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ABSTRACT 

This dissertation explores the psychological processes involved with the placement of 

real brands within television programming. While empirical evidence tells us that 

television images influence individuals, on the one hand, and that television programs 

contain references to specific forms of consumption, on the other hand, the psychological 

effect of specific references to brands has, to date, only been reasoned theoretically (e.g.. 

Levy 1959; McCracken 1988). Because it focuses on individuals' responses to specific 

brands placed within a popular culture text, the technique of product placement provides 

an ideal context for studying the relationship between branded products and popular 

culture elements. 

Drawing from the psychology literature, I propose that the effectiveness of product 

placements varies depending on the specifics of the placement. Based on a Tripartite 

Typology of Product Placement, I make predictions regarding the processing and 

persuasive impact of each type and combination of placements. This conceptual 

framework was tested through a newly developed methodology called "the theatre 

methodology," which used a videotaped original screenplay as the setting for the 

presentation of stimuli. 

As predicted, the number of modalities and the degree of plot connection were shown 

to significantly improve memory. The study further revealed a significant interaction 

between plot connection and modality, caused by a stronger effect of plot connection on 

the visual placements than on the auditory placements. In terms of attitude, the results 



suggest two equally persuasive but dramatically different strategies. Indeed, product 

placements that were visually placed in the background were as persuasive as placements 

that relied on both audio and visual modalities and were highly connected to the plot. 

Contributions to marketing and cognitive and social psychology theory are discussed. 
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CH. 1: OVERVIEW 

This dissertation explores the convergence of marketing efforts and popular culture, 

specifically the placement of information about commercially available products and 

services within television programming. Research from the mass communications and 

social psychology disciplines has shown that media images, and particularly television 

programming, have the ability to change audiences' perceptions, attitudes, and, to a 

certain extent, behaviors (Gerbner et al. 1980; Sanson and di Muccio 1993; Kulman and 

Akamatsu 1988; Larson 1996; O'Guinn and Shrum 1997). Further, by linking the 

concept of referent others to that of television characters, the influential power of 

television images can be explained in terms of behavioral modeling. Given the 

tremendous influential power of media images, marketers have long relied on them to 

promote their products, but the relationship between commercial products and popular 

culture has evolved from the early forms of direct program sponsorship to today's more 

subtle attempts at blending brands within mass media programming. Product placement, 

defined as the paid inclusion of a branded product within mass media programming, is 

one of the modem forms of sponsorship. By associating a product with a program, 

product placements create a linkage between the brand and the television text. In the 

consumer behavior literature, this relationship has been described in semiotic terms, but 

the psychological effect of associating products with popular culture elements on 

individuals is still unclear. 
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The objective of this dissertation is to provide a theoretically rich explanation to fill 

the gap in our knowledge of how consumers react to branded products placed in a 

culturally rich context. Specifically, this research explores the psychological processes 

involved with product placement in order to generate valid measures of the effectiveness 

of this non-traditional advertising technique. 

Drawing from the psychology literature, I propose that the effectiveness of product 

placements varies depending on the specifics of the placement. An examination of the 

content of TV shows reveals that the inclusion of the product in the show can take many 

different forms. 1 posit three types of product placement which are categorized according 

to their modality and semantic content (Russell 1998). From an information modality 

perspective, the branded product can be visually placed on the screen and/or verbally 

mentioned in the script. I define these two pure types as screen placements (only visual), 

and script placements (only auditory). Alternatively, placements also vary in terms of 

their semantic content, with some presenting no connection to the story line, and others 

becoming an integral part of the plot. This last form, referred to as plot placement, 

consists of any combination of visual and verbal components and can be conceived as the 

degree of connection between the product and the plot. 

This Tripartite Typology of Product Placement, composed of screen placement 

(visual component), script placement (audio component), and plot placement (connection 

to the plot), allows me to make specific predictions regarding the processing and 

persuasive impact of each type and combination of placements. For instance, based upon 
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Paivio's coding redundancy hypothesis (Paivio 1971), I propose that the level of 

processing of each placement will increase with the number of modalities used by the 

placement. Further, drawing from Craik and Lockhart's levels of processing view (1972) 

and from Abelson's related notion of script (1981), I propose that plot placement will 

generate stronger memory retention than pure script or screen placements because of its 

semantic cormection to the plot. Further, individual styles of processing, as assessed by 

Childers et al.'s scale (1985), determine a person's allocation of attention to visual and/or 

verbal cues, and thus are posited as a moderator of the processing of audio-visual 

material. In terms of persuasion, predictions are based upon Petty and Cacioppo's 

Elaboration Likelihood Model (1986), which suggests that the plot connection of a 

placement will determine the extent of attitude change and that the number of modalities 

of the placement will only affect non-plot placements. 

This theoretical framework is tested using a new experimental methodology, which I 

refer to as the theatre methodology. This methodology uses a videotaped original 

screenplay as the setting for the presentation of stimuli. Branded products were 

strategically placed inside a specially written 27-minute screenplay that follows the 

format of most televised situation comedies. The main motivation for using a theatrical 

setting was to provide an environment similar to existing television shows while 

increasing the level of experimental control. By writing an original script and 

videotaping several versions of the show, I was able to retain full control over the types 

of placements contained in it. In addition, the use of a specially designed screenplay 

eliminated any risks related to prior exposure, thereby maximizing the intemal validity of 



the experiments. The screenplay was designed with the specific student subject 

population in mind. This facilitated the stimulus development, particularly in terms of 

topic and format. The situation comedy genre was selected to fit the tastes of this 

undergraduate population. 

The study used a within-subjects design, in the sense that all subjects saw all brand 

placements. Each placement consisted of a different combination of intensities on the 

three dimensions: screen, script and plot, based on a 3 (Modality: Visual - Audio -

Audiovisual) X 2 (Plot: Low - High) full factorial design. The independent variables 

were the different brand placements posited in the theoretical framework. All brands 

used in this experiment were existing but non dominant brands, as determined by a top-

of-mind awareness test. Further, in order to reduce the confounds associated with the 

type of brands selected, three versions of the show were created, with different brand 

placements in each version. The three shows were identical except for the brand names 

placed within them (difTerent brands but same product categories). 

Subjects fi-om the Marketing department subject pool were scheduled to participate in 

a one-hour laboratory session. The experiment involved 2 phases, which were presented 

as two different studies. The furst part of the experiment was presented as a study to 

assess the viability of a newly developed situation comedy. In groups, the subjects 

viewed the 27-minute sitcom containing the different placements, and filled out a 

questionnaire presented under the cover of gathering their reactions to the sitcom. Then, 

a second experimenter administered a presumably unrelated questioimaire containing all 



the dependent measures (attitude towards brands, implicit memory measures, and explicit 

memory measures embedded in a larger context). In order to be able to detect the 

hypothesized effects, the measure of attitude was a differential measure (post minus pre 

attitude). Pre-test measures (attitudes toward selected brands as well as control brands) 

were collected well in advance of the experiment, using a survey completed by all 

students in the subject pool during the first week of the semester. 

The memory hypotheses were analyzed using a 3 (Modality: Visual vs. Audio vs. 

Audiovisual) X 2 (Plot: Low vs. High) full factorial model, using the SPSS GLM 

repeated measures procedure. The number of modalities was shown to significantly 

improve memory, since audiovisual placements were better remembered than single 

audio or single visual placements. In addition, after accounting for ceiling effects in the 

audio only and audiovisual conditions, the degree of plot connection was shown to 

significantly improve memory retention. Besides providing support for these two 

hypothesized main effects, the study revealed a significant interaction between plot 

connection and modality: the plot connection had a stronger effect on the visual 

placements than on the auditory placements. The hypothesized moderating effect of 

Style of Processing on memory was not significant. 

The attitude predictions were tested with the same 3 (Modality: Visual vs. Audio vs. 

Audiovisual) X 2 (Plot: Low vs. High) full factorial model using post-attitudes as 

dependent measures and pre-attitudes as covariates. The effect of plot connection and 

modality on attitude change provided mixed support for the hypotheses. In all conditions 



but those based on the visual modality alone, the high plot placements generated higher 

attitude change than the low plot placements, as predicted. However, there were 

significant but unforeseen differences in the amount of attitude change generated by the 

different plot placements based on their combination of screen and script presence. 

Specifically, plot placements that relied on both audio and visual modalities were more 

persuasive than purely auditory plot placements. Among low plot placements, interesting 

differences emerged as well. As hypothesized, low plot placements that used both screen 

(visual) and script (auditory) placement generated a significantly greater attitude change 

than the pure script placements. However, screen placements were more persuasive than 

placements combining screen and script. Additional analyses investigating possible 

reasons for the strong attitudinal effect generated by the low plot screen placements 

revealed that, unlike other placements, the low plot screen placements may have been 

processed non-consciously. 

The findings of this study follow a long tradition of cognitive psychology research 

that showed Aat memory is influenced by depth of processing such that more elaborate 

processing facilitates the subsequent recall of information. However, this research also 

extends this tradition by revealing an interaction between the amount of elaboration and 

the type of modality. Connecting the brand to the plot was also shown to enhance 

memory. This important ingredient for memory underlines the necessity for product 

placement agents and entertaiiunent marketing directors to develop a close collaboration 

with television and movie writers and producers. 
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Two equally persuasive but dramatically different strategies for product placement 

practitioners are highlighted. Indeed, product placements that were merely placed in the 

background were as persuasive as placements that relied on both audio and visual 

modalities and were highly coimected to the plot. As a result, practitioners should either 

negotiate placement deals that entail a tight integration of the brand in the plot, visual 

appearances, and mentions in the dialogue, or simply try to get the brand to visually 

appear in the background, without any auditory reference or plot connection. 

Opportunities for future research on product placement, on the persuasive 

mechanisms of different elements of a message within the framework of the ELM, and on 

the influence of popular culture on consumers are discussed. 
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CH. 2: LITERATURE REVIEW 

RELATIONSHIP BETWEEN BRANDS AND POPULAR CULTURE 

Marketers have long relied on media images to promote their products. Over the past 

60 years, the relationship between commercial products and popular culture has slowly 

evolved from the early forms of direct program sponsorship to today's more subtle 

attempts at blending brands within mass media programming. After outlining a historical 

perspective of the relationship between products and popular culture, this chapter 

synthesizes the relevant research literature for theoretical and empirical insights into the 

process of associating brands and popular culture elements. 

A Historical Perspective 

Historically, marketers' approach to using popular culture to promote their products 

was manifested in the phenomenon of sponsor-owned shows. This phenomenon started 

in the 1930s with radio programs, when consumer product manufacturers invested in the 

production of shows to reach their target audiences. It was particularly visible in the soap 

opera genre. The name soap opera actually testifies to the blending of sponsorship and 

programming that characterized the first radio serials created for women audiences in the 

1930s. Radio programs were developed directly by detergent companies, notably Procter 

and Gamble, as "tie-ins" with their products (Stem 1991). In her historical account of the 

development of 1930's radio soap operas, Lavin (1995) reviews evidence of the close 

relationship between advertising and radio programming. Specifically, she describes the 

strategies employed by Ima Phillips, creator of the first radio soap opera, to develop 



programming that would both appeal to a housewife audience and sell her sponsors' 

goods (Lavin 1995). When soaps moved to television in the 1950s, the close connection 

between programming and advertising continued. 

Throughout the 1950's, the sponsorship of television shows by product manufacturers 

involved direct control over the shows' story lines and creative design (Bamouw 1975). 

The practice of show sponsorship began to fade as advertisers realized they could better 

reach their target markets by spreading their ad budgets across many shows rather than by 

spending it all on one (Savan 1996). Recently, however, in reaction to the escalating 

advertising clutter on television and increasing advertising costs, the trend reversed and 

advertisers returned to sponsorship. However, today's forms of sponsorship are usually 

much more subtle, and the line that separates programs from advertisements are 

becoming increasingly blurry. 

Product placement is one of the modem forms of sponsorship and, as such, has been 

characterized as a type of hybrid advertisement (Balasubramanian 1994). The technique 

of product placement can be defined as the paid inclusion of a branded product within 

mass media programming. Note that the definition does not restrict product placements 

to television settings and, in fact, this practice also occurs extensively in movies (Wasko 

et al. 1993), and, though less abundantly, in radio shows, music videos, video games, 

plays, songs, and even novels (e.g., Friedman 1985). A key element of the definition is 

the paid nature of the product placements. Indeed, in most instances, the manufacturers 

pay to include their brands in progranmiing. Alternatively, and particularly if the 
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products possess a substantial financial value (such as cars or kitchen appliances), the 

manufacturers may simply provide the products free of charge. In any case, the 

commercial aspect of.these placements is definite, but not necessarily obvious to the 

viewer. 

Proof of the increased popularity of product placement is the boom of a specialized 

product placement industry. In the U.S., most product placement firms are located in the 

Hollywood area. Placement agents function as middlemen between advertisers and 

producers. After meeting with producers to promote the use of products, they become 

agents for the producers (Bohn 1986). This industry is also becoming more 

institutionalized, as demonstrated by the emergence of several professional trade 

associations composed of placement agents, studio representatives, and marketers, such 

as the Entertainment Resources and Marketing Association (ERMA) in the U.S. (Magiera 

1991) and the Entertainment Marketing Association in the U.K. (Curtis 1996), All of this 

further supports the commercial aspect of product placement. 

Despite the increasing popularity of the technique of product placement, there is 

relatively little evidence of how or even whether it works. Nonetheless, the consumer 

behavior literature provides some theoretical insight regarding how brands may gain from 

their placement in culturally rich contexts. 

Theoretical and Empirical Insights from the Consumer Behavior Literature 

Existing research on the influence of popular culture on consumer behavior can be 

captured by cultural theorist Johnson's (1986) "circuit of conununication." As outlined 



in Figure I, Johnson posits a four-stage circuit in which the production and consumption 

of cultural objects form an interlocking "chain," where each stage of the circuit is 

dependent upon all the other phases, and where transformation of meaning occurs at 

every connecting point in the circuit. Johnson's framework typifies the multiple 

paradigmatic research approaches that comprise the unique character of the consumer 

research discipline. 

To see more clearly how this applies, consider a television program. Stage One of the 

framework refers to the processes involved in producing the show. Historical analyses 

(e.g., Lavin 1995) can be used to analyze particular episodes and provide the context for 

explaining broad-gauged patterns of social, cultural, political, economic and intellectual 

behaviors. Stage Two refers to the process of symbolic meaning construction associated 

with the connection of branded products and popular culture. Semiotic research has been 

employed to understand the formation and dif[usion of products' symbolic meaning (e.g., 

Holbrook and Hirschman 1993). Stage Three focuses on the psychological processes 

involved in absorbing and using the information inherent in popular culture elements 

(e.g., O'Guinn and Shrum 1997). Stage Four addresses the integration of meaning 

derived from popular culture into individuals' private lives (e.g., Hirschman and 

Thompson 1997; Kozinets 1997; Russell and Puto 1999). 
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FIGURE 1: JOHNSON'S "CIRCUIT OF COMMUNICATION" 

Content Analyses 
Semiotics 

Historical Analyses 

Experimentation 

Phenomenology 
Depth interviews 
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In terms of the consumption of popular culture texts, the consumer behavior literature 

provides insight into several stages of Johnson's model. Associated with Stage One, the 

production of the popular text, Friedman (1985) suggests that the use of brand names in 

popular culture reflects the increased commercial content of American popular language. 

He interprets the exponential increase of the use of brand names in best selling American 

novels between the 1940s and the 1970s as a logical consequence of the fact that the 

language used in popular novels reflects the language appropriate for the times in which 

they were published (1985). Thus, Friedman's findings support a "natural" increased 

presence of brands in popular cultiu'e, one that is due merely to the desire of authors to 

provide an accurate view of the American culture of their time. Solomon and Englis 

(1994) have referred to the more deliberate process of placing real products within 

popular culture as "reality engineering," a term which, again, depicts producers' efforts to 

enhance the realism of their shows. 

Stage Two of Johnson's model refers to the process of symbolic meaning 

construction associated with the association of branded products and popular culture. 

Levy (1959) proposed that people buy products for what they mean as well as for what 

they do. This new perspective encouraged extensive research on the formation and 

diffusion of products' symbolic meaning (e.g., Hirschman 1986), and stressed the 

contribution of the media in building a product's symbolic meaning (Levy 1959; 

McCracken 1988). The association between consumable cultural entities (here a 

television program and a product) can also be referred to as a consumption constellation 

(Solomon and Englis 1994). The term defines a cluster of complementary products. 
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brands, and/or specific consumption activities that construct, signify and/or perform a 

social role (Solomon and Englis 1994). The context of the television program becomes a 

social context for the product, and the product itself adds to the social and cultural 

atmosphere of the program. For instance, highly symbolic brands, such as clothing 

brands or car manufacturers, can help construct the lifestyle of a character on a show. 

The use of status symbols such as an Armani suit in the show "Northern Exposure" 

contributes to the depiction of affluent lifestyles in the show, thus enhancing the 

verisimilitude of the characters and their lives. Similarly, the use of familiar food and 

beverage brands, such as the candy bar Twix in "Seinfeld" or Diet Coke in "Friends," do 

more than bring the characters to life: they bring the characters to credible life, by 

portraying products that the audience knows and uses. 

Empirical evidence of this process has sprung mostly from semiotics and 

structuralism. Encouraged by a seminal review article on the subject (Mick 1986), the 

move toward a semiotic perspective of consumer goods in the 1980s fostered analyses of 

popular culture texts and their portrayals of consumption. Following the first conference 

on "Marketing and Semiotics; New Directions in the Study of Signs for Sale" in 1986 

(Umiker-Sebeok 1987), several consumer behaviorists advanced semiological 

interpretations of symbolic consumer behavior in popular culture (Holbrook and 

Hirschman 1993). For example, Hirschman showed that products placed inside popular 

television series such as "Dallas" or "Dynasty" encode the ideology of consumption by 

becoming part of a story which is literally and figuratively rich in consumption imagery 

(Hirschman 1988). Similarly, but in the context of cinema, Holbrook and Grayson 
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(1986) described how both major and minor consumption symbolism were used to enrich 

the plot, theme, and character in the movie "Out of Africa." 

Despite the richness of semiotic analyses of popular culture texts and their accounts 

of the use of consumption symbolism, this approach has several limitations. First, these 

studies ignore the last two stages of Johnson's communication model. Semiotics and 

structiualism have been criticized for ignoring the fact that, in practice, the connections 

between text and society can be made only through the reader. Thus, a major assumption 

of these methods is that the meanings of messages rest in the messages themselves rather 

than in the receiver's mind (Fiske 1990). This assumption ignores Levy's (1959) initial 

emphasis on the consumer as the situs of meaning or McCracken's (1986) proposition 

that the meaning of products is ultimately transferred to individual consumers. Research 

so far has not investigated the psychological effect on individuals of associating products 

with popular culture elements. Another limitation of previous research efforts is their 

focus on product categories rather than brands. Thus, it is still unclear whether the 

analyses hold true at the level of the brand. These theoretical and empirical gaps in the 

consumer behavior literature constitute the starting point of my dissertation. In an 

attempt to uncover the psychological processes related to the placement of brands within 

media progranuning, the next section synthesizes the literature on the psychology of the 

media. 
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PSYCHOLOGICAL EVIDENCE TO UNDERSTAND MEDIA EFFECTS 

The idea that media images affect their audiences is not new. The fields of mass 

communications and social psychology have long recognized and studied the powerful 

influence of the media. What is relatively new, however, is the notion that specific 

brands may benefit from being placed within mass media programming. This section 

reviews the literature on media effects, with a focus on television, and the psychological 

evidence related to the processing of media information. 

The Influential Power of the Media 

The power of the mass media, and of television in particular, to affect changes in 

public opinion and attitudes has become an important issue in the era of modem 

communications. Numerous studies have related television prograiruning to attitudes on 

topics such as perception of crime and violence (Gerbner et al. 1980), political orientation 

(Gerbner et al. 1982), gender stereotypes (Signorielli 1989), perceptions of nutrition 

(Signorielli and Staples 1997), perceptions of affluence (O'Guinn and Shrum 1997), or 

threat of nuclear war (Kuhnan and Akamatsu 1988). 

The most widespread theory of television as a socializing agent is that of cultivation 

(Gerbner et al. 1980). Gerbner's cultivation model is based on the premise that 

television's images cultivate the dominant tendencies of our culture's beliefs, ideologies, 

and worldviews. Cultivation theory suggests that cumulative exposive to particular 

media messages is likely to encourage the audience to develop a consonant worldview. 

(Gerbner et al. 1980). Gerbner et al. have repeatedly found that "the amount of exposure 
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to television is an important indicator of the strength of its contributions to ways of 

thinking and acting" (1980, p. 10). According to cultivation theory, not only do general 

concepts of social reality develop in heavy television viewers (mainstreaming), but, if 

particularly salient to certain groups of viewers, they can also be amplified (resonance) 

(Gerbner et al. 1980). For example, Gerbner's TV Violence Profiles show a significant 

tendency for heavy viewers to overestimate the prevalence of violence in their society 

(Gerbner et al. 1977). The cultivation effect is also visible in children. For instance. 

Potts and Martinez (1994) demonstrated that television viewing patterns affect children's 

perceptions and evaluations of scientists and their activities. 

One of the major criticisms of cultivation theory is that it conceptualizes television 

exposure at a general level and does not differentiate among program types (Potter 1993; 

Rubin et al. 1988). In order to pinpoint the effects of television, several authors have 

studied similar forms of influence as proposed by Gerbner and his colleagues but at the 

level of television genres or specific programs. For instance, Kulman and Akamatsu's 

(1988) study of attitude change showed that viewing the movie "The Day After" resulted 

in an increased concern and anxiety about nuclear war, as well as an enhanced 

understanding of its effects and scope. Similarly, Larson (1996) showed that soap opera 

viewers had more positive perceptions of the roles and lifestyles of single mothers than 

non-viewers. In the field of consumer behavior, the same cultivation effect was found in 

terms of perceptions of affluence. O'Guinn and Shrum's (1997) study on consumer 

socialization through television focused on estimates of the prevalence of products and 

activities associated with affluent lifestyle. In line with cultivation theory, they compared 
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heavy and light viewers of soap operas and "LA Law" (at the time the most watched 

television series in their sample population) and, using the availability heuristic 

predictions, demonstrated that heavy viewers had a higher ease of retrieval of relevant 

examples of afQuence. Recent research by Shrum et al. (1998) provided further support 

for a heuristic processing model of television influence by showing that, when primed 

about the relationship between television viewing frequency and social reality 

perceptions, individuals reverted to systematic processing and cultivation effects 

disappeared. 

While there is a good deal of evidence to suggest that media, and particularly 

television, contribute in various ways to shaping particular cultural climates, the effects 

of television images on behavior are still unclear. For example, the literature is mixed 

regarding the behavioral effects of viewing aggressive programs on children. On the one 

hand, Sanson and di Muccio (1993) found that the levels of aggression were considerably 

higher when children played with toys after watching an aggressive cartoon, than after 

exposure to a neutral cartoon. On the other hand, a literature review by Felson (1996) 

suggests that exposure to television violence has a small effect on violent behavior but 

only for some viewers. 

The major finding from many years of research on media effects is that media 

images, and particularly television programming, have the ability to change audiences' 

perceptions, attitudes, and, to a certain extent, behaviors. 
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Underlying Causes of Influence: A Behavioral Modeling Explanation 

While it is important to recognize the effects of television images on their audiences, 

it is even more crucial to identify the underlying causes of this influential power. Again, 

the literature from mass communications and social psychology provides several 

theoretical and empirical insights into this process. 

One such explanation is related to the behavioral modeling paradigm. The modeling 

paradigm is conceptually linked to vicarious learning (Nord and Peter 1980). It assumes 

that observational learning occurs through reinforcement of imitative behavior (Bandura 

1971). Almost any behavior can be acquired, maintained or extinguished by means of a 

carefully planned social reinforcement (Zajonc 1966). Social learning theory assumes 

that modeling influences operate principally through their symbolic representations of 

modeled events which then serve as guides for appropriate performances (Bandura 1971, 

1976). For instance, the mere observation of the behavior and attitudes exhibited by 

models contributes to the social learning process. Bandura (1976) noted the ready 

applicability of social learning theory to television, films, and other visual media as 

sources of symbolic modeling. Bandura's many experiments involving children 

watching television showed that children were as likely to imitate a television model as 

they were a live one, thus demonstrating the powerful impact of television as a modeling 

agent. In the field of marketing, Nord and Peter (1980) also showed that advertising has 

made intensive use of the behavioral modeling theory by depicting positive consequences 

for the use of a product. 



It has been noted that the behavior modification is directly related to the value of the 

reinforcing agent (Bandura 1971). The strength of television models in modifying 

behavior thus lies in the relationship between television characters and viewers. In order 

to assess the nature of diis relationship, it is helpful to analyze television characters as 

referent others. The concept of reference groups was established by Festinger as the 

basis for his social comparison theory (Festinger 1954). Festinger (1954) proposed that 

individuals feel pressure to change their opinions or abilities to match that of a group to 

which they compare themselves. Though Festinger's theory accounts for individual 

behavior modification as a result of social influences, it also assimies that the referent 

other is relatively close, whether it be socially or spatially. It has been shown, however, 

that the reference group can be "secondary." In other words, it can be larger in size or 

socially, geographically, or culturally distant (Cocanougher and Bruce 1971). Influence 

is therefore not restricted to membership groups, but rather includes non-membership 

groups, such as aspiration groups (Reingen et al. 1984). 

Television characters possess all of the characteristics of aspiration groups. First, 

because of the serial form and recurrence of most television programs, television 

characters appear to live in similar time scales to their audience and exceed their textual 

existence, so that audience members can relate to them in terms of familiarity and 

identification (Fiske 1992). As individuals form habits of watching particular shows, 

programs themselves and the characters contained within them become familiar to their 

viewers. This in turn can create an affective connection between the viewer and the 

show. In fact, in the case of the soap opera genre, audience involvement is stimulated by 



the resemblance of characters to everyday people (Rubin and Perse 1987). Second, most 

media icons represent ideals to which audiences aspire. For instance, McCracken (1986) 

posited that characters from popular culture texts, such as movies or television shows, act 

as opinion-leaders, and, as such, influence the consumer and lifestyle habits of those who 

revere them. In their interpretive investigation of consumers' relationships with 

advertising and mass media, Hirschman and Thompson (1997) also found that media 

images represent inspirational goals that consumers chose to work toward. This same 

notion applies to advertising images as Richins (1991) showed that the idealized images 

of advertising generate a process of social comparison. 

By linking the concept of referent others to that of television characters, the 

influential power of television images can thus be explained in terms of behavioral 

modeling. This psychological process is the basis for considering television as a 

socialization agent (Churchill and Moschis 1979). 

The Processing of Media Information 

The literature reviewed so far establishes that media images "cultivate" individuals' 

perceptions of reality and that this influence can be explained in terms of behavioral 

modeling. In order to refine the psychological underpinnings of this influence, it is 

crucial to note that the information contained in the media varies greatly in the way it is 

presented, and thus may have different effects on audiences. In particular, the semiotic 

analyses discussed earlier revealed that references to consumption forms in popular 

culture texts vary in degrees of intensity, sometimes constituting major thematic 



elements, other times subtle allusions (see, e.g., Holbrook and Grayson 1986). Thus, it is 

necessary to understand how the characteristics of media information affect the way 

individuals process it. This last section reviews the cognitive and social psychology 

bodies of literature to identify critical factors that may determine such psychological 

processes. 

Cognitive Processes 

Media, and television in particular, are, by nature, complex and cognitively 

demanding. This complexity is due, in part, to the multiple modalities of presentation. 

Audiovisual media, like television, indeed present the information on two sensory 

channels, audio and visual (Geiger and Newhagen 1993). 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). A long tradition in cognitive 

psychology has determined that the natiu-e of the stimulus information affects the type of 

encoding in memory. Perceptual encoding refers to the "process by which the individual, 

having attended to some stimulus, interprets that stimulus" (Bettman 1979, p. 25). In his 

study of how incoming stimulus information is transformed and elaborated within the 

organism, Paivio (1971) distinguished between imaginal and verbal coding processes. 

When analyzing the recognition memory and memory storage associated with each code, 

he identified imagery as a "parallel-processing system" whereas verbal processes were 

assumed to specialize in "serial processing" (1971, p. 180). Hence, visual images and 

verbal units involve different memory codes. The most noteworthy finding from Paivio's 



research concerns the coding redundancy hypothesis, which states that "memory 

increases directly with the number of alternative memory codes available for an item" 

(Paivio 1971, p. 181). Thus, information that relies on more than one processing code 

will be remembered better than that relying on one code only. In the context of 

audiovisual media, Paivio's findings suggest that information that is presented both 

visually and auditorially would be better remembered than information that is carried in 

one modality only. 

Another implication of Paivio's research pertains to the superiority of visual over 

verbal mediators, when not simultaneously available (Paivio 1971). Paivio hypothesized 

that information in verbal mediators would be harder to retain than information in 

imagery mediators because the latter are more readily available. This fmding implies 

visual information would be more effective in terms of its mnemonic ability and 

decoding accuracy. However, according to the social learning paradigm, "most of the 

cognitive processes that regulate behavior are primarily verbal rather than visual" 

(Bandura 1971, p. 18). These differences suggest that the processing of information may 

well be a fimction of individual processing styles. 

Recent research in consumer behavior has identified individual differences in 

processing styles as a determining factor of the effectiveness of visual and verbal 

messages (for a more extensive review, see Childers, Houston and Heckler 1985). 

Childers et al.'s Style of Processing (SOP) scale can assess an individual's "preference 

and propensity to engage in a verbal and/or visual modality of processing" (1985, p. 130). 
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According to their experiments, an individual's style of processing will determine his/her 

allocation of attention to visual and/or verbal cues. Consequently, when identifying how 

individuals process media information of visual and/or verbal nature, it is essential to 

account for those individual differences. 

Another factor contributing to the complexity of media information is the multitude 

of stimuli that are presented at once. Television programming, in particular, is often 

characterized by its high level of entropy or form complexity (Condry 1989). As a result, 

attention to and comprehension of stimuli presented on television will depend on their 

degree of meaningflilness to the overall message or story. Indeed, if a stimulus is 

meaningful, it will become more integrated in a person's cognitive structure and its 

memory trace will be enhanced. For instance, cognitive psychologists studying 

children's processing of television programming have shown that central information was 

better recalled than incidental information because it is more meaningful to the show 

(e.g., Rolandelli et al. 1991). These findings highlight the role of semantic processing on 

memory. Memory is indeed influenced by depth of processing such that more elaborate, 

extensive, or varied processing facilitates the subsequent recall of information. 

According to the levels of processing view of working memory (Craik and Lockhart 

1972), stimiili are ordinarily processed through a series of stages of analysis. The more 

stages used in the analysis of any stimulus, the deeper is the processing of that stimulus. 

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. 



This levels of processing view is widely supported by empirical evidence in cognitive 

psychology. Research on levels of processing in memory has developed procedures, 

referred to as orienting tasks, that constrain the nature of a subject's processing of 

experimental stimuli. For instance, using pictures of human faces, Bower and Karlin 

(1974) showed that judgments of honesty produce better memory than do judgments 

about physical features of faces because it is seen as a semantic task. This levels effect 

was also demonstrated by ICintsch and van Dijk (1978) who showed that main ideas or 

propositions that are higher in the hierarchical structure of a written passage were better 

recalled than lower level details. Similarly, Kintsch and Keenan (1973) found that 

superordinate propositions which are more crucial to overall story comprehension, as 

opposed to propositions that are only important at a local level within the story, took 

longer to read and were better recalled. These studies show that retention and recall of 

propositions involve the extraction and encoding of abstract information, and the more 

this information is processed (because of its importance for interpreting other 

information), the greater the memory. While obtained in the context of written text, these 

findings suggest that information that is central to a television program or film should be 

better remembered than information that is less crucial to the story. 

In fact, similar evidence of the levels of processing approach was found in several 

studies of the effects of narrative structure and story on the recall of information from 

films. Roberts et al. (1996) showed that recall of implicit primary information from 

constituent parts of the narrative was better than recall of secondary explicit information 

because of the fact that its meaning depends on the story and is therefore linked to 



important information via the macrostructure. Likewise, Cowen and Lebei (1998) found 

that key actions represent the information that is best recalled in any scene because they 

are the most likely to be used when retelling the story. 

One psychological concept that has been suggested as useful to capture the 

importance of narrative structure is the notion of script (Condry 1989). First proposed by 

Schank and Abelson (1977), the construct of script refers to the cognitive structure that, 

when activated, organizes comprehension of event-based situations. The fundamental 

element in a script is an event of short duration that can be described as a vignette, and 

consists of both an image and a conceptual representation. Abelson's (1981) distinction 

between central and peripheral elements of scripts clearly ties to Craik and Lockhart's 

levels of processing view. He proposed that events in scripts differ in their centrality to 

the action flow, some being indispensable to the script and summarizing scenes 

consisting of lower level actions. Those central events of the script are better 

remembered because they constitute a meaningful sequential connection between prior 

and consequent events: in Craik and Lockhart's terms, they are processed at a deeper, 

semantic level. This conceptualization is also supported by Lehnert's (1981) work that 

showed that, when a reader is asked to summarize a story, he/she relies on a global 

structuring of memory that concentrates on central elements of the story while ignoring 

peripheral details. 

Thus, in view of the levels of processing framework and the notion of script, 

identifying the cognitive processes associated with media information requires an 



assessment of the degree to which that information contributes to the sequence of events 

in the popular culture text. Now that we have described the relationship between the 

characteristics of media information and the way it is encoded in memory, let us turn our 

attention to the effect of those stimuli characteristics on the attitudes and beliefs derived 

from the media. 

Persuasive Processes 

As discussed earlier, media images have a powerful impact on individuals' beliefs 

about the world. However, the above section highlights the fact that not all the 

information contained within the media is processed in the same way. These processing 

differences will likely affect the ability of different types of media information to alter 

individuals' attitudes. This section draws from the social psychology body of literature to 

identify ways in which the characteristics of media information may impact attitude 

change and persuasion. 

Referring back to the discussion of cultivation research and its too narrow focus on 

overall television viewing time as the predictor of television influence, the concept of 

script provides a useful level of analysis for explaining how the content of television 

influences its viewers. Television images indeed provide scripts for how individuals 

should behave in occupations, in various gender roles, and, for the consumer research 

discipline, in different consumption situations (Condry 1989). As we have seen, within 

those scripts, some pieces of information are more important than others. In terms of 

persuasion, those central events of the script, processed at a deeper, semantic level, 



clearly spawn an enhanced level of elaboration. The effects of elaboration on attitude 

change being at the core of state of the art persuasion theory, let us now turn our focus to 

that literature. 

Until the late 1970s, the literature on attitude change was both rich and contradictory. 

In the spirit of reconciling these sometimes-conflicting research findings, several social 

psychologists developed what are now known as dual process models of attitude change. 

The goal of these models was mainly to provide an integrative framework fi-om which 

past research findings could be understood as well as new predictions generated (Petty 

and Wegener 1998). Of all dual process models. Petty and Cacioppo's (1986) 

Elaboration Likelihood Model (ELM) has become increasingly popular with researchers 

over the past two decades (Eagly and Chaiken 1993). The ELM is a theory about the 

processes underlying changes in attitudes toward objects, the variables that induce these 

processes, and the strength of the attitudes resulting from these processes. It posits two 

routes through which variables have an impact on evaluation. Central route attitude 

changes refer to those that are based on relatively extensive and effortful information 

processing activity aimed at scrutinizing and uncovering the central merits of the issue. 

Peripheral route attitude changes are based on a variety of low effort attitude change 

processes. These two routes are distinguished by how motivated and able people are to 

assess the central merits of an object. The ELM recognizes that it is not possible for 

people to exert considerable mental effort in processing all the persuasive 

communications to which they are exposed (Petty and Cacioppo 1986). When 

motivation or ability to process a message is low, attitudes are more likely to be changed 
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as a result of relatively simple associations, such as classical conditioning, on-line 

inferences, or heuristics retrieved from memory. Attitudes formed via this peripheral 

route are postulated to be relatively less persistent, less resistant to change, and less 

predictive of long-term behavior than those based on the central route processes. 

These differential processes imply different predictions about the persuasive impact 

of different types of media information. This difference stems from the distinction 

between qualitative and quantitative effects along the elaboration continuum (Petty and 

Cacioppo 1986; Petty and Wegener 1998). As shown by Petty and Cacioppo (1984), 

people exposed under low involvement conditions agree with a message more if there are 

more arguments while people under high involvement conditions agree with a message 

more if the arguments were more compelling. Thus, at the low end of the elaboration 

continuum, it is the quantity of cues that affects the amount of persuasion while at the 

high end of the continuum, it is the quality of the argument that affects the amount of 

persuasion. This distinction is crucial to understanding the persuasiveness of media 

information because, as we have seen, each specific piece of information varies, not only 

in terms of the modalities of presentation it relies on but also in terms of its centrality to 

the main message. The persuasiveness of media information thus depends on both the 

centrality of a single piece of information to the main message and the number of cues 

associated with it. Based on the quality effect, information that is central to the message 

will affect persuasion more than information that is not. However, based on the quantity 

effect, if the information is not central to the message, and thus if elaboration likelihood 

is low, the number of cues will affect persuasion. 
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In this chapter, I have synthesized theoretical and empirical insights into the 

relationship between branded products and popular culture. Having identified the need 

for a better understanding of the psychological effect of associating products with popular 

culture elements on individuals, I have reviewed the literature on media effects, with a 

focus on television, and the psychological evidence related to the processing of media 

information. The next chapter organizes this evidence to specify a conceptual model of 

the psychological processes involved when brands are included within audiovisual media 

programming. 
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CH. 3: CONCEPTUAL MODEL AND HYPOTHESES 

Though the last two stages of Johnson's model are crucial to understanding the 

processes associated with the placement of branded products within popular culture 

elements, related empirical evidence in support of this conceptualization is scanty. As 

reviewed in the preceding chapter, empirical evidence tells us that television images 

influence individuals, on the one hand, and that television texts contain references to 

specific forms of consumption, on the other hand. However, the psychological effect of 

specific references to brands in popular culture has only been reasoned theoretically (e.g.. 

Levy 1959; McCracken 1986). Because it focuses on individuals' responses to specific 

brands placed within a popular culture text, the technique of product placement provides 

an ideal context for studying the relationship between branded products and popular 

culture elements. Hence, this dissertation utilizes product placements on television as a 

means of uncovering the psychological processes inherent in Stage 3 of Johnson's 

"circuit of communication" model. This chapter presents a detailed explanation of this 

relationship and proposes a conceptual model which links the characteristics of the brand 

referenced within audiovisual media programming and the psychological processes that 

lead to memory and attitude change. 

PRODUCT PLACEMENT: A THREE-DIMENSIONAL CONSTRUCT 

In order to identify the processes that underlie product placement, we must first be 

able to classify and distingmsh among types of placements. I posit three types of product 

placement, which are categorized according to their modality and relevance. For audio
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visual media, such as television and cinema, I first di£ferentiate between the forms of 

product placement based on their different information modalities. A brief examination 

of TV shows and movies reveals that placement types vary along two main dimensions: 

visual and auditory. A purely visual type of placement involves placing the brand in the 

background of a show in one of two ways: either through creative placement, which 

insinuates the brand into the film, such as with outdoor advertisements in street scenes; or 

through on-set placement, which positions the product on the film set itself, such as food 

brands placed in kitchen scenes. In the remainder of this paper, this is referred to as 

screen placement. Screen placement can have different levels, depending on the number 

of appearances on the screen, the style of camera shot on the product, and so on. 

The second dimension is auditory or verbal. This type of placement refers to the 

brand being mentioned in a dialogue. There are also varying degrees of audio placement, 

depending on the context in which the product is mentioned, the frequency with which it 

is mentioned, and the emphasis placed on the product name (tone of the voice, place in 

the dialogue, character speaking at the time, etc.). This purely verbal type I label script 

placement. 

In some cases, in addition to a visual appearance and/or a verbal mention, the product 

becomes part of the plot, taking a major place in the story line or building the persona of 

a character. This type of placement, which I call plot placement, constitutes the third 

dimension of the framework. It consists of any combination of visual and verbal 

components and can be conceived as the degree of connection between the product and 
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the plot. This dimension can have varying degrees of intensity. Plot placements actually 

lie on a continuum from "non-plot," i.e. not related to the story, to "full-plot," i.e. tightly 

connected to the story line. A mere mention of the brand combined with a brief 

appearance of the product on the screen is considered low intensity. However, in cases 

where the actor is clearly identified with the brand, e.g., James Bond with his Aston 

Martin, then his BMW Z3, or where the brand becomes a central part of the plot, e.g., the 

Kenny Rogers' Roasted Chicken episode in "Seinfeld," such cases constitute high 

intensity plot placement. Extreme cases of plot placement occur when products appear 

recurringly throughout episodes of the same show, such as the New York Yankees or J. 

Peterman in "Seinfeld." 

Figure 2 (next page) graphically illustrates this Tripartite Typology of Product 

Placement, composed of screen placement (visual component), script placement (audio 

component), and plot placement (connection to the plot). Note that to reflect the fact that 

the plot dimension is not orthogonal to the other two dimensions, it is represented by a 

dashed line. The Tripartite Typology of Product Placement permits specific predictions 

regarding the processing and persuasive impact of each type and combination of 

placements. The specifics of each dimension proposed in the firework suggest 

consequences at two levels. First, they define how a placement is cognitively processed 

and thus, whether it will be recalled. Second, they suggest different mechanisms of 

persuasion. The next two sections analyze product placements in terms of memory and 

in terms of persuasion.-
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FIGURE 2: THE TRIPARTITE TYPOLOGY OF PRODUCT PLACEMENT 
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MEMORY: DIFFERENT PROCESSING CODES FOR DIFFERENT TYPES OF PLACEMENT 

Albeit limited in number, all empirical studies of product placement to date have been 

restricted to measuring brand recall and/or recognition, two measures of explicit memory 

(Babin and Carder 1996; Gupta and Lord 1998; Steortz 1987). An inherent assumption 

of these studies is that the effectiveness of product placements is measured in terms of 

how well they are remembered. In fact, practitioners also report using memory measures, 

in the absence of other methods for assessing effectiveness (see telephone interview notes 

in Appendix). The proposed three-dimensional framework refmes the predictions by 

specifying the different memory processes associated with each type of placement. 

From an information processing perspective, script, screen, and plot placements differ 

in the type of memory processes that they invoke. Whereas script and screen placements 

can be categorized as perceptual mechanisms of encoding, plot placement relies on 

semantic processing. The difference between plot and non-plot placements can thus be 

explained in terms of a difference in stages of processing, with purely visual and/or audio 

placements yielding a mere sensory processing and plot placements yielding a more 

complex semantic processing. Thus, based on the levels of processing approach 

described in Chapter 2, pure script and screen placements should result in lesser retention 

than plot placements, because they rely merely on perceptual processing and not semantic 

processing. This proposition is captured in the first hypothesis; 

Hypothesis M-A: Plot placements will result in better memory retention than either 

screen or script placements alone. 
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We can also differentiate screen and script placements on the basis of the perceptual 

codes that they involve. As illustrated in Figure 2, pure screen placement would only call 

for visual processing, whereas pure script placement would simply require verbal 

processing. Since visual and audio dimensions call on different processing codes, 

different combinations of screen and script placement vary in effectiveness and brand 

recall. Based on Paivio's coding redundancy hypothesis, I hypothesize that the level of 

brand recall would increase with the availability of the codes. 

Hypothesis Ul-B: A placement that uses both screen and script placement will result 

in superior memory retrieval than one that uses only one of those modalities. 

Evidence for the coding redundancy hypothesis already exists in the marketing 

literature. A telephone survey conducted by Steortz (1987) found that the average recall 

was significantly higher when movie placements involved both visual and verbal product 

identification, thus supporting Hypothesis #1-B. In contrast, a recent experiment by 

Gupta and Lord did not find statistically significant differences in recall between 

audiovisual placement and purely visual placements (1998). This finding may have been 

caused by the experimental design adopted by the authors, which did not prevent ceiling 

effects on the recall measure. 

Finally, individual styles of processing, as assessed by Childers et al.'s scale (1985), 

determine a person's allocation of attention to visual and/or verbal cues, and thus will 

likely affect the processing of audio-visual material. Even though their measurement 

solely dealt with print material, I anticipate similar individual differences with audio
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visual material. For instance, a visual style of processing will lead an individual to 

allocate more attention to the visual cues, and therefore, be more aware of screen 

placement. On the other hand, script placement would receive more attention from 

viewers with a more verbal or audio style of processing. Consequently, when assessing 

the effectiveness of product placement types, it is necessary to account for individual 

differences in processing style. Evidence of the moderating effect of style of processing 

on memory leads to this next hypothesis: 

Hypothesis 2: Individual differences in style of processing moderate the effectiveness 

of the different types of product placement. In other words, individuals higher in visual 

processing will attend, more to screen placement, whereas individuals higher in audio 

processing will pay more attention to script placement. 

PERSUASION: DIFFERENT LEVELS OF ELABORATION FOR DIFFERENT TYPES OF 
PLACEMENT 

Having established a method for classifying the different types of placements and 

specified differences in how each is processed, 1 now turn my focus to the attitudinal 

impact of product placements. Although the literature to date provides no evidence of the 

persuasive impact of product placements, the proposed three-dimensional typology 

suggests different processes by which placements affect subsequent evaluations of the 

brands. As we have seen, the level of plot connection of a placement determines the 

centrality of the brand to the show and subsequently the amount of elaboration associated 

with that brand. This observation evokes Petty and Cacioppo's Elaboration Likelihood 

Model (ELM) as a suitable framework for analyzing the impact of different placements 
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on brand attitudes. Indeed, based on the definition of plot placement, it is clear that 

viewers of a particular program will elaborate more on the brands that are tied to the plot 

since they are involved in the story. Thus, the ELM supports the proposition that the 

brands will be processed differently depending on their level of connection to the plot. 

A very important,- though often times misunderstood (Petty and Wegener 1998), 

postulate of the ELM is that any one variable can have an impact on attitude change by 

more than one mechanism. Based on this postulate, 1 make the distinction between cue 

processes and argument processes and propose that brands can serve as either a cue or an 

argument depending on the elaboration conditions (see similar discussion in MacKenzie 

and Spreng 1992). Since plot connection refers to the relevance of the brand to the story 

line, the ELM clearly suggests that brands that are closely connected to the plot will serve 

as arguments, and thus be processed centrally, while brands that are not connected to the 

plot will remain cues, and thus be processed peripherally. It is important to note that the 

proposed view of the ELM is somewhat different from the way Petty and Cacioppo's 

model has been interpreted in the consumer behavior literature to date. For instance, in 

contrast to MacKenzie and Spreng's (1992) conceptualization of the brand as the 

argument and all other elements of an advertisement as cues, I propose that brands can 

serve either as arguments or cues depending on their cormection to the central message, 

which is in line with the original conceptualization of the model (Petty and Cacioppo 

1986). 
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Pure script and screen placements will thus generally be seen as cues, while plot 

placements are arguments. Consequently, placements that are connected to the plot will 

be centrally processed and thus more persuasive than those that are not, as posited by the 

following hypothesis: 

Hypothesis 3-A: Placements that are connected to the plot will be more persuasive 

(generate a greater attitude change) than placements that are not connected to the plot. 

While it is the ELM's argument quality effect that drives the central processing 

posited in Hypothesis 3-A, it is a quantity effect that drives peripheral processes. As 

reviewed in Chapter 2, at the low end of the elaboration continuum, it is the quantity of 

cues that affects the amount of persuasion. Subsequently, the number of modalities will 

affect persuasion (attitude change) when the placements are not connected to the plot 

because it corresponds to the number of cues. While the persuasiveness of low plot 

placements will increase with the number of modalities, that of high plot placements will 

not vary depending on modality, thus leading to the following hypotheses: 

Hypothesis 3-B: All high plot placements will be equally persuasive (generate 

equivalent attitude changes), regardless of their combination of screen and script 

presence. 

Hypothesis 3-C: Low plot placements that use both screen and script placements will 

be more persuasive (generate higher attitude changes) than low plot placements that use 

only one modality. 



Note that I do not make predictions regarding differences in persuasion between pure 

screen and pure script placements because of the absence of any literature about the 

relative effect of modality on persuasion. These may indeed be different but there is no 

explanation for the cause. 

The proposed model of product placement processing suggests an interesting 

relationship between memory and persuasion. Indeed, the previous discussion proposes 

that, while memory will increase with the number of modalities and the semantic content 

of the placement, persuasion will not be equally affected by these characteristics. 

Specifically, the model suggests that the number of modalities and the level of plot 

connection will have direct main effects on memory but will produce interactive effects 

on persuasion. The model thus conceptualizes a non-linear attitude-memory relationship 

that is driven by the level of plot connection of the placement. This idea is consistent 

with that of memory theorists who propose that attitudes are based on the evaluative 

implications of the argwnents recalled rather than the mere number of arguments (Keller 

1987; Lynch et al. 1988). However, it also indicates that the relationship between 

memory and attitude might be moderated by the amount of effortful processing of the 

information. Although this proposition has been advanced in the consumer research 

literature, it has not yet undergone empirical testing. This moderating effect could 

explain some of the non-significant correlations between memory measures and attitude 

measures found in the literature (e.g.. Petty and Cacioppo 1983). 
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Throughout this chapter, I have proposed a framework for analyzing the 

psychological processes associated with the technique of product placement. The review 

of the extant literature suggests that product placement should have an effect on memory 

and attitude toward the placed brands. As outlined in the conceptual model (see Figure 3, 

below), the characteristics of the product placement will affect the cognitive and the 

persuasive processes associated with it. The next chapter presents the proposed 

methodology for empirically testing the memory and attitude change predictions 

associated with each type of placement. 
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FIGURE 3: CONCEPTUAL MODEL OF THE PSYCHOLOGICAL PROCESSING OF MEDIA 
INFORMATION 
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CH. 4: METHODOLOGY 

METHOD SELECTION 

The method of choice for identifying cause and effect relationship is experimentation 

(Kazdin 1998). Experimentation is based upon the comparison of groups of subjects who 

are exposed to different conditions that are controlled by the investigator. The major 

advantage of well-designed experiments is the increase in internal validity of the 

research; by eliminating alternative explanations, the investigator is able to single out the 

major cause of a specific effect. Laboratory or true experiments provide full control over 

die experimental manipulations and rely on random assignment of subjects to those 

conditions. As such, they address issues of causality in a fully controlled environment. 

Criticisms of laboratory studies have mostly focused on their limited external validity 

(e.g., Calder, Phillips, and Tybout 1981, 1982; Lynch 1982). Indeed, experiments 

generally suffer from a lack of ready applicability to "real world" situations, because they 

rely on artificial environments, student subject populations, and, sometimes, unreal 

stimuli. Clearly, the use of true experiments forces one to compromise between the 

increased internal validity and the loss of external validity. Because the proposed study 

aims at uncovering the psychological processes associated with product placement, 

particular attention must be paid to maximizing the internal validity of the experiment. 

However, in order to increase the external validity of the experiment, the experimental 

conditions must also reproduce the characteristics of television and cinema. These 

concerns are addressed in the following section. 
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THE THEATRE METHODOLOGY 

In order to experimentally test the theoretical framework, traditional approaches 

would suggest using a quasi-experiment: finding existing TV shows with product 

placements that map on to the script, screen, and plot dimensions. This procedure would 

not only be complicated but would also threaten the internal validity of the experiment by 

introducing unwanted "noise." In order to resolve these issues and test the framework in 

true experiment conditions, I have developed a new methodology, which I refer to as the 

theatre methodology. This methodology uses a videotaped screenplay as the setting for 

the presentation of stimuli. Branded products are strategically placed inside a specially 

written original screenplay that follows the format of most televised situation comedies. 

The main motivation for using a theatrical setting is to increase the level of 

experimental control while providing an environment similar to existing television 

shows. Because most brand placements occur in television shows and movies, this 

experiment indeed has to be conducted in an audio-visual environment that reproduces 

most of the characteristics of television and cinema. Further, by writing my own script 

and videotaping several versions of the plays, I am able to develop and produce multiple 

"treatments" quickly and inexpensively. In addition, the use of a specially developed 

screenplay eliminates any risks related to prior exposure. For this research, the 

screenplay was designed with the specific student subject population in mind. Hence, I 

am able to better target the stimulus development, particularly in terms of topic and 

format. The situation comedy genre is selected to fit the tastes of the undergraduate 

population. 



The theatre methodology proposed provides a unique environment for the empirical 

testing of product placement forms. Indeed, by placing different brands within the same 

environment, it offers an opportunity to experimentally test messages that vary only on 

certain specified dimensions, and thus to determine cause and effect relationships rather 

than mere correlational relationships. As such, it increases the internal validity of 

laboratory experiments. In addition, though the subjects are recruited specifically to 

watch the show, they are not told that the aim is to test the brands placed within them. 

By providing a more natural exposure setting, the methodology alleviates the problems 

related to forced exposure design, which tend to push subjects to attend to the stimuli 

more than they otherwise would (see discussion in Deighton et al. 1989). 

E.XPERIMENTAL DESIGN 

The study uses a within-subjects design, in the sense that all subjects see all brand 

placements. Within-subject designs are characterized by the fact that every subject 

receives all levels of the independent variable. Thus, performance on the dependent 

variable is compared following different treatments on the same set of subjects (Ray and 

Ravizza 1985). Within-subject designs accomplish two major goals of experimentation: 

they equate groups before the presentation of the independent variable and they reduce 

within-groups variance. In addition, they increase the sensitivity of a study by decreasing 

the within-groups variance. Despite these advantages, within-subject designs also 

possess several shortcomings, all of which are associated with the fact that they rely on 

repeated measures. One such concern is the practice effect which can be positive, with 

subjects improving during the course of testing, or negative, with subjects getting bored 



(Keppel 1973). Another related difficulty with within-subject designs is the possibility of 

differential carryover effects, where earlier treatments continue to have an influence after 

a test is complete and thus affect the treatment conditions that follow (Keppel 1973). Yet 

another issue is statistical. The statistical model justifying the analyses is indeed highly 

restrictive and the data have to fit the assumptions of the model, in particular the 

sphericity assumption (Keppel 1973). Each of these issues can be addressed by carefully 

constructing the experimental procedures and by conducting the appropriate statistical 

operations during the data analysis stage. 

Each placement consists of a different combination of intensities on the three 

dimensions: screen, script and plot. In order to reduce the noise associated with each 

name, three versions of the show were created, with different brand names in each. 

Furthermore, in order to maximize differences across conditions, only two levels of each 

dimension are tested (based on the intensity of the placement). The ideal design to test 

the theoretical framework would be a full factorial 2 (Screen: Present - Absent) X 2 

(Script: Present - Absent) X 2 (Plot: Low - High). Unfortunately, the Absent - Absent -

High condition is unfeasible since a brand cannot be highly connected to the plot of a 

story unless it appears or is mentioned in the show. Therefore I decided to use the 

alternative full factorial design of 3 (Modality: Visual - Audio - Audiovisual) X 2 (Plot: 

Low - High). Each cell contains one brand, thus resulting in a total of 6 brands placed 

within the show. In addition to these conditions, a control group is also tested, consisting 

of brands that did not appear in the show. 



Three versions of the show were created, with different brand placements in each 

version. The three shows are identical except for the brand names placed within them. 

Each version contains different brands but from the same product categories. For 

example, in one play, a character is drinking a 7-Up, while, in the other one, s/he is 

drinking a Sprite. Allowing the product categories to remain stable across play versions 

and merely changing brand names preserves a high degree of similarity between all three 

versions, thus reducing the potential confounds due to the nature of the story and 

enhancing the internal validity of the experiment. 

INDEPENDENT VARIABLES 

Stimulus Development 

The independent variables are the different brand placements posited in the 

theoretical framework. All brands used in this experiment are existing but non dominant 

brands. These brands were pre-tested to ensure that they possessed equivalent levels of 

familiarity within the population of interest. In a top-of-mind awareness test, the retrieval 

sets were evaluated for each product category used in the show (see Pre-Tests #1 in 

Appendix 1). To avoid part-category cuing inhibiting effects (see Alba and 

Chattopadhyay 1985), only the product class served as a cue for the recall test. For 

example, in the pre-test, subjects were asked to recall all known brands of soft drink. 

From these data, three medium-salience brands (about 50% of subjects included it in their 

retrieval set) were selected from each category to serve as independent variables in the 

core of the study (Alba and Chattopadhyay 1986) (see Pre-Tests #1-Results in Appendix 

2). These sets of brands were further tested to ensure that all brands possessed equivalent 



levels of familiarity within the population of interest (see Pre-Tests #2 in Appendices 3 

and 4). Each version of the show contains one of those three brands. 

Product categories were selected to provide brands that are related to the target 

population but are also similar in their level of symbolism (for an extensive review of 

product symbolism, see Solomon 1983). Highly symbolic products were avoided 

because the social meaning they tend to carry could have been confounded with the plot 

dimension of the framework (Russell 1998). Rather, categories such as beverage, coffee, 

and candy which present a lower but equivalent level of symbolism and have previously 

been used in memory experiments in the marketing discipline (Alba and Chattopadhyay 

1985,1986) were preferred. 

In order to reduce memory interference across brands, only brands from different 

product categories are used in the show (Baumgardner et al. 1983). Indeed, in the 

context of advertising, Baumgardner et al. (1983) found that brand evaluations 

deteriorated much more rapidly when brand ads appeared in the context of messages for 

12 other brands in the same product class rather than in the context of message for 12 

dissimilar products. Similarly, Burke and Srull (1988) found that competitive advertising 

or even advertising for other products offered by the same manufacturer inhibited 

consumers' ability to remember advertised brand information, because of hindered 

retrieval from memory. Thus, to reduce the inhibiting effects of part-category cuing, 

each brand placement was selected from separate product categories (Rimdus 1973). 

This reduced the nimiber of additional cues for subsequent brand name retrievals and 



limited the potential contamination of the results by previous exposure to the product 

category (Alba and Chattopadhyay 1985,1986). 

Further, since Gardner (1983) showed that prominence of an attribute in an ad 

increased recall of that attribute and reduced recall of other attributes, the product 

placements never appeared simultaneously. The product categories were also selected 

with the plot of the screenplay in mind so that they could easily be incorporated into the 

story line. 

Operationalization and Stimulus Development 

In line with the external validity, the screenplay was developed to exactly match the 

format of existing situation comedies. The plot is a classical (Stem 1994) miniature (27 

minute) linear progression with a beginning, middle, and end. The story is set in an 

advertising agency and stages the conflict between two female executives fighting over 

an account. In the first act, Joanna and her "low-budgets" departmental staff are handed 

down an unpromising ice cream account by Joanna's long time rival, Sheryl. The second 

act unfolds with the arrival of Joanna's young French intem who, while occupying most 

of Joanna's two male subordinates' feats, also inspires the idea for a very racy television 

campaign for the ice cream, which ends up gaining the support of Mr. Straus, the ice 

cream shop owner. The final act witnesses the "return" of Sheryl who, having noticed 

the potential of the clever campaign, seduces Mr. Straus to convince him to sign his 

account over to her. To the great surprise of her staff, Joanna decides to fight back and 



blackmails Mr. Straus with threats of exposing compromising footage of his behavior 

during the shoot of his commercial. 

Each placement consists of a different combination of modalities and plot connection 

according to the 3 (Modality: Visual - Audio - Audiovisual) X 2 (Plot: Low - High) 

design. The modalities were operationalized as follows: the visual brands appeared on 

the screen for approximately 5 seconds, the audio brands were mentioned twice in the 

dialogue, and the audiovisual brands both appeared on the screen and were mentioned in 

the dialogue. The plot connection was operationalized as the degree of connection 

between the product and the story line, similarly to previous experimental work on the 

importance of certain scenes in films with regards to the story line (Roberts et al 1996; 

Cowen and Lebel 1998). The three high-plot brands were tightly integrated to the story 

as the script was initially developed and thus became a central component of the plot. 

For instance, coffee is used to reveal the power relationships among the characters in 

terms of who chooses the brand, makes it, drinks it, brings it to someone else, and so 

forth. Similarly, ice cream is used as the object of conflict between the two main 

characters. Finally, soda is used to mark Joanna's transformation to a "cut-throat" 

executive in the final act. In contrast, the three low-plot brands were simply added to the 

script after the story had been finalized and thus do not affect the progression of the story. 

Specifically, candy, cookies, and sandwiches were placed in scenes where they did not 

add to the structure of the story but merely serve as tangential elements to the scenes. 

Each placement was rated on each dimension by three trained independent judges to 

ensure that placements were identical on each of the experimental dimensions. 
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The play was pre-tested in a live "staged reading" so that the placement 

manipulations could be checked and the soundness of the script could be assessed before 

entering the full-blown production stage. Findings from this pilot study are discussed at 

length in the next chapter. Once the screenplay was finalized, semi professional actors 

were recruited from the Master's of Fine Arts program at the University of Arizona and 

contact was established with a local video production company for the videotaping and 

editing of the final tapes. Four 2-hour rehearsal sessions were conducted prior to the 10-

hour shoot. A total of 6 hours of film were produced, from which the final shots were 

selected and the final tapes digitally edited. In order to mimic existing television shows, 

a laugh track was inserted at the editing stage. Editing of the final tapes took a total of 26 

hours. The final product consists of three 27-minute programs, exactly similar except for 

the brands that appear in them. 

DEPENDENT MEASURES 

Two types of memory measures are used, an implicit measure (evoked set for product 

category, i.e., conceptual priming) and an explicit measure (recognition). Recall is not 

used as a memory measure because of related floor effects (discussed further in the pilot 

study section. Chapter 4). 

In his model of consumer information processing of television advertisements, Webb 

(1979) noted the complexity of the television environment. In addition, based on 

Krugman's (1965) work, he justified his use of memory measures, or first order level of 

responses, as dependent variables by the fact that 2*^ order levels of responses, such as 
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attitudes or purchase intentions, would occur only after the cognitive structure of viewers 

has been altered, and thus only through repetition. He further argued that these effects 

are rarely found in laboratory studies that feature a single exposure to advertisements. 

However, it is important to note that Webb's measures of attitudes were only post-

measures. Had he used differential attitude measures in a pre-post test design, he may 

have been able to detect the hypothesized effects. Thus, in this study, the measure of 

attitude is a differential measure. 

In order to mask the real purpose of the experiment, filler items are placed throughout 

the questionnaire. The filler items are pre-tested familiar brand names and included 

brands that are verbally or visually comparable to those presented in the show. 

PROCEDURES 

Subjects are recruited from the Marketing department subject pool. The subjects are 

scheduled to participate in a one-hour laboratory session. The experiment involves 2 

phases, which are presented to subjects as two different studies. To mask the connection 

between the phases, two different experimental assistants are used. This is similar to the 

method used by Forgas and Bower (1987) and Batra and Stayman (1990) and is verified 

in the questionnaires by asking the subjects what they thought the purposes of each study 

were and whether they thought the two were connected. 

The first part of the experiment is presented as a study to assess the viability of a 

newly developed situation comedy. In groups of approximately 30, the subjects view the 

27-minute sitcom containing the different placements, and fill out a questionnaire 
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presented under the cover of gathering their reactions to the sitcom. This first 

questionnaire contains the following measures (full questionnaire is in Appendix 6): 

1- Cognitive response measure (to assess their thoughts during the show and to 

check whether they mention having seen any placements) 

2- Involvement (as a manipulation check and potential covariate) 

3- Attitude towards the show (as a manipulation check and potential covariate) 

4- Attitude towards each actor 

5- A few open-ended questions to justify the cover story 

6- Total # of hours of TV watched per week 

7- Attitude towards television 

8- Demographic measures 

Then, the subjects are turned over to a second experimenter who administers a 

presumably unrelated questionnaire containing all the dependent measures. In order to be 

able to detect the hypothesized effects, the measure of attitude is a differential measure 

(post-pre attitude). This second questionnaire contains the following measures in the 

following order (full questionnaire is in Appendix 7): 

1- Evoked sets for several product categories (similar to pre-tests), as a means of 

assessing implicit memory 

2- Attitude scales for several brands (including the 6 brands of interest) 

3- True purpose of experiment (to determine suspicion) 
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Following this second survey, the first experimenter returns to the room, claiming that he 

has forgotten to administer the second part of his survey. This final questionnaire 

contains the last set of measures in the following order (full questionnaire is in Appendix 

8): 

1- Recognition test for brands 

2- Attitude toward the practice of product placement 

3- Manipulation check; degree of plot connection for each tested brand 

Pre-test measures (attitudes toward selected brands as well as control brands) were 

collected prior to the experiment, using a pen and paper survey completed by all 

Introductory Marketing students during the first week of class. 
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CH. 5: DATA ANALYSIS 

RESULTS FROM PILOT STUDY 

The theatre methodology and the experimental design were pretested in a pilot study. 

This section highlights the results and the lessons learned from that experience. 

Procedures 

In the Fall of 1998, two "staged readings" were performed live in front of two 

undergraduate classes who were then asked to comment on their experience. Actors were 

recruited from two senior level theatre arts classes and were compensated with lunch and 

a copy of the videotaped performance. A stage and rows of seats for the audience were 

set up in a large multi-purpose room of the business school. The stage setting was 

depicted as the break room of an advertising agency, and props were used to make the 

setting realistic and the use of real products appropriate. Specifically, a microwave oven, 

a refrigerator, a coffeepot and a TV-VCR cart were included on the set. 

Students from two Introductory Marketing classes were invited to attend a 

performance of the play at the beginning of one of their classes. The performance was 

presented as the pilot of a new television sitcom, and the students in the audience were 

told that, because they were part of the targeted age group for the sitcom (20-25 year 

olds), their reactions and feedback were sought to improve the script. 

As described in Chapter 4, the design was a full 3X2 factorial design: 3 (Modality: 

Visual / Audio / Audiovisual) X 2 (Plot: Low / High). In this pilot study, each cell 



68 

consisted of two brands, thus resulting in a total of 12 brands placed within the play. Due 

to the large number of brands, the script (audio) manipulations were operationalized with 

one mention of the brand only. Because this pilot study was designed only to check the 

manipulations, only one version of the script was used. The brands were selected using 

the procedure outlined in Chapter 4. 

Following the performance, the students retiimed to the classroom and completed a 5-

page survey containing measures of involvement, attitude towards the show, recall, and 

recognition in addition to demographic measures and several open-ended questions about 

their experience (see Appendix 5). Because the main objective of this pilot study was to 

validate the manipulations, only explicit memory measures were administered, namely 

recall and recognition. 

Sample Information 

The original data consisted of a total of 107 cases, 55 subjects who saw the first 

performance, and 52 who saw the second. The subjects were between the ages of 19 and 

49, with a mean age of 22.99. The sample was composed of 56 females and 51 males. 

Reactions to the New Methodology 

In his discussion of dramatistic performances, Deighton (1992) notes two major 

sources of failure, incompetence and deception. Given that the objective of the theatre 

methodology is to provide a good dramatistic performance, each of these sources of 

failure must be eluninated. This pilot study was designed specifically to ensure that the 

performance eliminated these two threats. Incompetence is manifested by the 



performance's failed achievement of its goal. It can result from bad skills, boring or dull 

show, unexciting event, or uninvolved audience. Deception is characterized by the 

revelation of a plagiarized script, discovered shills, or a faked outcome (Deighton 1992). 

Results from the post-performance survey and several post-performance focus groups 

with members of the audience provide strong support for the internal and external 

validity of the experiment. While a vast majority of subjects were overwhelmingly 

positive about the theatrical experience, none guessed the true purpose of the experiment. 

The mean attitude towards the show was positive and significantly non-neutral (5.32 on a 

7-point scale, significantly different than the middle point 4, p<.000l). The mean 

involvement was also positive and significantly non-neutral (4.85 on a 7-point scale, 

significantly different than the middle point 4, p<.000l). In addition, the data analysis 

revealed that audience members found the experience to be similar to that of watching a 

television sitcom (see Table I). For instance, 57.55% answered 5 or above to a question 

asking how real vs. f^e the experience of watching the play was (on a 7-point scale). 

Similarly, 47.17% thought the experience to be more usual than not (answering 3 or less 

on a 7-point usual - unusual semantic differential scale). These results support the fact 

that performance avoided the threat of incompetence, since the audience was very 

involved and perceived the actors as talented (see table below), as well as the threat of 

deception, since they felt the experience was real, and the plot believable. 
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TABLE 1: REACTIONS TO SHOW • PILOT STUDY 

N Mean (SD) 

The story was similar to regular TV sitcom stories 107 3.8785* (.9488) 

I would watch this sitcom on TV 107 2.9907 (1.0324) 

The plot was believable 107 3.7477* (.8698) 

This sitcom has a lot of potential 107 3.2710* (.9273) 

The actors were talented 107 3.5701* (.9123) 

* = significantly non neutral (*3, mid-scale point) 
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Pilot Study: Lessons Learned 

Before discussing the results of the pilot study, there are many lessons learned from 

the experience of the pilot study. In particular, I detected two uncontrollable (and 

somewhat unanticipated) circumstances, which compromise the validity of certain data. 

Both are linked to the live nature of the performance. Because of the setting for the 

performance, much of the audience was not able to view the entire stage, thus minimizing 

the effects of several screen placements. In addition, the actors' performance styles 

hindered the plot dimension of some placements. By de-emphasizing some plot 

placements and over-emphasizing some non-plot placements, the actors changed the way 

the placements were actually delivered. Though these problems are easily resolved in the 

main study by videotaping the performance in studios and ensuring that the delivery of 

the performance is exactly as planned, these circumstances seriously limited the strength 

of the manipulation checks conducted in the pilot study. 

In light of the aforementioned problems associated with the manipulations, I decided 

to re-organize the brands for analysis purposes to account for the changes the actors made 

(i.e. reclassify the originally non-plot brands that the actors over-emphasized as plot 

placements) and re-ran the analyses (see Table 2). This reorganized design indeed 

provided the support needed for the manipulations, as discussed in the following section. 



TABLE 2 

ORIGINAL EXPERIMENTAL DESIGN (FOR PILOT STUDY) 

Low Plot 

Brands 

High Plot 

Brands 
Audio Milky Way Breyers 

Claudia Schiffer Sony 

Visual Sprite Little Caesar's 
Vogue CK Jeans 

Audiovisual Chips Ahoy Yuban 
Swatch Subway 

REORGANIZED EXPERIMENTAL DESIGN (FOR PILOT STUDY) 

Low Plot High Plot 

Brands Brands 

Audio Milky Way Breyers 

Visual Sprite Little Caesar's 

Audiovisual Yuban Subway 



Pilot Study Results 

Because the nature of the task required subjects to be able to recognize American 

brands, I eliminated the memory data from all foreign students (N=ll). This process 

reduced the sample size to 96. 

The recall and recognition data were analyzed using a 3 (Modality: Audio vs. Visual 

vs. Audiovisual) X 2 (Plot; Low vs. High) full factorial model, using the SPSS GLM 

repeated measures procedure. Since each factor was a within-subject factor, certain 

assumptions first needed to be made regarding the variance-covariance matrix of the 

dependent variables. The validity of the F statistic used in the univariate approach can be 

assured only if the variance-covariance matrix is circular in form (Huynh and Mandeville 

1979). To test this assiunption, Mauchly's test of sphericity was used, which performs a 

test of sphericity on the variance-covariance matrix of an orthonormalized transformed 

dependent variable. The test was not significant for the recall measures, but it was highly 

significant for the recognition measures, thus supporting the assumption of sphericity. 

The recall results showed significant main effects of plot, F(l, 75) = 112.21, p<.0001, 

and modality, F(2, 150) = 45.85, p<.0001, qualified by a significant interaction between 

plot and modality, F(2, 150) = 5.42, p=.005. The recognition results followed the same 

pattern with significant main effects of plot, F(l, 83) = 114.19, p<.000l, and modality, 

F(2, 166) = 17.47, p<.0001, as well as a significant interaction between plot and 

modality, F(2, 166) = 4.02, p=.02. Thus, the pattern of results for explicit memory 

measures (recall and recognition) was as anticipated (see Tables 3 and 4); placements 



with a plot connection were better remembered than placements without, placements with 

both audio and visual elements were better remembered than placements with only one 

modality, and visual placements were better remembered than audio placements. The 

interaction between plot and modality was driven by the fact that the visual placements 

benefited more from a connection to the plot than the auditory placements: the difference 

between visual only and visual plot is greater than that between audio only and audio 

plot. The graph of recall and recognition scores (see Figures 4 and 5) indeed shows that 

the high plot line has a greater slope than the low plot line. This unexpected yet 

interesting finding will be discussed at length in the next chapter. 



TABLE 3: RECALL SCORES (PILOT STUDY) 

Audio 

Visual 

Audiovisual 

Low Plot 

Mean (SD) 

.062 (.243) 

.269 (.446) 

.494 (.503) 

High Plot 

Mean (SD) 

.319 (.469) 

.739 (.441) 

.802 (.400) 

FIGURE 4: RECALL SCORES (PILOT STUDY) 
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TABLE 4: RECOGNITION SCORES (PILOT STUDY) 

Low Plot High Plot 

Mean (SD) Mean (SD) 

Audio .394 0491) .649 (.480) 

Visual .414 (.495) .894 (.310) 

Audiovisual .604 (.492) .989 (.103) 

FIGURE 5: RECOGNITION SCORES (PILOT STUDY) 
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Other Lessons Learned: Adjustments To Main Study 

Results from the pilot study suggested several changes that would strengthen the 

experimental design and the dependent measures. First, it became clear that a 30-minute 

show featuring 12 brands appeared "crowded." Thus, it was decided that the niunber of 

brands would be reduced to one per cell. While having only one product category 

represent each cell creates a confound between the brand and the manipulation, this 

potential problem was lesser than that of increasing suspicion among audience members 

as to the real purpose of the study. The pilot study results also revealed that using recall 

measures created floor effects for certain conditions, and thus only recognition measures 

are used in the main study. 

In addition, as discussed previously, the "live" nature of the pilot study performance 

created several unanticipated effects that affected the nature of the stimuli. Thus, the 

delivery of the materials is more closely controlled in the main study. This was 

reinforced by conducting many rehearsals with the actors so that they would understand 

the nature of the manipulations better. 

RESULTS FROM MAIN STUDY 

Procedures 

The procedures used in the main study were the same as presented in Chapter 4 but 

with the adjustments mentioned in the foregoing pilot study section. In the Spring of 

1999, five one-hour laboratory sessions were conducted with groups of 30 to 38 students, 

who participated for class credit. Based on the procedures discussed in Chapter 4, each 



group saw one of the three versions of the show. As proposed in Chapter 4, the design 

was a full factorial design 3 (Modality: Visual - Audio - Audiovisual) X 2 (Plot: Low -

High) with a control condition consisting of brands that did not appear in the show 

(pizza). According to the findings of the pilot study, each cell was reduced to one brand 

only. An extra "visual only" condition was created by placing a brand (cereal) in the 

background of one of the scenes. This additional condition was deemed important 

because all other visual placements were used hands-on by at least one of the actors. 

This background placement would assist in discriminating among these two forms of 

potential attentional differences in the visual placements. Thus there was a total of seven 

brands placed within each show (see experimental design in Table 5). 



TABLE S: EXPERIMENTAL DESIGN (FOR MAIN STUDY) 

Low Plot Brands High Plot Brands 

Visual Candy (V) 
Version 1: Milky Way 
Version 2: Almond Joy 
Version 3: Twix 

Soda (VP) 
Version 1: Mountain Dew 
Version 2: Sprite 
Version 3: Seven Up 

Audio Cookies (A) 
Version 1: Chips Ahoy 
Version 2; Oreo 
Version 3: Keebler 

Ice Cream (AP) 
Version I: Breyers 
Version 2: Baskin Robins 
Version 3: Dreyer's 

Audiovisual Sandwiches (AV) 
Version 1: Subway 
Version 2: Wendy's 
Version 3: Carl's Jr. 

Coffee (AVP) 
Version 1: Yuban 
Version 2: Maxwell 
Version 3: HillsBros 

Additional conditions: 1- Control: Pizza (Little Caesar's, Papa John, Black Jack) 

2- Background visual: Cereal Version 1: Froot Loops 

Version 2: Rice Krispies 

Version 3: Lucky Charms 



Sample Characteristics 

The original data consisted of a total of 161 cases, comprised of 69 for version 1, 38 

version 2, and 53 version 3. The subjects were between the ages of 18 and 48, with a 

mean age of22.93. The sample included 86 females and 74 males. 

As with the pilot study, data were removed for all subjects for whom English was not 

the first language (N=31) as well as those who were clearly suspicious of the real purpose 

of the experiment (N=30). Suspicion was determined by conservatively interpreting the 

answers to a set of 3 questions, asked at the end of the 2"** survey (before the 1®' 

experimenter came back to the room). The first two were open-ended questions asking 

what they thought the purposes of Study 1 (Ads R' Us) and Study 2 (the brands) were. 

The 3''' question asked whether they saw a connection between the two studies, and, if so, 

asked them to explain. The high number of suspicious subjects may be explained by the 

possibility that students who participated in the first study discussed the experiment with 

their friends who were coming to subsequent experiments. Because the Supreme brand 

was not tested as part of the experimental design, it was decided to keep the subjects who 

had recognized the ice cream brand "Portofino" (N=3). 

This process resulted in a final sample of 107 subjects, of which 44 had seen Version 

1, 28 Version 2, and 35 Version 3. The sample consisted of 58 females and 48 males, 

with a mean age of 23.24. The ethnic composition of the sample was as follows: 70.1% 

were White, 5.6% Asian, 1.9% Black, 1.9% Native American, and the remainder checked 

the "other" category. 
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Reactions To The Show - Main Study 

Prior to running detailed analyses, the subjects' reactions to the show were 

compared with those observed in the pilot study. The mean attitude towards the show 

was not significantly different than the middle scale point (3.822 on a 7-point scale) and 

significantly more negative than that obtained during the pilot study (p<.0001). The 

median, however, was above the mean (4.33), and there was considerable variability in 

the sample (SD=1.631). The mean involvement was not significantly different than the 

scale middle point either (4.061, p=.635) and was below that generated by the stage 

reading in the pilot study (p<.0001). There was also considerable variability in the 

sample in terms of involvement (SD=1.319). 

While not desirable, the negative attitude toward the show can be clarified by looking 

at the answers to the open-ended questions. Subjects wrote an average of 1.2 positive 

thoughts and 1.8 negative thoughts. This general negativity may have arisen firom the 

cover story, which set the subjects' expectations much higher than anticipated. First, it is 

crucial to note that, given that the subjects were marketing students participating in a 

marketing study, the number of subjects who seemed suspicious of the study's real 

purpose was relatively low (18.6%). Those who were not suspicious obviously believed 

that they were truly evaluating a pilot under consideration by NBC. Although the 

experimenter made it clear that the show was still at the early stages of development, and 

had been filmed locally on a low budget and with semi professional actors, the comments 

gathered in the survey demonstrate that the students made direct comparisons with 

existing television shows. Given their reference point, they were very critical of the 
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elements that they take for granted when watching regular sitcoms. Thus, despite efforts 

to create as realistic a production as possible, it generated many criticisms. Specifically, 

the open-ended comments brought up the fact that the sets were not as diverse and rich as 

those in Hollywood, that the laugh track did not sound the same as those used in 

television sitcoms, that the camera shots and transitions were rougher than the heavily 

edited shows broadcast on TV, and that the actors/actresses were not as physically 

attractive as those on TV. 

In addition to the problems associated with the cover story, I believe that student 

reactions were constrained by the nature of the subject pool. Students from the 

Introductory Marketing class participate solely by obligation (for course credit) rather 

than for the sake of learning about research. Consequently, they enter the experiments 

with a negative predisposition. In addition, given that the experiments were conducted in 

a classroom in the business school, the students may not have sufficiently dissociated the 

study from their regular classes and may even have transferred their "frustrations" with 

the marketing class to the study, especially since their survey responses were completely 

anonymous. Despite these negative reactions, further data analysis revealed that 

audience members still found the plot to be believable (see Table 7). Furthermore, 50.4% 

answered above the mid-point to whether the story was similar to regular TV sitcom 

stories. 

It is interesting to note that the videotaped production, while necessary to increase the 

level of experimental control, also reduced the level of mvolvement compared to the 
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"live" performance in the pilot study. This is yet another illustration of the difBcult 

compromises that one must make when designing persuasion experiments. In this case, 

the level of involvement was reduced in order to create cleaner manipulations. 

Reactions To The Show - Control Study 

In order to check the possibility that the nature of the cover story increased subjects' 

skepticism toward the videotaped show, an additional control study was conducted in 

which the purpose of the experiment was fiilly explained up front. As suggested by 

Perdue and Sommers (1986), this control study used the exact same procedures, 

experimental instruments, and subject types as the main study. The experiment was 

conducted within the context of an upper level marketing class and was presented as an 

illustration of how scientific marketing research is conducted. A total of 34 

undergraduate students participated in this control study. Prior to viewing the show, the 

participants were told that the show had been designed specifically for the purposes of 

testing product placement and that it had been developed using university resources. 

Following the viewing of the show, they completed the same 5-page survey used in the 

pilot study (including measures of involvement, attitude towards the show, recall, and 

recognition in addition to demographic measures and several open-ended questions about 

their experience). The analysis confirmed the predictions; the mean attitude toward the 

show was positive (5.040 on a 7-point scale, significantly above scale mid-point, 

p<.0001), and the mean involvement was also positive (5.091 on a 7-point scale, 

significantly above scale mid-point, p<.0001). All other results are compiled in Table 6. 

Thus, findings from this control study support the assertion that the relative negativity of 
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the participants in the main study was due to the cover story rather than the actual quality 

of the show. The control study results also attest to the fact that the dramatic 

performance in the videotaped show avoided the incompetence and deception threats 

discussed earlier (Deighton 1992). 
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TABLE 6: REACTIONS TO SHOW - CONTROL STUDY 

N Mean (SD) 

The story was similar to regular TV sitcom stories 34 3.294(1.194) 

I would watch this sitcom on TV 34 3.500* (1.187) 

The plot was believable 34 3.059 (0.983) 

This sitcom has a lot of potential 34 3.147 (0.821) 

The actors were talented 34 2.647* (0.884) 

* = significantly non neutral (^3, mid-scale point) 

TABLE 7: REACTIONS TO SHOW - MAIN STUDY 

N Mean (SD) 

The story was similar to regular TV sitcom stories 107 3.178(1.164) 

I would watch this sitcom on TV 107 2.421* (1.125) 

The plot was believable 107 3.346* (1.150) 

This sitcom has a lot of potential 107 2.738* (1.110) 

The actors were talented 107 2.813(1.100) 

* = significantly non neutral (^3, mid-scale point) 



86 

Manipulation Checks 

Several manipulation checks were conducted to support the collapsing of the three 

sub-samples. Due to the nature of the methodology, the first two major manipulations, 

audio mentions and visual appearance, were isomorphic; the visual placements appeared 

exactly for the same number of seconds and with the same camera angle, and the auditory 

placements were all mentioned twice with the same tone and by the same actor. Thus, 

only manipulation checks for the plot connection of each placement were conducted. 

Since plot connection was measured by three items, a reliability analysis was first 

conducted. The plot connection scales yielded alpha coefficients above .70 for each of 

the tested product categories (sandwich: a=.79; soda: a=.85; cookies: a=.78; ice cream: 

a= 85; candy: a=.91; coffee: a= 70). 

Therefore, an overall plot connection measure was computed, by averaging the 3 

items for each product category. A one-way ANOVA was conducted to test the null 

hypothesis that the plot connection means were equal across versions. As seen in Table 

8, none of the means were significantly different (sandwich: p=.272; soda: p=.951; 

cookies: p=.424; ice cream: p=.454; candy: p=.120; coffee: p=.540) which permitted the 

aggregation of the three sub-samples. All fiirther analyses reported are therefore based 

on the combined sample. 



87 

TABLE 8: PLOT CONNECTION MEANS BY PRODUCT CATEGORY AND VERSION 

Product Category Version 1 

Mean (N) 

Version 2 

Mean (N) 

Version 3 

Mean (N) 

Ail versions 

Mean (N) 

Candy (V) 1.46(44) 1.34(28) 1.73 (35) 1.52(107) 

Soda (VP) 1.54(43) 1.56 (28) 1.60(34) 1.56(105) 

Cookies (A) 1.59(44) 1.39(28) 1.47 (34) 1.51 (106) 

Ice cream (AP) 4.62 (43) 4.82 (28) 4.66 (35) 4.69(106) 

Sandwich (AV) 1.64(44) 1.37(28) 1.54(21) 1.51 (106) 

Coffee (AVP) 3.11 (44) 2.86 (28) 3.09 (35) 3.04 (107) 
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It should be noted that one of the plot manipulations appeared not to work, at least as 

indicated by the plot connection scale. Namely, the visual plot condition was not 

perceived as significantly different from the visual only condition (p=.656). This 

situation poses problems from an Analysis of Variance perspective since one of the cells 

does not exactly provide the anticipated "treatment." This issue was resolved by 

complementing the analysis of variance with a regression analysis. The memory and 

attitude data were regressed on dummy variables for visual appearance, auditory 

mentions, and plot connection in addition to a continuous variable for plot, based on the 

score on the plot connection scale. Only the ANOVA analyses are reported below. The 

regression analyses are available in Appendix 8. 

Power Analysis 

Before analyzing the data, a power analysis was conducted to determine how 

sensitive the study was. As suggested by Sawyer and Ball (1981), the power of all tests 

was set at 0.80 for the conventional Type 1 error rate of 5%. While the total number of 

usable post-experiment surveys consisted of 107 observations, that sample size was 

substantially reduced in the analyses involving post-pre attitude measures due to the 

unavailability of some pre-measure surveys. Thus, for the memory analyses, the 

detectable effect size was about .35 (sample size of 107) while, for the attitude analyses, 

the detectable effect size was approximately .40 (sample size of 75). Clearly, the use of 

a within-subject design, which provided large sample sizes for each condition, improved 

the probability of detecting even a small effect, thus rendering the study extremely 

powerful. 



TESTS OF MEMORY HYPOTHESES 

The first set of hypotheses dealt with memory for the different types of placements. 

Specifically, Hypothesis #1-A proposed that plot placements would result in better 

memory retention than either screen or script placements alone; and Hypothesis #1-B 

posited that placements that are both auditory and visual would result in superior memory 

retrieval than would those using only one of those modalities. These two hypotheses are 

further moderated by Hypothesis 2, which proposed that individual differences in style of 

processing would affect the memory for the different types of product placement. 

Two different measures of recognition were computed; each based on whether the 

correct modality was remembered. The first one (EXPLICl) was a dichotomous variable 

equal to 1 if the subjects had circled the correct modalities associated with the placed 

brand and 0 otherwise. The second measure (EXPLIC2) was a dichotomous variable 

equal to 1 if the subjects had recognized the brand, regardless of whether they had circled 

the correct modalities, and 0 otherwise. 

Hypotheses 1-A and 1-B were analyzed using a 3 (Modality: Audio vs. Visual vs. 

Audiovisual) X 2 (Plot: Low vs. High) full factorial model with the SPSS GLM repeated 

measures procedure. Since each factor was a within-subject factor, the same sphericity 

assiunptions discussed in the pilot study results section had to be met on the variance-

covariance matrix of the dependent variables. Mauchly's test of sphericity was used, 

which performs a test of sphericity on the variance-covariance matrix of an 

orthonormalized-transformed dependent variable. The test was not significant, therefore 



refuting the assumption of sphericity. To remedy this problem, a more conservative 

significance level of .025 was set for the F-test, as suggested by Keppei (1973). Unless 

otherwise noted, this correction was used for all within-subject data analyses reported in 

this chapter. 

The analysis of explicit memory EXPLICl (based on recognition of the brand, with 

correct modalities) using the 3 (Modality: Audio vs. Visual vs. Audiovisual) X 2 (Plot: 

Low vs. High) full factorial model revealed a signiHcant main effect for modality, F(2, 

212) = 60.086, p<.0001, and a significant interaction between plot connection and 

modality, F(2, 212) = 53.130, p<.0001. It is possible that the absence of a main effect for 

plot connection, F(l, 106) = .045, p=.832, could be explained by the increasing amount 

of modality error associated with semantic processing. To investigate this, an additional 

measure (ERROR) was computed to capture whether the subjects had made a mistake in 

recognizing the modality. It was coded 1 if the modality was incorrect and 0 otherwise. 

The ERROR variable was analyzed using the same 3 (Modality: Audio vs. Visual vs. 

Audiovisual) X 2 (Plot: Low vs. High) full factorial model. The ANOVA confirmed this 

speculation. It revealed significant main effects of modality, F(2, 204) = 8.315, p<.0001, 

and plot, F(l, 102) = 12.120, p=.001: there were more modality errors made when the 

placements were connected to plot and when the placements were composed of 2 

different modalities (see Figure 6). In light of these increasing modality errors, the 

memory hypotheses were tested using the other recognition measure, EXPLIC2 (based on 

recognition of the brand, whether the modality was correct or not). 



FIGURE 6: MODALITY ERRORS IN RECOGNITION 
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The 3 (Modality: Audio vs. Visual vs. Audiovisual) X 2 (Plot: Low vs. High) full 

factorial analysis of EXPLIC2 revealed significant main effects of modality, F(2, 212) = 

130.59, p<.0001, and plot, F(l, 106) = 6.89, p=.01, qualified by a plot X modality 

interaction, F(2, 212) = 51.77, p<.0001. Cell means are reported in Table 9. Analysis of 

marginal means further revealed that Hypothesis 1-B was strongly supported, since 

audiovisual placements (Mean = .855, SD= .023) were better remembered than single 

audio (Mean = .752, SD=.032) or single visual (Mean =.304, SD=.027) placements. 

However, Hypothesis 1-A was only partially supported as the plot connection improved 

recognition only in the case of the visual placements. In every other case, there was no 

difference in memory between the non-plot and the plot placements. A closer 

investigation of the data revealed that the statistical detection of the effect of the plot 

connection was hindered by ceiling effects. More than 70% of all subjects recognized all 

script placements. Thus, Hypothesis 1-A can in effect only be tested using the screen 

placements alone. A one-factor ANOVA comparing visual and visual plot placements 

did provide support, F(l, 106) = 90.503, p<.0001: 55% of all subjects recalled the plot 

connected screen placement as opposed to 5% for the non-plot screen placement. 

Hypotheses I-A and l-B are therefore supported. 

As in the pilot study, the significant plot X modality interaction was driven by the fact 

that the plot connection improved recognition of visual placements more than auditory 

placements. In fact, the difference between the low and high plot audio placements was 

not significant. This finding of an interaction between semantic processing and modality 

will be further discussed in the next chapter. 



Since testing Hypothesis 2 required the use of individual style of processing scores, it 

was first necessary to assess the reliability of the SOP scale. A factor analysis 

constrained to two principal components yielded the same 2 factors as described in 

Childers et al. (1985). The alpha coefHcient for the whole 20-item scale was .84. Thus, 

two scores were computed for each individual, one corresponding to the mean of all 

items related to a visual style of processing (VISUAL), and one related to a verbal style 

of processing (AUDIO). 

In order to test the moderating effect of SOP, the same 3 (Modality: Audio vs. Visual 

vs. Audiovisual) X 2 (Plot: Low vs. High) ANOVA was conducted including both Audio 

and Visual SOP as moderators. The analysis did not reveal any significant interactions of 

Audio SOP (p>.10) or Visual SOP (p>.10) with the other independent variables. 

Hypothesis 2 is therefore not supported. 

Additional Insights on Memory Results 

The fact that the high plot audiovisual placements were less well recognized than the 

low plot audiovisual placements is puzzling. As we have seen, one possible explanation 

is that semantic processing generated a greater amount of modality errors. However, 

analyses conducted on the brand recognition measures regardless of modality did not 

completely explain that difference. Since the recognition list in the third questionnaire 

included filler brands (brands from the same product category as those in the show), it is 

possible that viewers checked the wrong brand in the explicit memory task. 



In order to further investigate the cognitive processes associated with the high plot 

conditions, additional variables were computed that captured whether the subjects had 

recalled a brand from the correct product category but had checked the wrong brand. 

These new variables • were analyzed using the 3 (Modality: Audio vs. Visual vs. 

Audiovisual) X 2 (Plot: Low vs. High) full factorial model. The ANOVA confirmed the 

speculation by revealing a significant main effect of plot, F(l, 105) = 35.107, p<.001: 

there were more brand errors when the placements were highly connected to plot, 

regardless of modality. Specifically, analyses of marginal means showed that, while less 

than 1% of the subjects checked the wrong brand in the low plot conditions, about 11% 

of the subjects checked the wrong brand in the high plot conditions. This interesting 

brand error phenomenon associated to the semantically processed placements will be 

discussed in the next chapter. 



TABLE 9: RECOGNITION SCORES (MAIN STUDY) 

(EXPLIC2 = CORRECT OR INCORRECT MODALITY) 

Visual placement 

Audio placement 

Audiovisual placement 

Low Plot High Plot 

Mean (SD) Mean (SD) 

.056 (.231) .551 0500) 

.766 (.425) .738 (.442) 

.981 (.136) .729 (.467) 

N=107 

FIGURE 7: RECOGNITION SCORES (MAIN STUDY) 
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TESTS OF PERSUASION HYPOTHESES 

In order to report the analyses related to Hypotheses 3-A and 3-B, which both dealt 

with attitude change, new variables were computed that reflected the change in attitude 

towards each of the teked brands. In addition, attitude change was also computed for 3 

control brands that did not appear in the show. Since not all pre-attitude scores were 

equivalent, the analyses were run on the post-attitude scores, using the pre-attitude scores 

as covariates. All reported effects and F values thus correspond to the analyses of post 

attitude scores but, for clarity of the report, the tables of means and other graphical 

representations of the effects use the differential attitude scores (post attitude - pre 

attitude scores). 

Hypothesis 3-A suggested that plot placements would be more persuasive (generate a 

greater attitude change) than placements that are not connected to the plot, thus positing a 

main effect of plot coiuiection on attitude. In order to test that hypothesis, a 3 (Modality; 

Audio vs. Visual vs. Audiovisual) X 2 (Plot: Low vs. High) ANOVA was conducted on 

the post attitude measures, using the pre-attitude measures as covariates. This analysis 

yielded significant main effects of modality, all F's (2, 138) > 7.197, p<.01, and plot, all 

F's (1, 69) > 5.859, p<.01, qualified by significant modality X plot interactions, all F's 

(2,138) > 4.879, p<.01, for all placements but the audio plot one. The audio plot 

placement only yielded a significant main effect of plot. The hypothesized main effect of 

plot was thus significant, but it was qualified by an interaction with modality. The 

interaction is driven by an unexpectedly strong attitude change effect in the low plot 

visual condition. As demonstrated visually in Figure 8, the experimental effects are 



different in the visual conditions and in the other conditions. In all conditions but those 

based on the visual modality alone, the high plot placements generated higher attitude 

change than the low plot placements, in line with Hypothesis 3-A (see cell means in 

Table 10). The plot X modality interaction will be discussed further in the next chapter. 

Based on this analysis, Hypothesis 3-A is supported. 

According to Hypothesis 3-B, all plot placements are expected to generate equivalent 

attitude changes, regardless of their combination of screen and script presence. To test 

that hypothesis, a one-way analysis of variance was conducted to compare the post 

attitude scores of audio plot, visual plot, and audiovisual plot placements, using the pre 

attitude scores as covariates. The F-tests were significant, all F's (2, 144) > 2.455, 

p<.089, therefore Hypothesis 3-B is not supported. 

According to Hypothesis 3-C, non-plot placements that use both screen and script 

placement should generate a greater attitude change than those that only use one 

modality. This hypothesis was tested using a 2 (Visual: Yes / No) X 2 (Audio: Yes / No) 

full factorial ANOVA. The analysis revealed significant main effects of visual, all F's (1, 

74) > 15.668, p<.001, and of audio, all F's (1, 74) > 13.121, p<.001, but also significant 

interactions between audio and visual, F's (1, 74) > 25.490, p<.001. As discussed 

previously, the interaction was caused by the strong attitude change effect in the visual 

condition. Thus, Hypothesis 3-C is partially supported. 



TABLE 10: ATTITUDE CHANGE MEANS AND STANDARD DEVIATIONS 

Low Plot High Plot 
Mean (SD) Mean (SD) 

Visual placement .487 (1.194) .020 (1.155) 

Audio placement . 100 (1.078) . 153 (1.159) 

Audiovisual placement .413 (1.314) .520 (1.410) 

N=75 

FIGURE 8: ATTITUDE CHANGE SCORES 
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As highlighted throughout this section, the attitudinal effect generated by the low plot 

visual placement did not follow the hypothesized pattern of results. Specifically, the 

attitude toward the brand increased greatly although the brand was not recognized via the 

explicit memory task. Note that this pattern was observed for both low plot visual brands 

tested (candy and cereal). The attitude change associated with the cereal brand was .399 

(SD=1.372) although no one recognized the brand. In order to investigate the possibility 

of non-conscious processing in that condition, an additional set of analyses was 

conducted on the implicit memory data. 

ANALYSES OF IMPLICIT MEMORY DATA 

Two different measures of implicit memory were computed. The first one 

(IMPLICl) was a dichotomous variable equal to I if the placed brand was the first 

mentioned in the conceptual priming task and 0 otherwise; and the second one 

(IMPLIC2) was a dichotomous variable equal to I if the placed brand was mentioned at 

all in the conceptual priming task (thus in the awareness set) and 0 otherwise. 

The analysis of IMPLICl (first brand mentioned) using the 3 (Modality: Audio vs. 

Visual vs. Audiovisual) X 2 (Plot: Low vs. High) full factorial model revealed significant 

main effects of modality, F(2, 200) = 43.962, p <.0001, and plot, F(l, 100) = 5.649, 

p=.019, as well as a significant interaction between plot and modality, F(2, 200), p=.001. 

The same 3X2 analysis was conducted on IMPLIC2 (brand in awareness set). The 

analysis yielded the same pattern of results, with a main effect of plot connection F(l, 

100) = 5.075, p=.026, a main effect of modality, F(2, 200) = 23.452, p<.0001, and a 
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significant interaction between plot and modality, F(2,200) = 6.697, p=.002. None of the 

SOP variables affected those implicit memory results. As seen m Tables 11 and 12 (and 

visually in Figures 9 and 10), the pattern of results was different from that obtained with 

explicit memory measures. Specifically, in the condition of interest, the visual only 

placements, the mean implicit memory score was higher for the low plot visual 

placements than for the high plot visual placements. This suggests that, while the high 

plot screen placements were processed consciously (as indicated by the explicit memory 

results), the low plot screen placements were processed non consciously (as indicated by 

the implicit memory results). This finding will be discussed further in Chapter 6. 



TABLE 11: BRAND MENTIONED FIRST IN CONCEPTUAL PRIMING TASK 

Low Plot High Plot 

Mean (SD) Mean (SD) 

Visual placement .010 (.099) .020 (.140) 

Audio placement .347 (.478) .337 (.475) 

Audiovisual placement .050 (.218) .228 (.421) 

FIGURE 9: IMPLICIT MEMORY (FIRST MENTIONED) 

Implicit Memory (First Mentioned) 
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TABLE 12: BRAND IN THE AWARENESS SET 

Visual placement 

Audio placement 

Audiovisual placement 

Low Plot High Plot 

Mean (SD) Mean (SD) 

.178 (.385) .109 (.313) 

.416 (.495) .455 (.500) 

.139 (.347) .366 (.484) 

FIGURE 10: IMPLICIT MEMORY (AWARENESS SET) 

Implicit Memory (Awareness Set) 

'lot Connection 

o Low 

O High 0.0 

Visual Audio Audiovisual 

Modality 
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CH. 6: DISCUSSION AND CONCLUSION 

The stated purpose of this research was to investigate the relationship between the 

characteristics of a brand placed within audiovisual media progranuning and the 

psychological processes that lead to memory and attitude change. This chapter provides 

a synthesis of the findings of the study followed by a discussion of the implications of 

these results for marketing and psychology theorists, a brief enumeration of the 

limitations of the study, and suggested directions for future research. 

SUMMARY OF FINDINGS 

The Tripartite Typology of Product Placement outlined in Chapter 3 identified 

modality and plot connection as two important factors underlying the cognitive and 

persuasive processes associated with product placement. This study revealed the role of 

each factor on memory and persuasion. Specifically, the number of modalities was 

shown to significantly improve memory, since audiovisual placements were better 

remembered than single audio or single visual placements. In addition, after accounting 

for ceiling effects in the audio only and audiovisual conditions, the degree of plot 

cormection was shown to significantly improve memory retention. Besides providing 

support for these two hypothesized main effects, the study revealed a significant 

interaction between plot cormection and modality; the plot cormection had a stronger 

effect on the visual placements than on the auditory placements. 

The effect of plot connection and modality^ on attitude change provided mixed support 

for the hypotheses. In all conditions but those based on the visual modality alone, the 
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high plot placements generated higher attitude change than the low plot placements, as 

predicted. However, there were significant but unforeseen differences in the amount of 

attitude change generated by the different plot placements based on their combination of 

screen and script presence. Specifically, plot placements that relied on both audio and 

visual modalities were more persuasive than purely auditory and purely visual plot 

placements. Among low plot placements, interesting differences emerged as well. As 

hypothesized, low plot placements that used both screen and script placement generated a 

significantly greater attitude change than the pure script placements. However, screen 

placements were more persuasive than placements combining screen and script. 

Additional analyses investigating possible reasons for the strong attitudinal effect 

generated by the low plot screen placements revealed that, unlike other placements, the 

low plot screen placements may have been processed non-consciously. 

ASSESSING THE EFFECTIVENESS OF PRODUCT PLACEMENT AS A MARKETING TOOL 

This dissertation has great implications for marketers and product placement 

practitioners. Indeed, the proposed Tripartite Typology of Product Placement provides a 

method for classifying product placements and reliably assessing their effectiveness. 

This section synthesizes the managerial implications of the findings first with respect to 

memory, then with respect to persuasion. 

How Does Product Placement Affect Memory? 

This study has highlighted the conditions under which a brand name included in a 

show will be remembered. Given practitioners' current reliance on measures of explicit 
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memory to assess placements' effectiveness, the diagnosticity of the typology in terms of 

increasing brand recognition is particularly valuable. 

An important contribution of this research is the identification of the role of 

modalities on memory. Of particular interest is the strong effect of script placements on 

memory. As discussed in Chapter 5, a great majority of subjects in the main study 

recognized all script placements. Although no prediction had been made regarding the 

relative impact of audio and visual placements, the data further suggest that the relative 

effectiveness of the modalities depends on their intensity. Indeed, in the pilot study, 

where the visual placements appeared longer than the 10 seconds allotted in the main 

study, the screen placements were better remembered than the script placements, which 

were mentioned only once (as opposed to two mentions in the main study). This effect 

was reversed in the main study with script placements yielding higher memory scores 

than screen placements. This finding is of great interest, given the fact that most product 

placement efforts focus on obtaining a visual appearance of the brand on the screen. If 

those efforts result in a visual appearance of 10 seconds or less (as in the main study), 

they might be better directed at obtaining two verbal mentions of the brand name in the 

script (as in the main study) - as long as the goal is brand recognition. 

Finally, the findings suggest that connecting the brand to the plot enhances memory. 

This important ingredient for memory underlines the necessity for product placement 

agents and entertainment marketing directors to develop a close collaboration with 

television and movie writers and producers. This requires an early involvement in the 
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creative and productive phases which can be difficult to manage. Some critics have 

complained that the increasing embeddedness of marketing efforts within popular culture 

hinders artistic freedom and unjustifiably intensifies the commercialization of Hollywood 

(Andersen 1995; Wasko et al. 1993). However, from a marketing perspective, tying a 

brand to the story increases a placement's benefit when memory is the dependent 

measure of interest. 

An additional finding of this study is the effect of plot connection on memory for 

competitors' brands. While this effect occurred among a relatively small portion of the 

viewers, it illustrates that developing too strong connection between a product category 

and a show may backfire. A strong plot connection could indeed activate the 

"spontaneous generation" of a competitor's brand that viewers may be more familiar 

with. This effect is similar to that observed in comparative advertising studies where 

direct comparative messages were shown to generate sponsor misidentification in the 

case of moderate-share brands, such as those used in this study (Pechmann and Stewart 

1990). This similar phenomenon in product placement suggests that practitioners should 

not attempt to connect moderate-share brands to the plot, as these placements could result 

in brand misidentification and in fact benefit their higher-share competitors. 

How Does Product Placement Persuade? 

A more unique, and potentially more powerful, contribution of this dissertation 

concerns the effect of product placement on attitudes. This study is the first attempt at 

measuring brand attitude changes that result from exposure to a show where the brand 
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was referenced. As discussed in Chapter 4 and as supported by the results, the 

relationship between memory and attitude is not straightforward: just because a person 

remembers seeing or hearing a brand in a show does not mean that his/her attitude toward 

that brand will change. For this reason, practitioners' sole reliance on memory measures 

as the indicator of a placement's effectiveness may be ill founded. 

The results from this study suggest two equally persuasive but dramatically different 

strategies for product placement practitioners. Indeed, as discussed in Chapter 5, product 

placements that were merely placed in the background were as persuasive as placements 

that relied on both audio and visual modalities and were highly connected to the plot. 

Based on these findings, practitioners should either negotiate placement deals that entail a 

tight integration of the brand in the plot, visual appearances, and mentions in the 

dialogue, or simply try to get the brand to visually appear in the background, without any 

auditory reference or plot connection. Since these two strategies obviously differ in the 

intensity of the relationship that marketers must form with television and movie 

producers, they may serve different marketing objectives. For instance, if paired with a 

cross-promotional campaign, where the coimection between the brand and the show is 

made obvious through traditional advertisements and other promotional tools (e.g., the 

James Bond-BMW Z3 cross-promotion), a "full-blown" placement that includes plot 

connection, visual appearances, and auditory mentions, would be more beneficial. 

However, if the placement is used as a stand-alone and does not belong to an integrated 

marketing communications program, a subtle visual appearance may do. 
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CONTRIBUTION TO COGNITIVE AND SOCIAL PSYCHOLOGY THEORY 

In addition to its practical implications, this dissertation makes several contributions 

to psychological theory. Because of its complex design, this study was indeed able to 

identify some of the interesting relationships between stimulus modality, elaboration, 

memory, and persuasion. 

Insights on Memory Processes 

The findings of this study follow a long tradition of cognitive psychology research 

that showed that memory is influenced by depth of processing such that more elaborate 

processing facilitates the subsequent recall of information. However, this research also 

extends this tradition by revealing an interaction between the amount of elaboration and 

the type of modality. Expressly, depth of processing had a stronger effect on visual 

stimuli than on auditory stimuli. 

One possible explanation for this interaction is linked to the nature of television as a 

medium of communication. Indeed, the audio and visual channels differ in the amount of 

information that they carry simultaneously. A television screen is usually crowded with 

information, assembling many different visual stimuli at once, some in the foreground, 

others in the background. An audio track, on the other hand, is more linear, presenting 

one auditory stimulus after the other. Based on Kahneman's (1973, discussed in Ellis and 

Hunt 1993) capacity model of attention, which assiunes limited cognitive resources, 

attention to the auditory stimuli is less divided than attention to the visual stimuli. 

Subsequently, by rendering an otherwise unattended visual stimulus more perceptually 
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salient, elaboration increases attention to that piece of information. Since there is more 

visual "clutter" than auditory clutter on television, the effect of elaboration is stronger for 

visual than for auditory stimuli. 

An additional finding of this study is the increasing amount of modality and brand 

identification errors made when the stimuli are deeply processed. This phenomenon is 

similar to the forgetting of stimulus attributes reported by Riccio et al. (1994) and the 

false memory effects reported by Lofhis and her colleagues (see Lofhis 1979 for a 

review; see also Zaragoza and Mitchell 1996). Their experiments demonstrated the 

malleability of memory for eyewitoessed events. Based on their reasoning, one could 

argue that elaboration or deep processing generates confusion about the modality of a 

stimulus because people infer or relate other elements to the original experience. This 

explanation is consistent with Gerrig and Prentice's (1991) suggestion that fictional story 

information is incorporated into existing real world nodes for the same concept. Thus, 

the more connected a stimulus is to a story, the more likely the construction of a 

modality-free hybrid representation of it in memory. Indication of such "participatory 

responses" (Prentice et al. 1997) associated with plot connection is extremely important 

in understanding the relationship between memory and persuasion because they are 

thought to mediate the impact of persuasive messages on attitudes (Petty et al. 1981). 

Thus, the increase in modality and brand errors in the high plot conditions, while clearly 

insightful in terms of memory, also confirms the significance of plot connection as a 

determinant of the persuasive mechanisms. 
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Insights on Persuasion 

In addition to its contributions to cognitive psychology, this dissertation explores 

cutting edge issues related to the study of persuasion, specifically the persuasive impact 

of different types of cues in a message (Petty and Wegener 1998). Motivated by recent 

discussions about interpretations of Petty and Cacioppo's (1986) ELM, the design and 

hypotheses of the study recognize the fact that the ELM treats content and process as 

orthogonal variables and show that a brand can serve either as a central or a peripheral 

element of a message. 

Two kinds of cognitive processes were identified, that can be associated with the 

ELM's two persuasion routes. The two routes can be described using Grunert's (1996) 

distinction between automatic or subconscious and strategic or conscious processes and 

their differential impacts on brand evaluation. The first process, observed in the low plot 

visual condition, is consistent with the mere exposure effect, an automatic process. 

Zajonc (1968) proposed that recognition of a stimulus was not necessary for attitudinal 

effects to be observed. Seamon et al. (1995) found similar dissociations of recognition 

and affect performance, and concluded that the mere exposure effect was the result of 

implicit memory for previously viewed stimuli. Bomstein's (1989) meta-analytic review 

of the mere exposure literature documented that the mere exposure effect was reliable 

even when stimuli are not consciously recognized by the subjects. This effect was also 

found in the context of print advertisements (Janiszewski 1988; 1990). Evidence of this 

subconscious process in product placement is notable since the potentially "subliminal" 
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nature of the technique is often referenced and even criticized in the popular press (e.g., 

Shermach 1995). 

The central route to persuasion is characterized by a strategic, conscious process of 

elaboration. Among the consciously processed stimuli of this study, persuasion was 

greater for those that were presented visually and auditorially and that were connected to 

the plot. While this result follows the ELM's quality argument discussed in Chapter 2, it 

also evokes Kisielius and Stemthal's (1984; 1986) availability valence hypothesis as a 

suitable framework for understanding the effect of elaboration on attitude. Since the 

ELM hypotheses were not fully supported in the study (i.e., not all plot placements 

generated a high level of attitude change), it is interesting to consider the predictions that 

Kisielius and Stemthal would make. In their view, attitudinal judgments depend on the 

favorableness of information accessible in memory. The number of modalities and the 

intensity of the plot connection increase the number of associative pathways in memory 

and, if the information is positive in valence, enhance the favorableness of attitude 

judgments. A recent extension of this research (Malaviya et al. 1996) proposes a 

distinction be made between item-specific elaboration and relational elaboration (Hunt 

and Einstein 1981). Item-specific processing refers to elaboration based on information 

specific to an object. Relational processing refers to the processing of other information 

related to the object. Malaviya et al. (1996) showed that attitudes are more favorable 

when an advertising message receives both processing types. This proposition is verified 

in the context of the TToPP, with relational processing supporting the main effect of plot 
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(the brand is related to the plot), and item-specific processing explaining the main effect 

of modality (the number of modalities increases the amount of brand information). 

This compelling post-hoc explanation for the observed effects of modality and plot 

demonstrates the need for additional research to evaluate these alternate views and 

potentially refine the conceptualization of the ELM. 

METHODOLOGICAL CONTRIBUTION 

An equally significant contribution of this research is methodological. The proposed 

theatre methodology offers a new innovative and interdisciplinary venue for studying 

cultural phenomena in marketing. The theatrical setting is an attractive alternative for 

traditional experimental approaches, one able to enhance both the internal and the 

external validity of "laboratory" experiments. However, as the methodology is refined, it 

can have many other applications in consumer behavior research. Because of its liveness, 

its ability to reproduce real life situations, and its engaging nature, the theatre 

methodology has tremendous potential in the social sciences. The fact that such drama-

based approaches have been used extensively in health education (Blakey and Pullen 

1991; Denman et al. 1995; Elliott et al. 1996; Hillman et al. 1991; Gliksman et al. 1983; 

McEwan et al. 1991; Skinner et al. 1991; Treder-Wolff 1993) and drug awareness 

programs (Harding et al. 1996; Safer and Harding 1993) attests to its potential as an 

instrument for the study of human behavior. 
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LIMITATIONS OF THE STUDY 

As discussed in Chapter 3, the nature of the stimulus material, while enhancing the 

internal validity of the experiment, also weakened its external validity. Because the show 

was created specifically for the purpose of this study, it did not reproduce the exact 

conditions under which people watch television shows. In particular, the study did not 

account for the differing levels of involvement and connectedness (Russell and Puto 

1999) that individuals develop with television shows. Based on the ELM, involvement 

and motivation to watch a show shift the focus of a person's attention toward or away 

from peripheral cues (Mackenzie and Spreng 1992), and thus should moderate the effect 

of modalities and plot connection on memory and attitudes. This hypothesis was not 

tested in this study. 

Another limitation of the study is that only one level of each dimension was tested. 

While this allowed for a more controlled determination of the effect of each factor and 

the interplay between factors, it did not permit an investigation of the relative effect of 

different levels of intensity of each factor. In terms of memory, for instance, the study 

does not report how much visual appearance is equivalent to one auditory mention. The 

effect of repeated exposiures on memory or attitude was not assessed either. Moreover, 

by testing only one level of plot connection, the study did not explore the possibility of a 

non-linear effect of modality and plot on attitude. It is possible, indeed, that the observed 

positive impact of modality and plot connection on attitude changes if the level of each 

factor is too high. 
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As discussed in Chapter 4, within-subjects designs have their limitations. This study 

is no exception. Although great care was taken in eliminating subjects who may have 

been suspicious of the true purpose of the experiment, demand artifacts cannot be 

completely avoided. Seeing seven product placements in the course of a short show is 

bound to raise participants' awareness of the researcher's interest in the phenomenon, 

which may have led to non-natural responses. Furthermore, because of the complexity of 

the stimuli, it was impossible to counterbalance the order of exposure to the brands across 

different versions of the show. As a result, the experiment did not account for primacy 

and recency effects. 

Further investigation is required to reHne our understanding of the processes 

underlying the two routes for attitude change. The study relied on high involvement 

manipulations, which may have enhanced brand-relevant thinking even when the brands 

were not connected to the plot. The dependent variables were measured inunediately 

following exposure to the stimuli and only addressed attitude. Attitude accessibility, 

attitude persistence, and behavior, which are also differentially affected by the two routes 

of persuasion, were not measiued. Similarly, cognitive responses were collected only at 

the end of the show and thus may not adequately reflect the amount of brand-relevant 

thinking that occurred as subjects were watching. 

Finally, these results only represent one study. They need to be replicated across 

other populations and with other stimuli before they can be fully integrated into 

marketing and psychology theory. 
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OPPORTUNITIES FOR FUTURE RESEARCH 

As with any doctoral dissertation, this dissertation has answered a few questions but 

inevitably raised many issues for future research. This study should in fact be considered 

as "the teaser" for a more extensive program of research exploring unknown facets of the 

media consumption experience. 

Future Research in the Product Placement Arena 

A logical extension of this dissertation is the testing of the Tripartite Typology of 

Product Placement using existing television shows and movies. The limited external 

validity of this laboratory study can indeed be remedied by analyzing the effect of 

modality and plot connection on memory and attitude for brands that appear in "real" 

shows. Using an econometric approach, placements could be classified based on the 

Tripartite Typology of Product Placement and the effect of these factors could then be 

assessed. 

An additional extension of this research lies in the investigation of different levels of 

each dimension. This study focused on one level of screen, script, and plot placements 

for experimentation purposes but it recognizes the possibility that these effects are not 

linear. A related opportunity for future research lies in differentiating among types of 

plot connections. In her structural analysis of the stimulus material used in this study, 

Stem (in Russell and Puto 1999) concluded that products may be connected to the plot in 

different ways. Exploring the nature and the effect of these different types as well as the 
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valence of plot connections (see, e.g., Elliott 1997) would allow valuable refinements to 

the typology. 

Because of the related public policy issues, future research should also investigate the 

effect of product placement on emotionally laden products, such as alcohol or cigarettes. 

The increasingly portrayal of alcohol (e.g., Hundley 1995) and cigarettes (Pechmann 

1999) in popular culture vehicles further warrant such an extension. 

Examining the potential of product placement as an advertising technique should also 

motivate comparative studies of product placement and traditional advertising or studies 

of the effect of combining product placement with traditional advertisements such as 

cross promotions. It is indeed important to clarify how the persuasion process differs 

given differing levels of consumer resistance to commercial appeals (Friestad and Wright 

1995). 

Psychological Extensions 

The differential impact of automatic or preconscious and controlled or conscious 

processes on persuasion should be a priority for future research. This can be 

accomplished within the framework of the ELM by conducting additional research on the 

persuasive mechanisms of different elements of a message. For instance. Petty and 

Cacioppo (1986) suggested that the lower levels of elaboration that characterize the 

peripheral route to persuasion should reduce attitude accessibility, attitude persistence, 

and behavior. Similarly, manipulating involvement or motivation (e.g., Mackenzie and 

Spreng 1992), for instance by creating different forewarning conditions (Petty and 



117 

Cacioppo 1986), could provide yet another means of assessing the impact of the different 

routes to persuasion on subsequent brand attitude. 

Thus, the applicability of the two-route model of persuasion to the Tripartite 

Typology of Product Placement could be further tested with additional dependent 

variables and under. different experimental conditions. This would also allow 

comparisons to be made between the persuasiveness of product placement and that of 

traditional advertising messages. The ELM has indeed explained many advertising 

research findings in the 1990's: central and peripheral route processes were found to 

affect attitude persistence (Chattopadhyay and Nudungadi 1992; Sengupta et al. 1997), 

attitude strength (Haugtvedt and Wegener 1994), purchase intentions (Mackenzie and 

Spreng 1992), and behavior (Miniard et al. 1992). Future research should thus aim at 

testing the effect of the Tripartite Typology of Product Placement on other variables of 

interest. 

Future Research on the Role of Popular Culture 

This study was firamed as addressing Stage Three of Johnson's circuit of 

communication model. A logical next step within this program of research would be the 

investigation of the impact of popular culture on consimiers at other stages of the model. 

Given the current call in our discipline for more cross-paradigmatic, transdisciplinary, 

and multi-method research (Winer 1999 JMR Editorial; Mick 1999 JCR editorial), 

additional research regarding the influence of popular culture phenomena on the behavior 

of consimiers in the marketplace ought to adopt such multi-paradigmatic, multi-method 
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approaches. Future research investigating the different stages of Johnson's model may 

thus combine experimental work, such as the one reported in this dissertation, with 

qualitative inquiries of media audiences (e.g., Russell and Puto 1999), surveys 

investigating the broad impact of media exposure on consumers (e.g., O'Guinn and 

Shrum 1997), or literary analysis addressing the importance of structural form on the 

relationships between brands and popular culture texts (Stem in Russell and Puto 1999). 
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APPENDICES 

APPENDIX 1: 

PRE-TEST 1 - BRAND SELECTION 

Pre-test #1 - TOP-OF MIND AWARENESS (Version 1) 

For each of the following product categories, please write down as many brands as you 
can remember (at least 5 but no more than 10). Please note that retailer brands are 
inappropriate. 

Ground coffee 

NOTE (each product category was formatted like "ground coffee" - formatting was 
omitted to save space) 

Jeans 

Pizza (delivery) 

Shampoo 

Canned Soups 

Sunglasses 



Yogurts 

Sports Magazines 

Soft drinks 

Cameras 

Cookies 

Cold Medicines 

Thank you for participating in this research study. 
Your collaboration is highly appreciated. 

Please stay seated for the debriefing. 



Pre-test #1 - TOP-OF MIND AWARENESS (Version 2) 

For each of the following product categories, please write down as many brands as 
can remember (at least 5 but no more than 10). Please note that retailer brands are 
inappropriate. 

Breakfast cereal 

Computers 

Candy bars 

Athletic shoes 

Beer 

Wrist watches 

Frozen TV dinners 

Headache medicines • 

Fast food restaurants 

Fashion magazines 

Ice cream 

Mineral water 
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Pre-test #1 - TOP-OF MIND AWARENESS (Version 3 - Additional) 

For each of the following product categories, please write down as many brands as you 
can remember (at least 5 but no more than 10). Please note that retailer brands are 
inappropriate. 

Female supermodel 

Computer software 

Clothing stores 

Pre-test #1 - TOP-OF MIND AWARENESS (Version 4 - Additional) 

For each of the following product categories, please write down as many brands as you 
can remember (at least 5 but no more than 10). Please note that retailer brands are 
inappropriate. 

Dishwashing soap 

Women's perfume 

Toilet paper 



APPENDIX 2: 

PRE-TEST 1 - RESULTS 

Pre-test # 1 - TOP-OF MIND AWARENESS Results: Brand selections 

Coffee (N=22) Beer (N=23) 
19 Folgers Budweiser 23 

7 Maxwell House Coors 17 

6 Hillsbros Miller 14 

6 Yuban Corona 11 

6 Lion's coffee Sam Adams 7 

4 Taster's Choice Fosters 7 

3 Khona Rolling Rock 6 

"» Starbucks Dos Equis 6 

3 Sanka Killians 6 

3 Columbia Bros Michelob 6 

Guiness 5 

Jeans (N=22) 
21 Levi's Wrist watches (N=23) 
19 Guess Timex 16 

12 CK Rolex 17 

10 Lee Guess 16 

8 Gap Swatch 10 

7 Diesel Seiko 9 

7 Tommy Hillflnger Fossil 8 

6 Wranglers Gucci 7 

Casio 7 

Breakfast cereal (N=23) Tag Hauer 6 

11 Cheerios Citizen 6 

12 Frosted Flakes Anne Klein 5 

8 Lucky Charms Movado 4 

8 Fruit Loops 



7 Rice Kripsies Cameras (N=22) 
6 Capt'n Crunch Kodak 17 

6 Trix 
Cannon 11 

6 Raisin bran Fuji 8 

6 Grape Nuts Nikkon 7 

5 Special K Minolta 7 

Panasonic 6 

Computers (N=23) 

22 IBM Soft drinks (N=22) 
21 Apple/Mac Coke 22 

16 Gateway Pepsi 21 

11 Dell Mountain Dew 17 
10 Packard Bell Sprite 16 
9 Compaq 7 up 14 
7 Sony Dr Pepper 13 

5 Hewlett Packard Mr Pibb 8 

6 NEC RC 7 

Barq Root Beer 5 

TV dinners (N=23) Lipton Ice Tea 4 

StufTers 8 Canada Dry 4 

Healthy choice 8 Hawaiian Punch 3 

Swanson 6 Slice 3 

Marie Callenders 6 Squirt 3 

Weight Watchers 4 Aand W 3 

Lean Cuisine 3 

Hungry Man 3 Cold Medicines (N=22) 
Tylenol 18 

Headache medicine (N=23) Sudafed 9 

Tylenol 22 Nyquill 9 
Advil 18 Robitussin 6 
Excedrin 13 Advil 6 
Aleve 10 Alkaseltzer 4 



Bayer 10 Theraflu 4 
BuMn 4 Vicks 5 

IBProfen 3 Dimetap 3 

Fast food restaurants (N=23) Cookies (N=22) 
McDonalds 22 Oreo 13 
BK 21 Keebler 12 
Jack in the box 20 Chips Ahoy 9 
Taco Bell 18 Pepperidge Farms 5 

Wendy's 15 Nabisco 5 

Carl's Junior 13 Vanilla Wafers 4 
Subway 9 
Egees 8 Sports magazines (N=22) 
Yokohama 6 Sports Illustrated 19 

Whataburger 5 ESPN 6 
Cousins 4 
Arby's 4 Yogurt (N=22) 

Yoplait 19 

Fashion magazines (N=23) Dannon 15 

Cosmopolitan 15 Shamrock 3 

Glamour 11 
GQ 11 Shampoo (N=22) 
Vogue 9 Head and Shoulders 13 

Elle 7 Pantene 12 

Mademoiselle 5 Herbal Essences 12 

YM 4 Pert 9 

Suave 8 

Ice cream (N=23) Salon Selectives 7 
Ben and Jerry 14 Johnson and Johnson 5 

Dreyer 12 Paul Mitchell 5 

Breyers 11 Finesse 4 

Basidn Robins 10 Vidal Sassoon 3 

Haagen Dasz 9 L'Oreal 3 

Shamrock 8 



Swensen 6 

Lucerne 4 

Healthy choice 4 

Carnation 3 

Blue Bunny 3 

Candy bars (N=23) 
Snickers 16 

Milky Way 11 

Hershey's 11 

Almond Joy 9 

Twix 9 

Mounds 8 

Babe Ruth 7 

Butterfinger 7 

Three Musketeers 6 

Kit Kat 6 

Reese's PB cup 5 

O Henry 4 

Athletic shoes (N=23) 
Nike 23 

Adidas 21 

Reebok 20 

Fila 12 

Converse 10 

Puma 8 

Keds 6 

New Balance 5 

K-Swiss 5 

Vans 4 

Pizza (delivery) (N=22) 
Domino's 22 

Pizza Hut 20 

Blackjack 16 

Papa John 12 

Little Ceasar's 10 
Mama's 5 

Picurro's 4 

Sunglasses (N=22) 
Ray Ban 18 

Oakley 14 

Guess 13 

Revo 5 

Gargoyles 4 

Liz Clairbome 4 

Armani 4 

Stussy 3 

Gucci 3 

Canned Soup (N=22) 
Campbell's 21 

Healthy Choice 8 

Progresso 3 

Lipton 3 

Mineral water (N=23) 
Evian 17 

Arrowhead 15 

Crystal 9 

Rim Rock 7 

Perrier 5 
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APPENDIX 3: 

PRE-TEST 2 - FAMILIARITY AND PURCHASE INTENTIONS 

Note: the following question format was adopted for all product categories and 
brands selected based on pre-test Ul. 

For each of the following brands, please indicate how familiar you are with that brand 
and how likely you are to consider that brand when buying this type of product. 

How familiar are you with each of the following brands? 

Not at all Extremely 
familiar familiar 

Mountain Dew I 2 3 4 5 6 

Sprite 1 2 3 4 5 6 

7 up 1 2 3 4 5 6 

Dr Pepper 1 2 3 4 5 6 

MrPibb 1 2 3 4 5 6 

How likely are you to consider each of the following brands when buying soda? 

Not at all Extremely 
likely likely 

Mountain Dew 1 2 3 4 5 6 

Sprite 1 2 3 4 5 6 

7 up 1 2 3 4 5 6 

Dr Pepper I 2 3 4 5 6 

MrPibb I 2 3 4 5 6 
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APPENDIX 4: 

PRE-TEST #2- RESULTS (FINAL BRAND SELECTIONS) 

For the following brands, N=25. None of the differences were significant (a<.001). 

Familiarity Familiarity PI mean PI SD 

ATHLETIC SHOES 

Fila 5.96 1.11 3 1.9 

Converse 6.04 1.04 3.75 1.9 

Puma 5.52 1.30 3.22 1.86 

BEER 

Corona 6.76 .59 5.68 1.8 

Samuel Adams 5.8 1.2 4.28 2.05 

Fosters 5.52 1.39 3.92 1.96 

WRIST WATCHES 

Swatch 6 1.41 4 2.08 

Seiko 6.28 1.00 4.76 1.92 

Fossil 5.36 2.08 4.16 2.31 

CAMERAS 

Cannon 6.44 .98 6.32 .79 

Fuji 6.28 l . l l  5.28 1.43 

Sony 6.76 .43 5.8 1.67 

SOFT DRINKS 

Mountain Dew 6.92 .27 4.8 2.25 

Sprite 6.84 .46 5.4 1.6 

7 up 6.64 .89 5.2 1.6 

Dr Pepper 6.76 .65 5.0 1.96 

MrPibb 6.36 1.26 4.28 1.99 

COOIOES 

Oreo 6.8 .49 5.8 1.52 

Keebler 6.6 .63 5.56 1.58 

Chips Ahoy 6.56 .80 5.68 1.22 



SHAMPOO 

Pert 5.92 1.70 3.92 2.24 

Suave 5.84 1.80 4.12 2.12 

Salon Selective 5.64 1.79 4.4 2.13 

PIZZA 

Black Jack pizza 5.36 2.24 4.16 2.26 

Papa John pizza 5.4 2.19 4.44 2.04 

Little Caesar's pizza 6.44 1.30 4.68 1.59 

SUNGLASSES 

Oakley sunglasses 6.2 1.52 4.92 2.19 

Guess sunglasses 5.64 1.69 4.64 2.00 

Ray-Ban sunglasses 6.36 1.26 5.68 1.64 

For the following brands, N=26 

COFFEE 

Maxwell House 5.88 1.40 5.38 1.98 

Hillsbros 4 2.13 3.81 2.07 

Yuban 4.19 2.25 3.92 2.15 

JEANS 

Calvin Klein jeans 5.77 1.69 4.38 2.43 

Lee jeans 5 1.73 2.69 1.98 

Gap jeans 5.96 51.48 5.15 2.03 

CEREAL 

Lucky Charms 5.81 1.75 4.92 2.33 

Fruit Loops 5.92 1.66 4.96 2.10 

Rice Krispies 6.15 1.48 5.12 1.69 

COMPUTERS 

Dell Computers 4.73 1.89 4.85 1.87 

Packard Bell Computers 5.19 1.59 4.62 1.55 

Compaq Computers 5.69 1.29 5.15 1.75 
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HEADACHE MEDICINE 

Excedrin 5.92 

Aleve 5.38 

Bayer 5.46 

FAST FOOD RESTAURANTS 

Wendy's 6.42 

Carl's Junior 6.35 

Subway 6.27 

FASHION MAGAZINES 

Glamour 4.46 

GQ 5.27 

Vogue 5.08 

ICE CREAM 
Dreyer Ice cream 5.77 

Baskin Robins 6.31 

Breyers Ice cream 5.58 

Haagen Dasz 5.85 

CANDY BARS 

Milky Way 6.12 

Hershey's 6.35 

Almond Joy 5.31 

Mounds 5.27 

Twix 6.31 

1.59 5.08 1.96 

1.90 4.77 2.12 

1.97 4.23 1.87 

.93 5.12 1.78 

1.04 4.46 1.78 

1.02 5.31 1.70 

2.26 3.12 1.99 

1.89 4.42 1.92 

1.96 3.35 1.94 

1.76 5.27 1.83 

1.41 5.62 1.71 

1.71 5.04 1.65 

1.56 5.81 1.57 

1.55 4.27 1.97 

1.30 5.35 1.54 

2.03 3.12 1.60 

2.05 2.77 1.62 

1.46 5.38 1.76 

For the following brands, N=42 

DISHWASHING LIQUID 

Dawn 5.55 1.59 5.0 1.77 

Ivory 5.76 1.46 4.26 1.89 

Joy 5.02 1.82 4.05 1.95 



WOMEN PERFUMES 

Opium 3.48 2.22 2.45 1.75 

Obsession 5.31 1.90 3.83 2.28 

Red 3.62 2.16 2.5 1.78 

Sunflowers 4.14 2.19 2.62 1.90 

CLOTHING STORES 

Guess 6.12 1.26 4.19 2.43 

Banana Republic 5.93 1.53 5.36 1.87 

Structure 5.88 1.58 4.81 2.29 

Abercrombie and Fitch 4.40 2.42 4.21 2.52 

SUPERMODELS 

Claudia Schiffer 6.05 1.25 

Elle McPherson 5.62 1.86 

Christie Brinkley 6.07 1.56 

Naomi Campbell 6.07 1.20 



132 

APPENDIX 5; 

PILOT STUDY SURVEY "ADS R' US" 

We would like to gather your reactions to the pilot of the play "Ads R' Us." Please 
answer the following questions as honestly as you can. Your comments and feed back 
will help us make the sitcom better. 

Please indicate your overall reaction to the play you just saw; 

1 liked it 1 2 3 4 5 6 7 I disliked it 

Good 1 2 3 4 5 6 7 Bad 

Now, we would like you to describe your experience of watching the play: 

For me, the experience of watching the play was: 

Pleasant 1 2 3 4 5 6 7 Unpleasant 

Enjoyable I 2 3 4 5 6 7 Not enjoyable 

Exciting 1 2 3 4 5 6 7 Dull 

Unusual 1 2 3 4 5 6 7 Usual 

Intense I • 2 3 4 5 6 7 Weak 

Rich I 2 3 4 5 6 7 Poor 

Real 1 2 3 4 5 6 7 Fake 

Interesting I 2 3 4 5 6 7 Boring 

In the space provided below please write down any comments you might have about the 
experience of watching the play. 
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Indicate whether you agree or disagree with each of the following statements: 

Strongly 
disagree 

Strongly 
agree 

The story was similar to regiilar TV sitcom 

The plot was believable 

The actors were talented 

This sitcom has a lot of potential 

I would watch this sitcom on TV 

2 

2 

2 

2 

2 

3 

3 

3 

3 

3 

4 

4 

4 

4 

4 

5 

5 

5 

5 

5 

In the space provided below, please indicate your comments and suggestions about the 
play (story, actors, etc.). What did you like? What didn't you like? How would you 
make it better? 

Some real products appeared in the play. In the space provided below, please list all the 
brand names that you remember seeing or hearing during the performance? 
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Please check whether you remember seeing and / or hearing each of the following brand 
names in the play. If you only SAW the brand, only check that you remember seeing. If 
you only HEARD the name, check that you remember hearing. If you remember BOTH 
hearing AND seeing the brand, check both. If you do not remember seeing or hearing the 
brand, check "Neither." 

7 up Remember seeing [ ] Remember hearing [ ] Neither [ 

Aleve Remember seeing [ ] Remember hearing [ ] Neither [ 

Almond Joy Remember seeing [ ] Remember hearing [ ] Neither [ 

Banana Republic Remember seeing [ ] Remember hearing [ ] Neither [ 

Baskin Robins Remember seeing [ ] Remember hearing [ ] Neither [ 

Bayer Remember seeing [ ] Remember hearing [ ] Neither [ 

Breyer's Remember seeing [ ] Remember hearing [ ] Neither [ 

Calvin Klein jeans Remember seeing [ ] Remember hearing [ ] Neither [ 

Carl's Junior Remember seeing [ ] Remember hearing [ ] Neither [ 

Chips Ahoy Remember seeing [ ] Remember hearing [ ] Neither [ 

Christie Brinkley Remember seeing [ ] Remember hearing [ ] Neither [ 

Claudia Schiffer Remember seeing [ ] Remember hearing [ ] Neither [ 

Corona Remember seeing [ ] Remember hearing [ ] Neither [ 

Dawn Remember seeing [ ] Remember hearing [ ] Neither [ 

Dell Remember seeing [ ] Remember hearing [ ] Neither [ 

Dr Pepper Remember seeing [ ] Remember hearing [ ] Neither [ 

GQ Remember seeing [ ] Remember hearing [ ] Neither [ 

Haagen Dasz Remember seeing [ ] Remember hearing [ ] Neither [ 

Hillsbros Remember seeing [ ] Remember hearing [ ] Neither [ 

Keebler Remember seeing [ ] Remember hearing [ ] Neither [ 

Lee jeans Remember seeing [ ] Remember hearing [ ] Neither [ 

Little Caesar's pizza Remember seeing [ ] Remember hearing [ ] Neither [ 

Milky Way Remember seeing [ ] Remember hearing [ ] Neither [ 

Obsession Remember seeing [ ] Remember hearing [ ] Neither [ 

Papa John pizza Remember seeing [ ] Remember hearing [ ] Neither [ 
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Pert Remember seeing [ ] Remember hearing [ ] Neither [ ] 

Rice Krispies Remember seeing [ ] Remember hearing [ ] Neither [ ] 

Seiko Remember seeing [ ] Remember hearing [ ] Neither [ ] 

Sony Remember seeing [ ] Remember hearing [ ] Neither [ ] 

Sprite Remember seeing [ ] Remember hearing [ ] Neither [ ] 

Subway Remember seeing [ ] Remember hearing [ ] Neither [ ] 

Swatch Remember seeing [ ] Remember hearing [ ] Neither [ ] 

Twix Remember seeing [ ] Remember hearing [ ] Neither [ ] 

Vogue Remember seeing [ ] Remember hearing [ ] Neither [ ] 

Yuban Remember seeing [ ] Remember hearing [ ] Neither [ ] 

Please, tell us briefly about yourself: 

Your age: 
Your gender: Male [] Female 
Your ethnicity: Hispanic 

African American 
Native American 
White American 
Asian-American 
Other 

Are you a foreign student? Yes [ ] No [ ] 

THANK YOU VERY MUCH FOR YOUR COOPERATION! 



136 

APPENDIX 6: 

MAIN STUDY SURVEY #1 

Please list all thoughts that you can recall going through your mind while you were 

watching the show; 

Now, we would like you to describe your experience of watching the show: 

For me, the experience of watching the show was: 

Pleasant 1 2 3 4 5 6 7 Unpleasant 

Enjoyable 1 2 3 4 5 6 7 Not enjoyable 

Dull 1 2 3 4 5 6 7 Exciting 

Interesting 1 2 3 4 5 6 7 Boring 

Usual 1 2 3 4 5 6 7 Unusual 

Real 1 2 3 4 5 6 7 Fake 

Please indicate your overall reaction to the show you just saw: 

I liked it 1 2345671 disliked it 

Bad 1 2 3 4 5 6 7 Good 

Favorable 1 2 3 4 5 6 7 Unfavorable 
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Indicate your level of agreement / disagreement with each of the following statements: 

The story was similar to regular TV sitcom 

The plot was believable 

The actors were talented 

This sitcom has a lot of potential 

I would watch this sitcom on TV 

Strongly 
disagree 

2 3 

2 3 

2 3 

2 3 

2 3 

Strongly 
agree 

4 5 

4 5 

4 5 

4 5 

4 5 

Respond to each of the following statements with regards to the television program "Ads 

R' Us," For each statement, circle the number that best corresponds to the way that you 

feel about the show. 

Watching Ads R' Us is an escape for me. 

I would stop whatever I am doing to watch Ads R' Us. 

1 relate what happens in Ads R' Us to my own life. 

I think Ads R' Us has a great cast. 

Ads R' Us is intelligently written. 

I would love to meet the characters of Ads R' Us. 

I would love to be an actor in Ads R' Us. 

I can Identify with some of the characters in Ads R' Us. 

I recommend Ads R' Us to everyone. 

Ads R' Us totally absorbs me. 

Strongly 
Disagree 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

5 

5 

5 

5 

5 

5 

5 

5 

5 
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Please indicate your opinion about each of the characters in Ads R' Us: 

Pete 

I like him 1 2345 6 71 dislike him 

Tommy 

I like him 1 2 3 4 5 6 7 1 dislike him 

Joanna 

I like her I 2 3 4 5 6 7 I dislike her 

Dominique 

I like her 1 2 3 4 5 6 7 I dislike her 

Sheryl 

I like her 1 2 3 4 5 6 7 I dislike her 

Mr. Straus 

I like him 1 2 3 4 5 6 7 1 dislike him 

In the space below, please write any other conunents or suggestions (casting, story lines, 

etc.) that you might have about the show. 
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Please, tell us briefly about your television watching habits: 

On average, how many hours per week do you spend watching the following television 
programs: 

hours / week 
hours / week 
hours / week 
hours / week 
hours / week 
hours / week 

J hoiirs / week 
hours / week (please specify) 

Soap Operas 
News 
Sports 
Movies 
Comedy 
Action/Adventure 
Drama 
Other 

Strongly 
Disagree 

1 Television is my primary form of entertainment. 

2 Magazines are more interesting than television. 

3. I frequently watch daytime television. 

Strongly 
Agree 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

Currently what is your favorite program on television? 

Please, tell us briefly about yourself: 

Your age: 
Your gender: 

Your ethnicity: 

[ ]  Male 

Hispanic 

African American 
Native American 
White American 
Asian-American 
Other 

Is English your native language 

Female [] 

[] 

Yes[] No[] 
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APPENDIX 7: 

MAIN STUDY SURVEY #2 (VERSION I) 

For each of the following product categories, please write down the first brand that comes 
to mind. Then, if you have enough time, write down as many brands as you can 
remember (no more than 3). 
Headache medicine Beer 
First brand that comes to mind: First brand that comes to mind: 

Ground coffee Shampoo 
First brand that comes to mind: First brand that comes to mind: 

Pizza (delivery) Cooides 
First brand that comes to mind: First brand that comes to mind: 

Soft drinks Cereal 
First brand that comes to mind: First brand that comes to mind: 

Candy Bars Fast food restaurants 
First brand that comes to mind: First brand that comes to mind: 

Cameras Ice cream 
First brand that comes to mind: First brand that comes to mind: 
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Please indicate your opinion about each of the following brands: 

Lucl^ Charms 

Reebok 

Cannondale 

Snapple 

Breyers 

Almond Joy 

Seven Up 

Oreo 

Subway 

Keebler 

Good 

I like it 

Good 

I like it 

Good 

1 like it 

Good 

1 like it 

Good 

I like it 

Good 

1 like it 

Good 

I like it 

Good 

I like it 

Good 

1 like it 

Good 

I like it 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

Bad 

I dislike it 

Bad 

I dislike it 

Bad 

I dislike it 

Bad 

1 dislike it 

Bad 

I dislike it 

Bad 

I dislike it 

Bad 

I dislike it 

Bad 

I dislike it 

Bad 

I dislike it 

Bad 

I dislike it 



142 

Blackjack 

Good 

I like it 

Carl's Junior 

Good 

I liice it 

Chips Ahoy 

Good 

I like it 

Rosarita Foods 

Good 

I like it 

Dreyer's 

Good 

I like it 

Yuban 

Good 

I like it 

Little Caesar's 

Good 

I like it 

Wendy's 

Good 

I like it 

Mountain Dew 

Good 

I like it 

Papa John 

Good 

I like it 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

6 7 Bad 

6 7 1 dislike it 

6 7 Bad 

6 7 1 dislike it 

6 7 Bad 

6 7 I dislike it 

6 7 Bad 

6 7 I dislike it 

6 7 Bad 

6 7 I dislike it 

6 7 Bad 

6 7 I dislike it 

6 7 Bad 

6 7 I dislike it 

6 7 Bad 

6 7 I dislike it 

6 7 Bad 

6 7 1 dislike it 

6 7 Bad 

6 7 I dislike it 
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Froot Loops 

Good 

I like it 

Maxwell House 

Good 

I like it 

Rice Krispies 

Good 

I like it 

Del Monte 

Good 

1 like it 

Baskin Robins 

Good 

I like it 

Twix 

Good 

I like it 

Sprite 

Good" 

I like it 

Milky Way 

Good 

I like it 

HillsBros 

Good 

I like it 

Supreme 

Good 

I like it 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

6 7 Bad 

6 7 I dislike it 

6 7 Bad 

6 7 I dislike it 

6 7 Bad 

6 7 I dislike it 

6 7 Bad 

6 7 1 dislike it 

6 7 Bad 

6 7 I dislike it 

6 7 Bad 

6 7 1 dislike it 

6 7 Bad 

6 7 1 dislike it 

6 7 Bad 

6 7 1 dislike it 

6 7 Bad 

6 7 I dislike it 

6 7 Bad 

6 7 1 dislike it 
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On the lines below, please write down what you think the purpose of Study 1 (Ads R' Us) 
was. 

Please write down what you think the purpose of Study 2 (the brands) was. 

Sometimes when two studies are conducted in the same session, responses to the first 

study may influence responses to the second study. Did you see a connection between 

the 2 studies? Yes No 

Please explain: 



145 

APPENDIX 8; 

MAIN STUDY SURVEY #3 

Please check whether you remember seeing and / or hearing any of the following brand names in 

the sitcom you watched earlier. If you only SAW the brand, only circle "S". If you only HEARD 

the name, only circle "H". If you remember BOTH seeing AND hearing the brand, circle both 

"S" and "H". If you do not remember either seeing or hearing the brand, circle "N." 

Remember Remember Neither 
seeing hearing 

Aleve S H N 

Almond Joy S H N 

Armani S H N 

Banana Republic S H N 

Baskin Robins S H N 

Bayer S H N 

Black & Decker S H N 

Breyer's S H N 

Calvin Klein S H N 

Carl's Junior S H N 

Carnation S H N 

Cheerios S H N 

Chips Ahoy S H N 

Corona s H N 

Cosmopolitan s H N 

Dannon s H N 

Dawn s H N 

Deli s H N 

Dr Pepper s H N 

Dreyers s H N 

Froot Loops s H N 

Frosted Flakes s H N 

Gateway s H N 

GQ s H N 

Guess s H N 

HillsBros s H N 

Keebler s H N 



Remember Remember Neither 
seeing hearing 

Lee S H N 
Lipton S H N 
Little Caesar's S H N 
Lucky Charms S H N 
Maxwell House S H N 
Milky Way S H N 
Mountain Dew s H N 
Newsweek s H N 
Nike s H N 

Oreo s H N 
Panasonic s H N 
Papa John s H N 
Pepsi s H N 

Philips s H N 
Pringles s H N 

Quick s H N 

Reese's Pieces s H N 

Rice Krispies s H N 

Ritz s H N 

Seven Up s H N 

Snapple's s H N 

Sony s H N 

Sprite s H N 

Subway s H N 

Supreme s H N 

Twinkies s H N 

Twix s H N 

Twizzlers s H N 

Vogue s H N 

Wendy's s H N 

Yoohoo s H N 

Yuban s H N 
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Product placement is the practice of placing real branded products as props in movies and 

television shows. Today's TV shows often contain real branded products as props. Please 

answer the following questions about your feelings toward this practice. 

I hate seeing brand name products in TV shows if they are placed for 
commercial purposes 

I don't mind if TV producers receive compensation from 
manufacturers for placing their brands in their shows 

It is highly unethical to influence a TV audience by using brand 
name products in TV shows 

Manufacturers are misleading the audience by disguising brands as 
props in TV shows 

The govemment should regulate the use of brand name products in 
TV shows 

1 prefer to see real brands in TV shows rather than fake/fictitious 
brands 

TV shows should use fictitious brands rather than existing brands 

The presence of brand name products in TV shows makes the 
program more realistic 

I don't mind if brand name products appear in TV shows 

The placement of brands in TV shows should be completely banned 

TV shows should only contain those brands that are essential to a 
program's realism 

I don't mind seeing brand name products in TV shows as long as 
they are not unrealistically shown 

I would consider using real brands as "commercials in disguise" 

TV viewers are subconsciously influenced by the brands they see in 
TV shows 

I often buy brands I see TV characters using or holding in TV shows 

Strongly 
disagree 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

3 

Strongly 
agree 

5 

5 

5 

5 

4 

4 

4 

4 

4 

4 

4 
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For each product that appeared in the sitcom, indicate how much you feel the product was 

connected to the plot of the story: 

Not at Very 
all Much 

Coffee played an important role in the story. 1 2 3 4 5 

Without the references to coffee, the story would be different. 1 2 3 4 5 

Coffee is connected to the plot. 1 2 3 4 5 

Candy played an important role in the story. 1 2 3 4 5 

Without the references to candy, the story would be different. 1 2 3 4 5 

Candy is connected to the plot. 1 2 3 4 5 

Ice cream played an important role in the story. 1 2 3 4 5 

Without the references to ice cream, the story would be 1 2 3 4 5 

Ice cream is connected to the plot. 1 2 3 4 5 

Cookies played an important role in the story. 1 2 3 4 5 

Without the references to cookies, the story would be 1 2 3 4 5 

Cookies were connected to the plot. 1 2 3 4 5 

Sandwiches played an important role in the story. 1 2 3 4 5 

Without the references to sandwiches, the story would be 1 2 3 4 5 

Sandwiches were connected to the plot. 1 2 3 4 5 

Soda played an important role in the story. 1 2 3 4 5 

Without the references to soda, the story would be different. 1 2 3 4 5 

Soda was connected to the plot. 1 2 3 4 5 



Had you ever seen this product before today? 

Yes No 

Please explain; 
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APPENDIX 9: 

REGRESSION ANALYSES 

Explicit Memory 

The explicit memory data were analyzed through a series of logistic regressions. 

Since the results were similar for both Explicit 1 and Explicit 2, only the results for 

Explicit2 are reported. Auditory mention, visual presence, and plot connection were 

dummy coded (1/0) and an additional continuous plot variable was computed, based on 

the score assigned to each product category by the subjects on the plot connection scale. 

The first logistic regression model was run using only the main effects of auditory, 

visual, and plot. The model was better than the baseline model, as indicated by the 

significant Chi Square (287.194 with 3 dfs). However, only the coefficient of Auditory 

was positive. The second model, containing the interaction terms AuditoryXPlot and 

VisualXPlot, was significantly different than the main effects only model (313.999 with 5 

dfs). In this model, the main effect coefficients became positive and the interactions were 

negative (and all coefficients were significant). 

LN (EXPLICIT2/ (1 - EXPLICITL)) = -4.6925+ 1.3203 PLOT + 5.68% AUDIO - 1.2855 AUDIOXPLOT 

+ 2.3906VISUAL - .6649 VISUALXPLOT 

These logistic regression coefficients support Hypothesis #1-A, except in the case of 

audiovisual placements. Indeed, the coefficient for plot connection is positive in all cases 

except when both audio and visual dummies are equal to 1. In that case, the plot 
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connection is actually detrimental to memory. Hypothesis #1-B is fully supported, since 

the sum of the audio and visual coefBcients is always greater than the single coefficients. 

The logistic regression analysis also confirmed that Hypothesis 2 was not supported 

since including Visual SOP and Audio SOP in the model did not improve it (as indicated 

by the Chi-square value). 

Implicit Memory 

The implicit memory data was also analyzed through a series of logistic regressions, 

using the same procedures as for the explicit memory data discussed earlier. For both 

IMPLICl (first brand mentioned) and IMPLIC2 (brand in awareness set), only the main 

effects of audio and visual in the model were examined, followed by adding the main 

effect of plot, and finally the Interaction terms (visualXplot, audioXplot, and 

visualXaudioXplot). 

The best model for IMPLICl was that containing only the main effects of auditory 

and visual placement (Chi Square of 87.89 with 2 dfs), as indicated below: 

LN (IMPLICl/ (I - IMPLICl)) = -3.7397 + 3.2425 AUDIO-1.2946 VISUAL 

This model suggests that 1% individuals will list the screen placements as the first 

brand that comes to mind, 38% the script placements, and 14% the script + screen 

placements, all of those regardless of the placements' plot connection. 

The best model for IMPLIC2 contained only the main effects of auditory and visual 

(Chi Square of43.476 with 2 dfs), as indicated below: 
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LN (IMPLIC2/ (I - IMPLIC2)) = -.8722+ .6318 AUDIO - .8323 VISUAL 

This model indicates the same pattem of results: 15% individuals list the screen 

placements in the awareness set, 44% the script placements, and 25% the script + screen 

placements, all of those regardless of the placements' plot connection. 
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