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Abstract  

This study represents a field experiment on the effectiveness of product 

placement in TV Shows. The author investigates whether product placement enhances 

brand awareness, positive attitude change and increased purchase intention. If this is 

found to be true, in which way should the product be presented to influence the 

consumer in the most desirable way? The results in this study show that the hypothesis 

is true and it is key for marketers to pick the right type of product placement for their 

brand to increase either brand awareness, positive attitude change and/or increased 

purchase intention. The results further show that marketers need to examine the target 

audience of a TV show to determine the right mixture of modality for the product 

placement. The mixture can consist of prominent, subtle, plot-connected, purely audio 

or visual or both audio-visual product placements and has to take into consideration 

multiple psychological processes which are discussed in this study. 
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1. Introduction  

We have all had that feeling. One minute you're absorbed by a gripping 

instalment of quality TV drama; the next, you're wondering why there is a box of 

Cheerios hogging the shot for five minutes, why all of the characters are driving the 

same brand of car, or why that otherwise credible teenager is using Bing as their search 

engine.  

Product placement has become big business. Global expenditures for product 

placement were estimated at $10.58 billion in 2014 (Quinn, 2015). But what is it? 

According to the European Union, it is any form of audio-visual commercial 

communication consisting of the inclusion of or reference to a product, a service or the 

trade mark thereof so that it is featured within a program, like a TV show or a movie 

(European Commission, 2012). Product placement had its beginnings in the nineteenth 

century. By the time Jules Verne published the adventure novel Around the World in 

Eighty Days (1873), his fame had led transport and shipping companies to lobby to be 

mentioned in the story. Whether Verne was actually paid to do so, however, remains 

unknown (Butcher, 1995). Product placement was a common feature of many of the 

earliest actualities and cinematic attractions that were the first ten years of cinema 

history (Gurevitch, 2010). However, the custom started to increase dramatically after 

1982, when the director Steven Spielberg was preparing E.T. He approached Mars, the 

makers of M & Ms, with the idea of a cross-promotional deal linked to a scene in which 

the child hero and the gooey extra-terrestrial form a friendship over a handful of 

sweets. Mars declined the offer, so Spielberg turned instead to Hershey, the makers of 

Reese's Pieces. This time, the answer was yes, one million dollars in promotion money 

was forthcoming, and within a month of the film's release, sales of the sweet were said 

https://www.youtube.com/watch?v=oGtig5DiTxc
https://www.youtube.com/watch?v=oGtig5DiTxc
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to have sky rocketed by eighty per cent (McFarland, 2004). Today, over 75% percent 

of U.S. prime-time TV shows are using product placements in their episodes. One 

reason consistently cited for the growth in product placement is the fact that over 40% 

of U.S. homes now have digital video recorders, which allow TV viewers to fast-forward 

through ads (Williams et al., 2011). Hence, in order to reach consumers, who 

increasingly find ways to avoid traditional advertisement, marketers have decided to 

place their products directly into the entertainment itself. But are marketers really 

applying their budget appropriately and measuring the success of product placement 

in the correct manner?  

The central question of this dissertation is whether or not product placement 

enhances brand awareness, positive attitude change and increased purchase intention 

ÏÎ ÔÈÅ ÃÕÓÔÏÍÅÒȭÓ ÓÉÄÅȢ )Æ ÙÅÓȟ ÉÎ ×ÈÉÃÈ ×ÁÙ ÓÈÏÕÌÄ ÔÈÅ ÐÒÏÄÕÃÔ ÂÅ ÐÒÅÓÅÎÔÅÄ ÔÏ 

influence the consumer in the most desirable way? The hypothesis is that different type 

of products work better in product placement and that the type of placement is key to 

gain product awareness, cause positive attitude change and increased purchase 

intention. This type of placement may be a subtle, prominent, visual, audio, audio-

visual, disruptive placement. Furthermore, the placement can have a certain degree of 

plot connection, which may influence efficacy of product placement. Prominence 

relates to how noticeably a brand is represented in the movie or the program, that is, 

the extent to which the brand is a central focus of audience attention (Cowley & Barron 

2008; Gupta & Lord 1998). Subtle placements are less salient and the selling intention 

is harder to detect (Diehl et al., 2008; Okazaki et al., 2010; Terlutter et al., 2010).  

However, a number of studies indicate that prominent brands are more likely to be 

recognized than less prominent brands (e.g., Brennan & Babin, ςππτȠ Äȭ!ÓÔÏÕÓ & 

Chartier, 2000; Law & Braun, 2000).  
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Russell (1998) first classified product placement along three dimensions: 

visual, auditory, and plot connection. A visual placement involves placing a brand in 

the background (perhaps of a show), with the appearance of the brand on-screen, 

number of appearances, and the style of camera shot of importance. An auditory or 

verbal placement occurs when a brand is mentioned in a dialogue and can vary 

depending on the frequency with which it is mentioned, the context and the emphasis 

on the brand name. Audio-visual placements involves a combination of visual and 

verbal components and can vary in intensity from a mention of the brand and a brief 

ÁÐÐÅÁÒÁÎÃÅȟ ÔÏ ÔÈÅ ÂÒÁÎÄȭÓ ÃÅÎÔÒÁÌ ÒÏÌÅ ÉÎ ÔÈÅ ÐÌÏÔ ÁÎÄ ÉÄÅÎÔÉÆÉÃÁÔÉÏÎ ×ÉÔÈ Á ÃÈÁÒÁÃÔÅÒȢ 

Audio-visual media, like TV shows, present information on two sensory 

channels, audio and visual (Geiger, 1993). Different areas of the brain are solicited by 

visual and audio stimuli (Bushara et al., 1999), which supposes information is coded 

differently . When examining cognitive processes, distinguishing among purely visual, 

purely auditory, and audiovisual information is important because the memory 

encoding and storage of external stimuli are a direct function of their characteristics 

(Bettman, 1979). 

Plot connection is the degree to which a placement is connected with the plot 

or story line of the movie or program (Russell 1998). Highly plot connected brand 

ÐÌÁÃÅÍÅÎÔÓ ÁÒÅ ÉÎÔÉÍÁÔÅÌÙ ÔÉÅÄ ÔÏ ÔÈÅ ÐÌÏÔ ɉÅȢÇȢȟ !/, ÉÎ 9ÏÕȭÖÅ 'ÏÔ -ÁÉÌɊȢ (Ï×ÅÖÅÒȟ 

movies often include brands that appear without connecting to the main part of the 

story (McCarty, 2004). Studies have shown that a brand pÌÁÃÅÍÅÎÔȭÓ ÃÏÎÎÅÃÔÉÏÎ ÔÏ ÔÈÅ 

ÐÌÏÔ ÓÉÇÎÉÆÉÃÁÎÔÌÙ ÉÎÆÌÕÅÎÃÅÓ ÖÉÅ×ÅÒÓȭ ÁÔÔÅÎÔÉÏÎ ÔÏ ÁÎÄ ÁÔÔÉÔÕÄÅÓ ÔÏ×ÁÒÄ ÔÈÅ ÐÌÁÃÅÄ 

ÂÒÁÎÄ ɉÄȭ!ÓÔÏÕÓ & Seguin, 1999; Russell, 2002). Weak plot connection may also 

stimulate the activation of persuasion knowledge. Placed brands that do not quite fit 
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into the story line are likely to raise suspicions of superfluity and of media motives 

other than artistic expression (Bhatnagar, Aksoy, & Malkoc, 2004). 

The first step of the analysis will be to introduce the history of product 

placement in TV programs and movies, discuss the term itself and current trends of 

product placement. In the literature review, the stakeholders within the product 

placement industry are demonstrated as well as the current attitude towards 

traditional TV advertising. Afterwards, the types of product placements are discussed 

in detail in addition to the psychological considerations behind product placement. To 

argue for the effectiveness of product placement it will also be debated whether 

attitude and cultural aspects and the use of different products have an impact on 

ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔȭÓ ÅÆÆÉÃÁÃÙȢ ,ÁÓÔÌÙȟ ×ÁÙÓ ÏÆ ÍÅÁÓÕÒÉÎÇ ÔÈÅ ÅÆÆÅÃÔÉÖÅÎÅÓÓ ÏÆ ÐÒÏÄÕÃÔ 

placement are demonstrated and discussed.  

After the literature review, the author will introduce his study to test the 

effectiveness of product placement by discussing considerations behind sample choice, 

procedure and research instruments and present results and conclusions including 

managerial implications on how marketers should move forward.  

1.1 History o f product p lacement  in TV and movies  

With the arrival of photo-rich periodicals in the late 19th century, publishers 

found ways of lifting their paper's reputation by placing an actual copy of the magazine 

in photographs of prominent people. For example, the German magazine ȬDie Wocheȭ in 

1902 printed an article about a countess in her castle where she held a copy of ȬDie 

Wocheȭ in her hands in one of the photographs (Die Woche, 1902). 

In early media, e.g. radio in the 1930s and 1940s and early television in the 

ρωυπÓȟ ÐÒÏÇÒÁÍÓ ×ÅÒÅ ÏÆÔÅÎ ÕÎÄÅÒ×ÒÉÔÔÅÎ ÂÙ ÃÏÍÐÁÎÉÅÓȢ Ȱ3ÏÁÐ ÏÐÅÒÁÓȱ ÁÒÅ ÃÁÌÌÅÄ ÓÕÃÈ 
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because they were initially underwritten by consumer packaged goods companies such 

as Procter & Gamble or Unilever (Margalit, et al., 2012). These type of sponsorships still 

exist today with programs being sponsored by major vendors such as Hallmark. A 

recent example for product placement ÉÓ ("/ȭÓ ȬSex in the Cityȭ, where the plot revolved 

ÁÒÏÕÎÄ ȬAbsolutȭ Öodka, a campaign upon which one of the protagonists was working, 

and a billboard in Times Square, where a bottle prevented an image of the model from 

being pornographic. Knight Rider, a TV series featuring a talking Pontiac Trans Am, is 

another example of brand integration (Margalit, et al., 2012). 

Although the phenomenon of product placement in motion pictures and 

television is as old as the industry itself (Newell, Salmon, & Chang, 2006) the popularity 

of movie placements among advertisers and brand managers soared in 1982, after 

ÓÁÌÅÓ ÏÆ (ÅÒÓÈÅÙȭÓ 2ÅÅÓÅȭÓ 0ÉÅÃÅÓ ÉÎÃÒÅÁÓÅÄ ÂÙ ÍÏÒÅ ÔÈÁÎ φυϷ ×ÈÅÎ 3ÔÅÖÅÎ 3ÐÉÅÌÂÅÒÇȭÓ 

extraterrestrial in E.T. followed a trail of that particular candy (Reed & Dutka, 1989).  

Since then, practitioner and scholarly interest in product placement has 

skyrocketed and product placement on the silver screen has spread to other mass 

media vehicles, particularly, TV shows. The introduction of Digital Video Recorders 

(DVR) is largely blamed for decreasing the effectiveness of traditional commercials 

since viewers can skip the commercial break. This has encouraged advertisers to 

search for viable alternatives (+ÁÒąĥąËȟ ςπρτɊ. Product placement presents itself as an 

alternative since it ÅÎÓÕÒÅÓ ÔÈÁÔ ÔÈÅ ÁÄÖÅÒÔÉÓÅÒȭÓ ÍÅÓÓÁÇÅ ÉÓ integrated within the 

program content. Thus, the TV audience, who mostly opt to zap to other channels when 

ÃÏÍÍÅÒÃÉÁÌÓ ÂÅÇÉÎ ɉ!ÌÔÁĥ & Oztunc, 2013), cannot easily avoid product placements.  
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1.2 Term analysis  

Further terms used for product placement are ȰÁÓÓÏÃÉÁÔÉÎÇ ÍÁÒËÅÔÉÎÇȱȟ 

ȰÂÒÁÎÄÅÄ ÉÎÔÅÇÒÁÔÉÏÎȱ ÁÎÄ ȰÃÏÖÅÒÔ ÍÁÒËÅÔÉÎÇȱ ɉ7ÅÉȟ &ÉÓÃÈÅÒ Ǫ -ÁÉÎȟ ςππψɊȢ 0ÒÏÄÕÃÔ 

placement originally fell under the umbrella of covert marketing because viewers were 

often unaware of the commercial persuasion effort. Many early marketing research 

efforts concentrated on the subliminal and covert nature of this marketing medium 

(Nebenzahl & Secunda, 1993). However, as consumers have become more marketing 

savvy and the technique more prominent, it has shifted closer to the realm of 

conventional marketing (Mandese, 2006).  

A formal definition of product placement comes from the Consolidated 

International Chamber of Commerce (ICC) Code of Advertising and Marketing 

Communication (ICC, 2010): ȰProduct Placement refers to the inclusion of a product or 

brand so that it is featured within the content of a program, film or publication, 

including online material, normally in return for payment or other valuable 

consideration to the program or film producer, publisher or licenseeȱ.  

"ÏÔÈ Ȱproduct placementȱ ÁÎÄ Ȱbrand placementȱ ÈÁÖÅ ÇÁÉÎÅÄ ÃÕÒÒÅÎÃÙ ÁÎÄ 

ÈÁÖÅ ÂÅÅÎ ÕÓÅÄ ÉÎÔÅÒÃÈÁÎÇÅÁÂÌÙ ÉÎ ÔÈÅ ÌÉÔÅÒÁÔÕÒÅȢ !ÌÔÈÏÕÇÈ ÔÈÅ ÔÅÒÍ Ȱbrand placementȱ 

ÃÁÐÔÕÒÅÓ ÔÈÅ ÅÓÓÅÎÃÅ ÏÆ ÔÈÅ ÁÃÔÉÖÉÔÙ ÍÏÒÅ ÐÒÅÃÉÓÅÌÙ ɉ+ÁÒÒÈȟ ρωωψɊȟ Ȱproduct placementȱ 

has been widely used in previous literature. This dissertation avoids the semantic 

ÁÒÇÕÍÅÎÔÓ ÁÎÄ ÕÓÅÓ ÔÈÅ ÔÅÒÍ Ȱproduct placementȱ ÔÈÒÏÕÇÈÏÕÔ ÃÏÎÓÉÓÔÅÎÔÌÙȢ )Ô ÉÓ 

noteworthy that no consensus about the exact definition of product placement has 

been reached at this stage and it keeps evolving (Lehu, 2007). 
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1.3 Types of product p lacement  agreements  

Oliver (1986) posited that there are two main varieties of product placement 

agreements: creative placements and on-set placements. Creative placements are 

those which are pursued by marketers wishing to insert their brands into 

entertainment content. Conversely, on-set placements are typically initiated by 

production companies in order to obtain branded products that are then used enhance 

the realism of scenes. Many film producers claim that if they were to not use real 

brands, products would either have to be brand-less, labeled with fictitious brand 

ÎÁÍÅÓȟ ÏÒ ÉÄÅÎÔÉÆÉÅÄ ×ÉÔÈ ÇÅÎÅÒÉÃ ÌÁÂÅÌÓ ÓÕÃÈ ÁÓ Ȱ×ÁÔÃÈȱɂany of which are disliked by 

ÃÏÎÓÕÍÅÒÓ ÁÎÄ ÃÁÕÓÅÓ Á ȰÂÒÅÁËȱ ÉÎ ÔÈÅÉÒ ÌÅÖÅÌ ÏÆ Émmersion (Govani, 1999).  

7ÈÉÌÅ ÔÈÅ ÐÌÁÃÅÍÅÎÔ ÉÍÐÌÉÅÓ Á ÃÏÎÔÒÁÃÔ ÂÅÔ×ÅÅÎ Á ÂÒÁÎÄ ÁÎÄ ÔÈÅ ÍÏÖÉÅȭÓ 

producers, this is not always the case (PQ Media, 2005): prop placement is the inclusion 

of, or reference to, products or services acquired at no, or less than full, cost where the 

inclusion can be justified editorially. This might be the giving or lending of costumes, 

cars, other pieces of equipment or services such as hairdressing, usually to make 

programs look more realistic and, of course, to lower production costs (Shears, 2014). 

With paid-for product placement the product will be included in the program. With 

prop placement, inclusion is usually at the discretion of the program maker. It is not 

guaranteed (Shears, 2014).  

When a contract does exist, there are, according to PQ Media (2005) three 

possible forms: Placement on the screen can be a service paid for by the brand. It can 

also be an exchange in which the brand provides products and/or logistic or financial 

support in exchange for presence in the movie, in a form that remains to be determined. 

Finally, a more marginal practice consists in free product placement. In this case, the 

brand provides certain products free of charge which will not necessarily be 
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identifiable on the screen, but mentioned in the credits at the end of the movie (PQ 

Media, 2005). 

Chang, Newell, and Salmon (2009) established a typology consisting of three 

categoriesɂ serendipitous, opportunistic, and plannedɂto describe the manner in 

which brands and products are inserted into content. Serendipitous placements are 

short-lived, mostly used to fill screen space, and irrelevant to a script. Opportunistic 

placements are usually initiated by marketing partners that review scripts and then 

suggest potential placement opportunities to clients. These placements also tend to be 

relatively minor and but are becoming increasingly expensive because studios are 

better able to provide data related to the exposure such placements will receive, which 

has resulted in filmmakers' creating standard rates akin to those established by 

traditional media vendors (Chang, Newell, & Salmon, 2009). Finally, planned 

placements occur when a brand is significantly incorporated into a script or story line. 

Exclusivity (i.e. keeping competitors out of a work) is often a condition that is 

negotiated by marketers who pursue planned placement and is becoming a more 

common strategy within the industry (Chang, Newell, & Salmon 2009). Further, a 

formal process may exist in which a script can be adapted to accommodate a marketing 

partner's requests, suggestions, and requirements.  

1.4 Current trends in product p lacement  

With more than 80% of national marketers using product placement 

(Johannes, ςππφɊȟ ÔÈÅ ÐÒÁÃÔÉÃÅ ÉÓ ÃÅÒÔÁÉÎÌÙ Á ÐÁÒÔ ÏÆ ÔÏÄÁÙȭÓ ÍÁÉÎÓÔÒÅÁÍ ÍÁÒËÅÔÉÎÇ 

arsenal. The relatively recent popularity of the practice has come about due to its cost-

benefit ratio and potential for extended audiences in the face of ever-increasing 

traditional media placement prices. It is also utilized because product placement limits 

the ability by audiences to avoid exposure to the persuasion attempt and savings in 
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rising marketing/production costs on the part of filmmakers (Motion Picture 

Association of America, 2007) as well as the aesthetic enhancement of settings 

depicted in film content (DeLorme & Reid, 1999). But what are current trends in 

product placement?  

-ÁÎÙ ÓÔÕÄÉÅÓ ÈÁÖÅ ÓÈÏ×Î ÔÈÁÔ ×ÈÅÎ ÃÏÎÓÕÍÅÒÓ ÁÒÅ ÈÉÇÈÌÙ ȬÅÎÇÁÇÅÄȭ ×ÉÔÈ Á 

media vehicle they can be more responsive to advertising (Aaker & Brown, 1972; 

Feltham & Arnold, 1994; Coulter, 1998; DePelsmacker et al., 2002; Nicovich, 2005; 

Bronner & Neijens, 2006; Cunningham et al., 2006; Wang, 2006). An example of highly 

engaging media vehicles are computer/video games, which are emerging as a 

potentially powerful medium for marketers to use as part of their marketing 

communications activities (LoPiccolo, 2004; Chambers, 2005; Informa Telecoms and 

Media Group, 2006; Molesworth, 2006; Nelson et al., 2006). So, in the near future there 

could be a lot more product placement included into video games. 

Another example of a current trend in product placement is virtual product 

placement, whereby the image of a branded product is digitally inserted into a film or 

TV program after the program has actually been made, is a recent development in the 

field of marketing. This technique is attractive to advertisers in view of the advantages 

of inserting the virtual product placement after the initial release of a movie or TV 

program. Based on initial audience reaction to the movie, advertisers can target a 

specific market segment and tailor the virtual product placement to it. The movie is 

then released to the rest of the market, complete with the virtual product placement 

(McDonnell, 2010). This could increase the effectiveness of product placement greatly. 

1.5 Research proposal, objectives and aim  

To canvass the effectiveness of product placement the author will proceed to 

explore the theoretical knowledge to date established behind product placement with 
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regard to types of product placements, psychological considerations which includes 

both explicit and implicit processing of product placement. Also, the author will debate 

how attitude, cultural aspects, varying products and TV genres influence the efficacy of 

product placement. Lastly, it will be discussed how product placement effectiveness 

can be measured.  

By drafting an experimental study using surveys and a TV program the author 

wants to test the theoretical findings and add his results to the compiled knowledge of 

product placement. In detail, this study will put brand awareness, purchase intention 

and brand attitude change to the test and check effectiveness of different products in 

regard to product placement. Most research on product placement has focused on 

effects at the individual level, linking placement executional characteristics, such as 

modality and plot connection (Russell, 2002), and viewer characteristics, such as 

involvement with or connectedness to the program, to memory for and attitudes 

toward one brand placed in a series (Cowley and Barron, 2008; Russell, Norman, and 

Heckler, 2004). But hardly any studies have actually tested the effectiveness of multiple 

types of product placement linked with multiple different types of brands in one 

episode and one sample. This would help to see which type of product placement 

should be used for different type of brands. Afterwards, the author will be able to 

develop managerial guidelines for marketers.  

In the experimental study the author will use a sample of 50 persons split into 

two groups. All participants receive one pre-exposure questionnaireȢ !ÆÔÅÒ ÏÎÅ ×ÅÅËȭÓ 

ÔÉÍÅȟ ÔÈÅ ÐÁÒÔÉÃÉÐÁÎÔÓ ×ÉÌÌ ÓÅÅ ÁÎ ÅÐÉÓÏÄÅ ÏÆ ÔÈÅ 46 ÃÏÍÅÄÙ ÐÒÏÇÒÁÍ Ȭς "ÒÏËÅ 'ÉÒÌÓȭȢ 

One episode will include product placement and one episode will be without product 

placement. The control group will see the episode without product placement and the 

experimental group will see the episode with product placement. Then, the 
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participants will fill out an after -questionnaire to test for changes in the variables of 

brand awareness, purchase intention and brand attitude that were explored in the first 

questionnaire.  

2. Literature r eview  

2.1 Current a ttitude towards traditional TV advertising  and rise of product 

placement  

There is little doubt that the sheer volume of advertising messages a consumer 

is exposed to is an important obstacle to advertising success. As early as 1999, Godin 

estimated that the average consumer is exposed to approximately one million 

marketing messages per year. Since this is difficult to prove, academic studies verify 

that the number of advertisements a consumer is exposed to has definitely  increased 

(Rumbo, 2002). While precise estimates of the current volume of advertising a 

consumer is exposed to are needed (even though they are more difficult than ever to 

estimate), all agree that consumers are exposed to a very high volume of advertising in 

comparison to the past (Rosengren, 2008). 

In the advertising industry, an important barometer is the periodical tracking 

of the public sentiment toward television advertising known as TvA (Ewing, 2013). 

From a study which provided a quasi-longitudinal examination of Australian attitudes 

toward TvA across four time points (2002, 2005, 2008, and 2010) it was suggested that 

although attitudes toward TvA are generally negative, in fact they have not 

deteriorated over time (Ewing, 2013). So, attitudes toward TvA are unlikely to change 

dramatically in a short term and to improve perceptions of TvA within the general 

community it requires consistent and sustained efforts. 



 
 

 

16 
Felix Dietrich 
 

 

The problem of increased difficulty in achieving desired reach and frequency 

efficiently through traditional advertising media due to a highly cluttered environment, 

has given rise to more use of other forms of promotion. An example is product 

placement which is used in an effort to build brands and achieve other objectives like 

brand attitude change and attitude change (Ha & McCann, 2008; Sung et al., 2009). 

Product placement means that the message of the advertiser is integrated within the 

program content. Thus, the TV audience, who mostly opt to switch to other channels 

×ÈÅÎ ÃÏÍÍÅÒÃÉÁÌÓ ÂÅÇÉÎ ɉ!ÌÔÁĥ & Oztunc, 2013), cannot easily avoid product 

placements. Second, product placement is less intrusive. Placed products are perceived 

as more natural and credible by the audience, generating favorable consumer 

ÁÓÓÏÃÉÁÔÉÏÎÓ ÁÎÄ ÇÏÏÄ×ÉÌÌ ɉ+ÁÒąĥąËȟ ςπρτɊ 

2.2 Types of product placements  

In this section the author will introduce the various modalities of product 

placements with regard to their visual prominence, the degree of plot connection, the 

effectiveness of purely audio, visual or audio-visual product placements as well as the 

effects of character-product interaction and negative product placement.  

2.2.1 Visual prominence of placements  

Gupta & Lord (1998) categorize placements according to the visibility of the 

product (prominence, duration, and centrality) and identify two types: prominent and 

subtle placements. Subtle placements are those where the product is merely used as a 

background prop and is not central to the scene. Prominent placements, on the other 

hand, are often plot connected, so their inclusion is obvious (and intended to be so). 

Prominence relates to how noticeably a product is represented in the movie or the 

program, so the extent to which the product is a central focus of audience attention 
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(Cowley & Barron, 2008; Gupta & Lord, 1998). A number of studies indicate that 

prominent products are more likely to be recognized than less prominent products 

(e.g., Brennan & Babinȟ ςππτȠ Äȭ!ÓÔÏÕÓ & Chartier, 2000; Law & Braun, 2000). At the 

same time, however, prominence can have a negative effect on attitude and choice for 

the placed products (Cowley & Barron, 2008; Law & Braun, 2000). Highly prominent 

TV placements were found to diminish positive consumer attitudes, especially in case 

of being repeated frequently for known products and being displayed in favorite 

programs. On the contrary, subtle placements were evidenced to generate positive 

consumer attitudes (Cowley & Barron, 2008; Homer, 2009). 

Product placement may interrupt movie watching when it becomes too 

explicit. Van Reijmersdalet al. (2007) even claim that more prominent placements lead 

to more negative attitudes. Similarly, Sawyer (2006) suspects that products which are 

obviously placed may annoy some audiences and lead to negative evaluation. An 

obvious or prominent product placement could be perceived as more aggressive and 

with higher promotional intention thus may be seen as adopting a more hard-sell 

approach. However, subtle placements are less salient and relatively harder to detect 

in selling intention therefore are more akin to a soft-sell approach. This means 

marketers should carefully consider the repercussions in terms of prominence of 

placements on their product. Perhaps prominence could be described as a double-

edged sword for product placement as it aids product recall but may be less likely to 

enhance likeability and purchase intention.  

2.2.2 Degree of plot connection  

Plot connection is the degree to which a placement is connected with the plot 

or story line of the movie or program (Russell, 1998). Highly plot connected product 

placements are intimately tied to the plot (e.g., AOL in ÔÈÅ ÍÏÖÉÅ Ȭ9ÏÕȭÖÅ 'ÏÔ -ÁÉÌȭ). 
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However, movies often include products that appear without connecting to the main 

part of the story (McCarty, ςππτɊȢ 3ÔÕÄÉÅÓ ÈÁÖÅ ÓÈÏ×Î ÔÈÁÔ Á ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔȭÓ 

ÃÏÎÎÅÃÔÉÏÎ ÔÏ ÔÈÅ ÐÌÏÔ ÓÉÇÎÉÆÉÃÁÎÔÌÙ ÉÎÆÌÕÅÎÃÅÓ ÖÉÅ×ÅÒÓȭ ÁÔÔÅÎÔÉÏÎ ÔÏ ÁÎÄ ÁÔÔÉÔÕÄÅÓ 

ÔÏ×ÁÒÄ ÔÈÅ ÐÌÁÃÅÄ ÐÒÏÄÕÃÔ ɉÄȭ!ÓÔÏÕÓ & Seguin, 1999; Russell, 2002). 

Also, Brennan, Dubas, and Babin (1999) showed that product placements that 

were more central to the story were better recognized. Thus, if a product placement is 

more closely associated with the plot of a movie, this should result in a strong network 

of associations between the product and the movie. This makes it easy for activation to 

spread so that the prompting of the movie will promote the retrieval of information 

about plot-connected brands, thus improving product recognition. At the same time, a 

ÈÉÇÈ ÄÅÇÒÅÅ ÏÆ ÐÌÏÔ ÃÏÎÎÅÃÔÉÏÎ ÃÁÎ ÔÒÁÎÓÆÏÒÍ Á ÖÉÅ×ÅÒȭÓ ÐÅÒÃÅÐÔÉÏÎ ÏÆ ÔÈÅ ÐÒÏÄÕÃÔȟ 

because the product is embedded in the movie (McCarty, 2004). Weak plot connection 

that do not quite fit into the story line are likely to raise suspicions of superfluity and 

of advertisement motives other than artistic expression (Bhatnagar, Aksoy, & Malkoc, 

2004).  

So, the more a brand is connected to the plot, the less counter arguing by the 

audience should occur, as opposed to when a product is placed for no apparent reason 

other than commercial motives. Therefore, integration of the product into the plot 

engenders positive results for both brand recognition and attitude, as opposed to when 

a product is placed for no apparent reason. Product placement practitioners seem to 

have understood this, as the current research confirms their intuitive belief that 

placements work best when the product is shown in a manner that makes it integral to 

the story line (Karrh, McKee, & Pardun, 2003).  

Memory is influenced by depth of processing and extensive processing 

facilitates the subsequent recall of information. Cognitive psychologists studying 

ÃÈÉÌÄÒÅÎȭÓ ÐÒÏÃÅÓÓÉÎÇ ÏÆ ÔÅÌÅÖÉÓÉÏÎ ÐÒÏÇÒÁÍÍÉÎÇ ÈÁÖÅ ÓÈÏ×Î ÔÈÁÔ ÃÅÎÔÒÁÌ ÉÎÆÏÒÍÁÔÉÏÎ 
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is better recalled than incidental information because it is more meaningful to the show 

(e.g., Rolandelli, Wright, Huston, and Eakins, 1991). Because semantic processing relies 

on an aspect of meaning rather than mere superficial aspects of the event, it is viewed 

as deeper than non-semantic processing and thus produces better memory. Therefore, 

as found in previous research on product placement recall (Russell, 2002), it is 

expected that the level of integration of the placement to the plot of the story would 

induce deeper processing and thus help recall. 

Concluding, Lehu and Bressoud (2009) found that a prominent and plot-

connected placement is more easily recalled than a prominent placement that is not 

connected to the plot. However, the latter is more easily recalled than a non-prominent 

and plot-connected placement, which in turn still achieves better results than a non-

prominent and non-connected placement. The link with recall corresponds to results 

from previous studies (Batra & Ahtola, 1991; Evrard, Pras & Roux, 2003). 

2.2.3 Efficacy of audio, visual or audio -visual product placements  

When examining cognitive processes, distinguishing among purely visual, 

purely auditory, and audiovisual information is important because the memory 

encoding and storage of external stimuli are a direct function of their characteristics 

(Bettman, 1979). Therefore, different areas of the brain are solicited by visual and 

audio stimuli (Bushara et al., 1999), which supposes information is coded differently 

(Paivio, 1978). 

With respect to modality, the literature shows that placements that mentioned 

and showed the product (audiovisual) led to better placement memory than visual or 

audio placements (Gupta & Lord, 1998; Law & Braun, 2000). The difference between 

audio placements and visual placements was less obvious. Some studies showed no 
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difference between these modalities (Wilson & Till, 2011), while others did show 

differences but with mixed results (Gupta & Lord, 1998; Law & Braun, 2000; Lord & 

Putrevu, 1998). 

Effects of placement modality are caused by differences in the processing of 

visual and audio cues. Dual coding theory holds that audio cues are encoded as verbal 

codes, whereas visual cues are encoded as mental pictures (Brennan & Babin, 2004; 

Law & Braun, 2000; Lord & Putrevu, 1998). Audiovisual cues are likely to be encoded 

in both ways, which increases the chance of retrieving the placement from memory. 

This goes alÏÎÇ ×ÉÔÈ 0ÁÉÖÉÏȭÓ ÆÉÎÄÉÎÇÓ ɉρωχψ) which states that memory increases 

directly with t he number of alternative memory codes available for an item. Thus, 

information that relies on more than one processing code is remembered better than 

ÔÈÁÔ ÒÅÌÙÉÎÇ ÏÎ ÏÎÅ ÃÏÄÅ ÏÎÌÙȢ )Î ÔÈÅ ÃÏÎÔÅØÔ ÏÆ ÁÕÄÉÏÖÉÓÕÁÌ ÍÅÄÉÁȟ 0ÁÉÖÉÏȭÓ ÆÉÎÄÉÎÇÓ 

suggest that information that is presented both visually and auditory would be better 

remembered than information that is carried in one modality only. 

A study by Smit, van Reijmersdal and Neijens (2009) found that out of 354 

product placements analyzed 57.8% were purely visual, 17.6% were purely auditory 

and 24.6% were audio-visual. So only ¼ of current product placements are audio-

visually presented. According to the findings mentioned above, product placements 

should strive to be displayed audio-visually in order to gain effectiveness in terms of 

recall.  

2.2.4 Character-product interaction  

Character-product interaction (CPI) refers to any physical interaction with a 

branded product by a character. In an analysis of movie and Broadway placements, 

Wilson and Till (2011) showed that CPI placements are better recalled than placements 
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with which the characters did not interact. Wiles and Danielova (2009) found that the 

implicit endorsement by an important movie character through touching, holding, 

consuming or mentioning a brand increased the likelihood of abnormal stock market 

returns for the placed brand. Finally, Yang and Roskos-Ewoldsen (2007) investigated 

ÔÈÅ ÄÉÆÆÅÒÅÎÃÅ ÂÅÔ×ÅÅÎ ×ÈÁÔ ÔÈÅÙ ÔÅÒÍ ȬÓÔÏÒÙ-ÃÏÎÎÅÃÔÉÏÎ ÐÌÁÃÅÍÅÎÔÓȭ ÉÎ ×ÈÉÃÈ ÔÈÅ 

ÐÒÏÄÕÃÔ ÅÎÁÂÌÅÓ ÔÈÅ ÓÔÏÒÙ ÌÉÎÅȟ ȬÕÓÅÄ-by-ÃÈÁÒÁÃÔÅÒ ÐÌÁÃÅÍÅÎÔÓȭ ÁÎÄ ȬÂÁÃËÇÒÏÕÎÄ 

ÐÌÁÃÅÍÅÎÔÓȭȢ )Î ÅÓÓÅÎÃÅ ÔÈÅÓÅ ÔÈÒÅÅ ÃÏÎÄÉÔÉÏÎÓ ÒÅÐÒÅÓÅÎÔ ÄÉÆÆÅÒÅÎÔ ÄÅÇÒÅÅÓ ÔÏ ×ÈÉÃÈ ÔÈÅ 

product contributes to the story but the first two conditions also include CPI. In an 

experiment, they compared different real-wor ld placements. They found that those 

types of placement that include CPI lead to improved explicit and implicit recall, and 

increased product preference. At least to some extent, these findings reflect on the 

effectiveness of CPI even though it is impossible to deduce the extent due to differences 

in plot connection or visual prominence. 

Nevertheless, watching another human use an object leads to a perception of 

increased object accessibility increases its perceived usefulness and value, and reduces 

potential anxieties involved with product use (Nord & Peter, 1980). Consequently, the 

overall pattern of results suggests that CPI draws attention and enhances recall, but it 

is not merely through the aided attention that CPI becomes effective (Kamleitner & 

Jyote, 2013). What matters is the specific execution. CPI placements have the potential 

to enhance the attention received by the audience (Wilson & Till, 2011); they can 

facilitate meaning transfer (McCracken, 1989) from an actor or scene to the product, 

enhance perceived placement realism, teach product use and usefulness (Bandura et 

al., 1966), and act as a purchase reminder.  

To determine to what extent each of its findings was influenced by these 

different mechanisms goes beyond the scope of this paper, however results leave no 
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doubt that there are multiple mechanisms at play. To conclude, CPIs can be very 

persuasive ɀ in part, because they provide vicarious learning experiences. This puts the 

creators of product placements under pressure to ensure that portrayal of product use 

is realistic and wholesome.  

2.2.5 Negative product placement  

It is not hard to imagine that endorsers with a negative image can have an 

adverse effect on consumers' attitudes toward a product or brand. Instead of a 

ÃÏÍÐÁÎÙ ÓÅÅËÉÎÇ ÔÏ ÃÒÅÁÔÅ Á ÐÏÓÉÔÉÖÅ ÉÍÁÇÅ ÏÆ ÔÈÅÉÒ ÐÒÏÄÕÃÔÓ ÉÎ ÃÏÎÓÕÍÅÒÓȭ ÍÉÎÄÓȟ 

ÎÅÇÁÔÉÖÅ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔ ÓÅÅËÓ ÔÏ ÈÁÖÅ ÃÏÎÓÕÍÅÒÓ ÄÉÓÁÓÓÏÃÉÁÔÅ ÆÒÏÍ ÃÏÍÐÅÔÉÔÏÒÓȭ 

ÐÒÏÄÕÃÔÓ ÂÙ ÁÓÓÏÃÉÁÔÉÎÇ ÃÏÍÐÅÔÉÔÏÒÓȭ ÐÒÏÄÕÃÔÓ ×ÉÔÈ ÎÅÇÁÔÉÖÅ ÒÏÌÅ ÍÏÄÅÌÓ ÏÒ ÎÅÇative 

reference group members (Nunlee, Smith & Katz, 2012).  

In an experiment, Till and Shrimp (1998) found that negative information 

about a celebrity can cause consumers to lower their evaluations of a product or brand 

through an associative link between the brand and the celebrity. Protecting brand 

image is of utmost importance to companies. With negative images and dissociative 

effects impacting consumer valuation, it is understandable why companies would want 

to have people with negative images not to be associated with their products. 

A BBC (2011) news wire reported that Lacoste had requested Norwegian 

authorities to stop confessed mass murderer Anders Breivik from wearing Lacoste 

branded clothing in court. This concept is further illustrated by another incident 

involving a character from the television show Jersey Shore. Mike Sorrentino, a regular 

character on Jersey Shore, often wears Abercrombie & Fitch branded clothing. 

Abercrombie & Fitch, a retailer of youth oriented clothing, made a substantial offer to 

the producers and Mike Sorrentino to have Mr. Sorrentino appear on the show wearing 

something other than Abercrombie & Fitch branded products (Anderson, 2011). 
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Abercrombie & Fitch confirmed this offer in a press release stating that a connection to 

characters on the Jersey Shore is "contrary to the aspirational nature of the braÎÄȱ ÁÎÄ 

ÍÁÙ ÂÅ ȰÄÉÓÔÒÅÓÓÉÎÇȱ ÔÏ Abercrombie & Fitch customers (Abercrombie & Fitch, 2011). 

Companies know that his use of thÅ ÃÏÍÐÅÔÉÔÏÒȭÓ ÐÒÏÄÕÃÔÓ ×ÉÌÌ ÂÅ widely broadcasted 

on both television and in print media. Their hope is to discredit and defame the quality 

ÏÆ ÔÈÅ ÃÏÍÐÅÔÉÔÏÒȭÓ ÔÒÁÄÅ ÎÁÍÅ ÁÎÄ ÁÕÒÁ ÏÆ ÒÅÓÐÅÃÔÁÂÉÌÉÔÙ by associating the 

ÃÏÍÐÅÔÉÔÏÒȭÓ ÐÒÏÄÕÃÔÓ with unsavory, sleazy and unpleasant users whom they hope the 

general public would feel uncomfortable emulating (Nunlee, Smith & Katz, 2012). 

However, sometimes celebrities mention or endorse a product without being 

connected to the product. Marketing practitioners refer to this as unauthorized or 

unsolicited celebrity endorsement (Swittenberg, 2010). Unsolicited endorsements can 

be positive or negative. The question becomes whether an endorsement from a 

negative reference group member is the action of a competitor. 

2.3 Psychological considerations behind product placement  

2.3.1 Introduction to the dual processing model  

Richard E. Petty and John Cacioppo proposed a dual process theory focused in 

the field of social psychology in 1984. Their theory is called the Elaboration Likelihood 

Model of Persuasion. In their theory, there are two different routes to persuasion in 

making decisions. The first route is known as the central route which takes place when 

a person is thinking carefully about a situation, elaborating on the information they are 

given, and creating an argument. This ÒÏÕÔÅ ÏÃÃÕÒÓ ×ÈÅÎ ÁÎ ÉÎÄÉÖÉÄÕÁÌȭs motivation 

and ability are high. The second route is known as the peripheral route and this takes 

place when a person is not thinking carefully about a situation and uses shortcuts to 
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make judgments. This route occurs ×ÈÅÎ ÁÎ ÉÎÄÉÖÉÄÕÁÌȭÓ ÍÏÔÉÖÁÔÉÏÎ ÁÎÄ ÁÂÉÌÉÔÙ Áre low 

(Cacioppo & Petty, 1984). 

Ron Sun (2002) proposed a dual process model of learning, namely both 

implicit learning and explicit learning. The model re-interpreted voluminous 

behavioral data in psychological studies of implicit learning and skill acquisition in 

general. The resulting theory is two-level and interactive, based on the idea of the 

interaction of explicit learning and gradual implicit tuning through reinforcement (i.e. 

implicit learning), and it accounts for many previously unexplained cognitive data and 

phenomena based on the interaction of implicit and explicit learning (Sun, 2002). 

The present theory is that there are two distinctively separate cognitive 

systems underlying thinking and reasoning and that these different systems were 

developed through evolution (Evans, 2003). These systems are often referred to as 

"implicit" and "explicit" or by the more neutral "System 1" and "System 2," as coined 

by Stanovich and West (2000).  

Bargh (1994) re-conceptualized the notion of an automatic process (System 1) 

ÂÙ ÂÒÅÁËÉÎÇ ÄÏ×Î ÔÈÅ ÔÅÒÍ ȰÁÕÔÏÍÁÔÉÃȱ ÉÎÔÏ ÆÏÕÒ ÃÏÍÐÏÎÅÎÔÓȡ Á×ÁÒÅÎÅÓÓȟ 

intentionality, efficiency, and controllability. One way for a process to be labeled as 

automatic is for the person to be unaware of it. There are three ways in which a person 

may be unaware of a mental process: They can be unaware of the presence of the 

stimulus (subliminal), how the stimulus is categorized or interpreted (unaware of the 

activation of stereotype or trait constructs), or the effect the stimulus has on the 

ÐÅÒÓÏÎȭÓ ÊÕdgments or actions. Another way for a mental process to be labeled as 

ÁÕÔÏÍÁÔÉÃ ÉÓ ÆÏÒ ÉÔ ÔÏ ÂÅ ÕÎÉÎÔÅÎÔÉÏÎÁÌȢ )ÎÔÅÎÔÉÏÎÁÌÉÔÙ ÒÅÆÅÒÓ ÔÏ ÔÈÅ ÃÏÎÓÃÉÏÕÓ Ȱstart-upȱ 

of a process. An automatic process may begin without the personal consciously willing 
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it to start. The third component of automaticity is efficiency. Efficiency refers to the 

amount of cognitive resources required for a process. An automatic process is efficient 

because it requires few resources. The fourth component is controllability, referring to 

ÔÈÅ ÐÅÒÓÏÎȭÓ ÃÏÎÓÃÉÏÕÓ ÁÂÉÌÉÔÙ ÔÏ ÓÔÏÐ Á ÐÒÏÃÅÓÓȢ !Î ÁÕÔÏÍÁÔÉÃ ÐÒÏÃÅÓÓ ÉÓ ÕÎÃÏÎÔÒÏÌÌÁÂÌÅȟ 

meaning that the process will run until completion and the person will not be able to 

stop it. Furthermore, Bargh (1994) conceptualizes automaticity as a component view 

(any combination of awareness, intention, efficiency, and control) as opposed to the 

historical concept of automaticity as an all-or-none dichotomy. 

System 2 is known as the explicit system. It performs the more slow and 

sequential thinking (Evans, 2003). It is domain-general, performed in the central 

working memory system. Because of this, it has a limited capacity and is slower than 

System 1 which correlates it with general intelligence. It is known as the rational 

system because it reasons according to logical standards. Some overall properties 

associated with System 2 are that it is rule-based, analytic, controlled, demanding of 

cognitive capacity, and slow (Evans, 2003). 

With this introduction into the dual processing model both the explicit and 

implicit processing in terms of product placement will be dealt with in the next section. 

2.3.2 Explicit processing of product placement  

Explicit processing occurs when conscious attention is paid to the information. 

This process creates memories that are linked to the learning situation and that can be 

intentionally retrieved (Reijmersdal, Neijens & Smit, 2009). There are several levels of 

memorization: sensory storage, short-term and long-term memory (Krugman, 1965; 

McGaugh, 1966). During sensory storage, either information does not retain attention 

and is lost, or it retains attention and is stored in short-term memory (Chapman, 
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McCrary & Chapman, 1978). The processing capacity of the latter is limited, notably in 

the working memory space (Mayer and Moreno, 1998) which enables comprehension 

and acceptance of the message. Retention is reserved for long-term memory, which in 

theory is unlimited (Baddeley, 1997). Long-term memory involves both implicit or 

explicit memorization processes (Whittlesea & Price, 2001; Law & Braun-La Tour, 

2004). Implicit memory involves unconscious retention of the perceived stimulus, 

while for explicit memory this process in conscious and can be measured by recall and 

recognition (Jolibert & Didellon-Carsana, 2000). So, for product placement to be 

effective, it has to strive to reach the long-term memory of the consumer.  

A psychological theory that affects efficacy of product placement is the theory 

of ego depletion. Ego depletion theory assumes that individuals possess a limited pool 

of resources for engaging in self-regulation (Baumeister & Heatherton, 1996). Broadly 

defined, self-regulation is an individual's ability to control his or her self in the face of 

competing internal desires (Baumeister, Muraven, and Tice, 2000). These competing 

desires require individuals to exert "willpower," which in turn depletes limited self-

regulatory resources and leads to a state known as ego depletion. A state of ego 

depletion remains through an extended period of time, until a recovery period returns 

an individual to his or her full-functioning ability (Baumeister, 2002). 

Ego depletion has been shown to result from high levels of stress (Oaten & 

Cheng, 2005), choice between multiple options, foot-in-the-door requests (Fennis, 

Janssen, & Vohs, 2009), and when behavioral routines must be broken (Fischer, 

Greitemeyer, and Frey 2008; Wheeler, Briñol, & Hermann 2006). These examples 

support the argument that individuals do indeed encounter daily tasks that require 

self-regulation and that self-regulatory resources become depleted throughout the day 

(Baumeister 2002; Baumeister, Heatherton, & Tice 1994). Ego-depletion theory and 
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research would appear very relevant to product placement during time periods when 

viewers' self-control resources are depleted (i.e., during prime-time TV show hours). 

This is important because ego depletion increases the likelihood of dismissing 

information perceived as irrelevant (Fischer, Greitemeyer, and Frey, 2008), and 

decreases intellectual performance on complex tasks (Schmeichel, Vohs, & Baumeister 

2003; Zyphur et al. 2007). In addition, a state of ego depletion has been shown to foster 

positive responses to persuasive messages such as advertisements and solicitations. 

For example. Wheeler, Briñol, and Hermann (2006) found that individuals in an ego-

depleted state showed greater susceptibility to weak persuasive arguments than those 

in a non-depleted state, whereas the depleted and non-depleted groups did not differ 

in their response to stronger arguments. So, individuals in an ego-depleted state should 

be less likely than non-depleted controls to recognize subtle product placements.  

An additional psychological consideration behind product placement is the 

theory of persuasion knowledge. According to the Persuasion Knowledge Model, over 

time, targets of persuasive attempts build up knowledge of, and coping mechanisms to 

help them manage persuasive events. Most often, activation of such persuasion 

knowledge results in a message having little to no persuasive impact on the target. This 

is important because previous research has shown that viewers' persuasion 

knowledge is often activated due to exposure to product placements (Cowley & Barron 

2008; Wei, Fischer, & Main 2008). 

Persuasion knowledge theory explains effects of product placement 

prominence. As mentioned previously, prominence has positive effects on some 

outcomes but negative effects on others. Because of the proliferation of this marketing 

medium, consumers are becoming aware of product placement tactics and have started 

to show evidence of resistance to persuasion (Wei, Fischer, & Main, 2008).  On the one 
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hand, prominent placements lead to better memory than subtle placements (e.g., Babin 

& Carder, 1996; I. Brennan et al., 1999; Schneider and Cornwell, 2005). Furthermore, 

the audience starts thinking about the reasons for the brand's presence when brands 

are prominently placed (Matthes et al., 2007; Russell, 2002), which can activate the 

audience's knowledge about persuasion techniques and influence attempts. 

Persuasion knowledge can make them realize that the brand is placed for commercial 

reasons. This might lead to counter-arguing and skeptical attitudes toward the 

placement (Balasubramanian et al., 2006; Matthes et al, 2007). 

To conclude, when exposed to subtle product placements, those in an ego-

depleted state should be less likely than non-depleted controls to activate persuasion 

knowledge, resist the persuasive attempt, and therefore should form more favorable 

attitudes toward subtly placed brands than those in a non-depleted state. However, 

because depleted individuals should be as likely (as non-depleted individuals) to 

recognize blatant placements, both groups should be equally likely to activate 

persuasion knowledge in response to blatant placements. Accordingly, both groups 

should hold equal brand attitudes toward blatantly placed products. 

2.3.3 Implicit processing of product placement  

Implicit processing enables acquiring brand information passively and 

automatically at low levels of attention. Retrieval from implicit memory occurs 

automatically, without awareness of retrieval and without reference to the learning 

situation (Schacter, 1987). Thus, without remembering seeing the placement, implicit 

effects can still occur. The literature posits that one of the processes behind this effect 

is "mere exposure" (Auty & Lewis, 2004; Grigorovici & Constantin, 2004). Repeated 

exposure to brand placement under low levels of attention can create a sense of 
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familiarity with the brand. Because people tend to like familiar objects and the 

exposure can result in both positive brand attitudes and brand preference even 

without placement memory (Auty & Lewis, 2004; Law & Braun, 2000). This means that 

although viewers do not remember that they saw a brand in a program or movie, they 

do show more positive brand evaluations and more preference for the placed brand 

than viewers who did not see the brand placement (Auty & Lewis, 2004; Law & Braun, 

2000; Van Reijmersdal et al., 2007). This also implies that explicit measures, such as 

recall, can show low scores, but at the same time, implicit effect measures like 

capability of reading or spelling it more quickly than an individual who has not been 

exposed (Fontaine, 2002) can show high scores. Therefore, both types of measures are 

needed to draw conclusions about the effectiveness of a brand placement. 

According to Noguti and Russell (2014), product placement can act as a 

normative influence on its viewers. Positive presumed influence represents the 

perception that viewers do model behaviors they see in television series, imitate 

ÃÈÁÒÁÃÔÅÒÓȭ ÂÅÈÁÖÉÏÒÓȟ ÏÒ ÔÒÙ ÔÏ ÃÏÐÙ ÔÈÅÉÒ ÌÉÆÅÓÔÙÌÅÓ ÁÎÄ ÆÁÓÈÉÏÎȢ .ÅÇÁÔÉÖÅ ÐÒÅÓÕÍÅÄ 

influence in turn reflects the perception that others do not model their behaviors after 

characters, do not imitate or copy their lifestyles and fashion. While positive presumed 

ÉÎÆÌÕÅÎÃÅ ÓÈÏÕÌÄ ÉÎÃÒÅÁÓÅ ÃÏÎÓÕÍÅÒÓȭ ×ÉÌÌÉÎÇÎÅÓÓ ÔÏ ÔÒÙ ÁÎÄ ÐÕÒÃÈÁÓÅ ÐÒÏÄÕÃÔÓ ÐÌÁÃÅÄ 

in the series, negative presumed influence should trigger effects in the opposite 

direction (Noguti & Russel, 2014). However, the degree of the normative influence 

largely depends on specific personality traits (Bearden, Netemeyer, and Teel 1989). 

0ÅÏÐÌÅ ×ÈÏ ÁÒÅ ÓÅÎÓÉÔÉÖÅ ÔÏ ÏÔÈÅÒÓȭ ÏÐÉÎÉÏÎÓ and views usually feel a strong need to 

enhance their image and those who are highly susceptible to interpersonal influence 

are more likely to make impulsive purchases in the presence of peers (Luo, 2005). For 

instance, Gunther and colleagues (Gunther et al., 2006; Paek & Gunther, 2007) found 
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that both pro- ÁÎÄ ÁÎÔÉÓÍÏËÉÎÇ ÍÅÓÓÁÇÅÓ ÉÎÄÉÒÅÃÔÌÙ ÉÎÆÌÕÅÎÃÅÄ ÔÅÅÎÁÇÅÒÓȭ ÓÍÏËÉÎÇ 

susceptibility through their perceived effect on peers. 

2.4 Attitude  and cultural aspects influencing efficacy of product placement  

2.4.1 Influence of d emographic differences  

Knowing the demographics of viewers who tend to favor a given genre helps 

companies select appropriate movies in which to place their products. But are there 

demographic differences with regard to efficacy of product placement?  

7ÉÔÈ ÒÅÇÁÒÄ ÔÏ ÁÇÅȟ $Å,ÏÒÍÅ ÁÎÄ 2ÅÉÄȭÓ ɉρωωωɊ ÉÎ-depth interviews showed 

that older consumers were more concerned about the manipulative power of 

placements than younger interviewees and expressed broadly greater distrust of the 

practice of product placement. De Gregorio and Sung (2010) have also shown that the 

oldest age group (55+) showed the least positive perceptions of the practice. 

Furthermore, they found that the level of education was inversely related with 

placement attitudes. However, no statistically significant differences by income levels 

were found. 

Furthermore, de Gregorio and Sung (2010) found that although males exhibit 

less positive attitudes, they report engaging in more placement-related behaviors than 

women. Perhaps this indicates that although stating less concern over placement in 

general, the practice itself does not have sufficient impact on women as to result in as 

much behavioral activity as it does among males. White (1999) suggested that men and 

women progress at different rates in terms of moral development. Indeed, some 

studies proved that women have different ethical perceptions in business matters 

(Peterson et al. 1991; Burkowski & Ugras, 1998), are more ethically sensitive (Chonko 
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& Hunt, 1985), or have higher ethical standards (Dawson, 1992). However, other 

studies have shown that there are no differences between men and women (Hegarty 

and Sims, 1978; Singhapakdi & Vitell , 1991). A study by Fritzsche (1988) found women 

to be somewhat more ethical than men but only regarding certain practices. In 

summary, it is not clear if gender brings about differences regarding ethical 

perceptions on product placements in movies across cultures. 

Several of the demographic groups in ÄÅ 'ÒÅÇÏÒÉÏ ÁÎÄ 3ÕÎÇȭÓ ɉςπρπɊ study that 

reported the most positive attitude toward product placement and the greatest amount 

of placement-related behaviors are the same as those considered to be vulnerable 

consumers. These groups lack the knowledge or skills to navigate the marketplace or 

act on information provided by commercial entities, including those of low income and 

those who have lesser amounts of education (Ringold, 2005). 

Product placement is increasingly employed in movies to target global 

audiences. Nevertheless, it is an unrealistic assumption that a given placement will 

appeal to all cultures. Culture is a complex construct that describes the common values 

ÁÎÄ ÁÔÔÉÔÕÄÅÓ ÏÆ Á ÇÒÏÕÐ ÏÆ ÈÕÍÁÎ ÂÅÉÎÇÓ ÁÎÄ ÐÒÏÖÉÄÅÓ Á ȰÍÅÎÔÁÌ ÓÏÆÔ×ÁÒÅȱ ɉ(ÏÆÓÔÅÄÅ, 

2001) through which the physical and social world is perceived by the members of the 

group. Therefore, addressing cross-cultural differences in response to product 

placement is extremely important for the success of global marketing communication. 

Research has shown that two cultural dimensions, assertiveness and 

ÐÅÒÆÏÒÍÁÎÃÅ ÏÒÉÅÎÔÁÔÉÏÎȟ ÉÎÆÌÕÅÎÃÅ ÃÏÎÓÕÍÅÒÓȭ ÅÖÁÌÕÁÔÉÏÎ ÏÆ ÁÄÖÅÒÔÉÓÅÍÅÎÔÓ ɉ#ÈÁÎȟ 

2012). A few studies in the field surveyed audiences from different countries about 

their views toward regulating product placement. Audiences in the US (an assertive 

and performance-oriented culture) generally do not think that it should be banned or 

regulated by the government (Sung, Gregorio & Jung, 2009). On the contrary, 
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respondents from Singapore (a less assertive culture) agree that the government 

should regulate the use of branded products in movies (Karrh et al., 2001). These 

studies indicate cultural differences with regard to regulating product placement. It is 

anticipated that societies with higher levels of assertiveness and performance 

orientation may find prior notification of placed brands unnecessary. Individuals in 

such cultures are generally more assertive and confrontational thus may not 

appreciate explicit warnings. Alternatively, individuals from less assertive and 

performance-oriented cultures may favor explicit rules and regulations to protect them 

against covert selling (Chan, 2012). Taken together, cultures with higher levels of 

assertiveness and performance orientation may find prominently placed brands less 

favorable. However, this interaction effect is yet to be proven (Diehl et al., 2008; 

Okazaki et al., 2010; Terlutter et al., 2010). 

Concluding, Levitt (1983) has argued that an increasing globalization of 

markets would lead to homogenous wants and needs of consumers. Indeed, much of 

the wÏÒÌÄȭÓ ÐÒÏÍÏÔÉÏÎ ÁÃÔÉÖÉÔÉÅÓ ÁÒÅ converging with the development of global media 

vehicles, supra-national common advertising regulations and implementations of 

global marketing strategies. Many marketers have therefore inferred a convergence of 

consumption patterns, particularly for younger consumers: cross-border music 

channels and global communications have formed and encouraged similar values 

regardless of the youngÅÒ ÃÏÎÓÕÍÅÒÓȭ ÃÏÕÎÔÒÙ ÏÆ ÏÒÉÇÉÎ (De Mooij, 2003). Younger 

consumers are the major audience of movies and the main target group for product 

placements in movies (Eisend, 2009), as college-aged consumers comprise up to one-

third of all movie-goes (Motion Picture Association of America, 2007).  
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2.4.2 Influence of attitude  

Prior investigations of attitudes toward product placement have revealed 

generally positive perceptions of the practice overall, but with reservations regarding 

the insertion of certain ethically charged products. Firearms, tobacco, and alcohol 

products are consistently rated as the most unacceptable for product placement, 

particularly in youth -oriented content (Brennan, Rosenberger, & Hementera, 2004; 

Gupta & Gould, 1997; McKechnie & Zhou, 2003).  

Research suggests that audiences tend to have a positive attitude towards 

product placement when they believe that the practice increases the realism of media 

content. It was also indicated that the naturalistic representation of brands reinforces 

ÔÈÅ ÉÎÔÅÇÒÉÔÙ ÏÆ ÆÉÃÔÉÏÎÁÌÉÚÅÄ ÓÔÏÒÙÌÉÎÅÓ ÁÎÄ ÒÅÆÌÅÃÔÓ ÔÈÅ ȬÒÅÁÌ ÌÉÆÅȭ ÅØÐÅÒÉÅÎÃÅÓ ÏÆ ÔÈÅ 

audience in the entertainment media setting (DeLorme & Reid, 1999). Individuals with 

positive attitudes towards advertising are more likely to pay greater attention to 

placement than are individuals with either less positive or negative attitudes. The 

results propose that the role of product placement to attract attention and to increase 

interests about brands placed in entertainment media may be enhanced when 

marketers expect audience members to hold positive attitudes towards advertising in 

general (de Gregorio & Sung, 2010). 

Summing up, attitudes towards product placement are generally positive with 

the exception of ethically charged products. Product placement is seen especially 

positive when it adds to the overall realism of media content and if viewers normally 

welcome advertisements. 
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2.5 Effect of differing products and genre ÏÎ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔȭÓ ÅÆÆÉÃÁÃÙ  

2.5.1 Effectiveness of certain product types 

The studies on the effectiveness of certain product types in regard to product 

placement are thus far very limited which is one of the reasons why this study focuses 

on this gap in literature.   

Devlin and Combs (2011) have studied the occurrence of types of product 

placements that occurred in the films comparing 2010 and 1991, based on product 

categories. Images or references to automobiles are the most frequently occurring type 

of product placement (19.5%; n =103), followed by food (10%), media outlets (7.2%), 

alcoholic beverages (6.6%), and non-ÁÌÃÏÈÏÌÉÃ ÂÅÖÅÒÁÇÅÓ ɉφȢτϷɊ ÉÎ ςπρπȢ ρωωρȭÓ 

ÐÏÐÕÌÁÔÉÏÎ ×ÁÓ ÓÉÍÉÌÁÒ ÔÏ ςπρπȭÓȡ ÁÕÔÏÍÏÂÉÌÅÓ ÏÃÃÕÒÒÅÄ ÔÈÅ ÍÏÓÔ ÆÒÅÑÕÅÎÔÌÙȟ ɉρχȢψϷɊ 

followed by food (13.7%), alcoholic beverages (12.6%), and non-alcoholic beverages 

(10.3%) (Devlin and Combs, 2011).  

Karniuochina, Uslay and Erenburg (2011) have studied stock returns in 

relation to product placement and found that electronics and automotive placements 

enjoy 0.8% and 0.2% higher returns, respectively, when compared with other 

placements. At the same time, other popular placements, such as those for soft and 

alcoholic drinks, media and entertainment, and food processing, do not enjoy similar 

advantages. Alcoholic beverages lag almost half a percentage point behind average 

placements which may be due to the reason that the majority of placements in this 

study are for inexpensive domestic beer, a relatively mundane product category. It was 

also noted ÔÈÁÔ ȰÕÎÅØÃÉÔÉÎÇȱ ÐÒÏÄÕÃÔ ÃÁÔÅÇÏÒÉÅÓ ɉÅȢÇ., food processing; telecom; retail, 

×ÈÉÃÈ ÃÁÐÔÕÒÅÓ ÒÅÔÁÉÌ ȰÓÕÐÅÒ-ÃÈÁÉÎÓȱ ÁÎÄ ÌÁÒÇÅ ÂÏØ ÓÔÏÒÅÓɊ ÈÁÖÅ ÌÏ×ÅÒ ÒÅÔÕÒÎÓ 

(Karniochina, Uslay & Erenburg, 2011). 
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This indicates that automotive placements are both the most frequent types of 

product placements and the ones with the highest efficacy. 

2.5.2 Effectiveness of different  genres  

According to Tan (1996), an important motivation for watching films is the 

emotional experience they offer. Television programs and films have been found to 

induce strong and enduring emotions and moods (Capentier et al., 2001; Forgas & 

Moylan, 1987; Goldberg & Gorn, 1987; Singh & Churchill, 1987), which have been 

shown to influence viewer recognition and recall (Axelrod, 1963; Gardner, 1985; 

Goldberg & Gorn, 1987; Kennedy, 1971; Pavelchak, Antil, & Munch, 1988; Soldow & 

Principe, 1981; Yuspeh, 1979). So, does this mean product placement is differently 

effective depending on the genre?  

Troup (1991) found that brand placements were most frequent in comedies, 

with an average of 18 brands per film. Sapolsky and Kinney (1994) documented an 

average of 14 brand placements per film in both comedies and dramas. Nonetheless, 

anticipated differences in brand recognition and genre were not conclusively found. 

However, results suggested that brand recognition scores are highest in drama films 

for both genders, and dramas may therefore provide better placement opportunities 

for some brands and products (Park & Berger, 2010). Redker, Gibson and Zimmerman 

found (2013) that seeing the brand in a genre of movie that one liked led to positive 

implicit brand attitudes, and seeing the brand in a genre of movie that one disliked led 

to negative implicit brand attitudes. Brand recall had no impact on this effect.  

To conclude, there has not been enough research on the effectiveness of 

product placement in differing genres. The research that exists has been inconclusive. 
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However, it was found that seeing a genre that one liked has an implicit positive impact 

on brand attitudes and vice versa.  

2.5.3 Virtual product placement  

A likely driver of increased product placement in films, assuming such a trend 

exists, is the difficulty that marketers have reaching broad audiences and certain 

population targets in today's hyper-segmented media marketplace. Films offer the 

ability to reach captive audiences in an environment that is relatively uncluttered 

compared to television and other media (Devlin & Combs, 2011). Undoubtedly, these 

factors are highly appealing to marketers looking for ways to have a conversation with 

consumers. 

A new trend in product placement that could prove useful to reach certain 

target markets is to digitally insert product placements into a program after it has been 

made. Based on initial audience reaction to the movie, advertisers can target a specific 

market segment and tailor the virtual product placement to it. A local brand from 

Germany could digitally insert their product into the German dubbed version of a 

Hollywood production. This could increase their market share in a specific market 

without having to invest a much larger sum to be seen worldwide, where the service 

or products might not be offered. The movie is then released to the rest of the market, 

complete with the virtual product placement. (McDonnell, 2010) 

2.6 -ÅÁÓÕÒÉÎÇ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔȭÓ ÅÆÆÅÃÔÉveness 

2.6.1 Recall 

The majority of scholars attempted to measure product placement 

effectiveness through examining its effect on explicit memory measures, namely recall 
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(Gupta & Lord, 1998; Nelson & Devanathan, 2006; Lehu & Bressoud, 2008; 2009), and 

recognition (Brennan & Babin, 2004). However, spontaneous unaided recall is the 

measurement of choice for placement effectiveness (Galician, 2004; Karrh, 1995; Karrh 

et al., 2003; Nelson & Devathan, 2006; Turcotte, 1995). Even though Mackie and 

Asuncion (1990) consider recall a weak indicator of persuasion, it is still a variable that 

needs to be studied alongside the attitudinal effect, while bearing in mind that 

maximizing recall does not systematically maximize persuasion (Russell, 2002).  

Karrh (1994) surveyed a small group of professionals (n=24) affiliated with 

the product placement trade group Entertainment Resources & Marketing Association 

(ERMA) and reported that those practitioners indicated that unaided recall and 

recognition were the best measures of placement success. A follow-up study conducted 

in 2003 found that unaided recall and recognition continued to be the most preferred 

means for assessing placement success. This indicates the importance and the real 

application of testing for recall.  

With regard to recall, research on the impact of subtle versus blatant 

placements has shown that viewers are more likely to recall blatantly placed brands 

(Brennan, Dubas, and Babin, 1999; Gupta & Lord, 1998; Law and Braun, 2000; Russell, 

2002). These findings make sense, given the more prominent role of blatant 

placements, and the multiple routes through which viewers can process information 

about blatant placements (e.g., via visual, auditory, and semantic routes).  When visual 

placements were connected to the plot, they scored better on brand recall than when 

they were not connected to the plot, which leads to increased placement processing 

resulting in more brand memory (Russell, 2002). !ÌÓÏȟ ÃÏÎÓÕÍÅÒÓȭ ÍÏÔÉÖÁÔÉÏÎ ÁÎÄ 

ability to process the placement increase when the placement is for a strong, familiar 

brand rather than a weak, unfamiliar brand. Attention in cluttered visual environments 
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focuses on objects with easily accessible attitudes, and consumers are more motivated 

to pay attention to advertisements for well-known brands (Tellis, 1988). As a result, 

advertisements for well-known brands enjoy higher levels of recall, and well-known 

brands are less affected by competitive inference (Kent & Allen 1994). Thus, 

placements for high-equity brands are worth more because these brands draw 

attention and are better recalled. Concluding, measuring recall is still the measurement 

of choice to test for effectiveness of product placements. 

Naturally, using recall as a measurement method for product placement 

effectiveness also has limitations. Research has shown that successful performance on 

explicit memory measures does not always result in successful attitude change: in 

previous studies, some prominent placements were found to be better recalled but 

have either no impact on persuasion (Russell, 2002) or even a detrimental impact on 

persuasion (Cowley & Barron, 2008; van Reijmersdal, 2009). Placements that are very 

high in terms of plot connection are well recalled but often disliked (Russell, 2002). 

Also, due to implicit learning even unrecalled placements can influence brand attitudes 

(Sawyer 2006; van Reijmersdal 2009). For example, although the audience may not 

directly recall or recognize brand names to which it had been exposed, the brand 

names may still influence familiarity with and preference for the brands (Law & Braun, 

2000; Law & Braun-Latour, 2004; Russell, 1998) due to implicit memory. Additionally, 

the artificial setting where testing usually takes place results in more attention to the 

stimuli, which in turn can result in higher recall and recognition and different 

behaviors (Van Reijmersdal et al., 2007). 
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2.6.2 Brand attitude  

Often, together with consumer memory, consumer attitude toward placed 

products were investigated as well (Yang & Roskos-Ewoldsen, 2007; Dens et al., 2012; 

Äȭ!ÓÔÏÕÓ & Chartier, 2000; Cholinski, 2012). As expected, when the attitude toward the 

brand was more positive, participants were more likely to choose the target brand 

(Yang & Roskos-Ewoldsen, 2007) which is an indicator for purchase intention. 

Previous research has shown that successful performance on explicit memory 

measures does not always result in successful attitude change. Some prominent 

placements were found to be better recalled but have either no impact on persuasion 

(Russell, 2002) or even a detrimental impact on persuasion (Cowley & Baron, 2008; 

van Reijmersdal, 2009). Especially when a prominent brand is only weakly connected 

ÔÏ ÔÈÅ ÐÌÏÔȟ ÔÈÉÓ ×ÉÌÌ ÎÅÇÁÔÉÖÅÌÙ ÁÆÆÅÃÔ ÖÉÅ×ÅÒÓȭ Áttitudes toward the placed brand (Dens 

et al., 2012). This shows the importance of measuring for brand attitude change in 

contrast to checking just for recall and recognition.  

With respect to brand attitudes, a brand's placement had a positive effect on 

brand image and attitude, even when people did not remember seeing the brand 

(Matthes. Schemer, and Wirth, 2007; van Reijmersdal, Neijens, & Smit, 2007). In other 

words, without explicit memory of product placement, effects on brand associations, 

brand preference, and brand choice can occur which is known as implicit processing 

(Heath, 2000; Schacter, 1987). Studies have also ÓÈÏ×Î ÔÈÁÔ Á ÂÒÁÎÄ ÐÌÁÃÅÍÅÎÔȭÓ 

ÃÏÎÎÅÃÔÉÏÎ ÔÏ ÔÈÅ ÐÌÏÔ ÓÉÇÎÉÆÉÃÁÎÔÌÙ ÉÎÆÌÕÅÎÃÅÓ ÖÉÅ×ÅÒÓȭ ÁÔÔÅÎÔÉÏÎ ÔÏ ÁÎÄ ÁÔÔÉÔÕÄÅÓ 

toward the placed ÂÒÁÎÄ ɉÄȭ!ÓÔÏÕÓ & Seguin 1999; Russell 2002). The most positive 

change in brand attitude is obtained for a subtle, strongly plot connected brand. When 

a brand placement is subtle, a high plot connection generates significantly more 

positive brand attitudes than a weak plot connection (Dens et al., 2012). Accordingly, 
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when exposed to subtle product placements, those in an ego-depleted state should be 

less likely than non-depleted controls to activate persuasion knowledge, resist the 

persuasive attempt, and therefore should form more favorable attitudes toward subtly 

placed brands than those in a non-depleted state. (Gillespie, Joireman & Muehling, 

2012). Also, the actual interactor most likely matters if the aim is to enhance attitudes. 

Seeing a liked, central character using a brand led viewers to show greater implicit self-

identification with the brand and led to changes in both implicit and explicit attitudes 

for those who recalled seeing the brand (Kamleitner & Jyote, 2013). 

2.6.3 Brand salience  

Brand salience ÒÅÆÅÒÓ ÔÏ ȰȢȢȢ the order in which brands come to mind. It refers 

not to what consumers think about brands but to which ones they think aboutȱ ɉ-ÉÌÌÅÒ 

& Berry, 1998). This concept is commonly deemed to have the same characteristics as 

top-of-mind awareness and is thus measured by utilizing the rank-ordered list of 

brands (Johnstone and Dodd, 2000; Miller & Berry, 1998). Alba and Chattopadhyay 

(1986Ɋ ÄÅÆÉÎÅÄ ÂÒÁÎÄ ÓÁÌÉÅÎÃÅ ÁÓ ȰȢ Ȣ Ȣ ÔÈÅ ÐÒÏÍÉÎÅÎÃÅ ÏÒ ÌÅÖÅÌ ÏÆ ÁÃÔÉÖÁÔÉÏÎ ÏÆ Á ÂÒÁÎÄ 

ÉÎ ÍÅÍÏÒÙȢȱ 4herefore, brand salience is closely related to the arousal aspectɂthe 

level of activation associated with an emotional responseɂin the affective PAD 

(pleasure, arousal, and dominance) dimensions (Mehrabian & Russell, 1974). Hence, if 

the subliminal stimuli of product placement in the movies are well embedded in the 

ÁÕÄÉÅÎÃÅȭÓ ÓÕÂÃÏÎÓÃÉÏÕÓÎÅÓÓȟ ÔÈÅ ÍÅÍÏÒÙ ÏÆ ÔÈÅ ÂÒÁÎÄ ×ÉÌÌ ÂÅ ÁÃÔÉÖÁÔÅÄȟ ÌÅÁÄÉÎÇ ÔÏ ÔÈÅ 

expected increase in brand salience. 

A salient brand that is recalled without aid is more likely to be in the 

consideration set and, therefore, to be purchased (Miller & Georgiou, 1996; Sutherland 

& Galloway, 1981). Hence, brand salience is closely associated with actual purchase. It 
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was found that brand salience is a signal for the popularity of a brand, which influences 

consumers in their decision to purchase a product (Sutherland & Galloway, 1981; 

Sutherland & Sylvester, 2000). Salience of a brand also hinders the unaided recall of 

other brands that can be considered as part of the evoked set (Alba & Chattopadhyay, 

1986). Consequently, brand salience not only solves the difficulties of measuring the 

core effect of product placement, it also endows marketers with the possibility of sales 

prediction. 

Hong, Wang and De Los Santos have showed (2008) that demonstrative, 

negative-context (such as fear, tension, or risk) product placement is more likely to 

foster brand salience, compared to non-demonstrative, positive-context product 

placement. In addition, although the difference of well- and poorly integrated product 

placement is not significant, poorly integrated product placement has the greater 

potential to foster brand salience than does well-integrated product placement. First, 

as compared to non-demonstrative product placement, demonstrative product 

placement is ÍÏÒÅ ÌÉËÅÌÙ ÔÏ ÆÁÃÉÌÉÔÁÔÅ ÃÏÎÓÕÍÅÒÓȭ ÃÏÇÎÉÔÉÖÅ ÉÎÆÏÒÍÁÔÉÏÎ ÐÒÏÃÅÓÓÉÎÇ ÏÎ 

a brand, leading to higher brand salience (Hong, Wang & De Los Santos, 2008). Thus, 

product placement strategies should focus on how a product in movies can explicitly 

convey the proÄÕÃÔȭÓ ÓÕÐÅÒÉÏÒÉÔÙ ÉÎ ÔÅÒÍÓ ÏÆ ÄÕÒÁÂÉÌÉÔÙȟ ÐÅÒÆÏÒÍÁÎÃÅȟ ÓÐÅÃÉÆÉÃÁÔÉÏÎȟ ÅÔÃȢ 

On the contrary, results showed that non-demonstrative product placement does not 

enhance brand salience; therefore, capitals and efforts invested in non-demonstrative 

product placement can hardly create desirable effectiveness. 

!ÌÓÏȟ ÔÈÅ ÁÕÄÉÅÎÃÅȭÓ ÉÎÖÏÌÖÅÍÅÎÔ ÌÅÖÅÌ ÉÓ ÍÏÒÅ ÌÉËÅÌÙ ÔÏ ÉÎÃÒÅÁÓÅ ×ÈÅÎ ÎÅÇÁÔÉÖÅ 

ÃÏÎÔÅØÔ ÉÎ Á ÍÏÖÉÅ ÉÓ ÄÅÐÌÏÙÅÄȢ 4ÈÅ ÁÕÄÉÅÎÃÅȭÓ ÈÉÇÈÅÒ ÉÎÖÏÌÖÅÍÅÎÔ ÌÅÖÅÌ ÃÒÅÁÔÅÄ ÂÙ 

product placement in a negative context will lead to higher brand salience than in a 

positive context. Although product placement in both positive and negative contexts 
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will lead to brand salience, product placement strategies should focus on investing 

more in negative-context movies or chapters than in positive ones, in order to achieve 

higher brand salience (Galician & Bourdeau, 2004). 

Limitations for this type of measurement is that there is no established brand 

salience measure that can be utilized for a group comparison (Hong, Wang and De Los 

Santos, 2008) and that there have not been many studies controlling for brand salience 

in product placement although there are exceptions (Babin & Carder, 1996; Johnstone 

& Dodd, 2000; Hong, Wang & De Los Santos, 2008).  

2.6.4 Implicit memory measures 

Long-term memory involves both implicit and explicit memorization 

processes (Whittlesea and Price, 2001; Law & Braun-La Tour, 2004). Implicit memory 

involves unconscious retention of the perceived stimulus, while for explicit memory 

this process in conscious (Jolibert & Didellon-Carsana, 2000). Unconscious retention in 

memory can itself be caused by non-conscious exposure to the stimulus (Lewicki, 

1986). Thus, without remembering seeing the placement, implicit effects can still 

occur. Implicit memorization is revealed, for example, when an individual exposed to a 

brand name is capable of reading or spelling it more quickly than an individual who 

has not been exposed (Fontaine, 2002). The literature posits that one of the processes 

behind this effect is mere exposure (Auty and Lewis, 2004; Grigorovici & Constantin, 

2004; Zajonc, 1968, 2001). Repeated exposure to brand placement under low levels of 

attention can be enough to create a sense of familiarity with the brand. Because people 

tend to like familiar objects, the exposure can result in positive brand attitudes and 

even brand preference without placement memory (Auty & Lewis, 2004; Law & Braun, 

2000; Zajonc, 1968). 
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For example, although the audience may not directly recall or recognize brand 

names to which it had been exposed, the brand names may still influence familiarity 

with and preference for the brands (Law & Braun, 2000; Law & Braun-Latour, 2004; 

Russell, 1998). Furthermore, the fact that implicit memory is not driven by whether 

information is semantically processed suggests that implicit memory tests may reveal 

advertising effects that are related to incidental brand exposure. Finally, purchase 

decisions may be influenced not only by conscious processes but also unconscious 

processes (Chung & Szymanski, 1997). At the moment of purchase, the consumer might 

not be able to consciously retrieve relevant information or interference may hamper 

conscious memory retrieval (Chung & Szymanski, 1997; Duke & Carlson, 1993). In that 

situation, implicit tests that do not demand conscious recollection may be appropriate 

for measuring advertising effects rather than explicit tests. 

Two characteristics of implicit memory make it a particularly interesting 

approach for studying the effects of brand placements. Often, brands are part of the 

background in a scene so that they will not receive the same level of processing as 

foregrounded items within the scene. However, the findings from many studies 

demonstrate that implicit memory is not influenced by how the items are originally 

processed, unlike explicit memory that is driven by semantic processing (Graf & 

Mandler, 1984; Graf et al., 1982; Jacoby & Dallas, 1981; Tulving et al., 1982). Second, 

psychologists have found that implicit memory survives longer than explicit memory 

(Jacoby & Dallas, 1981; Jacoby & Witherspoon, 1982; Tulving et al., 1982). These two 

characteristics of implicit memory have been demonstrated in research on implicit 

memory for advertisements (Shapiro & Krishnan, 2001). 

Possible methods to check for implicit memory measures are for instance 

word fragment completion tests (Yang & Roskos-Ewoldsen, 2007) or implicit 
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association tests (Redker, Gibson & Zimmerman, 2013). In the former, words that were 

previously shown to participants are presented again in a fragmented form (i.e. 

missing letters) with the task of retrieving the missing letters from memory to 

complete it. The basic logic of the implicit association test is that when two constructs 

are closely associated in memory, response to those constructs will be fast when 

responding with the same keystroke. In contrast, when two constructs are not closely 

associated in memory, then response to those constructs will be slow when responding 

with the same keystroke. Also, actual product-choice behavior can be measured using 

an implicit choice behavior task that asked the participants to choose a product at the 

end of the experiment without referring to the movie exposure (Yang & Roskos-

Ewoldsen, 2007). 

The results from studies testing implicit memory in advertising have found 

that implicit memory can detect advertising exposure effects that were not detectable 

using explicit memory measures (Duke, 1995; Duke & Carlson, 1994; Krishnan & 

Chakravarti, 1993; Krishnan & Shapiro, 1996; Shapiro & Krishnan, 2001). Law and 

Braun (2000) demonstrated that people could not remember having seen certain 

brands in a television show, but they did prefer these brands in implicit choice tests. 

Especially the more subtle placements influenced brand choice, even though they were 

least recalled. In an experiment with children, Auty and Lewis (2004) also showed that 

brand preference was influenced by repeated exposure to brand placements, 

regardless of recall of the placement.  

These studies show that effects on brand choice are not mediated by brand 

memory and that both implicit and explicit learning are affected by brand placements. 

Implicit memorization has become increasingly important in persuasive advertising, 

creating a special field of research (Schumacher & Helmig, 2007). However, it is used 
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less often than explicit memory to measure the effectiveness of product placements 

mostly due to cost-reasons. 

2.6.5 Stock prices  

#ÏÎÓÉÄÅÒÁÂÌÅ ÒÅÓÅÁÒÃÈ ÉÎÄÉÃÁÔÅÓ ÔÈÁÔ ÆÉÒÍÓȭ ÁÄÖÅÒÔÉÓÉÎÇ ÁÎÄ ÍÁÒËÅÔÉÎÇ 

ÃÏÍÍÕÎÉÃÁÔÉÏÎ ÄÅÃÉÓÉÏÎÓ ÈÁÖÅ ÓÔÒÏÎÇ ÉÎÆÌÕÅÎÃÅÓ ÏÎ ÆÉÒÍÓȭ ÓÔÏÃË ÐÒÉÃÅÓȢ !ÄÖÅÒÔÉÓÉÎÇ ÉÓ 

ÂÅÌÉÅÖÅÄ ÔÏ ÒÁÉÓÅ ÔÈÅ ÆÉÒÍȭÓ ÃÁÐÉÔÁÌ ÍÁÒËÅÔ ÖÉÓÉÂÉÌÉÔÙȟ ×ÈÉÃÈ ÃÁÎ ÂÒÏÁÄÅÎ ÔÈÅ ÆÉÒÍȭÓ 

investor base, ÉÍÐÒÏÖÅ ÌÉÑÕÉÄÉÔÙȟ ÁÎÄ ÌÏ×ÅÒ ÔÈÅ ÆÉÒÍȭÓ ÓÙÓÔÅÍÁÔÉÃ ÒÉÓË ÁÎÄ ÃÏÓÔ ÏÆ ÃÁÐÉÔÁÌ 

(Grullon, Kanatas, & Weston, 2004; McAlister, Srinivasan, & Kim, 2007). Therefore, the 

economic return to product placement in successful films is inextricably connected to 

the plaÃÅÍÅÎÔȭÓ ÅØÐÅÃÔÅÄ ÅÆÆÅÃÔÓ ÏÎ ÃÏÎÓÕÍÅÒÓȢ 4ÈÅ ÆÉÒÍȭÓ ÓÔÏÃË ÐÒÉÃÅ ÒÅÆÌÅÃÔÓ ÔÈÅ 

discounted value of ÔÈÅ ÆÉÒÍȭÓ ÅØÐÅÃÔÅÄ ÃÁÓÈ ÆÌÏ×ÓȢ -arketing activities that accelerate 

and enhance future cash flows have the ability to affect shareholder value positively 

(Anderson, Fornell, & Mazvancheryl 2004; Gruca & Rego, 2005; Rao & Bharadwaj, 

2008). Financial markets are forward looking, thus, if the film placement has positive 

ÉÍÐÌÉÃÁÔÉÏÎÓ ÆÏÒ ÔÈÅ ÆÉÒÍȭÓ ÐÒÏÓÐÅÃÔÓȟ ÔÈÅ ÆÉÒÍȭÓ ÍÁÒËÅÔ ÖÁÌÕÅ ×ÉÌÌ ÓÈÉÆÔ ÔÏ ÒÅÆÌÅÃÔ ÔÈÅÓÅ 

anticÉÐÁÔÅÄ ÃÈÁÎÇÅÓ ÉÎ ÔÈÅ ÆÉÒÍȭÓ ÆÉÎÁÎÃÉÁÌ ÐÅÒÆÏÒÍÁÎÃÅ ÂÅÆÏÒÅ ÔÈÅÓÅ ÃÈÁÎÇÅÓ ÁÃÔÕÁÌÌÙ 

occur (Wiles & Danielova, 2009). By building intangible market-based assets, firm 

marketing actions have the potential to shape prospective cash flows and, thus, the 

ÆÉÒÍȭÓ ÍÁrket value by (1) increasing cash flow levels, (2) accelerating cash flow timing, 

ɉσɊ ÒÅÄÕÃÉÎÇ ÃÁÓÈ ÆÌÏ× ÖÕÌÎÅÒÁÂÉÌÉÔÙȟ ÁÎÄ ɉτɊ ÉÎÃÒÅÁÓÉÎÇ ÔÈÅ ÆÉÒÍȭÓ ÒÅÓÉÄÕÁÌ ÖÁÌÕÅ 

(Fornell et al., 2006; Srivastava, Shervani, & Fahey, 1998). Product placement can 

facilitate firm performance in each of these ways. 

The shareholder returns to marketing actions and resource deployments are 

a primary concern of scholars and firms (Rust et al., 2004). Therefore, investors are 
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likely to infer greater strategic significance to these brand placements in the future. For 

example, the placement of ȬMercedes ÃÁÒÓȭ in Men in Black II signified new emphasis on 

ÔÈÅ ÆÕÎ ÏÆ ÄÒÉÖÉÎÇ Á -ÅÒÃÅÄÅÓȟ Á ÓÈÉÆÔ ÔÏ ÅÎÈÁÎÃÅ ÔÈÅ ÂÒÁÎÄȭÓ ÁÐÐÅÁÌ ×ÉÔÈ ÙÏÕÎÇÅÒ 

consumers (Wiles & Danielova, 2009). Thus, brand equity expands the returns from 

film placement because it leads to favorable consumer processing and to positive 

ÉÎÆÅÒÅÎÃÅÓ ÁÂÏÕÔ ÔÈÅ ÂÒÁÎÄȭÓ ÆÕÔÕÒÅ ÓÔÒÁÔÅÇÉÃ ÄÉÒÅÃÔÉÏÎȢ !ÌÓÏȟ 7ÉÌÅÓ ÁÎÄ $ÁÎÉÅÌÏÖÁ ÆÏÕÎÄ 

(2009) that the implicit endorsement by an important movie character through 

touching, holding, consuming or mentioning a brand increased the likelihood of 

abnormal stock market returns for the placed brand. 

However, initial stock price reaction to product placement may be affected by 

noise trading; naive investors are known to buy stocks that have appeared in the news 

(Barber & Odean, 2008), have been advertised in periodicals (Jain & Wu, 2000), and 

have even been mentioned in spam e-mails (Frieder & Zittrain , 2007). However, noise 

tradinÇ ÉÓ ÎÏÔ ÂÁÓÅÄ ÏÎ ÆÕÎÄÁÍÅÎÔÁÌ ÉÎÆÏÒÍÁÔÉÏÎ ÒÅÇÁÒÄÉÎÇ ÃÏÍÐÁÎÙȭÓ ÖÁÌÕÅȟ ÓÏ ÉÔ ÄÏÅÓ 

not have a permanent effect on the market prices. If price run-ups associated with 

product placements were a result of noise trading, the resulting gains would be 

unsustainable, and stock prices would quickly return to their original state (Danielova 

& Wiles, 2009).  

A possible explanation why so little research has been done to estimate the 

financial worth of product placements is the complex lagged effects of product 

placement ÏÎ ÆÉÒÍÓȭ ÃÁÓÈ ÆÌÏ×ÓȢ -ÏÒÅÏÖÅÒȟ ÏÔÈÅÒ ÃÏÎÃÕÒÒÅÎÔ ÁÃÔÉÖÉÔÉÅÓ ÁÆÆÅÃÔ ÃÁÓÈ ÆÌÏ×Ó 

and revenues, making it difficult to tease out the value product placement adds 

specifically. Also, the effects on the stock price of a product placement in a smaller 

movie production or a TV show episode will likely be relatively difficult to establish, 

which makes this measure less powerful to test for product placement effectiveness. 
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3. Methodology  

3.1 Procedure  

For the literature review  of this study, keyword search and reference search 

were performed. First, keyword search was carried out for full text, peer-reviewed 

ÒÅÓÅÁÒÃÈ ÓÔÕÄÉÅÓ ×ÒÉÔÔÅÎ ÉÎ %ÎÇÌÉÓÈ ÔÈÒÏÕÇÈ ÕÓÉÎÇ ËÅÙ×ÏÒÄÓ ÌÉËÅȟ ȰÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔȱȟ 

ȰÂÒÁÎÄ ÐÌÁÃÅÍÅÎÔȱȟ Ȱ46 ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔȱȟ ÖÉÄÅÏ ÇÁÍÅ ÐÌÁÃÅÍÅÎÔȱȟ ȰÁÄÖÅÒÇÁÍÅȱ 

within referr ed academic journals of EBSCOHOST database. Only the EBSCOHOST 

database was scanned because it is the database that included the most relevant 

studies for the selected subject among those the author had full access to. In addition, 

to evaluate if all key academic studies within the selected subject area were included, 

reference search was conducted via the "snowball method" by reviewing the 

references of the articles found in the database. Again, only published, peer-reviewed 

articles were selected. 

The central question of this dissertation is whether or not product placement 

enhances brand awareness, positive attitude change and increased purchase intention 

ÏÎ ÔÈÅ ÃÕÓÔÏÍÅÒȭÓ ÓÉÄÅȢ 4ÈÅ ÈÙÐÏÔÈÅÓÉÓ ÉÓ ÔÈÁt different type of products work better in 

product placement and that the type of placement is key to gain product awareness, 

cause positive attitude change and increased purchase intention. 

To explore this question the author used both primary and secondary 

research. The latter was used to gain theoretical knowledge of the field which was 

presented in the literature review. The former took place in form of surveys asking the 

participants predetermined questions because the effectiveness of very specific 

variables is being tested, which is best measured by predetermined questions. The 
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questionnaire was created on www.typeform.com and distributed over the internet for 

two weeks from April 2016 to May 2016. All participants took part in a pre-exposure 

questionnaire. After that the participants were split into two groups. One group was 

the control group which watches an episode of the same TV show without product 

placement. The other group watched an episode of the same program, but this time 

with product placement. Both groups received the same questionnaire right after 

watching to capture the effect of product placement. An alternative would be to ask the 

participants a day later to find findings that definitely have reached the long-term 

memory. However, this might deter the results because the author cannot assess the 

effect of product placement because it is not clear how much different advertising the 

participants were exposed to in the meantime. The author both showed the episode 

and provided the final questionnaire one week after conducting the pre-exposure 

questionnaire. There was a gap of at least one week planned so that the participants 

were likely to forget that they were surveyed about air fresheners, for instances.  

Two different episodes of the sÉÔÃÏÍ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ×ÅÒÅ ÕÓÅÄ ÁÓ ÔÈÅ stimulus. 

The episodes were selected from a content analysis of 56 episodes. The episodes were 

chosen as the branded products were relevant to the sample used. The experiment 

group watched episode 2 of season 3 whereas the control group watched episode 3 of 

season 3. Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ×ÁÓ ÃÈÏÓÅÎ ÂÅÃÁÕÓÅ ÉÔ ÁÌÌÏ×Ó Á ÃÏÍÐÁÒÉÓÏÎ ÏÆ Ô×Ï ÅÐÉÓÏÄÅÓ 

where one contains product placement and one does not contain product placement 

but the setting is largely similar. In both episodes the characters, locations and type of 

humor depicted are largely the same which allows comparison of the results between 

the experimental and control group. For the purposes of this study, product placement 

included the following: any verbal mention of a brand name; any visual appearance of 

a brand logo or trademark; and any product that an average viewer could readily 

http://www.typeform.com/
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identify as being made by a specific company (e.g. Volkswagen Beetle, Segway scooter, 

etc.). Instances of unbranded and/or commodity products such as, but not limited to, 

cigarettes, milk, clothing, and televisions were not included.  

2 Broke Girls is an American television sitcom created for Warner Bros. 

Television by Michael Patrick King and Whitney Cummings. It premiered in the United 

States on CBS in September 2011. Set in the Williamsburg neighborhood of Brooklyn, 

New York City, the plot follows the lives of roommates Max Black (played by Kat 

Dennings) and Caroline Channing (played by Beth Behrs). Whereas Caroline was raised 

as the daughter of a multimillionaire, Max grew up in poverty, resulting in differing 

perspectives on life, although together they work in a local diner while attempting to 

raise funds to start a cupcake business together (Cummings & King, 2016). The show 

was launched in 2011 and is to-date still ongoing. It is broadcasted in numerous 

countries all over the world (Cummings & King, 2016). 

To test for changes in the variables brand awareness, attitude change and 

increased purchase intention, quantitative research is used. Quantitative research is 

the systematic empirical investigation of observable phenomena via statistical, 

mathematical or computational techniques (Given, 2008). Quantitative data is any data 

that is in numerical form such as statistics, percentages, etc. The author analyzes the 

data with the help of statistics. The numbers will yield an unbiased result that can be 

generalized to some larger population. This seÒÖÅÓ ÔÈÅ ÄÉÓÓÅÒÔÁÔÉÏÎÓȭ ÐÕÒÐÏÓÅ ÂÅÔÔÅÒ 

than qualitative research which asks broad questions and collects word data from 

phenomena or participants (Given, 2008). 

The author chose to survey the participants online because it is easier to reach 

a larger amount of people from different countries and cultures. On the other hand, 
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there is less control over how they watch the episode (e.g., TV, Laptop, or Tablet) and 

if they all watch it with the same amount of days between the questionnaires. To 

counter some of these effects, the author asked how attentive and how much of the 

episode was watched to potentially exclude participants that hardly watched the 

episode or paid attention.  The use of online panels has become increasingly popular 

because it reduces the costs associated with locating appropriate respondents, 

increases response rates, and ensures immediate availability of the respondents. At the 

same time, its popularity does not mean that the method is inherently valid and reliable 

due to some problems that are associated with this sampling method (e.g., mentioned 

control and representativeness issues). Despite such problems, the current study 

employed this method because the objective was to obtain a medium-sized sample 

featuring a variety of demographic and socialization characteristics and this was the 

best option available to the author. 

Each participant was answering the questionnaire either on a tablet, their 

laptop/personal computer or on their phone. Each question in the questionnaires had 

to be answered except for the questions to name brands within a certain category like 

crowd-funding websites in case people did not know any or more than 1 or 2. The 

program was presumably watched at home on either their laptop/personal computer 

or their TV which allowed a realistic watching experience opposed to watching a 

program as a group in a lab which is very unusual and probably leads to unrealistically 

high attention to the program. Even if the viewers in this sample did not pay absolute 

attention this method offers a more realistic picture in line with a real viewing setting 

that will produce useful results.  

The comedy genre was chosen for this study because Troup (1991) found that 

brand placements were most frequent in comedies, with an average of 18 brands per 
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film , which could indicate that product placement is the most effective in comedies. 

However, anticipated differences in brand recognition and genre were not conclusively 

found (Park & Berger, 2010). 

During the survey, the participants were asked to recall and rank brands of 

certain product categories to test for unaided recall. Also, ranking the products helps 

to determine brand salience change. Brand salience refers to the order in which brands 

come to mind. It refers not to what consumers think about brands but to which ones 

they think about (Miller & Berry, 1998). A salient brand that is recalled without aid is 

more likely to be in the consideration set and, therefore, to be purchased (Miller & 

Georgiou, 1996; Sutherland & Galloway, 1981). Hence, brand salience is closely 

associated with actual purchase. It was found that brand salience is a signal for the 

popularity of a brand, which influences consumers in their decision to purchase a 

product (Sutherland & Galloway, 1981; Sutherland & Sylvester, 2000). Salience of a 

brand also hinders the unaided recall of other brands that can be considered as part of 

the evoked set (Alba & Chattopadhyay, 1986). Consequently, brand salience not only 

solves the difficulties of measuring the core effect of product placement, it also endows 

marketers with the possibility of sales prediction.  

Since there is no established brand salience measure that can be utilized for a 

group comparison, the method by Hong, Wang and De Los Santos (2008) was used: 

Subjects were asked to list three brand names for each of the product category. On the 

following meeting, subjects were exposed to the stimulus and then asked to list three 

brand names again for the same product categories. The difference between the orders 

of brand names in the two questionnaires is the quantitative measure for brand 

salience. For example, if a brand was listed third place on the pre-exposure 

questionnaire and is now relocated to the first place on the post-exposure 
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questionnaire after a subject watches the clips, the brand salience score for the subject 

in the specific product category would be assigned 2 as the brand moved two steps. If 

a brand was not listed on the pre-exposure questionnaire but listed on the post-

exposure questionnaire, the brand salience score would be 3. If a brand is dropped out 

after the subject watches the clips, ÔÈÅ ÂÒÁÎÄ ÓÁÌÉÅÎÃÅ ×ÏÕÌÄ ÂÅ ÁÓÓÉÇÎÅÄ Ϻ3. Testing 

for band salience will additionally be helpful to detect if there a real brand recognition 

change or if the brand recognition difference between the control and experiment 

group is due to the medium-sized sample. 

The variable brand attitude change was assessed using Moschis and 

#ÈÕÒÃÈÉÌÌȭÓ (1978) five-point  Likert -type peer communication about consumption 

scale, with (0) ÂÅÉÎÇ ȰÎÅÖÅÒȱ ÁÎÄ (4) ÂÅÉÎÇ ȰÖÅÒÙ ÏÆÔÅÎȢȱ A five-point Likert scale has 

the advantage that they do not expect a simple yes / no answer from the respondent, 

but rather allow for degrees of opinion, and even no opinion at all.  Therefore 

quantitative data is obtained, which means that the data can be analyzed with relative 

ease. However, like all surveys, the validity of Likert Scale attitude measurement can 

be compromised due social desirability.  This means that individuals may lie to put 

themselves in a positive light.  For example, if a Likert scale was measuring 

discrimination, people would tend to state themselves as less racist than they actually 

are (McLeod, 2008). The author still decided to go for this type of communication tool 

due to the neutrality of the topic assessed in this study. 

No information was given in the introduction to alert them to the purpose of 

the experiment. A post-questionnaire was distributed to be answered immediately 

after viewing. The questionnaires also consisted of questions that were supposed to 

distract the participant from the purpose of this study. Examples for such distraction 

questions were:  
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- What type of humor do you like in TV comedy programs? 

- Have you seen an episode of the TV program 2 Broke Girls before? 

- How important is fashion to you?  

- Which length of TV programs do you prefer? 

- Would you watch 2 Broke Girls again? 

!ÃÒÏÓÓ ÔÈÅ Ȭς "ÒÏËÅ 'ÉÒÌȭ ÅÐÉÓÏÄÅ ÔÈÁÔ ÃÏÎÔÁÉÎÅÄ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔÓȟ ÓÅÖÅÎ 

placements were identified. The placements provided a range of categories, the most 

frequent being game phone apps (n=3), brands of electronics (n=2) and then singular 

placements of an office supply retailing store, an air-freshener, a pair of designer pants 

and a crowdfunding website. Crowdfunding is a way of raising finance by asking a large 

number of people each for a small amount of money. Until recently, financing a 

business, project or venture involved asking a few people for large sums of money. 

Crowdfunding switches this idea around, using the internet to talk to thousands of 

potential funders (Crowdfunding Association, 2015). Typically, those seeking funds 

will set up a profile of their project on a website such as Ȭ+ÉÃËÓÔÁÒÔÅÒȭȢ 

3.2 Sample 

The author chose a medium-sized sample to decrease the degree of dilution of 

the results due to the participants having specific personality traits (Bearden, 

Netemeyer, & Teel 1989). An example for such a personality trait would be people who 

ÁÒÅ ÓÅÎÓÉÔÉÖÅ ÔÏ ÏÔÈÅÒÓȭ ÏÐÉÎÉÏÎÓ ÁÎÄ ÖÉÅ×Ó ÁÎÄ ÆÅÅÌ a strong need to enhance their 

image and those who are highly susceptible to interpersonal influence are more likely 

to make impulsive purchases in the presence of peers (Luo, 2005). Also, a medium-

sized sample size is beneficial to exclude people with both extremely positive and 

extremely negative attitudes toward product placements and the products shown.  
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The author did not ask for income or education status because 

demographically, there were no statistically significant differences found by income 

levels (De Gregorio & Sung, 2010) in product placement. 

50 persons participated in the study. The average age of the participants was 

28.48 years old, whereas 54% were female (n=27) and 54% of all participants had seen 

Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ÂÅÆÏÒÅ ɉÎЀςχ). The author chose that age group because younger 

consumers are the major audience of movies and the main target group for product 

placements in movies (Eisend, 2009), as college-aged consumers comprise up to one-

third of all movie-goes (Motion Picture Association of America, 2007). Also, the author 

assumes ÔÈÁÔ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ÉÓ Á 46 ÐÒÏÇÒÁÍ ÔÈÁÔ ÁÐÐÌÉÅs to people of that age group. 

The author excluded 4 participants because they did not provide valid e-mail addresses 

so they could not be sent an episode ÏÆ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ and they could not complete the 

after-viewing questionnaire. Also, 18 participants only answered the first 

questionnaire and did not participate in the second, even after multiple reminders. 

Hence, 22 participants were also excluded from the results collected.  

Participants from many different countries including the United States of 

America, United Kingdom, Germany, Poland, Portugal, Australia and others were 

surveyed because Levitt (1983) has argued that an increasing globalization of markets 

×ÏÕÌÄ ÌÅÁÄ ÔÏ ÈÏÍÏÇÅÎÏÕÓ ×ÁÎÔÓ ÁÎÄ ÎÅÅÄÓ ÏÆ ÃÏÎÓÕÍÅÒÓȢ )ÎÄÅÅÄȟ ÍÕÃÈ ÏÆ ÔÈÅ ×ÏÒÌÄȭÓ 

promotion activities are converging with the development of global media vehicles, 

supra-national common advertising regulations and implementations of global 

marketing strategies. Many marketers have therefore inferred a convergence of 

consumption patterns, particularly for younger consumers: cross-border music 

channels and global communications, to mention a few reasons, have formed and 

encouraged similar values regardless ÏÆ ÔÈÅ ÙÏÕÎÇÅÒ ÃÏÎÓÕÍÅÒÓȭ ÃÏÕÎÔÒÙ ÏÆ ÏÒÉÇÉÎ ɉ$Å 
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Mooij, 2003). With regard to different cultures in product placement, a different 

interaction effect of product placement with differe nt cultures have not been 

conclusively found yet (Diehl et al., 2008; Okazaki et al., 2010; Terlutter et al., 2010). 

Furthermore, 2 Broke Girls is being broadcasted in numerous countries (Cummings & 

King, 2016) which emphasizes that the brands used compete on a global scale where 

people from Australia, Portugal and the United States of America have access to the 

show and most of the products shown. 

The control and experimental groups did not differ from each other with 

respect to gender, age, and awareness ÏÆ ÔÈÅ ÐÒÏÇÒÁÍ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ. This means that 

differences between the groups regarding brand attitude, or brand recognition cannot 

be caused by differences in these background variables.  

3.3 Hypotheses 

4ÈÅ ÆÉÒÓÔ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔ ÉÎ ÔÈÅ 46 ÐÒÏÇÒÁÍ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ÉÎ ÅÐÉÓÏÄÅ ς ÏÆ 

season 3 is the crowd-ÆÕÎÄÉÎÇ ×ÅÂÓÉÔÅ Ȭ+ÉÃËÓÔÁÒÔÅÒȭȢ 4ÈÅ ×ÈÏÌÅ ÅÐÉÓÏÄÅ ÅÖÏÌÖÅÓ ÁÒÏÕÎÄ 

crowdfunding so that one of the main characters (Caroline) is able to afford a premium 

ÐÁÉÒ ÏÆ ÐÁÎÔÓȢ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÉÓ ÍÅÎÔÉÏÎÅÄ ÓÉØ ÔÉÍÅÓȢ )Ô ÉÓ ÎÕÍÅÒÏÕÓÌÙ ÉÎÃÏÒÐÏÒÁÔÅÄ ÉÎÔÏ 

jokes and explained twice. (Ï×ÅÖÅÒȟ ÔÈÅ ÁÃÔÕÁÌ ÔÅÒÍ ȬÃÒÏ×ÄÆÕÎÄÉÎÇȭ ÉÓ ÎÏÔ ÍÅÎÔÉÏÎÅÄȢ 

,ÁÔÅÒ ÉÎ ÔÈÅ ÅÐÉÓÏÄÅ #ÁÒÏÌÉÎÅ ÅØÐÌÁÉÎÓ ÔÈÁÔ ÙÏÕ ÃÁÎÎÏÔ ÁÓË ÆÏÒ ÐÁÎÔÓ ÏÎ Ȭ+ÉÃËÓÔÁÒÔÅÒȭȟ 

×ÈÉÃÈ ÉÓ ÓÕÐÐÏÓÅÄ ÔÏ ÓÈÏ× ÔÈÁÔ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÃÁÎÎÏÔ ÂÅ ÕÓÅÄ ÆÏÒ ÓÕÃÈ trivial  requests. 

Instead, Caroline uses Á ×ÅÂÓÉÔÅ ÃÁÌÌÅÄ ȬÇÏÆÕÎÄÙÏÕÒÓÅÌÆȭȟ ×ÈÉÃÈ ÉÓ ÁÃÔÕÁÌÌÙ Á ÍÁÄÅ ÕÐ 

company and not an actual crowdfunding website. However, later in the same day, 

Caroline is able to raise $1500 to buy a pair of premium pants, which indicates that 

crowdfunding websites can work fast and is supposed to astonish the viewer of the 
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ÐÏÓÓÉÂÉÌÉÔÉÅÓ Á ÃÒÏ×ÄÆÕÎÄÉÎÇ ×ÅÂÓÉÔÅ ÌÉËÅ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÏÆÆÅÒÓ and possibly drive them 

to check it out.  

$ÕÅ ÔÏ ÔÈÅ ÇÒÅÁÔ ÐÒÏÍÉÎÅÎÃÅ ÏÆ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÔÈÒÏÕÇÈÏÕÔ ÔÈÅ ÅÐÉÓÏÄÅȟ ÉÔ ÓÈÏÕÌÄ 

be more likely to be recognized than less prominent products (Brennan & Babin, 2004; 

Äȭ!ÓÔÏÕÓ Ǫ #ÈÁÒÔÉÅÒȟ ςπππȠ ,Á× Ǫ "ÒÁÕÎȟ ςπππɊȢ !ÌÓÏȟ ÉÔ ÉÓ ÅØÐÅÃÔÅÄ ÔÈÁÔ ÔÈÅ ÈÉÇÈ ÌÅÖÅÌ 

of integration of the placement to the plot of the story would induce deeper processing 

and thus help recall (Russell, 2002). Therefore, the author concludes the following 

hypotheses: 

H1: Recognition scores of what a crowdfunding website is will be significantly 

higher. 

H2: Brand recognition scores and brand salience for the crowdfunding website 

Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ×ÉÌÌ ÂÅ ÓÉÇÎÉÆÉÃÁÎÔÌÙ ÈÉÇÈÅÒȢ 

 Ȭ&ÅÂÒÅÚÅȭ ÉÓ ÍÅÎÔÉÏÎÅÄ ÔÈÒÅÅ ÔÉÍÅÓ ÁÎÄ ÁÃÔÉÖÅÌÙ ÕÓÅÄ Ô×ÉÃÅ ÂÙ ÓÅÖÅÒÁÌ 

characters. Caroline uses it to cover up the bad smell of her old pants. It is also 

ÉÎÃÏÒÐÏÒÁÔÅÄ ÉÎÔÏ Á ÊÏËÅ ×ÈÅÎ -ÁØ ÓÁÙÓ Ȭ"ÒÅÅÚÅ ÍÅȦȭ ÁÓËÉÎÇ ÔÏ ÂÅ ÓÐÒÁÙÅÄ ×ÉÔÈ 

Ȭ&ÅÂÒÅÚÅȭ ÔÏ ÓÍÅÌÌ ÂÅÔÔÅÒȢ )Ô ÁÌÓÏ ÂÅÉÎÇ ÐÒÁÉÓÅÄ ÁÎÄ ÃÁÌÌÅÄ ȬÆÁÖÏÒÉÔÅ ÓÃÅÎÔȭ ÂÙ ÏÎÅ ÏÆ 

#ÁÒÏÌÉÎÅȭÓ ÃÏ-workers. Furthermore, for the remainder of sceÎÅȟ ÔÈÅ Ȭ&ÅÂÒÅÚÅȭ ÂÏÔÔÌÅ 

remains on a table in the background.  

$ÕÅ ÔÏ ÔÈÅ ÇÒÅÁÔ ÐÒÏÍÉÎÅÎÃÅ ÏÆ Ȭ&ÅÂÒÅÚÅȭ ÉÎ ÔÈÉÓ ÐÁÒÔÉÃÕÌÁÒ ÓÃÅÎÅ ÏÆ ÔÈÅ ÅÐÉÓÏÄÅȟ 

it should be more likely to be recognized than less prominent products (Brennan & 

"ÁÂÉÎȟ ςππτȠ Äȭ!ÓÔÏÕÓ Ǫ #ÈÁÒtier, 2000; Law & Braun, 2000). Also, it is expected that 

the level of integration of the placement to the plot of the story would induce deeper 

ÐÒÏÃÅÓÓÉÎÇ ÁÎÄ ÔÈÕÓ ÈÅÌÐ ÒÅÃÁÌÌ ɉ2ÕÓÓÅÌÌȟ ςππςɊȢ 7ÉÔÈ ÒÅÓÐÅÃÔ ÔÏ ÍÏÄÁÌÉÔÙȟ Ȭ&ÅÂÒÅÚÅȭ ×ÁÓ 

mentioned and showed, which should to better product placement memory than 



 
 

 

57 
Felix Dietrich 
 

 

purely visual or audio placements (Gupta & Lord, 1998; Law & Braun, 2000). Also, since 

ÔÈÅ ÃÈÁÒÁÃÔÅÒÓ ÉÎÔÅÒÁÃÔÅÄ ×ÉÔÈ ÔÈÅ ÂÒÁÎÄ Ȭ&ÅÂÒÅÚÅȭȟ ÔÈÉÓ ÓÈÏÕÌÄ ÌÅÁÄ ÔÏ ÉÍÐÒÏÖÅÄ 

explicit recall and increased product preference (Yang & Roskos-Ewoldsen, 2007). 

However, people's persuasion knowledge can make viewers realize that the brand is 

placed for commercial reasons. This might lead to counter-arguing and skeptical 

attitudes toward the placement (Balasubramanian et al., 2006; Matthes et al, 2007). 

.ÏÎÅÔÈÅÌÅÓÓȟ ÔÈÅ ÁÕÔÈÏÒ ÂÅÌÉÅÖÅÓ ÔÈÅÒÅ ×ÉÌÌ ÂÅ ÎÏ ÓËÅÐÔÉÃÁÌ ÁÔÔÉÔÕÄÅÓ ÔÏ×ÁÒÄÓ Ȭ&ÅÂÒÅÚÅȭ 

due to the neutrality of the type of product (air fresheners). Also owing to this very 

neutrality , it is assumed that the attitude towards air fresheners will not improve 

because of this product placement. Therefore, the author concludes the following 

hypotheses: 

H3: Recognition scores and brand salience ÏÆ Ȭ&ÅÂÒÅÚÅȭ ×ÉÌÌ ÂÅ ÓÉÇÎÉÆÉÃÁÎÔÌÙ 

higher. 

H4: There will be no attitude change ÔÏ×ÁÒÄÓ Ȭ&ÅÂÒÅÚÅȭ ÏÒ ÁÉÒ ÆÒÅÓÈÅÎÅÒÓȢ 

Ȭ/ÆÆÉÃÅ ÄÅÐÏÔȭ ÉÓ ÍÅÎÔÉÏÎÅÄ ÏÎÃÅ ÉÎ ÔÈÅ ÃÏÎÔÅØÔ ÏÆ Á ÊÏËÅȢ #ÁÒÏÌÉÎÅ ÈÁÓ ÔÏ ÆÉØ ÈÅÒ 

pants with a stapler because they ripped. After she does that, Max remarks Ȭ7ÈÙ ÄÏÎȭÔ 

ÙÏÕ ÇÏ ÔÏ ÔÈÅ /ÆÆÉÃÅ $ÅÐÏÔ ÁÎÄ ÈÁÖÅ ÔÈÅÍ ÔÁÉÌÏÒÅÄȭ. As this remark has hardly any plot 

connection, prominence and as it is only mentioned once, the author believes it will 

receive a minimal improvement in recognition scores and no change in attitude change. 

Therefore, the author concludes the following hypotheses: 

H5: Recognition score and brand salience ÏÆ Ȭ/ÆÆÉÃÅ $ÅÐÏÔȭ ×ÉÌÌ ÂÅ ÍÉÎÉÍÁÌÌÙ 

higher. 

(ϊȡ 4ÈÅÒÅ ×ÉÌÌ ÂÅ ÎÏ ÁÔÔÉÔÕÄÅ ÃÈÁÎÇÅ ÔÏ×ÁÒÄÓ Ȭ/ÆÆÉÃÅ $ÅÐÏÔȭ ÏÒ ÏÆÆÉÃÅ ÓÕÐÐÌÙ 

retailing stores 
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Max and Caroline enter a no-name phone shop to look for a new phone for Max. 

Throughout the scene in the store, iPhones are on display in the background of the shot. 

Later, Max and Caroline are back in the diner where they work. There, the viewer hears 

the well-known iPhone message sound twice when one of the character receives 

messages. So, iPhones are neither explicitly shown nor mentioned.  

Since the iPhones are only shown in the background and the message sound 

can only be heard the author considers this placement as subtle. However, they are 

presented visually in the background of the scene at the phone shop and the 

remarkable iPhone message sound is played twice. Also, the purchase of the phone is 

very much part of the plot, because it is used constantly to receive calls, text, play and 

record videos to post them on a crowdfunding website. To sum up, the audiovisual 

presentation of the iPhone should lead to better product placement memory (Gupta & 

Lord, 1998; Law & Braun, 2000), as well as the constant character-product interaction, 

even though Max is not explicitly purchasing an iPhone. However, the iPhone is a very 

well established brand and this product placement should not make too much of a 

difference for the viewers, who are on average just under 30 years old and therefore 

very much aware of the iPhone. Hence, the author concludes the following hypotheses: 

H7: Recognition score and brand salience ÏÆ ȬÉ0ÈÏÎÅȭ ×ÉÌÌ ÂÅ ÓÌÉÇÈÔÌÙ ÈÉÇÈÅÒȢ 

(όȡ 4ÈÅÒÅ ×ÉÌÌ ÂÅ ÎÏ ÁÔÔÉÔÕÄÅ ÃÈÁÎÇÅ ÔÏ×ÁÒÄÓ ȬÉ0ÈÏÎÅÓȭ ÏÒ ÏÔÈÅÒ ÍÏÂÉÌÅ ÐÈÏÎÅÓȢ 

When Max and Caroline are in the phone-shop, ȬiPadsȭ are constantly on 

display in the background of the shot. They do not get mentioned, touched or make any 

sounds, but are very much visible throughout that scene. The subtlety of the product 

placement should cause for the product to be less recognized (Brennan & Babin, 2004; 

Äȭ!ÓÔÏÕÓ Ǫ #ÈÁÒÔÉÅÒȟ ςπππȠ ,Á× Ǫ "ÒÁÕÎȟ ςπππɊȢ ȬÉ0adsȭ have no connection to the plot 
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and as found in previous research on product placement recall (Russell, 2002), low plot 

connection does not increase brand recall scores. Also, the iPad is a very well 

established brand and this product placement should not make too much of a 

difference for the viewers, who are on average just under 30 years old and therefore 

very much aware of the iPad. Hence, the author concludes the following hypotheses: 

H9: Recognition score and brand salience ÏÆ ȬÉ0ÁÄȭ ×ÉÌÌ ÂÅ ÍÉÎÉÍÁÌÌÙ ÈÉÇÈÅÒȢ 

H10ȡ 4ÈÅÒÅ ×ÉÌÌ ÂÅ ÎÏ ÁÔÔÉÔÕÄÅ ÃÈÁÎÇÅ ÔÏ×ÁÒÄÓ ȬÉ0ÁÄÓȭ ÏÒ ÏÔÈÅÒ ÔÁÂÌÅÔÓȢ 

4ÈÒÅÅ ÇÁÍÅ ÐÈÏÎÅ ÁÐÐÓ ÁÒÅ ÍÅÎÔÉÏÎÅÄ ÄÕÒÉÎÇ ÔÈÉÓ ÅÐÉÓÏÄÅ ÏÆ Ȭς "ÒÏËÅ 'ÉÒÌÓȭȢ 

Ȭ#ÁÎÄÙ ÃÒÕÓÈȭ ÉÓ ÍÅÎÔÉÏÎÅÄ ÉÎ ÔÈÅ $ÉÎÅÒ ÂÙ -ÁØ ÁÎÄ ÙÏÕ ÃÁÎ ÁÌÓÏ ÈÅÁÒ ÔÈÅ Ȭ#ÁÎÄÙ ÃÒÕÓÈȭ 

ÇÁÍÅ ÓÏÕÎÄÓȢ )Î -ÁØȭ ÁÎÄ #ÁÒÏÌÉÎÅȭÓ ÁÐÁÒÔÍÅÎÔ -ÁØ ÓÔÁÔÅÓ ÔÈÁÔ ÓÈÅ ÉÓ ÖÅÒÙ ÅØÃÉÔÅÄ 

ÁÂÏÕÔ ÈÅÒ ÎÅ× ÐÈÏÎÅȟ ÅÓÐÅÃÉÁÌÌÙ ×ÉÔÈ ÒÅÇÁÒÄ ÔÏ ÔÈÅ ÁÐÐÓ Ȭ!ÎÇÒÙ ÂÉÒÄÓȭ ÁÎÄ Ȭ$ÏÏÄÌÅ 

ÊÕÍÐȭȢ  

-ÁØȭ ÎÅ× ÐÈÏÎÅ ÉÎ ÇÅÎÅÒÁÌ Èas played a big role in this plot. Game phone apps, 

on the other hand, have not played a role whatsoever in the plot of this episode. 

.ÏÎÅÔÈÅÌÅÓÓȟ Ȭ#ÁÎÄÙ ÃÒÕÓÈȭ ÉÓ ÑÕÉÔÅ ÐÒÏÍÉÎÅÎÔÌÙ ÍÅÎÔÉÏÎÅÄ ÁÎÄ ÈÅÁÒÄ ÉÎ Á ÓÃÅÎÅ ÉÎ ÔÈÅ 

diner. The one-time ÍÅÎÔÉÏÎÉÎÇ ÏÆ Ȭ!ÎÇÒÙ ÂÉÒÄÓȭ ÁÎÄ Ȭ$ÏÏÄÌÅ ÊÕÍÐȭ ÃÁÎ ÂÅ ÄÅÓÃÒÉÂÅÄ ÁÓ 

subtle and purely auditory. Nonetheless, these game phone apps are all used by the 

main character Max, which should lead to improved explicit recall and increased 

product preference (Yang & Roskos-Ewoldsen, 2007). On the other hand, people that 

play game phone apps are usually aware of the three mentioned apps, since they are 

well known. Besides, the author believes that people who do not play game phone apps 

are hardly going to start using game phone apps because the character Max Black loves 

them. Considering these facts, the author concludes the following hypotheses: 
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H11: Recognition score and brand salience for the three game phone apps 

Ȭ#ÁÎÄÙ #ÒÕÓÈȭȟ Ȭ!ÎÇÒÙ ÂÉÒÄÓȭȟ ÁÎÄ Ȭ$ÏÏÄÌÅ *ÕÍÐȭ will be significantly higher. 

H12: There will be a minimal positive attitude change towards game phone 

apps. 

Throughout the episode, Caroline mentions multiple times that she needs a 

premium pair of pants. Only once, though, she actually mentions the brand she has got 

her eye ÏÎȡ Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭȢ &ÕÒÔÈÅÒÍÏÒÅȟ ÓÈÅ ÍÅÎÔÉÏÎÓ ÔÈÁÔ ÔÈÅÙ ×ÉÌÌ ÂÅ Αρυππ ÁÎÄ 

she continuously praises them for their premium quality and for being ȬÓÕÐÅÒ ÃÕÔÅȭȢ 

After Caroline has collected enough funds, 4ÈÅ Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭ ÐÁÎÔÓ ÁÒÅ ÔÈÅÎ ÓÈÏ×Î 

and introduced with a celebratory dance. Caroline even wants Max to take pictures of 

them and tell strangers that she has got new pants.  

4ÈÅ Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭ ÐÁÎÔÓ ×ÅÒÅ ÐÒÏÍÉÎÅÎÔÌÙ ÐÌÁÃÅÄ ÁÎÄ ÈÁÖÅ Á ÓÔÒÏÎÇ ÐÌÏÔ 

connection. However, they are only mentioned once. By mentioning and showing them, 

they are presented audio-visually, which should lead to a strong placement memory 

(Gupta & Lord, 1998; Law & Braun, 2000). The fact that there is clear character-product 

interaction should also strengthen explicit recall and product preference (Yang & 

Roskos-%×ÏÌÄÓÅÎȟ ςππχɊȢ .ÏÎÅÔÈÅÌÅÓÓȟ ÔÈÅ ÁÕÔÈÏÒ ÂÅÌÉÅÖÅÓ Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭ ÉÓ ÑÕÉÔÅ ÁÎ 

unknown brand that is only known among fashion gurus. Due to the singular 

mentioning of the brand, the difficult spelling and the high price, the recall will not be 

as high as the analysis above is promising. Nonetheless, the constant displayed need of 

premium pants might have a positive effect on the attitude towards premium pants. 

Therefore, the author concludes the following hypotheses:  

H13: Recognition score and brand salience ÆÏÒ Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭ ÐÁÎÔÓ ×ÉÌÌ ÂÅ 

minimally higher. 
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H14: There will be slight positive attitude change towards premium pants. 

4. Results and discussion 

In this section, the author tests the hypotheses by presenting the results from 

the pre-exposure questionnaire and the results après-stimuli from the control group 

and the experiment group. Additionally, each finding and what it signifies will be 

discussed taking into consideration statistical research question testing.  

For this study nonparametric tests were used as with smaller samples, 

nonparametric tests are more likely to detect differences that truly exist (Waller, 

2013). Also, the author chose nonparametric tests because it is based on fewer 

assumptions and functions well for outcomes that are ordinal, ranked, subject to 

outliers or not detected. This leads to the conclusion that the sample used in this study 

is not normally distributed. However, nonparametric tests are said to be less powerful 

than their parametric counterparts (Waller, 2013).  The SPSS records of this study can 

be found in the appendix of this thesis.  

The central question of this dissertation is whether or not product placement 

enhances brand awareness, positive attitude change and increased purchase intention 

ÏÎ ÔÈÅ ÃÕÓÔÏÍÅÒȭÓ ÓÉÄÅȢ )Æ ÙÅÓȟ ÉÎ ×ÈÉÃÈ ×ÁÙ ÓÈÏÕÌÄ ÔÈÅ ÐÒÏÄÕÃÔ ÂÅ ÐÒÅÓÅÎÔÅÄ ÔÏ 

influence the consumer in the most desirable way? The hypothesis is that different type 

of products work better in product placement and that the type of placement is key to 

gain product awareness, cause positive attitude change and increased purchase 

intention. 

There were 4 types of questions asked and tested in this study. The first type 

of question was a Yes/No question regarding the knowledge of the term crowdfunding, 
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×ÈÉÃÈ ÒÅÓÕÌÔÓ ÉÎ ÎÏÍÉÎÁÌ ÏÕÔÃÏÍÅÓȢ 3ÐÅÃÉÆÉÃÁÌÌÙȟ ÔÈÅ ÒÅÓÅÁÒÃÈ ÑÕÅÓÔÉÏÎ ×ÁÓ Ȱ$ÏÅÓ Á ÒÅÁÌ 

difference exist in the knowledge of participants between experiment and control 

ÇÒÏÕÐȩȱ For this test the Chi², also referred to as , was utilized to determine if the 

difference in results is different enough to be significant (Brunel University, 2013). 

When completing the Chi² test it was made sure that the assumption of a Chi² test were 

obeyed: Less than 20% of our cells have an expected count of less than 5. In this test, 

we had a minimum expected count of 5.28, so this assumption was obeyed. Also, the 

author utilized the expected count calculation. The expected count is what we expect 

to observe if there is no association between the 2 independent samples. This method 

was used to test if the difference between the expected and observed count is due to 

sampling variation or if it is a real difference. Then, to test how strong any correlation 

is the author completed a phi-test because it is 2x2 table given (Brunel University, 

2013).  

H1: Recognition scores of what a crowdfunding website is will be significantly 

higher. 

Pre-exposure questionnaire: 

 

72% (n=36) of participants of the pre-exposure questionnaire already knew 

what crowd-funding is before being exposed to the stimulus, whereas 28% (n=14) of 

the persons surveyed did not know what crowd-funding means.  
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Experiment group: 

 

After being exposed to the stimulus, 75% (n=18) of participants from the 

experiment group knew what crowd-funding is, whereas 25% (n=6) of the persons 

surveyed still did not know what crowd-funding means.  

Control group: 

 

After being exposed to the stimulus, 81% (n=21) of participants from the 

control group knew what crowd-funding is, whereas 19% (n=5) of the persons 

surveyed did not know what crowd-funding means.  

In regard to H1, these graphs show that knowledge of the term crowd-funding 

has increased by 3% from the pre-exposure questionnaire to the experiment group 

(72% to 75%). However, the knowledge of the term crowd-funding has increased from 

72% to 81% in the control group, even though their stimulus did not include any 

crowd-funding references. As the recognition scores of the term crowd-funding have 



 
 

 

64 
Felix Dietrich 
 

 

not been significantly higher and the recognition score actually increased by a larger 

amount in the control group, H1 has not been supported.  

From the small sample it appears that more people from the control group 

were already aware what crowd-funding means. Also, some of the participants may 

have researched the term after being asked about it in the pre-exposure questionnaire. 

Therefore, the results conflict with the assumptions described in 3.4. However, it can 

be assumed that the recognition score in the experiment group would have been higher 

ÉÆ ÔÈÅ ÔÅÒÍ ȬÃÒÏ×Ä-ÆÕÎÄÉÎÇȭ ×ÏÕÌÄ ÈÁÖÅ ÂÅÅÎ ÅØÐÌÉÃÉÔÌÙ ÍÅÎÔÉÏÎÅÄ ÉÎ ÔÈÅ stimulus. Even 

though crowd-funding was humorously explained, the term itself was never referred 

to. This leads to the assumption that even though most viewers may have understood 

what crowd-funding is in general, they were not aware of the term and therefore 

ÁÎÓ×ÅÒÅÄ ×ÉÔÈ Ȭ.Ïȭ ÉÎ ÔÈÅ ÑÕÅÓÔÉÏÎÎÁÉÒÅȢ It appears that connecting the term 

ȬÃÒÏ×ÄÆÕÎÄÉÎÇȭ ×ÉÔÈ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÍÉÇÈÔ ÈÁÖÅ ÐÒÏÄÕÃÅÄ increased recognition scores of 

the term and increased the effectiveness of the product placement as a whole. If there 

is a connection established and the viewers would come across the term 

ȬÃÒÏ×ÄÆÕÎÄÉÎÇȭ ÁÔ ÓÏÍÅ ÐÏÉÎÔ ÔÈÅÙ ÍÁÙ ÔÈÉÎË ÏÆ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ×ÈÉÃÈ ÍÁÙ ÓÔÒÅÎÇÔÈÅÎ ÔÈÅ 

brand and improve the attitude towards it.  

The asymptotic significance here, also known as p-value, was p=0.623. Seeing 

as the significance value is at p=0.05, this means it is statistically insignificant in which 

group a participant was to know the term crowdfunding, since p=0.623 > p=0.05. In 

other words, there is no significant association between the groups and the knowledge 

of the term crowdfunding. When there was no significance established, the effect size 

of the phi-value can be disregarded. 
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H2: Brand recognition scores and brand salience for the crowdfunding website 

Ȭ+ÉÃËÓÔÁÒÔÅÒȭ will be significantly higher. 

 

In the second type of question the participants were surveyed about the brand 

recognition of different categories. Here, another nominal outcome was produced. 

Therefore, the same statistical procedure was applied as depicted above regarding the 

Yes/No referring to the term crowdfunding. Specifically, the research question was 

Ȱ$ÏÅÓ Á ÒÅÁÌ ÄÉÆÆÅÒÅÎÃÅ ÅØÉÓÔ ÉÎ ÂÒÁÎÄ ÒÅÃÏÇÎÉÔÉÏÎ ÏÆ ÐÁÒÔÉÃÉÐÁÎÔÓ ÂÅÔ×ÅÅÎ ÅØÐÅÒÉÍÅÎÔ 

ÁÎÄ ÃÏÎÔÒÏÌ ÇÒÏÕÐȩȱ  

In regard to H2, the results above show that brand recognition scores have 

increased for ȬKickstarterȭ for both groups. 18% (n=9) of participants who completed 

the pre-exposure questionnaire recognized ȬKickstarterȭ, whereas 33% (n=8) of all 

participants of the experiment group recognized ȬKickstarterȭ. This is an increase of 15 

percentage points, which can be seen as significant. However, recognition scores have 

also increased for the control group to 23%, even though their episode neither 

ÍÅÎÔÉÏÎÅÄ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÎÏr evolved around crowd-funding. Interesting to note is that 

ς ÐÅÒÓÏÎÓ ÆÒÏÍ ÔÈÅ ÅØÐÅÒÉÍÅÎÔ ÇÒÏÕÐ ÍÅÎÔÉÏÎÅÄ ȬÇÏÆÕÎÄÙÏÕÒÓÅÌÆȭ ×ÈÉÃÈ ÉÓ ÔÈÅ ÍÁÄÅ-

up crowd-ÆÕÎÄÉÎÇ ÓÅÒÖÉÃÅ ÔÈÅ ÍÁÉÎ ÃÈÁÒÁÃÔÅÒÓ ÉÎ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ mentioned and used to 
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H2: A graph illustrating brand recognition score 
differences of 'Kickstarter' before and after stimulus
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ÆÕÎÄ Á ÎÅ× ÐÁÉÒ ÏÆ ÐÁÎÔÓ ÁÆÔÅÒ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÓÕÐÐÏÓÅÄÌÙ ÄÅÃÌÉÎÅÄ ÔÈÅÉÒ ÐÒÏÐÏÓÁÌ, which 

shows that direct learning from the stimulus has occurred.  

 

 

In the third type of question the brand salience of the product placements 

involved in the stimulus were tested. The author chose the Mann-Whitney U test 

because it allows to examine ordinal data obtained (Waller, 2013). The null hypothesis 

for this type oÆ ÑÕÅÓÔÉÏÎ ÉÓ ȰNo real difference exists in the brand salience of the 

participants between the experiment and the control groupȱȟ ×ÈÅÒÅÁÓ ÔÈÅ ÁÌÔÅÒÎÁÔÅ 

ÈÙÐÏÔÈÅÓÉÓ ÉÓ Ȱ! ÒÅÁÌ Äifference does exist in the brand salience of the participants 

between experiment ÁÎÄ ÃÏÎÔÒÏÌ ÇÒÏÕÐȱȢ 4ÈÅ ÃÏÎÆÉÄÅÎÃÅ ÉÎÔÅÒÖÁÌ ÆÏÒ ÔÈÉÓ ÓÔÕÄÙ ÉÓ ÓÅÔ ÁÔ 

95%, meaning that if significance less than U=0.05 the null hypothesis is rejected which 

would mean the differences are statistically significant. Specifically, the research 

question was Ȱ$ÏÅÓ Á ÒÅÁÌ ÄÉÆÆÅÒÅÎÃÅ ÅØÉÓÔ ÉÎ ÂÒÁÎÄ ÓÁÌÉÅÎÃÅ ÏÆ ÐÁÒÔÉÃÉÐÁÎÔÓ ÂÅÔ×ÅÅÎ 

ÅØÐÅÒÉÍÅÎÔ ÁÎÄ ÃÏÎÔÒÏÌ ÇÒÏÕÐȩȱ 

Regarding brand salience, there was an increase of 5 points for both the 

control group and the experiment group to the pre-exposure questionnaire. Taking 

5

5

0 1 2 3 4 5 6

Control group

Experiment group

Brand salience score

H2: A graph illustrating brand salience score 
changes for 'Kickstarter' after receiving the 

stimulus
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into consideration that the brand salience of the experiment group has not increased 

in comparison to the control group, H2 is partially supported, even though the findings 

regarding brand knowledge (p=0.420) and brand salience (U=1.000) were statistically 

insignificant.  

It appears that the recognition score in the control group has increased 

because there might have been more people who knew what crowdfunding is in that 

group. Also, it appears that the participants thought longer and harder when they 

realized that they are confronted with the same question. Therefore, the participants 

could be more likely to put down an answer or several answers for this question. This 

assumption is supported by the fact that there were 33 crowd-funding websites 

mentioned in the pre-exposure questionnaire, whereas 44 websites were recalled in 

the questionnaires after receiving the stimulus. By testing for brand salience we found 

out that the recognition seems to have increased disproportionally when comparing 

×ÉÔÈ ÔÈÅ ÐÕÒÃÈÁÓÅ ÉÎÔÅÎÔÉÏÎȢ 4ÈÉÓ ÍÁÙ ÂÅ ÄÕÅ ÔÏ ÔÈÅ ÆÁÃÔ ÔÈÁÔ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÁÐÐÅÁÌÓ only 

to people that are starting their own businesses or have passion projects. Since the 

concept of crowdfunding is still quite new (University of Pennsylvania, 2010), many 

students and employed persons have not yet learned and understood the appeal of 

crowdfunding for their own good. This could lead to the lower purchase intention 

recorded which is the reason why the product placement was not entirely successful. 

The ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔ ÏÆ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÍÁÙ ÈÁÖÅ ÂÅÅÎ ÍÏÒÅ ÓÕÃÃÅÓÓÆÕÌ ÉÆ ÉÔ ÄÉÓÐÌÁÙÅÄ 

ÉÔÓ ÏÐÐÏÒÔÕÎÉÔÉÅÓ ÁÃÃÏÒÄÉÎÇ ÔÏ ÔÈÅ ÎÅÅÄÓ ÏÆ ÔÈÅ ÔÁÒÇÅÔ ÇÒÏÕÐ ÏÆ Ȭς "ÒÏËÅ 'ÉÒÌÓȭȢ )ÎÓÔÅÁÄ 

of showing the main characters collecting funding for a new pair of pants, they could 

ÈÁÖÅ ÕÓÅÄ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÔÏ ÂÕÙ Á ÆÒÉÄÇÅ ÆÏÒ ÔÈÅÉÒ ÃÕÐÃÁËÅ ÂÕÓÉÎÅÓÓȢ 4ÈÉÓ ÍÁÙ ÈÁÖÅ ÂÅÅÎ 

Á ÍÏÒÅ ÅÆÆÉÃÉÅÎÔ ×ÁÙ ÏÆ ÄÉÓÐÌÁÙÉÎÇ Ȭ+ÉÃËÓÔÁÒÔÅÒȭÓȭ ÂÅÎÅÆÉÔÓ ÔÏ ÔÈÅ ÔÁÒÇÅÔ ÇÒÏÕÐ ÁÎÄ ÃÏÕÌÄ 

have potentially appear more valuable to them.  
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H3: Recognition scores and brand salience ÏÆ Ȭ&ÅÂÒÅÚÅȭ ×ÉÌÌ ÂÅ ÓÉÇÎÉÆÉÃÁÎÔÌÙ 

higher. 

 

In regard to H3, the results show that brand recognition has increased for both 

ÇÒÏÕÐÓȢ σφϷ ɉÎЀρψɊ ÏÆ ÐÁÒÔÉÃÉÐÁÎÔÓ ÍÅÎÔÉÏÎÅÄ Ȭ&ÅÂÒÅÚÅȭ ÉÎ ÔÈÅ ÐÒÅ-exposure 

questionnaire, whereas 66% (n=16) of the experiment group mentioned ȬFebrezeȭ. 

(Ï×ÅÖÅÒȟ υπϷ ɉÎЀρσɊ ÏÆ ÔÈÅ ÃÏÎÔÒÏÌ ÇÒÏÕÐ ÁÌÓÏ ÒÅÃÏÇÎÉÚÅÄ Ȭ&ÅÂÒÅÚÅȭȢ 4ÈÅÒÅ ÈÁÓ ÂÅÅÎ Á 

significant increase from the pre-exposure questionnaire to the experiment group. 
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H3: A graph illustrating brand recognition score 
differences of 'Febreze' before and after stimulus
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H3: A graph illustrating brand salience score 
changes for 'Febreze' after receiving the 

stimulus
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In terms of brand salience, there was an increase of 19 points between the pre-

exposure questionnaire and the experiment group. However, between the pre-

exposure questionnaire and the control group, there was an increase of 9 points 

recorded. Taking all of these results into account, the author concludes that H3 has 

been supported.  

Even though the results support H3, the results also partly conflict with the 

theory since both brand salience and brand recognition has increased in the control 

group. It appears that the participants thought longer and harder when they realized 

that they are confronted with the same question. Therefore, the participants could be 

more likely to put down an answer or several answers for this question which would 

explain the rise of scores in the control group. Also, the braÎÄ ÒÅÃÏÇÎÉÔÉÏÎ ÆÏÒ Ȭ&ÅÂÒÅÚÅȭ 

has increased significantly which may be due to the prominent placing in combination 

with showing the actual benefits of the product. Those benefits shown in the stimulus 

are the odor and the ability to make something that smells bad smell good. The 

combination of prominence and benefits appear to work very well in terms of product 

placement effectiveness. Statistically however, these results need to be seen as 

insignificant for both brand recognition (p=0.233) and brand salience (U=1.000). The 

tests were judged as statistically insignificant by SPSS, but because the predicted 

hypotheses largely concur with the results, a certain extent of meaningfulness cannot 

be taken away from the results. 

(ψȡ 4ÈÅÒÅ ×ÉÌÌ ÂÅ ÎÏ ÁÔÔÉÔÕÄÅ ÃÈÁÎÇÅ ÔÏ×ÁÒÄÓ Ȭ&ÅÂÒÅÚÅȭ ÏÒ ÁÉÒ ÆÒÅÓÈÅÎÅÒÓȢ 

In the fourth type of question the participants were asked to state their 

attitude towards a certain product category in 5-point Likert -type scale. Here, an 

additional ordinal outcome was produced. Therefore, the same statistical procedure 
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was applied as depicted above regarding the brand salience towards a certain product 

category. Therefore, the ÒÅÓÅÁÒÃÈ ÑÕÅÓÔÉÏÎ ÆÏÒ ÔÈÅÓÅ ÑÕÅÓÔÉÏÎÓ ×ÅÒÅȡ Ȱ$ÏÅÓ Á ÒÅÁÌ 

ÄÉÆÆÅÒÅÎÃÅ ÅØÉÓÔ ÉÎ ÁÔÔÉÔÕÄÅ ÏÆ ÐÁÒÔÉÃÉÐÁÎÔÓ ÂÅÔ×ÅÅÎ ÅØÐÅÒÉÍÅÎÔ ÁÎÄ ÃÏÎÔÒÏÌ ÇÒÏÕÐȩȱ 

Pre-exposure questionnaire: 

 

In the pre-exposure questionnaire, participants were asked how likely they 

are to use air fresheners. On a scale between 0 (will never use one) and 4 (very likely) 

the average was 1.20. 

Experiment group: 

 

In the experiment group, the average was 1.42, which is an increase of 0.22 

points in comparison with the pre-exposure questionnaire.  

Control group:  
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In the control group, the average was 1.58, which is an increase of 0.38 points 

in comparison with the pre-exposure questionnaire.  

Therefore, the control group has scored 0.16 points higher than the 

experiment group on the likelihood of using air fresheners. Since the changes in 

attitude were absolutely minimal, H4 is supported.  

3ÅÅÉÎÇ ÁÓ ÔÈÅ ÂÒÁÎÄ ÒÅÃÏÇÎÉÔÉÏÎ ÁÎÄ ÂÒÁÎÄ ÓÁÌÉÅÎÃÅ ÏÆ Ȭ&ÅÂÒÅÚÅȭ ÈÁÓ 

significantly increased but the attitude towards air-fresheners has not, it is assumed 

that the product is in nature too neutral to really appeal to the viewers. In others words, 

ÔÈÅ ÐÁÒÔÉÃÉÐÁÎÔÓ ÏÆ ÔÈÅ ÓÔÕÄÙ ×ÉÌÌ ÎÏÔ ÂÕÙ ÌÅÓÓ ÏÒ ÍÏÒÅ ÏÆ Ȭ&ÅÂÒÅÚÅȭ ÂÅÃÁÕÓÅ ÏÆ ÔÈÉÓ 

product placement, even though the benefits of the brand were prominently displayed. 

However, it  is possible ÔÈÁÔ ÔÈÅ ÐÁÒÔÉÃÉÐÁÎÔÓ ÍÉÇÈÔ ÃÈÏÏÓÅ Ȭ&ÅÂÒÅÚÅȭ ÎÏ× ÉÎÓÔÅÁÄ ÏÆ Ȭ!ÉÒ 

7ÉÃËȭ ÏÒ ÏÔÈÅÒs when shopping in a drug store due to the brand salience score increase 

which would be a success. 3Ïȟ ÉÆ ÔÈÅ ÍÁÒËÅÔÅÒÓ ÏÆ Ȭ&ÅÂÒÅÚÅȭ ×ÁÎÔÅÄ ÔÏ ÉÎÃÒÅÁÓÅ brand 

recognition and brand salience knowing that it is very difficult to change the attitude 

of the viewers, they have achieved their target. Statistically, it was also found the 

differences are insignificant (U=0.652). 

H5: Recognition score and brand salience ÏÆ Ȭ/ÆÆÉÃÅ $ÅÐÏÔȭ ×ÉÌÌ ÂÅ ÍÉÎÉÍÁÌÌÙ 

higher. 
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In regard to H5, the graph above shows that both the pre-exposure 

questionnaire and the control group have reached 8% recognition score, whereas the 

experiment group has reached 16%. So, as there was an increase of 8% in the 

experiment group after receiving the stimulus.  

 

In terms of brand salience, the experiment group reached an increase of 6 

points, whereas the control group has reached an increase of 2 points. Taking these 

results into consideration, the author concludes that the brand recognition score 

increase can be ÄÅÓÃÒÉÂÅÄ ÁÓ ÍÏÒÅ ÓÉÇÎÉÆÉÃÁÎÔ ÔÈÁÎ ȬÍÉÎÉÍÁÌȭȢ 4ÈÉÓ ÌÅÁÄÓ ÔÏ ÔÈÅ 
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H5: A graph illustrating brand recognition score differences of 
'Office Depot' before and after stimulus
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H5: A graph illustrating brand salience 
score changes for 'Office Depot' after 

receiving the stimulus
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conclusion that H5 is partially supported, even though the findings regarding brand 

knowledge (p=0.329) and brand salience (U=0.333) were statistically insignificant.   

This positive result foÒ Ȭ/ÆÆÉÃÅ $ÅÐÏÔȭ ×ÁÓ ÑÕÉÔÅ unanticipated as it was only 

mentioned once out of context in a humorous way. It appears that this relatively subtle 

approach has made it into the minds of the viewers and increased the brand 

recognition and brand salience. So, tÈÅ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔ ÏÆ Ȭ/ÆÆÉÃÅ $ÅÐÏÔȭ ×ÁÓ ÑÕÉÔÅ 

successful using very a subtle placement especially seeing as their expenses were 

ÐÒÏÂÁÂÌÙ ÍÕÃÈ ÌÏ×ÅÒ ÔÈÁÎ ÔÈÅ ÏÎÅÓ Ȭ&ÅÂÒÅÚÅȭ ÏÒ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÈÁÄ ÔÏ ÐÁÙȢ 7ÈÅÎ ÔÈÅ 

placement was incorporated into a joke it may have felt very natural to the viewer and 

the process of persuasion knowledge may have not been activated, which seems to 

allow the advertisement to reach the participant in direct and natural way.  

(ϊȡ 4ÈÅÒÅ ×ÉÌÌ ÂÅ ÎÏ ÁÔÔÉÔÕÄÅ ÃÈÁÎÇÅ ÔÏ×ÁÒÄÓ Ȭ/ÆÆÉÃÅ $ÅÐÏÔȭ ÏÒ ÏÆÆÉÃÅ ÓÕÐÐÌÙ 

retailing stores 

Pre-exposure questionnaire:  

 

In the pre-exposure questionnaire, participants were asked to state how likely 

a visit to an office supply store is. They had the option to choose between 0 (never) and 

4 (very likely) . On average, the likelihood can be stated at 1.12.  

Experiment group: 
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After receiving the stimuli, the experiment group scored at an average of 1.75, 

which is an increase of 0.63 points in comparison with the pre-exposure questionnaire.  

Control group: 

 

The control group scored at an average of 1.46, which is an increase of 0.34 

points in comparison with the pre-exposure questionnaire.  

To conclude, the average of how likely the participants are to go to an office 

supply store has increased for both the experiment and the control group. The increase 

was slightly higher for the experiment group but not significantly. However, since the 

H6 stated there will be no attitude change and it has indeed slightly increased, H6 is 

partly  supported. Statistically, there was also no significant difference detected 

(U=0.285). 

The increase of attitude is not as high as the increase in brand recognition and 

brand salience. This may be due to the nature of the product. Mentioning an office-

supply store might activate brand recognition and even brand salience, but the attitude 
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towards them as a store is not likely to be altered through this type of product 

placement. The attitude might have changed in a more desirable way if the product 

placement would include a unique selling proposition. On the other hand, the 

ÍÁÒËÅÔÅÒÓ ÏÆ Ȭ/ÆÆÉÃÅ $ÅÐÏÔȭ ÍÁÙ ÊÕÓÔ ÈÁÄ ÔÈÅ ÇÏÁÌ ÔÏ ÉÎÃÒÅÁÓÅ ÂÒÁÎÄ ÒÅÃÏÇÎÉÔÉÏÎ ÂÅÃÁÕÓÅ 

they know it is difficult to change the attitude about office-supply stores. In that case, 

their efforts were probably a lot lesÓ ÃÏÓÔÌÙ ÔÈÁÎ Ȭ&ÅÂÒÅÚÅȭÓȭ ÁÎÄ Ȭ+ÉÃËÓÔÁÒÔÅÒȭÓȭ but still 

showed considerable increases in brand recognition and brand salience.  

H7: Recognition score and brand salience ÏÆ ȬÉ0ÈÏÎÅȭ ×ÉÌÌ ÂÅ ÓÌÉÇÈÔÌÙ ÈÉÇÈÅÒȢ 

 

In terms of H7, 92% (n=46) of the participants ÒÅÃÏÇÎÉÚÅÄ ÔÈÅ ÂÒÁÎÄ ȬÉ0ÈÏÎÅȭ 

in the pre-exposure questionnaire. After receiving the stimulus, 92% (n=22) of the 

ÅØÐÅÒÉÍÅÎÔ ÇÒÏÕÐ ÒÅÃÏÇÎÉÚÅÄ ȬÉ0ÈÏÎÅȭ ÁÓ Á ÓÍÁÒÔÐÈÏÎÅ ÂÒÁÎÄ ÏÆ ÔÈÅÉÒ ÃÈÏÉÃÅȢ )Î ÔÈÅ 

control group, 100% (n=26) of the participants recognized thÅ ÂÒÁÎÄ ȬÉ0ÈÏÎÅȭȢ 
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H7: A graph illustrating brand recognition score 
differences of 'iPhone' before and after stimulus
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In regard to brand salience, the salience has increased by 2 points in the 

experiment group, whereas it has increased by 7 points in the control group. Taking 

the above into consideration, H7 is not supported. This is supported by the statistical 

finding that there is no significant difference in terms of brand recognition (p=0.133) 

and brand salience (U=0.667). 

Due to the increase in brand salience in the control group, it appears that the 

participants from that group thought longer and harder when they realized that they 

are confronted with the same question. Therefore, the participants could be more likely 

to put down an answer or several answers for this question. Also, as presumed in 3.4, 

ÔÈÅ ÂÒÁÎÄ ȬÉ0ÈÏÎÅȭ ÉÓ ÅØÔÒÅÍÅÌÙ ÅÓÔÁÂÌÉÓÈÅÄ especially among an audience of on average 

30 years and younger. This may be the reason that the already very high brand 

recognition can hardly be increased through product placement. More interesting for 

ÔÈÅ ÍÁÒËÅÔÅÒÓ ÏÆ ÔÈÅ ȬÉ0ÈÏÎÅȭ ÉÓ ÐÒÏÂÁÂÌÙ ÔÈÅ ÂÒÁÎÄ salience, which has only increased 

slightly through this product placement. )Æ ÔÈÅ ȬÉ0ÈÏÎÅȭ ×ÏÕÌÄ ÈÁÖÅ ÂÅÅÎ ÐÒÅÓÅÎÔÅÄ ÁÓ 

a superior product within the program, the measure of brand salience might have 

increased further. On the other hand, the target group ÏÆ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ÈÁÓ ÐÒÏÂÁÂÌÙ 

ÍÁÄÅ ÔÈÅÉÒ ÍÉÎÄ ÕÐ ×ÈÅÔÈÅÒ ÔÈÅÙ ÐÒÅÆÅÒ ÁÎ ȬÉ0ÈÏÎÅȭ or a different kind of smartphone. 
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H7: A graph illustrating brand salience 
score changes for 'iPhone' after 

receiving the stimulus
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Some witty product placement might not change that opinion. In conclusion, this would 

ÍÅÁÎ ÔÈÁÔ ÁÎ ÅÓÔÁÂÌÉÓÈÅÄ ÐÒÏÄÕÃÔ ÌÉËÅ ÔÈÅ ȬÉ0ÈÏÎÅȭ is wasting their time and money 

ÐÁÙÉÎÇ ÆÏÒ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔȢ )Î ÃÏÎÔÒÁÓÔȟ ÔÈÅ ÍÁÒËÅÔÅÒÓ ÆÒÏÍ ȬÉ0ÈÏÎÅȭ ÍÉÇÈÔ ÕÓÅ 

product placement to just keep the brand recognition for certain target groups 

constantly at a very high level. To achieve that, however, this technique seems 

sufficient.  

(όȡ 4ÈÅÒÅ ×ÉÌÌ ÂÅ ÎÏ ÁÔÔÉÔÕÄÅ ÃÈÁÎÇÅ ÔÏ×ÁÒÄÓ ȬÉ0ÈÏÎÅÓȭ ÏÒ ÏÔÈÅÒ ÍÏÂÉÌÅ ÐÈÏÎÅÓȢ 

Pre-exposure questionnaire: 

 

In the pre-exposure questionnaire, the participants were asked to state how 

likely they are to use smartphones from 0 (very unlikely) to 4 (very likely). The average 

for this value was 3.94.  

Experiment group: 
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In the experiment group, 3.96 was the average likelihood with regard to usage 

of smartphones. This represents an increase 0.02 points in comparison with pre-

exposure questionnaire. 

Control group: 

 

In the control group, however, the average score for likelihood of using a 

smartphone was 3.88, which is 0.06 points lower than the score from the pre-exposure 

questionnaire. 

Since all the average value are very close to each other, no attitude change can 

be recorded. Therefore, H8 is supported. Statistically, there was also no significant 

difference found (U=0.342).  

As presumed, the likelihood of the viewers to use a smartphone was already 

extremely high before seeing the program. One option to boost the attitude even more 

could have been to show other benefits of using smartphones besides playing mobile 

games, checkinÇ ÔÈÅ ÓÔÁÔÕÓ ÏÎ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÁÎÄ ÔÅØÔÉÎÇ, as shown in the episode. The 

ÍÁÒËÅÔÅÒÓ ÆÒÏÍ ÔÈÅ ȬÉ0ÈÏÎÅȭ ÃÏÕÌÄ ÈÁÖÅ ÓÈÏ×Î ÈÏ× ÍÕÃÈ ÅÁÓÉÅÒ ÁÎÄ ÑÕÉÃËÅÒ ÄÁÉÌÙ 

tasks can be dealt with using a smartphone. This could potentially help convince users 

that are still wary of using a smartphone. On the other hand, as discussed in the result 

section for H7, it appears the product placement in the show might have the sole 

objective to keep the brand recognition at a high level and not necessarily to change 
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the attitude, since the likelihood of the target audience to use smartphones is already 

extremely high.  

H9: Recognition score and brand salience ÏÆ ȬÉ0ÁÄȭ ×ÉÌÌ ÂÅ ÍÉÎÉÍÁÌÌÙ ÈÉÇÈÅÒȢ 

 

In regard to H9, 84% (n=42) of the participants from the pre-exposure 

ÑÕÅÓÔÉÏÎÎÁÉÒÅ ÍÅÎÔÉÏÎÅÄ ȬÉ0ÁÄȭ ÁÓ ÔÈÅÉÒ ÆÁÖÏÒÉÔÅ ÔÁÂÌÅÔÓȾÅ-readers. After receiving the 

ÓÔÉÍÕÌÕÓȟ ÈÏ×ÅÖÅÒȟ ψψϷ ɉÎЀςρɊ ÏÆ ÐÁÒÔÉÃÉÐÁÎÔÓ ÍÅÎÔÉÏÎÅÄ ȬÉ0ÁÄȭ ×ÈÅÒÅÁÓ ψυϷ ɉÎЀςςɊ 

of the control group recognized ȬÉ0ÁÄȭ ÉÎ ÔÈÅÉÒ ÁÎÓ×ÅÒÓȢ  
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H9: A graph illustrating brand recognition score differences of 
'iPad' before and after stimulus
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H9: A graph illustrating brand salience score changes for 
'iPad' after receiving the stimulus
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In terms of brand salience, there was a decrease of 2 points recorded in the 

experiment group, whereas the brand salience was 5 points higher in the control group 

when comparing it to the pre-exposure questionnaire. For the first time in this study, 

the results from the brand recognition score and the brand salience score contradict 

each other. Going into detail, there were 2 persons in the experiment group who 

ÍÅÎÔÉÏÎÅÄ ȬÉ0ÁÄȭ ÆÏÒ ÔÈÅ ÆÉÒÓÔ ÔÉÍÅ ÂÕÔ ÁÔ ÔÈÅ ÓÁÍÅ ÔÉÍÅ ς ÐÅÒÓÏÎÓ ×ho did not mention 

ȬÉ0ÁÄȭ ÁÆÔÅÒ ÓÅÅÉÎÇ ÔÈÅ ÓÔÉÍÕÌÕÓȢ !ÌÓÏȟ ȬÉ0ÁÄȭ ×ÁÓ ÍÅÎÔÉÏÎÅÄ ÉÎ ÔÈÉÒÄ ÐÌÁÃÅ by one person 

instead of first place which was the position in the pre-exposure questionnaire for that 

person. This led to the result of -2 for the experiment group. Looking at the control 

ÇÒÏÕÐȟ ÔÈÅÒÅ ×ÁÓ ÏÎÅ ÐÅÒÓÏÎ ×ÈÏ ÍÅÎÔÉÏÎÅÄ ȬÉ0ÁÄȭ ÆÏÒ ÔÈÅ ÆÉÒÓÔ ÔÉÍÅ ÁÎÄ σ ÐÅÏÐÌÅ 

×ÈÅÒÅ ÔÈÅ ÐÏÓÉÔÉÏÎ ÏÆ ȬÉ0ÁÄȭ ÍÏÖÅÄ ÆÏÒ×ÁÒÄ ÏÎÅ ÓÔÅÐ ÁÎÄ ÏÎÅ ÐÅÒÓÏÎ ×ÈÅÒÅ ÔÈÅ ÐÏÓÉÔÉÏÎ 

moved backwards by one. Taking all of this together results in a brand salience score 

of 5.  

Due to the relatively small sample it appears that there were more people who 

ÒÅÃÏÇÎÉÚÅÄ ȬÉ0ÁÄȭ ÉÎ ÔÈÅ ÅØÐÅÒÉÍÅÎÔ ÇÒÏÕÐ due to the stimulus and this led to the 

increase in brand recognition for that group. However, using the brand salience 

measure has shown that this image was not quite accurate. Taking all the results above 

into consideration, the author concludes that H9 is partly  supported. The insignificance 

was also found statistically in terms of brand recognition (p=0.769) and brand salience 

(U=0.548).  

Seeing as the brand recognition score and the brand salience score contradict 

each other, the author has to assume that the product placement had no particular 

effect on the participants in terms of brand recognition and brand salience. This may 

ÂÅ ÄÕÅ ÔÏ ÔÈÅ ÁÌÒÅÁÄÙ ÖÅÒÙ ÈÉÇÈ Á×ÁÒÅÎÅÓÓ ÏÆ ȬÉ0ÁÄȭ ÁÍÏÎÇ ÔÈÅ ÔÁÒÇÅÔ ÇÒÏÕÐ ÁÓ ×ÅÌÌ ÁÓ 
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very subtle placing of the brand within the episode. Therefore, it seems the product 

placement has gone unnoticed or was not able to change awareness in any way. 

H10: There will be no attitude change to×ÁÒÄÓ ȬÉ0ÁÄÓȭ ÏÒ ÏÔÈÅÒ ÔÁÂÌÅÔÓȢ 

Pre-exposure questionnaire: 

 

In the pre-exposure questionnaire, the participants were asked to state how 

likely they are to use a tablet or e-reader. They were able to choose between 0 (will 

never use one) to 4 (very likely). The participants scored an average of 2.52.  

Experiment group: 

 

After receiving the stimulus, the experiment group scored an average of 2.42. 

This average is 0.10 points lower than the average calculated from the pre-exposure 

questionnaire. 

Control group: 
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The control group, on the other hand, scored an average of 2.54. This average 

is 0.02 points higher than the average established in the pre-exposure questionnaire. 

Seeing as the averages are all very close to each other and have only minimally 

changed after receiving the stimulus, it is concluded that H10 is supported. This 

insignificance is also statistically supported (U=0.596).  

4ÈÅ ȬÉ0ÁÄȭ ÏÎÌÙ ÁÐÐÅÁÒ ÖÉÓÕÁÌÌÙ ÉÎ ÔÈÅ ÂÁÃËÇround of the scene in the phone 

shop. They are neither mentioned nor used by any of the characters. This study shows 

that brand recognition, brand salience and attitude were not altered by the product 

placement in the episode. A positive attitude change could have been achieved if the 

ÖÉÅ×ÅÒ ×ÁÓ ÍÁÄÅ Á×ÁÒÅ ÏÆ ÔÈÅ ÂÅÎÅÆÉÔÓ ÏÆ ÔÈÅ ȬÉ0ÁÄȭ ÏÖÅÒ Á ÓÍÁÒÔÐÈÏÎÅ or a computer. 

Additionally, it is assumed that talking in a positive way about tablets or e-readers 

might have changed the attitude towards them. On the other hand it can be argued that 

ÔÈÅ ÔÁÒÇÅÔ ÇÒÏÕÐ ÏÆ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ÉÓ ÁÌÒÅÁÄÙȟ ÁÓ ÓÈÏ×Î previously, very aware of the 

ȬÉ0ÁÄȭ ÁÎÄ ÉÔÓ ÂÅÎÅÆÉÔÓ. However, the author feels that ÁÄÖÁÎÃÉÎÇ ÔÈÅ ȬÉ0ÁÄȭ ÉÎ Á ÐÏÓÉÔÉÖÅ 

light and making it more central to the plot could have caused a positive attitude 

change among the viewers, which shows that the subtle placement may not be 

sufficient to cause positive attitude change in an already established brand. 

H11: Recognition score and brand salience for the three game phone apps will 

be significantly higher. 
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In regard to H11, 30% (n=15) of the participants could name at least one of the 

ÔÈÒÅÅ ÇÁÍÅ ÐÈÏÎÅ ÁÐÐÓ Ȭ!ÎÇÒÙ "ÉÒÄÓȭȟ Ȭ#ÁÎÄÙ #ÒÕÓÈȭȟ ÁÎÄȾÏÒ Ȭ$ÏÏÄÌÅ *ÕÍÐȭ ÉÎ ÔÈÅ ÐÒÅ-

exposure questionnaire. In the experiment group on the other hand, 54% (n=13) were 

able to name at least one of the three game phone apps. In the control group, 35% of 

the participants were able to name the game phone apps.  

 

In terms of brand salience, the score for the experiment group is an increase 

of 15 points, whereas the control group increased by 5 points. After reviewing the data 

presented, it was concluded that the recognition score was significantly higher and H11 

is supported, although statistically there could be no significant difference found in 
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H11: A graph illustrating brand recognition score differences of the 
3 mentioned game phone apps before and after stimulus
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H11: A graph illustrating brand salience score changes for 
the three game phone apps after receiving the stimulus
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terms of brand recognition (p=0.164) and brand salience (U=0.138). The tests were 

judged as statistically insignificant by SPSS, but because the predicted hypotheses 

largely concur with the results, a certain extent of meaningfulness cannot be taken 

away from the results. 

Game phone apps appear to be the biggest winners from all the product 

placement in the episode in terms of brand salience and brand recognition. From the 

small sample it seems the mixture of audio-visual placement (subtle mentioning and 

ÐÌÁÙÉÎÇ ÔÈÅ ÔÙÐÉÃÁÌ ÓÏÕÎÄ ÏÆ Ȭ#ÁÎÄÙ #ÒÕÓÈȭ) and character interaction has improved the 

variables in question significantly. According to the theory presented in this study, the 

brand recognition could have been higher if the product placement were more 

prominently placed. On the other hand, due to the subtlety of the placement the 

psychological process of activation of persuasion knowledge might not take place and 

therefore help brand recognition and brand salience. This result shows that subtle 

product placement can achieve significant results.  

H12: There will be a minimal positive attitude change towards game phone 

apps. 

Pre-exposure questionnaire: 

 

In the pre-exposure questionnaire, the participants were asked to state how 

likely they are to use game phone apps. They were able to choose between 0 (never) to 

4 (very likely). The participants scored an average of 1.24.  
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Experiment group: 

 

After receiving the stimulus, the participants of the experiment group scored 

an average of 1.50, which is an increase of 0.26 points in comparison to the pre-

exposure questionnaire.  

Control group: 

 

In the control group, the average score for the likelihood of using game phone 

apps was 1.38, which is an increase of 0.14 points in comparison to the pre-exposure 

questionnaire.  

Seeing as there was a minimal increase of likelihood and attitude towards 

game phone apps recorded in the experiment group in comparison to the control group 

and the pre-exposure questionnaire, H12 is supported. This is supported by the 

statistical finding that no real difference in brand attitude exists (U=0.896).  

As predicted, there was only a minimal positive increase in attitude change. It 

appears people do not start playing game phone apps just because they are mentioned 
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in a comedy series. To improve the attitude of game phone apps the apps could have 

been presented as a welcome distraction in specific situations. Such situations could be 

a train ride or to waste time when queuing up. It is assumed that the attitude would 

only increase through product placement if the game phone apps are presented as an 

activity which could make life more fun in certain situations.  Showing game phone 

apps as a welcome distraction could have potentially increased the attitude.  

H13: Recognition score and brand salience ÆÏÒ Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭ ÐÁÎÔÓ ×ÉÌÌ ÂÅ 

minimally higher. 

 

When the participants of the pre-exposure questionnaire were asked to list 

ÐÒÅÍÉÕÍ ÂÒÁÎÄÓ ÏÆ ÊÅÁÎÓȟ ÎÏÔ Á ÓÉÎÇÌÅ ÐÁÒÔÉÃÉÐÁÎÔ ɉÎЀπɊ ÌÉÓÔÅÄ ÔÈÅ ÂÒÁÎÄ Ȭ$ÒÉÅÓ ÖÁÎ 

.ÏÔÅÎȭȢ !ÆÔÅÒ ÅØÐÅÒÉÅÎÃÉÎÇ ÔÈÅ ÓÔÉÍÕÌÕÓ τϷ ɉÎЀρɊ ÏÆ ÔÈÅ ÅØÐÅÒÉÍÅÎÔ ÇÒÏÕÐ ÌÉÓÔÅÄ Ȭ$ÒÉÅÓ 

ÖÁÎ .ÏÔÅÎȭȢ .ÏÎÅ ÏÆ ÔÈÅ ÐÁÒÔÉÃÉÐÁÎÔÓ ɉÎЀπɊ ÆÒÏÍ ÔÈÅ ÃÏÎÔÒÏÌ ÇÒÏÕÐ ÍÅÎÔÉÏÎÅÄ Ȭ$ÒÉÅÓ 
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H13: A graph illustrating brand recognition score differences of 
'Dries van Noten' before and after stimulus
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)Î ÔÅÒÍÓ ÏÆ ÂÒÁÎÄ ÓÁÌÉÅÎÃÅȟ ÄÕÅ ÔÏ ÔÈÅ ÓÉÎÇÕÌÁÒ ÎÏÖÅÌ ÍÅÎÔÉÏÎÉÎÇ ÏÆ Ȭ$ÒÉÅÓ ÖÁÎ 

.ÏÔÅÎȭȟ ÔÈÅÒÅ ×ÁÓ ÁÎ ÉÎÃÒÅÁÓÅ ÏÆ σ ÐÏÉÎÔÓ ÒÅÃÏÒÄÅÄȢ Accordingly, the control group 

scored 0 points. Having considered the facts above, H13 is partly  supported. This can 

also be supported by the statistical finding that there was no real difference detected 

in terms of brand recognition (p=0.293) and brand salience (U=1.000).  

4ÈÅ Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭ ÐÁÎts were prominently placed, had a strong plot 

connection and there was character-product interaction on multiple occasions. 

Furthermore, they were called premium, shown to others and praised continuously. 

However, the result conflicts with the theory because the product placement led to a 

minimal increase in brand recognition and brand salience. This appears to be due to 

the specific ÂÒÁÎÄ ÔÈÁÔ ÉÓ ÂÅÉÎÇ ÁÄÖÅÒÔÉÓÅÄȢ Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭ is assumed to be a 

relatively unknown brand that is merely known to fashion gurus. Also, it appears that 

the brand name is difficult to remember and to spell. Brand recognition and brand 

salience might have improved drastically if the brand name or brand logo were 

displayed within the episode. In general, the episode does a good job in creating a hype 

and a certain curiosity about the brand but because it is only mentioned once the 

viewers seem to discard the name very quickly from their memory. Therefore, it can 

be said that the brand should have been mentioned more prominently which might 

0
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H13: A graph illustrating brand salience score changes 
for 'Dries van Noten' after receiving the stimulus
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have increased brand salience and brand recognition scores. The way the product 

placement was utilized here it seems to do a meager job in terms of product placement 

effectivity.  

H14: There will be a slight positive attitude change towards premium pants. 

Pre-exposure questionnaire: 

 

Here, participants of the pre-exposure questionnaire were asked to state the 

likelihood of purchasing designer pants. The participants were able to choose between 

0 (never) and 4 (very likely). The persons surveyed scored an average of 1.70.  

Experiment group: 

 

In the experiment group, the average score for the likelihood of purchasing 

designer pants was 1.50, which equals 0.20 points less than the average of the pre-

exposure questionnaire.  

Control group: 
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When the control group was asked how likely they are to purchase designer 

pants, the average response was recorded at 1.62, which equals 0.08 points less than 

the average of the pre-exposure questionnaire.  

Seeing as both groups have scored slightly lower on the likelihood of 

purchasing designer pants, H14 is not supported. Statistically, there was also no real 

difference detected in both groups in terms of attitude (U=0.764). 

The results in terms of positive change similarly to the brand recognition and 

brand salience scores have conflicted with the theory. The attitude did not change 

positively even though there was a strong plot connection, the product was 

prominently placed and there was several character-product interactions. One reason 

might be that the price of $1500 is too high for the sample surveyed. The participants 

might have simply been put off premium pants. Due to the high price the target group 

of these type of pants is quite small which seems to be the reason why the participants 

of this study did not respond to the product placement in a positive way. Also, the 

episode could have displayed the benefits of premium pants like durability over 

ordinary pants which might have led to an increased attitude towards premium pants 

among the viewers. Taken together, this leads to the assumption that Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭ 

might be better off presenting other benefits of their pants besides looking good and/ or 

advertising in a different TV show that has a very high-class target group.  
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5. Conclusion  

The conclusion of this study will first outline the importance of looking into 

this topic, the thesis question and hypothesis. This will be followed by the research 

objectives and the empirical findings from the literature review to show how they 

complement the thesis statement. Afterwards, it will be demonstrated how this study 

has contributed, supported or differed to existing understanding of product placement 

along with recommendations for practitioners. This will be followed by suggestions for 

future research, an outline of the limitations of this study and a closing statement. 

Today, over 75% percent of U.S. prime-time TV shows are using product 

placements in their episodes. One reason consistently cited for the growth in product 

placement is the fact that consumers increasingly find ways to avoid traditional 

advertisement. So, marketers have decided to place their products directly into the 

entertainment itself. In 2014, global expenditures for product placement were 

estimated at $10.58 billion  (Quinn, 2015), but is it money well spent? 

The central question of this dissertation is whether or not product placement 

enhances brand awareness, positive attitude change and increased purchase intention 

ÏÎ ÔÈÅ ÃÕÓÔÏÍÅÒȭÓ ÓÉÄÅȢ )Æ ÙÅÓȟ ÉÎ ×ÈÉÃÈ ×ÁÙ ÓÈÏÕÌÄ ÔÈÅ ÐÒÏÄÕÃÔ ÂÅ ÐÒÅÓÅÎÔÅÄ ÔÏ 

influence the consumer in the most desirable way? The hypothesis is that different type 

of products work better in product placement and that the type of placement is key to 

gain product awareness, cause positive attitude change and increased purchase 

intention. 

Most research on product placement has focused on effects at the individual 

level, linking placement executional characteristics, such as modality and plot 
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connection (Russell, 2002), and viewer characteristics, such as involvement with or 

connectedness to the program, to memory for and attitudes toward one brand placed 

in a series (Cowley and Barron, 2008; Russell, Norman, and Heckler, 2004). But hardly 

any studies have actually tested the effectiveness of multiple types of product 

placement linked with multiple different types of brands in one episode and one 

sample. This would help to see which type of product placement should be used for 

different type of brands. 

To reach the research objectives, the first step of the analysis was to introduce 

the history of product placement in TV programs and movies, discuss the term itself 

and current trends of product placement. In the literature review, the stakeholders 

within the product placement industry were demonstrated as well as the current 

attitude towards traditional TV advertising. Afterwards, the types of product 

placements were discussed in detail in addition to the psychological considerations 

behind product placement. To argue for the effectiveness of product placement it was 

also be debated whether attitude and cultural aspects and the use of different products 

ÈÁÖÅ ÁÎ ÉÍÐÁÃÔ ÏÎ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔȭÓ ÅÆÆÉÃÁÃÙȢ ,ÁÓÔÌÙȟ ×ÁÙÓ ÏÆ ÍÅÁÓÕÒÉÎÇ ÔÈÅ 

effectiveness of product placement were demonstrated and discussed. 

By drafting an experimental study using surveys and a TV program the author 

tested the theoretical findings and added his results to the compiled knowledge of 

product placement. In detail, this study put brand awareness, brand salience and brand 

attitude change to the test and check effectiveness of different products in regard to 

product placement. Afterwards, the author was able to develop managerial guidelines 

for marketers.  
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In the experimental study the author used a sample of 50 persons split into 

two groups. All participants received one pre-ÅØÐÏÓÕÒÅ ÑÕÅÓÔÉÏÎÎÁÉÒÅȢ !ÆÔÅÒ ÏÎÅ ×ÅÅËȭÓ 

ÔÉÍÅȟ ÔÈÅ ÐÁÒÔÉÃÉÐÁÎÔÓ ÓÁ× ÁÎ ÅÐÉÓÏÄÅ ÏÆ ÔÈÅ 46 ÃÏÍÅÄÙ ÐÒÏÇÒÁÍ Ȭς "ÒÏËÅ 'ÉÒÌÓȭȢ /ÎÅ 

episode included product placement and one episode will be without product 

placement. The control group watched the episode without product placement and the 

experimental group watched the episode with product placement. After, the 

participants filled out an after-questionnaire to test for changes in the variables of 

brand awareness, brand salience and brand attitude that were explored in the first 

questionnaire.  

Although the phenomenon of brand placement in motion pictures and 

television is as old as the industry itself (Newell, Salmon, & Chang, 2006), the 

popularity of movie placements among advertisers and brand managers soared in 

1982. SÁÌÅÓ ÏÆ (ÅÒÓÈÅÙȭÓ 2ÅÅÓÅȭÓ 0ÉÅÃÅÓ ÉÎÃÒÅÁÓÅÄ ÂÙ ÍÏÒÅ ÔÈÁÎ φυϷ ×ÈÅÎ 3ÔÅÖÅÎ 

3ÐÉÅÌÂÅÒÇȭÓ ÅØÔÒÁÔÅÒÒÅÓÔÒÉÁÌ ÉÎ %Ȣ4Ȣ ÆÏÌÌÏ×ÅÄ Á ÔÒÁÉÌ ÏÆ ÔÈÁÔ ÐÁÒÔÉÃÕÌÁÒ ÃÁÎÄÙ ɉ2ÅÅÄ Ǫ 

Dutka, 1989). The relatively recent popularity of the practice has come about due to its 

cost-benefit ratio and potential for extended audiences in the face of ever-increasing 

traditional media placement prices, limited ability by audiences to avoid exposure to 

the persuasion attempt, savings in rising marketing/production costs on the part of 

filmmakers (Motion Picture Association of America, 2007), and the aesthetic 

enhancement of settings depicted in film content (DeLorme & Reid, 1999). 

There are two broad types of product placements: Prominent and subtle 

placements. The latter are those where the product is merely used as a background 

prop and is not central to the scene. Prominent placements, on the other hand, are often 

plot connected, so their inclusion is obvious and intended to be so. Prominence relates 

to how noticeably a product is represented in the movie or the program, that is, the 
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extent to which the product is a central focus of audience attention (Cowley & Barron, 

2008; Gupta & Lord, 1998). A number of studies indicate that prominent products are 

more likely to be recognized than less prominent products (e.g., Brennan & Babin, 

ςππτȠ Äȭ!ÓÔÏÕÓ Ǫ #ÈÁÒÔÉÅÒȟ ςπππȠ ,Á× Ǫ "ÒÁÕÎȟ ςπππɊȢ !Ô ÔÈÅ ÓÁÍÅ ÔÉÍÅȟ ÈÏ×ÅÖÅÒȟ 

prominence can have a negative effect on attitude (and choice) for the placed products 

(Cowley & Barron, 2008; Law & Braun, 2000). Highly prominent TV placements were 

found to diminish positive consumer attitudes, especially in case of being repeated 

frequently for known products and being displayed in favorite programs. On the 

contrary, subtle placements were evidenced to generate positive consumer attitudes 

(Cowley & Barron, 2008; Homer, 2009). Additionally, studies have shown that a 

ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔȭÓ ÃÏÎÎÅÃÔÉÏÎ ÔÏ ÔÈÅ ÐÌÏÔ ÓÉÇÎÉÆÉÃÁÎÔÌÙ ÉÎÆÌÕÅÎÃÅÓ ÖÉÅ×ÅÒÓȭ ÁÔÔÅÎÔÉÏÎ 

to and attitudes toward the placed product (dȭ!ÓÔÏÕÓ Ǫ 3ÅÇÕÉÎȟ ρωωωȠ 2ÕÓÓÅÌÌȟ ςππςɊȢ 

Thus, if a product placement is more closely associated with the plot of a movie, this 

should result in a strong network of associations between the product and the movie, 

which makes it easy for activation to spread, so that the prompting of the movie will 

promote the retrieval of information about plot-connected brands, thus improving 

product recognition. At the same time, a high degree of plot connection can transform 

Á ÖÉÅ×ÅÒȭÓ ÐÅÒÃÅÐÔÉÏÎ ÏÆ ÔÈÅ ÐÒÏÄÕÃÔȟ ÂÅÃÁÕÓÅ Ôhe product is embedded in the movie 

(McCarty, 2004). Weak plot connection that does not fit into the story line are likely to 

raise suspicions of superfluity and of media motives other than artistic expression 

(Bhatnagar, Aksoy, & Malkoc, 2004). So, the more a brand is connected to the plot, the 

less counter arguing by the audience should occur, as opposed to when a product is 

placed for no apparent reason other than commercial motives. 

With respect to modality, the literature shows that placements that mentioned 

and showed the product (audiovisual) led to better placement memory than purely 
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visual or audio placements (Gupta & Lord, 1998; Law & Braun, 2000). The difference 

in effectiveness between audio placements and visual placements was less obvious. 

Some studies showed no difference between these modalities (Wilson & Till, 2011), 

while others did show differences but with mixed results (Gupta & Lord, 1998; Law & 

Braun, 2000; Lord & Putrevu, 1998). In regard to character-product interaction, it was 

found that it leads to improved explicit and implicit recall, and increased product 

preference. At least to some extent, these findings probably reflect the effectiveness of 

CPI, but it is impossible to deduce the extent to which they are due to differences in 

plot connection or visual prominence (Yang & Roskos-Ewoldsen, 2007). 

Ron Sun (2002) proposed a dual process model of learning, namely both 

implicit learning and explicit learning. The model re-interpreted voluminous 

behavioral data in psychological studies of implicit learning and skill acquisition in 

general. Implicit memory involves unconscious retention of the perceived stimulus, 

while for explicit memory this process in conscious and can be measured by recall and 

recognition (Jolibert & Didellon-Carsana, 2000). Both can lead to long-term memory. 

So, for product placement to be effective, it has to strive to reach the long-term memory 

of the consumer.  

According to the Persuasion Knowledge Model, over time, targets of 

persuasive attempts build up knowledge of, and coping mechanisms to help them 

manage persuasive events. Prominence has positive effects on some outcomes but 

negative effects on others. Because of the proliferation of this marketing medium, 

consumers are becoming aware of product placement tactics and have started to show 

evidence of resistance to persuasion (Wei, Fischer, & Main, 2008).  On the one hand, 

prominent placements lead to better memory than subtle placements (e.g., Babin & 
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Carder, 1996; I. Brennan et al., 1999; Schneider and Cornwell, 2005). So, it depends on 

what marketers are trying to achieve, brand recognition change or attitude change. 

Younger consumers are the major audience of movies and the main target 

group for product placements in movies (Eisend, 2009), as college-aged consumers 

comprise up to one-third of all movie-goes (Motion Picture Association of America, 

2007). Many marketers have therefore inferred a convergence of consumption 

patterns, particularly for younger consumers: cross-border music channels and global 

communications (just to mention a few reasons) have formed and encouraged similar 

ÖÁÌÕÅÓ ÒÅÇÁÒÄÌÅÓÓ ÏÆ ÔÈÅ ÙÏÕÎÇÅÒ ÃÏÎÓÕÍÅÒÓȭ ÃÏÕÎÔÒÙ ÏÆ ÏÒÉÇÉÎ ɉ$Å -ÏÏÉÊȟ ςππσɊȢ 

Regarding the effect of attitude towards product placement, it was found that 

Individuals with positive attitudes towards advertising are more likely to pay greater 

attention to placement than are individuals with either less positive or negative 

attitudes. Summing up, attitudes towards product placement are generally positive 

with the exception of ethically charged products, like drugs, alcohol and cigarettes. 

Product placement is seen especially positive when it adds to the overall realism of 

media content and if viewers normally welcome advertisements (DeLorme & Reid, 

1999).  

5.1 Managerial implicat ions 

The results of this study have, though the small sample, contributed to existing 

understanding of concepts of product placement. In short, the learnings and 

suggestions always depend on what the marketers are trying to achieve with the 

product placement: A change in brand recognition, brand salience or attitude. The most 

important feature to keep in mind when choosing a TV show and the type of placement 

is the target group. It is possible to test for one specific variable like brand recognition 
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and then make judgements and recommendations about the fit of a certain product 

placement type. However, a large part of its effectiveness depends on the appeal of that 

brand to the wants and needs of that particular target group watching the program. 

2ÅÇÁÒÄÉÎÇ ÔÈÅ ÎÅ× ÐÒÏÄÕÃÔ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÁÎÄ ÔÈÅ ÎÅ× ÃÏÎÃÅÐÔ ÏÆ ÃÒÏ×ÄÆÕÎÄÉÎÇ 

it was established that the marketers probably would have seen a larger success by 

ÅØÐÌÉÃÉÔÌÙ ÃÏÎÎÅÃÔÉÎÇ ÔÈÅ ÔÅÒÍ ÃÒÏ×ÄÆÕÎÄÉÎÇ ×ÉÔÈ ÔÈÅ ÂÒÁÎÄ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ ÔÏ ÉÎÃÒÅÁÓÅ 

awareness. Also, displaying benefits that matter to the target group may increase the 

effectiveness of the product placement. This can be supported by the results of 

Ȭ&ÅÂÒÅÚÅȭȡ 4ÈÅ ÐÒÏÍÉÎÅÎÔ ÐÌÁÃÉÎÇ ÉÎ ÁÄÄÉÔÉÏÎ ÔÏ ÓÈÏ×ÉÎÇ ÅØÐÌÉÃÉÔ ÂÅÎÅÆÉÔÓ ÏÆ ÔÈÅ ÐÒÏÄÕÃÔ 

has increased the brand recognition significantly. However, it was assumed that the 

lack of positive attitude change can be explained by the nature of the product as an air 

ÆÒÅÓÈÅÎÅÒȢ 4ÈÅ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔ ÏÆ Ȭ/ÆÆÉÃÅ $ÅÐÏÔȭ ÈÁÓ ÓÈÏ×Î ÔÈÁÔ ÅÖÅÎ ÖÅÒÙ ÓÕÂÔÌÅ 

purely audio product placements can see positive results, even though it is assumedly 

less costly than a prominent plot-connected product placement. This may be due to the 

persuasion knowledge that has not been activated, which allowed the product 

placement to reach the long-term memory of the viewer. However, yet again it 

appeared that attitude change is difficult to achieve due to the nature of the product as 

an office ÓÕÐÐÌÙ ÓÔÏÒÅȢ 4ÈÅ ȬÉ0ÈÏÎÅȭ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔ ×ÁÓ ÁÎ ÅØÁÍÐÌÅ ÏÆ Á ÂÒÁÎÄ ÔÈÁÔ 

is already extremely established coupled with a very positive attitude. Here, product 

placement may just be used to keep the awareness of the brand at a high level. It was a 

similaÒ ÏÃÃÕÒÒÅÎÃÅ ÉÎ ÒÅÇÁÒÄ ÔÏ ÔÈÅ ȬÉ0ÁÄȭ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔȡ 4ÈÅ ÓÕÂÔÌÅ ÐÌÁÃÅÍÅÎÔ ÉÓ 

the background of the scene had no effect in terms of recognition and attitude which is 

assumed to be due to the already very high awareness among the target group and 

because there were no benefits displayed to the viewer. Regarding the game phone 

ÁÐÐÓ Ȭ#ÁÎÄÙ #ÒÕÓÈȭȟ Ȭ!ÎÇÒÙ "ÉÒÄÓȭ ÁÎÄ Ȭ$ÏÏÄÌÅ *ÕÍÐȭ ÔÈÅ ÁÕÄÉÏ-visual but subtle 
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placement proved to be very efficient. Here, it is assumed that due to the subtle product 

placement, persuasion knowledge was not activated among the viewers which may 

have led to a higher acceptance of the advertisement. Nevertheless, it may have been 

even more successful in terms of attitude change if the benefits of playing these apps 

were shown to the target group. This learning can be described as a trade-off for the 

marketers: A subtle placement may increase brand recognition because persuasion 

knowledge is not activated and but a more prominent placement that shows the 

benefits of playing these apps can lead to higher brand recognition but also runs the 

risk of having a negative effect on attitude and choice for the placed products. In respect 

ÔÏ ÔÈÅ ÆÁÓÈÉÏÎ ÌÁÂÅÌ Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭ ÉÔ ×ÁÓ ÅÓÔÁÂÌÉÓÈÅÄ ÔÈÁÔ Á ÒÅÌÁÔÉÖÅÌÙ ÕÎËÎÏ×Î and 

niche brand ÌÉËÅ Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭ would probably need to display the name and logo 

more prominently to achieve brand awareness change. Furthermore, to reach a change 

in attitude tangible benefits could have been displayed more clearly. However, it was 

ÁÓÓÕÍÅÄ ÔÈÁÔ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ÍÁÙ ÂÅ ÔÈÅ ×ÒÏÎÇ ÓÈÏ× ÔÏ ÁÄÖÅÒÔÉÓÅ ÆÏÒ ÐÒÅÍÉÕÍ-priced 

pants due to conflicting target ÇÒÏÕÐÓ ÁÓ ÉÔ ÉÓ ÁÓÓÕÍÅÄ ÔÈÁÔ ÔÈÅ ÔÁÒÇÅÔ ÇÒÏÕÐ ÏÆ Ȭς "ÒÏËÅ 

'ÉÒÌÓȭ ÏÎ ÁÖÅÒÁÇÅ ÉÓ ÎÏÔ ×ÉÌÌÉÎÇ ÔÏ ÓÐÅÎÄ Αρυππ ÏÎ ÄÅÓÉÇÎÅÒ ÐÁÎÔÓȢ 

This illustrates the need for marketers to keep in mind the target group when 

choosing a TV show and the type of placement is. Also, when choosing a certain type of 

product placement it is key to bear in mind which variable is to be improved: brand 

recognition, brand salience, or attitude change. 

5.2 Further research and l imitations  

In this study, positive attitude change could not be observed for any of the 

brands tested. Therefore, it would be very interesting and insightful to find out more 

about what really causes positive attitude change and how the product placements 
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should be displayed to achieve that. Also, this study assumed that the psychological 

process of persuasion knowledge was not activated for two different product 

placements. It would worth exploring if this was true as well as it would help to make 

better recommendations to practitioners. 

Regarding the limitations of this study, it can be said that the used 

nonparametric tests are generally less powerful than their parametric counterparts. 

Also, tests conducted in this study were all judged as statistically insignificant by SPSS 

which reduces the validity of the results found in this study. Nonetheless, the predicted 

hypotheses largely concur with the results which implies that a certain extent of 

meaningfulness cannot be taken away from the results.  

Also, measuring for brand recognition rather than brand salience would have 

probably created a mire significant change in the variable of brand recognition. This 

may have had an effect on the statistical significance as well but brand salience is more 

closely associated with actual purchase. It is therefore more powerful in testing the 

effectiveness of product placement. However, there has so far only been one study that 

conducted a brand salience test in the same way as this study which leads to the 

limitation that there is  no established brand salience measure that can be utilized for a 

group comparison yet.  

Implicit learning has not been tested in this study which would give a more 

complete picture about the effectiveness of product placement. Implicit learning and 

mere-exposure effects, even unrecalled placements can influence brand attitudes 

(Sawyer 2006; van Reijmersdal 2009). Even if the audience may not directly recall or 

recognize brand names to which it had been exposed, the brand names may still 
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influence familiarity with and preference for the brands (Law & Braun, 2000; Law & 

Braun-Latour, 2004; Russell, 1998). 

As a final limitation for this study, it could have been helpful to measure the 

effectiveness of product placements in terms of stock price changes. However, this 

measure is assumed to only significantly change if the product placement is embedded 

in a blockbuster cinema movie like ȬJames Bondȭ and it is difficult to distinguish if the 

stock price has changed due to the product placement or other news.  

Lastly, this study has shown, although its limitations, that different type of 

products work better in regard to product placement and that the type of product 

placement is key in achieving brand awareness, positive attitude change and increased 

purchase intention. For marketers it is vital to carefully examine the target group and 

determine the objective of the product placement. At last, the type of the product 

placement has to be selected taking into consideration the theoretical information 

depicted in this study to achieve valuable returns from the investment in product 

placement. 

6. References 

Aaker, D. (1972). A Measure of Brand Acceptance. Journal Of Marketing Research, 9(2), 

160. http://dx.doi.org/10.2307/3149949  

Abercrombie & Fitch,. (2011). Abercrombie & Fitch proposes a win-win situation. 

Abercrombie & Fitch. Retrieved 24 March 2016, from 

http://www.abercrombie.com/anf/investors/ investorrelations.html  

Alba, J., & Chattopadhyay, A. (1986). Salience Effects in Brand Recall. Journal Of 



 
 

 

100 
Felix Dietrich 
 

 

Marketing Research, 23(4), 363. http://dx.doi.org/10.2307/3151812  

Alta ¤ȟ $Ȣȟ Ǫ vÚÔÕÎÃȟ (Ȣ ɉςπρσɊȢ An Empirical Analysis of Television Commercial Ratings 

in Alternative Competitive Environments Using Multinomial Logit Model. 

European Journal Of Business And Economics, 11(6), 40. 

Alwitt, L., & Prabhaker, P. (2016). Functional and Belief Dimensions of Attitudes to 

Television Advertising: Implications for Copytesting. Journal Of Advertising 

Research, 32(5), 30-42. 

Anderson, E., Fornell, C., & Mazvancheryl, S. (2004). Customer Satisfaction and 

Shareholder Value. Journal Of Marketing, 68(4), 172-185. 

http://dx.doi.org/10.1509/jmkg.68.4.172.42723  

Anderson, M. (2011). !ÂÅÒÃÒÏÍÂÉÅ ÁÓËÓ Ȱ4ÈÅ 3ÉÔÕÁÔÉÏÎȱ ÔÏ ÓÈÏÐ ÅÌÓÅ×ÈÅÒÅ. Washington 

Examiner. Retrieved 24 March 2016, from 

http://washingtonexaminer.com/entertainment/ 2011/08/abercrombie -

askssituation- shop-elsewhere 

Auty, S., & Lewis, C. (2004). Exploring children's choice: The reminder effect of product 

placement. Psychology And Marketing, 21(9), 697-713. 

http://d x.doi.org/10.1002/mar.20025  

Axelrod, J. (1963). Induced moods and attitudes toward products. Journal Of 

Advertising Research, 3(2), 19-24. 

Babin, B., & Babin, L. (1996). Effects of moral cognitions and consumer emotions on 

shoplifting intentions. Psychology And Marketing, 13(8), 785-802. 

http://dx.doi.org/10.1002/(sici)1520 -6793(199612)13:8<785::aid-



 
 

 

101 
Felix Dietrich 
 

 

mar5>3.0.co;2-b 

Babin, L. (1996). Advertising via the Box Office. Journal Of Promotion Management, 3(1-

2), 31-52. http://dx.doi.org/10.1300/j057v03n01_03  

Baddeley, A. (1997). Human memory. Hove, East Sussex: Psychology Press. 

Balasubramanian, S., Karrh, J., & Patwardhan, H. (2006). Audience Response to Product 

Placements: An Integrative Framework and Future Research Agenda. Journal Of 

Advertising, 35(3), 115-141. http://dx.doi.org/10.2753/joa0091 -3367350308 

Bandura, A., Grusec, J., & Menlove, F. (1966). Observational Learning as a Function of 

Symbolization and Incentive Set. Child Development, 37(3), 499. 

http://dx.doi.org/10.2307/1126674  

Barber, B., & Odean, T. (2008). All That Glitters: The Effect of Attention and News on 

the Buying Behavior of Individual and Institutional Investors. Rev. Financ. Stud., 

21(2), 785-818. http://dx.doi.org/10.1093/rfs/hhm079  

Batra, R., & Ahtola, O. (1991). Measuring the hedonic and utilitarian sources of 

consumer attitudes. Marketing Letters, 2(2), 159-170. 

http://dx.doi.org/10.1007/bf00436035  

Baumeister, R. (2002). Yielding to Temptation: Self-Control Failure, Impulsive 

Purchasing, and Consumer Behavior. J CONSUM RES, 28(4), 670-676. 

http://dx.doi.org/10.1086/338209  

Baumeister, R., Heatherton, T., & Tice, D. (1994). Losing control. San Diego: Academic 

Press. 



 
 

 

102 
Felix Dietrich 
 

 

Baumeister, R., Muraven, M., & Tice, D. (2000). Ego Depletion: A Resource Model of 

Volition, Self-Regulation, and Controlled Processing. Social Cognition, 18(2), 130-

150. http://dx.doi.org/10.1521/soco.2000.18.2.130 

Bearden, W., Netemeyer, R., & Teel, J. (1989). Measurement of Consumer Susceptibility 

to Interpersonal Influence. J CONSUM RES, 15(4), 473. 

http://dx.doi.org/10. 1086/209186  

Bettman, J. (1979). Memory Factors in Consumer Choice: A Review. Journal Of 

Marketing, 43(2), 37. http://dx.doi.org/10.2307/1250740  

Bhatnagar, N., Aksoy, L., & Malkoc, S. (2004). Embedding brands within media content: 

The impact of message, media, and consumer characteristics on placement 

efficacy. The Psychology Of Entertainment Media, 99-115. 

Brennan, I., & Babin, L. (2004). Brand Placement Recognition. Journal Of Promotion 

Management, 10(1-2), 185-202. http://dx.doi.org/10.1300/j057v10n01_13  

Brennan, I., Dubas, K., & Babin, L. (1999). The influence of product-placement type and 

exposure time on product-placement recognition. International Journal Of 

Advertising, (18), 323-337. 

Brennan, S., Rosenberger, P., & Hementera, V. (2004). Product Placements in Movies: 

An Australian Consumer Perspective on their Ethicality and Acceptability. 

Marketing Bulletin, 15(1), 1-16. 

Bressoud, E., Lehu, J., & Russell, C. (2010). The Product Well Placed. Journal Of 

Advertising Research, 50(4), 374-385. 

http://dx.do i.org/10.2501/s0021849910091622  



 
 

 

103 
Felix Dietrich 
 

 

Bronner, F., & Neijens, P. (2006). Audience experiences of media context and embedded 

advertising: a comparison of eight media. Media. International Journal Of Market 

Research, 48(1), 81. 

Brunel University, L. (2013). Chi-square test in SPSS + interpretation. YouTube. 

Retrieved 6 June 2016, from https://www.youtube.com/watch?v=wfIfEWMJY3s 

Burkowski, S., & Ugras, Y. (1998). Business Students and Ethics: A Meta-analysis. Journal 

Of Business Ethics, 17(11), 1117-1127. 

Cacioppo, J., & Petty, R. (1984). The elaboration likelihood model of persuasion. 

Advances In Consumer Research, 11(1), 673-675. 

Capentier, F., Yu, H., Butner, R., Chen, L., Hong, S., & Park, D. (2001). Dimensions of the 

entertainment experience factors in the enjoyment of action, comedy, and horror 

films. In Broadcasting Education Association 46th Annual Convention. Las Vegas. 

Carrier, J., & Manfredi, J. (2010). Building Consumer Trust through Best Practice 

Marketing (1st ed.). International Chamber of Commerce. 

Chambers, J. (2005). The sponsored avatar: examining the present reality and future 

possibilities of advertising in digital games. Presentation, Digital Games Research 

Association Conference (DiGRA). 

Chan, F. (2012). Product placement and its effectiveness: A systematic review and 

propositions for future research. The Marketing Review, 12(1). 

http://dx.doi.org/10.1362/146934712x13286274424271  

Chang, S., Newell, J., & Salmon, C. (2009). Product placement in entertainment media: 

proposing business process models. Int. J. Adv., 28(5), 0. 



 
 

 

104 
Felix Dietrich 
 

 

http://dx.doi.org/10.2501/s0265048709200904  

Chapman, R., McCrary, J., & Chapman, J. (1978). Short-term memory: the "storage" 

component of human brain responses predicts recall. Science, 202(4373), 1211-

1214. http://dx.doi.org/10.1126/science.725596  

Cholinski, A. (2012). The Effectiveness of Product Placement: A Field Quasi-

experiment. IJMS, 4(5). http://dx.doi.org/10.5539/ijms.v4n5p14  

Chonko, L., & Hunt, S. (1985). Ethics and marketing management: An empirical 

examination. Journal Of Business Research, 13(4), 339-359. 

http://dx.doi.org/10.1016/0148-2963(85)90006-2 

Chung, S., & Szymanski, K. (2016). Effects of brand name exposure on brand choices: 

An implicit memory perspective. Advances In Consumer Research, 24, 288-294. 

Coulter, K. (1998). The Effects of Affective Responses to Media Context on Advertising 

Evaluations. Journal Of Advertising, 27(4), 41-51. 

http://dx.doi.org/10.1080/00913367.1998.10673568  

Cowley, E., & Barron, C. (2008). When Product Placement Goes Wrong: The Effects of 

Program Liking and Placement Prominence. Journal Of Advertising, 37(1), 89-98. 

http://dx.doi.org/10.2753/joa0091 -3367370107 

Crowdfunding Association, U. (2015). What is crowdfunding? | UKCFA. Ukcfa.org.uk. 

Retrieved 31 May 2016, from http://www.ukcfa.org.uk/what -is-crowdfunding 

Cummings, W. & King, M. (2016). 2 Broke Girls (TV Series 2011ɀ ). IMDb. Retrieved 18 

May 2016, from 

http://www.imdb.com/title/tt1845307/releaseinfo?ref_=tt_dt_dt  

http://dx.doi.org/10.5539/ijms.v4n5p14
http://dx.doi.org/10.2753/joa0091-3367370107
http://www.ukcfa.org.uk/what-is-crowdfunding
http://www.imdb.com/title/tt1845307/releaseinfo?ref_=tt_dt_dt


 
 

 

105 
Felix Dietrich 
 

 

Cummings, W. & King, M. (2016). 2 Broke Girls (TV Series 2011ɀ ). IMDb. Retrieved 18 

May 2016, from http://www.imdb.com/title/tt1845307/?ref_=fn_al_tt_1   

Cunningham, T., Hall, A., & Young, C. (2006). The Advertising Magnifier Effect: An MTV 

Study. Journal Of Advertising Research, 46(4), 369-380. 

http://dx.doi.org/10.2501/s0021849906060454  

D'Astous, A., & Seguin, N. (1999). Consumer reactions to product placement strategies 

in television sponsorship. European Journal Of Marketing, 33(9/10), 896 -910. 

http://dx.doi.org/10.1108/03090569910285832  

D'Astous, A., & Chartier, F. (2000). A Study of Factors Affecting Consumer Evaluations 

and Memory of Product Placements in Movies. Journal Of Current Issues & Research 

In Advertising, 22(2), 31-40. 

http://dx.doi.org/10.1080/10641734.2000.10505106  

Dawson, L. (1992). Will Feminization Change the Ethics of the Sales Profession. Journal 

Of Personal Selling And Sales Management, 12 (Winter), 21-32. 

de Gregorio, F., & Sung, Y. (2010). Understanding Attitudes Toward and Behaviors in 

Response to Product Placement. Journal Of Advertising, 39(1), 83-96. 

http://dx.doi.org/10.2753/ joa0091-3367390106 

De Mooj, M. (2016). Convergence and Divergence in Consumer Behaviour: Implications 

for Global Advertising. International Journal Of Advertising, 22(2), 183-202. 

De Pelsmacker, P., Geuens, M., & Anckaert, P. (2002). Media Context and Advertising 

Effectiveness: The Role of Context Appreciation and Context/Ad Similarity. 

Journal Of Advertising, 31(2), 49-61. 

http://www.imdb.com/title/tt1845307/?ref_=fn_al_tt_1


 
 

 

106 
Felix Dietrich 
 

 

http://dx.doi.org/10.1080/00913367.2002.10673666  

Delorme, D., & Reid, L. (1999). Moviegoers' Experiences and Interpretations of Brands 

in Films Revisited. Journal Of Advertising, 28(2), 71-95. 

http://dx.doi.org/10.1080/00913367.1999.10673584  

Dens, N., De Pelsmacker, P., Wouters, M., & Purnawirawan,, N. (2012). Do You Like 

What You Recognize? Journal Of Advertising, 41(3), 35-54. 

Devlin, M., & Combs, J. (2011). From Apple to Omega: an analysis of brand placement 

in 2010 top-earning films. Journal Of Global Scholars Of Marketing Science, 25(1), 

75-90. http://dx.doi.org/10.1080/21639159.2014.980037  

Diehl, S., Terlutter, R., & Müller, B. (2008). "The Influence of Culture on Responses to 

ÔÈÅ 'ÌÏÂÅ $ÉÍÅÎÓÉÏÎ ÏÆ 0ÅÒÆÏÒÍÁÎÃÅ /ÒÉÅÎÔÁÔÉÏÎ ÉÎ !ÄÖÅÒÔÉÓÉÎÇ -ÅÓÓÁÇÅÓȰ 

Results From the U.S., Germany, France, Spain, and Thailand. Advances In 

Consumer Research - Association For Consumer Research, 35, 269-275. 

Duke, C. (1995). Exploratory comparisons of alternative memory measures for brand 

name. Psychology And Marketing, 12(1), 19-36. 

http://dx.doi.org/10.1002/mar.4220120103  

Duke, C., & Carlson, L. (1993). A Conceptual Approach to Alternative Memory Measures 

for Advertising Effectiveness. Journal Of Current Issues & Research In Advertising, 

15(2), 1-14. http://dx.doi.org/10.1080/10641734.1993.10505000  

Dutka, E., & Reed, J. (1998). Show Business: Plugging Away in Hollywood. TIME.com. 

Retrieved 24 March 2016, from 

http://content.time.com/time/magazine/article/0,9171,956646,00.html  



 
 

 

107 
Felix Dietrich 
 

 

Eisend, M. (2009). A Cross-Cultural Generalizability Study of Consumers' Acceptance 

of Product Placements in Movies. Journal Of Current Issues & Research In 

Advertising, 31(1), 15-25. http://dx.doi.org/10.1080/10641734.2009.10505254  

Erickson, G., & Jacobson, R. (1992). Gaining Comparative Advantage Through 

Discretionary Expenditures: The Returns to R&D and Advertising. Management 

Science, 38(9), 1264-1279. http://dx.doi.org/10.1287/mnsc.38.9.1264  

Evans, J. (2003). In two minds: dual-process accounts of reasoning. Trends In Cognitive 

Sciences, 7(10), 454-459. http://dx.doi.org/10.1016/j.tics.2003.08.012  

Evrard, Y., Pras, B., Roux, E., Desmet, P., Dussaix, A., & Lilien, G. (2003). Market. Paris: 

Dunod. 

Ewing, M. (2013). The Good News About Television: Attitudes Aren't Getting Worse. 

Journal Of Advertising Research, 53(1), 83-89. http://dx.doi.org/10.2501/jar -53-

1-083-089 

Feltham, T., & Arnold, S. (1994). Program Involvement and Ad/Program Consistency 

as Moderators of Program Context Effects. Journal Of Consumer Psychology, 3(1), 

51-77. http://dx.doi.org/10.1207/s15327663jcp0301_03  

Fennis, B., Janssen, L., & Vohs, K. (2009). Acts of Benevolence: A Limited-Resource 

Account of Compliance with Charitable Requests. J Consum Res, 35(6), 906-924. 

http://dx.doi.org/10.1086/593291  

Fontaine, I. (2002). Impact persuasif du role accorde aux marques au sein de supports 

non publicitaires: le cas du placement de marques dans les films. Presentation, 

0ÒÏÃÅÅÄÉÎÇÓ ÏÆ ÔÈÅ ρψÔÈ #ÏÎÇÒÅÓ ÄÅ Ìȭ!ÓÓÏÃÉÁÔÉÏÎ &ÒÁÎÃÁÉÓÅ ÄÕ -ÁÒËÅÔÉÎÇȟ ,ÉÌÌÅȟ 



 
 

 

108 
Felix Dietrich 
 

 

23-24 May, 177-200. 

Forgas, J., & Moylan, S. (1987). After the Movies: Transient Mood and Social Judgments. 

Personality And Social Psychology Bulletin, 13(4), 467-477. 

http://dx.doi.org/10.1177/0146167287134004  

Fornell, C., Mithas, S., Morgeson, F., & Krishnan, M. (2006). Customer Satisfaction and 

Stock Prices: High Returns, Low Risk. Journal Of Marketing, 70(1), 3-14. 

http://dx.doi.org/10.1509/jmkg.2006.70.1.3  

Frieder, L., & Zittrain, J. (2007). Spam Works: Evidence from Stock Touts and 

Corresponding Market Activity. SSRN Electronic Journal, Paper No. 135. 

http://dx.doi.org/10.2139/ssrn.920553  

Fritzsche, D. (1988). An Examination of Marketing Ethics: Role of the Decision Maker, 

Consequences of the Decision, Management Position, and Sex of the Respondent. 

Journal Of Macromarketing, 8(2), 29-39. 

http://dx.doi.org/10.1177/027614678800800205 

Galician, M. (2004). Product Placement in the 21st Century. Journal Of Promotion 

Management, 10(1-2), 241-258. http://dx.doi.org/10.1300/j057v10n01_21  

Galician, M., & Bourdeau, P. (2004). The Evolution of Product Placements in Hollywood 

Cinema. Journal Of Promotion Management, 10(1-2), 15-36. 

http://dx.doi.org/10.1300/j057v10n01_03  

Galloway, J., & Sutherland, M. (2016). Role of advertising: Persuasion or agenda 

setting?. Journal Of Advertising Research, 21(5), 25-29. 

Gardner, M. (1985). Mood States and Consumer Behavior: A Critical Review. J CONSUM 

http://dx.doi.org/10.2139/ssrn.920553


 
 

 

109 
Felix Dietrich 
 

 

RES, 12(3), 281. http://dx.doi.org/10.1086/208516  

Geiger, S., & Newhagen, J. (1993). Revealing the Black Box: Information Processing and 

Media Effects. J Communication, 43(4), 42-50. http://dx.doi.org/10.1111/j.1460 -

2466.1993.tb01303.x 

Gillespie, B., Joireman, J., & Muehling, D. (2012). The Moderating Effect of Ego Depletion 

on Viewer Brand Recognition and Brand Attitudes Following Exposure to Subtle 

Versus Blatant Product Placements in Television Programs. Journal Of Advertising, 

41(2), 55-66. http://dx.doi.org/10.2753/joa0091 -3367410204 

Given, L. (2008). The Sage encyclopedia of qualitative research methods. Los Angeles, 

Calif.: Sage Publications.  

Godin, S. (1999). Permission marketing. New York: Simon & Schuster. 

Goldberg, M., & Gorn, G. (1987). Happy and Sad TV Programs: How They Affect 

Reactions to Commercials. J CONSUM RES, 14(3), 387. 

http://dx.doi.org/10.1086/20 9122 

Govani, S. (1999). Product placement in movies: is it really so bad?. Christian Science 

Monitor, 91(52), 11. 

Graf, P., & Mandler, G. (1984). Activation makes words more accessible, but not 

necessarily more retrievable. Journal Of Verbal Learning And Verbal Behavior, 

23(5), 553-568. http://dx.doi.org/10.1016/s0022 -5371(84)90346-3 

Graf, P., Mandler, G., & Haden, P. (1982). Simulating amnesic symptoms in normal 

subjects. Science, 218(4578), 1243-1244. 

http://dx.doi.org/10.1126/science.7146909  

http://dx.doi.org/10.2753/joa0091-3367410204


 
 

 

110 
Felix Dietrich 
 

 

Greitemeyer, T., Fischer, P., Frey, D., & Schulz-Hardt, S. (2008). Biased assimilation: the 

role of source position. European Journal Of Social Psychology, 39(1), 22-39. 

http://dx.doi.org/10.1002/ejsp.497  

Grigorovici, D., & Constantin, C. (2004). Experiencing Interactive Advertising beyond 

Rich Media. Journal Of Interactive Advertising, 5(1), 22-36. 

http://dx.doi.org/10.1080/15252019.2004.10722091  

Gruca, T., & Rego, L. (2005). Customer Satisfaction, Cash Flow, and Shareholder Value. 

Journal Of Marketing, 69(3), 1-130. http://dx.doi.org/10.1509/jmkg.69.3.1.66358  

Grullon, G., Kanatas, G., & Weston, J. (2004). Advertising, Breadth of Ownership, and 

Liquidity. The Review Of Financial Studies, 17(2), 439-461. 

http://dx.doi.org/10.2139/ssrn.304240  

Gunther, A., Bolt, D., Borzekowski, D., Liebhart, J., & Dillard, J. (2006). Presumed 

Influence on Peer Norms: How Mass Media Indirectly Affect Adolescent Smoking. 

J Communication, 56(1), 52-68. http://dx.doi.org/10.1111/j.1460 -

2466.2006.00002.x 

Gupta, P., & Gould, S. (1997). Consumers' Perceptions of the Ethics and Acceptability of 

Product Placements in Movies: Product Category and Individual Differences. 

Journal Of Current Issues & Research In Advertising, 19(1), 37-50. 

http://dx.doi.org/10.1080/10641734.1997.10505056  

Gupta, P., & Lord, K. (1998). Product Placement in Movies: The Effect of Prominence 

and Mode on Audience Recall. Journal Of Current Issues & Research In Advertising, 

20(1), 47-59. http://dx.doi.org/10.1080/10641734.1998.10505076  



 
 

 

111 
Felix Dietrich 
 

 

Gurevitch, L. (2010). The Cinemas of Transactions: The Exchangeable Currency of the 

Digital Attraction. Television & New Media, 11(5), 367-385. 

http://dx.doi.org/10.1177/1527476410361726  

H S, K., Chakravarti, D., Aaker, D., & Biel, A. (1993). Brand equity & advertising (pp. 213-

231). Hillsdale, N.J.: Lawrence Erlbaum Associates. 

Ha, L., & McCann, K. (2008). An integrated model of advertising clutter in offline and 

online media. Int. J. Adv., 27(4), 569. 

http://dx.doi.org/10.2501/s0265048708080153  

Heath, R. (2001). Low involvement processing - a new model of brand communication. 

Journal Of Marketing Communications, 7(1), 27-33. 

http://dx.doi.org/10.1080/13527260123019  

Heatherton, T., & Baumeister, R. (1996). Self-Regulation Failure: Past, Present, and 

Future. Psychological Inquiry, 7(1), 90-98. 

http://dx.doi.org/10.1207/s15327965pli0701_20  

Hegarty, W., & Sims, H. (1978). Some determinants of unethical decision behavior: An 

experiment. Journal Of Applied Psychology, 63(4), 451-457. 

http://dx.doi.org/10.1037/0021-9010.63.4.451 

Hofstede, G. (1991). Cultures and organizations. London: McGraw-Hill. 

Hofstede, G. (2001). Culture's consequences. Thousand Oaks, Calif.: Sage Publications. 

Homer, P. (2009). Product Placements. Journal Of Advertising, 38(3), 21-32. 

http://dx.doi.org/10.2753/joa0091 -3367380302 

http://dx.doi.org/10.1207/s15327965pli0701_20


 
 

 

112 
Felix Dietrich 
 

 

Hong, S., Wang, Y., & De Los Santos, G. (2008). The Effective Product Placement: Finding 

Appropriate Methods and Contexts for Higher Brand Salience. Journal Of 

Promotion Management, 14(1-2), 103-120. 

http://dx.doi.org/10.1080/10496490802492457  

Informa Telecoms and Media Group. (2006). Desperate and lost. Mobile 

Communications International, September, 134. 

Jacoby, L., & Dallas, M. (1981). On the relationship between autobiographical memory 

and perceptual learning. Journal Of Experimental Psychology: General, 110(3), 306-

340. http://dx.doi.org/10.1037/0096 -3445.110.3.306 

Jacoby, L., & Witherspoon, D. (1982). Remembering without awareness. Canadian 

Journal Of Psychology/Revue Canadienne De Psychologie, 36(2), 300-324. 

http://dx.doi.org/10.1037/h0080638  

Jain, P., & Wu, J. (2000). Truth in Mutual Fund Advertising: Evidence on Future 

Performance and Fund Flows. The Journal Of Finance, 55(2), 937-958. 

http://dx.doi.org/10.1111/0022 -1082.00232 

Johannes, A. (2006). Live from the Forum: Branded Entertainment on the Rise. Promo. 

Retrieved 24 March 2016, from http://promomagazine.com/news/liveforum_ 

branded_ ent_042006/ 

Johnstone, E., & Dodd, C. (2000). Placements as mediators of brand salience within a 

UK cinema audience. Journal Of Marketing Communications, 6(3), 141-158. 

http://dx.doi.org/10.1080/13527260050118649  

Jolibert, A., & Didellon-Carsana, L. (2000). La mesure non hierarchique de la structure 



 
 

 

113 
Felix Dietrich 
 

 

memorielle des connaissances. Decisions Marketing, 21, 89-97. 

Jusufovic-Karisik, V. (2014). 20 Years of Research on Product Placement in Movie, 

Television and Video Game Media. Journal Of Economic And Social Studies, 4(2), 

98-108. http://dx.doi.org/10.14706/jecoss114210  

Kamleitner, B., & Khair Jyote, A. (2013). How using versus showing interaction between 

characters and products boosts product placement effectiveness. Int. J. Adv., 32(4), 

633. http://dx.doi.org/10.2501/ija -32-4-633-653 

Karniouchina, E., Uslay, C., & Erenburg, G. (2011). Do Marketing Media Have Life 

Cycles? The Case of Product Placement in Movies. Journal Of Marketing, 75(3), 27-

48. http://dx.doi.org/10.1509/jmkg.75.3.27  

Karrh, J. (1994). Effects of brand placement in motion pictures (pp. 90-96). Athens, GA: 

Conference of the American Academy of Advertising. 

Karrh, J. (1995). Brand placements in feature films: the practitioners view. Waco, TX: 

American Academy of Advertising. 

Karrh, J. (1998). Brand Placement: A Review. Journal Of Current Issues & Research In 

Advertising, 20(2), 31-49. http://dx.doi.org/10.1080/10641734.1998.10505081  

Karrh, J., McKee, K., & McKee, C. (2003). Practitioners' evolving views on product 

placement effectiveness. Journal Of Advertising Research, 43(2), 138-149. 

http://dx.doi.org/10.2501/jar -43-2-138-149 

Kennedy, J. (1971). How program environment affects TV commercials. Journal Of 

Advertising Research, 11(1), 33-38. 



 
 

 

114 
Felix Dietrich 
 

 

Kent, R., & Allen, C. (1994). Competitive Interference Effects in Consumer Memory for 

Advertising: The Role of Brand Familiarity. Journal Of Marketing, 58(3), 97. 

http://dx.doi.org/10.2307/1252313  

Krishnan, H., & Shapiro, S. (1996). Comparing implicit and explicit memory for brand 

names from advertisements. Journal Of Experimental Psychology: Applied, 2(2), 

147-163. http://dx.doi.org/10.1037/1076 -898x.2.2.147 

Krugman, H. (1965). The Impact of Television Advertising: Learning Without 
Involvement. Public Opinion Quarterly, 29(3), 349. http://dx.doi.org/10.1086/267335  
Lacoste brand 'seeking Anders Breivik clothes ban' - BBC News. (2011). BBC News. 

Retrieved 24 March 2016, from http://www.bbc.co.uk/news/world -europe-

14853021 

Law, S., & Braun, K. (2000). I'll have what she's having: Gauging the impact of product 

placements on viewers. Psychology And Marketing, 17(12), 1059-1075. 

http://dx.doi.org/10.1002/1520 -6793(200012)17:12<1059::aid-

mar3>3.0.co;2-v 

Lehu, J. (2008). Branded Entertainment: Product Placement & Brand Strategy in the 

Entertainment Business. Branded Entertainment: Product Placement & Brand 

Strategy in the Entertainment Business. London and Philadelphia: Kogan Page 

2007. 266 pp. Journal Of Consumer Marketing, 25(1), 66-67. 

http://dx.doi.org/10.1108/07363760810845444  

Lehu, J., & Bressoud, E. (2009). Recall of Brand Placement in Movies: Interactions 

between Prominence and Plot Connection in Real Conditions of Exposure. 

Recherche Et Applications En Marketing (English Edition), 24(1), 7-26. 

http://dx.doi.org/10.1177/205157070902400102  



 
 

 

115 
Felix Dietrich 
 

 

Lewicki, P. (1986). Nonconscious social information processing. Orlando: Academic 

Press. 

LoPiccolo, P. (2004). Gaming: 2010. Computer Graphics World, 27(8), 6-8. 

Lord, K., & Putrevu, S. (1998). Communicating in Print: A Comparison of Consumer 

Responses to Different Promotional Formats. Journal Of Current Issues & Research 

In Advertising, 20(2), 1-18. 

http://dx.doi.org/10.1080/10641734.1998.10505079  

Luo, X. (2005). How Does Shopping With Others Influence Impulsive Purchasing?. 

Journal Of Consumer Psychology, 15(4), 288-294. 

http://dx.doi.org/10.1207/s15327663jcp1504_3  

Mackie, D., & Asuncion, A. (1990). On-line and memory-based modification of attitudes: 

Determinants of message recall and attitude change correspondence. Journal Of 

Personality And Social Psychology, 59(1), 5-16. http://dx.doi.org/10.1037/0022 -

3514.59.1.5 

Mandese, J. (2006). When Product Placement Goes Too Far. Broadcasting and Cable. 

Retrieved 24 March 2016, from http://www.broadcastingcable.com/article/ 

102250-When_Product_Placement_Goes_Too_Far.php 

Matthes, J., Schemer, C., & Wirth, W. (2007). More than meets the eye: investigating the 

hidden impact of brand placements in television magazines. International Journal 

Of Advertising, 26(4), 447-503. 

Mayer, R., & Moreno, R. (1998). A split-attention effect in multimedia learning: 

Evidence for dual processing systems in working memory. Journal Of Educational 



 
 

 

116 
Felix Dietrich 
 

 

Psychology, 90(2), 312-320. http://dx.doi.org/10.1037/0022 -0663.90.2.312 

McAlister, L., Srinivasan, R., & Kim, M. (2007). Advertising, Research and Development, 

and Systematic Risk of the Firm. Journal Of Marketing, 71(1), 35-48. 

http://dx.doi.org/10.1509/jmkg.71.1.35  

McCarty, J. (2004). Product placement: The nature of the practice and potential 

avenues of inquiry. The Psychology Of Entertainment Media, 45-61. 

McDonnell, J., & Drennan, J. (2010). Virtual Product Placement as a New Approach to 

Measure Effectiveness of Placements. Journal Of Promotion Management, 16(1-2), 

25-38. http://dx.doi.org/10.1080/10496490903571365  

McGaugh, J. (1966). Time-Dependent Processes in Memory Storage. Science, 

153(3742), 1351-1358. http://dx.doi.org/10.1126/science.153.3742.1351 

McKechnie, S., & Zhou, J. (2003). Product placement in movies: A comparison of Chinese 

and American consumer attitudes. International Journal Of Advertising, 22(3), 

349-374. 

McLeod, S. (2008). Likert Scale | Simply Psychology. Simplypsychology.org. Retrieved 31 

May 2016, from http://www.simplypsychology.org/likert -scale.html 

 

Media, P. (2005). Product placement spending in media 2005: History, analysis & 

forecast, 1974 to 2009. 

Mehrabian, A., & Russell, J. (1974). An approach to environmental psychology. 

Miller, S., & Berry, L. (2016). Brand salience versus brand image: Two theories of 

http://www.simplypsychology.org/likert-scale.html


 
 

 

117 
Felix Dietrich 
 

 

advertising effectiveness. Journal Of Advertising Research, 38(5), 77-82. 

Miller, S., & Georgiou, P. (2016). Advertising accountability: 10 years of advertising 

tracking in the rent-a-car business. In ARF Advertising and Brand Tracking 

Workshop (p. 3). New York City: Advertising Research Foundation. 

Molesworth, M. (2006). Real brands in imaginary worlds: investigating players' 

experiences of brand placement in digital games. Journal Of Consumer Behaviour, 

5(4), 355-366. http://dx.doi.org/10.1002/cb.186  

Moschis, G. & Churchill, G. (1978). Consumer Socialization: A Theoretical and Empirical 

Analysis. Journal Of Marketing Research, 15(4), 599. 

http://dx.doi.org/10.2307/3150629   

Motion Picture Association of America,. (2007). U.S. Movie Attendance Study. Motion 

Picture Association of America. 

.ÅÂÅÎÚÁÈÌȟ )Ȣȟ Ǫ 3ÅÃÕÎÄÁȟ %Ȣ ɉρωωσɊȢ #ÏÎÓÕÍÅÒÓȭ ÁÔÔÉÔÕÄÅÓ ÔÏ×ÁÒÄ ÐÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔ ÉÎ 

movie. International Journal Of Advertising, 12, 1-11. 

Nelson, M., & Devanathan, N. (2006). Brand placements Bollywood style. Journal Of 

Consumer Behaviour, 5(3), 211-221. http://dx.doi.org/10.1002/cb.173  

Nelson, M., Yaros, R., & Keum, H. (2006). Examining the Influence of Telepresence on 

Spectator and Player Processing of Real and Fictitious Brands in a Computer 

Game. Journal Of Advertising, 35(4), 87-99. http://dx.doi.org/10.2753/joa0091 -

3367350406 

Newell, J., Salmon, C., & Chang, S. (2006). The hidden history of product placement. 

Washington, DC: Broadcast Education Association. 

http://dx.doi.org/10.1002/cb.186
http://dx.doi.org/10.2307/3150629


 
 

 

118 
Felix Dietrich 
 

 

Nicovich, S. (2005). The Effect of Involvement on Ad Judgment in a Video Game 

Environment. Journal Of Interactive Advertising, 6(1), 29-39. 

http://dx.doi.org/10.1080/15252019.2005.10722105  

Noguti, V., & Russell, C. (2014). Normative Influences on Product Placement Effects: 

Alcohol Brands in Television Series and the Influence of Presumed Influence. 

Journal Of Advertising, 43(1), 46-62. 

http://dx.doi.org/10.1080/00913367.2013.810557  

Nord, W., & Peter, J. (1980). A Behavior Modification Perspective on Marketing. Journal 

Of Marketing, 44(2), 36. http://dx.doi.org/10.2307/1249975  

Nunlee, M., Smith, D., & Katz, M. (2012). Negative Product Placement: An Evolving 

Theory of Product Disparagement and Unfair Competition. Journal Of Marketing 

Development And Competitiveness, 6(2). 

Oaten, M., & Cheng, K. (2005). Academic Examination Stress Impairs Self-Control. 

Journal Of Social And Clinical Psychology, 24(2), 254-279. 

http://dx.doi.org/10.1521/jscp.24.2.254.62276  

Okazaki, S., Mueller, B., & Taylor, C. (2010). Global Consumer Culture Positioning: 

Testing Perceptions of Soft-Sell and Hard-Sell Advertising Appeals Between U.S. 

and Japanese Consumers. Journal Of International Marketing, 18(2), 20-34. 

http://dx.doi.org/10. 1509/jimk.18.2.20 

Oliver, B. (1986). The latest screen stars. Journal Of Marketing, March, 38-39. 

Paek, H., & Gunther, A. (2007). How Peer Proximity Moderates Indirect Media Influence 

on Adolescent Smoking. Communication Research, 34(4), 407-432. 



 
 

 

119 
Felix Dietrich 
 

 

http://dx .doi.org/10.1177/0093650207302785  

Paivio, A. (1978). A dual coding approach to perception and cognition, in H.I. Pick and E. 

Saltzman. Modes of perceiving and processing information (pp. 39-51). Hillsdale, 

New Jersey, USA: Lawrence Erlbaum Associates. 

Park, D., & Berger, B. (2010). Brand Placement in Movies: The Effect of Film Genre on 

Viewer Recognition. Journal Of Promotion Management, 16(4), 428-444. 

http://dx.doi.org/10.1080/10496491003591261  

Pavelchak, M., Antil, J., & Munch, J. (1988). The Super Bowl: An Investigation into the 

Relationship Among Program Context, Emotional Experience, and Ad Recall. J 

CONSUM RES, 15(3), 360. http://dx.doi.org/10.1086/209172  

Peterson, R., Beltramini, R., & Kozmetsky, G. (1991). Concerns of college students 

regarding business ethics: A replication. J Bus Ethics, 10(10), 733-738. 

http://dx.doi.org/10.1007/bf00705707 

Quinn, P. (2015). PQ Media: Double-Digit Surge in Product Placement Spend in 2014 

Fuels Higher Global Branded Entertainment Growth As Media Integrations & 

Consumer Events Combo for $73.3B. PRWeb. Retrieved 23 March 2016, from 

http://www.prweb.com/releases/2015/02/prweb12487911.htm  

Rao, R., & Bharadwaj, N. (2008). Marketing Initiatives, Expected Cash Flows, and 

Shareholders'Wealth. Journal Of Marketing, 72(1), 16-26. 

http://dx.doi.org/10.1509/jmkg.72.1.16  

Redker, C., Gibson, B., & Zimmerman, I. (2013). Liking of Movie Genre Alters the 

Effectiveness of Background Product Placements. Basic And Applied Social 

http://dx.doi.org/10.1086/209172


 
 

 

120 
Felix Dietrich 
 

 

Psychology, 35(3), 249-255. http://dx.doi.org/10.1080/01973533.2013.785400  

Ringold, D. (2005). Vulnerability in the Marketplace: Concepts, Caveats, and Possible 

Solutions. Journal Of Macromarketing, 25(2), 202-214. 

http://dx.doi.org /10.1177/0276146705281094  

Rolandelli, D., Wright, J., Huston, A., & Eakins, D. (1991). Children's auditory and visual 

processing of narrated and nonnarrated television programming. Journal Of 

Experimental Child Psychology, 51(1), 90-122. http://dx.doi.org/10.1016/0022 -

0965(91)90078-7 

Rosengren, S. (2008). Publicity vs. Advertising in a Cluttered Environment: Effects on 

Attention and Brand Identification. Journal Of Current Issues & Research In 

Advertising, 30(2), 27-35. http://dx.doi.org/1 0.1080/10641734.2008.10505245 

Rumbo, J. (2002). Consumer resistance in a world of advertising clutter: The case of 

Adbusters. Psychology And Marketing, 19(2), 127-148. 

http://dx.doi.org/10.1002/mar.10006  

Russell, C. (1998). Toward a framework of product placement: Theoretical 

propositions. Advances In Consumer Research, 25, 357-362. 

Russell, C. (2002). Investigating the Effectiveness of Product Placements in Television 

Shows: The Role of Modality and Plot Connection Congruence on Brand Memory 

and Attitude. J Consum Res, 29(3), 306-318. http://dx.doi.org/10.1086/344432  

Russell, C., Norman, A., & Heckler, S. (2004). The Consumption of Television 

Programming: Development and Validation of the Connectedness Scale. J Consum 

Res, 31(1), 150-161. http://dx.doi.org/10.1086/383431  

http://dx.doi.org/10.1086/344432


 
 

 

121 
Felix Dietrich 
 

 

Russell, C., & Belch, M. (2005). A Managerial Investigation into the Product Placement 

Industry. Journal Of Advertising Research, 45(01), 73. 

http://dx.doi.org/10.1017/s0021849905050038  

Rust, R., Ambler, T., Carpenter, G., Kumar, V., & Srivastava, R. (2004). Measuring 

Marketing Productivity: Current Knowledge and Future Directions. Journal Of 

Marketing, 68(4), 76-89. http://dx.doi.org/10.1509/jmkg.68.4.76.42721  

Sapolsky, B., & Kinney, L. (1994). You oughta be in pictures: Product placements in the 

top grossing films of 1991. In Conference of the American Academy of Advertising 

(p. 89). Athens, GA: American Academy of Advertising. 

Sawyer, A. (2006). Possible psychological processes underlying the effectiveness of 

brand placements. International Journal Of Advertising, 25(1), 110-112. 

Schacter, D. (1987). Implicit memory: History and current status. Journal Of 

Experimental Psychology: Learning, Memory, And Cognition, 13(3), 501-518. 

http://dx .doi.org/10.1037/0278 -7393.13.3.501 

Schmeichel, B., Vohs K., & Baumeister, R. (2003). Intellectual performance and ego 

depletion: Role of the self in logical reasoning and other information processing. 

Journal Of Personality And Social Psychology, 85(1), 33-46. 

http://dx.doi.org/10.1037/0022 -3514.85.1.33 

Schneider, L., & Cornwell, T. (2005). Cashing in on crashes via brand placement in 

computer games: The effects of experience and flow on memory. International 

Journal Of Advertising: The Quarterly Review Of Marketing Communications, 24, 

321-343. 



 
 

 

122 
Felix Dietrich 
 

 

Schumacher, P., & Helmig, B. (2007). The effect of executional variables of product 

placement on conscious and non-conscious brand processing and its 

consequences on brand evaluation. In European Marketing Academy Conference. 

Reykjavik. 

Segrave, K. (2004). Product placement in Hollywood films. Jefferson, N.C.: McFarland. 

Shapiro, S., & Krishnan, H. (2001). Memory-Based Measures for Assessing Advertising 

Effects: A Comparison of Explicit and Implicit Memory Effects. Journal Of 

Advertising, 30(3), 1-13. http://dx.doi.org/10.1080/00913367.2001.10673641  

Shavitt, S., Haefner, J., & Lowrey, P. (2016). Public Attitudes Toward Advertising: More 

Favorable Than You Might Think. Journal Of Advertising Research, 38(4), 7-22. 

Shears, P. (2014). Product Placement: The UK and the New Rules. Journal Of Promotion 

Management, 20(1), 59-81. http://dx.doi.org/10.1080/10496491.2013.802478  

Shrum, L., Law, S., & Braun-LaTour, K. (2004). The psychology of entertainment media 

(pp. 63-78). Mahwah, N.J.: Lawrence Erlbaum. 

Singh, S., & Churchill, G. (1987). Arousal and Advertising Effectiveness. Journal Of 

Advertising, 16(1), 4-40. http://dx.doi.org/10.1080/00913367.1987.10673054  

Singhapakdi, A., & Vitell, S. (1991). Analyzing the Ethical Decision Making of Sales 

Professionals. Journal Of Personal Selling And Sales Management, 11 (Fall), 1-12. 

Smit, E., van Reijmersdal, E., & Neijens, P. (2009). Today's practice of brand placement 

and the industry behind it. Int. J. Adv., 28(5), 0. 

http://dx.doi.org/10.2501/s0265048709200898  

http://dx.doi.org/10.1080/00913367.1987.10673054


 
 

 

123 
Felix Dietrich 
 

 

Soldow, G., & Principe, V. (1981). Response to commercials as a function of program 

context. Journal Of Advertising Research, 21(2), 59-65. 

Srivastava, R., Shervani, T., & Fahey, L. (1998). Market-Based Assets and Shareholder 

Value: A Framework for Analysis. Journal Of Marketing, 62(1), 2. 

http://dx.doi.org/10.2307/1251799  

Stanovich, K., & West, R. (2000). Individual differences in reasoning: Implications for 

the rationality debate?. Behavioral And Brain Sciences, 23(5), 645-665. 

http://dx.doi.org/10.1017/s0140525x00003435  

Sun, R. (2002). Duality of the mind. Mahwah, N.J.: L. Erlbaum Associates. 

Sung, Y., de Gregorio, F., & Jung, J. (2009). Non-student consumer attitudes towards 

product placement: Implications for public policy and advertisers. Int. J. Adv., 

28(2), 257. http://dx.doi.org/10.2501/s0265048709200564  

Sutherland, M., & Sylvester, A. (2000). Advertising and the mind of the consumer. St. 

Leonards, NSW: Allen & Unwin. 

Swittenberg, L. (2010). Luminosity marketing what matters now: the rise of unsolicited 

celebrity endorsement. Luminosity Marketing. Retrieved 24 March 2016, from 

http://luminositymarketing.com/blog/?p=1943  

Tan, E. (1996). Emotion and the structure of narrative film. Mahwah, N.J.: Erlbaum. 

Tellis, G. (1988). Advertising Exposure, Loyalty, and Brand Purchase: A Two-Stage 

Model of Choice. Journal Of Marketing Research, 25(2), 134. 

http://dx.doi.org/10.2307/3172645  



 
 

 

124 
Felix Dietrich 
 

 

Terlutter , R., Diehl, S., & Mueller, B. (2010). The cultural dimension of assertiveness in 

cross-cultural advertising: the perception and evaluation of assertive advertising 

appeals. Int. J. Adv., 29(3), 369. http://dx.doi.org/10.2501/s0265048710201233  

TICTACTI LTD.,. (2012). SYSTEM AND METHOD FOR AD PLACEMENT IN VIDEO GAME 

CONTENT. United States of America. 

Till, B., & Shimp, T. (1998). Endorsers in Advertising: The Case of Negative Celebrity 

Information. Journal Of Advertising, 27(1), 67-82. 

http://dx.doi.org/10.1 080/00913367.1998.10673543 

Troup, M. The captive audience: A content analysis of product placement in motion 

pictures (Master's thesis (1991). Florida State University. 

Tulving, E., Schacter, D., & Stark, H. (1982). Priming effects in word-fragment 

completion are independent of recognition memory. Journal Of Experimental 

Psychology: Learning, Memory, And Cognition, 8(4), 336-342. 

http://dx.doi.org/10.1037/0278 -7393.8.4.336 

Turcotte, S. (1995). Gimme a Bud! The feature film product placement industry (Master's 

thesis). University of Texas. 

University of Pennsylvania, W. (2010). Can You Spare a Quarter? Crowdfunding Sites 

Turn Fans into Patrons of the Arts - Knowledge@Wharton. Knowledge@Wharton. 

Retrieved 26 May 2016, from http://knowledge.wharton.upenn.edu/article/can -

you-spare-a-quarter-crowdfunding-sites-turn -fans-into-patrons-of-the-arts/  

van Reijmersdal, E. (2009). Brand Placement Prominence: Good for Memory! Bad for 

Attitudes?. Journal Of Advertising Research, 49(2), 151-153. 

http://knowledge.wharton.upenn.edu/article/can-you-spare-a-quarter-crowdfunding-sites-turn-fans-into-patrons-of-the-arts/
http://knowledge.wharton.upenn.edu/article/can-you-spare-a-quarter-crowdfunding-sites-turn-fans-into-patrons-of-the-arts/


 
 

 

125 
Felix Dietrich 
 

 

http://dx.doi.org/10.2501/s0021849909090199  

van Reijmersdal, E., Neijens, P., & Smit, E. (2007). Effects of television brand placement 

on brand image. Psychology And Marketing, 24(5), 403-420. 

http://dx.doi.org/10.1002/mar.20166  

Verne, J., & Butcher, W. (1995). Around the world in eighty days. Oxford: New York. 

Waller, L. (2013). 1 Non-Parametric - An Introduction. YouTube. Retrieved 6 June 2016, 

from https://www.youtube.com/watch?v=EHqM9SWt4E4 

Waller, L. (2013). 3 Non-Parametric - The Mann-Whitney U Test. YouTube. Retrieved 6 

June 2016, from https://www.youtube.com/watch?v=7TJQKXXtLYQ 

Wang, A. (2006). Advertising Engagement: A Driver of Message Involvement on 

Message Effects. Journal Of Advertising Research, 46(4), 355-368. 

http://dx.doi.org/10.2501/s0021849906060429  

Weeks, R., Aziz-Sultan, A., Bushara, K., Tian, B., Wessinger, C., & Dang, N. et al. (1999). A 

PET study of human auditory spatial processing. Neuroscience Letters, 262(3), 

155-158. http://dx.doi.org/10.1016/s0304 -3940(99)00062-2 

Wei, M., Fischer, E., & Main, K. (2008). An examination of the effects of activating 

persuasion knowledge on consumer response to brands engaging in covert 

marketing. Journal Of Public Policy & Marketing, 27(1), 34-44. 

Wheeler, S., Brinol, P., & Hermann, A. (2006). Resistance to persuasion as self-

regulation: Ego-depletion and its effects on attitude change processes. Journal Of 

Experimental Social Psychology, 43(1), 150-156. 

http://dx.doi.org/10.1016/j.jesp.2006.01.001  

https://www.youtube.com/watch?v=EHqM9SWt4E4
http://dx.doi.org/10.1016/j.jesp.2006.01.001


 
 

 

126 
Felix Dietrich 
 

 

White, R. (1999). Are Women More Ethical? Recent Findings on the Effects of Gender Upon 

Moral Development. Journal Of Public Administration Research And Theory, 9(3), 

459-472. http://dx.doi.org/10.1093/oxfordjournals.jpart.a024418 

Whittlesea, B., & Price, J. (2001). Implicit /explicit memory versus analytic/nonanalytic 

processing: Rethinking the mere exposure effect. Memory & Cognition, 29(2), 234-

246. http://dx.doi.org/10.3758/bf03194917  

Wiles, M., & Danielova, A. (2009). The Worth of Product Placement in Successful Films: 

An Event Study Analysis. Journal Of Marketing, 73(4), 44-63. 

http://dx.doi.org/10.1509/jmkg.73.4.44  

Williams, K., Petrosky, A., Hernandez, E., & Page Jr., R. (2011). Product placement 

effectiveness: revisited and renewed. Journal Of Management And Marketing 

Research, 1-24. 

Wilson, R., & Till, B. (2011). Product placements in movies and on Broadway: a field 

study. Int. J. Adv., 30(3), 373. http://dx.doi.org/10.2501/ija -30-3-373-398 

Woche, D. (1902), (40), 1874. 

Wyer, R., & Srull, T. (2014). Handbook of Social Cognition, Second Edition. New York: 

Psychology Press. 

Yang, M., & Roskos-Ewoldsen, D. (2007). The Effectiveness of Brand Placements in the 

Movies: Levels of Placements, Explicit and Implicit Memory, and Brand-Choice 

Behavior. J Communication, 57(3), 469-489. http://dx.doi.org/10.1111/j.1460 -

2466.2007.00353.x 

Yuspeh, S. (1979). The medium versus the message (pp. 109-138). Chicago, IL: American 



 
 

 

127 
Felix Dietrich 
 

 

Marketing Association. 

:ÁÃËȟ "Ȣ ɉςππφɊȢ 0ÒÏÄÕÃÔ ÐÌÁÃÅÍÅÎÔ ςππυȡ ×ÈÁÔ ×ÏÒËÅÄ ɉÁÎÄ ÄÉÄÎȭÔɊȢ Admap, (471), 20-

22. 

Zajonc, R. (1968). Attitudinal effects of mere exposure. Journal Of Personality And Social 

Psychology, 9(2, Pt.2), 1-27. http://dx.doi.org/10.1037/h0025848  

Zajonc, R. (2001). Mere Exposure: A Gateway to the Subliminal. Current Directions In 

Psychological Science, 10(6), 224-228. http://dx.doi.org/10.1111/1467 -

8721.00154 

Zyphur, M., Warren, C., Landis, R., & Thoresen, C. (2007). Self-Regulation and 

Performance in High-Fidelity Simulations: An Extension of Ego-Depletion 

Research. Human Performance, 20(2), 103-118. 

http://dx.do i.org/10.1080/08959280701332034  



 
 

 

128 
Felix Dietrich 
 

 

7. Appendices 

7.1 Pre-exposure questionnaire  
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7.2 After -stimulus questionnaire  
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7.3 Results pre -exposure questionnaire  
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7.4 Results experiment group  
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7.5 Results control group  
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7.6 Results distraction questions  

In this section the results of the distraction questions are presented. First, the 

results from the pre-exposure questionnaire will be shown and then the results from 

the questionnaire after the stimulus was presented. As mentioned earlier, the 

questionnaires for the control group and the experiment group are identical.  
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In this question the participants were asked to specify their taste in humor. 

Multiple selections were possible.  

 

The participants were also asked to state how important fashion is to them 

from 0 (absolutely not important) to 4 (extremely important). The average score was 

2.12. 
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Here, the participants stated that 76% (n=38) stream their favorite programs 

online instead of watching them on TV.  

 

The participants were asked to specify the length of TV programs they prefer. 

Multiple selections were possible. 

 

The participants were also asked about their favorite genres in TV programs. 

Accordingly, the most popular kind of TV programs are comedies, documentaries and 

dramas. Multiple selections were possible. 

In another question, the participants were asked to name their favorite TV 

ÃÏÍÅÄÙ ÐÒÏÇÒÁÍȢ Ȭ"ÉÇ "ÁÎÇ 4ÈÅÏÒÙȭ ÁÎÄ Ȭ&ÒÉÅÎÄÓȭ ×ÅÒÅ ÂÏÔÈ ÍÅÎÔÉÏÎÅÄ ÂÙ τ 
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participants and were therefore the most popular. They were followed by the shows 

Ȭ,ÁÓÔ 7ÅÅË 4ÏÎÉÇÈÔȭ ÁÎÄ Ȭ.Å× 'ÉÒÌȭ ×ÈÉÃÈ ×ÅÒÅ ÅÁÃÈ ÌÉÓÔÅÄ ÂÙ σ ÐÁÒÔÉÃÉÐÁÎÔÓȢ  

The following questions were distraction questions from the after-

questionnaire which was answered by both the experiment and the control group. The 

concrete data shown is taken from the experiment group (n=24).  

 

Here, it was established that the participants found with the exception of 2 

ÐÅÒÓÏÎÓ ÔÈÁÔ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ÅÐÉÓÏÄÅÓ ÈÁÖÅ Á ÇÏÏÄ ÌÅÎÇÔÈȢ  

 

4ÈÅ ÐÁÒÔÉÃÉÐÁÎÔÓ ×ÅÒÅ ÁÌÓÏ ÁÓËÅÄ ÔÏ ÒÁÔÅ ÔÈÅ ÈÕÍÏÒ ÕÓÅÄ ÉÎ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ÆÒÏÍ 

0 (hated the humor) to 4 (loved the humor). The average rating was 2.08. 
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When the participants were asked whether or not they enjoyed the episode, 

the average rating between 0 (hated it) and 4 (loved it) was 2.08. The rating for the 

control group is similar with an average of 1.88.   

 

The participants stated in another questions that 58% (n=14) of them would 

×ÁÔÃÈ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ÏÎÃÅ ÉÎ Á ×ÈÉÌÅȟ ×ÈÉÌÅ ςρϷ ɉÎЀυɊ ÎÅÖÅÒ ×ÁÎÔ ÔÏ ÓÅÅ ÉÔ ÁÇÁÉÎȢ  

 

When the participants were asked to name the streaming service they are 

using or are most likely to try, 88% (n=21) listed Netflix. 33% (n=8) chose Amazon 

Prime. Multiple selections were possible.  
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φχϷ ɉÎЀρφɊ ÏÆ ÔÈÅ ÐÁÒÔÉÃÉÐÁÎÔÓ ×ÏÕÌÄ ×ÁÔÃÈ Ȭς "ÒÏËÅ 'ÉÒÌÓȭ ÁÇÁÉÎ ÉÆ ÉÔ ÉÓ 

randomly shown on TV, whereas 17% (n=4) will continue to watch it and 17% (n=4) 

never want to see it again.  

 

The participants were also asked whether or not the characters appeal to them 

from 0 (extremely unappealing) to 4 (very appealing). The average rating was 1.67.  

7.7 SPSS records yes/no question  

 

Chi-Squared test for knowledge of term crowdfunding 
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7.8 SPSS records brand recognition  

Chi-Squared test for brand recognition of ȬKickstarterȭ  
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Chi-Squared test for brand recognition of ȬFebrezeȭ  
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Chi-Squared test for brand recognition of ȬOffice Depotȭ  
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Chi-Squared test for brand recognition of ȬiPhoneȭ  

 

 

Chi-Squared test for brand recognition of ȬÉ0ÁÄȭ 
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Chi-Squared test for brand recognition of Ȭ'ÁÍÅ ÐÈÏÎÅ ÁppÓȭ  
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Chi-Squared test for brand recognition of ȬDries Van Notenȭ  
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7.9 SPSS records Likert scores 

Mann-Whitney U test for attitude of Ȭ!ÉÒ ÆÒÅÓÈÅÎÅÒÓȭ 

 

Mann-Whitney U test for attitude of Ȭ/ÆÆÉÃÅ ÓÕÐÐÌÙ ÓÔÏÒÅȭ 
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Mann-Whitney U test for attitude of Ȭ3ÍÁÒÔÐÈÏÎÅÓȭ 

 

Mann-Whitney U test for attitude of Ȭ4ÁÂÌÅÔÓȭ 

 

Mann-7ÈÉÔÎÅÙ 5 ÔÅÓÔ ÆÏÒ ÁÔÔÉÔÕÄÅ ÏÆ Ȭ'ÁÍÅ ÐÈÏÎÅ ÁÐÐÓȭ 

 

Mann-7ÈÉÔÎÅÙ 5 ÔÅÓÔ ÆÏÒ ÁÔÔÉÔÕÄÅ ÏÆ Ȭ$ÅÓÉÇÎÅÒ ÐÁÎÔÓȭ 
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7.10 SPSS records brand salience 

Mann-7ÈÉÔÎÅÙ 5 ÔÅÓÔ ÆÏÒ ÂÒÁÎÄ ÓÁÌÉÅÎÃÅ ÏÆ Ȭ+ÉÃËÓÔÁÒÔÅÒȭ 

 

Mann-Whitney U test for brand salience of Ȭ&ÅÂÒÅÚÅȭ 

 

Mann-7ÈÉÔÎÅÙ 5 ÔÅÓÔ ÆÏÒ ÂÒÁÎÄ ÓÁÌÉÅÎÃÅ ÏÆ Ȭ/ÆÆÉÃÅ $ÅÐÏÔȭ 
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Mann-7ÈÉÔÎÅÙ 5 ÔÅÓÔ ÆÏÒ ÂÒÁÎÄ ÓÁÌÉÅÎÃÅ ÏÆ ȬÉ0ÈÏÎÅȭ 

 

Mann-7ÈÉÔÎÅÙ 5 ÔÅÓÔ ÆÏÒ ÂÒÁÎÄ ÓÁÌÉÅÎÃÅ ÏÆ ȬÉ0ÁÄȭ 

 

Mann-7ÈÉÔÎÅÙ 5 ÔÅÓÔ ÆÏÒ ÂÒÁÎÄ ÓÁÌÉÅÎÃÅ ÏÆ Ȭ'ÁÍÅ ÐÈÏÎÅ ÁÐÐÓȭ 
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Mann-7ÈÉÔÎÅÙ 5 ÔÅÓÔ ÆÏÒ ÂÒÁÎÄ ÓÁÌÉÅÎÃÅ ÏÆ Ȭ$ÒÉÅÓ ÖÁÎ .ÏÔÅÎȭ 

 


