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1 INTRODUCTION  

Lifestyle magazines have always had a controversial attitude towards adver-

tising. Although they produce visually beautiful editorials, they also contain 

a great deal of advertising. One can ask if the advertising has influence over 

the editorial content. Howland (1989) says that advertising is the skeleton in 

the closet, everyone knows it is there, but no one wants to talk about it. Ad-

vertising pressure or influence, the battle with the advertisers, is often not 

seen by the public (An & Bergen 2007). Ppress’s (2010) research noted that 

journalists think that objectivity is under increasing influence by the adver-

tisers, marketers and owners (Smet and Vanormelingen 2011). Carlson (2014) 

notes that “professional journalism’s normative commitment to autonomy 

has long dictated the separation of editorial functions from advertising”.  

 

Against this background, this thesis has several aims. Firstly, to investigate 

how editors-in-chief perceive advertising influence and to investigate adver-

tising influence’s impacts on editors’ work and role. Secondly, to examine the 

influence attempts that are acceptable and unacceptable. Thirdly, to study 

editors’ perceptions on the online publishing advertising influence, such as 

sponsored content. This study explores the professional views of 8 Finnish 

lifestyle editors through thematic interviews in order to explore the percep-

tions of advertising influence, commercialism and the future of lifestyle 

magazines. The research will determine the editor-in-chief’s leverage and 

autonomy. This research also gives new and essential information about life-

style magazines. The qualitative research was conducted with thematic in-

terviews, applying thematic coding to describe the data. 

 

Perceptions of influence over media content are important to study, especial-

ly when it concerns “camouflaged influence”, such as advertisers introduc-
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ing themes, including advertisers in marketing conversations, the usage of 

PR materials, or attending sponsored events and trips. Editors-in-chief are 

the gatekeepers of journalism and in the best position to assess advertising 

influence’s different forms. Unacceptable and acceptable advertising influ-

ence attempts are hard to distinguish, but important to acknowledge. The 

advertising influence can take forms, such as withdrawing ads over a nega-

tive story and limiting on what is being published. 

 

When a large part of the content presents products, one can assume that ad-

vertising has influence over the content. Advertising influence is undoubt-

edly a sensitive topic, but important to discuss. The debate about journalism 

and advertising boundaries is ongoing, especially when hybrid messages 

occur in online content. In particular, print magazines are beginning to go 

towards a digital form, which will cause new challenges in magazine pub-

lishing related to the controllability of advertising. Transparency is key both 

in traditional media as well as in new media forms.  

 

Eide and Knight (1999, 527) argue that economic theory should be applied to 

journalism, as journalists “trade information for attention with their various 

sources, calculating risks and benefits.” Economic reasons must also be tak-

en into account, as magazines are dependent on the advertising as well as 

subscribers. Fengler and Ruß-Mohl (2008) say that commercialization of 

journalism and the effects of market-driven journalism have been widely 

discussed among European scholars of mass communication.  

 

Recently, Finnish media has been going through discussions about native 

advertising, which resembles a normal article, but is in fact a paid advertise-

ment. The discussion started from Ukkola (2015) who wrote a column about 

the growing practice of native advertising, creating a future perspective that 

soon there will be no separate ads and that journalistic content will change 

into being one capacious advertisement. Hiila (2015) stated that the number 

of periodical subscribers has been in fierce free-fall since 2008 and magazine 

overall demand has dropped by 6,3 percent per annum. Juti (2015), who is an 

experienced lifestyle journalist, explained the industry practices by mention-

ing what one furniture retailer once said to her: “why should I pay for adver-

tising when you write about our products anyway and that is enough media 

coverage for us?”. This is the dilemma lifestyle magazines are facing due to 

their commercialized nature.  
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Lifestyle magazines have always published advertorials that are editorial-

looking advertising. The newest form of advertorial is native advertising that 

tries the same tricks. Bercovici (2013) reminds that the Atlantic Scientology 

case is one of the most well-known advertorial or native advertising that 

failed to update policies. Carlson (2014, 10) wrote that this incident showed 

how this form of advertising can “exemplify not the perils of editorial–

advertising hybridity, but the failure of this mixture”. Lifestyle magazines 

can be perceived as the pre-runners of native advertising, but that is a con-

troversial statement. Lifestyle media outlets need to define the relationship 

between advertising, editorial content, and audiences. 

 

Sonderman and Tran (2013) say that sponsored content goes by many pseu-

donyms, such as native advertising and content marketing, but the proposi-

tion is the same: creating content that is native to the particular platform. In 

the USA, native advertising is a widely used form of advertising, but in Fin-

land it is a new trend. Niipola (2015) says that, so far, native advertising has 

not created famous success cases in Finland.  

 

In this research McQuail’s theory (2010) is as a theory source in addition to 

other literature about advertising influence. Shoemaker’s and Reese’s (1996; 

2014) insights were applied to the research.  Many literature sources deal 

with hard news and do not relate to lifestyle journalism. Different types of 

literature were matched together to make a clear understanding of this phe-

nomenon called advertising influence. 

 

The keywords used in this research are the following: lifestyle journalism, 

service journalism, influence over the media, outside influences, commercial-

ization, advertising influence, advertisers' pressure, pressure groups, market-

driven journalism, autonomy, native advertising, advertorial, sponsored con-

tent and online journalism. 
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1.1 Justification of the study 

The importance of this research arises from the lack of attention dedicated to 

lifestyle magazines. Despite the important role that they have in many peo-

ple’s lives, scholars have neglected these magazines. 

Magazines have an important role to play in our culture. They are, as almost eve-
ryone will readily admit, sources of pleasure for millions of readers and that alone 
gives them a cultural value. They are almost as readily granted an important role 
as informers and educators; anyone wanting to acquire more knowledge about 
carp fishing, fashion, steam railways, home decoration, the medical profession, lo-
cal government, cross stitching, or practically anything else under the sun, can 
easily and relatively cheaply find or be directed to an appropriate magazine 
(Holmes 2007). 

This research primarily focuses on advertising influence that lifestyle jour-

nalism has always been confronted with, because of its softer content, as well 

as its focus on the audience as consumers. Lifestyle journalism has often 

been accused of consumerism and market-orientation.  Therefore, lifestyle 

magazine editors-in-chief can offer valuable insight on advertising influence.  

 

This Masters' thesis is a part of the Transparency of New Forms of Media 

Advertising Online, a project funded by Helsingin Sanomat Säätiö. The pro-

ject will continue until the end of 2015. The objective of the project is to study 

the transparency and ethics of media advertising online. The terms that will 

be used in the project are native advertising, branded journalism and spon-

sored content. This research will serve the projects' aspirations of delving 

into the advertiser’s influence and the corresponding pressures faced by edi-

tors-in-chief of lifestyle magazines. 

 

In previous studies, scholars have studied newspaper editors (Howland 1989; 

Soley and Craig 1992), newspaper writers (Hays and Reisner 1990), and net-

work correspondents (Price 2003) about advertising pressures perceived by 

sales executives (An & Bergen 2007). Women's trade publications were stud-

ied and this research suggested a basic distinction between advertising and 

ideology-driven publications (Cunningham & Haley 2000). In addition, arti-

cles on women’s and fashion pages of The New York Times (Fleetwood 1999). 

Strömback and Karlsson (2011) grouped empirical studies about the topic 

into editors’ and reporters’ surveys of attitudes, the perspectives of readers, 

surveys of the views of advertisers and newspaper’s and magazines’ policies.  
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There have been many studies about the advertiser's influence, but so far 

none of them focused on the perceptions of editors-in-chief in lifestyle jour-

nalism. Tuominen (2012) researched the different influence attempts in local 

newspapers by interviewing Finnish editors-in-chief. This study showed that 

editors confront influence attempts from inside and outside the newspapers. 

According to the study, part of the influence attempts are accepted when it is 

beneficial for the media outlet (Tuominen 2012). Tuominen’s research 

brought some valid points and notions to this research as well. Advertising 

influence at the level of the editor-in-chief has not yet interested many re-

searchers in Finland. 

 

The online format of the lifestyle magazines has been included to the study 

as already the print magazines are entering the digital era. Strömbäck and 

Karlsson (2011) states that from a democratic as well as theoretical perspec-

tive, it is important to investigate whether the rise of new, interactive media 

technologies has empowered ordinary audience members and increased 

their influence over the media.  

 

This research is conducted for the discipline of organizational communica-

tion and PR, therefore its viewpoint leans towards influence theory and re-

search, although it may be taken into account that journalism research is part 

of influence theory. 

1.2 Framework of the study 

The literature for the research is mainly gathered from news journalism 

sources, as lifestyle journalism has been marginally researched, as stated 

before. Firstly, definitions in the research must be specified. The term adver-

tising influence goes by synonyms, such as advertiser’s influence, advertis-

ing pressure and pressure groups.   

 

The key definitions in the study are lifestyle journalism, advertiser’s influ-

ence/advertising pressure and influence attempt. This issue will be treated 

from the perspective of lifestyle magazines, that Hanusch (2012, 4) says dif-

fers from other journalism practices by its strong market-orientation. Hanu-

sch (2012, 2) says lifestyle magazines “primarily address its audiences as 

consumers”. This journalistic field “provides factual information and advice, 

often in entertaining ways, about consumer goods and services they can use 

in their daily lives”.   
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Journalism embraces advertising and this is not a new phenomenon, yet it 

still continues to interest scholars. Most of the definitions of advertising in-

fluence or pressure are very similar. DeLorme and Fedler (2005, 8) analyzed 

journalists’ attitudes towards advertising influence over time. Particularly 

advertisers in magazines and newspapers dislike unfavorable or controver-

sial stories and may withdraw advertisement over controversial publicity. 

Hamilton (2004) and McManus (2009) also agree that the common form of 

influence is advertisers threatening to pull out their advertisement over sto-

ries they do not like, but their demand for a bigger audience in segments 

they find particularly attractive is more common (Strömback & Karlsson 

2011). Nyilase and Reid (2011) define influence attempt as “advertisers try-

ing to include positive and exclude or manipulate negative stories”.  

 

The editorial content may or may not be influenced by the pressure of adver-

tisers, but the overall editorial direction of magazines needs to take the prof-

itability of editorial decisions into account which has a much more powerful 

influence (Koschat & Putsis 2001, 231).  

 
For many magazines most of the revenue comes from advertisers who see maga-

zine as providing an audience for commercial communication. Advertiser’s eco-

nomic leverage over magazines provides a potential opportunity to influence to 

the editorial process. In general newspapers have a higher number of percentages 

of editorial content whereas women's magazines have more advertisements. This 

has led to pragmatic considerations as publishers need to decide whether to pub-

lish editorial content with some advertising or a catalog containing advertisement 

with supplemental editorial content (Koschat & Putsis 2001, 216-217.) 

Advertising influence needs a differentiated definition because the media is 

constantly changing and media outlets are entering the digital era. Cohen 

(2002, 533) stated that “in the case of the WWW, it is my argument that ten-

sions between traditional news values of print and broadcast journalism and 

market values become more apparent. Therefore, these tensions should be 

conciliated with the pressure of online publishing.  

 

Editors face continuous challenges economically and changing roles as the 

magazines have to compete for the audience’s attention. Underwood (1993) 

has concluded that market-place pressures have led to a new kind of editor 

“a cross between an editor and marketing official” whose decision-making is 

influenced by corporate profit and marketing goals (Erjavec & Kovacic 2010, 

95).   
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2 LIFESTYLE JOURNALISM 

Lifestyle journalism has been investigated by few researchers, such as Hanu-

sch (2012, 2013), Fürsich (2012), Kristensen & From (2011) and Li (2012). 

2.1 Lifestyle journalism views readers as consumers 

Lifestyle journalism came into existence in the 1950s and 1960's when news-

papers began publishing special sections for travel, food and health as these 

topics usually lay outside the main focus (Hanusch, 2012). Cole (2005) says 

that lifestyle journalism was, in fact, formed because the amount of journal-

ism content became larger due to technological innovations, therefore, these 

pages needed to be filled somehow (Hanusch 2012, 2). Most newspapers 

have a special section for lifestyle (Erjavec et al. 2010, 96).   

 

Delorme and Fedler (2013) say that softening stories have been continuing 

since the mid-1900 as from then on newspapers published special sections 

for advertisements which were hard to distinguish from editorial content. 

Weekly and less regular sections contained "softer" topics such as real estate, 

cars, travel, entertainment, holidays and gardening. Fürsich (2012, 12) argues 

that for decades we have undergone “an increasing softening and tabloidiza-

tion of journalism away from hard news tradition that blur the boundaries 

between information and entertainment”. 

 

Soft news stories were rarely critical (Delorme & Fedler 2013, 16.) One needs 

to know that entertainment is a big part of lifestyle journalism and some re-

searchers say this type of journalism is never critical. Some scholars actually 
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claim that hard news and soft news are not far apart. Hanusch (2010) claims 

that news organizations are increasingly going soft. 

 

What is the difference then between hard news and soft news? Reinemann et. 

al. (2011) says there is no consensus on what soft and hard news is. Moreo-

ver, “the concept has not been clearly differentiated from or systematically 

related to concepts addressing very similar phenomena; tabloidization and 

‘infotainment’”. Cohen (2006) define soft and hard news as follows (Reine-

mann et. al. 2011, 224). 

Hard news items are urgent occurrences that have to be reported right away be-
cause they become obsolete very quickly. These items are truly ‘new’ (…). Soft 
news items (…) are usually based on nonscheduled events. The reporter or media 
organization is under no pressure to publish the news at a certain date or time – 
soft news stories need not be ‘timely’. 

Lifestyle journalism can be defined as popular, service or consumer journal-

ism, but experts believe it needs a differentiated assessment. Hanusch (2012) 

defines lifestyle journalism as a broad range of subcategories such as finance, 

fashion, arts, culture, travel, health, fitness, gardening and interior design. 

Kristensen and From (2011) make a distinction between lifestyle journalism, 

consumer and cultural journalism. In their opinion lifestyle journalism repre-

sents issues like fashion, food and psychology, cultural journalism about 

movies, theatre and music, whilst consumer journalism covers issues such as 

travel, technology and cars.  

 

Indeed, lifestyle journalism views its audience as consumers providing fac-

tual information and advice often in entertaining ways (Hanusch 2013, 401). 

Fürsich (2012, 15) addresses differences of lifestyle journalism from the tradi-

tional news journalism point of view. New professional news practices are 

ethics, objectivity, authenticity, as well as a rational and critical perspective. 

Lifestyle journalists receive criticism against the profession about its prob-

lematically-close connection towards commercial influences (Fürsich 2012, 

15). 

  

Lifestyle journalism provides news to use. Usher (2012, 113) interviewed 

service journalists who considered themselves as serious journalists commit-

ted to serve their public by making people understand their choices as con-

sumers. In contrast, Zelizer (2011) disclaims, that market-driven journalism 

and soft news are not entitled to be called journalism.  Furthermore this "soft 
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news" is blurring the boundaries of editorial and advertising content (Kris-

tensen & From 2011, 26-27).   

 

McNair (1998, 9) consider journalism as ‘‘an account of the existing real 

world as appropriated by the journalist and processed in accordance with 

the particular requirements of the journalistic medium through which it will 

be disseminated to some section of the public’’ (Hanusch 2012, 4). Hardt 

(1996, 3) points out that editors have removed the traditional barriers be-

tween editorial and marketing departments, and non-advertising space has 

been turned into soft news and features.  

2.2 Commercialism and market-driven journalism 

Lifestyle journalism can have different synonyms, such as soft news, service 

journalism and consumer journalism. Market-driven journalism can be un-

derstood as being part of this same category. It can be hard to distinguish 

lifestyle journalism from service journalism (Hanusch 2012, 4). People who 

work in hard news have always criticized that lifestyle journalism is much 

closer to market-driven journalism and public relations (Hanusch 2012, 5).   

 

In China, lifestyle magazines are regarded as “the cutting edge of the con-

sumer magazine market” (Li 2012, 122). From and Kristensen (2012) recog-

nize that the boundaries between lifestyle, cultural and consumer journalism 

are blurring. Erjavec (2004, 554) introduced a new term, promotional news, 

which seeks to influence audiences in commercial benefits. Promotional 

journalism can be categorized as market-journalism. The softer side of busi-

ness journalism, called service journalism can be seen as an umbrella term 

(Usher 2012).  Usher (2012) also refers to Eide and Knight (1999, 527) com-

menting that service journalism ‘‘represents the development of a hybrid 

social identity - part citizen, part consumer, part client- that is oriented to 

resolving the problems of everyday life’’. Usher’s (2012, 113) research saw 

that most journalists that divorced from the product that happened to be 

advertised in their section, and in fact, viewed their role to act as advocate 

for consumers in a world of ads. ”This suggests that service journalism re-

flects the ideals of journalism in the public interest”. Hardt (1996), McManus 

(1994) and Underwood (1993) all agree that ‘commercialization dictates its 

nature and prescribes the limits of public interest’.  

  



10 
 
Commercialization is a trend which is influenced by profitability and effi-

ciency. In this regard editorial content is more influenced by economic prin-

ciples than journalistic quality. Therefore, there is the risk that publications 

and media companies will make strategic decisions based on the demands of 

the advertising industry (Porlezza 2009, 3). In fact, some daily newspapers 

see commercialization as a key to survive in the media market (Erjavec 2004, 

573). In addition to this, commercialization has always been integrated with 

journalism (Hanusch 2012, 6).    

2.3 Finnish magazine industry 

According to the Finnish Periodical Publisher’s Association (2013) define that 

magazine can be a print paper, an online publication or anything in terms of 

its size.  The Finnish Periodical Publisher’s Association also notes that maga-

zines do not aim to primarily feature business bulletins, price lists, an-

nouncements or advertising. The Finnish Audit Bureau of Circulations (2013) 

report that the biggest magazine groups by magazine circulations in 2012 are 

consumer magazines with 58 per cent, customer magazine with 16 per cent 

and professional & membership magazines with 26 per cent (Finnish Period-

ical Publisher’s Association, 2013). 

 

Consumer magazines can also be defined as lifestyle magazines. The Finnish 

Audit Bureau of Circulations (2013) grouped the most popular consumer 

magazines with women’s magazines (2550203), family & general interest 

magazines (1574773) and living, building & gardening magazines (Finnish 

Periodical Publisher’s Association, 2013).  

 

Jyrkiäinen (2007) remarks, that Finland is industrially highly developed and 

a technologically advanced country where magazines are the second largest 

group by sales volume. The National Library of Finland (2013) stated that 

the magazine titles by frequency was 4594 in 2012 (Finnish Periodical Pub-

lisher’s Association, 2013). Surprisingly, newspapers have launched more 

lifestyle and entertainment supplements in magazine format (Jyrkiäinen 

2007, 97-107). 

 

Finnish magazines and print media in general is fighting to stay in the mar-

ket, but this phenomenon exists everywhere in the world due to the finan-

cial instability. Large media organizations constantly lay off people. Some 

print magazines have entered the digital age and are creating online content 
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and implementing digital strategies. Statistics of Finland (2012) say most 

newspapers update online versions and 60 per cent of internet users read 

online versions. Fortunati’s et.al. (2009) researched internet journalism and 

concluded that in Sweden and Finland newspaper markets are strong in 

terms of subscriptions and copies sold. Scandinavian households have a 

high number of Internet connections and the number of online readers is 

rising constantly (Fortunati et al. 2009, 938). Statistics of Finland (2014) also 

agree that Finland is still an exceptionally subscriber-dominated country. 

This applies to newspapers and magazines.  

 

According to the Finnish Advertising Council, TNS Gallup (2013) media ad-

vertising sales shares were mostly for television, magazines (10,8 %) and 

online (17,8 %). Also Mainonnan Neuvottelukunta, TNS Gallup (2013) show 

that magazine advertising shares have decreased from 2003, when it was 

16,6 %, to 10,8 % in 2012 (Finnish Periodical Publisher’s Association, 2013). 

The Finnish Advertising Council also showed that the attitude towards ad-

vertising in magazines is 75 positive and 25 per cent negative. Surprisingly, 

the attitude towards advertising online was only 35 positive, then 65 per 

cent negative.   (Finnish Periodical Publisher’s Association, 2013) 

  

KMT Kuluttaja (2013) conducted a survey about magazine advertising influ-

ence by interviewing 8577 readers in Finland in order to measure the success 

of advertising and the perceptions about magazine advertising in general. 

The survey reinforces the fact that readers find advertising an interesting 

part of magazines. 55 % of the respondents fully or agreed that advertise-

ments provide good knowledge about products and services and 40 % fully 

agreed that they are an interesting part of the magazines' content. The re-

spondents also found magazine ads as a good way to find information about 

new products, 63 % fully agreed that they become familiar with new prod-

ucts through magazine ads, moreover, 53 % fully agreed that magazine ads 

highlight what is in fashion and trendy. The effectiveness of magazine ads is 

still controversial as only 12 % fully agree that magazine ads make them 

purchase the products (Finnish Periodical Publisher’s Association, 2013). 
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3 INFLUENCES 

This chapter will explain the influence over media according to mass com-

munication theories. Denis McQuail (2010), Shoemaker and Reese (2014) 

have created influential theories about the matter, but these theories focus 

mainly on news organizations. Consequently, the models created for news 

organizations will be applied to fit lifestyle journalism. In addition, these 

theories have been applied to media sociology perspective. However, out-

side influence, such as advertising influence can be separated from the theo-

ries.  

3.1 Multiple sources of influence 

In influence theory, the most important factor is which factors affect media 

content and recognizing the different inside and outside influences. Ha-

nitzsch et.al.  (2010) acknowledge that journalists' work is influenced by mul-

tiple sources of influence.  

  

The levels, such as the individual level, originate from professional back-

grounds, orientations, roles and occupational characteristics of the news me-

dia.  These factors matter as journalists constantly have to make perceptional 

decisions. The routine level generates forces that have routinely been inves-

tigated, gathering and content presentation. Limited resources can affect 

these matters. Several scholars view journalism as an organizational phe-

nomenon, thus relevant resources are editorial coordinating, decision mak-

ing, structures, newsroom conventions, advertisement considerations (Ha-

nitzsch, et. al. 2010.) 
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The media structure level is valid in commercial news organizations as it 

refers to commercial news organizations. News production is a high cost 

production, therefore economic considerations have a huge effect. The last 

level is the systematic level, which includes political and legal conditions of 

news making that are social, cultural and ideological contexts as well as the 

political and legal conditions of news making (Hanitzsch, et. al. 2010, 8).  

 

Hanitzsch et al. (2010, 15) mention six domains: political, economic, organi-

zational, professional and procedural influence, as well as reference groups. 

From these groups organizational, professional and procedural influences 

alter more limits on journalists' work than political and economic influences.   

 

Organizational influences mean that “the organizational domain includes 

sources of influence that stem from multiple levels: from within the news-

room (supervisors and higher editors) and from within the media organiza-

tion (management and ownership)”. Procedural influences are operational 

constraints in short; they mean money and time resources. Professional in-

fluences include policies, conventions and customs, journalism practice, also 

how the media laws belong to this cluster (Hanitzsch et al. 2010). 

  

A reference group refers to professional influence, such as an audience and 

friends. Economic influences refer to profit-oriented organizations and 

among these influences there are profit expectations of media companies, as 

well as the advertisers’ needs in the news making process. Political influ-

ences originate from political contexts, but it is somewhat interesting that the 

business people seem to belong to this component as well.  The business 

people such as lobbyists and entrepreneurs usually represent business inter-

ests in economic policymaking  and their influence refers to general interests 

and trade, that commonly negotiated in the political ”world”. Professional 

influences include cultural conventions, referring to the media laws as well. 

They are mainly focused on the practical consequences of journalism work 

which is already in the conventional model of good practice in journalism 

(Hanitzsch et al. 2010.) 

3.2 Shoemaker’s & Reese’s influences and McQuail’s theory 

Shoemaker and Reese (2014) created a hierarchical model to explain the in-

fluences. The five levels of analysis are individuals, routine practices, media 

organizations, social institutions and social systems. 
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At the center is the micro, individual level that includes the attitude and 

background of the journalist. The next level is routine practices, meaning 

journalistic practices and patterns in which the individual operates. The 

third level, media organizations refers to occupational roles, goals, structures 

and control. The fourth level, social institutions describe the influences aris-

ing from the larger trans-organizational media field. The final level is social 

systems at the macro level, as the influences on content from the system as a 

whole (Shoemaker & Reese 2014, 8-9) (see figure 1). 

 

FIGURE 1. The Hierarchy of Influences Model uses five levels of analysis 

(Shoemaker & Reese 2014, 9). 

 

 
 

Schoemaker and Reese (1991) identified factors where content reflects social 

reality, where the content is influenced by media-workers' socialization and 

attitudes, and those are influenced by media-organizational routines, social 

institutions and forces outside the media (McQuail 2010, 277.) Shoemaker 

and Reese since then updated their media sociology perspective for the 21st 

century. In the newest theory they have proposed important distinctions 

between levels of analysis, as well locating individuals within the web of 

organizational and ideological constraints.  

 

Media organizations are fundamentally different in the 21st century than 

they were in the previous centuries. Each technological change made its 

mark on the content, for example magazines survived the invention of the 

radio and television. This created the change that small-circulation maga-

zines were targeted at specific audiences. Internet communication and its 

Individual

Routine 
practices

Media 
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Social 
institutions

Social systems
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diffusion have changed the media organization as well as its content (Shoe-

maker and Reese 2014, 130-131.)   

 

Shoemaker and Reese (2014, 134-135) also point out that one can still pur-

chase magazines and newspapers as some media organizations have not 

changed, in term of entering entirely to the digital era. It is important to 

acknowledge that media organizations interact in varying ways. Shoemaker 

and Reese (2014, 136) say that by “organization’s characteristics we mean 

organization’s traits and properties. Other characteristics of media organiza-

tion include ownership, roles, structure profitability, platform, target audi-

ence, influence from advertisers and market competition”. 

 

Shoemaker and Vos (2009, 139-140) point out that the primary goal of organ-

izations, is to make profit and only in very unusual cases does the owner 

choose to make the economic goal secondary. Bagdikian (2004) for example 

say that online news sites are increasingly dependent on advertising reve-

nue. Indirect influence may have impacts on editorial decisions, says Sigal 

(1973) and Gans (1979) (Shoemaker and Reese 2014). Shoemaker and Reese 

(2014) question the term indirect pressure as ”classic 20th century news or-

ganizations put up a structural barrier between employees responsible for 

content and those responsible for profitability”.   

 

Denis McQuail’s theory is widely known among the mass communication 

studies and it has been influential among scholars. McQuail (2010, 219) 

draws three overlapping influences. In the center are media institutions and 

the overlapping circles are economics, politics and technology. McQuail's 

(2010) model consists of five levels: individual/role, organization and medi-

um industry/institution as well as societal and international levels. Other 

researchers often prefer to define three levels as individual, organizational 

and institution.   

 

McQuail (2010, 276-277) takes a media-centric approach instead of a society-

centric approach and notes that this might lead in to “an over-estimation of 

the significance of organizational influences on content”. Organizational 

routines, practices and goals have systematically more influence on content. 

Shoemaker and Reese (2014, 130) determine the organizational influences to 

be tied more to certain media organizations which have also changed be-

cause of technology. Turow (1984) points out that media organization com-

pete with audiences and advertising revenue (Shoemaker and Reese 2014).   
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McQuail’s  (2010, 281) representation of media organization in a field of 

forces is mainly derived from research on news media, but the picture 

would be the same in self-contained and multipurpose media. McQuail 

(2010) points out that the pressures and demands are not necessarily con-

straining on media organizations. Some can provide sources of income and 

therefore act as sources of liberation.  Also some forces can cancel or balance 

each other, “such as audience’s support against advertiser pressure or media 

institutional prestige against external institution or source pressure”. Actual-

ly, lack of external pressure would probably show social marginality or in-

significance (see figure 2). 

 

FIGURE 2. The media organization in a field of social forces (McQuail 2010, 

281).

 
 

3.2.1 Pressure groups influencing organizations 

McQuail (2010) states that pressure groups try to influence media organiza-

tions, especially by trying to limit what they publish. Shoemaker and Reese 

(1991) note that the examples of these established bodies can be political 
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bodies; religious groups, occupational groups and lobbying groups, for ex-

ample who lobby for matters of morality (McQuail 2010, 290). The media is 

cautious when handling these pressures and reluctant in reducing their au-

tonomy, therefore the pressures tend to cancel each other out. Nevertheless, 

evidence shows that outside agencies are successful in influencing the con-

tent (McQuail 2010). 

 

Montgomery's (1989, 217) research showed, that the most effective advocacy 

groups ”were those whose goals were most compatible with the TV network 

system and whose strategies were fashioned with a keen sense of how that 

system functioned”. Hard news is less open to external pressures (McQuail 

2010, 290.) Analysis by Shoemaker and Reese (1991) shows that media com-

panies have the greatest control. McManus (1994; 1995) theorized that news 

is a result of an elaborate compromise among powerful market-driven influ-

ences outside the Newsroom (McQuail 2010, 293). 

 
Tucman (1978) says that unacceptable pressure is hard to distinguish. Gen-

erally the media wants to please the audience and advertisers, whilst also 

trying not to hurt minorities as they are cautious of legal reprisal (McQuail 

2010, 290). Strömbäck and Karlsson (2011, 645) note that investors and ad-

vertisers are perceived as the most influential groups according to media 

economics literature. McManus (1994, 197) phrase that to think of rational 

market journalism truly as reader-driven is naïve because it must serve the 

market for investors, advertisers and powerful sources often at expense of 

the readers and viewers.  

 

Media organizations' autonomy is the central issue, when talking about the 

owners or economic agencies, especially those who provide operating funds 

such as investors, advertisers and sponsors. Althull (1984) claims influence 

over content is typical in news media and serves the interests of those who 

finance the press. This principle is also fairly clear with the principles of free 

press theory in its market version. Market-based media owners have power 

over the content and they can say, what will be left out and included. 

Schultz's (1998) study recognized that commercial considerations and owner 

pressure resulted compromises. Editors in newspapers were reluctant to 

admit that proprietors had an influence on the content (McQuail 2010, 291.) 

 

Giffard (1989) highlights that media has become too big of a business to run 

by personal whim. The decisions are made on the grounds of managerial 

and market considerations (McQuail 2010, 292.) McQuail (2010) says there is 

an ongoing discussion about media being financed by advertising industry: 
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“it is obvious that the structure of much of the mass-media industry in the 

most capitalistic countries reflect the interests of advertisers”. The normal 

influence means that the media content patterns match the consumption 

patterns of targeted audiences. In that case media design, layout and sched-

uling often reflect advertiser’s interests.   

  

McQuail (2010) says ”what is less easy to demonstrate is that particular ad-

vertisers can directly intervene to influence significant publication decisions 

in their own interests, beyond what is already provided for in the system”. 

Baker (1994) observes that advertisers are the primary censors of the media 

content in the U.S.A. today. The evidence shows that advertisers have tried 

to block communication that damages their interests. ”Advertiser pressure 

influences personnel as well as editorial decisions in the media”. Influences 

come in the forms of product placement, providing promotional material 

and sponsoring etc. (McQuail 2010, 292.) 

 

Bogart (1995, 293) used five key points to summarize the influence of adver-

tising.  Advertisers are more likely to suppress news they do not like instead 

of favorable content. They have sensitivity towards the environment for their 

messages and are edgy about the controversy. Media producers turn to self-

censorship when advertisers yield to vigilante pressure. In broadcast pro-

grams advertisers shape the content, “the virtual end of local press competi-

tion shows how advertisers determine the life and death of media”. 

(McQuail 2010, 293.) 

 

Gans (1979) argues that the economically strong and elite media are the best 

in resisting undue pressure. Picard (2004) makes a clear point “media organ-

izations most likely to be influenced by advertiser pressure are those “whose 

sole or overwhelming source of revenue is advertising, especially where the 

competition is heavy”. “But the same is true of media that are supported by 

varied balanced sources of revenue (such as subscriber payments as well as 

advertisers, or in Europe especially broadcast license revenue plus advertis-

ing income”. (McQuail 2010, 293.) 

3.3 Advertising influence 

Nyilasy and Reid (2011) claim that advertiser pressure creates a serious 

threat to “consumer interests and, as such, is a key advertising-ethics issue”. 

They also claim that advertisers manipulate editorial content and that this 

influence “is not acknowledged— consumers are deceived in their search for 
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reliable product information”. Howland’s (1989) survey reported in Folio, 

that editors saw that ad revenue is a more profitable source of revenue than 

circulation. 40 percent of the editors had been advised by publisher or ad-

verting director to do something that they believed significantly compro-

mised editorial work.  

 

De Smet and Vanomelingen (2011) note that several models have been set up 

to explain advertiser influence. Their survey was conducted among Belgian 

newspaper journalists to investigate whether advertisers steer newspaper 

content, either directly or indirectly. 

Firstly, we asked whether journalists think it is important for the editor in chief to 
maintain good relations with the advertisers. The percentage of journalists that 
(strongly) agreed with the statement was the same as the percentage that disa-
greed. Obviously, this does not imply that journalists think these good relations 
should cause higher coverage. When asked whether advertisers receive as much 
attention in the newspaper as non-advertisers, over 60% of the journalists thought 
that no advertising bias existed at all. However, still 20.8% (strongly) disagreed 
with the statement and thought advertisers are mentioned more than non-
advertisers. (De Smet & Vanormelingen 2011, 7). 

Fedler and Delorme (2005, 8) focus on print media and they looked at 

whether advertiser's influence can take different forms. Unfavorable and 

controversial articles which are disliked by advertisers can cause problems 

that affect magazines and newspapers. Ellman and Germano (2009) found 

that the revenues from the advertisers’ side are bigger than those from the 

reader side. Porlezza (2009) notes that advertising pressure can lead to 

blurred lines between editorial content and advertising, thereby making ad-

vertising hybrid forms, such as marketing journalism, cross promotion and 

target group reporting.  

 

An and Berger (2007) also conclude that the line between news and advertis-

ing continues to blur. Their study observed the trouble with the Los Angeles 

Times advertising encroaching into news content that may not be an isolated 

incident. A present survey found frequent conflicts between the business 

side and journalism. This scenario indicates a practice of engrained favorit-

ism towards newspaper's own advertisers by interviewing them as experts 

and excluding the ones who do not advertise in the paper (An and Berger 

2007, 118.) 

  

Porlezza (2009) used the Chinese wall as metaphor as it might demolish the 

editorial and commercial content. Media markets are changing and that can 

be seen in the changes of the structures of the media market. A growing 

number of media mergers and investors from outside the media sector are 
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beginning to interfere with the editorial production process by modifying 

the general conditions. These factors, that come from outside the media can 

also converge together in the process. The organizational level of media 

companies have rising concerns about the economical side within the edito-

rial production process and in the published content. Journalistic routines 

are constantly influenced by economic conditions (Porlezza 2009, 2.) 

3.3.1 Advertising influence types 

The survey of Nyilaise and Reid (2011) also identified facets for the advertis-

ing influence phenomenon. One is influence attempts where advertisers are 

trying to include positive and exclude or manipulate negative stories. Sec-

ond is economic pressure either the threat to withdraw or actually with-

drawing advertising from the medium. Third is acquiescence which means 

“the extent to which newspapers cede to advertiser pressure though comply-

ing to overt influence attempts, internalizing the pressure and self-

censorship”. (Nyilase & Reid 2011, 540.) Lazare (1989) says media can also 

run content that is specifically meant to draw advertisers, for instance Vanity 

Fair that turned around the magazine by running stories on the magazine’s 

major advertisers after 1984 economic slump (Shoemaker & Reese, 1996.)  

 

To understand the theory from the advertiser’s perspective, Shoemaker and 

Reese (1996, 181) identified advertiser’s tactics. Commercial mass media re-

ceives income from advertising income, therefore the bigger the advertiser is, 

the more considerable power it has. Advertisers want to target audiences by 

finding the best audience for their products. An even more efficient method 

of delivering ads, is where advertisers tailor an edition so that the “ads go to 

those readers who are likely to buy the advertised product”. Herbert Gans 

(1979) and Leon Sigal (1986) view economic considerations as constraints on 

news work and, thus, as indirect influences on editorial decisions. News 

workers find it hard to relate audience demand and advertising revenue to 

the nature and quality of news coverage” (Shoemaker & Reese 1996). Knecht 

(1997) found that the Chrysleis Corporation demanded to be alerted of any 

editorial content that might harm the company. 

 

Hanusch (2012, 7) says that advertisers support eases the costs of news out-

lets  which makes lifestyle journalism profitable and the management to be 

more supportive towards this, as not many magazines can afford to finance 

trips for travel sections or pay reviewed gadgets.  

 



21 
 
One of the outcomes of advertisers influence on journalism is favorable cov-

erage. Seib and Fitzpatrick (1997) note that marketing and editorial depart-

ments function separately but the influence of advertisers can be seen in dif-

ferent forms such as ”control over editorial content; biased editorial opinions 

in favor of the advertiser’s position; limited or lack of coverage of controver-

sial topics that would reflect negatively on advertisers; positive coverage of 

the advertisers products and services; and blurred lines between advertising 

and editorial content” (Erjavec et al. 2010, 96.) 

  

The battle with advertisers is not seen by the public therefore the public 

needs to know when editorial content is actually commercial communication 

or it has been leveraged by advertisers steering the content. There is a lot of 

proof that journalists and editors undergo discussions with advertisers and 

that undoubtedly there is pressure from advertisers. Delorme and Fedler 

(2005) found that business journalists who write critical stories have become 

even more concerned about the advertisers who have been known to pull 

advertising over unfavorable coverage.  

 

According to this historical analysis they found that editors and reporters 

would not get their paychecks without the revenue generated by the selling 

of ads (Delorme & Fedler 2005, 10). Editors will have to answer questions 

about favorable coverage of their magazines advertisers. Delorme and Fedler 

(2005) state that favorable stories called ‘puffs’ reduce newspaper's revenue. 

3.3.2 Public relations' influence 

Advertising agencies are losing market share to PR, therefore this is an im-

portant subject to cover in the influence theory. Yet, the media field often 

narrowly understand the public relations as “the simple mailing”, it is more 

than that. Brunner (2008) says relationship is a much used term in public 

relations, but is often a mysterious definition and many PR practitioners ac-

tually refuse to define it. Kreps (1986) defined “the ongoing management of 

communication relationships among organizations that share an inter-

organizational field”. Huang’s (1997) definition focused on the relationships 

in public relations “the goal of public relations not only includes the dissem-

ination of information, but also involves facilitating mutual understanding 

and resolving conflicts between an organization and its publics” (Brunner 

2008, 154). 

 

Public relations practitioners are primarily a source of information to the 

press. The analysis determines five reasons for editors and journalists using 

PR sources: accessibility of information, journalistic routine practice and 
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news values as well as economic, political, cultural and ideological pressures 

of PR sources, the employment status of journalists, lack of human resources 

in editorial offices and time pressure, journalists’ and editors’ personal mo-

tive. The editors and journalists use public relation sources as they are easily 

edited into articles, therefore it is possible to create an article in less time and 

with less effort (Erjavec 2005, 160-163.) 

 

Travel journalism is lifestyle journalism and public relations is a significant 

part of reporting about travel. Hanusch (2012) says that PR literature has 

rarely addressed the relationship between tourism PR and travel journalism 

despite the importance in modifying travel journalists’ reporting. Ground-

water (2009) notes that the travel industry itself suffers from a perceived lack 

of credibility in the eyes of journalism profession due to its reliance on the 

tourism and subsidized travel (Hanusch 2012, 70).  

 

Shoemaker & Reese (1996) say that in commercial media, “audiences are im-

portant only because their attention can be sold to advertisers”. Advertisers 

often tell the media what they think and how their content should be altered. 

Public relations practitioners and other interest groups provide the media 

with event information to cover. Advertisers often tell the media their views 

including how their content should be altered (Shoemaker & Reese 1996.) 

 

Public relations is part of media content in increasing ways. Witschge and 

Nygren (2009, 38) conclude that journalists produce three times as much 

copy than they did twenty years ago. The researchers found, that 60 percent 

of press articles and 34 percent of broadsheet stories come fully or mainly 

from prepackaged sources. In consequence, recycling and regurgitating PR 

and wire material is more prevalent.  

 

Public relations practitioners have various ways of influencing. Erjavec (2004) 

said that the selection of events is also a handy tactic used by advertisers, as 

the press is usually also invited to pseudo-events which have no rational 

meaning and are unreal events. These events are usually press conferences 

which would not be covered without an order because of the ‘little infor-

mation available for a small circle of readers’. The second event group is 

promotional events that of course have a promotional purpose, therefore 

they can be events such as business meetings, competitions and sponsorship 

events. The difference between pseudo and promotional events is that cer-

tain journalists are only invited to the last one (Erjavec 2004, 560.)  Shoemak-

er & Reese (1996) identified several ways in which public relations influence 

media content (see figure 3). 
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FIGURE 3. PR influence attempts according to Shoemaker’ & Reese’ theory 

(1996). 

 

3.4 Summary of the influence theories 

To summarize the theories, the Shoemaker and Reese (2014), McQuail (2010), 

Hanitzsch et al. (2010) models divided advertising influence in different 

ways (see table 4). Other theories combined them to give an understanding 

of the phenomenon.  To summarize all theories, a figure was created to cate-

gorize different advertising influence attempts (see figure 5). This figure 

shows the most common advertising influence according to the literature.  

TABLE 4. Review of the theories (Shoemaker and Reese 2014; McQuail 2010; 

Hanitzsch et al. 2010). 

ADVERTISING INFLUENCE CONCEPTS 
 

 
“Media organization characteristics include ownership, roles, structure 
profitability, platform, target audience, influence from advertisers and mar-
ket competition”(Shoemaker & Reese 2014). 

 

 
Economic influences refer to profit-oriented organizations and among these 
influences there are profit expectations of media companies, as well as the 
advertisers’ needs in the news making process ( Hanitzsch et.al 2010). 
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Pressure groups limit on what is being published: The media is cautious 
when handling these pressures and reluctant in reducing their autonomy, 
therefore the pressures tend to cancel each other out (McQuail 2010). 

 

 

FIGURE 5. Summary of the main advertising influence types, according to 

the literature.
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4 EDITOR-IN-CHIEF’S INFLUENCE 

 
Editors-in-chief have the ultimate leverage and influence over content. 

Whilst this research does not concern editor-in-chief influence, nevertheless 

it is important to cover. 

4.1 Editor’s responsibility and leverage 

The editor-in-chief has power over the publication content and editorial de-

cisions. The decision power also affects advertisements and announcements. 

The power of the editors-in-chief over decisions is regulated in the law of 

Finland, freedom of speech fourth article by stating that ”the editor-in-chief's 

role is to manage and supervise the editorial work, decide the content of the 

magazine publication, online publication or program, as well guard the after 

assignments regulated in this law”. Instead of using the word ruling, the 

word was softened into deciding. Despite this, the power over content is un-

questionable (Uimonen 2009.)  

  

The power of the editors-in-chief has grown and many Finnish magazine 

editor-in-chiefs are now in charge of many magazines at the same time. The 

phenomenon of more work, less positions applies to magazine journalism as 

well (Salomaa 2014). Finnish editors’ responsibility has grown and there is 

‘more cooperation, less editors-in-chief’. The next step might be a consoli-

dated corporation editor-in-chief model where one person is responsible for 

the whole finance and editorial content. There are already newspapers and 

magazines trying out this model (Salomaa 2014). 
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It is obvious that journalists and editors have influence over media content 

because their role is at the core of news production processes (Karlsson and 

Strömback (2011, 644).  

Undoubtedly, editors-in-chief have the power over editorial content in the 

magazines. On top of that, they are usually the directors of the staff such as 

freelancers and journalists. Editor-in-chiefs are strategic leaders as well as 

journalists many times. They can sometimes view themselves as more jour-

nalists or managers of the company, or try to find the balance between these 

roles. 

4.2 Autonomy and ethics of journalism 

Journalists’ autonomy alerts protect them from certain external influences 

such as politics and business influences. That can still leave them pretty de-

fenseless against organizational forces.  Many journalists find economic and 

political influences to be less important. Although the political and economic 

factors may be less noticeable in news work because of the ability of organi-

zational and procedural influences to mask them, they still have a stronger 

grip on everyday practice of journalists' (Hanitzsch et. al. 2010, 17.)  

 
Witschge and Nygren (2009, 48) claim, that financial motives are stronger 

now than ten years ago, according to their survey in Sweden. Nowadays 

newsroom editors talk about eyeballs, target groups and the portfolio of-

fered to the advertisers. Advertising departments and journalism are con-

nected more and more as “everything is done to defend the position of the 

advertising market”. 

  
Peeler and Guthrie (2007, 352) say that nowadays self-regulation is challeng-

ing because of the difficulty of monitoring new media and the difficulty in 

distinguishing advertising content when it is placed within regular content. 

Guidelines are useful, of course, but they "need to be backed up by strong 

self-regulatory action if the practices cross the line". The blurring of advertis-

ing and editorial content, in particular, has led to numerous governmental 

and self-regulatory actions for the advertising industry (Peeler & Guthrie 

2007, 350-351.) 

 
The Code of Ethics (1996) in the U.S.A. suggests that journalists should re-

fuse gifts, fees, free travel and any special treatment, because it might harm 
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the objective reporting. But it is in the journalists' control to make ethical de-

cisions.” For example, journalists are obliged to deny favored treatment to 

advertisers and special interests and resist their pressure to influence news 

coverage." In order to avoid the ethical breach, one can wonder if the owning 

company must deny itself benefits, therefore revenues from advertisers 

(McManus 1997, 8.)  In Finland ‘Guidelines for journalists’ gives the same 

type of guidance. One must add that they guidelines also make a remark 

about hybrid messages “there must be a clear demarcation kept between 

advertising and editorial content. Hidden advertising must be avoided” (The 

Council for Mass Media, 2014).  

  

Beam (1990) surveyed newspaper editors and found out that ”professional 

autonomy makes more sense considered as an organization level, rather than 

individual level, variable”. Fink (1995) on the other hand conducted that ”ei-

ther you and the hand that feeds you agree on ethics in reporting and writ-

ing, or you (not your editor) will be a very unhappy employer unemployed" 

(McManus 1997, 11.)   
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5 THE DIGITAL ERA AND ADVERTISING 

This study examines the editors-in-chief perceptions also about future per-

spectives, such as digital magazines. One of the forms of advertising influ-

ence is hybrid forms, where advertising and journalism are mixed together. 

These new ways of advertising are sponsored content and native advertising. 

Below, they will be further explained. 

5.1 Blurring editorial and advertising boundaries 

Scott (2005) argues that digital journalism will somehow become even more 

disconnected from the old print and broadcast news if the economical and 

professional conditions prevail in the industry. Cohen (2004) believes ”that 

online media is especially likely to follow the market-driven model 

(McQuail 2014, 294.) The digital age has brought new challenges. Scott (2005, 

90) notes that journalism is in crisis, moreover the Internet has brought up 

the blurred distinctions between editorial and advertising content which is 

caused by economic considerations and the more saleable trend. “In the clut-

ter of advertiser-friendly infotainment, the complexities of serious political 

coverage are often subordinated to entertainment values and squeezed to 

the margins—where they are more easily shaped into predictably shallow 

and homogeneous forms privileging image over issue (Scott 2005, 95). 

 

Cohen (2010, 541) agrees that in online journalism the blurring of the editori-

al content and commercial content seems to be a growing practice. Also 

online journalism outlets use different layouts, such as banners, links to oth-

er organizations and media as well as search engines that can explore in or 

outside the website.   
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Peeler and Guthrie (2007, 352) say that nowadays self-regulation is challeng-

ing because of the difficulty in monitoring new media and in distinguishing 

advertising content when it is placed. Guidelines are useful, of course, but 

they "need to be backed up by strong self-regulatory action if the practices 

cross the line". The blurring of advertising and editorial content in particular 

has led to numerous governmental and self-regulatory actions for the adver-

tising industry (Peeler & Guthrie 2007, 350-351). 

 

5.1.1 Advertorials in print magazines 

Advertorials are the ‘old’ form of mixing editorial content and advertising. 

In terms of advertiser’s influence this raises concerns among editors-in-chief 

about the objectivity and might be a threat towards the autonomy. Advertor-

ials are yet published in print media, but their use and labeling differs in 

magazines. 

 

Sonderman and Tran (2013) said that advertorials seek to present advertise-

ment as editorial content and let the reader know about the brand involve-

ment. It is still not very transparent in all the magazines, but Sonderman and 

Tran (2013) see also that advertorials borrow the credibility of editorial con-

tent and indeed advertorials are the oldest form of content marketing.   

 

Van Reijmersdal et.al. (2005) note that advertorials' typeface and layout 

mimic the magazine’s editorial style where the advertorial is placed. Stout 

et.al. (1989) make a similar definition of advertorial as ""those advertiser 

paid blocks that combine clearly identifiable advertising with simulated edi-

torial text." Andersson (1995, 25) says “advertorials, like commercial copy, 

are designed to camouflage their commercial identity and capitalize on the 

public's trust in journalistic integrity" (Cohen 2010, 535). 

  

Cameron and Curtin (1995) call the advertorials information polluters as 

print media has unwritten rules about advertisement labeling. Feature ad-

vertising means special advertising features and advertorials "single items 

for inserted sections". Stout et. al (1989) state that advertorials have been the 

fastest media trends since the 1980's. Advertorials can be an ”issue advocacy 

advertisement that is designed to influence the citizen opinion". This is what 

Cooper and Nownes (2004) came up with when they researched after exam-

ining ExxonMobil advertorials published on the pages of the New York 

Times. 
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Transparency becomes an issue when talking about advertorials and content 

marketing. How does a reader distinguish advertisements from editorial 

content? Finnish Periodical Publishers’ Association has made guidelines for 

the usage of advertorials as editorial simulating advertisements should state 

"advertisement" in a clearly distinguishable way (Mainonnan Neuvotte-

lukunta, 2014). In fact, new guidelines were made in order to distinguish 

online advertising, therefore newspapers would start using the word ‘adver-

tisement’ instead the old term ‘notification’ that in Finnish have different 

meanings (Finnish Council for Mass Media, 2015). 

 

Cameron et.al. (1995) found frequent violations of the American Society of 

Magazine Editors on their usage of advertorials. The violations were present 

in the labeling as one third of the magazines were not labeled at all and most 

of them did not use the recommended label on each page (Cameron et al. 

1995, 723). 

  

As Cohen (2002) and many others have said, in newspapers the advertorial 

is labeled as advertorial or advertisement. Also many scholars have seen 

how ineffective all the guidelines can be as the media seem to neglect or in-

terpret them in different ways. Cohen (2002, 545) notes that there needs to be 

future research about which standards journalism should meet to be non-

commercial. They need to provide un-supplemental editorial content. Non-

commercial journalistic efforts should be determined and from this it can be 

discovered "how online journalism routines may be influenced by market 

forces".   

  

Erjavec and Kovacic (2010, 93-94) write that state-owned companies are the 

biggest advertisers in Slovenia and they are referred as the new advertising 

gatekeepers. This term comes from the fact that ”advertising money is often 

distributed according to the political loyalty of the media”. Favorable cover-

age is used as advertisers will not want to advertise in the media if the media 

does not write as they want.  In the small media and advertising markets this 

kind of extortion is effective as each advertisement cancellation of adver-

tisement causes huge financial problems for the newspaper. It can also be 

seen in the way advertorials are developed as a result of illegitimate forms of 

communication and noncritical reporting (Erjavec and Kovacic 2010, 93-94.) 

  

Erjavec et al. (2004, 103-104) conclude in their research that advertisers are 

the key factors in determining content as they are the initiators of the prac-

tice. Also they define the form of the publication to achieve financial goals. 

Erjavec et al. (2004) conclude that marketing agents as well as journalists 



31 
 
and editors are subordinate in all the stages of the production.  Many re-

searchers bring up the problem of blurring editorial content and advertise-

ment (Peeler & Guthrie 2007; Erjavec 2004).  This hybrid form has commonly 

been referred to as advertorial. 

 

5.1.2 Sponsored content 

Sponsored content can be seen as an umbrella term as it means integrating 

commercial and editorial content. Peeler and Guthrie (2007, 351) say that it is 

in the interest of consumers to let advertisers experiment with new advertis-

ing forms. For example consumers can edit out advertising content and ad-

vertisers can target a specific interest group with their messages. Porlezza 

(2009) sees that with special advertisements such as advertorials and spon-

sorships, the likelihood of hybridization increases as the advertisement for-

mat determines the strength of the relationship to the editorial content. 

  

Sponsored content is better defined by what is does rather than what its ap-

pearance displays. Sponsored content appears in many ways but in general 

it is understood that is takes the same form as the publisher's content. One 

other recognizable feature is, that its purpose is to alter favorable influence 

on the brand (Sonderman & Tran 2013, 4).   

  

In television, sponsored content is often referred as brand and product 

placement. Boerman et.al. (2014) see sponsored content as brand placement 

where for example a television program shows Coca Cola cups on the table 

of the Idol judges. Viewers should be able to distinguish editorial and com-

mercial content by sponsorship disclosure. Current European Union regula-

tions state that the disclosure needs to be provided at least at the beginning 

or in the middle of the sponsored content, as this gives viewers enough time 

to process the information critically and recognize content as sponsored con-

tent (Boerman 2014.) 

  

Editorial guidelines and rules for sponsored content were also released by 

The American Society of Magazine Editors. The base of the principles is that 

readers get accurate information and news. Transparency is important as 

commercial messages and editorial content has to be able to be seen and ad-

vertiser's influence can’t harm editorial integrity. “Reader's trust depends on 

the value of magazines advertisers”. In terms of labeling there should be 

transparent labeling which keeps the quality of the content (Sonderman & 

Tran 2013). 
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Sponsored content and journalism teams are preferably kept separate but it 

depends on resources, as they may be limited. Moreover, to readers this 

might not be too crucial. Unsolved issues that challenge sponsored content 

can also be areas where knowledge is missing. Impact on readers is always a 

problematic issue, as more research is needed on how they react and tolerate 

sponsored content (Sonderman & Tran 2013.)   
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6 METHODOLOGY AND PROCESS 

This qualitative research has gathered the material from thematic interviews. 

The description of data is conducted with thematic coding. Then the re-

search is analyzed in a narrative approach where substantive themes were 

divided into short stories.  

6.1 Research questions 

The research questions were selected after determining the perspective. The 

aim of the study was to research advertising influence in lifestyle magazines. 

Lifestyle editors-in-chief hold the supreme power, but they have to face dif-

ferent influence attempts. The study defines the most common commercial 

actors that are trying to influence the magazine content.  

 

The challenge was to find which influence attempts the editors find accepta-

ble and unacceptable. Also if there is a way to show that profitability and 

financial situation has an influence on the magazine as a whole. Mixing edi-

torial and advertising content may be increasing and this is one influence 

attempt from the advertiser. When digital technology is increasing, also hy-

brid messages are increasing and this requires different control from editors. 

The research questions were formed as here below: 

 
RQ1: How is advertiser’s influence perceived by lifestyle magazine editors-

in-chief? 

  
RQ2: How do lifestyle magazine editors-in-chief expect that advertising and 

advertiser’s influence will change when magazines are published in an 

online form? 



34 
 

6.2 Interview methodology 

The research data was collected from thematic interviews, which was the 

methodology thought to be the best for this research. Hirsjärvi and Hurme 

(1985) say that thematic interview is often used when intimate and sensitive 

subjects are studied. Also weakly acknowledged issues such as ideals, ap-

preciations and justifications can be the targets. Themes are selected before 

conducting the interviews and questions have no certain order or form. 

Thematic interviews are often referred to as half-structured interviews 

(Metsämuuronen 2006, 115.) 

 

Often the researcher analyses the material already during the interview situ-

ation. When performing observations of the interview, it can be executed 

according to the frequency, segmentation and identification of special cases. 

The material can be collected to confirm the hypothesis or the model. A per-

ception of the observations is formed whilst typing and visualizing the ma-

terial. (Hirsjärvi & Hurme 2001, 136).   

 

The researcher makes interpretations by transcribing the interviews. Hirsjär-

vi and Hurme (2001, 137) list three different ways for carrying out transcrip-

tions. One is that the data is organized and highlighted by its construction. 

When there is a large amount of data collected, then this is necessary. This 

stage is done by transcribing and analyzing the data with a computer.  The 

second way is that the clarification of the material is performed by taking 

away the irrelevant parts.  The narrative structuring is formed when the in-

terviewer makes stories from the matters discussed in the interview. Even 

though there has not been a story in the interview, the researcher can make a 

story out of it (Hirsjärvi & Hurme 2001, 139).   

 

After collecting the data from the interviews, the analysis process was con-

ducted in five stages that are mentioned below. 

 

1. Analysis of the data 

2. Thematic coding  

3. Description of data 

4. Reconstruction of stories/  

Specifying the content themes 

5. Contrastive comparison of stories and theory 
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6.2.1 Conducting the interviews 

Firstly the lifestyle magazine editors were chosen according to their publica-

tions. They had to be lifestyle magazines whose topics were traveling, health, 

food, family and other lifestyle themes. Many of the chosen magazines were 

women’s publications because often that is common lifestyle content. In the 

Finnish lifestyle media market most of the magazines are owned by media 

concerns. There are few independent lifestyle media outlets, the market is 

mostly dominated by few big media concerns.    

 
Secondly, the magazine’s editors were chosen from publications that pub-

lished some content online. This research’s one aim was to study editors’ 

perceptions also on advertising influence online, therefore the magazines had 

to have functions as a digital magazine as well.  

 

To approach the editors, they received an email about this research conduct-

ed for Helsingin Sanomat Säätiö. The email included an introduction of the 

research as well as the Transparency of New Forms of Media Advertising 

Online –project. The introduction email also emphasized the anonymity of 

every participant. Every participant’s identifiable characteristics were re-

moved to insure anonymity.  

 

When approaching the magazine editors, some of them refused to take part 

in the research. Naturally some were too busy with urgent work, and others 

felt they had nothing to say about the topic. Editors are usually the most oc-

cupied people at the magazines and magazines are implementing digital 

strategies, thus resources can be low. The interviewed editors-in-chief felt 

they had some insights to give to the research and they had a need to talk 

about the topic.  

 

This researcher interviewed eight editors-in-chief in different Finnish life-

style magazines. Most of the interviewees were female and only one of the 

participants was male. Most of them have a Master’s degree (see chart 6) and 

their years of experience in this specific role was up to 10 to 12 years (see 

chart 7). The interviews took place in November-December 2014. The inter-

views lasted from 30 minutes to 1,5 hours.   

 

The interview frame kept the conversation on the right track, as some inter-

viewees were easily mislead to talk outside the subject. When interviewees 

talked outside the subject for a longer time, then these stories were not tran-
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scribed at all. The digital era was the most discussed subject among the edi-

tors and advertising influence was clearly a difficult topic to talk about. 

 

Only one editor was either not prepared or misunderstood the research and 

therefore answered the questions in few words. Most of the editors brought 

interesting insights and perspectives, they also showed a passion towards 

their work. Several questions concerning advertising influence and influence 

attempts generated irritation among the editors.  

 

All the editors received an information sheet for research subjects and they 

signed the participation agreement. Considering the fact that the topic can 

be perceived as a sensitive one, these interviews have all been handled care-

fully. As said by Ruusuvuori (2005, 41) the researcher needs to tell the inter-

viewees truthfully about the purposes of the interview, confidently handle 

the obtained information and protect the interviewees' anonymity.  

 

Editors-in-chief are the strategic leaders in the magazines, therefore they of-

fer valuable information to the research. They are in the highest position in 

the magazine when it comes to performing journalistic and managerial deci-

sions. The position of the editor-in-chief includes responsibility, managerial 

and marketing skills.   

 
CHART 6. The education of the interviewees. 
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CHART 7. The editors-in-chief years of experience. 

 
 

 
A pilot interview was conducted in order to test the interview frame and 

questions. The interview was executed via Skype and it lasted approximate-

ly 1,5 hours. The approach of the interview was conceived as slightly high-

pressure and the interview itself was too long. After the pilot interview the 

questions were narrowed down and shaped in a new form. Major changes 

were made to the interview frame and adapted to four sections: editor-in-

chief’s role, outside influences, influence attempt impacts and the future of 

online journalism & the future. 

The questions were adapted for the interview situation.  The interviews were 

arranged to be done face-to-face, but if this was not possible, then it was 

conducted over the phone or via Skype. Actually Skype proved to be a bene-

ficial communication tool as it was still possible to have face-to-face conver-

sation and interaction. Since the editors-in-chief are trained communication 

professionals, the conversations flowed smoothly.  

The interview situations were natural although the editors were the repre-

sentatives, consequently they were not willing to talk very openly about 

their product and its economic funding. The honesty level was quite high, 

and some of them shared more experiences than others.  

The interviews were transcribed after conducting them. The interviews all 

together lasted in total nearly 200 hours and in the transcribed form consist 

of approximately 100 pages. As is typical in thematic interviews, they were 
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also transcribed by themes and experiences and not word for word or taking 

sighs into account.  

One of themes found outside the interview frame was the words editors-in-

chief used when talking about advertisers and advertisers pressure. First of 

all editors-in-chief were strongly against using the word pressure as they felt 

no pressure from anyone or any sector in the process of producing the mag-

azine. Also editors reacted in different ways when asking about the adver-

tisers’ influence, but in general they perceived discussions about advertisers’ 

influence as an attack on their autonomy. The editors’ autonomy and lever-

age has not changed in their opinion, and this was stated multiple times. 

6.2.2 Magazine profiles 

The aim of the research was to study online lifestyle magazines, but given 

the fact that many of them were going through major changes when these 

interviews were conducted, not all of them were active online. Some of them 

had made a digital version of the print magazine, but most of them still per-

ceived the print version to be the main product (see chart 8). Others ex-

pressed their plans in changing the magazine into a digital form or were im-

plementing the changes already. Media concerns have now started to estab-

lish content marketing departments, but implementing digital strategies was 

still in the beginning in the interviewed editors’ magazines. 

 

Editors-in-chief’s responsibilities was mainly print content and magazine’s 

website. Some were responsible of a magazine family with couple of maga-

zines and websites (see chart 9). 

 

I also interviewed two lifestyle online magazines which did not produce a 

lot of print content. Both of them had been in online form since the begin-

ning.  The other one had been purchased by a big media concern and the 

other one was independent. The independent online magazine was in fact 

struggling to get advertisers at all. These specific cases brought a lot of in-

sight about the future of magazines. As many experts have said, the online 

form is difficult as one cannot “own the reader”. Especially when the con-

tent is free and not in digital form where the subscriber needs to pay for the 

content, then there are lots of challenges in making the magazine profitable.  

 

The online content varied a lot from videos, texts, recipes, tips and blogs. 

Most of the ones active online contained blogs. Of course they will have edi-
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torial content as well, but many of them hire external bloggers that support-

ed the magazine brand. Besides, famous bloggers can reach a bigger audi-

ence for the magazine. 

 

Interviewees all saw that that lifestyle blogs are also the competitors of life-

style magazines. Both blogs and lifestyle magazines create content for the 

same audience but their sources of income differs, as traditional media relies 

on subscription and single copy sales as well as advertising sales.  

 

Blogs on the other hand rely on advertising sales and some content contains   

sponsored content.  Subsequently, there will be more results of editors’ per-

ceptions on the future of lifestyle magazines on whether it is heading to-

wards commercialism.  

 

CHART 8. The editors-in-chief magazine type/form. 
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CHART 9. The responsibilities of the interviewed editors-in-chief. 

 

6.3 Description of the data 

Firstly, I started to analyze the material in relation to the research questions. 

As the aim of the study is to analyze the perceptions of advertising influence 

and advertising influence in online publishing, therefore these perceptions 

had to be identified from the interviews. The transcripts of the interviews 

formed the data from which the thematic analysis was conducted.  

 

The next step to in the thematic analysis was to create conceptual tools to 

classify and understand the phenomenon of the study. This was done by way 

of coding. To perform that I took chunks of text and labeled them as certain 

categories. I made the codes in order to answer the research questions. Cod-

ing noted the patterns, key words and rallying points in the data.  

 

Aronson (1995) says that after conducting the interviews, the next step in a 

thematic analysis is to identify all the data that relates to already classified 

patterns. All the discussion that fits under the specific pattern must be identi-

fied and placed with the corresponding pattern. When patterns have been 

identified the next step in the thematic analysis is to combine and catalogue 

related patterns into sub-themes (Aronson 1995.) 

 

Taylor and Bogdan (1989, 131) define a theme as units derived from patterns 

such as "conversation topics, vocabulary, recurring activities, meanings, feel-

ings, or folk sayings and proverbs". Leininger (1985) explained that themes 



41 
 
are identified by "bringing together components or fragments of ideas or 

experiences, which are often meaningless when viewed alone". The compre-

hensive picture of collective experience is formed when interviewee’s stories 

are pieced together. The "coherence of ideas rests with the analyst who has 

rigorously studied how different ideas or components fit together in a mean-

ingful way when linked together" (Aronson 1995). 

 

When gathering sub themes to attain a comprehensive view of the infor-

mation, it is easy to see a pattern emerging. When patterns emerge in the 

interview, it is best to obtain feedback about them. Interviewers can then go 

back to the informant and ask for feedback from the transcribed conversa-

tions. The interviewer can also use the informants' feedback to establish the 

next questions in the interview which is then incorporated into the theme 

analysis (Aronson 1995). 

 

The important step is to build a valid argument for choosing the themes. By 

reading the literature and referring back to the literature to make conclu-

sions from the interview. Once the themes have been collected and the liter-

ature has been studied, the researcher can formulate theme statements and 

develop a story. When the literature is interwoven with the findings, then 

the research is meritorious as the reader can comprehend the process and 

understanding as well as the motivation of the interviewer (Aronson 1995). 

 

6.3.1 Themes in the research 

The main themes are editor-in-chief leverage, advertiser’s influence and the 

advertiser’s influence online and challenges of the online format to advertis-

ing. These themes were included in the interview frame, but also other 

themes were found from the interviews. Themes found from the research 

were coded into these the sub themes below:  

 

1. An unacceptable proposal from an advertiser 

2. Advertorials 

3. Advertisement’s uncontrollability in the internet 

4. Blogs’ commercialism 

5. Content marketing without a label 

6. Editor-in-chief’s responsibility 

7. Advertisers’ influence 

8. Comparing culture journalism and lifestyle journalism 

9. Service journalism 

10. Advertiser’s support 
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11. Co-operation with the advertisers 

12. Newspapers versus lifestyle magazines 

13. Advertising language close to the lifestyle journalism language 

14. Commercialism in editor’s role 

15. The differences between print and online 

16. Reader’s influence /power 

17. PR and communication agencies’ influence attempts 

18. Content marketing / content co-operation 

19. Lifestyle magazines’ commercialism 

20. Favorable coverage 

21. Association’s influence attempts  

22. Indirect influence attempt 

23. Attitude towards advertisers 

24. Internet advertising /advertising revenue 

25. Journalistic independence 

 

The material was divided into themes by firstly making transcripts of all  the 

interviews, then coding all of the material. Themes were marked with their 

identification code. Hirsjärvi & Hurme (2001, 141) state that it is important 

to search for the frequency of occurrence and the context, where they appear 

and the word in connection with and the word in the vicinity. As usually in 

this type of research, the researcher has to make assumptions about when 

the interviewee is talking about the examined theme.  

6.4 Narratives analysis method 

Narrative has taken a position in communication research. There is a distinc-

tion between narrative and story, both of them need to be defined for con-

ceptual and analytical clarity. Stories can provide causal linkages between 

events while narratives have special structures. Escala (2006) informs that 

narratives tell stories by including episodes with actors engaged in actions to 

achieve goals. Narratives and stories are similar as they both require at least 

one factor and event connected through some sort of causal spatio-temporal 

framework (McDonalds 2014, 177) 

 

There are no complete guidelines for conducting narrative research, says 

Hyvärinen (2006). Narrative analysis can be conducted in various ways such 

as thematic reading and content analysis. Other alternatives can be narrative 

classification on the basis of the total figure, detail-oriented or interactively 
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produced analysis. Hyvärinen (2006, 16) reminds about thematic reading 

which can easily lose the interactivity and the narrative. This can be lost 

when using themes and content extraction as well as combining with com-

puter programs. Careful analysis can be conducted, when the breakdown of 

the themes and collection is attached to the narrative. One way is to connect 

the theme to the story stages.   

 

How can narrative benefit this work? Since this research studies how edi-

tors-in-chief perceive advertisers’ influence, I identified stories of advertis-

ing from the data and then analyzed the data with a narrative approach. As I 

went deeper into the data, I could find some recurrent words and stories 

from the interviews. The narrative themes which I selected to analyze more 

closely were narratives and stories around advertisers’ influences which 

were actually camouflaged in different subjects. After reading the material 

thoroughly, I went to the next phase. In this initial phase, I chose to apply 

analysis of narratives as a method of the research. 

 

The reconstruction of the stories keep hold inside the stories of advertising 

as well as own stories of the editors. The stories were collected on the basis 

of their interest value as well as their frequency in the interviews. The stories 

about advertising were mainly selected because of their interest value as 

well as the themes that stood out from the data. After selecting the advertis-

ing stories to be mentioned, the stories were compared to the theory.  

6.5 Opposites in the continuum  

The interview frame also included questions about certain opposites, and 

that caused different reactions in editors-in-chief.  These questions were dif-

ficult to get an exact answer for, as some interviewees perceived the ques-

tions as too controversial and felt that the terms could not be placed as op-

posites. The questions had been designed to see where the industry is head-

ing. 

 

Overall the discussion around these questions was lucrative in terms of find-

ing out the perceptions of the editors-in-chief about the future. Unfortunate-

ly, some of the interviewees did not feel the need to give qualitative num-

bers or felt they would prefer to only talk about the subject. Some interview-

ees perceived the opposite options as caricatured or exaggerated, for exam-

ple few interviewees thought that, especially advertisers listening and inde-

pendent decision could not be placed as opposites.  
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The answers were positioned either to the left, middle or right based the dis-

cussion or clear numbers the interviewees gave to the questions. The inter-

viewees place their magazine to the left (the world of brands, advertisers 

listening, content collaboration, economic pressure), middle or right (free 

journalism, independent decisions, separate ads, free content).  The next 

question asked where they place competitors in the continuum. Then the 

interviewees were asked to indicate the future and whether the magazines 

are heading towards content marketing and advertiser interest content. The 

last question asked where the interviewees would place their magazine in 

three years (see table 10). 

 

As a result the editors saw themselves more favorably in comparison with 

the other magazines. Their magazines were now creating independent deci-

sions, free journalistic content with separate ads. Whereas, the competitors 

were already creating more content collaboration and branded content. In 

three years, the competitors were seen much more in the right in world of 

brands, advertisers listening, content collaboration and economic pressure 

defined competitors work more than now (see chart 11 &12).  
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TABLE 10. Questions and interviewees’ answers on the continuum scale.

 
 
CHART 11. Interviewees’ answers at the situation now. 
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CHART 12. Interviewees’ prediction for 3 years ahead of time. 
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7 STORIES OF ADVERTISING 

This chapter explains all the findings of the research and will use a narrative 

approach for the analyses. The stories were divided into mini stories of ad-

vertising, although this method has been applied mainly on a content basis.  

 

This research found that the narratives that described the advertiser’s influ-

ence were manifested in different ways. Stories of advertising are presented 

here to give a better understanding of the qualitative research and theories in 

the indicated to (see table 11).  

 

TABLE 11. Stories of advertising. 

 

STORY SUB-
JECT 

EDITOR’S STORY COMPATIBILITY WITH THE 
THEORY 

Editor-in-chief’s 
leverage 

The leverage has 
remained the same 
as before 

The editor-in-chief has power over 
the publication content and editori-
al decisions 

Lifestyle journa-
lism 

“Lifestyle journal-
ism and marketing 
language are simi-
lar” 

Lifestyle journalism is close to mar-
keting communication and PR 

Editor-in-chief’s 
role 

“Marketing respon-
sibilities are part of 
the work” 

Hybrid editor-in-chief 

Influence over 
the content 

“Influence over the 
content does not 
exist” 

Favorable content, 

Withdrawing/limiting the content 

Hybrid messages “One suggestion is 
blurring the lines 

Advertorial usage, native advertis-
ing,  
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between editorial 
and ads” 

advertiser’s influence attempts 

PR influence/ 
advertiser’s sup-
port 

“Collaboration 
means exchanging 
information” 

The usage of PR material  

Favorable cove-
rage 

“It is a common 
practice to please 
major advertisers” 

Favorable coverage such as non-
negative publicity 

Advertiser sup-
port 

“We attend sponso-
red trips” 

Magazines cannot always afford to 
send journalists on trips 

Online journa-
lism 

“The online form 
changes advertis-
ing” 

Hybrid messages, 

profitability 

Economic consi-
derations 

The difficulty in 
advertising spend-
ing online 

Elite media, 
economic pressures 

 

 

7.1 Editor-in-chief responsibilities and leverage 

Although this research does not examine the respondents’ influence, it is still 

an important aspect to determine before having a closer look at the advertis-

ing influence. First of all, the interviewees had different amounts of respon-

sibilities, some were responsible for many magazines and websites as stated 

before.  

 

All of the interviewees were unanimous that their power had remained the 

same as before. The editor-in-chief holds supreme power and the owners of 

the magazines in most of the cases have given away the responsibility of the 

magazine, therefore the owners did not have influence over the content, es-

pecially in the elite media. In independent magazines editor-in-chief’s re-

sponsibilities were the same as in elite media, but often they were also the 

owners of the magazine and that naturally resulted in managerial responsi-

bility. 

 

Most of the magazine editors-in-chief interviewed in this research were 

working in elite media, owned by large media concerns. The literature sepa-

rated owners’ pressure and influence, and the interviewed editors-in-chief 

felt they were given free hands for making decisions of the editorial content.  

 



49 
 

7.2 “Lifestyle journalism and marketing language are similar” 

Lifestyle journalism is service journalism and most editors-in-chief also cate-

gorized their magazine in this genre. These type of magazines aim to pro-

duce ‘feel good journalism’, somewhat uncritical content, introducing con-

sumer goods. 

 “When talking about the mega trend in taking care of oneself and the state’s inability 

or lack of money due to the responsibility for one’s well-being and maintaining health 

is the individual’s responsibility more and more. Then there will be more online ser-

vices to replace things. That is quite a revolutionary field, where in the other end is the 

advertisers who want to branded content with health and welfare which still might not 

necessarily come to mind when thinking about their brands. The field is going through 

all kinds of changes. Women’s magazines as a print media they have not found a place 

online. Lifestyle magazines’ most important role is to give an opportunity for tools to 

promote and maintain one’s health. At least the problem is not that you don’t have in-

formation about it. Before, people had medical books in the shelf and they advertised 

them from door to door. Nowadays it is not that one does not get enough information 

about these topics, especially if you have motivation and interest to perceive it. Some 

lifestyle magazines emphasize market-orientation but actually the maintenance may 

depend on the products and tools. Then the reader also wants to get more information 

about them. If you want supplements, sometimes the supplement retailer or importer 

is the best source of information. Then reader’s media literacy will be emphasized.” In-

terviewee1 

Lifestyle magazines are a part of the reader’s lifestyle, which can include 
gardening, decorating, fashion, fitness, traveling and so on.  

“Lifestyle magazines are the counterbalance. They support people’s leisure time and 

picturing one’s life better. Because the manner of how one dresses and what kind of 

lifestyle one has is communication. I think Facebook is also lifestyle because the things 

I say on Facebook are my way of viewing life and I have a very positive Facebook char-

acter. In a way I feel lifestyle does not make our dreams. In a way you see things 

through your own lifestyle. For me décor is not just décor, fashion is not only fashion. 

Life would be very boring without lifestyle brands, magazines and sites.”  Interviewee 

2 

One aspect of lifestyle journalism’s is photo journalism and creating pleasure 

for the audience.  

”The benefit is one aspect and of course what is beneficial and to whom can be defined 

in multiple ways. Usually the reader finds information which is beneficial to herself. 

Visuality is important, as well as finding pleasure and comfort with beautiful visuals. 
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We do not only have photos of beautiful homes; there is a person and story behind 

them. The text is subordinate to the photos, when other journalism practices always 

consider the text as the most important thing, if it is not a photojournalistic magazine. 

Newspapers have become closer to magazines in two different things, one is the mate-

rial world and other is feature stories. Newspapers contain lots of lifestyle content. 

Apparently, readers want the same beneficial information such as food, products, eve-

ryday life related content from newspapers.” Interviewee 3 

Lifestyle journalism has been stated to be closer to marketing communica-

tions and PR. Some interviewees stated that, oddly enough, lifestyle maga-

zines use language which is very close to advertising language. News organ-

izations cover where and when something happened, but the first person 

form is used when writing lifestyle stories. Lifestyle magazines address the 

individuals by offering information and giving advice to them on how to live 

a ‘good life’. 

”It is about what kind of feeling the reader gets when she reads the article. For exam-

ple we address readers very differently compared to the newspapers. Newspapers do 

not address readers personally. I was working in magazine X for a long time and it 

was an advanced form of that. Such as when you do this, act like this, you should do it 

like this, dye your hair this way so then the reader does not think this was written by 

someone else when reading it. The reader thinks it has been written for only her. She 

does not think of the other 200 000 readers.” Interviewee 3 

7.3 ”Marketing responsibilities are part of the work” 

Despite the media, editors-in-chief have the same role in all newspapers and 

magazines. Traditionally they are in charge of the editorial content, but in a 

small newspaper the editor-in-chief may be responsible of financial aspects 

as well. As mentioned before, small newspapers might also assign marketing 

responsibility to the editor-in-chief. This also applies to lifestyle editors-in-

chief as all of them told that they cannot avoid assisting marketing tasks. 

Usually, this means that they have to be the face of the brand and attend the 

meetings with the advertisers. On these occasions they, for example share 

information about upcoming issues.  

”Sales and marketing responsibilities are in practice not assigned to me, but I have to 

participate to every marketing discussion and meeting. To give an example from sales, 

if a partner is completely unaware of us, then I introduce our product. Or I do market-

ing, and then the circulation is the metric to measure my success and then I try to work 
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with the marketing team to come up with ideas on how to get more readers.” Interview-

ee1 

Sometimes editors-in-chief must have two roles: the head of the journalistic 

work and as a leader of the group. One of the interviewees stated, that “no-

body else carries the flag of the brand as the editor-in-chief”. 

“I know many people (editors-in-chief) have their background in journalism so for 

some of them it is very strange to suddenly be the person who goes with the media 

sales to tell why one should buy ads from this magazine.”Interviewee4 

Many of the interviewees also did not feel that there was a reconciliation 

problem between journalistic and marketing roles. It was mostly perceived 

as maintaining and collaboration with the magazine’s major advertisers. 

“In principle I do not see commercialism as a bad thing that I have to accept in order 

to work in this role. The editor’s work consists of different sections. I am a pretty strict 

editor-in-chief in the way that I will not easily give my influence away and I try to be 

on top of everything. When we are developing new advertising concepts, they go 

through me because I insist that they do. I regularly communicate that hey, I am the 

editor-in-chief in all the material that will be published, be it advertising, user-

generated content or editorial content. I’m responsible for it and not you dear sales 

person, you won’t get in trouble if we do something that is not ethically right but I 

will. It’s in my best interest to be on top of the matters.” Interviewee4 

The literature also acknowledges the financial management aspects of edito-

rial work. Sometimes financial limitations affect the editorial freedom and 

they determine the content more than before. In addition, the magazine 

needs to sell every single feature story.  

“It is of course hard to speak about selling; the story has to sell. How to prevent circu-

lation from decreasing or figures deteriorating in that sense I kind of set up a commer-

cial target, which is hard to manage nowadays.” Interviewee4: 

”We are able to think about things pretty much from the usual reader’s point of view. 

Because without the readers and the public we do not have advertisers. That is what 

advertisers are interested in; good readership and an acceptable number of readers.” 

Interviewee5: 

The number of staff members can vary, therefore some editors-in-chief have 

more responsibility over marketing as well. They can have many responsibil-

ities, such as managing, marketing and acting as the head manager of jour-
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nalistic work. Managing freelancers is one of the challenges they face in eve-

ry day work. 

7.4 “Influence over the content does not exist” 

In the promo and first interview I used the word pressure, which I left out 

after the first interviews as I perceived that word in Finnish was conceived 

more aggressively and perhaps did not result in the desired reaction. The 

cause of this was that editors-in-chief are of course sensitive when talking 

about anything that would weaken their leverage. The interviewed editors 

perceived advertising influence in different ways.  Most of them had very 

condescending attitude towards the questions regarding advertising or out-

side influences.  

“Maybe there is pressure or perhaps pressure is not the right word. They can say that 

you should write an article about this, but that is probably typical in all magazines.” 

Interviewee7 

The typical reaction of editor-in-chief’s typical, when asking about the out-

side influences, resulted in the same type of stories. At the same time, they 

felt no pressure from any instance or commercial actor. Often the influence 

was perceived as a being in a very direct way and in forms of blackmailing or 

threatening to pull out the advertisement. Advertisement influence theories 

recognize advertisement pressure and influence variety of forms. Some in-

terviewees were more open to talk about the influence and pressure per-

ceived in magazines, but it was easier for them discuss about other maga-

zines. Typically they perceived advertising influence and favorable coverage 

in competing magazines.  

 

The respondents’ norm stories emphasized their influence as being the great-

est. Usually they mentioned something about the advertising influence at-

tempts noting immediately after, that it does not mean anything and their 

own influence is the greatest. Only few interviewees admitted that pleasing 

the major advertisers is a common practice in lifestyle journalism.  

 

External influences attempts usually came from PR and communication 

agencies contacting regarding a story offer or promotional material.  Many of 

the editors ignored calls from persistent communication and PR agencies, 

especially phone calls. In general the contacts were not taken so seriously.  
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 “Sure, the media, communications and digital agencies send emails constantly, but 

they go straight to the trash bin.  Usually I receive a threat from an individual reader 

who has lost her nerves and wants to correct or erase something that was written in 

the magazine. Nowadays, every individual can challenge the industry experts and talk 

about nutritional recommendations. In terms of advertisers, we have not received 

threats from advertiser who is trying to limit on what is going to be published or 

withdraw advertisement.” Interviewee1 

 “Commercial companies try to get their messages across and that is why they send 

press releases. That is why they invite editors for meetings.  They seek to influence and 

we are there to evaluate what is relevant to the reader, whether it serves the brand's 

mission, what it wants to give its readers, and whether it is significant in the world 

(magazine) we live in.” Interviewee2 

”Well, in a sense, few of them are in pretty determining positions. If you think how 

important cosmetics are in women’s magazines. In our magazine it is not, so I am not 

in a tricky situation because of that. But one can imagine that it is a big factor in those 

other magazines which get a very big income through it.” Interviewee3 

 “If the brand does not have readers (i.e. the brand is not strong at speaking to the peo-

ple it is trying to reach), then it also not appealing to advertisers. The advertisers un-

derstand that everything is done on editorial staff’s terms and the brand’s convenience. 

There is no doubt about that, otherwise the magazine is left with nothing if it doesn’t 

have readers.” Interviewee8 

 “Of course all the companies would like coverage of their products across different 

media. Also in this magazine the sales department wishes sometimes, but not all the 

time, that their clients are taken into account in the content. We use our own judge-

ment according to the situation. Maybe it would be different if we were asked to attend 

some meetings to listen to what they have to say, but ultimately we think about how 

we would represent it interestingly to our readers.” Interviewee5 

”In fact, all kinds of associations, small businesses and even individuals have a strong 

agenda. But I think advertisers don’t do it so much because they know how the indus-

try works and they don’t want to affect the editorial content, at least not in such obvi-

ous or even destructive way. The largest influence is from the different associations 

that bring quite a large amount of knowledge and aspirations of how their case should 

be dealt with because they do not provide any advertising budgets, and therefore rely 

on free attention.” Interviewee5 

”Magazines are by no means independent and if they claim otherwise that is bullshit-

talk. Because, they are extremely dependent on advertising; it is their source of liveli-

hood.” Interviewee6 
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7.4.1 “Blurring the line between editorial and ads” 

One recognized form of advertising influence is the blurring of the line be-

tween editorial and marketing content, as these hybrid concepts can be the 

cause of advertising influence. It is necessary to mention that Finnish journal-

ism relies heavily on the journalistic rules that of course deny advertorials 

that are not clearly labeled as such. One editor-in-chief said that these strict 

rules can sometimes stand in the way of magazine business success and prof-

itability.  

”It is sometimes annoying when talking about lifestyle journalism or women’s maga-

zine journalism because usually the tone is negative if they publish advertorials. What 

one does usually understand, is that it requires very specific professional skills to do 

this work” Interviewee3 

”Usually the way it is said is that we would like to try a special solution. This special 

solution is something that has not been done previously. Then usually we have to 

make our rules across as it (advertorial) has to be different from editorial content and 

advertising. In the journalist rules it is stated that the reader has to be able to differen-

tiate that. That is something I always have to stress, no you cannot do that because it 

would mix. One advertiser wanted to make an advertorial that would mimic editorial 

content. We have a well-established practice how to do it and we for example do not 

use the magazine’s own fonts, they must always stand out from it even though an ad-

vertorial is supposed to look like editorial. That is the purpose of advertorial. Although 

it is an advertisement, there is usually the title and picture and text which should be 

different from fonts and it should state advertisement. Some have a well-established 

norms on how to do it.” Interviewee3 

”I personally wonder if the story will keep its objectivity; a risk exists there. When a 

journalist returns from a trip and writes the story, objectivity can be hard to obtain. A 

human is a human and if he has driven a Ferrari in the Italian mountains, objectivity 

is at risk. Our only case example is a sponsored trip taken by a journalist; we had to 

discuss about the content of the article with the sponsor when the journalist returned 

from the trip. After that we decided that we won’t accept sponsored trips anymore be-

cause we have to go through what we publish and so on.” Interviewee1 

7.4.2 “Collaboration means exchanging information” 

Co-operation with the advertisers was frequently mentioned in the inter-

views. When talking about advertisers, some interviewees used the words 

“cooperation with the advertisers” and “listening to the advertiser”. Overall, 

they felt that their advertisers were ethical and followed best practices when 

dealing advertisements in the magazines. Cooperation included exchanging 
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information and receiving well researched facts from the advertisers. Over-

all they saw that advertisers were an important stake holder group that 

magazines work closely with.  

   

The narratives revealed how much of an open dialogue they have with the 

advertisers. Some stories brought up concerns about content marketing and 

other new forms of advertising.  

“I strongly believe that when making a new service, we must listen to the advertiser 

about what they expect from the media. In that way it certainly looks more and more 

like an advertisement. That would mean more content cooperation.” Interviewee1 

Interviewees saw that they receive valuable information from the PR people. 

“Having good cooperation with the advertiser is not pressuring. If they have conduct-

ed new research then usually it is exchanging information.” Interviewee7  

“Advertisers have never tried to influence any story directly. Normally they want us 

to write about a certain topic but we make the final decisions. There are so many sto-

ries that interest the advertiser as a collaboration. Our king is the reader for whom we 

create content.” Interviewee8   

7.4.3 ”It is a common practice to please major advertisers” 

Favorable coverage is one of the very common types of advertising influence. 

The interviewees did not experience withdrawing advertising over unfavor-

able coverage. It is also because of the nature of lifestyle journalism that 

hardly ever creates big scandal features. Service journalism publishes softer 

content, which is usually not critical.  

  

One editor-in-chief argued that lifestyle journalism would never write unfa-

vorable coverage over a major advertiser. Magazines please advertisers and 

“everyone knows that”.   

“Of course we never write negative articles about our major customers, but that is our 

choice and that is somehow in the spine of this industry. But if the regional newspa-

pers have the same situation, they would also not want to make a big local retailer an-

gry.” Interviewee5 

At the same time, the interviewee agrees that magazines do not create nega-

tive publicity about their advertisers but they also don’t write overly posi-

tive coverage. Lifestyle journalism stories often have a different tone in 

comparison to hard news.  
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”It is often seen in the lifestyle magazine industry and other industries as well, that 

editorial staff will not admit anything like this or any linkages or any outside influ-

ence attempts. They want to be quiet about them and so on.” Interviewee5 

Many magazines might not use their advertisers as interviewees as it might 

affect their credibility. The magazine’s own advertisers are hardly ever used 

as interviewees for articles. However, using promotional material in the cov-

erage was a very common practice. Usually as background information to an 

article. 

“ It may happen that they are the best interviewees that we can find, but as a rule we 

hardly never use them in the interviews. It might be that we receive some information 

from them if they have studied the background of their product really well and the 

facts relate to the area. If so, we often use the background information. The interview-

ees are often other types of experts that have no connections with the firms.” Inter-

viewee 5  

”Of course they want to please the advertiser; we would perhaps act the same way, but 

we do not have advertisers now. They are forced to please the advertiser in order to sell 

advertisements. Favorable coverage will appear in the content in one way or another. 

There are plenty of objective, wonderful stories but most of the content is product-

related and their subjects vary from beauty, health and food. The stories are sold to the 

advertiser who is buying the coverage as well. The product placement exists in a way 

that they highlight products even though they are being journalists at the same time. 

They are forced to please advertisers, otherwise why would the advertisers bother buy-

ing the ads? Why would they otherwise advertise all the time if they get advantages in 

other ways as well, such as the favorable coverage? The magazines would rather not 

admit this, but it is my view on it.” Interviewee6 

7.4.4 “We attend sponsored trips” 

The literature defines advertising influence as sponsored trips and receiving 

promotional gifts from advertisers as advertisers’ support.  One interviewee 

even demanded the freelancers to note if they received promotion gifts. Most 

of the interviewees did not see a problem in attending to sponsored trips. 

  

One editor-in-chief saw sponsored trips problematic as then the magazine 

would have to discuss about the coverage. 

” I think an unacceptable influence attempt is a product gift. Surely lifestyle journal-

ists receive them more than others. I have said to our journalists that it would be good 

to know if you get a product from PR-visits. Also because of transparency. We have 

not let freelancer journalists go on sponsored trips. We haven’t even been offered those 

trips as we already travel quite a lot. I am pretty strict and I always place partners’ 
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logos in the corner of the magazine. It is serving the reader that we state partnerships 

clearly.” Interviewee2 

Advertiser’s support still occurs because magazines cannot afford to send 
their editors on trips abroad.  

”We take sponsored trips as we do not have the budget to send journalists there to 

write a story, otherwise we would not go on these trips.” Interviewee3 

“I know newspapers that travel at their own expense. There are differences though. We 

go on a journey if it is clearly the sort of story that interests our readers. We take 

sponsored trips if we can’t afford to pay them ourselves.” Interviewee4 

 “I have been in this industry for so long that I am not influenced by anything. Of 

course journalists receive a lot of information; I can’t describe an indirect influence at-

tempt. Cosmetic industry organize beautifully arranged events and of course it is part 

of our job to receive products. We have received plenty of them over the years that it 

has no influence over me. Our main thing is to think about our sales on behalf of our 

subscribers and surely sustaining good relations with clients and advertisers. Whether 

it be an indirect or direct influence, it is keeping up the good spirit and that is ok.” 

7.5 ”The online form changes advertising” 

There was an interesting perspective on the research that rose up from the 

thematic interviews. Perhaps the findings of this topic give a better picture 

on how magazines are changing first of all in terms of the content, as well as 

advertising influence.  Most of the magazines were still publishing a print 

version, but had already an active digital magazine or were planning to 

make an online magazine as a side product.  

 

“There is a lot of content that doesn’t exist in print version, they are two dif-

ferent worlds. In the internet, ads are not seen as disturbing at all. The reader 

is ready to accept the blurring of the line between editorial and advertisement. 

An advertisers’ content can be there and it is not perceived as disturbing. 

People are quite smart and they can read media better than we can understand 

it. They realize that this is advertiser’s content and still it interests them and 

it does not bother them at all. Still, drawing the line is needed and that con-

versation needs be had more and more when going online.” Interviewee3 

 

In the thematic interviewees, the editors-in-chief were keen to talk about the 

online form of the magazine. The discussion raised concerns about owning 

the reader, uncontrollability of advertising and new forms of advertising. 
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One editor-in-chief brought up the idea of content marketing and brand 

journalism hybrid that could be the key to survive in the media market. 

When asked about the power of money, this is what one lifestyle editor an-

swered: 

 “One example could be that a certain traditional media publication with money and 

know-how could establish a brand magazine through advertising. If you think of other 

sites, they have been doing well at challenging some traditional magazines. One can 

think if advertising is then needed in traditional lifestyle magazines.” Interviewee1 

7.5.1 The difficulty in advertising spending online 

 
This a separate story from an online lifestyle magazine editor-in-chief. This 

magazine has been an online magazine since the beginning. It is also inde-

pendent and the owners also write the magazine content. In this story there 

are two main factors, such as the difficulty of getting advertising revenue. 

“This magazine has been a dream job, it has been wonderful to do what you like. We 

have had no budget or money although we had good expectations that we would get 

income from this, but that has been very little. Getting advertisements has been nearly 

impossible since the beginning although we have done a lot marketing, research and so 

on. The people who have been working in this magazine are not so marketing-minded. 

When there are not a lot of us, then creating the content also takes some time and there 

is no time for marketing. We would like to find a marketing person on provision, but 

to find that kind of person nowadays is nearly impossible as not a lot of people are in-

terested in that. In the beginning, companies did not see advertising online as worth 

anything. TV and print have traditionally been the most important and print has not 

been doing well lately. They have lost readers and print advertisement. Advertising is 

on TV now and there is the big money in there. We should have great reader figures 

but we do not have enough in order to be appealing to the advertiser. At least it is 

enough for the advertiser to have hundreds of thousands as it should be hundreds of 

thousands per month. That would be a lot in this kind of country. I often think about 

how the bloggers get advertisers.” Interviewee 7 
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8 CONCLUSIONS AND DISCUSSION 

This chapter summarizes editors’ perceptions on advertising influence. The 

key findings answer the research questions. Secondly, the evaluation of the 

research is presented together with trustworthiness and validity. Suggestions 

for further study will be represented in this chapter.  

8.1 Indirect and direct influence 

As discussed in chapter 3, media outlet’s work is influenced my multiple 

sources. The literature with empirical research has been combined together 

here, in order to show the factors that were found from theory and research. 

As the theories were (Shoemaker & Reese 2014; McQuail 2010) made to fit 

with inside influences as well as outside influences, which includes advertis-

ing influence. 

 

Indirect pressure is a questionable term as the structures are created so that 

media organizations’ employees have responsibility over content or profita-

bility (Shoemaker & Reese 2014). Tucman (1978) says unacceptable pressure 

is hard to distinguish as generally media wants to please advertisers and au-

dience (McQuail 2010). 

 

All of the interviewees saw the difficulty defining what is indirect, unac-

ceptable and advertiser’s support (see table 15.) To give an example of the 

answers, a typical answer for the question asking about unacceptable influ-

ence attempt from the advertiser was this: 
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“I do not experience it as an influence attempts as I can always refuse the proposition. 
I usually say no so they can try out and those limits are being experimented with. 
Maybe some other media will take accept the proposition.” Interviewee3 

 

TABLE 15. Editors-in-chief perceptions on what is indirect, unacceptable and 

advertising support. 

Indirect sponsored trips, promotion gifts, PR 

events 

Unacceptable content marketing without label, phone 

calls offering an article, influence over 

the content, withdraw advertising over 

coverage 

Advertiser’s support sponsored trips 

 

The editors generally found it difficult to determine, what they consider to be 

indirect and unacceptable pressure, as well advertiser’s support. Paradoxical-

ly, they attended, for instance, sponsored trips although they knew this was 

an acknowledged influence attempt. But sometimes the advertiser provided 

economic funds, such as advertisers support and the magazine took it.  

8.2 Editor’s dilemmas 

Based on the data, this research suggests that lifestyle editors-in-chief are 

hybrid editors where the proficiency of the media outlet and quality of the 

journalism are being measured in certain dilemmas. I identified four editorial 

dilemmas that summarize advertising influence and prevailing challenges in 

digital editorials. Lifestyle outlets need to make decisions between advertis-

ing, editorial content, and audiences (see figure 16).  

 
The outcome of the study resulted in these categories that were affected by 

advertising influence. The dilemmas lifestyle editors were facing are divided 

into four groups. Dilemma is a situation where choices between options 

seem unfavorable and unsatisfactory. The outcomes of both choices are ac-

ceptable.  

FIGURE 16. Editor’s dilemmas based on the research. 
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The first dilemma was “value”, news information versus advertising. This 

dilemma emerged from the role of information they publish. Editors receive 

information from advertisers in the form of promotional material and other 

information, such as promotional events. They acknowledged that some-

times advertiser’s information is beneficial, especially when writing articles 

about products, services and brands. Lifestyle editors-in-chief receive a large 

amount of information and invitations, for that reason they carefully select 

which brands are valuable to the audience. Advertisers’ information is used 

as information, especially to give background information. Central to this 

dilemma are reader’s expectations and the information provided by brands.  

The second dilemma is the “role” that editors have adapted in maintaining 

relations with the advertisers as well as being the journalistic watchdog. The 

role as journalistic watchdog and brand ambassador was sometimes per-

ceived as a mandatory obligation. Editors ensure that the editorial integrity 

will not be harmed when combined with the role of brand ambassadors of 

their own product in the direction of advertisers and readers. As editors are 

ethically and legally responsible for the content, but also responsible for 

economic success of the publication; in practice, they have to be aware of the 

magazine’s marketing department’s deals and assignments, when they are 

creating the publication.  

The third dilemma is “loyalty” for the audience or advertisers. Advertisers 

provide economic resources for the publication, but editors have to continu-

ously choose the topics that are interesting from the readers’ point of view. 

Value

New information 
versus advertising

Role

Brand ambassador 
versus journalistic 

watchdog

Loyalty

Audience or 
advertisers

Digital  era

Advertising or 
journalism
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This dual loyalty can cause situations where the loyalty has to be weighed 

up.  

The fourth, and final, dilemma is “advertising or journalism”, which was 

raised from the interviews with the editors. These hybrid forms have started 

to play a big role in online media and this concerned editors. In terms of 

blogs, the transparency is not always there and the reader cannot tell wheth-

er the content is advertising or editorial.  Hybrid messages are the cause of 

online, as well the uncontrollability of advertising.  

8.3 Research evaluation 

An obvious challenge was finding literature about lifestyle magazines and 

previous studies about advertising influence in lifestyle magazines. The in-

fluence theories of mass communication authors was mainly from the media 

sociology perspective (see Shoemaker & Reese 2014; McQuail 2010). The ma-

jor difficulty was to combine these theories for the advertising influence phe-

nomenon. Therefore, these theories were perfunctory applied to the research. 

Thus other literature sources were combined to the text to get an overall un-

derstanding of the subject. Most of the literature had not been studied in rela-

tion to lifestyle journalism, but for news organizations, so this was an obsta-

cle as well. This research also used some older sources and second hand 

sources when the original source was not found. 

 
The data collection for this research was conducted through thematic inter-

views. The interviewees were selected based on the study objective, which is 

to study lifestyle magazines in the print and digital world. As most of the 

magazines had not fully implemented digital strategies, the digital forms 

were not able to be researched fully. Editor’s perceptions on the advertising 

influence online were conducted merely in a hypothesis way and could not 

have been studied thoroughly because the magazines had not fully applied 

digital strategies. 

 
Selecting the analysis method was difficult as the material was thematic in-

terviews but inside of it were short stories. That resulted in the necessity of 

using a different methodology for the research, although very loosely. The 

thematic method was used to analyze the data and to separate them into sto-

ries of advertising. This was a major problem as they could not be entirely 

represented in the narrative method, because it fails to keep a chronological 
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order that is typical for this method. Analysis transformed type and core sto-

ries that showed editor’s perceptions, approaches, attitudes to the subject of a 

report on issues related to advertising influence. There are many challenges 

facing the narrative inquiry, such as crisis of validity and rights representa-

tion. One has to accept these challenges and accept that one truth does not 

exist and that a researcher can only express views.  

 

Of course there are other limitations to the study. The data was only collect-

ed in Finland and this provided narrow research results. The interviews were 

conducted in Finnish and that resulted in the translation dilemma; some 

words cannot be culturally translated.  

8.4 Future research  

An obvious research subject would be to compare sales executives’ and edi-

tors’ views, to examine how these groups differ from each other. Further re-

search could be done to determine how implemented digital strategy has 

been perceived by editors. Lifestyle editors expressed their concerns towards 

the existence of magazines in the world of blogs that are their biggest com-

petitors, therefore research about lifestyle blogs would provide important 

information. 

 

The world of advertising and journalism still remains an interesting field to 

study, especially when new forms of advertising are arising. Future research 

could delve more into this issue by asking “What is the hybrid-editor’s role 

in the future?” and “How to combine these roles in the digital age?”, to make 

these issues more explicit. Lastly, this study also suggests that audience in-

fluence is also interesting to study. Strömback and Karlsson (2011) conclude 

that results and respect to audience influence are mixed. Online editors have 

seen the audience influence increasing, yet journalists do not see it increasing.  

8.5 Discussion 

How much influence does advertising have on lifestyle magazines? Recog-

nizing that perceptions are not necessarily accurate, the group that is in the 

best position to experience how much influence advertising has over editori-

al content, is arguably the editor-in-chief’. In their daily work, they interact 
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with advertisers, as well as other shareholder groups. The influence from 

these groups channeled often by the advertising department, hence editors-

in-chief cannot avoid being in contact with them.  

 

Usually the advertising department handles advertising requests, but often 

editors-in-chief take part the advertising meetings by introducing upcoming 

themes. McManus (2009) and Hamilton (2009) state that the common form of 

influence may be their demands for greater audiences in segments they find 

particularly attractive. The demands from the advertiser wanting to target 

messages is occurring more often. Smith (1977) says that circulation and the 

sales departments provide journalists a picture of the audience they are writ-

ing for (Shoemaker & Reese 1996).  

 

In the Finnish case, this study has shown that the groups perceived to have 

the greatest influence are editors-in-chief, followed by the audience, clients 

and advertisers. Editors-in-chief emphasized their power over the owners 

and advertisers. Nevertheless, advertising influence is often invisible. They 

felt they were mostly serving the audience, as they perceived that lifestyle 

journalism is service journalism. The magazine’s major advertisers common-

ly know the rules and practices, and therefore the editors-in-chief usually 

collaborate with them.  

Advertising influence can take different forms, however mostly editors-in-

chief perceptions on the phenomenon was the example of threatening to pull 

out the ads for unfavorable coverage. Usually the relationship that the edi-

tors had was a common understanding of the rules, but once in a while ad-

vertisers say they would like to try a ‘special solution’ meaning mixing edito-

rial content and advertising without labeling it clearly. A couple of editors-

in-chief perceived that pleasing major advertisers is a common practice. Eco-

nomic influence was undoubtedly their concern as well, especially fighting 

for the audience attention. Looking at the influence attempts, editors-in-chief 

think that influence attempts of PR and communication agencies had in-

creased over the years.  

 

The research also found that independent magazines are in a different situa-

tion than of course bigger media companies. Circulation size and ownership 

type had said to influence the advertising and to somewhat it is true. Elite 

media are different as they have the media concern/publishing company 

already behind them. Elite media do not have the same concerns as smaller 
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magazines with less circulation. In my experience the bigger the media is, 

the more resistant towards advertising influence it is. The elite media han-

dles advertisers’ influence in a different way than smaller regional newspa-

pers, which battle to get advertising in a small market. 

 

When approaching the subject one could argue that first that advertisers are 

a problem as they try to influence the magazine’s content and perhaps make 

unethical influence attempts. Actually magazines and advertisers have 

“good cooperation”, as a couple of editors-in-chief said. PR and communica-

tion agencies approach magazines all the time and editors-in-chief did not 

experience any problem with that. One editor-in-chief described this as a 

win-win situation: the advertiser gets visibility and the magazine receives 

promotional material. The editor-in-chief screens and selects issues from the 

PR message flood. 

Media is admittedly influenced by multiple sources and the editor-in-chief 

needs to act as an advertiser gatekeeper.  Editors-in-chief have not experi-

enced the pressure of writing an article about a certain topic, but some 

acknowledge that it is typical that some advertisers would ask for favorable 

coverage. As stated in the literature, advertising influence comes in the 

forms of product placement, providing promotional material and sponsor-

ing. Product placement is used mostly by television channels, in print media 

it is defined as an advertorial. Also advocacy groups are usually compatible 

with the TV-network systems fashioned with a keen sense of how that sys-

tem functioned. The literature also distinguishes that media financed by ad-

vertisers reflects the interests of advertisers. Also advertisers can block 

communication that damages their interests. According to media economics 

literature advertisers and investors are influential groups and most influen-

tial groups. Undoubtedly, to think of journalism only as a reader driven is 

naïve as commercial actors have an influence, be it visible or invisible. 

 

Some scholars say hard news is less open to external pressure. Lifestyle jour-

nalism is a different field and the scholars have determined that advertiser’s 

support exists in hard news too. This sort of support includes paid trips and 

other sponsored events that the magazine would not have been able to make 

without advertiser’s sponsoring them. Most of the editors-in-chief took spon-

sored trips, attended press events and received promotional gifts. The the-

matic interviews in this research included topics about unacceptable influ-

ence as well as indirect pressure. The literature shows clearly that unaccepta-

ble and indirect influence is hard to distinguish.  
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In this research, I have learned much about the differences between news-

papers and lifestyle magazines, and found that the fundamental difference is 

the content. Lifestyle magazines focus on feel good –journalism while hard 

news narrate the reality as objectively as possible. The relation with adver-

tisers and magazines is different because of the commercial nature of life-

style magazines.  

 

When the conversation continues around native advertising and poor eco-

nomic situation for many magazines, it is important to ask what could be the 

key to survive in the market. Lifestyle magazines created the term service 

journalism, and they have been the forerunner in creating branded content. 

In many cases this has been seen as a battle between advertising and journal-

ism, when actually these matters do not have to be the opposites. The key 

thing is transparency and professional journalism with ethical issues are 

taken into account. However, with major financial challenges and the digital 

development, branded content could be one solution for media to survive in 

the market. 
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APPENDIXES

 
Appendix 1. The theme interview frame 

 
Background questions: 
Name: 
Publication: 
Owner of the publication: 
Education: 
How did you become an editor-in-chief? 

● How long have you been in the industry? 
● How long have you worked as an editor-in-chief? 

 
Why do you want to work for a lifestyle magazine? 

● What is the work environment of a lifestyle magazine like? 
 

What is your target group? 
● Who does it represent?   
● What kind of brand do you want to create? 
● How much have you invested in an online magazine? 

 
How would you classify lifestyle journalism? 

● What are the most important tasks for a lifestyle magazine? 
● Is it more commercial than news journalism?   

 
EDITOR-IN-CHIEF’S ROLE 
Could you describe your responsibilities as an editor-in-chief? 

● What does your work include? 

 
Do you feel that you role is more that of a journalist or that of a profit-making 
company manager? Please explain. 

● How can the roles of a journalist and a manager can be fit together? 
● What sort of problems can be involved in that? 

 
What are the challenges and difficult issues as an editor-in-chief? 

● Are the challenges related to the routines? 
 
Which stakeholder groups and partners are important to you as an editor-in-
chief? 

● What kind of collaboration do you have with these groups? 
 



 

  
OUTSIDE INFLUENCES 

 
What are the outside influence attempts that a lifestyle magazine editor-in-
chief can come across? 

● Which groups could be called pressure groups? 
● Is lifestyle journalism more open to outside influnce attempts that news 

journalism? 
 
 

Which interest groups want to influence the editorial content? (readers, ad-
vertisers, owners etc.) 

● Who has the greatest influence? 
● Can different influences conflict with each other? 
● How often have had to resolve an issue where there is a conflict of in-

terest between editorial content and advertising? 
 

What kind of cooperation do you have with advertisers at this moment? 
● What kind of deals do you have? 
● Do you use advertorials in your magazine? 
● Do you use new forms of advertising (such as native advertisement, 

sponsored content and content marketing)? 
 

Have you experienced a desire to influence magazine content from the adver-
tiser's side? 

● Can advertisers have influence? 
● Do you get approached by interest groups, public relations or adver-

tising agencies or lobbyists 

 
What is an unacceptable influence attempt? 

● How can you identify unacceptable influences? 
● How can it be distinguished from a normal influence attempt? 
● What is an indirect or informal influence attempt? 
● What is meant by the advertiser providing support? 

 
 

INFLUENCE ATTEMPT IMPACTS 
 

Do you ever have to be worried about your autonomy weakening? 
● Who can threaten your autonomy? 
● What kind of leverage do the owners have? 

 
What impacts can outside influence attempts have? 

● Can they cause favorable content being included to please the advertiser? 
 

How are the outside influence attempts usually responded to? 



 

● Are they negotiable? 
● What kinds of compromises are being made? 
● What kind of influence attempts have you encountered? 

 
How do you turn down influence attempts regarding magazine content? 

● Who makes these sorts of influence attempts? 
● When is it good to give in? 

 
ONLINE JOURNALISM AND THE FUTURE  

 
How do you see the future of lifestyle journalism? 

● What will change and what will remain? 
● Are blogs going to be a big part of the content? 
● Will blogs bring outside influence attempts to the magazine? 

 
Do you think the online form will make the magazine more commercial? In 
what ways? 

● Do you think so called hybrid forms (editorial and advertising blending 
together) will increase? 

● Do you think this will happen more online? 
 

It is said that money runs the world more and more, what do think about that? 
● What kind power does money have? 
● Give an example! 

 
Where do you place your magazine in this continuum? Scale 1-10. 
The world of brands....................................................................Free journalism  
Advertisers listening................................................................Independent decisions 
Content collaboration..............................................................................Separate ads 
Commercial pressure...............................................................................Free content 

 
Where do you place your competitors and other magazines in this continuum? 
(why) 
The world of brands....................................................................Free journalism  
Advertisers listening................................................................Independent decisions 
Content collaboration..............................................................................Separate ads 
Commercial pressure...............................................................................Free content 

 
Where do you position your magazine in 3 years’ time in this continuum 
(why)?  
The world of brands....................................................................Free journalism  
Advertisers listening................................................................Independent decisions 
Content collaboration..............................................................................Separate ads 
Commercial pressure...............................................................................Free content 

 



 

Where do you place your competitors and other magazines in 3 years’ time in 
this continuum? 
The world of brands....................................................................Free journalism  
Advertisers listening................................................................Independent decisions 
Content collaboration..............................................................................Separate ads 
Commercial pressure...............................................................................Free content 

 
 


