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Abstract
Radio advertorials (RA) are long advertisements broadcasted within the
programming and executed by journalists to imitate editorial content. An
analysis of their presence, use and characteristics confirms that journalists
and radio owners are not rigorous in the application of the codes of conduct
that regulate this advertising feature in Spain. This work focuses on these
rules and propose a matrix of variables, such as time slot, product category, type of endorser, advertiser identification, format and copy text style,
which identifies these inappropriate practices in the sample under study.
The results show that RAs are more prevalent during time slots with higher audience ratings and in programs hosted by well-known radio personalities. Also, most RAs are embedded within the editorial content of programs
and are formatted as interviews, and their copy style is informative.
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El uso de publirreportajes de radio
en emisoras de radio españolas*
Resumen
Los radio advertorials (RA) son mensajes publicitarios de larga duración locutados por periodistas, que imitan el contenido editorial y se emiten dentro
de los programas. A partir del análisis de su presencia, uso y características,
se constata que los periodistas y responsables de las emisoras radiofónicas
en España tienden a ser poco rigurosos en la aplicación de los códigos de
conducta que regulan el uso de este recurso publicitario. Este trabajo se centra en esos principios éticos y propone una matriz de variables como franja
horaria, categoría de producto, tipo de portavoz, identificación del anunciante, formato y estilo del cuerpo de texto, mediante las cuales se pueden
identificar las prácticas inapropiadas en la muestra objeto de estudio. Los
resultados muestran que los RA tienen una mayor presencia en los horarios
de mayor audiencia y son realizados por las personalidades radiofónicas de
mayor reconocimiento social. Asimismo, en la mayoría de los casos analizados, los RA se mezclan con el contenido programático, siendo la entrevista el formato más utilizado y el informativo, el estilo del cuerpo de texto
con más presencia.

Palabras clave (Fuente: tesauro de la Unesco)
Publicidad; publicidad radiofónica; contenido de programa; contenido
editorial; ética; periodista; radio.
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O uso de anúncios de rádio em estações
de rádio espanholas
Resumo
Os anúncios de rádio (AR) são mensagens publicitárias de longa duração
relatadas por jornalistas, que imitam o conteúdo editorial e que são transmitidas nos programas. A partir da análise de sua presença, uso e características, observa-se que os jornalistas e responsáveis pelas emissoras de rádio
na Espanha tendem a ser pouco rigorosos na aplicação dos códigos de conduta que regulam o uso desse recurso publicitário. Este trabalho concentra-se nesses princípios éticos e propõe uma matriz de variáveis, como fuso
horário, categoria do produto, tipo de porta-voz, identificação do anunciante, formato e estilo do corpo do texto, através das quais é possível identificar práticas inadequadas na amostra em estudo. Os resultados mostram
que os AR têm maior presença nos tempos de maior audiência e são realizados pelas personalidades de rádio de maior reconhecimento social. Da
mesma forma, na maioria dos casos analisados, os AR são misturados com
o conteúdo programático, sendo a entrevista o formato mais utilizado o informativo, o estilo de corpo de texto com mais presença.

Palavras-chave (Fonte: tesauro da Unesco)
Publicidade; publicidade de rádio; conteúdo do programa; conteúdo editorial; ética; jornalista; rádio.
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Radio spots are the predominant advertising format in commercial radio (Perelló-Oliver & Muela-Molina, 2012). This type of advertisement is usually around 20 seconds long and broadcast during commercial
breaks, clearly separated from the programming. Radio advertorials (RAs),
on the other hand, are not recognizable as advertising and give the audience the impression that they are listening to independent editorial material (Baerns, 2003, p. 101), using an execution technique (Hausknecht,
Wilkinson, & Prough, 1991) that implies certain challenges regarding the
content, form and context of the message.
Due to their purpose, nature and characteristics, RAs cannot be
considered an advertising format. They have in fact been recognized by
several authors as an advertising practice that breaches the established
ethical and legal rules and have been described as “disguised advertising”
(Kim, Pasadeos, & Barban, 2001; Dix & Phau, 2009; Balasubramanian,
1994), “camouflaged advertising” (Kim et al., 2001; Dix & Phau, 2009),
“hidden advertising” (Zhou, 2012), “covert communication” (Crook,
2004), or a category of misleadingness (disguised format) of masked
marketing practices (Petty & Andrews, 2008). Therefore, “advertorials
are considered mixtures of advertising and editorial content” (Van Reijmersdal, Neijens, & Smit, 2005, p. 41) and a modality of hybrid messages that “include all paid attempts to influence audiences for commercial
benefit using communications that project a non-commercial character”
(Balasubramanian, 1994, p. 30).
RA messages receive greater attention because they are disguised as
editorial content (Baerns, 2003, p. 101) and they become more persuasive
due to their hidden intentionality (Kim et al., 2001). In fact, RAs “could
enhance message credibility because they covertly or overtly disguise their
commercial origins” (Balasubramanian, 1994, p. 32). Additionally, advertorials as camouflaged advertisements “have also received considerable criticism because they have blurred the line between advertising and editorial
content” (Kim et al., 2001, p. 265), a line rigidly established and clearly delineated traditionally to separate both types of contents (Sandler & Secunda, 1993, p. 73).
4
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Another driving factor of this research raises important ethical/legal/
public policy questions concerning “the protection of legitimate interests of
the individual (e.g., a person’s desire to know—if, when, and by whom—
he/she is being influenced with regard to a product)” (Balasubramanian,
1994, p. 30). In this respect, Nebenzhal and Jaffe (1998) argue that “the
right to be informed is synonymous with the right to know if a message is
sponsored” (p. 807) and, in the case of advertorials, as disguised advertising, “consumers are less able to apply defense mechanisms against the ad”
(Nebenzhal & Jaffe, 1998, p. 813), therefore paying attention to a masked
communication without realizing its nature and which they might otherwise choose to ignore (Petty & Andrews, 2008).
The advertising self-regulatory system in Spain is managed by the Asociación para la Autorregulación de la Comunicación Comercial [Association for the Self-regulation of Commercial Communication] (Autocontrol)
whose Code of Conduct, in Article 13 on the principle of authenticity, demands that “[advertising will be identifiable as such whatever its form or medium used]” (Autocontrol, 2011, p. 4), a very general requirement and not
at all descriptive of how this basic principle is to be fulfilled. The Consolidated Code of Advertising and Marketing Communication Practice of the
International Chamber of Commerce (ICC) similarly describes the principle of identification in Article 8: “Marketing communications should be
clearly distinguishable as such, whatever their form and whatever the medium used” (ICC, 2011, p. 8).
The majority of previous studies on advertorials have focused on
print media and considered four different aspects: 1) analysis of presence,
use, and compliance with guidelines for various executional characteristics of advertorials in magazines (Cameron, Pak, & Kim, 1996; Ju-Pak,
Kim, & Cameron, 1995; Stout, Wilcox, & Greer, 1989) and newspapers
(Cameron & Ju-Pak, 2000; Goodlad, Eadie, Kinnin, & Raymond, 1997);
2) analysis of effectiveness and deceptiveness of newspaper (Hausknecht
et al., 1991) and magazine advertorials (Kim et al., 2001; Van Reijmersdal
et al., 2005); 3) analysis of the advertorial production process (Erjavec,
2004; Erjavec & Kovačič, 2010; Eckman & Lindlof, 2003; Poler Kovačič,
Palabra Clave - ISSN: 0122-8285 - eISSN: 2027-534X - Vol. 22 No. 3 - Julio de 2019. e2237
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Erjavec, & Stularal, 2011); and 4) discourse analysis in newspapers (Erjavec, 2004; Zhou, 2012). Other studies have evaluated the attitudes of advertisers, editors and media practitioners towards advertorials (Cameron
& Curtin, 1995; Cameron & Haley, 1992; Dix & Phau, 2009; Sandler &
Secunda, 1993) or focused on other types of media, such as television, to
analyze the effectiveness of infomercials (Martin, Bhimy, & Agee, 2002;
Singh, Balasubramanian, & Chakraborty, 2000).
The present research has taken into account previous literature and
adapted the variables used to radio as a medium of sound. In the absence of
previous work found on the subject, this research considers RAs to be live
communications subject to a commercial arrangement that often take the
form of program content, between one and five minutes long, and broadcast within the program or between its different sections.
The use of advertorials and its compliance with guidelines must allow for various executional characteristics, such as labeling, sponsorship
information (Cameron et al., 1996; Ju-Pak et al., 1995), copy text (Kim
et al., 2001), and separation of advertisements from programming matter
(Wilkinson, Hausknecht, & Prough, 1995).
This paper adds to the literature by investigating the presence and
use of advertorials in Spain in a medium not previously analyzed. The specific objectives of the research are: 1) to provide a theoretical and conceptual framework for the object of study in the radio medium; 2) to quantify
the presence of RAs; 3) to analyze their use based on the identification and
conceptualization of certain components and factors; and 4) to ascertain
compliance with the codes of conduct that regulate the content, form and
broadcast of this type of advertising message.

Theoretical Background and Research Questions

Advertisements disguised as part of the programming or printed editorial content blur the distinction between advertising and editorial material
(Cameron & Haley, 1992). Content separation is a legal and ethical requirement as well as an illusory reality (Eckman & Lindlof, 2003) that affects the credibility and involvement of media and advertisers (Ellerbach,
6
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2004; Ju-Pak et al., 1995; Sandler & Secunda, 1993). Nonetheless, advertisers are more receptive to advertorial practice and less concerned about
its potentially harmful effects, while journalists continue to express unease
and resistance to these changes in media strategy (Cameron & Curtin, 1995;
Eckman & Lindlof, 2003).
The questionable use of advertorials converges in their legal and deontological aspects. The practice implies a violation of consumer autonomy
and his/her right to know (Nebenzhal & Jaffe, 1998) and “intentionally attempts to hide the marketing context of the statements” (Petty & Andrews,
2008, p. 13). This infringement of the advertising principle of clear identification and separation of advertising and program contents is problematic and is a violation of the law (Baerns, 2003; Poler Kovačič & Erjavec,
2010; Steininger & Woelke, 2008). For Rozukalne, advertorials are an advertising media practice hidden within journalistic contents (especially in
radio) that “indicates a breach of professional ethics, as well as infringement
of several regulatory acts” (Rozukalne, 2012, p. 15). In this regard, the perceived potential for deception of an advertorial “results from the consumer’s initial perception of the message as editorial” (Hausknecht et al., 1991,
p. 43; Lacher & Rotfeld, 1994).
The main objective of previous studies was to quantify the presence
of advertorials (Cameron et al., 1996; Cameron & Ju-Pak, 2000; Goodlad
et al., 1997; Ju-Pak et al., 1995; Stout et al., 1989), although some research
has also considered two further factors: location within programming ( JuPak et al., 1995; Cameron et al., 1996; Cameron & Ju-Pak, 2000), and product category (Cameron et al., 1996; Cameron & Ju-Pak, 2000; Ju-Pak et al.,
1995), which leads to the following research question:
RQ1: What is the distribution of radio advertorials by time slot and
product category?
Although advertisers are ultimately responsible for the content and
form of their advertisements, the voice that conveys the message is an element that exercises great influence on listeners. Accordingly, in the production process of an advertisement, agencies decide on the source of the
Palabra Clave - ISSN: 0122-8285 - eISSN: 2027-534X - Vol. 22 No. 3 - Julio de 2019. e2237
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message—an important choice since, depending on its credibility, popularity and the level of listener trust in the endorser (Kertz & Ohanian, 1992)
the advertisement will be more or less effective and persuasive (Martin et
al., 2002). Priester and Petty (2003) argue that, if a recipient “can be confident that an expert source will be willing to provide accurate information
because of his or her high trustworthiness, they may forgo the effortful task
of scrutinizing the message and, instead, unthinkingly accept the conclusion as valid” (p. 409), which is applicable to advertisements that simulate
informative and programming contents. Buchholz and Smith (1991) take
the same view when highly involved consumers are exposed to radio commercials—that is, the audience listens to the radio due to its high credibility, projected onto all contents. News personalities and sportscasters often
attain celebrity status and are used to promote a product (Belch & Belch,
2013), although their presence in magazine advertising is very low, barely
1%. Thus, an endorsement is defined as
any advertising message (…) that consumers are likely to believe
reflects the opinions, beliefs, findings, or experiences of a party other
than the sponsoring advertiser, even if the views expressed by that
party are identical to those of the sponsoring advertiser. (FTC, 2009,
p. 53124)

Sponsor information is one of the cues that allow listeners to identify the advertiser and the commercial nature of the message, as analyzed in
previous research (Cameron et al., 1996; Cameron & Ju-Pak, 2000; Ju-Pak
et al., 1995). These message characteristics provide the basis for the following research question:
RQ2: Which is the more prevalent endorser in radio advertorials?
RQ3: Is the sponsor’s identification mentioned at the beginning of
radio advertorials?
In radio spots, broadcast in commercial breaks separated from programming, most formats tend to imitate the information essence of the
medium, so that in 18.7% of cases the advertisement replicates journalistic resources and includes a newscaster, interviewer or reporter, or imitates program contents such as competitions, audience call-ins, advisory
8
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programs, etc. (Muela-Molina, 2010). However, advertorials are broadcast live within the programming and tend to be similar in format to the
program they are included in. RAs imitate the editorial style of talk shows
and simulate journalistic contents, making it difficult for the audience to
identify their commercial nature. This puts recipients in a vulnerable and
unclear position regarding the ideas or information published by the media (Goodlad et al., 1997; Harro-Loit & Saks, 2006) since advertisers are
in complete control of advertorials (Rozukalne, 2012). This is against the
principles of the codes of conduct of the sector since format and style are
two elements that allow listeners to distinguish between contents, as analyzed for other forms of media (Goodlad et al., 1997; Martin et al., 2002;
Stout et al., 1989). The style of copy text is closely connected to the format
(Kim et al., 2001; Muela-Molina, 2012) and will be more or less persuasive, which leads to the following research questions:
RQ4: Which is the more prevalent format in radio advertorials?
RQ5: Which is the more prevalent copy text style in radio advertorials?

Methodology
Sample
The conception of this work and its objectives require quantitative research
based on content analysis, i.e., “a research technique for the objective, systematic, and quantitative description of the manifest content of communication” (Berelson, 1952, p. 18). Data was taken from the Estudio General
de Medios [General Media Study] (EGM) for the first months of the year
(AIMC, 2016) to select the group of national commercial radio stations
with highest audience ratings. Following an intentional strategic approach,
the month chosen for obtaining data was June 2016 due to its high advertising volume, according to Infoadex, the annual study on investment in
advertising in Spain.
Once the radio stations were identified, the sample was taken from
those that broadcast nationally and in Spanish: Cadena Ser, Onda Cero, and
Palabra Clave - ISSN: 0122-8285 - eISSN: 2027-534X - Vol. 22 No. 3 - Julio de 2019. e2237
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Cadena Cope (generalist); C40, Dial, Europa FM, C100, Rock FM, Kiss
FM, Máxima FM, Radio Olé and M80 (musical). The 24-hour programming of the 12 radio stations was recorded during four Monday to Friday
weeks, in consecutive days (Tuesday, Wednesday, and Thursday), in an external storage device. The recordings were then analyzed for the registration and coding of variables using audio computer software (Sony Sound
Forge Audio Studio 9.0).
The validity, generalizability and replicability of the sample (Neuendorf, 2002) is guaranteed as it includes the totality of RAs broadcast within a sample of commercial—therefore, private—radio stations of national
coverage. In order to preserve the reliability of content analysis (Neuendorf, 2002), first a single coder carried out the active listening of the 288
hours of programming to locate and edit all RAs. In a second phase, two
different coders analyzed the set, which included a total of 39 RAs, which
were then coded with the following variables.

Variables
In the absence of previous work found on the subject, this research considers RAs to be live communications subject to a commercial arrangement
that often take the form of program content, between one and five minutes
long, and broadcast within the program or between its different sections.
The literature review, framework on radio and advertising policies and research questions have been the basis for the operationalization of variables
and their attributes.
•

Radio station format. 1) generalist; and 2) music

•

Time slot. Coinciding with the EGM classification, this variable has
been characterized with the following attributes: 1) early morning
(00:00h–05:59); 2) morning (06:00–11:59); 3) midday (12:00–
15:59); 4) evening (16:00–19:59); and 5) night (20:00–23:59)

•

Product category. This work has used the list of 22 products/services
used by Infoadex, the annual study on investment in advertising: 1)
food; 2) cars; 3) drinks; 4) beauty and hygiene; 5) construction;

10
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6) culture, education, and media; 7) sports and leisure; 8) distribution and restaurants; 9) energy; 10) office equipment, electronics/
IT, and retail; 11) finance; 12) home; 13) industrial, work material,
agriculture; 14) cleaning; 15) personal items; 16) health; 17) public
and private services; 18) tobacco; 19) telecommunications and Internet; 20) textile and clothing; 21) transportation, travel, and tourism; and 22) miscellaneous
•

Endorser. Voice that conveys the message and describes the product, operationalized with the following attributes: 1) radio personality, presenter or collaborator (a journalist working in certain fixed
sections of the program as a guest, commentator or columnist); 2)
sponsor: identified advertiser or anonymous spokesperson; 3) testimonial/expert; and 4) celebrity/others

•

Advertiser identification. Following the fourth rule of identity (OfCom,
2011), the point in time in which the name of the brand or advertiser is mentioned for the first time. For the development of this variable, this first mention was identified in all cases and, subsequently,
the average point in time (17.8”) was calculated for the sample set.
The variable included two attributes: 1) early mention: before the average; 2) late mention: after the average.

•

Format. Advertorials can take the form of: 1) a newscast; 2) an interview; and 3) a reportage

•

Copy text style. This can be one of two types: 1) narrative — a story is
told unrelated to the product concerned, although it becomes linked
to it at a certain point; 2) informative — a detailed and objective description of the characteristics of the product, its manufacturing, components, uses, functions, etc.

Results

The analysis of RA distribution (Table 1) in response to RQ1 shows that
products related to culture, education and the media have the highest
presence (20.5%), with a homogeneous distribution among the daytime
slots of the programming. These are followed by health products, with a
higher relative weight (15.4%) concentrated in the morning and midday
Palabra Clave - ISSN: 0122-8285 - eISSN: 2027-534X - Vol. 22 No. 3 - Julio de 2019. e2237
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time slots. RAs concerning food, finance and distribution/restaurant
products show the same relative weight (10.3%). It is worth noting that
all cases analyzed in the finance category are concentrated in the midday time slot.

Table 1. Radio advertorials by product category
and time slot

Food
Culture, education, media
Sport and free time
Distribution and restaurants
Office equip., electr./
IT and retail
Finance
Health
Public and private services
Telecommunications and Internet
Textile and clothing
Transport, travel and tourism
Miscellaneous
Total
Note: χ²= 61,428 (44, N=39), p<.042.

12

00:00–
05:59

06:00–
11:59

12:00–
15:59

16:00–
19:59

20:00–
23:59

Total

.0

25.0

50.0

25.0

.0

100.0

.0

7.1

11.1

33.3

.0

10.3

.0

37.5

50.0

12.5

.0

100.0

.0

21.4

22.2

33.3

.0

20.5

.0

33.3

33.3

33.3

.0

100.0

.0

7.1

5.6

33.3

.0

7.7

.0

75.0

25.0

.0

.0

100.0

.0

21.4

5.6

.0

.0

10.3

.0

100.0

.0

.0

.0

100.0

.0

7.1

.0

.0

.0

2.6

.0

.0

100.0

.0

.0

100.0

.0

.0

22.2

.0

.0

10.3

.0

50.0

50.0

.0

.0

100.0

.0

21.4

16.7

.0

.0

15.4

.0

.0

100.0

.0

.0

100.0

.0

.0

16.7

.0

.0

7.7

.0

.0

.0

.0

100.0

100.0

.0

.0

.0

.0

33.3

2.6

.0

.0

.0

.0

100.0

100.0

.0

.0

.0

.0

33.3

2.6

33.3

33.3

.0

.0

33.3

100.0

100.0

7.1

.0

.0

33.3

7.7

.0

100.0

.0

.0

.0

100.0

.0

7.1

.0

.0

.0

2.6

2.6

35.9

46.2

7.7

7.7

100.0

100.0

100.0

100.0

100.0

100.0

100.0

Source: Own elaboration.
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The results in Table 2 in response to RQ2 indicate that sponsors have
greater weight (51.3%) than radio personalities (46.2%), while the presence of testimonials or experts is marginal and celebrities is non-existent.
It is worth noting that the use of radio journalists as endorsers is more usual in musical radio than in generalist radio and that their involvement with
the message is high, in some cases even guaranteeing the efficiency of the
product or recommending it based on personal experience.
Table 2 also shows the data concerning the point in time in which
the brand or product is mentioned for the first time (answer to RQ3). The
reality is that in just over half of the cases the advertiser is identified at the
beginning of the advertorial (51.3%). However, disaggregating by type of
endorser, when radio personalities execute the advertorial, the first mention of the product or brand is postponed in 63.2% of cases; meanwhile,
when the endorser of the advertorial is the sponsor, the identification of
the voice that describes the product or service is heard during the first few
seconds of broadcast in 65% of cases.

Table 2. Endorser and advertiser identification
Advertiser Identification

Radio personality
Endorser

Sponsor
Testimonial/expert
Total

Note: χ²= 5,820 (2, N=39), p<.054.

Early mention

Late mention

38.9

61.1

Total
100.0

30.4

68.8

46.2

75.0

25.0

100.0

65.2

31.3

51.3

100.0

.0

100.0

4.3

.0

2.6

59.0

41.0

100.0

100.0

100.0

100.0

Source: Own elaboration.

Concerning the instant in which the brand or product is mentioned,
after calculating the average point in time in which the brand or product
is mentioned for the first time (17.8”), the reality is that, in nearly 60% of
cases, the advertiser is identified at the beginning of the advertorial, i.e., at
a point in time before the average. However, disaggregating by type of enPalabra Clave - ISSN: 0122-8285 - eISSN: 2027-534X - Vol. 22 No. 3 - Julio de 2019. e2237

13

dorser, when radio personalities voice the advertorial, mentioning the product or brand is postponed to a point in time after the average in 61.1% of
cases, while when the sponsor’s spokesperson is the endorser of the advertorial, the identification of the voice that describes the product or service
is heard during the first few seconds of broadcast in 75% of cases.
This evidence implies that, contrary to the principles established in the
codes of conduct, the presenter and leader of the program who is directly
responsible for its contents tends to delay as much as possible the warning
that informs listeners of the commercial nature of the message, against his/
her professional duty. It is worth noting that the average point in time derived from the analysis of the sample (17.8%) is much higher than what is
required by current codes, i.e., that the first mention of the brand is broadcast as soon as possible, without delay and repeatedly in order to warn listeners of the advertising nature of the message.
The data shows that the most used format in these messages is the
interview (43.6%), followed by the news format (35.9%), which answers
RQ4. In this regard, it is usual for a radio journalist to interview the sponsor’s spokesperson, whether a lawyer from a law firm or a doctor from a
weight loss clinic, and therefore provide a seemingly rigorous and neutral background for the execution of the advertorial. On the other hand, in
advertorials that imitate the news, a radio personality usually introduces
real information directly or indirectly related to the product or service advertised. Finally, in the case of reportage, journalists themselves, showing
quite a high level of involvement, describe and explain in detail the characteristics of the product or service, in some cases from the actual premises of the advertiser.
The copy text style used in advertorials is a key variable to understand
the strategy followed by advertisers to gain the attention of consumers and
to maintain their active listening. The narrative style describes, explains or
informs about certain events or problems that eventually lead to the product or brand as a solution. For example, the discussion of cases published
in the press that have a great impact on public opinion, broadcast live together with real testimonials or other aspects that can affect or affect lis14
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teners, leads to a solution provided by the advertiser who also analyzes its
legal basis. Another example would be the scientific explanation of a clinical pathology. On the other hand, the informative style provides a detailed
description of the product or service so that listeners have a supposedly better and more objective understanding of it. In this regard, the analysis of
the sample answers RQ5 and confirms that informative RAs (82.1%) predominate over narrative RAs (17.9%).

Discussion

The present work focuses on the study of hybrid messages, an irresponsible
practice that violates the rights of consumers by breaching the basic principles of commercial communication. RAs have received little attention from
researchers even though the Spanish radio medium has a daily audience of
27,411,000 listeners (AIMC, 2016). On the basis of previous work, this
study analyzes the presence and characteristics of RAs using and adapting
variables analyzed for other types of media and adding new variables specific to the radio medium. However, there is an element that highlights the
importance of this research. While the source of advertorials is not identified in print media—it is unknown—, RAs are executed by a voice and it is
normally journalists themselves—radio presenters or collaborators—who
lend their voices to the brands. In doing so, they compromise to a large extent their professional and information credibility.
The fact that the presence of RAs is concentrated in the morning time
slots, which have the highest audience rates and feature the best known radio presenters, highlights the unethical behavior of radio owners and of
journalists who collaborate in this advertising practice. In fact, although the
latter are the more prevalent endorsers, they also collaborate in the execution of RAs when the endorser is the sponsor or an expert. In this case, although in a supporting role, the presenter acts as the host who interviews
the endorser, and therefore becomes an essential part of the advertorial.
Journalists—in their role of radio presenter or collaborator—tend to
postpone the identification of the advertiser so that listeners perceive programming continuity. On the other hand, when the endorser is a sponsor’s
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spokesperson, the name of the brand is mentioned at the beginning of the
message. This is because, on the whole, radio presenters introduce the advertiser at the beginning of the interview, imitating a journalistic format and
camouflaging in this way the nature of the endorser and therefore the intentionality of the message. In this regard, one of the challenges of this research has been to establish the point in time in which a brand is mentioned
for the first time. The empirical evidence indicates that presenters and directors of radio programs tend to delay warning listeners of the advertising
nature of the communication, against their professional duty. The average
point in time derived from the analysis of the sample (17.8”) is a lot higher than would be desirable to fulfill the principles of transparency and rule
of identity—and consequently preserve listener rights—, since we understand that any advertising reference mentioned after 5” from the beginning
of the advertorial contradicts these principles.
Regarding the format used, the interview has the highest cumulative presence (43.6%). The interviewee is personified by a voice identified
with a name, surname and professional position in a company. However, it
is usual practice to use a different person for each radio station, even when
the message is practically the same. In these cases, journalists show great
involvement with the advertised product or brand, provide basic corporate information and encourage the audience to contact the advertiser. In
reportages (20.5%), however, this involvement is characterized by a detailed and thorough description of the product or manufacturer and can include visiting the company’s premises and broadcasting live information on
site. The news format is used in 35.9% of advertorials and takes advantage
of the interest of listeners in current affairs. The results also show that the
predominant copy text style is informative, where the advertorial becomes
camouflaged with editorial contents, highlighting the unethical behavior of
journalists towards their audience in favor of advertisers whose products or
services are mentioned 3 times or more in 50% of cases.

Implications
Radio owners should, for the benefit of listeners, apply self-disciplinary standards for the acceptance of advertising (Cameron & Haley, 1992) since, as
16
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shown in this work and previous studies, the self-regulation of advertorial
acceptance is not fully effective (Cameron & Ju-Pak, 2000). “Regulatory
issues should be concerned with what information is to be included in the
content of camouflaged advertising to let the audience know it is a commercial” (Kim et al., 2001, p. 278). Therefore, legitimate journalists must not
endorse products and should never be used as sources in RAs (Ellerbach,
2004). In this respect, “if reporters and editors were doing their job professionally and according to ethical standards, if they were not initiators and
did not accept this practice, the advertorials would not be produced” (Poler Kovačič & Erjavec, 2010, p. 391).
The main problem is that “the control mechanisms of legislation, the
Code of Ethics and the idea of good journalistic practice are either being
ignored or misused” (Harro-Loit & Saks, 2006, p. 321). In this regard, the
Code of Ethics of the American Society of Professional Journalists—more
explicit than the Spanish one—establishes that, in order to preserve journalistic independence and avoid conflicts of interest, journalists must deny
favored treatment to advertisers, distinguish news from advertising and
shun hybrids that blur the lines between the two (Society of Professional Journalists, 2014), on the understanding that this type of unethical behavior can affect the credibility of the media and of journalists themselves
(Muela-Molina, Martín-Santana, & Reinares Lara, 2028; Perello-Oliver &
Muela-Molina, 2017).

Limitations
The limitations of this work basically concern the characteristics of the RA
subsample. Although the analyzed set has been taken from a sample of the
12 radio stations with highest audience ratings, their entire 24 hour programming recorded throughout 4 Monday to Friday weeks in consecutive
days, the relative weight of RAs as an advertising resource in the radio medium when compared to, for example, radio spots, remains very low. The
subsample is significant for the development of an exploratory study but
limited in terms of overall statistical representativeness, as indicated by
some of the significance tests of the data provided. The relevance of the results and the potential of the new variables suggest the need for a stronger
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sample, especially in terms of the registered number of weeks. This would
strengthen the statistical range of the results and provide the opportunity to undertake a more complex analysis of the variables used, which have
proved feasible and useful as well as original.

Future research
It would be interesting to carry out an in-depth research into the perceptions of radio presenters and collaborators regarding their own participation in advertising, their level of involvement and influencing factors,
and the existing pressures from advertisers and radio owners. Additionally, it would be relevant to analyze the responsibility of radio owners regarding this type of advertising, its production process and broadcast and
the factors that influence the pricing policy of RAs. Further studies could
focus on the advertisers’ knowledge of the legal and deontological limitations that regulate this type of advertising or on the types of pressure
advertisers put on radio owners when they demand the collaboration of
a specific journalist.
RAs are considered masked marketing practices (Petty & Andrews,
2008) within hidden or covert advertising in which radio personalities
play a special role, while infomercials are an advertising television format
very much focused on the sale of products and significantly longer. Nevertheless, over the last few years there has been an important increase in the
use of advertorials in television so that it would be interesting to carry out
a comparative study on the presence and use of advertorials in both mediums. Comparative studies between countries could also be carried out in
order to determine if the results obtained in this work are specific to Spanish radio or can be found elsewhere.
Given the role that journalists play in RAs and their influence on
the public as opinion leaders, it would also be relevant to analyze the relationship between advertorial content and the truthfulness of the message
endorsed; in other words, the potential deception. The principle of truthfulness should guide all forms of advertising, but especially advertising that
uses endorsers as a tool to increase the effectiveness and persuasiveness of
the message. In this respect, it would be important to determine the lev18
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el of involvement that journalists have with the text of RAs; whether they
can make decisions about the content of the message and whether they demand that advertisers guarantee or substantiate what they have to say about
the product or service. It would also be appropriate to undertake an analysis of RA discourse to gain insight into advertising messages that imitate a
news item, news reportage or an interview on current affairs.
A further line of research could approach the subject from the perspective of listeners, analyzing their attitude towards these messages and
their reaction to them, their perception of radio journalists and how they
feel about their advertising collaborations. It would also be of special interest to undertake an experimental study on their ability to distinguish and
identify advertorials from other programming contents.
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