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Abstract

Advertising journalism is a form of journalism that is designed to promote a product or service, rather than to provide objective news reporting. It is
a type of marketing communication that aims to influence the audience’s perception of a brand or product. Advertising journalism can take many
forms, from sponsored content to native advertising, and is often used by companies to reach new customers and build their brand. However, this
type of journalism has been the subject of much criticism, with some arguing that it blurs the line between editorial content and advertising, and

can mislead consumers.
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Introduction

Advertising journalism has been around for centuries, in various forms. In
the 17th century, newspapers in Europe and North America began publishing
advertisements for goods and services alongside their news stories. These
advertisements were often written in a news style, with the aim of attracting
readers’ attention and persuading them to purchase the advertised products.
In the 19th and early 20th centuries, advertising journalism became more
sophisticated, with companies employing journalists to create promotional
content. One of the most famous examples of this was the “advertorial”, which
was a feature article that appeared in a newspaper or magazine, but was
written and paid for by a company. Advertorials were designed to look like
regular news stories, but were actually advertisements in disguise [1].

Literature Review

Advertising journalism has evolved further, with the rise of digital media
and social networks. Companies can now create content in a variety of
formats, from blog posts and videos to podcasts and social media posts. This
content can be sponsored, meaning that the company pays to have it featured
on a website or social network, or it can be native, meaning that it is created by
the company but looks like regular editorial content.

There are many different types of advertising journalism, each with its
own strengths and weaknesses. Some of the most common types include:
Sponsored content is content that is created by a company and paid for by
that company to be featured on a website or social network. The content is
often written by professional journalists, but it is designed to promote the
company’s products or services. Sponsored content is sometimes labeled as
such, but it can also be difficult to distinguish from regular editorial content.
Native advertising is content that is created by a company, but is designed to
look like regular editorial content. Native ads are often featured on websites
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or social networks, and can be difficult to distinguish from regular content.
Native advertising can be effective because it is less intrusive than traditional
advertising, but it can also be misleading if it is not clearly labeled as an
advertisement [2].

Discussion

Influencer marketing is a type of advertising journalism that involves
partnering with social media influencers to promote a product or service.
Influencers are people with large social media followings, who are seen as
authoritative or influential in a particular niche. Companies pay influencers
to create content that promotes their products, such as sponsored posts or
videos. Branded content is content that is created by a company, but is not
directly promotional. Branded content can take many forms, from blog posts
and videos to podcasts and social media posts. The goal of branded content
is to build brand awareness and engage with customers, rather than to sell a
specific product. Product placement is a type of advertising journalism that
involves featuring a product or service in a TV show, movie, or other type
of media. Product placement can be effective because it reaches a large
audience and can make the product seem more desirable. However, it can
also be seen as intrusive or manipulative [3,4].

Advertising journalism has been the subject of much criticism, with some
arguing that it blurs the line between editorial content. Advertising journalism is
a type of journalism that is focused on promoting products or services, rather
than providing objective news reporting. This type of journalism has been
criticized by many for its potential to mislead consumers, erode journalistic
integrity, and blur the lines between advertising and editorial content. In this
article, we will explore some of the key criticisms of advertising journalism, and
their implications for the media industry and society as a whole. Misleading
Content is one of the main criticisms of advertising journalism is that it can be
misleading to consumers. Sponsored content and native advertising are often
designed to look like regular editorial content, making it difficult for readers to
distinguish between the two. This can lead to consumers believing that the
content is unbiased and objective, when in fact it is promoting a particular
product or service. This can be particularly problematic when it comes to
health and wellness content, as misleading information can have serious
consequences for people’s health [5].

Another criticism of advertising journalism is that it can erode journalistic
integrity and raise ethical concerns. Journalists are expected to report the
news objectively, without bias or the influence of outside interests. However,
when journalists are paid to create content that promotes a particular product
or service, it can undermine their credibility and independence. This can also
be seen as a conflict of interest, as journalists may be more likely to report
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favorably on companies that they have a financial relationship with. Advertising
journalism can also undermine trust in the media as a whole. When readers
are unable to distinguish between editorial content and advertising, it can lead
to a lack of trust in the media and the information it provides. This is particularly
problematic at a time when trust in the media is already low, with many people
turning to alternative sources of information such as social media [6].

Diminished Quality of another criticism of advertising journalism is that
it can lead to a decline in the quality of journalism. When journalists are paid
to create content that promotes a particular product or service, it can distract
from their core mission of providing objective news reporting. This can lead to
a focus on clickbait headlines and sensationalist content, rather than in-depth
reporting and analysis. Decline in Advertising Revenue, while advertising
journalism can be profitable for media companies, it can also lead to a decline
in traditional advertising revenue. As more companies shift their advertising
dollars to sponsored content and native advertising, traditional forms of
advertising such as banner ads and print ads may become less effective. This
can lead to a decline in revenue for media companies, which may in turn lead
to a decline in the quality of journalism they are able to provide [7].

Decrease in Editorial Independence, another concern of advertising
journalism is that it can limit the independence of editorial content. Media
companies may be more likely to report favorably on companies that advertise
with them, or to avoid reporting on stories that may be controversial or damaging
to advertisers. This can limit the range of viewpoints and perspectives that
are presented in the media, and can lead to a homogenization of content.
Finally, advertising journalism can be seen as a threat to democracy. A free
and independent press is a cornerstone of democratic societies, providing
citizens with the information they need to make informed decisions. However,
when media companies prioritize advertising revenue over their core mission
of providing objective news reporting, it can undermine this crucial role of the
media in a democracy. This can have serious implications for the functioning
of democratic societies, and for the ability of citizens to hold those in power
accountable [8-10].

Conclusion

Advertising journalism is a complex and controversial aspect of the media
landscape. While it has its benefits, such as providing new revenue streams
for struggling news organizations, it also presents a number of challenges
and ethical concerns that must be carefully considered. Critics argue that
advertising journalism blurs the line between editorial and advertising content,
undermines journalistic standards and credibility, and threatens the quality and
independence of news coverage. These concerns must be taken seriously,
and media organizations must work to ensure that their advertising practices
are transparent, ethical, and in line with journalistic principles. At the same
time, advertising journalism is a reality that cannot be ignored. As traditional
revenue models for journalism continue to erode, media organizations must
explore new ways to sustain their operations. By engaging in open and honest
dialogue with audiences and stakeholders, media organizations can develop
advertising strategies that support their journalism while maintaining their
commitment to the public interest.
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