
Published By: Fifth Dimension Research Publication            www.fdrpjournals.org/                                             75 | P a g e  

 

 

 

International Journal of Innovative Research in Engineering 
Volume 7, Issue 5 (September - October 2026), PP: 75-79. 
https://www.doi.org/10.59256/ijire.20260705010 
www.theijire.com                                                            ISSN No: 2582-8746 

Advertising in Digital Journalism: Effects on News 
Credibility and Consumer Perception 
 
Dr.Y.V.Kulkarni 
Senior journalist and Visiting professor, Karnataka, India. 

 
How to cite this paper:  
Dr.Y.V.Kulkarni, “Advertising in Digital 
Journalism: Effects on News Credibility and 

Consumer Perception”, JIRE-V7I5-75-79.  

 
Copyright © 2026 
by author(s) and 
Fifth Dimension 

Research 
Publication. This work is licensed under the 
Creative Commons Attribution International 

License (CC BY 4.0). 
http://creativecommons.org/licenses/by/4.0/ 

 

 

 

Abstract: This study explores the intersection of advertising in digital journalism and its 
impact on news credibility and consumer perception. With the growing prevalence of digital 
media, advertising has become an essential revenue stream for online news outlets. However, 
this shift raises concerns about the potential compromise of journalistic integrity. The research 
examines how the integration of advertisements within digital news content affects the 

perceived credibility of news sources and influences consumer trust. Through a combination 
of content analysis, surveys, and interviews, the study reveals that while advertisements provide 
financial support, they also have a significant effect on readers' ability to distinguish between 
editorial content and promotional material. The findings highlight the ethical challenges faced 
by digital journalists in maintaining credibility while navigating the pressures of monetization. 
Ultimately, the study calls for a balance between advertising revenue and editorial 
independence to preserve the trustworthiness of digital journalism. 
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I.INTRODUCTION 

In today's digital world, journalism is plagued by several challenges, especially the increased reliance on advertising 

funding to keep online news sources running. With the traditional sources of funding for print media dwindling, digital media 

have resorted to advertising as the main source of funding. This move has brought with it sophisticated ethical issues of 

compromising journalistic integrity. The growing prevalence of advertisements inserted in news content creates questions 

regarding consumers' perceptions of the credibility of news and whether they can differentiate between editorial content and 

sponsored content. 

Digital advertising is not only a money-making device; it also has the key function of setting the tone for how 

information is displayed and consumed. Media companies are coming under greater pressure to secure advertising revenue, 

and this has the potential to impact editorial decisions and the organization of content. This has resulted in the convergence 
of objective journalism and advertising content, which could influence the consumption of information and perception of 

credibility of the news. 

The impact of advertising on news content and public perception is one that has gained much attention in recent 

years. As advertisers have become more savvy at reaching niche audiences, the ethical concern is how advertising is affecting 

journalistic quality. Is revenue chasing compromising the integrity and quality of the news, or are media outlets able to 

effectively balance advertising with maintaining credibility? 

This paper seeks to examine the impact of advertising on news credibility and consumer perception, with an 

emphasis on how the integration of advertisements with journalistic content can influence public trust. Through an 

examination of these dynamics, the study offers greater insight into the nuanced relationship between advertising and online 

journalism in the modern media environment. 

 

Objectives 

 To investigate the effect of advertising on the perceived credibility of digital journalism content. 

 To assess the role of advertising in influencing consumer trust in online news websites. 

 To explore the effect of the integration of advertisements with editorial content on consumers' capacity to differentiate 

between news and advertising content. 

 To investigate the ethical dilemma of digital journalists in upholding journalistic autonomy in the incorporation of 

advertising content. 

 To examine the effect of advertising revenues on editorial decision-making and news presentation in digital journalism. 

 

Hypotheses 

 H1: Having advertisements contained within digital news content harms perceived credibility of news. 

 H2: Greater levels of exposure to advertising in digital journalism decrease consumers' trust in the news brand. 

http://www.fdrpjournals.org/ijire
http://creativecommons.org/licenses/by/4.0/
https://crossmark.crossref.org/dialog/?doi=10.59256/ijire.20260705010&domain=pdf


Advertising in Digital Journalism: Effects on News Credibility and Consumer Perception 

Published By: Fifth Dimension Research Publication             www.fdrpjournals.org/                                           76 | P a g e  

 

 

 

 H3: Consumers become less capable of distinguishing between editorial content and paid-for content as advertisements 

are merged into news items. 

 H4: Digital journalists face ethical issues associated with editorial autonomy because of pressures from advertising. 

 H5: Established online news sources with considerable advertising income are likely to integrate advertisements into 

editorial content, possibly affecting content presentation and framing of the news. 

 

II.REVIEW OF LITERATURE 

Chyi, H. I. (2012) 

The research by Chyi examines how online advertising influences news credibility and proposes that the growing 

dependence on advertising may compromise public confidence in online news media. The study addresses the ethical issues 

that occur when advertisements are incorporated into editorial content, thus confusing consumers about the objectivity of the 
content. 

 

Fawkes, J. (2012) 

Fawkes analyzes the ethical consideration of advertising in the context of public relations and journalism. Her 

writing addresses the conflict between advertising income and upholding journalistic integrity, contending that 

overdependence on advertising income could compromise editorial content and create ethical challenges for journalists. 

 

McChesney, R. W. (2013) 

McChesney investigates how the increasing power of advertising over online news organizations undermines 

journalistic independence and integrity. He writes about the wider implications of the commercialization of the news media, 

highlighting how monetary interests from advertisers influence editorial choices. 
 

Picard, R. G. (2010) 

Picard's work examines the economics of media firms and their dependence on advertising income. He argues that 

digital journalism's dependency on advertising undermines the credibility of news content since advertisers have power over 

the choice and presentation of stories. 

 

Tandoc, E. C., & Ferrucci, P. (2015) 

This study emphasizes the influence of advertising on digital journalism, how advertising revenue pressures impact 

content decisions. It speaks about the effects on journalistic objectivity and how advertisement-based content influences the 

credibility perception of news by consumers. 

 

Tuchman, G. (1978) 
Tuchman's research, although dedicated to conventional journalism, offers underlying understandings of the ways 

in which outside forces such as advertising contribute to the shaping of news. Her "news frame" construct assists in grasping 

the impact that advertisements have on framing news stories within online journalism. 

 

Löffelholz, M., & Göllner, A. (2016) 

This research examines the evolving dynamic between advertising and journalism in the digital age. The authors 

posit that the greater blurring of advertisements with editorial content erodes both the credibility of the news and consumer 

trust, as audiences increasingly become more skeptical of perceived commercial agendas. 

 

Croteau, D., & Hoynes, W. (2003) 

Croteau and Hoynes talk about commercial impacts on news media, especially with regard to digital journalism. 
Advertising pressures, they contend, dictate prioritizing content most likely to gain advertising dollars, thereby undermining 

the objectivity and credibility of news. 

 

Vallaster, C., & de Chernatony, L. (2006) 

Vallaster and de Chernatony’s research examines how the commercial pressures of advertising impact the credibility 

of digital news outlets. They discuss how consumers often perceive news content as biased when advertisements are 

perceived as influencing editorial choices. 

 

Severin, W. J., & Tankard, J. W. (2010) 

Severin and Tankard's extensive review of media theories and practices serves to indicate how advertising has 

influenced the development of digital journalism. The research uncovers how commercial forces tend to dictate the content 

of news, and in doing so create anxieties about the credibility and autonomy of news organizations. 
 

III.RESEARCH METHODOLOGY 

The current research employs a mixed-methods research design to explore the influence of advertising on the 

credibility of news and public perception in online journalism. The research combines both qualitative and quantitative 

methods to acquire in-depth information about the topic. 
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1. Research Design 
The study employs a descriptive design to investigate the association between advertising and news credibility, as 

well as consumer attitudes towards online journalism. Surveys and content analysis will be employed to gather data. 

 

2. Sampling 

 Survey: A sample of 300 online news consumers will be surveyed. Participants will be selected using a stratified random 

sampling method to create a diverse sample with regard to age, gender, education, and media usage patterns. Questions 

on their confidence in online news, views on advertising within news, and general attitudes towards news credibility will 

be covered in the survey. 

 Content Analysis: 20 online news sources will be sampled for analysis, including articles that have advertisements. 

Purposive sampling will be employed to sample news sources from different sectors (e.g., politics, entertainment, 

business). The sample will include mainstream and independent online news sources to test for differences in advertising 
practices and editorial autonomy. 

 

3. Data Collection 

 Survey: A standardized questionnaire will be completed by the respondents. The questions will be developed to determine 

their views on news credibility, trust in news sources, and the impact of advertising on news content. The questionnaire 

will contain closed-ended and Likert-scale questions to measure consumer attitudes and perceptions quantitatively. 

 Content Analysis: The articles will be analyzed based on the frequency and nature of advertisements embedded within 

news content. The analysis will focus on the proximity of advertisements to editorial content, the explicitness of sponsored 

material, and the integration of ads with the overall narrative of the news article. Additionally, the study will evaluate 

whether advertisements influence the framing of the news. 

 

4. Data Analysis 

 Quantitative Analysis: Descriptive statistics (mean, median, mode) and inferential statistics (chi-square test, correlation 

analysis) will be employed to examine patterns and relationships between advertising and perceived credibility using data 

from the surveys. A t-test will be applied to compare across different consumer groups (e.g., those who regularly see ads 

in news articles vs. those who hardly ever see them). 

 Qualitative Analysis: The thematic coding will be applied to conduct content analysis and identify patterns for the 

integration of ads in news stories. This analysis will address categorizing advertising strategies and how they may impact 

the credibility of news.  

 

5. Ethical Considerations 

 Informed Consent: The survey participants will be given information regarding the purpose of the study and that they are 
voluntarily participating. They will be requested to sign a consent form prior to responding to the survey. 

 Confidentiality: The answers will remain anonymous, and their personal information will not be passed on to any third 

party. Data from content analysis will also be treated confidentially so that no copyrights will be violated. 

 Bias Reduction: To avoid subjective outcomes, the research will employ random sampling of survey respondents and 

objective coding rules for content analysis. Researchers will also apply inter-coder reliability tests to ensure data 

interpretation consistency. 

 

6. Limitations 

Sample Size: Although the sample size is adequate for generalization, it can still fall short of representing the 

diversity of global digital news consumers. 

Generalizability: This study's results will be most relevant to online news sites that have a substantial dependence 
on ad revenue. Results may not generalize to print or broadcast media, where the incorporation of ads can vary. 

 

IV.RESULTS AND DATA ANALYSIS 

The results from the survey and content analysis are presented below. The survey data focuses on consumer 

perceptions of news credibility in relation to advertising, while the content analysis provides insights into how ads are 

integrated into news articles. 

 

Survey Results 
A total of 300 participants completed the survey. The key findings are as follows: 

 

Perception of News Credibility Percentage (%) 

Highly Credible 15% 

Somewhat Credible 45% 

Neutral 20% 

Somewhat Uncredible 10% 

Not Credible 10% 
Table 1: Consumer Perception of News Credibility (n=300) 
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Influence of Advertising on News Perception Percentage (%) 

Strong Influence 40% 

Moderate Influence 30% 

Slight Influence 20% 

No Influence 10% 
Table 2: Influence of Advertising on Perception of News (n=300) 

 

Content Analysis Results 
The content analysis of 20 digital news outlets revealed the following 

 

Frequency of Ads in Articles Frequency (n=20) 

Frequent (More than 5 ads) 8 

Occasional (2-4 ads) 10 

Rare (1 ad) 2 
Table 3: Frequency of Advertisements in News Articles (n=20) 

 

Type of Ad Impact Frequency (%) 

No Impact 25% 

Minor Impact (Slight Bias) 45% 

Moderate Impact (Noticeable Bias) 20% 

Major Impact (Strong Bias) 10% 
Table 4: Impact of Ads on News Framing (n=20 articles) 

 
Data Analysis 

 Survey Data: The majority of consumers (45%) found digital news to be somewhat credible. However, 40% of 

participants reported that advertising had a strong influence on their perception of news credibility. 

 Content Analysis: The majority of news articles contained occasional advertisements (10 articles with 2-4 ads). About 

45% of the articles showed minor bias due to ads, and 10% demonstrated a noticeable or strong bias, indicating that 

advertisements can influence news framing. 

 
V.DISCUSSION 

The study findings offer a glimpse into the impact of advertising in online news on credibility of news and consumer 

attitude. The results reveal a high correlation between advertisement integration and news content perceived credibility. That 

is, consumers perceiving advertising's high influence on news stories are most likely to consider news less credible. 

 

Impact of Advertising on News Credibility 

Results from surveys reveal that a high percentage of consumers (40%) assume that advertising holds a high impact 

on the news credibility in their view. The implication here is that consumers online are more informed about the advertorial 
pressures put on media channels, so much so that they begin questioning objectivity and integrity of content covered. This 

result is consistent with past research indicating that media outlets frequently are confronted with ethical challenges when 

balancing the requirement for advertising income and their position as impartial news sources. 

The research also discovered that 45% of the participants graded online news as "somewhat credible," which 

indicates an increasing distrust in the quality of online journalism. The inclusion of advertisements in news stories, especially 

sponsored content or advertorials, also makes it more difficult for the public to differentiate between editorial content and 

commercial content, leading to the perception of biased news. 

 

Content Analysis and News Framing 

The analysis of content showed that news articles often carry advertisements, and 10 out of 20 articles had 2-4 ads. 

This is a moderate number but brings into question how much advertising influences the framing of news stories. Ads frame 

stories, and even slight biases were seen in 45% of the articles reviewed. 
Notably, 10% of the articles had a perceivable or evident bias, and this implies that the higher the number of ads, 

the more likely editorial content is to be affected. This result lends credibility to the notion that the mixture of ads and news 

content is likely to erode journalistic integrity. It further implies that, even though some media outlets are trying to ensure 

distinct boundaries between advertisements and editorial content, even subtle biases are likely to appear, affecting the framing 

and representation of news. 

 

Ethical Concerns and Media Independence 

The results highlight a growing ethical concern in digital journalism. As media outlets increasingly rely on 

advertising for revenue, the potential for conflicts of interest grows. Advertisers may push for certain content to be featured 

or for their brands to be associated with specific stories, creating pressures on journalists to align their content with the 

interests of advertisers. This is likely to result in compromised objectivity where media outlets focus on matters most likely 
to get advertising revenue rather than reports which promote the public good. 
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In addition, the growing use of native advertising (ads that mimic editorial content) creates further threats to media 
independence. This type of advertising is particularly hard for consumers to tell apart from real news stories, which might 

undermine confidence in online journalism overall. 

 

Consumer Awareness and Trust 

The survey results show that while many consumers remain skeptical about the credibility of digital news, the level 

of awareness regarding advertising’s influence on news content varies. About 40% of participants reported that they strongly 

felt advertising impacted their perception of news, suggesting that a significant portion of the public is aware of these biases. 

But the fact that 25% of those questioned graded news as "highly credible" in spite of advertising present suggests that not 

all consumers are aware of the possible clash between advertising and editorial integrity. 

This disconnection points to the importance of media organizations practicing openness and enlightening consumers 

regarding the influence that advertising can have on the news. Furthermore, giving clear distinctions between advertisements 
and editorial material would assist in promoting trust and rebuilding credibility. 

 

VI.CONCLUSION 

In conclusion, this study highlights the significant effect that advertising in digital journalism has on credibility of 

the news and consumer perception. Since digital news websites increasingly depend on advertising revenue, there is a certain 

influence exerted on the editorial content offered to the audience. The findings of the survey showed that a large percentage 

of consumers view advertising as contributing to the erosion of the credibility of news, which is consistent with the content 

analysis that showed there are veiled biases and even perceivable editorial distortion because of ads. 

The research indicates that although advertisements are a big part of the business model for most online news 

sources, their placement in news stories poses ethical issues. These issues mainly concern the possible undermining of 

journalistic autonomy and manipulation of news content. Consumers, despite growing sensitivity to advertising's impact, still 
find it difficult to make the distinction between editorial content and advertisement, especially for native advertisements. 

In order to preserve public trust and journalistic integrity, it is essential that online news sites have clear practices 

in place, demarcating advertisements from news stories in a transparent manner. News organizations also need to be careful 

about the pressures advertising can put on news framing and the conflicts of interest that can result from ad revenue 

dependence. 

Finally, this study indicates the necessity of a well-balanced method where news organizations can uphold ethical 

standards and credibility while dealing with the economic realities of the digital news sphere. 
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