira; dandellion, likopen, stevia,
zeytin yaprad) ekstresi ve hawthorn gibi essiz
bilesenleriyle dogal destek urinu olan BP-M
de tansiyonun dengelenmesine yardimci olur.

Bu birilandir. &

2005 . /Bofa s



Yasanmis Gercek Hikayeler

indirim Problemleri
Beni Rahatsiz Etmiyor!

Yemeklerden sonro siskinlik yasoyip hamile gibi mi gorinuyorsunuz? i
G finde sirakii goit va hozm sorunkon ot yosmorsunuz?

Gin icerisinde kendinizi yorgun ve enerjisiz mi hissodiyor sunuz?

Enerji seviyenizi arhrmak icin simhikla tath yeme isteginiz mi var?

Sindirim problemlerinden dolay mide agnlan mi yasiyorsunuz?

denge bozuklugu yagtyor olabilirsiniz. Detayl bilgiisin doktorunuza dansiniz.

== zel bir Gniversitede B?reﬁm gorevlisiyim;
gin boyunca derslerde ve kampus
icerisinde insanlar ile birlikte
bulundugumdan, dis gérinisimin iyi
olmasina, enerjik gérinmeye ve kendime
givenimin tam olmasina ézen gésteriyorum.
Ancak gin igerisinde karnimda siskinlik
oldugunda, kendimi hem yorgun hem de
rahatsiz hissediyorum. Buna ek olarak
midemden garip gurultular geldiginde,
huzursuz dersler geciriyordum. Yogun gecen
ginlerde de, enerji kazanmak icin kendimi
tathlar ile simartiyorum ancak fazla kalori
alip sismanlamaktan da korkuyorum. Hem
tutﬁ istegimi bastirip kilo almamak, hem de
eneriji seviyemi korumak istiyordum.

Sindirim ve Barsak Dengesinin Onemi

Universitedeki égretim Gyesi bir arkada-
simdan égrendim ki, viicudumuzda saghkl
bir barsak ve sindirim dengesinin olmasi
biyik dnem tasimaktaymis. Bana, kendisinin
de kullanmakta oldugu Dida irininG énerdi.

Siz de Ayni Sikintilart mi Yasiyorsunuz?
EVET HAYIR

Yukanidaki sorulardan 3 tanesine cevabiniz EVET ise, sindirim ve barsak

Ayfer Hanim aktif, hayat dolu bir yasam suruyor. Ozel bir
Universitede 6grenim gorevlisi, seyehat etmeyi, sinemaya gitmeyi,
alisverisi cok seviyor ve dis goéronusune dikkat ediyor.

Dida hakkindaki
gercekler...

Dida, iceriginde bulunan 10 dogal bitki
6z ile sindirim ve barsak dengesinin
korunmasinda yardimei olmaktaymis.
Ben de arkadasimin tavsiyesini dinleyip
Dida 6rinind kullanmaya basladim.

Her Giin Kendimi Rahat Hissediyorum

Gergekten de kullanmaya basladiktan
sonra hissettiklerime inanamadim.
Sindirim sistemimin rahatladigini,
siskinlik, gaz sitkintlarinin azaldigini
hissettim ve tatli yeme istegim bile azald.
Kendimi halsiz Kissetme igimin farkina
vardim. Dida'yr her gin dizenli
kullaniyorum ve artik her ginom rahat,
her giinim enerji dolu.

Dida™

dipuey uig ng

Tesekkirler




leri” olarak gérdiikleri
lanyla paylagti.

formlar yaratarak sizi
olata kitaplik ise, simetrisi

inliik bir koleksiyon istediler.
elsefesinin altinda yatan

1, tasanima duyduklan
lugiine kadar Joe Colombo,
hama ve Itamar Harari gibi

e sahip inlii tasanmcilarla

if sistemi, bir sandalye, bir
aburesi, bir tekerlekli Amerikan
na eleman tasanmu ilettim.
etriyle gogalan, kaynagan

lann icinden tiretimini
tirdikleri ZigZagisimli raf
[talya'da iretilecek ve 35 farkhi
k.

‘dogurganlik siirecidir.
icunu bilmedigi bir yarathalk
s hedefe odakh calismalanyla
'diyen Sanyer'in son

ne ve yenilikci kimlikleriyle
dytikilgi gorecege benziyor.
lebeyim’ diyecek kadar

vn, diinya platformlannda
nmlan, ‘diinya vatandagi’
irmadan tiretmeye devam

ir'i biz de yillarca aym zevk
redecegiz gibi goziikiiyor.

ok ozel bir ¥ e i
h Stillerde Banyolar”. Farkl -

rarasi markalardan secilen
legisken ihtiyaglara yonelik
tlerini tagiyan diizenleme-
akigisel tarzimiz yaratmak
re bir araya getirilmis.

Cioccolata
kitaphk

BUBIR ILANDIR —

Duvarlarinizdaki
Uyum.

Duvarlarinizin,
koltugunuzla, halinizla
ya da perdenizle ayni
renkte olmasini ister
misiniz? Cevabiniz
evetse, Filli Boya,

tam size gdre bir kolaylik
sunuyor. Simdi, hemen
her tiir zemindeki rengi,
sayisal degerlerle dlgen
ve boya kartelasindaki en
yakin rengi bulmanizi
saglayan harika bir {irtin
var: Filli Boya Renk Olger.

Filli Boya Renk Olger,
insan goziiniin
algilayabilecegi tiim
renklerin, eksiksiz ve
kesin tanimini
yapabilmek igin,

rengin bulundugu
noktanin aydinlik, renk
doygunlugu ve renk tonu
alanlari igindeki sayisal
degerlerinin bulunmasini
sagliyor.

Nasil Kullanilr?

Filli Boya Renk Olger'den
licretsiz olarak
yararlanabilirsiniz.
Yapmaniz gereken tek
sey, ColorExpress
Renklendirme Sistemi'ne
sahip bir Filli Boya
bayisine gitmek.

Filli Boya Renk Olger,
renk 6rnegi alinacak
yiizeye tutuldugunda,
yaklasik 2 saniyede,
Glgmek istediginiz rengin
tiim sayisal degerlerini
cikaniyor. Ustelik bu
sayisal degerler, 6000
farkli renk seceneginin
bulundugu ColorExpress
kartelasiyla eslestiriliyor,
sectiginiz renk, istediginiz
miktarda sizin igin ozel
olarak iretiliyor.
ColorExpress ile
ilgili detayli bilgi
icin 444 1 222'yi
arayabilir ya da

www filliboya com.tr

ve www.duvarinizdaki
renkler.com'u tiklayabilir;
renk segimi konusunda
Filli Boya Renklendirme
Merkezleri'ne

‘danigabilirsiniz.
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