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Abstract. The article examines the affective responses of selected groups of internet users to
native advertising. The aim of the study is to identify these responses and compare the evaluations
expressed by different user groups distinguished on the basis of psychographic criteria, namely
their fields of interest. Accordingly, three groups were identified: individuals oriented towards
marketing communication, public speaking, or legal issues. The empirical study was conducted
using an online survey focused on perceptions of various online and offline promotional tools, with
particular emphasis on the form and content of native advertising. The findings indicate that all
respondents disliked this advertising format. The Kruskal-Wallis ANOVA test revealed statistically
significant differences between the groups, while the analysis of the coefficient of variation demon-
strated consistency of assessments within each group. The results contribute to a deeper understanding
of audience responses to native advertising and may support the adjustment of marketing strategies
to users’ preferences and expectations.
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INTRODUCTION

The issue of potential audiences’ attitudes to native advertising appears to
be an important and timely cognitive problem. Native advertising is a modern
and innovative marketing communication tool, yet awareness of it among con-
sumers remains limited (Hiibner et al., 2025). Although interest in native ad-
vertising is increasing, research on audiences’ attitudes to it is still far from
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complete (Kumar, Srivastava, and Sivaramakrishnan, 2025). The attitudes of
audiences to native advertising may determine its popularity and effectiveness.
Examining them in the context of perceptions of other promotional tools aligns
with current research trends in contemporary marketing communication.
Native advertising is a subtle form of online advertising that integrates
seamlessly with the environment in which it appears (Harms et al., 2017). This
tool is designed to deliver an advertising message to the user while avoiding
the appearance of a typical advertisement and blending into the aesthetics of
the surrounding content (Sharethrough, 2015). The form of native advertising
varies depending on where it is displayed, but it most often takes the form of
an advertising tile consisting of a thumbnail, headline, and disclosure label.
An example of such a native advertising tile is presented in Figure 1. Despite
the term “advertising”, native advertising only partially resembles traditional
advertising. Its non-standard form incorporates elements of public relations,
product placement, and content marketing (Chlipata and Olchawa, 2021).

Figure 1. Sample native advertising widgets accompanying online editorial content

Swiat Reklama Ciekawostki

Napad na przyjaciela Nawalnego. Grzyb ucieka "gdzie pieprz Skandal w domu pogrzebowym.
Nowe informacje, Kreml rosnie”. Musisz to wiedziec... Sprawe badajg setki
odmawia komentarza funkcjonariuszy

Note. The widgets appeared alongside a piece of news at https://sport.interia.pl/pilka-nozna/ekstra
klasa/news-grosicki-uciszyl-stadion-lecha-riposta-w-drugiej-polowie-i-d,nld,22432741 (Interia Sport,
accessed 19.10.2025).

The article presents the results of a study on the attitudes of selected groups
of internet users towards native advertising, identified based on a psycho-
graphic criterion — their subject of interest. Due to the existing research gap,
the analysis focused primarily on affective attitudes and attitudes towards native
advertising in relation to other promotional tools. The aim of the study was to
identify attitudes towards native advertising and examine the consistency and
diversity of these attitudes among different groups of internet users.
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1. THE STATE OF RESEARCH
ON ATTITUDES TO NATIVE ADVERTISING

An analysis of the current state of research on attitudes to native advertising
shows that it primarily focuses on the three main components of attitudes dis-
cussed in the literature (Marody, 1976; Hogg and Vaughan, 2005): cognitive,
affective, and behavioral. Most existing studies concentrate on only one of
these components.

Research on attitudes to native advertising addresses various cognitive as-
pects, mainly related to the accurate identification of native advertising mes-
sages. The dominant issue directly influencing attitudes is the recognizability
and perception of native advertising, typically examined through surveys and
experimental studies. Empirical findings show that users often have difficulty
identifying native advertising and distinguishing it from journalistic content
(Cockrell, 2019; Hoofnagle and Meleshinsky, 2015; Lazuskas, 2015; Pasan-
daran and Mutmainnah, 2020; Wan, 2024). Only 7-10% of internet users cor-
rectly identify native content as advertising (Amazeen and Muddiman, 2018;
Amazeen and Wojdynski, 2018). Moreover, native advertising is harder to re-
cognize than the banner ads from which it evolved (Tutaj and van Reijmersdal,
2012; Howe and Teufel, 2014). The format is also only marginally identifiable
among Polish internet users (Chrachol-Barczyk, 2018). In the context of native
advertising perception, the role of advertising labels is frequently emphasized,
as clearer labeling contributes to improved recognition of native messages
(Contently, 2016; Evans et al., 2017; Lim et al., 2021).

According to the Persuasion Knowledge Model, awareness of the commercial
nature of a message is key to shaping attitudes to advertising (Friestad and Wright,
1994). Failure to recognize native advertising as such leads to negative attitudes
to both the publisher and the advertiser (Contently, 2015; Wojdynski and Evans,
2016; Wojdynski, 2016; Stallone, 2020). Users tend to interpret the inability
to recognize native advertising as a deliberate attempt at manipulation (Soontae
et al., 2019), which negatively affects purchase intentions (van Reijmersdal et al.,
2016; Evans et al., 2017; Zhou and Xue, 2019; Soontae et al., 2019). Con-
versely, greater recognition mitigates negative attitudes to this advertising for-
mat (Campbell and Evans, 2018), and native ads that are clearly labelled are
evaluated more positively by users (Amazeen and Wojdynski, 2018).

In the context of attitudes toward native advertising, researchers often ex-
amine the perceived credibility of the message, which is shaped by the level
of trust in both the brand and the website on which the message appears
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(Huang et al., 2016; Contently, 2016; Lacko, Machackova, and Slavik, 2024).
However, brand credibility can be undermined by insufficient disclosure of
the advertising nature of native content (Hwang and Jeong, 2018). Compared
to traditional forms of advertising, native advertising tends to inspire lower
levels of trust (O’Neil and Eisenmann, 2017). Nevertheless, a specific type of
native advertising that directs users to a page within the publisher’s domain
(endemic native ads) tends to be perceived as more trustworthy (Zhou and Xue,
2019). At the same time, native advertising is often perceived as unreliable
among teenagers (Zimand-Sheiner et al., 2019).

Studies on attitudes to native advertising often take into account viewers’
associations with this advertising format. Respondents describe native adver-
tising as convenient, intriguing, and non-aggressive, yet at the same time mis-
leading, annoying, and time-consuming (Kip and Unsal, 2019). Although users
express aversion towards such content, they also recognize that publishers rely
on it to generate revenue that lets them publish information free of charge
(Newman et al., 2015). Young internet users in Poland associate native adver-
tising with intrusive and biased messages, interaction with which may result
in their computers becoming infected with viruses (Chrachol-Barczyk, 2018).

Attitudes and positive associations depend on the type of content used —
users prefer informational rather than entertaining content, especially when it
concerns useful products (Mikyoung et al., 2019). Attitudes to native adver-
tising may also depend on the product’s industry sector (Trbusi¢, Males, and
Siki¢, 2024). Favorable associations, enhanced credibility, and stronger enga-
gement with native advertising are additionally influenced by its alignment
with the context of the webpage on which it appears, as well as by the needs
of the audience (IAB and Edelman Berland, 2014; Lee et al., 2016; Sweetser
et al., 2016; Huang and Yoon, 2021).

A review of existing research on attitudes to native advertising shows that
most studies emphasize cognitive and behavioural components. Examining all
aspects of native advertising comprehensively would certainly enhance the
exploration of audience responses; however, it is a highly complex task and re-
quires substantial resources. In the absence of comprehensive studies on attitudes
to native advertising, it is therefore reasonable to focus on an area that clearly
constitutes a research gap — namely, affective attitudes to this promotional tool.

An assessment of the current state of research in native advertising makes
it possible to identify key areas of scholarly interest, including studies focused
on the effectiveness of native advertising, audience recognition of such messages,
and issues related to message credibility. Given the specific nature of native
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advertising, ethical considerations represent an important topic addressed by many
researchers. Nevertheless, the credibility of native advertising should also be
examined within a broader comparative context by contrasting it with other
promotional tools — an aspect that is nonetheless still underexplored in the literature.

2. DESIGN OF THIS STUDY ON AFFECTIVE ATTITUDES
TO NATIVE ADVERTISING

The subject of this study on attitudes to native advertising was the recipients’
emotional attitudes and attitudes to this and other promotional tools. Our re-
search concerned both declarative and actual attitudes, manifested in responses
to specific native advertising messages. We conducted an online survey, which
was the optimal choice, as the internet is precisely the vehicle of such advertising.
The online survey made it possible to reach selected groups of respondents
with diverse interest profiles. Three groups of internet users were selected for
the study, and contact was initiated through private messages sent via the
LinkedIn social network. The groups included professionals focused on mar-
keting-related topics, public speakers, and lawyers. A limitation of the sam-
pling strategy was that it focused on recipients of native advertising who use
LinkedIn; however, this approach made it possible to assemble relatively
homogeneous groups of respondents within each category and to obtain sample
sizes sufficient for conducting statistical analysis.

The “marketers” group (n = 170) consisted of individuals interested in mar-
keting issues, particularly marketing communication. The majority of respon-
dents were women (64%). Most of them had higher education (91%) and lived
in cities with a population of over 100,000 (83%). In terms of professional
status, most respondents were actively employed (76%), and an additional
18% combined work with studies. When assessing their economic situation, most
respondents described it as good or very good (a total of 83.5%).

The “public speakers” group (n = 130) included individuals interested in
public speaking, as evidenced by their membership in Toastmasters Interna-
tional. In this group, 53% of respondents were men and the majority had
higher education (85%), lived in cities with more than 100,000 inhabitants
(88%), 76% declared active employment, and about three quarters rated their
economic situation as good or very good.

The “lawyers” group (n = 145) consisted of individuals working as lawyers
or attorneys, or preparing to pursue such a profession. The group had an even
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gender distribution. Notably, 84% of respondents were employed, and all had
higher education. In addition, the vast majority (83.4%) lived in large cities
with more than 100,000 inhabitants, and over 80% described their economic
situation as good or very good.

The analysis focused on the dimension, diversity, and consistency of atti-
tudes among specific recipient groups — marketers, speakers, and lawyers —
expressed through the research questions and hypotheses.

Our study sought to answer the following research questions:

Q1. What is the dominant attitude of different groups of internet users to
native advertising: positive, negative, or neutral?

Q2. How do marketers, speakers, and lawyers perceive native advertising
in comparison to other offline and online promotional tools?

Q3. What factors determine the positive or negative perception of native
advertising among recipients?

Q4. To what extent are opinions on native advertising within each recipient
group homogeneous?

Q5. Are the opinions of individual recipient groups regarding native adver-
tising diverse?

We put forward the following hypotheses:

H1. Negative attitudes to native advertising prevail over positive ones in
all audience groups: marketers, speakers, and lawyers.

H2. The attitudes of the surveyed audience groups to native advertising
differ greatly, and these differences are statistically significant.

H3. Attitudes to native advertising within individual groups of marketers,
speakers, and lawyers are internally consistent.

The research questionnaire mainly covered the affective dimension of atti-
tudes. We assumed that respondents might have little knowledge of native
advertising, so at the beginning, they were explained how this tool is defined
and relevant examples were presented. This ensured that all respondents revealed
their attitudes to the same subject. The survey questionnaire focused on attitudes
to various online and offline communication tools, including native advertising.
Next, the participants were asked to evaluate native advertising depending on
its placement in various media. The next step was to examine preferences for
native advertising in the context of specific product categories. In addition,
participants were asked to respond to statements about the ethical aspects of
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native advertising and to take a position on their perception of four sample
advertisements with different promotional content.

3. ATTITUDES OF INTERNET USERS TO NATIVE ADVERTISING
IN LIGHT OF RESEARCH RESULTS

Tables 1, 5, 6, and 8 present the distribution of attitudes to native advertising
among the surveyed groups of internet users — marketers, public speakers, and
lawyers. The declared attitudes were examined for overall perception of native
advertising, opinions on its credibility and reliability, and responses to selected
native advertising content.

Table 1 illustrates the general attitude to native advertising, Table 5 pre-
sents opinions on its credibility and reliability, Table 6 shows respondents’
attitudes to specific native advertising messages, and Table 8 presents attitudes
to native advertising in the context of declared attitudes to other offline and
online promotional tools.

Table 1. Attitudes to native advertising:
distribution of respondents’ declarations

Attitude Isltergo";ig\lzz Negative Neutral Positive it(j;):tlfvlz
Marketers 15.9 26.5 28.8 224 6.4
Public speakers 16.9 30 44.6 7.7 0.8
Lawyers 28.7 35.6 315 35 0.7

In each group, negative attitudes to native advertising prevail over positive
ones. A comparison of strongly negative and negative attitudes with somewhat
and strongly positive attitudes shows that over 40% of marketers expressed
a negative attitude to native advertising, while one in three expressed a positive
attitude. The differences are even greater in the subsequent groups: nearly half
of the speakers and over 60% of the lawyers expressed a negative attitude, while
one in ten speakers and one in twenty lawyers reported a positive attitude.

The proportions of positive and negative attitudes in individual groups can
be interpreted in terms of the specific nature of each profession. For marketers,
native advertising is a communication tool, whereas for lawyers, the norms and
regulations governing the functioning of this tool are paramount. Marketers
with experience in native advertising treat it as one of the essential instruments
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of modern promotion and therefore express a more positive attitude toward it
than speakers and lawyers.

The lawyers’ most critical stance can be explained by ethical concerns related
to the use of a promotional form that mimics the sender’s style and blends into
the contextual message. Properly labelling content as advertising and distin-
guishing it from informational material is an important aspect of legislative
regulations.

The distribution of attitudes indicates differences among the surveyed groups;
however, the question of the statistical significance of these differences was
raised. To address this, the samples were tested for normal distribution (Table 2).

Table 2. Results of Shapiro—Wilk test

Group n w p
Marketers 170 0.911981 0.0000
Public speakers 130 0.854030 0.0000
Lawyers 143 0.855919 0.0000

The Shapiro—Wilk test was used to assess the normality of data distribution.
The results indicated that the data in each group deviated significantly from
normality (p <.05). Therefore, the Kruskal-Wallis test was applied to examine
the significance of differences in attitudes (Table 3). The test results revealed that
at least one group differed significantly from at least one other group (p <.001),
so a post hoc analysis was subsequently conducted (Table 4).

Table 3. Results of Kruskal-Wallis ANOVA by ranks test

Group n Sum of ranks Mean rank
Marketers 170 43382.5 222.1912
Public speakers 130 28673.5 210.5654
Lawyers 143 26290.0 183.8462

Table 4. Kruskal-Wallis ANOVA by ranks: post hoc test

Group Marketers Public Speakers Lawyers
Marketers — 0.060811 0.000003
Public speakers 0.060811 — 0.053838
Lawyers 0.000003 0.053838 —
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The analysis revealed statistically significant differences between marketers
and lawyers. The test results provided support for Hypothesis 2, which assumes
that the attitudes of the surveyed groups to native advertising vary significantly.

Table 5. Opinions on native advertising — distribution of responses

with et | e | DRoee | O e | e | e

Marketers

a 8.2 20.6 5.9 435 21.8

b 253 382 24.1 11.2 1.2

c 4.1 18.3 29.4 329 153

d 4.1 19.4 27.1 359 13.5

Public speakers

a 0.8 7.7 11.5 50.8 29.2

b 223 40.0 33.1 4.6 —

c 0.8 9.2 223 40.8 26.9

d 23 3.8 37.7 36.2 20.0
Lawyers

a 5.6 15.4 2.8 48.9 273

b 329 37.7 23.8 5.6 —

c 7.7 9.8 30.8 322 19.5

d 5.6 9.8 244 39.9 20.3

Note. a = native advertising is easy to confuse with an editorial (non-sponsored) press article;
b = native advertising generally provides reliable information about a product/service; ¢ = native
advertising uses overly shocking phrasing; d = native advertising is misleading.

The distribution of opinions on native advertising presented in Table 5 in-
dicated predominantly negative attitudes across all surveyed groups. Most of
the marketers (over 65%), the speakers (80%) and the lawyers (over 76%)
agreed that native advertising can easily be mistaken for a real (non-sponsored)
article. In every group, the majority of respondents agreed with the statement
that native advertising uses excessive language. Nearly half of the marketers,
more than half of the speakers and over 60% of the lawyers agreed that native
advertising is misleading.
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In all groups, most respondents disagreed (strongly or somewhat) with the
statement that native advertising generally provides reliable information about
a product or service. For the marketers, this proportion was nearly 64%, 62%
among speakers and nearly 72% among lawyers.

Table 6. Respondents’ attitude to selected native advertising messages

N v | Sty | e | N e [ e | St

Marketers

a 85.1 12.5 2.4 0

b 75 18.4 6 0.6

c 69.6 16.1 10.1 4.2 0

d 63.1 214 10.7 4.2 0.6
Public speakers

a 823 139 3.8 0 0

b 70 23.1 54 1.5 0

c 47.7 28.5 20.8 3 0

d 41.5 23.1 28.5 6.9 0
Lawyers

a 76.2 17.5 5.6 0 0.7

b 72.7 18.9 7 1.4

c 58 259 15.4 0.7

d 57.3 23.8 17.5 1.4

= T g = =

@9 e 3

/é =3 )m(:‘ "\: h
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Table 6 shows how respondents reacted to four examples of native advertising.
Each message differed mainly in the way it was written. Messages A and B were
sensational and rather implausible — their promises were exaggerated and, from
an ethical and a legal point of view, difficult to justify. Messages C and D, on
the other hand, did not raise such concerns or include misleading or unrealistic
claims. Across all groups, most respondents viewed the messages negatively,
though the level of criticism was not the same in every case. The strongest
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disapproval concerned messages A and B — they were more shocking and
unreliable. This suggests that respondents were able to recognize and react to
exaggerated or manipulative content.

As shown in Table 7, the evaluations of messages A and B were quite similar
across the different groups, with no statistically significant differences. Variations
appeared only for messages C and D. These two were less clear-cut, leaving
more room for individual interpretation, and people’s sensitivity to ethical or
social aspects of the content seemed to differ.

Table 7. Differences in assessments of native advertising messages:
summary results of Kruskal-Wallis test

Message Differences between groups Significant differences (post hoc test)
a NO (p =.1150) —
b NO (p = .8185) —
c YES (p =.0016) marketers # public speakers
d YES (p =.0001) marketers # public T:fvi,lzr:; public speakers #

Respondents interested in marketing communications expressed the most
negative attitudes towards native advertising messages. However, this may in-
dicate an ability to distinguish manipulation in messaging and an aversion to
such practices.

A summary of the data presented so far shows the attitudes towards native
advertising. Both general statements (Table 1), opinions on native advertising
(Table 5), and respondents’ attitudes towards native advertising messages (Table 6)
support Hypothesis 1, which states that negative attitudes to native advertising
prevail over positive attitudes in all three groups. This was the case for the general
attitude and all statements about native advertising. In each group, negative
assessments prevail over positive ones, and the proportion of negative assessments
increases with unethical messages.

Attitudes toward native advertising were compared with attitudes toward
selected offline and online tools (Table 8). Because each group of internet
users had different levels of knowledge and experience with promotional tools,
these tools were presented in a simplified, descriptive manner to evoke clear
associations with each tool.



PAWEL CHLIPALA, TOMASZ OLCHAWA

Table 8. Attitudes towards native advertising in the context of selected
offline and online promotion tools

Indicator|a‘b|c‘d‘e‘f|g|h‘i‘j|k|1|m

Marketers

Mean | 2.82 | 2.72 | 3.10 | 346 | 2.87 | 3.85 | 2.77 | 3.15 | 3.00 | 2.98 | 2.77 | 2.99 | 2.65

Me 3 3 3 4 3 4 3 3 3 3 3 3 3

SD 094 | 092 | 099 | 1.07 | 098 | 1.00 | 1.17 | 1.05 | 0.99 | 1.16 | 1.16 | 0.99 | 1.20

VR [ 33.2233.66 | 31.90 | 30.83 | 34.02 | 25.83 | 42.11 | 33.45 | 33.04 | 39.02 | 41.74 | 33.20 | 45.28

Public speakers

Mean | 2.02 | 243 | 245 | 2.85 | 2.63 | 408 | 1.94 | 2.45 | 2.11 | 2.70 | 242 | 2.62 | 1.77

Me 2 2 2 3 3 4 2 2 2 3 3 3 1

SD 094 | 1.02 | 1.14 | 1.19 | 095 | 1.06 | 1.07 | 0.95 | 1.09 | 1.09 | 0.89 | 1.06 | 1.08

VR | 46.45|42.03 | 46.42 | 41.62 | 36.20 | 25.90 | 55.15 | 38.83 | 51.70 | 40.24 | 36.64 | 40.68 | 60.94

Lawyers

Mean | 242 | 240 | 241 | 3.17 | 2.71 | 3.63 | 229 | 233 | 2.24 | 250 | 2.13 | 245 | 1.99

Me 2 2 2 3 3 4 2 2 2 3 2 2 2

SD 091 | 1.01 | 1.00 | 1.15 | 1.01 | 1.07 | 1.16 | 0.96 | 0.94 | 1.03 | 0.90 | 0.95 | 0.96

VR | 37.81|42.02 | 41.25 | 36.32 | 37.42 | 29.55 | 50.65 | 41.33 | 42.04 | 41.02 | 42.10 | 39.00 | 48.54

Note. a= TV commercials; b = sponsored articles in the press; ¢ = product placement in movies and
series; d = sponsorship of athletes, actors, popular figures who become brand ambassadors; ¢ = radio
advertising; f = sales promotion — freebies, samples, increasing offer value (e.g. buy two, get the third
half price); g = outdoor advertising (billboards, banners, posters); h = sponsored links in search
engines; i = banner ads (small, clickable image with short text promoting a product); j = paid
collaboration with influencers (e.g. on Instagram); k = native advertising; 1 = sponsored articles on
portals/blogs; m = video ads (e.g. on YouTube).

Among the surveyed groups of internet users, the majority of respondents
reported negative attitudes to native advertising and many other promotional
tools. Strongly negative and negative evaluations prevailed for almost all
online tools, and for numerous offline tools as well. Exceptions were classic
sales promotions (all groups) and sponsorship (marketers and lawyers). The
marketers were more likely to respond positively to product placement in films
and sponsored search engine links.

The predominance of positive attitudes to sales promotions may reflect the
added value they provide in online buying. Sponsorship, as a subtler and less
direct form of promotion, also seems to be appreciated. Overall, negative attitudes
to promotional tools are unsurprising, as they are often intrusive and disrupt
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the reception of content, especially in social media. No significant differences were
noted between attitudes to native advertising and other forms of online promotion.

Although native advertising is more contextual and less intrusive than other
tools, this does not seem to affect audience attitudes. This may be due to re-
spondents’ limited knowledge of native advertising and the nature of the content,
which often addresses topics with negative connotations, such as overweight,
diseases, or skin aging.

Examining data distributions, means, and medians provides a general overview,
but it is also important to consider the homogeneity of respondents’ attitudes.
Hypothesis 3 proposed that attitudes to native advertising within each group
(marketers, speakers, and lawyers) would be homogeneous. Using the coefficient
of variation, it was found that variability exceeded 40% among the marketers
and lawyers, which is considered high. Among the speakers, variability was
nearly 37%, interpreted as moderate. These results do not support Hypothesis 3,
which shows that attitudes to native advertising are not consistent.

High variability was also observed in the marketers’ attitudes to outdoor
and video advertising. Nevertheless, their responses to most promotional tools
were more consistent than those of the other groups. This is noteworthy
because native advertising is particularly controversial among people who
have the most experience of this promotional tool.

CONCLUSIONS

In addressing the research questions and hypotheses, our findings point to
a predominance of negative attitudes towards native advertising over neutral
and positive evaluations. However, internet users do not have uniformly neg-
ative attitudes, as respondents’ evaluations differ significantly across the three
audience groups. Responses within each group are consistent, suggesting that
perceptions of native advertising are shaped not only by message form and struc-
ture (with ethically noncompliant native ads being perceived more negatively),
but also by professional roles, interests, and possibly other psychographic
variables. These issues warrant further investigation. Future studies could examine
consumer responses to native advertising and other promotional tools based
on actual rather than declarative message evaluations, for example through the
use of projective techniques.

The results of this study should be interpreted in the context of prior research
on native advertising. The present findings indicate generally negative attitudes
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toward native advertising, similar to those observed for other forms of online and
offline promotion. Comparable perceptions of native and banner advertising
were reported by Kim et al. (2018), while other studies suggest that native for-
mats are received more favourably than display or video advertising (IPG Lab
and Sharethrough, 2013; IAB and Edelman Berland, 2014; Kantar Millward
Brown, 2017).

The negative evaluations identified in this study — regarding misleading
and sensational content as well as overall message credibility — are consistent
with previous findings. Research by Revel et al. (2021) demonstrated that
clickbait-style native content is perceived as unfavorable, unreliable, and mis-
leading, while Harms (2019) similarly reported generally negative perceptions
of native advertising among internet users.

The study also offers practical implications for the use of native advertising.
Message content and form should be tailored to the preferences and perceptual
capabilities of target audiences, and differentiated based on prior audience
research. Transparency and compliance with ethical standards are essential
conditions for message senders. While aggressive content may increase short-
term effectiveness, it can have negative long-term consequences for brand
image and corporate reputation and does not support socially responsible
communication. An important task for advertisers and creators of native
advertising is consumer education aimed at improving the ability to identify
native advertising.
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POSTAWY INTERNAUTOW WOBEC REKLAMY NATYWNEJ
— WYNIKI BADAN POROWNAWCZYCH

Streszczenie

Artykut koncentruje si¢ na problematyce afektywnych postaw wybranych grup internautéw
wobec reklamy natywnej. Celem artykutu jest identyfikacja postaw wobec reklamy natywnej oraz
zréznicowania ocen poszczegdlnych grup internautéw. Do badan wyodrebniono trzy grupy inter-
nautoéw, skupionych wokot tresci zwigzanych z marketingiem, wystapieniami publicznymi i pro-
blematyka prawnicza. Badanie zostalo przeprowadzone za pomocg ankiety internetowej i obejmo-
wato identyfikacje¢ postaw respondentdw wobec réznych narzedzi promocji uzywanych online
i offline, ze szczegdlnym uwzglednieniem stosunku badanych do formy i tresci reklam natywnych.

Wyniki badan wykazaty, ze wszystkie grupy internautow wykazaty nieche¢ do reklamy natywne;j.
Test ANOVA rang Kruskala—Wallisa wykazat, ze wystepuja istotne statystycznie réznice grup od-
biorcéw w wyrazanym stosunku do reklamy natywnej. Analiza wspolczynnika zmiennosci wykazata
niejednorodno$¢ ocen kazdej z badanych grup odbiorcow. Wnioski z badan moga przyczynic si¢
do lepszego zrozumienia postaw konsumentéw wobec reklamy natywnej oraz dostosowania strategii
marketingowych do ich preferencji i oczekiwan.

Stowa kluczowe: reklama natywna; percepcja reklamy natywnej; postawy wobec reklamy natywnej



