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Chapter 1 : Introduction to the Study 

1.1 Introduction 

As today’s consumers become exposed to increased levels of advertising clutter (Elliott and 

Speck 1998), marketers have looked to other means to get their message across. Product 

placement has become increasingly popular and even rivalling traditional advertising. In the 

first quarter of 2009 an average of 10 minutes and 35 seconds per hour of US prime time 

network TV was devoted to in-program brand appearances compared to 13 minutes and 53 

seconds for traditional advertising (TNS Media 2009). The growing appreciation for this 

promotional tool within industry warrants further research, receiving limited attention within 

the marketing literature until the last decade (Balasubramanian, Karrh, and Patwardhan 2006). 

However, before establishing the research context for this study, an overview of the benefits, 

acceptability and ethicality of this controversial technique provides an understanding of its 

place within modern marketing communications.  

 

1.2 Potential Benefits of Product Placement 

Product placement has been labelled a form of advertising, yet it has several advantages over 

traditional advertising and other forms of promotion, which account for its recent growth (TV 

placements hit US$104.5 million in Aust for 2005; (PQ Media 2006)). Studies of television 

and cinema advertising have cast doubt on the amount of attention given to traditional adverts 

(Dunnett and Hoek 1996; Elliott and Speck 1998). Although the exact figures are contentious, 

a range of between 50-70% of households with personal video recorders (i.e. Foxtel IQ (Aust) 

or TiVo) have been purported to skip ads (Anderson 2008). Furthermore, multitasking, 

especially among younger consumers, is taking consumer attention away from advertising. 

Distraction, zipping and zapping, tasking and avoidance are all problems associated with 
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traditional advertising but virtually eliminated when using product placement. Its ability to cut 

through clutter is cited by industry as one of the main reasons for its use (Interview 2003).  

 

Product placement combines features of both advertising and publicity to create a unique 

advantage. It is similar to advertising in that it sets a context for the product or brand, 

positioning it purposefully. It is similar to publicity in that it is not necessarily perceived as 

advertiser biased (Balasubramanian 1994; Karrh 1998). In particular, consumers may not 

realise at the time of judgement or purchase that they have been given information via an 

advertiser-funded message (Shapiro, Macinnis, and Heckler 1997). Although, this advantage 

may be diminished if legislation enforces the explicit reporting of product placement as is 

now being considered within the European Union (European Parliament 2007). In advertising, 

the product is the central focus or reason for creating what people may perceive as a ‘selling 

device’. Product placement, on the other-hand, has the focus of a storyline and characters and 

its vehicle is intended to entertain people. This difference in focus may give rise to a more 

positive processing of the product message due, perhaps, to mood and involvement and may 

induce different processing of the message. 

 

Product placement is also set within an extended setting where viewers can get a clearer 

picture of the context in which the product is found. Consumption constellations are able to be 

formed as the setting of a movie or television show groups brands which help to create an 

entire image or enable a ‘rub-off effect’ from one brand to another (Solomon and Englis 

1994). Not only is there the ability to transfer meaning from character to brand but also from 

brand to brand which may facilitate a stronger image transfer. Also, as viewers become 

involved with the program, their sense that it is real may develop, and the program can act 

much like a real-life reference (Solomon and Englis 1994). 
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1.3 Acceptability and Ethicality of Product Placement 

Although there may be many drivers for marketing practitioners to use product placements, 

the practice has been criticised for being unethical and a disruption to viewers’ enjoyment of 

the program (Gupta, Balasubramanian, and Klassen 2000). Consequently, much of the initial 

research on product placement has focused on its ethics or acceptability (d'Astous and Seguin 

1999; Gould and Gupta 1997). Largely, researchers have found that attitudes towards product 

placements are positive, particularly where the brand contributes to the verisimilitude of the 

program or movie (DeLorme and Reid 1999; Gould and Gupta 1997; Gould, Gupta, and 

Grabner-Krauter 2000; Stern and Russell 2004). Also, individual differences have been found 

to moderate this acceptance, with greater acceptance from those who are younger, more brand 

conscious, frequent movie-goers and have a general liking for adverts. Such findings suggest 

that product placement may have become normalised. In particular, younger viewers may not 

know of any other media environment and those who have been more frequently exposed to 

placements may have become desensitised. 

 

Even so, this acceptance lessens when the product is ethically charged, such as cigarettes, 

alcohol, guns and to a lesser extent fatty foods (Gould and Gupta 1997; Gupta et al. 2000), 

mirroring ethical concerns surrounding traditional advertising (Waller, Fam, and Erdogan 

2005). Lesser acceptance of these types of products is not unexpected and reflects a focus on 

the potential harm that may be caused by consuming them and the more highly regulated 

promotion used to reduce potential harm. Indeed, regulators have responded to these 

concerns, where regulations and laws such as the Tobacco Advertising Act 1992 (Cwth) and 

the EU Audiovisual Media Services Directive (formerly Television without Frontiers 

Directive) have been amended to encompass a ban on tobacco product placements. 
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One particular demographic segment that may be adversely affected by product placements is 

children. Media is often a large part of a child’s life, and exposure to popular music, 

television and movies at developmental ages may make younger people susceptible to these 

integrated and often subtle product messages, particularly where they involve celebrities and 

popular characters (Livingstone and Helsper 2006). There have been a few studies focusing 

on the effect of product placements on minors. In particular, a study by Auty and Lewis 

(2004) found evidence that children are affected by product placement in an implicit way, in 

relation to brand choice, a behavioural effect of product placement. This is ethically relevant 

not only because there may be an effect on minors, with potentially lower levels of media 

literacy, but because it highlights a non-conscious effect, an ethical issue of concern for all 

ages. Indeed, a study by Law and Braun (2000) found a similar effect with university 

students, where a positive effect on choice was apparent despite a lack of correlation between 

their recall and choice of the brand. This suggests that consumers are not necessarily aware of 

the effect of a placement on their choice, and thus may not be making informed choices, 

particularly when placements are covert. 

 

Focusing on viewers’ reaction to this surreptitious influence, d’Astous and Seguin (1999) 

hypothesised that consumers would be opposed to subtle forms of product placements. 

Interestingly, this hypothesis was supported for placements within informational programs but 

not for mini-series or game shows, suggesting that viewers may be more concerned with 

surreptitious influences where information is being imparted and perhaps trusted to do so 

without bias. Again, this concern is directly reflected in the regulations surrounding product 

placement in Australia. Disclosure of product placement, or any commercial arrangement 

between an Australian network, producer or presenter and a third party, is required under the 

Commercial Television Code of Practice (Aust), yet only applies to factual programming, 

which includes current affairs, documentaries and infotainment programs. 
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The findings above suggest that perceptions of ethicality are dependent on the type of product 

placed, how surreptitious the placement may be and whether the audience can discern the true 

source of the message. Indeed, in a response to the European Union’s ban on product 

placement, Hackley, Tiwsakul, and Preuss (2008) purport that its ethicality is dependent on 

identification of the brand as the source of the placement and the viewer’s level of 

sophistication in understanding this practice (which they believed to be sufficient). Although 

this study will not address the question of ethicality directly, it explores viewers’ 

sophistication or susceptibility in interpreting these embedded brand cues. 

1.4 Defining Product Placement 

In defining product placement, both academics and practitioners have differed in their 

opinion. Many academics and practitioners use the term ‘product placement’, however, as 

Karrh (1998) noted, the unit of analysis is often not the general product but particular brands 

(i.e. Pizza Hut rather than pizza was promoted in Wayne’s World). Since then, several 

academic papers have used the term ‘brand placement’ to highlight the correct unit of 

analysis. Although this term would be a more correct term to use, the pervasiveness of the 

term ‘product placement’ within both industry and academic literature has generated a 

common understanding of this label for the practice and so this is the term that will be used in 

this study.  

 

There are both similarities and differences in defining this form of promotion, as highlighted 

in Table 1.1. The consensus emerging from these definitions is that inclusion or integration of 

products/brands within some form of entertainment media content defines the practice. The 

main differences in these definitions relate to the inclusion or exclusion of payment or 
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consideration given by the marketer, the form in which the product/brand is portrayed and 

within which media it is included. 

Table 1.1: Definitions of product/brand placement 

Author Definition 
(Steortz, 1987, p22)1 “the inclusion of a brand name product package, signage, or other 

trademark merchandise within a motion picture, television show, or 
music video”  

(Balasubramanian 1994) ‘product placement is a paid product message aimed at influencing, 
movie (or television) audiences via planned and unobtrusive entry of a 
branded product into a movie (or television program)”  

(Ong and Meri 1994) “the practice of arranging for brand-name goods to make prominent, 
paid-for appearances in films, television programs, and other 
entertainment productions  

(Baker & Crawford, 1995, 
p2)2 

“the inclusion of commercial products or service in any form in 
television or film productions in return for some sort of payment from 
the advertiser”  

(Karrh 1998) “the paid inclusion of branded products or brand identifiers, through 
audio and/or visual means, within mass media programming. 

(d'Astous and Chartier 
2000) 

“A product placement is the inclusion of a product, a brand name, or the 
name of a firm in a movie or in a television program for promotional 
purposes”. 

Entertainment and 
Resources Marketing 
Association (ERMA 2004) 

“Product placement is the practice of integrating specific products and 
brands into filmed entertainment” (ERMA). 

(Russell and Belch 2005) “the purposeful incorporation of a brand into an entertainment vehicle” 
(Hudson and Hudson 2006) ‘The integration of advertising into entertainment content, whereby 

brands are embedded into storylines of a film, television program, or 
other entertainment medium. This involves co-creation and collaboration 
between entertainment, media and brands.’ 

1 From (Ong and Meri 1994) 
2 From (McKechnie and Zhou 2003) 

 

Whether payment, some other form of consideration (i.e. in-kind, concurrent advertising) or 

collaboration (i.e. joint promotion) is necessary to define product placement is important for 

its management. This distinguishes product placement from other forms of incidental product 

exposure and hints at the idea that product placement requires an intent to place the product. 

If the placement is not planned, then it may not be the marketer’s image of the product that 

will necessarily be displayed or pursued. This is more akin to publicity than to planned 

promotion (Balasubramanian 1994). However, in studying the way in which consumers 

process product placements, consideration is not a defining factor as viewers are often 

unaware of which products are placed purposefully within mass media by marketers. Despite 

this, from the perspective of marketing managers, the definition of product placement should 
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include the collaboration, consideration or payment provided by marketers so that it is 

distinguished as a marketer-generated promotional activity. 

 

How brands are represented may vary depending on the modality of the media (i.e. audio, 

visual etc). For example, product placement within a feature film can depict the actual 

branded product such as the Hummer driven by Wesley Snipes in “The Fan” (ERMA 2004). 

Alternatively, product placement could involve the mention of a brand name within a novel or 

TV show such as Timex within a Tom Clancy book or Jerry Seinfeld’s mention of an Armani 

suit. Also, with the wide spectrum of media providing entertainment, it is important to use an 

encompassing term such as entertainment media. In considering these arguments, product 

placement may be defined as ‘the purposeful inclusion of products or brand identifiers within 

the content of entertainment media, as a result of payment, consideration or marketer and 

producer collaboration’. 

1.4.1 Program-Related Promotions 

Along with product placement, there are many other program-related promotional techniques, 

many of which are often integrated with product placement deals. Sponsorship, infomercials, 

video news releases and advertiser-funded programs are all different ways of promoting a 

product within a mass-media context (see Table 1.2). Although they are often used in 

conjunction, these techniques can be distinguished from one another in their specificity. More 

broadly, a sponsorship deal may include product placement strategy; however, sponsorship 

could also involve any number of exploitable commercial tools. For example, Big Brother II 

was sponsored by ‘New Fanta’, as stated at the beginning and end of the show as well as on 

the program website. Additionally, the product was featured within the show after 

collaboration with the producers, denoting the product placement strategy. Thus, product 

placement could be seen as one of many potential tools that could be used in conjunction with 
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a sponsorship deal. Indeed, many product placement deals are cross-platform deals that 

integrate both sponsorship and advertising with product placement strategy (Jacobs 2002). 

Table 1.2: Differences in Program-Related Promotion 

 Program-related promotion 
 Product 

placement 
Sponsored 

News 
Release 

Infomercial Program 
tie-ins 

Advertiser
-funded 

Sponsorship 

Product/Brand 
identifier presented 
within program 

� � � � � � 

Product scripted  in 
context with the 
scene 

� � � � � � 

Primary intent is to 
entertain 

� � � � � � 

Primary intent is to 
persuade 
consumers 

� � � � � � 

Sponsor identified � � � � � � 
Consideration 
given 

� � � � � � 

Complimentary 
media used 

� � � � � � 

 

More recently, the term program tie-ins has been used within the Australian industry to 

describe the extension of many sponsorship/placement deals into complementary media. 

These include program websites or SMS voting mechanisms linked to the program and which 

allow the audience to connect with the content, program and brand outside of the primary 

entertainment medium. Such extended integration is not a part of the original plot or context 

of the content; yet is often used in conjunction with product placement within the program 

setting. 

 

Other forms of promotion, such as infomercials, where a program-length demonstration of a 

product is shown, or advertiser-funded programming, such as a purposive Audi movie 

showcased at car shows (Burbury 2003), also differ from product placement.  This difference 

relates to the intent with which the underlying media program is produced. With the former 

two techniques, the primary objective is not to provide entertainment but to promote a product 
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or brand, as is the same with a traditional television commercial. This distinction is important 

as the viewer may more readily discount a message within a recognised promotional vehicle 

(Balasubramanian 1994). 

1.4.2 Types of Product Placement 

In addition to the distinction between product placement and other types of promotion, 

contrasts between various forms of product placement also exist. Sheehan and Guo (2005) 

provide a categorisation for product placement types based on the level of integration within 

the show and the control given to the brand (see Figure 1.1). Product placement within the 

Australian industry would more often be categorised as product integration as practitioners 

collaborate with producers at early stages of series development and thus have a greater 

control over how the brand will be integrated (Parkinson 2003). As a consequence brands are 

often integrated in an explicit way with guarantees of visibility and auditory prominence. 

Figure 1.1: Categorisation of Product Placement Types 

 

Source: (Sheehan and Guo 2005) 

 

a1172507
Text Box
                           NOTE:     This figure is included on page 9  of the print copy of the thesis held in    the University of Adelaide Library.
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Most of the research to date has focused on ‘traditional’ product placement, however, a few 

researchers have explored more explicit product integration (Sheehan and Guo 2005; van 

Reijmersdal, Neijens, and Smit 2007). This study also attempts to further understanding of 

more controlled and highly integrated placements, and how they may be processed. 

 

1.5 Research Direction 

Researchers of product placement have begun to recognise that the power of the practice lies 

outside of the information processing theories used to explain traditional advertising effects 

(Bhatnagar, Aksoy, and Malkoc 2004). Understanding the nature of television and its appeal 

may help us to understand how viewers negotiate these contextual brand cues. If this is 

understood, a brand may better contribute to this environment, going further than merely 

being seen within the program, providing meaning and satisfaction to the viewer. Specifically, 

this study explores the nature of the relationship between program and viewer, as well as the 

structure and conventions of a particular genre, reality TV. Similar to Russell and Stern’s 

(2006) work on the US sitcom, this research aims to address the complexities of program 

content and understand how the expectations and gratifications surrounding viewing of this 

content may enhance or diminish the impact a placement may have.  

 

An audience is inherently drawn to view a program by its nature and so an understanding of 

how particular brands relate to this context is also a focus of this study. Much of the 

placement research to date has focused on executional elements of placements, such as 

prominence, number of mentions, frequency of placements, modality and so on. This study 

extends this research is by focusing on the particular execution of the placement in relation to 

the program content, and by measuring viewer perceptions of this relationship. 
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Furthermore, particular care has been taken to align and maintain the relevance of this 

research to the Australian placement industry. Although much can be gained from research 

conducted all over the world, the style and type of placement deals more common to the 

Australian industry warrants a focus on more explicit placements within lifestyle and reality 

television. As well as appreciating the particular program context, a fundamental 

understanding of the type of influence that television has on the viewer may highlight the 

form of communications objectives that may be achieved via product placement. Hence, this 

study will explore effects beyond recall and general attitudes towards the brand, to more 

psychologically-relevant outcomes such as viewer affiliation with the brand. 

 

Therefore, the following broad objectives are specified for this study: 

 

� To extend our understanding of the psychological processes that relate to product 

placement by identifying existing theories within marketing communications and 

media psychology literature that may be applied to this promotional technique. 

 

� To test the effectiveness of product placements using a quasi-experimental approach, 

obtaining strong empirical results and improving on the methodologies used in 

previous studies of product placement. 

 

� To give marketing practitioners and regulators insights into what brings about an 

influential product placement and where the specific value of product placements lies. 

 

1.6 Outline of the Thesis 

There are seven chapters within this thesis that work towards a staged research process (sees  
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Figure 1.2). As well as providing the following outline of each chapter, the relevant stage 

within the research process, as it aligns with the chapter content, is highlighted at the 

beginning of each chapter, helping to guide the reader. 

 

Chapter one provides an overview of the potential benefits of product placement, as well as an 

indication of the issues surrounding its acceptability and ethicality. A clear definition of 

product placement is provided by referencing a variety of academic definitions, providing 

contrasts to other program-related promotions and by delineating the various types of product 

placement. Research directions and objectives are communicated and a thesis outline and 

research process are described. 

 

Chapter two presents a review of the literature spanning several established media theories; 

namely cultivation, genre and uses and gratifications theories. Also, relevant theories of 

persuasion and consumer processing are discussed and related to the product placement 

scenario. Current product placement research on program and placement characteristics as 

well as viewer differences are also identified and analysed.  

 

Chapter three outlines preliminary exploratory research with the Australian product placement 

industry. A qualitative research process is described, including references to practitioner 

interviews and the use of the Delphi process. The constructs gleaned from industry data are 

also partially validated and refined via this process. Furthermore, the importance of various 

factors is determined to allow the development of a more parsimonious model for testing. 
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Figure 1.2: The Research Process 
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Chapter four outlines a causal model of product placement effects, based on the industry 

findings and relevant media and persuasion theories. Following this, the constructs within the 

model are operationalised and the research design is discussed. Several relevant sample and 

brand considerations are addressed, with special attention paid to the choice of target 

program. Finally the subsequent questionnaire design and relevant data analysis techniques 

are explained. 

 

Chapter five describes the three pre-test studies undertaken to test the relevant measures and 

ascertain whether relevant manipulations would be achieved with the target stimuli. Analysis 

of each of the pre-tested scales is provided, giving initial indications of validity and reliability. 

Furthermore, this chapter includes necessary preliminary analysis of the main data set, 

addressing the relevant data assumptions and questions of reliability and validity of 

measurement models. 

 

In chapter six the process of model specification is described and results of the main study 

analysis are presented. Specifically, results from the tests of sub and full models of the 

proposed product placement effects are provided. Analysis of moderating effects required 

further multi-group analyses to be conducted and these results are also discussed with 

reference to initial findings. 

 

Chapter seven presents the discussion of the results and provides conclusions of the study. 

Specifically, this chapter explains how the various theories first discussed within this thesis 

apply to what has been found. Furthermore, the practical implications of these findings are 

discussed along with the theoretical contributions and limitations of the study. Finally, 

directions for future research are provided, based on the relevant questions that remain 

unanswered by this research. 
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Chapter 2 : Review of Literature 
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2.1 Introduction 

To enable an understanding of the underlying psychological processes a viewer may 

undertake when exposed to product placement, an overview of how consumers process brand 

cues or persuasion attempts is given, with reference to how it may relate to product 

placement. Following this broader theoretical base, existing product placement research on 

the influence of program characteristics, the link between program and brand as well as the 

role of individual viewer differences is discussed. But first, we investigate the way viewers 

process media since the brand is inherently integrated within this context. For this, we borrow 

from the discipline of media psychology.  

 

2.2 How viewers process media  

This review of media literature will centre mostly on television since this study aims to 

further understanding in relation to this specific audio-visual medium. In particular, the focus 

of the study is on explicit placements within television which may be contextually different to 

written placements found within novels or billboard placements within video games, although 

there may be a close comparison to feature film placements. Thus, several broader and well-

established media theories, namely uses and gratifications, genre and cultivation theory, will 

be explained with specific reference to how they may pertain to television viewing. 

2.2.1 Cultivation theory 

Cultivation theory suggests that increased exposure to television content creates a worldview, 

or a consistent picture of social behaviour, norms, and structure, based on the stable view of 

society that television content portrays (Gerbner et al. 1994).  Research in this area examines 

the idea that heavy television viewers will agree with the ‘television world’ more often than 

lighter television viewers. The founders of this theory, Gerbner et al. (1980), initially 
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researched this effect by asking subjects several questions or statements of which they had 

previously determined a ‘television’ answer. Heavy viewers were found to agree significantly 

more than light viewers. This effect was also found after controlling for three demographic 

differences; age, sex and education. Although the studies by Gerbner and his associates 

(Gerbner et al. 1994) inspired further studies into this effect, there were fundamental flaws 

with the methodology and analysis. First, the questions asked by the researchers were about 

alienation with society (i.e. “Most public officials are not really interested in the average 

man”) or a fear of society (i.e. “Is there any area – that is within a mile – where you would be 

afraid to walk alone at night?”). Any inference of causation regarding these issues would be 

flawed because it is likely that those who feel alienated and afraid to go out into society 

would spend less time in society and more time in front of the television. Therefore, rather 

than television causing heavy viewers to have certain views, those with certain views would 

become heavy television viewers.  

 

One critical argument made by Hughes (1980) was that the three control variables were not 

the variables most likely to create a difference in subjects’ beliefs about those particular 

questions. Perhaps more relevant mediating variables, such as involvement with the general 

public, number of hours worked or extraneous activities, would be better controls as they 

relate to both outlook on life as well as number of hours watching television. Regardless of 

these flaws, the research was useful in creating further interest in this type of effect as more 

studies were conducted in a similar vein. Studies focused on the cultivation of violence, 

substance abuse, individualism, materialism and body image (Harrison 2003). This body of 

research has found that some relationships occur. For example, women who watched more 

television perceived an ideal female body that was closer to the curvaceously thin woman 

depicted on television than those females who did not watch as much television (Harrison 

2003).   
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A consumer study by O’Guinn and Shrum (1997) explored the influence of television on 

people’s perceptions of affluence. In particular, they studied consumer’s perceptions of the 

prevalence of convertibles, car telephones, maids or servants, hot tubs/Jacuzzis and wine 

within the USA. One defining factor of this study, different to many other studies of 

cultivation effects, was the measure of direct experience with the product as a moderating 

variable. Other studies separated effects on attitudes based on race, wealth, education and so 

forth yet ignored the particular attitudes that people may have developed through direct 

experience. Since demographic variables are often used as proxies for direct experience, they 

thought to measure direct experience itself. 

 

It was found that television viewing did have a positive effect on affluence estimates, 

independent of income and education (O'Guinn and Shrum 1997). Direct experience also 

mediated the affluence estimates positively, although for those who did not have this 

experience, the effect was mediated by television viewing. This study suggests that television 

viewing levels do have an influence on consumer perceptions, particularly when there is no 

direct experience with the matter being cultivated. However, this method still does not answer 

the question of causality alluded to previously. For instance, even without directly 

experiencing affluent products, those who more readily believe in an affluent society may 

watch more television. 

 

Cultivation theory does not necessarily suggest that each individual sighting of the product in 

television will produce a purchase but that television, and mass communication, is a medium 

which may, over time, create a view of how the world might be, whether it is a true depiction 

or not. This may suggest that product placement is a long-term process, and that measuring its 

effect should involve long-term studies of attitude change. By using product placement and a 
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variety of other forms of mass promotion, marketers may aim to change perceptions of the 

prevalence, and the representation of a product within society. For a product that is prevalent 

in mass media, such as Coke, this may be particularly relevant. 

 

This phenomenon has been termed reality engineering (Solomon and Englis 1994), where 

marketers attempt to change consumer perceptions of reality by using mass communication to 

depict a marketer-biased world. If viewers use mass media to form an idea of what reality is, 

and subsequently change their behaviour to reflect this engineered reality, then marketers 

have the ability to change perceptions and behaviour surrounding their brand by depicting it 

in the desired way within mass communications. This is not a new idea and revives an old 

debate: does art imitate life or life imitate art? (Wilde 1891). Perhaps this is a reflexive 

relationship: where some people consume a product because it is seen in mass media, it then 

becomes a part of reality, which is then portrayed in mass media to reflect this reality and so 

on. 

 

There are contentious issues surrounding this theory, such as which factors may mediate the 

cultivation process. For example, the elimination or degradation of cultivation effects has 

been explained and tested by Shrum (1999) via cognitive judgement. In this study, some 

subjects were asked to give estimates of affluence spontaneously and others were asked to 

think about the estimates before stating them, and told that they would have to justify their 

answers. The effects of cultivation were then tested and those who had systematically given 

the estimates did not show any effects of cultivation (Shrum 1999). This suggests that the 

existence of cultivation effects depends on whether any judgements based on the information 

within mass-media are made heuristically or systematically. Thus, purchase decisions where 

systematic or cognitive processing are used may not be as effectively influenced by product 

placements. 
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Although there are numerous studies supporting the validity of cultivation theory (Cohen and 

Weimann 2000; O'Guinn and Shrum 1997), critics argue that there has been no explanation of 

the direct psychological process that generates the ‘television view’ (Hughes 1980). This is a 

particularly strong argument because there are also issues surrounding the causality of 

viewers’ perceptions. Are viewers’ perceptions swayed by what they see on television or are 

they drawn to watch particular programs because they are predisposed to violence, substance 

abuse, prejudice, aesthetics and so on? To answer this question, researchers have explored 

how the structure and rules of television genres guide the viewer experience. 

2.2.2 Genre Theory 

The word genre is borrowed from the French (or Latin) word for ‘kind’ or ‘sort’. 

Accordingly, genre theory relates to the classification of different kinds of texts. It is over 

2000 years old and stems from the Greek philosophers who professed that certain conventions 

and distinctions pertained to various texts, such as poetry versus prose (Chandler 1997). 

Contemporary genre theorists have numerous ways in which to classify various texts, such as 

literary works, films and television programs. Although the method of classification is often 

contentious, it is useful to understand the workings of a genre as it provides a way to analyse 

viewers’ interpretations of program elements, audience expectations and how the program 

contributes to culture (Mittell 2001). It is particularly constructive when the genre displays 

unique structures and conventions.  

 

Although no difference between genres has been explicitly tested, content analyses were 

conducted in 1997 by Avery and Ferraro (2000), and replicated and extended five years later 

by La Ferle and Edwards (2006). This analyses categorised placements by the type of TV 

programs they were situated in (i.e. drama, news, sitcom, gameshow) and delineated 
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differences in placement characteristics by genre. For instance, special event presentations 

had the highest mean number of brand appearances per half hour (μ=28.8) followed by game 

shows (μ=16.8) and magazine and news shows (μ=14.5). In relation to the tone of the 

program, in 1997 most placements were seen within informative media, closely followed by 

humourous programs. Yet, in the 2002 study, competitive programming had the most 

placements by far (μ=26.5), followed by informative (μ=16.4) and humourous programming 

(μ=13.2). Not surprisingly, science fiction generated the least amount of placements in both 

studies (μ=2.0), most likely due to the acceptability of today’s products in a fictional future 

world.  

 

Perhaps more importantly, differences in the nature of placements across various genres were 

found. Where sitcoms and traditional programs included more subtle and visual placements 

involving the product, game shows and special event programming used more prominent 

placements involving brand signifiers (i.e. logos). These differences highlight the more 

contextual and realistic nature of placements within sitcoms, where brands are used to reflect 

realism. Stern and Russell (2004) used genre theory to explain how the formula and rules of 

sitcoms drive the interpretation of brands. They found that, where placements are more 

prominently and purposively placed within sitcoms, they often help to characterise personas 

and contribute to the theme of the show by providing established meaning and context.  

 

Where sitcoms use brands to enhance realism and contribute to a meaning-laden theme, other 

genres, such as lifestyle programming may introduce perceptions of a brands worth or 

symbolism. This is because the convention of a lifestyle program is to provide advice and in 

doing so reflect the view or image of the culture or lifestyle of focus. For example, brands 

within ‘Top Gear’ (a program about cars) can be seen to reflect the image and style of 

‘motorheads’. A cosmetics brand in ‘Project Runway’ (a fashion designer competition) will 
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denote the perceived preference of “fashionistas”. Thus, the rules and structure of a genre may 

dictate how viewers interpret brands within television programs. However, this theory 

suggests that the viewer is a passive entity, guided by the creator of the program and rules of 

the genre. One theory that does not assume this is uses and gratifications theory. Importantly, 

uses and gratifications theory purports that the audience is an active participant in controlling 

the media they use and view. Understanding the reasons why people watch television and the 

gratifications they hope to derive from viewing will help to understand the role product 

placement has as a potential inhibitor or facilitator in achieving these gratifications. 

2.2.3 Uses and Gratifications Theory 

Uses and gratifications theory is based on the viewer’s uses for different media. It proposes 

that people seek and view media that they hope will gratify some need (i.e. we read 

newspapers to feel connected to the world and fulfil our need for social connection) (Katz, 

Blumler, and Gurevitch 1974). This theory, developed by Katz et al. (1974), outlines four 

categories of gratification, namely, diversion, personal relationships, surveillance and 

personal identity. Diversion can include escaping routine and problems, and providing an 

emotional release. Media can also gratify personal relationships by providing a common 

purpose or element between two or more people, or by substituting companionship.  

Gratification of surveillance means satiating a need for curiosity, or perhaps even safety. 

Lastly, people’s need for personal identity is satisfied by some media as they provide a 

personal reference, a chance to explore one’s own reality or reinforce one’s values. Different 

media often have different perceived or intrinsic abilities to fulfil these gratifications, 

although different media may also be used for the same gratification (i.e. a diversion can be 

sought from a book or television). 

Early research of television viewing suggests that there are many gratifications that TV 

viewers fulfil simultaneously, such as passing the time/habit, gaining information, being 
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entertained, providing companionship and escaping from reality (Rubin 1983). Specifically, 

Rubin (1983) found that there were two general types of viewers, those that sought to gratify 

rituals such as passing the time and entertainment and those who seek instrumental 

gratifications such as information or particular program content. However, later research 

suggests that specific gratifications have much to do with the genre sought (Hawkins et al. 

2001) 

 

One particular genre that has included product placement more explicitly than most is reality 

television (TV). The use of ‘real’ participants as opposed to fictional characters is an 

interesting phenomenon when relating this to the gratification of identification. Perhaps, 

rather than wishful identification, a ‘real’ identification may occur where people can perceive 

themselves in other ‘everyday’ people like themselves, thus similarity, rather than adoration, 

may be more relevant. Research on the uses and gratifications of reality TV has emerged and 

provides an understanding of how specific genre conventions may interact with the 

participant’s gratifications, providing particular context for this study. 

2.2.4 Reality TV 

Reality television (TV) has been a growing topic of interest for cultural scholars and media 

theorists of late, with the advent of programs such as Big Brother and Survivor spurning 

public discourse as to its virtue and effect on society. Regardless of its merits, reality TV is a 

genre that has grown in popularity over the last decade, with viewers and producers alike. 

Surprisingly, empirical research into this phenomenon is not common, and the definition of 

the genre has often been unclear. To rectify this and to distinguish the genre from other genres 

that depict some form of reality such as news programs, Nabi, Biely, Morgan and Stitt (2003, 

p304) outlined several elements that characterise reality TV; “(a) people portraying 

themselves (i.e., not actors or public figures performing roles), (b) filmed at least in part in 
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their living or working environment rather than on a set, (c) without a script, (d) with events 

placed in a narrative context, (e) for the primary purpose of viewer entertainment.” 

Importantly, the living and working environment does not have to be the participant’s usual 

environment, as the island in Survivor may be seen as a real living environment and is not a 

‘set’ as such. 

 

There are many types of reality TV that may gratify different needs. One overarching 

gratification often touted in the press is voyeurism. An empirical study tested this hypothesis 

and found that voyeurism, as a prurient interest, was not a predominant gratification (Nabi et 

al. 2003). However, this could be a latent motive and in this particular study, was defined 

narrowly by the clause that viewers should perceive the ‘actors’ to be acting in a normal way, 

despite the cameras. Nevertheless, the broader idea of surveillance is valid, as viewers do 

watch reality TV because they are curious about others’ lives and are offered insight into their 

psyche. In addition to open-ended questioning, Nabi et al (2003) also explored Katz original 

gratification dimensions in relation to reality TV, finding that regular viewers primarily seek 

to be entertained, then look to enhance their personal identity, in particular self awareness, 

where they learn something of themselves by watching others. To a lesser extent, they watch 

to fulfil para-social relationships and to enjoy downward social comparison. Interestingly, 

they do not watch to eliminate boredom, as a social utility or as a source of information, 

possibly because the six reality programs referenced were not focused on providing specific 

information or advice. 

 

 As many programs are used to gratify entertainment needs, it may be more useful to explore 

the other psychological needs that may be fulfilled by reality TV, in particular identification 

needs. Although the situations that participants are often placed in are quite unreal, it is the 

‘real’ participants of the show that allow viewers to connect with program participants and 
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fantasise about themselves in the same situation. Viewers witness real reactions and 

interactions between participants and refer to themselves at the same time, using the show to 

evaluate others’ decisions and, in doing so, explore or reinforce their own values and attitudes 

(Rose and Wood 2005). 

 

Although this genre is of growing interest to media and culture researchers, there are few 

consumer studies that focus on audiences’ direct consumption of reality TV. One exception is 

a Dutch study of product placement and brand image (van Reijmersdal et al. 2007), where the 

program was a lifestyle reality TV show. However, the nature of the program and its 

relationship with the product was not the focus of the study. Also, Rose and Wood (2005) 

provide an in-depth perspective on how people view reality TV in a search for authenticity 

and, in doing so, illuminate the powerful role that identification plays while viewing.  They 

interviewed 15 reality TV viewers and analysed their viewing journals based on a favourite 

reality TV program. They found that viewers generate a self-referential hyper-authenticity 

which is generated by negotiating the seemingly fantastical elements of the program situation 

with references to their own lives and selves. Thus, although the situations are often unreal, 

viewers are able to identify with the realness of the participants of the program and transpose 

themselves into the situation to develop new values and attitudes. Often, viewers are attracted 

to these shows because they offer desired fantasies with which they can infer their own 

personal goals. Rose and Wood (2005) explain how the appeal of reality TV is in part to 

observe real people, and that identification is an important part of experiencing the program. 

This identification occurs over time as the viewer gets to know the participants; with one of 

the viewers stating that it “took about three episodes” to start to understand and get to know 

their characters. It is this identification with the real participants that allows them to believe 

what is usually a fantasy within other genres, such as the affluent lifestyles portrayed in a 
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soap opera. Actual people, ‘like me’, are experiencing the fantasy so it is more believable and 

attainable. 

 

By experiencing what the participants of the program experience, viewers essentially look at 

their own identity to reflect on whether the participants are behaving in the way they would. 

Importantly, viewers can see how others approve or disapprove of certain behaviours. In this 

way, reality TV may shape viewer norms by allowing a vicarious experience of human 

interactions. This may be particularly relevant for what has been termed ‘transformational’ 

reality programming (Bratich 2006), where a transformation takes place during the program, 

such as the ‘make-over’ of a straight male on “Queer Eye for the Straight Guy” or the 

transformation of participants’ cars on “Pimp my Ride”, an extension of a viewer’s identity. 

The power of transformation was described by Bratich (2006) as a reason why reality 

television is more than a representation of society, but a mechanism through which society 

may be controlled or changed. Where a program is seen as an authority to transform a 

participant from the everyday person to a desired self, those who identify or wishfully identify 

with the participants are likely to absorb the implications of certain behaviours, attitudes, 

reactions, styles and brands in achieving that aspirational goal, whether it be their inner self or 

their extended self, such as their home or car, that is enhanced. The interaction of both 

identification and program authority may mean that transformational reality TV is a very 

powerful context for a brand to be promoted within since, on an individual level, the viewer is 

vicariously learning from a program dispensing advice.  

 

By experiencing what the participants of the program experience, viewers essentially look at 

their own identity to reflect on whether the participants are behaving in the way they would. 

Importantly, viewers can see how others approve or disapprove of certain behaviours. In this 

way, reality TV may shape viewer norms by allowing a vicarious experience of human 
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interactions. This may be particularly relevant for what has been termed ‘transformational’ 

reality programming (Bratich 2006), where a transformation takes place during the program, 

such as the ‘make-over’ of a straight male on “Queer Eye for the Straight Guy” or the 

transformation of participants’ cars on “Pimp my Ride”, an extension of a viewer’s identity. 

The power of transformation was described by Bratich (2006) as a reason why reality 

television is more than a representation of society, but a mechanism through which society 

may be controlled or changed. Where a program is seen as an authority to transform a 

participant from the everyday person to a desired self, those who identify or wishfully identify 

with the participants are likely to absorb the implications of certain behaviours, attitudes, 

reactions, styles and brands in achieving that aspirational goal, whether it be their inner self or 

their extended self, such as their home or car, that is enhanced. The interaction of both 

identification and program authority may mean that transformational reality TV is a very 

powerful context for a brand to be promoted within since, on an individual level, the viewer is 

vicariously learning from a program dispensing advice.  

 

This assumed authority is a unique convention of transformational reality TV and is often 

manifest in the form of various sources such as guest judges or regular advisors. For example, 

the fashion advisors, ‘Trinny and Susannah’ of the television program, ‘What not to Wear’, 

advise presumably unfashionable people how to dress or Cesar Millan of the ‘Dog Whisperer’ 

will show dog owners how to care for and take control of their pets. Much of the authority of 

the program rests with these ‘advisors’, thus a viewer’s perception of their credibility may be 

an important factor in accepting the ideas, attitudes, behaviours and brands connected with the 

program.  

 

In addition to the credibility of particular advisors within the program, the credibility of the 

genre may also be important in understanding the persuasion of product placements. In 
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comparison to the credibility of various genres of television, such as news programs, soap 

operas, sitcoms or lifestyle TV, reality TV might be considered one of the least credible forms 

of television programming. This is due to the contrived situations within the scheme of many 

reality TV programs that may infer manipulation and exploitation of program participants 

(Bratich, 2006). Therefore, a viewer of reality TV may not hold a high level trust in the genre. 

This may not necessarily be a negative genre characteristic from the perspective of any placed 

brand. The more trustworthy a program (i.e. a news program) the more likely there may be a 

consumer backlash towards any placed products (Bhatnagar et al. 2004). A reversed effect of 

source credibility has been found in communication situations due to a higher elaboration 

exposing a negative or weak argument. Unlike a news program it may not be surprising for a 

brand to be placed or endorsed within transformational reality TV and so a greater elaboration 

and stronger, negative processing of the placement might be avoided.  

 

Interestingly, the viewer may believe participants’ experience to be real whilst still knowing 

and acknowledging the contrived production of the situation (Bratich 2006). For example, a 

viewer may realise that it is unrealistic to be stranded on an island with a group of people who 

are so different, however, may still separate this from the realism of their interactions. This 

paradox has implications for brands in that the realism of the integration may not be necessary 

within such a constructed plot. It is the reactions to the brand and the assessment of it by 

participants that may be more important. Thus, unlike a drama, where a situation is supposed 

to simulate a believable reality (i.e. the brand must fit naturally within the setting of ‘Days of 

Our Lives’), a reality TV program is expected to be unnaturally constructed, leaving the brand 

with greater scope for its depiction. How a consumer processes the brand within this 

constructed environment may then be dependent on how accepted the brand is and how real 

the participants’ reactions are. To understand this further, we now turn to theories of 

persuasion to understand how a consumer may react to these branded cues. 
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2.3 How consumers process information and brand cues 

Examining how different forms of information are processed at different levels of awareness 

and cognition may yield insights into how particular product placements affect viewers. This 

section will incorporate a general view of how information is processed with particular 

reference to its application in the case of advertising and product placement. 

2.3.1 Persuasion and attitude formation 

How consumers are persuaded and the attitudes they consequently form is of fundamental 

interest to many marketing communications researchers. Several integrated persuasion models 

exist based on the different avenues to attitude formation. One such model is the Heuristic-

Systematic Information Processing model developed by Chaiken (1980). This model is based 

on the idea that some information is processed in a systematic way, where the receiver 

actively evaluates the particular message content, or alternatively, some messages are 

processed by using more readily accessible information or heuristics surrounding the message 

(Chaiken 1980). For example, an advert for a golf set, involving a description of the quality 

and attributes by Greg Norman, may be processed systematically, where the viewer assesses 

nuances of the attributes stated and concludes that the set is not of high quality (i.e. titanium 

alloy corrodes easily). Alternatively, the viewer could process the information based on 

heuristics, inferring that the set is of high quality because Greg Norman is a successful pro-

golfer. The Heuristic-Systematic Information Processing Model suggests that there is a trade-

off between the economy of using simple rules to evaluate a message or object and the 

reliability of obtaining the ‘correct’ view. If we adapt this same scenario to a product 

placement that is shown on a golfing program, there may be a greater likelihood of a viewer 

processing the heuristics because they are more involved with the program plot and Greg 

Norman’s story rather than assessing the attributes of the club. 
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Whether or not the viewer forms an attitude through systematic processing of the attributes or 

through the heuristic processing of Greg Norman’s credibility may be dependent on several 

moderating factors such as the viewer’s motivation, opportunity and ability to process the 

information. These moderating constructs are integrated into the Elaboration Likelihood 

Model developed by Petty and Cacioppo (1986) (see Figure 2.1). Like the Heuristic-

Systematic Information Processing Model, this model posits two ways in which people can be 

persuaded; one is through the central route to persuasion, which would involve systematic 

processing or a greater level of elaboration, and the other is through the peripheral or heuristic 

route to persuasion, where individuals use peripheral cues and simple rules to form their 

attitudes (Cacioppo et al. 1986).  

 

This model posits that the greater the motivation and ability to process the message, the more 

likely that elaboration will occur and attitudes will be influenced through the central route 

(Petty and Cacioppo 1986). Motivation to process the communication may come from 

personal relevance or involvement with the issue communicated. For instance, if the 

individual is interested in cars then s/he may be motivated to pay attention to features of the 

new Mini Coupé in the movie, ‘The Italian Job’. Alternately, if s/he feels aroused when 

watching the high speed chase, the viewer may become more involved and therefore 

motivated to pay attention to the manoeuvrability of the Mini.  
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Figure 2.1: Elaboration Likelihood Model of Persuasion 

 

Regardless of motivation, consumers require the opportunity and ability to process 

information or they will be more likely to take the peripheral route to persuasion. A 

distraction diminishes consumers’ ability to process the information. For example, if a viewer 

is distracted by a car crash in the foreground, then s/he will be less likely to process a Harley 

Davidson in the background. However, if the information is repeated several times, then the 

viewer’s opportunity to process this information may be enhanced. For example, if an episode 

of a TV series is watched several times over, the viewer may be more likely to see the brand 

and to discern or understand more features of a product. 
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The model also suggests that the peripheral route is a fallback if or when the cognitive 

element of attitude formation is not strong. In other words, if cognition occurs and contributes 

to an attitude through the central route, then this will override the peripheral cues presented. 

Petty and Cacioppo (1986) also suggest that attitudes formed through the peripheral route are 

not as lasting or strong as attitudes formed through the central route. These popular models 

used by researchers to explain the processing of marketing cues, focus mainly on conscious 

cognitive processing (Bargh 2002). However, product placement by its nature may not always 

be consciously noticed. Therefore, in attempting to understand the processing of product 

placements, previous research on non-conscious processing may also be relevant. 

2.3.2 Non-conscious processing 

Philosophers and psychologists have long theorised about what non-conscious processes are, 

what the subconscious is and how it operates. If conscious processing is defined as a self-

reflexive insight (Krishnan and Trappey 1999), then what exactly is non-conscious 

processing? Concepts such as automaticity and unawareness may give insight into the nature 

of non-conscious memory, learning and acts. Automaticity refers to acting without volition or 

conscious control (Reber 1993), such as when we drive a car without realising the steps 

involved. Being unaware is not recognising that something is sensed or felt. For example, as 

you are reading this sentence you may not be aware but may still sense where along the page 

it is (i.e. top, middle, bottom) so that you may later be able to guess at its location. It is the 

second of these two elements of non-consciousness that can be better applied to how product 

placements may be processed. 

 

Researching non-consciousness is a challenging task because of the difficulty in measuring or 

capturing what a subject is not aware of (Krishnan and Trappey 1999). Studies of non-
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conscious processes have focused on different ‘levels of analysis’, from the processing of 

very basic stimuli, such as object associations, to complex rules, such as artificial languages. 

They also involve measuring different types of non-consciousness, namely; barely 

perceptible, perceptible-yet-unattended and attended-yet-forgotten events (Greenwald 1992). 

The first two involve the encoding of events or stimuli which are outside of attention (i.e. not 

noticing but hearing music whilst shopping and consequently feeling happy during the task). 

The third is when something is experienced or attended to at one point in time, but since 

forgotten, preventing its influence from being perceived at a later date. For example, a brand’s 

protective package may have been attended to during an advert; however, later, the consumer 

does not remember the specific advert but believes the packaging to be superior. Another, 

important form of non-consciousness relates to the depth which an individual analyses a 

stimulus. Someone may attend to a stimulus without undertaking conscious evaluation of the 

stimulus or its effect (i.e. attending to the music whilst shopping yet not being conscious that 

it contributed to a greater number of purchases). This can be described as a lack or failure of 

introspection. 

 

These levels of non-consciousness have all been studied, from subliminal exposure to an 

individual’s unawareness of mechanisms and effects (Greenwald 1992; Krishnan and Trappey 

1999). Despite early refutations of significant effects, recent neuro-scientific studies of 

subliminal exposure now suggest that words can be processed at the subliminal level (Gaillard 

et al. 2006; Naccache et al. 2005). Naccache et al. (2005) repeatedly exposed three subjects 

with epilepsy who had implanted intracranial electrodes1, to subliminal, fear-arousing words. 

Overcoming some of the earlier issues of semantic priming and subjective measures of 

reaction, this study found that when exposed to the subliminal, threatening word a reaction 

                                                   
1 Although, the use of epileptic patients might make the results less generalisable, the positioning of the 
electrodes and areas of the brain relevant to the test were not affected by their condition. Thus, the reaction 
should be the same in an ordinary individual. 
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was found in the area of the brain responsible for processing fear, regardless of the length or 

category (noun or verb) of the word. 

 

Product placement, however, should not necessarily be defined as subliminal but more 

accurately as peripheral. Therefore, the experimental methods that have more relevance to 

product placement are dual-task experiments that are based around highlighting a centre of 

focus or main task (consciousness) and then measuring if less complex, peripheral stimuli 

could then influence subsequent memory, attitudes and behaviours. These types of studies 

suggest that processing is actually taking place without the subject being aware of it 

(Greenwald 1992; Krishnan and Trappey 1999; Reber 1993). Researchers of perceptible-yet-

unattended stimuli or selective attention have found overwhelming evidence that non-attended 

stimuli are analysed and retained for at least a short period for both physical features and 

single words, such as brand name, where even the meaning of these words is processed 

(Greenwald 1992). 

 

There are several consumer research studies that have found evidence of the peripheral 

processing of adverts and its effect on preference for the advert and product (Janiszewski 

1988; Shapiro et al. 1997). For example, Janiszewski (1988) found that although recognition 

levels were equivalent, there was a significant difference in preferences for the advert 

depending on which side of the article the advert was placed. This suggests that other-than-

conscious or peripheral non-conscious processing was taking place. In a parallel experiment, 

Janiszewski (1988) found an interaction effect on the preference for the advert, depending on 

its peripheral placement and stimulus type, suggesting that peripheral processing is different 

for lexical and pictorial stimulus. A similar experiment by Shapiro et al., (1997) also showed 

changes in preference after peripheral processing whilst reading an article in a computer 

controlled magazine. Importantly, this study expressly tested for perceptible-yet-unattended 
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stimuli as attention on the article was controlled. The findings of these studies suggest that 

non-conscious processing of both pictorial and lexicographic peripheral stimuli can affect 

preference and therefore buyer behaviour. However, some product placement is central to the 

viewer’s attention and may actually be attended at the time yet forgotten later, perhaps due to 

a progression in the program. Although many laboratory experiments of attended-yet-

forgotten stimuli seem far removed (Greenwald 1992), a few consumer researchers have used 

these ideas and applied them to brand names and products. These marketing-related 

phenomena have been examined under different guises, such as the truth effect, the sleeper 

effect and the false-fame effect (Hawkins and Hoch 1992; Holden and Vanhuele 1999). 

Holden and Vanhuele (1999) found that after previous day exposure to fictitious brand names, 

subjects stated that they knew the brand name yet did not recognise it from the previous day’s 

session. This false fame effect indicates that a general familiarity can be generated even when 

specific recall is not. This has implications for product placement research as many of the 

studies already conducted have based their findings on brand recall rather than brand salience 

or resultant familiarity (d'Astous and Chartier 2000; Gupta and Lord 1998; Law and Braun 

2000; Morton and Friedman 2002; Nelson 2002). Therefore, product placement may be 

believed to be ineffective because of a lack of recall. In fact, it may still have an effect, 

particularly when low-involvement processing is taking place (Hawkins and Hoch 1992; 

Holden and Vanhuele 1999).  

 

Consumers may also use attended information in a non-conscious way through implicit 

memory, perhaps due to a lack or failure of introspection about the placement. Psychological 

studies have demonstrated people’s ability to non-consciously learn artificial languages which 

are quite complex and with subjects not conscious of the learning process (Reber 1993). 

Similar studies were conducted using paired associations, where subjects were exposed to 

combinations of stimuli and were subsequently able to guess the pairings even though they 
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could not articulate how they knew. In particular, after a series of studies, Lewicki and 

colleagues (1992) conclude that most of the things we see, experience and feel are processed 

non-consciously. They also found that it is not only low-level processes, but complex 

patterns, emotions, impressions of people and even logical and creative thinking that are 

processed and arrived at non-consciously (Lewicki, Hill, and Czyzewska 1992). In a product 

placement context this may be likened to the processing of brand-character associations, 

product design, emotional reactions and the presence of the brand. They may all be attended 

to, yet a failure to consciously introspect may lead to a failure to discount the association and 

marketer generated nature. 

 

Most of the types of processing outlined above are related to learning through non-conscious 

cognitive processes of object and word association, as well as complex rules, however they 

also suggest that emotional responses may be learned non-consciously. Subliminal processing 

of affect-laden stimuli has been tested in several experiments and the results suggest that 

behaviour and attitudes can be influenced by subliminal exposure to affect and that the 

affective response is non-conscious (Berridge and Winkielman 2003; Kunst-Wilson and 

Zajonc 1980; Zajonc and Markus 1985). However, in attempting to understand product 

placements, it is the non-conscious assignment of affect to an object or in our specific case, a 

branded product that is important.  For instance, we may consciously feel fear without a 

conscious understanding of why we feel the fear, or, an individual may non-consciously 

assign fear to a particular object yet be unaware that this is has occurred (Lewicki et al. 1992). 

A study by Tom (1995), tested for non-conscious classical conditioning where the affective 

unconditioned stimulus was attended to by the subjects and attention to the target conditioned 

stimulus was manipulated. Results suggested that a positive affect may transfer to both 

attended and non-attended conditioned stimuli. This has important implications for product 
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placement as the affect-laden elements of a program are often the centre of focus (characters, 

emotional plot); therefore, conditioning may occur for both subtle and overt placements. 

 

We can learn several things from this research about non-conscious processing in relation to 

product placement. Peripheral exposure may change perceptions of objects and words, and 

even foster complex learning.  This suggests that the product messages (i.e. product design or 

image, aesthetic features, brand names) may be processed peripherally and may not require as 

much prominence or integration into the plot and that even learning complex product 

messages may not require great attention. The notion that the product message may be 

attended when its source and influence are not consciously remembered may mean that 

specific recall is not required, nor indeed necessarily a good indicator of effectiveness. It also 

suggests that awareness of the product placement may not produce discounting of the product 

message at a later date, or that the viewer has consciously processed the cause, or workings of 

the product placement, due to a lack of introspection. Thus, a viewer may pick up more 

complex information about the brand, whilst not being conscious of the intent to persuade.  

 

One recent study of product placement attempted to test whether mere exposure changed 

viewers’ affect (Matthes, Schemer, and Wirth 2007). Three moderators were measured within 

the study. It was argued that when the viewer was more highly involved, had less knowledge 

of the persuasion attempt, and were more frequently exposed to the brand, a positive change 

in attitude would indicate a mere exposure effect. Although not explicitly mentioned, the 

execution of the placement was particularly important and screen shots showed that the brand 

identifiers were peripheral to the program content. Like previous mere exposure experiments, 

this peripheral nature is important in ensuring that the brand is not consciously processed. As 

hypothesised, a three-way interaction occurred whereby those viewers who were more highly 

involved, were exposed to the placement more frequently (13 times, versus 7 and 0) and 
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reported a low level of persuasion knowledge had significantly more positive attitudes than 

the other interaction groups, despite being less likely to recall the placements. Interestingly, 

there were no significant main effects, thus frequency of exposure, involvement with the 

program and persuasion knowledge did not affect attitudes on their own. This may support the 

mere exposure effect, however, the greater positive attitude change may not necessarily be 

due a lack of consciousness in the target group. Although there was less recall of the brand 

within the group, those who did recall may have experienced an even greater positive change 

due to their high involvement and lack of persuasion knowledge, producing a greater mean 

overall for the group. To truly test the mere exposure effect, researchers must test whether 

those who do not recall the placement, yet are exposed to the placement more frequently have 

a greater positive attitude than those not exposed so frequently or at all. Despite this, these 

results suggest that positive attitude change can occur outside of specific recall for the 

placement. 

 

In some cases, however, the processing of product placements may be very explicit (or on-set) 

in which case the viewer processes the brand in a more conscious way and may remember 

this, perhaps due to its congruence with the program, the integration within the plot or the 

viewer’s own product category involvement. If viewers are aware of the product placement, 

do they accept the brand information in the same way? Or, are they more likely to discount 

the source if they perceive the marketer’s intent? An understanding of a viewer’s conscious 

processing of product placements, and brand cues in general, may help to answer these 

questions. 

2.4 Conscious processing of brand cues 

Over the past decade there has been surge of academic research in the field of product 

placement, some giving depth of insight via qualitative examinations and others, giving 
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detailed causal insight via experimental studies. To help researchers absorb the breadth of this 

research, Balasubramanian et al, (2006) provided an overarching summary of the research, 

future hypotheses that might be tested and a framework with which to examine this research 

as a whole. This summary, along with more recent results, were used to generate a table of 

results that would help make general observations about product placements (see Table 2.1). 

It shows that much of the early research used recall or recognition as a measure of placement 

effectiveness. Based on this assumption, creating a prominent placement is deemed effective. 

However, some subsequent research suggests otherwise.  

 

Interestingly, several studies on brand choice and brand attitudes have found that recall may 

inhibit placement effectiveness (Auty and Lewis 2004; Cowley and Barron 2008; Russell 

2002). When recall was highest, persuasion or attitude change was lower or negative (Cowley 

and Barron 2008; Russell 2002), or in some cases there was no correlation between recall and 

attitude change (Fontaine 2005; Matthes et al. 2007; van Reijmersdal et al. 2007) or recall and 

brand choice (Auty and Lewis 2004; Law and Braun 2000). Despite these results, recent 

research has found positive effects for highly noticeable placements, involving many brand 

mentions, a central focus, three to four minute screen exposure (van Reijmersdal et al. 2007), 

and even where the brand is the setting for the program (i.e. an airline based program) 

(Sheehan and Guo 2005).  



Table 2.1: Summary of Product Placement Research Results2 

Construct/s Acceptability/ 
Ethicality of 
Placement 

Rating of 
Placement 

Brand Recall 
/Recognition* 

Brand 
Attitudes/Image/ 

Liking 

General 
Behaviour 

(self-reported) 

Brand Choice 

Exposure v Control   (+)7   (+)7 
Execution Factors       
Prominence   (+)2,7,27   (ns)7 
Exposure time   (ns) 3,26    
Primacy   (+) 26    
Frequency of Exposures    (ns), 24 

(+) brand image** 
25 

  

No. of Brands   (ns)28    
Modality (Visual < Audio < Aud-Vis)  (+) 5 (+) 12,7† 

vis<aud-vis (ns)2 

(+)14 

  (-)7 

vis>aud=aud-vis 

Integration within the Movie  (+) 6 (-) 26    
Presence of or Use by Principal Actor   (+) 6 (+) 26   (+)4 

Plot Connection   (+) 12    
Modality Congruence (interactions below)   (-) 12 (+) 12   
Perceived Realism (+) 4,8,20,1      
TV vs Movie Placements (ns)15      
Product Characteristics       
Price   (+) 26    
Ethically-charged (-) 8,13,1      
Individual Differences       
Nationality (+) US >Austrian8, 

Chinese,13 
German11 

UK>Thai23*** 

  (+) US11, (ns) 
German11 

US > Austrian, 
French 8 

 

Age (-) 4     (ns) child only 18 
Gender Male > Female 8 

Similar20 
  Different re: sex 

roles 20 
Male > Female 8  

                                                   
2 The table does not attempt to convey specific statistical relationships as some may be have been based on regression analysis and others on difference of means tests, 
however, + and - are meant to give an indication of the significance and relationship valence. 
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Construct/s Acceptability/ 
Ethicality of 
Placement 

Rating of 
Placement 

Brand Recall 
/Recognition* 

Brand 
Attitudes/Image/ 

Liking 

General 
Behaviour 

(self-reported) 

Brand Choice 

Frequency of Watching Movies/TV (+) 8,1(ns)13  (ns)17  (ns)8  
View rented movies (+) 1      
View theatre movies (ns)1      
General Liking for Advertising (+)9      
Attitude towards realism (+)9      
Previous Exposure to Placement Clip/Movie   (+) 18,28   (+)18 
Brand Familiarity   (+)4,14    
Attitude towards Placements (Pro > Uneth)     (+) 8,10  
Previous Brand Use    Yes (ns), No (+) 19   
Brand Consciousness/Self Monitoring (+) 21    (+) 21  
Liking for the Movie/Program    (ns)17 (+)27,28    
Chosen for its director   (+)28    
Involvement in Program   (ns) 17 (ns) 22,24   
Audience Connectedness   Study1: (+) 

Study2: (ns) 
Study 3: (+) 17 

   

Persuasion Knowledge   (+) 27 (ns) 27   
Memory for the Placement (corrltn coeff)    (ns) 24,25  (ns) 7,18 

Interaction Effects 

Prominence x Prog Liking x Advert Prime       
     Prominence + High Prog liking   (+)27 (-)27   
     Prominence + Low Prog Liking    (+)27   
     Prominence + Low Prog Liking + 
     Advert Prime 

  (+)27 (ns)27   

     Subtle + High Prog liking    (ns)27   
     Subtle + Low Prog Liking    (ns)27   
     Subtle + Low Prog Liking + Advert  
     Prime 

   (ns)27   

     High Prog Liking + Advert Prime    (ns)27   
Program Involvement x Persuasion 
Knowledge x Frequency of Placement 

      

     High Prog Invmt + Low Psuan Know +    (-)24 (+)24   
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Construct/s Acceptability/ 
Ethicality of 
Placement 

Rating of 
Placement 

Brand Recall 
/Recognition* 

Brand 
Attitudes/Image/ 

Liking 

General 
Behaviour 

(self-reported) 

Brand Choice 

     Freq 
     Low Prog Invmt + High Psuan Know +  
     Freq 

  (+)24 (-)24   

     High Prog Invmt + High Psuan Know +  
     Freq 

   (ns)24   

     Low Prog Invmt + Low Psuan Know +  
     Freq 

   (ns)24   

Freq x Attitude towards Placements    (ns)25   
Freq x Previous Brand Use    (ns)25   
Freq x Age    (ns)25   
Freq x Education    (ns)25   
Freq x Gender    (ns)25   
Attitude towards the Character x Character-
Product Associations 

      

Atttowards Char + pos char prod assocns    (ns) 22   
     Para  Attmt to Char + pos char prod assn    (+) 22   
     Att towards Char + neg char prod assn    (+) 22   
      Para  Attmt to Char + neg char prod assn    (-) 22   
Presentation Context  x Program Cue       
     Plot-based prog + New Episode Cue   (+) 16    
     Factual (segment) prog + Rerun Cue   (+) 16    
Prior Exposure x Current Exposure       
     Prior Exp + Curr Exp      (+) 18 
     Prior Exp + No Curr Exp      (ns) 18 
     No Prior Exp + Curr Exp      (ns) 18 
Movie watching frequency x Product categ x 
Country 

      

     US + Ethic charged + high freq (+)13,1      
     Chn + Guns, Sports, Health + high freq (+)13      
     High freq + Ethic charged (+)8      
View rented movies x Product categ       
     View rented + Ethc charged (+) 1      
Gender x Product Categ x Country       
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Construct/s Acceptability/ 
Ethicality of 
Placement 

Rating of 
Placement 

Brand Recall 
/Recognition* 

Brand 
Attitudes/Image/ 

Liking 

General 
Behaviour 

(self-reported) 

Brand Choice 

     US + Ethic charged + Male (+)13      
     Chn + Guns + Male (+)13      
     Ethic charged + Country US>French8      
     Ethic Charged + Male (+)8      
Placement Prominence x Advert   Subtle<Ad<Prom2    
Modality x Plot Connection       
     Visual (High/low plot)   High plot>Low12 Low plot>High12   
     Audio (High/low plot)   (ns)12 High plot>Low12   
     High plot (Audio/visual)    Audio>Vis12   
     Low plot (Audio/visual)    Vis> Audio12   
*Tests for correlation between recall and recognition were undertaken by (Law and Braun 2000) with a .88 (sig) Pearson’s correlation coefficient 
**Brand image matched program image with only one relatively prominent exposure also, but did not change non-program related image items 
***Rather than acceptance this qualitative finding found a greater resistance to product placement from Thai viewers. 
† Audio-only was more readily recognised than visual only, however the reverse was true for unaided recall. Qualitative memory was greater for audio-visual. 
 
1=(Gould and Gupta 1997), 2=(Gupta and Lord 1998), 3=(Brennan, Dubas, and Babin 1999), 4=(DeLorme and Reid 1999), 5=(Avery and Ferraro 2000), 6=(d'Astous and 
Chartier 2000), 7=(Law and Braun 2000), 8=(Gould et al. 2000), 9=(Gupta et al. 2000), 10=(Morton and Friedman 2002), 11=(Rössler and Bacher 2002), 12=(Russell 2002), 
13=(McKechnie and Zhou 2003) , 14=(Brennan and Babin 2004), 15=(Ong 2004), 16=(Roehm, Roehm Jr, and Boone 2004), 17= (Russell, Norman, and Heckler 2004), 
18=(Auty and Lewis 2004), 19=(Sheehan and Guo 2005), 20=(Stern and Russell 2004) , 21=(Nelson and McLeod 2005), 22=(Russell and Stern 2006), 23=(Tiwsakul and 
Hackley 2006), 24=(Matthes et al. 2007), 25=(van Reijmersdal et al. 2007), 26= (Gupta and Gould 2007), 27 = (Cowley and Barron 2008), 28=(Lehu and Bressoud 2008). 
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The explanation for these seemingly paradoxical results may stem from the way the brand cue 

is processed or the thoughts the viewer has once they are aware of the brand. In particular, the 

way in which a brand is noticed may be important. For example, a brand that is prominent due 

to its size on the screen may not be accepted as well as a brand that is noticeable because it is 

implicitly endorsed by a character or connected to the plot. This difference may be due to the 

attributions viewers assign in relation to the inclusion of the brand. Thus, attribution theory 

may explain why prominent placements have been found to produce both positive and 

negative effects on attitudes. 

2.4.1 Attribution Theory 

Attribution theory is perhaps one of the more dominant theories of how we accept knowledge 

and ideas. It was first explored by Heider in the late 1950s, and deals with the way people 

explain various observations within their world by making causal inferences (Folkes 1988), 

and then organise their knowledge based on these inferences. For example, if a student fails 

an exam, they could attribute it to external causes, such as the difficulty of the exam, or they 

could attribute it to internal causes, such as their own lack of study. Whether they attribute 

external or internal causes is likely to depend on motivational factors, such as the need to 

protect their ego, informational factors, such as whether they observed other people 

complaining about the difficulty of the exam, or beliefs, such as their conviction of a superior 

knowledge (Folkes 1988). In advertising research, attribution theory helps us understand how 

people interpret and filter the various messages they receive depending on the causes they 

attribute to the message and its source (Settle and Golden 1974). The usefulness of this theory 

in relation to product placement relates to the attributions an individual makes about other’s 

actions, rather than their own. In particular, the causal inferences the viewer makes about a 

placement, or what they perceive to be the reason for the use, references or simply the 

presence of the brand within the program. 



45 

 

 

In applying attribution theory, it is useful to understand the necessary factors for any 

attribution to be made. Weiner (1985) outlined three stages: First the person must be aware of, 

or perceive the behaviour; thus in the case of product placement it must be consciously 

processed. Next, the person must believe that the act was intentionally performed. Finally, the 

person must determine if they believe whether it was internally or externally caused (i.e. 

because of the endorser’s supportive attitudes or because the endorser was paid). When 

assigning causation to another’s behaviour, evidence suggests the potential for fundamental 

attribution error or correspondence bias, where the observer is more likely to attribute the 

actor’s behaviour (i.e. using the product) to the disposition of the actor (i.e. such as the actor’s 

liking for the product) (Gilbert and Malone 1995; Hansen and Stonner 1978). This may be 

important for product placement as it may suggest that the automatic response of the viewer is 

to believe the source’s (or program) intentions are their own, unless a conflicting external 

cause (such as payment for the endorsement) overrides this more common attribution process. 

 

The attributions that a viewer makes will depend partially on who they perceive to be the 

source of the brand message as well as the reasons they attribute to the placement. Do viewers 

credit the product message to the brand, the actors or spokespeople within the program, or to 

both the program and brand as a partnership? The distinction may not be clear for the viewer 

and although people may know that the brand placement is paid for, and thus credit some of 

the message to the brand, they may perceive the message to be from sources within the 

program if there is a close link between the brand and the program content. As stated 

previously, this implied endorsement is thought to be one of the main benefits of product 

placement (Balasubramanian 1994; Karrh 1998). For example, if a contestant in a reality 

show mentions how good a product makes her hair feel, a viewer may be aware of the 

placement but the message is from the contestant as a source, who may be a ‘real’ person and 
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hence perceived to have no intent to persuade. Alternately, if a character in a sitcom says it 

makes her hair feel great, the source may more readily be perceived as the program creators or 

brand, with intent to persuade. Thus, the viewer may attribute payment as the cause for the 

statement, rather than the actor’s beliefs about the product. (Interestingly, here the source is 

attributed based on knowledge of the program format; reality versus scripted television). 

2.4.2 Source Credibility 

Once they establish the source, the viewer must then assess that source for their goals, 

trustworthiness and expertise to make a judgement as to the truth of the message. These 

judgements may then determine the cause that the viewer attributes for the source’s actions. 

Thus, even when the same source is recognised, viewers’ perceptions of that source may yield 

different attributions for the placement, depending on their assessment of that source. For 

example, the viewer may attribute a prominent product placement to the program and brand, 

yet their assessment of the credibility of the program may lead them to believe that although 

there is an intent to persuade by the brand, the program is endorsing it because it is a good 

brand, thus the program is thought to be truthfully expressing the benefits of the brand. In this 

way the credibility of the program may be an important determinant in the process of 

internalising brand attitudes (Kelman 1961). 

 

The influence of source credibility has been researched extensively in a wide variety of 

contexts, including studies of advertising and television effects. There is overwhelming 

support for the notion that greater source credibility has a positive effect on persuasion, in 

relation to both attitudes and behavioural responses (Pornpitakpan 2004). This effect is 

attributed to the two dimensions of source credibility which relate to expertise and 

trustworthiness of the source. Expertise is the ability of the source to provide valid assertions 

while trustworthiness is the confidence the receiver has in the source to communicate the 
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assertions the source believes to be valid (Ohanian 1990). Although various studies have 

found a difference in the influence of the two dimensions (some have found trustworthiness to 

be more powerful than expertise (McGinnies and Ward 1980) while others have found the 

reverse (O'Hara, Netemeyer, and Burton 1991)) they have both been found to consistently 

enhance persuasion. The most common explanation for the effect of source credibility is that 

it acts peripherally as an amplifying or discounting cue surrounding a message argument. 

However, source credibility may also influence the amount of thoughts a receiver has by 

inducing thoughts of doubt or certainty or serve as evidence towards an argument (i.e. if he is 

an expert and uses that car then it must be a good quality car) (Brinol and Petty 2009). The 

particular type of influence elicited is dependent on the level of elaboration undertaken by the 

receiver of the message. A more peripheral influence occurs when elaboration of the message 

or argument is low while more complex processing of the source, as evidence or in inducing 

doubt towards a message, may require greater elaboration (Tormala, Brinol, and Petty 2007).  

 

If the brand is not well integrated within the program, elaboration may be greater and the 

awareness of persuasive intent may not only be activated but further thoughts may be 

generated about this persuasive intent. For instance, the viewer may attribute an external 

rather than internal attribution for the placement (i.e. money) because the brand is unexpected 

or out of place, prompting the viewer to consciously think about their knowledge of 

placement deals, such as how programs need to include these brands to pay for the program. 

Thus, elaboration surrounding the placement is likely to be activated not only by the 

prominence of the placement, but also by the fit between brand and program. These 

subsequent thoughts, positive or negative relate to the viewer’s persuasion knowledge. 
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2.4.3 Persuasion Knowledge Model (PKM) 

A recent study by Cowley and Barron (2008) found that highly prominent placements had the 

capacity to induce negative attitude change towards a product placed within a television show, 

in particular for those who had a higher liking for the program (who also had a higher recall 

for the placements). They use the Persuasion Knowledge Model (PKM) to explain the 

negative effect on attitudes (Friestad and Wright 1994), suggesting that those who recalled the 

placement were aware of the attempt to persuade. Such awareness activated their persuasion 

knowledge, resulting in potential discounting or counter-argumentation. This notion relates 

back to the Elaboration Likelihood Model where the more the consumer elaborates, the more 

likely they are to process the message centrally and thus engage in counter-argumentation. 

Although, these authors assumed that liking equated to elaboration, which may not 

necessarily be the case. Interestingly, a decline in attitudes was also noted for those with 

lower program liking but only once they were primed for the prominent placement via an 

advertisement for the product (Cowley and Barron 2008).  This may indicate that the viewer 

is then able to discount the message due to knowledge of the persuasion attempt regardless of 

liking for the program, if persuasion knowledge is sufficiently activated. However, the decline 

in attitudes could also suggest that the effects of the advert content override placement effects;  

an effect more likely if the viewer is less involved with the program in experimental settings 

(Moorman, Neijens, and Smit 2005, 2007).  

 

The persuasion knowledge model accounts for various levels of knowledge as well as 

different perceptions and beliefs about the effectiveness of a persuasion attempt, the 

persuader’s goals and the individual’s own coping tactics in response to the persuasion 

attempt (Friestad and Wright 1994). Therefore, even if the viewer is aware of the persuasion 

attempt, their knowledge and beliefs about this persuasion attempt will mediate their 
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response. For example, if the viewer perceives that the brand is placing its product in the 

program because it fits well with the image of the show, then a consumer may not discount its 

validity. However, if the viewer believes the brand placement was not well matched and is 

only in the program so that the producers can make money and the brand may sell its product, 

then they may discount any inference about a similar image. Thus, evaluation of the 

placement and the source’s attribution and intent may be very relevant to the way in which 

product placements are evaluated and may explain why, even with more prominent 

placements, a positive attitude may be formed. 

 

As discussed, in the case of product placement, it is not necessarily the brand that is perceived 

as the source. If this distancing from the true source is a benefit of product placements, then 

facilitating this perception is important. Two things are necessary for this outcome to occur: 

First, the brand must be appropriately linked to the program and then the program must be 

deemed a good source. Therefore, we will explore the program as an influence, the link 

between program and brand as well as how individual differences of viewers may shape the 

acceptance and perception of brands within programs.  

 

2.5 The Influence of Program Setting and Characters 

Selecting the program in which to place a product is important to marketing practitioners 

(Interviews, 2003). Not only do they search for a way to fit their product in a scene but also 

search for the right mood and the right characters to help convey an intended product image 

or message.  
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2.5.1 Program-induced mood 

The concept of program-induced mood was introduced by Karrh, McKee, and Pardun (2003) 

as an influence on audiences’ affective response. They suggested that it dictated the 

consumer’s susceptibility to the brand’s message by inducing differing levels of empathy. 

Although this is yet to be explored in relation to product placements, numerous studies have 

focused on the mood elicited by a program or movie and may give guidance in relation to 

placements. Early research on traditional advertising suggests that if the viewer is depressed 

by the concurrent program then the negative mood that is induced may be undesirably 

transferred to the brand or advertiser (Settle and Golden 1974).  Moreover, viewers of happy 

films are more likely to make positive, lenient and more optimistic social judgements than 

those who watch aggressive or sad movies (Forgas and Moylan 1987). This suggests a 

potential spill over effect of program-mood onto the brand placed (Balasubramanian et al. 

2006). 

 

This construct was explored in an indirect way when d'Astous and Seguin (1999) looked at 

the affect of brand placements within different genres of television program, as each genre 

may induce a certain mood. Interestingly they found that the most negative evaluations were 

made when brands were placed in a drama or miniseries, which may elicit various moods. 

However, the transiency of mood may make what is happening in the program at the time the 

placement is processed the important factor. For example, a drama may include both positive 

and negative moods at various stages throughout the plot, and thus the mood the scene 

induces may dictate this effect. In turn, elements of the scene may have particular effects on 

mood such as the suspense within the plot or the nature of the characters. 
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2.5.2 Characters 

Characters in the plot are much like real life references for viewers. They are often judged and 

perceived in the same way as similar people in the real world (Cohen 2001; Eyal and Rubin 

2003). As we do in the real world, we observe and associate the brands and products with the 

character’s nature. For example, if the character is ‘cool’, then products he uses are judged to 

be cool. If the character is a doctor, he or she may be seen as expert and knowledgeable about 

certain health-related products (Balasubramanian 1994). The actors themselves may not 

actually be cool or knowledgeable, however, in some instances, the star actor may be ‘type 

cast’ and therefore a transfer of character may take place from one movie or program to 

another, giving added strength to the character and the corresponding attributes that may be 

transferred to the product (McCracken 1989). 

 

Celebrity endorsement theory needs little adaptation to fit the product placement scenario. 

McCracken’s (1989) model of the celebrity endorsement process outlines three stages: 1 - 

where the different roles a celebrity plays transfer meaning to the celebrity; 2 - where the 

celebrity endorses the product (i.e. via an advertisement); and 3 - where the meaning is then 

transferred from the product to the consumer (see Figure 2.2). The product placement scenario 

simply combines stage one and two, eliminating the need to indirectly pass meaning through 

the celebrity, transferring meaning through the character and program context directly (see 

Figure 2.3) 
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Figure 2.2: Meaning movement and the endorsement process 

 

Figure 2.2: Meaning movement and the product placement process 

 

What is not explained in this model is how meaning is transferred from the program and 

character to the product. In attempting to do this, Russell and Stern (2006) used balance 

theory to posit a consistent triad between the consumer, the product and the characters within 

the program. Both intra-program relationships between the character and product as well as 

inter-program relationships between consumer and character are used to explain the 

subsequent relationship between the consumer and product. Based on genre theory they posit 

that brands are placed within sitcoms as ‘psycho-cultural’ cues, providing context to 

characters, who are the focal point of a sitcom, as well as conveying meaning via 

consumption scenarios or providing realism to the set. They further posited that the impact of 

a particular placement on the consumer will be a function of the valence of the character’s 

attitude towards the product and how strong the association between the product and character 

is: the intra-program relationship, as well as, the consumer’s para-social attachment with the 

character: the inter-program relationship. A consumer’s attitude will be similar to the intra-

program association between product and character, where a para-social attachment is greater 

  
                          NOTE:   
   This figure is included on page 52  
 of the print copy of the thesis held in  
   the University of Adelaide Library.
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so that consistency is maintained between the consumer, character and product (see Figure 

2.3). 

 

Specifically, viewers were asked to rate the attitude that the character had towards the product 

as either negative or positive. Interestingly, when characters had a positive attitude towards a 

product, a stronger para-social relationship with the character (i.e. that they conceive them as 

‘real’ and are more attached) was associated with more positive viewer attitudes towards the 

product. However, this relationship was not affected by the strength of the character-product 

association. A similar association did not hold for viewer liking of the character, which may 

suggest a ‘real’ interpretation of, and closer attachment to, the characters may be needed for 

consumers to take on positive product attitudes, based on the depiction of the product. 

Figure 2.3: Balanced Model of Product Placement Effects 

 

Remarkably, when a character was deemed to have a negative attitude towards the product, 

viewer liking for the character was associated with positive attitudes towards the product. 

This anomaly was not discussed by the authors and presents a conundrum because the 

negativity of the character towards the product actually translates to positivity for the viewer. 

a1172507
Text Box
                           NOTE:     This figure is included on page 53  of the print copy of the thesis held in    the University of Adelaide Library.
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Despite this inconsistency, when there was a greater para-social attachment, the viewer 

similarly adopted the negative attitude as expected. This suggests that the valence of the 

character’s strong attitude is reversed when the viewer has a simple liking for the character 

yet aligned when the viewer is ‘attached’ to the character, perceiving them as real. This 

suggests a potential positive outcome for practitioners, because even when a strong negative 

attitude is depicted, a positive result may be achieved. However, careful attention would need 

to be given to ascertain whether viewers simply like the character or exhibit a para-social 

attachment. The balanced theory model implies a need to associate the brand with the 

character. However, a transfer of attitudes may also depend on how well the product is 

incorporated into the context of the film and how the placement is executed. 

 

2.6 The link between brand and program 

The link between program and brand is key; without it the context of the program is only a 

sideline rather than fully embraced as a source of the brand cue. There are several 

determinants of this link that may change the way in which the brand cue is processed, such 

as its integration with the plot, relatedness to the program, contribution to realism and 

depiction. 

2.6.1 Integration of the brand 

It seems logical that the closer the product comes to the focus of attention, the more likely the 

brand cue may be consciously processed. Therefore, there may be a more memorable meaning 

transfer, be it positive or negative, with a greater integration of the product into the TV 

program. If this is the case, then as a product placement becomes more heavily integrated the 

more important it is to have a positive depiction of the product. For example, within a recent 

TV program ‘Chuck’, characters lovingly caress a foot long Subway sandwich and mention 
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its $5 deals as both a funny highlight and to provide character development allowing viewers 

to develop a strong belief about the fast food brand. Less integrated yet negatively depicted 

products such as a can of Coke floating in a dirty river may not create such lasting effects and 

the negative depiction may not be detrimental to the brand. 

 

In exploring the integration of brands, Russell (2002) researched the construct, “plot 

connection”, in conjunction with the modality (audio or visual) of the placement. Two-way 

ANOVAs on recognition scores revealed that there was a main effect of plot connection, 

whereby the higher the plot connection the greater the brand recognition. This was expected 

as the closer the brand is to the viewer’s focus (that is if they are focused on the plot) the more 

likely it is to be noticed. The three elements of screen placement, auditory presence and plot 

connection were also tested for their interactive effect on brand recognition and attitude 

towards the brand. Results suggested that auditory product placements enhanced recognition 

more than visual placements and that higher plot connection increased recognition of visual 

but not auditory placements. Interestingly, the opposite was true for changes in attitudes. 

Visual placements influenced attitude change more when there was low plot connection and 

auditory placements were more associated with attitude change when there was a high plot 

connection. Again, this suggests that memory of a placement does not necessarily produce 

positive attitudes and that other mechanisms may be influencing the valence of attitudes. 

2.6.2 Brand-Program Congruence 

Seldom discussed within the product placement literature is the topic of congruence between 

the product and the program theme. A familiar example of this construct may be 

demonstrated by the brands placed within the film, The Matrix. The theme of ‘The Matrix’ 

involves stylish rebels exploring a very high-tech, computer-world. Many of the products 

used within the film were congruent with this theme, such as the latest Samsung mobile phone 
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(Samsung 2003). Congruence between the product and show is often sought by marketers 

seeking to place their product (Interview 2003). A match between the context and the product 

may help with acceptance of the brand within the program or scene as well as ensure a 

particular target audience, likely to be interested in the product. 

 

Thematic congruence differs from placement integration in that it relates to the match-up 

between the theme rather than whether it is naturally depicted within a particular scene. For 

example, that a hold-up is undertaken in a Subway venue may seem to be natural and 

integrated well within an action movie yet Subway is not necessarily congruent with the 

theme. Alternately, a Ducati motorbike, used as a getaway vehicle, may be congruent with the 

same fast paced action movie if it is based on rebel motorcyclists. One advantage for the 

producers of a program when using a congruent product may be that the product is not just 

obtaining meaning from the movie but the product is used to infer meaning to the movie also 

(Karrh 1998). As well as congruence, the realism of the placement may have implications for 

whether a viewer accepts the brand associations depicted in the program. 

2.6.3 Realism 

Product placement may be part of a mechanism whereby some producers try to reflect real life 

so that their stories are believable or natural. The more ‘real’ the program is, the more the 

viewer believes the movie is a reflection of reality and ‘the way things are’ (Solomon and 

Englis 1994). Viewers may then adjust their attitudes and behaviour to fit the beliefs, norms 

and lifestyles depicted (O'Guinn and Shrum 1997). Perhaps viewers may not believe that the 

program portrays reality but nonetheless accept that it is an alternate reality. Despite this, the 

program may still reflect the underlying values and beliefs seen within ‘real’ society. For 

example, in the Matrix there are parts of the story that the average viewer would not believe 

(e.g. the lead actor’s ability to fly). However, other elements of the plot may be believed to 
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reflect the views of society now, for instance the motivation for the lead character’s actions is 

‘love’. As a consequence, viewers may then start to believe that love is seen by many in ‘real’ 

society as an important value. This concept may also be applied to the brands we see within a 

program or movie. For example, Ray Ban sunglasses were worn by the ‘men in black’. This is 

not a realistic movie but the sunglasses that are used by the two lead characters prevent them 

from being harmed by a memory-erasing flash device. Viewers may see this and infer that 

Ray-Ban sunglasses are extremely protective in real life. Hence, if there is a general premise 

to create the belief, then the story may not even have to reflect reality entirely, but merely in 

relation to the product attributes or the way the product is used. 

 

There is no empirical evidence of the importance of realism in persuading consumers, 

although, both DeLorme and Reid (1999) and Stern and Russell (2004) have found that it is 

important for viewers in accepting and interpreting placements. Therefore, it may be 

important for the product to be used realistically, even within an unrealistic program, so that 

disparity between the viewer’s reality and product depiction does not occur. 

2.6.4 Depiction 

One of the success factors of well-known product placements is when the product becomes or 

defines the hero of a program (Pardun and McKee 1998). For example, the new Mini in the 

Italian Job was much like the star of the show and with its manoeuvrability within the streets, 

subway and sewers of Los Angeles, allowed the characters to ‘make the steal’ and not get 

caught (Mini 2004). Because this is a case of an extremely integrated, prominent and visual 

placement, a strong positive attitude is likely to be formed. However, if it had been a negative 

depiction the attitude may have been just as strong but in the opposite direction. This has 

interesting implications for brands who wish to avoid such negative associations. Coined 

product displacement, marketers, on rare occasion, have been found to ensure their brands are 
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not depicted negatively. For instance, the producers of a recent Oscar winning movie, 

Slumdog Millionaire, spent thousands of dollars digitally removing the Mercedes Benz logo 

on a gangster’s car when it was pictured in a Bombay slum (Malvern and Hoyle 2008). 

However, this procedure was not undertaken when the car was placed near a high-class 

mansion. 

 

In addition to the valence of the depiction, positive or negative, the alignment of the 

placement with the intended product message may be key to shaping attitudes in the intended 

way. For example, a ‘cool’ depiction rather than a ‘happy’ depiction may be necessary to 

create a ‘cool’ brand image. The effectiveness of product placement in matching the type of 

depiction with brand image was studied by van Reijmersdal et al. (2007). This study was 

particularly useful because it measured brand image in relation to program image. The more 

episodes and placements seen, the more the viewer’s perception of brand image converged 

with the program image. Interestingly, the researchers measured both program relevant brand 

image (vigorous, energetic etc for a weight/health related show) and brand image factors that 

were unrelated to the program. Importantly, they found that only the program-related brand 

image changed. 

 

As demonstrated previously, the shaping of a particular attitude or brand meaning is explained 

by the meaning transfer model developed by McCracken (1986), where meaning is 

transferred from the ‘culturally constituted world’, or an element of it, such as character traits 

or program setting, to the product and then from the product to the consumer. Therefore, it is 

important for marketers to monitor this transfer of meaning. To do this, there must be an 

understanding of what that brand meaning is intended to be. Aside from what is inferred by 

the program we must also acknowledge the differences between viewers, because in creating 

meaning, viewers bring their own set of beliefs, skills and experience. 



59 

 

2.7 The Viewer: the role of individual differences 

Particular product placements can produce a wide array of meanings depending on who is 

processing the placement and how they perceive the activity or concepts of the program. An 

agentic perspective purports that although viewers are influenced by both external and 

internal forces, they still proactively create meaning for products (Bandura 2001b). Inducing 

awareness of these products in programs provides an opportunity for consumers to assign 

meaning, which may not necessarily be that intended by the marketer. Even if the product is 

linked with other objects or themes within a movie, there is the possibility that those items 

have also been given unexpected meanings. To some degree, people also choose what they 

pay attention to and what they allow to affect them; ability referred to as self-regulatory 

capability (Bandura 2001a). Therefore, the presence of a product in a program may be 

selectively unattended or interpreted as an attempt to persuade and, therefore, discounted. 

 

The presence of internal standards of behaviour which are inherently generated from within 

the individual may combat the pressure to adopt behaviours which mass communication 

portrays and which marketers try to persuade viewers to adopt. For example, violence in the 

media affects viewers. However, many viewers see the violence yet do not adopt this 

behaviour as there are internal standards which tell them to refrain from it. Likewise, the 

effectiveness of product placement will not only be dependent on the particular manipulations 

of the marketer, but also on the standards of the viewer. When the product association is 

counter to an individual’s beliefs, product placements may only be able to influence to a 

lesser degree, especially where deeper beliefs are held and the product category is of more 

importance to the viewer. Alternately, when the beliefs are less developed or weak, the brand 

cue may be more influential. One factor that may dictate these beliefs and their strength is the 

age of the viewer. 
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2.7.1 Viewer Age 

Many of the studies of product placement have used student samples which are younger than 

the general population (Karrh 1998; McKechnie and Zhou 2003). This point is particularly 

important as age may be a mediator in how product placements influence viewers. Social 

learning theory would suggest that age is an important factor in the development of who we 

are and what we consume (Grusec 1992). As people mature to adolescence, they look to 

sources other than their parents to guide their attitudes and behaviour (John 1999). This 

suggests that product placement would have a greater effect on teenage and young adult 

audiences who look to their peers and mass media as an information source. Although a study 

by Auty & Lewis (2004) found no difference between the effects of implicit placements on 6-

7 year olds versus 11-12 year olds, age has been found to influence the acceptability of 

placements. A study conducted by Delorme and Reid (1999) suggests that both older and 

younger consumers actively interpret brands; however, older viewers see the integration of 

brands as social change whereas younger consumers feel integrated brands enable belonging 

and security. For younger consumers, this may indicate that brands are utilised for identity 

formation and symbolise group affiliation. Interestingly, older viewers were particularly 

positive about product placement when it triggered a feeling of nostalgia. Again, suggesting 

that brands are symbolic, in this case, of a different time. Furthermore, in the processing of 

brands as symbols, particularly in triggering nostalgia, a familiarity with the brand is 

instrumental. 

2.7.2 Brand Familiarity 

Familiarity is thought to enhance recall (Karrh, McKee, and Pardun 2003; Russell 1998), and 

in some cases has been shown to do so (Brennan and Babin 2004; Scott and Craig-Lees 

2003). This suggests that for the brand to be recalled, it is better if it is established within the 

consumer’s mind before the program is viewed. This seems intuitive and much of the 
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qualitative research indicates that brands are appreciated in a contextual nature (DeLorme and 

Reid 1999). If the product is not known, then it cannot be recognised and a context for the 

brand may need to be developed (unless dealing simply with the product category) (Baker and 

Crawford 1995). Establishing new brand knowledge may require more cognitive effort on the 

part of the viewer, whereas a familiar brand need only reinforce its position. This is 

particularly important when considering placements that may be processed peripherally. 

 

It may be hypothesised that existing and familiar brands would elicit more recall than 

unfamiliar brands, for less prominent product placements, as they are more easily processed 

or have perceptual fluency (Matthes et al. 2007). However, it would be interesting to 

investigate whether this is true for heavily integrated placements as these more explicit 

placements may be able to create a context for a new brand (i.e. Junior Mints in Seinfeld) and 

be more readily processed as they are something novel. The readiness of a viewer to create 

this context may be dependent on the application of internal resources; that is their 

involvement with the program. 

2.7.3 Involvement with the program 

As mentioned previously, people seek particular mass media programming based on 

particular needs and motivations (Katz et al. 1974). A viewer’s involvement with the program 

is likely to be influenced by these motivations. For example, a viewer goes to an action movie 

to become engrossed in a roller coaster of activities whereas taking a child to a Disney movie 

may be less involving for an adult. During the course of the program, there are likely to be 

different levels of pleasure, arousal and cognition evoked. A study by Scott and Craig-Lees 

(2003) tested the mediating effects of involvement on the recall of brands and products within 

a movie (Legally Blonde). Results suggested a positive relationship between viewers who felt 

pleasure and undertook greater cognitive effort and the recall of brands and products.  This 
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gives some support to the hypothesis that the greater the viewer’s involvement, the stronger 

the effect of product placement. However, results by Matthes et. al (2007) found no main 

effect of involvement on recall or attitudes. Moreover, it is interesting to note that Scott and 

Craig-Lees (2003) found no significant effect of arousal on the recall of brands, perhaps due 

to the distraction of the plot, where resources are not expended on the peripheral objects, as is 

the case for many product placements. 

2.7.4 Audience Connectedness 

Audience connectedness is similar to involvement in the program, but goes further in 

describing the relationship the viewer has with the program outside of the viewing experience 

(Russell and Puto 1999). This has most often been discussed with reference to television 

programs (i.e. Buffy, Friends, The Simpsons) but might relate to any entertainment medium. 

A highly connected audience will have paraphernalia, know strange facts about characters, 

talk about the show with friends and more. They don’t like to miss an episode and are the first 

to see the movie or episodes when they come out.  After conducting interviews, focus groups 

and scanning program websites, (Russell and Puto 1999) discovered that those audiences who 

are highly connected are more likely to know about and have positive attitudes about the 

consumption images within the television program, to the point where they seek out particular 

places or goods the characters have used (i.e. visiting the soup store on Seinfeld or purchasing 

branded goods that Seinfeld characters use online, such as Jujyfruits). 

 

Connectedness has direct implications for marketers when choosing a movie or program in 

which to place their products. Not only are audience members who are highly connected to 

the show more likely to buy these products, but they are also more likely to talk about them to 

others (Russell and Puto 1999). Research shows that connectedness had more power than 

involvement in predicting recall, the number of brands imagined for the characters within the 
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show and enhancing other sociological program related effects (Russell et al. 2004). 

Therefore, by placing products in programs with highly connected audiences, marketers may 

have more chance of tapping into a group of highly socialised individuals that are more likely 

to remember brands placed. Thus, Russell et al. (2004) provide some clear insight into how 

the viewers’ relationship with media can provide direct benefits for the brand.  

 

2.8 Conclusion 

Within this review, an exploration of non-conscious processing revealed that non-conscious 

may entail more than subliminal or peripheral processing. Even where a brand is recalled, a 

viewer may not be aware of the mechanisms at play.  This is an important realisation because 

a viewer’s discounting of implied endorsements may rely on the activation of persuasion 

knowledge. Furthermore, the influence of product placement may be closely aligned with the 

perceived source of the placement. Attribution theory was used to explain this influence and 

the potential for internalisation of both negative and positive attitude change, however 

remains to be tested in the product placement context. 

 

Furthermore, this review has revealed the complexity of the television program and how 

viewers interpret brands within this environment. Both uses and gratifications and genre 

theory were used to explain the unique context and power of transformational reality TV, 

whereby viewers may identify with the ‘real’ participants of the program, and vicariously 

experience the transformation to a desired self. Thus, it also remains to be tested, whether the 

placement is more valuable when the brand has a greater the proximity to this transformation. 

Furthermore, a positive outcome may still be mediated by the realism and depiction of the 

brand, the viewer’s familiarity with the brand as well as their age, involvement and 

connectedness to the program.  
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Thus, merging what is known of media psychology and current advertising and placement 

research has given insights into to how product placement works and what further areas need 

to be investigated. However, given the multitude of potential influences identified in the 

literature, the next chapter outlines preliminary exploratory research with members of the 

Australian product placement industry, aimed to refine and select the variables most 

important to this practice, so that a conceptual framework could be developed, for subsequent 

empirical testing. 
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Chapter 3 : Preliminary Industry Research 
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3.1 Introduction 

This study encompasses several stages and the specific sequence of the data collection phases 

was important. After an initial review of the literature, preliminary exploratory research was 

undertaken to obtain an understanding of the nature of product placement within the 

Australian industry and to uncover industry-relevant constructs relating to product placement 

effects. From this data and with reference to the literature, a conceptual framework was 

developed. The constructs within this framework were then validated and refined through the 

Delphi process, with the most important constructs identified by practitioners. The final 

constructs were then included in a causal model, which was operationalised and empirically 

tested, as outlined in subsequent chapters. 

 

3.2 Literature on Practitioners Views 

Before the inception of this preliminary industry research, four published studies of 

practitioner views of product placement were known. They were undertaken by two different 

sets of authors who collaborated after separate initial studies. The first was a small scale study 

of 22 practitioners from the US Entertainment Marketing and Resources Association (Karrh, 

McKee, and Pardun 2003), which was later replicated in 2003 (n=28). A second set of studies 

was conducted with 156 advertising agency media directors and 106 public relations 

managers, with comparisons made between the two practitioner fields (Pardun and McKee 

1999). These two sets of studies focused on practitioners’ knowledge and experience with 

product placements, their beliefs surrounding execution factors, brand characteristics and 

measurement tools as well as their attitudes towards the practice and its future.  

 

Each of the studies was a survey of practitioners in relation to the importance of various 

factors. Of the 12 placement execution items evaluated within the former replication study, 

the most important were that the brand is portrayed favourably and the product shown in use, 
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which was consistent over both time periods. Recognition and recall were also important, not 

just as measures of brand outcomes but because the viewer’s prior knowledge and recognition 

of the brand design were deemed important. In the larger studies, where Pardun and McKee 

(1999) compared advertising and public relations practitioners’ views, particular elements of 

the movie, such as national viewing potential and theme were most important, along with the 

price of the placement.  

 

Although the results of these studies differ, this is probably due to different lines of 

questioning rather than differences in practitioner outlook. In the former studies, the program 

or movie related factors were not surveyed, nor were execution factors in the latter. In any 

case, these studies suggest that US practitioners find several factors important, such as the 

way in which a brand is portrayed as well as the potential to attract the desired audience. 

While these findings are useful, a slightly different environment applies in this study. Hence, 

further industry research was needed to provide insight into the potentially unique Australian 

media landscape. In particular, the Australian industry is less established than the US, and 

television production may be focused differently. Also, the emphasis on this enquiry is on 

product placement within television programs, as opposed to feature films, the central focus 

of these previous studies1. Additionally, the objectives of this preliminary research were 

slightly different as more qualitative exploration of the constructs was necessary, to ensure 

validity and clarity of what would be tested experimentally. For this reason, the qualitative 

research began with more open ended interviews and subsequently narrowed to a more 

structured Delphi study. 

                                                   
1 This is assumed as ‘film’ and ‘movie’ were used within the survey items of the original and replication study, 
rather than program or series; Pardun and McKee (1996, 1999) focused solely on film. 
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3.3 Preliminary Interviews 

Semi-structured interviews were undertaken with key contacts within several 

advertising/media agencies and Australia’s three commercial television networks. The 

purpose of this was to: 

� gain insight from these various bodies as to what, in their experience, makes a 

successful (or unsuccessful) product placement; 

� understand the relationships between different constructs in generating product 

placement effects; 

� facilitate the development of a model of product placement effects; and 

� engender support and recruit participants for further involvement with a Delphi study. 

In addition to these primary objectives, which relate specifically to this research on product 

placement effects, industry relationships, regulations, technologies and forces for change were 

also investigated (see Delphi report in Appendix 3.1). 

 

Initially, three interviews were conducted with seven network sales and research 

representatives from the three Australian commercial television stations, Seven, Ten and Nine 

(group interviews included), to ascertain how the Australian product placement industry 

conducts business and what research is needed within the industry (personal interviews, July 

1, 9 and 10, 2003). This provided a starting point as many placement deals within Australia 

would be undertaken via these networks. All interviewees called for Australian research 

within this area and spoke about issues such as pricing of contracts, the style of shows that 

seemed to work best when using product placement, the format in which the placements are 

depicted, as well as the control (or lack thereof) they and their clients have over the 

placements. 

 

Purposeful sampling was subsequently used to obtain a sample of contacts from media and 

advertising agencies. A list of six key industry contacts was developed from industry articles 
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on product placement, industry websites and through consultation with the Media Federation 

of Australia. Snowball sampling was also used as several potential contacts were obtained 

from the network interviews already undertaken, providing a total of 12 interviewees. Each 

respondent was identified as having had previous experience with integrating products within 

Australian television programming. To illustrate the scope of experience, accounts held by 

interviewees included leading brands such as Sony, Telstra, Coke, Nestle, Pizza Hut/KFC, 

L’Oreal and Freedom Furniture which featured within high ratings programs such as 

Australian Idol, Neighbours, Big Brother, My Restaurant Rules, Stingers, The Block and 

Home and Away and more. 

 

The interviews were informally guided by the researcher and began with biographical 

questions gradually leading to more open-ended and non-directive questions to ease the 

interviewee into a discussion and build rapport (McCracken, 1988, p34). Throughout the 

interviews, probing questions were used to allow for elaboration or clarification where 

necessary (Neuman 2003). In conjunction with verbatim recording, notes were taken during 

the interview as well as recorded immediately after the interview, regarding the respondent’s 

attitude and the interviewer’s underlying thoughts about what was discussed. From this initial 

exploratory research, a rich set of data was obtained in the form of interview transcripts and 

observer notes. From this data, a list of constructs was developed and a conceptual framework 

drafted to describe the relationships between the product, the character/s or setting of the 

program and the viewer, as perceived by industry practitioners.  

 

Thematic coding was undertaken to derive these preliminary constructs. Fourteen themes 

were originally extracted from the data, with some overlap of incidences and some comments 

included in more than one theme. Eleven of these categories related to program, viewer or 

product constructs, and three were relevant to viewers’ processing of placements. Several 

constructs that related directly to those studied by product placement researchers were 
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prevalent, such as audience connectedness (Russell, Norman, and Heckler 2004), involvement 

with the program (Russell et al. 2004) and interaction with the character (Scott and Craig-

Lees 2003). Several new constructs emerged, some bearing resemblance to existing 

constructs. For example, Russell’s (2002) construct of plot connection was similar to 

‘inclusion in the plot’ but related more to a connection rather than a seamless inclusion within 

the plot. 

Figure 3.1: Preliminary Conceptual Framework of Factors Affecting Product 
Placements 

 

A process of abstraction was undertaken after initial categorisation and the eleven program, 

viewer and product constructs were synthesised into ten more general constructs (Spiggle 

1994). These are represented in Figure 3.1 within the shaded boxes. The constructs were then 

related to the product placement environment to suggest their place in relation to the 

audience, characters, content and brand. The constructs were inherently in or outside of the 

program context, as depicted by the framework. The process of conceptualising these 

elements within their environment was important in order to distinguish the nature of the 

constructs. Those that are within the program context itself are execution elements of the 
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placement that may be controlled by the practitioner and those outside relate more to viewer 

interaction or auxiliary strategies. 

Table 3.1: Preliminary descriptions of relevant constructs 

1. Inclusion in the plot 
The brand's seamless inclusion within the plot or scheme of the program. 
2. Brand/program congruence 
The relatedness between the product and program content. 
3. Content integrity 
This pertains to maintaining the ‘entertainment factor’ of the program.  
4. Involvement in the program 
How the audience becomes involved in the program as they are viewing it. 
5. Audience connectedness 
How the audience relates to the program outside of viewing and the interactivity between the audience 
and the program. 
6. Interaction with the character 
A brand may be linked to the character through some form of interaction, such as ownership or use of 
the brand. 
7. Visibility of the brand 
The physical position of the product within the program, including the visibility of the brand name or 
design as well as whether it is in the background or foreground. 
8. Brand portrayal 
How the brand is portrayed in that it may be shown in a favourable, unfavourable or neutral light. 
9. Cross platform integration 
The use of other media to promote the brand/program link, such as related websites or events. 
10. Concurrent advertising 
Using both advertising and product placement in sequence with each other. 

 

Before finalising this conceptual framework into a testable causal model, further refinement 

and validation was sought by gaining the consensus of industry professionals through the 

Delphi technique. To enable a discussion of the constructs, flexible descriptions were 

developed based on the preliminary interviews (see Table 3.1). 

 

3.4 The Delphi Study 

The Delphi technique was first introduced by the Rand Corporation in the 1950s and is 

commonly used in forecasting future trends (Nelson, 2002). It was originally developed to 

gain the input of a group of experts who were geographically distant and to provide an 

anonymous discussion of the subject area. It is defined by Turoff & Hiltz (2004) as ‘a method 

for structuring a group communication process, so that the process is effective in allowing a 

group of individuals, as a whole, to deal with complex problems’. In this study, the research 
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problem centres on which elements are important to the effectiveness of placements. In 

particular, the objectives of this Delphi study were to: 

� evaluate the importance of related constructs from the perspective of the Australian 

industry; 

� identify the most important constructs to be included in the causal model; and 

� provide a realistic foundation for selecting well-defined and valid constructs. 

 

The Delphi process involved several ‘rounds’, where a questionnaire was completed by all 

participants, then information was collated and the outcome was disseminated again for 

reflection, refinement and further consensus building. Finally, this new information was 

collated and the results of the group consensus were sent to participants (see Figure 3.2). 

Throughout this process, the content of the discussion was changed to reflect new constructs 

and questions. Importantly, this enabled iteration of the constructs and theory so that the 

domain could be explored more thoroughly. Refutation was also possible by allowing 

incremental empirical checks with each new round (Spiggle 1994). 

Figure 3.2: The Delphi Process 
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3.4.1 Problem definition 
 
There are four research objectives that may typically call for the use of the Delphi technique 

(Hasson, Keeney, and McKenna 2000). The early use for the Delphi technique was to allow 

for human insight to be a part of forecasting the future of a particular field. However, this 

study sought to “seek out information which may generate a consensus on the part of the 

respondent group” and “explore or expose underlying assumptions or information leading to 

differing judgements” (Hasson et al. 2000, p1009). A slightly modified reverse Delphi 

technique was used because a conceptual base already existed and further opinion was sought 

from experts rather than developing grounded theory (Nelson 2002). Although the Delphi 

method is not common within marketing research, an early Delphi study within the field of 

marketing was conducted for a similar purpose (Larréché and Montgomery 1977). This early 

study developed and modified evaluative dimensions of models by asking experts (and 

authors) to ascertain the likelihood that managers would accept several decision-oriented 

marketing models. This research illustrated the value of using this method to test for expert 

consensus when refining constructs and recent studies have further confirmed the value of this 

technique in assessing face and content validity (Hatcher and Colton 2007). Within the 

current study, the Delphi method was used to test the appropriateness and importance of each 

of the constructs within the conceptual framework as well as provide the potential to identify 

new constructs and clarify existing ones. The intent was not to replace traditional empirical 

research but to enhance what was tested by tapping into expert knowledge. 

3.4.2 Selection of participants 
 
The participants of a Delphi study should be chosen purposefully for their expert knowledge, 

experience with the subject area and motivation (Ludwig 1997). The industry experts who had 

previously been interviewed fit all of these criteria, particularly as the initial request for an 

interview was made based on their experience with product placement. Three of these 

interviewees agreed to take part in the Delphi also. Several others recommended colleagues to 
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be involved. In addition to snowballing with those already interviewed, an email was sent to 

the Media Federation of Australia, which consists of 19 member firms specialising in media 

and advertising services within Australia. As a result, a further twelve individuals from 

television networks, media agencies and brands were contacted and briefed about the process. 

It was suggested by Dalkey, Rourke, Lewis & Snyder (1972) that around 12-15 subjects are 

required for a Delphi study (Ludwig 1997), where a minimally sufficient number is best to 

ensure that the summarising process is not overly cumbersome (Debecq, Van de Ven, and 

Gustafson 1975). A total of 15 participants were briefed about the study, 12 undertook round 

one and 11 completed round two. Thus, although, three practitioners who were originally 

interested did not undertake the study, the attrition rate for those who began the study was 

lower than mean attrition rate of 50% for early Delphi studies {Finger, 2006 #58} and on par 

or better than many recent studies {Keeney, 2006 #59} and importantly above the suggested 

70% to avoid a potential consensus bias against those who may drop out due to disagreement. 

 

There may be some question as to the experience of members of the Australian product 

placement industry, relative to their US counterparts, because the Australian industry is 

assumed to be less established and much smaller than the US equivalent (The US industry 

amounts to US$150 billion compared to US$104.5 million in Aust for 2005; (PQ Media 

2006)). However, despite the disparity in total industry spend, Australia’s standing as the third 

largest product placement spenders in the world in 2005 demonstrates the importance of the 

practice within Australia, particularly as a ratio to audience size. This suggests enough 

experience and knowledge to generate meaningful results. Indeed, since conducting this 

Delphi study, further research on the perceptions of Australian practitioners compared to their 

US counterparts has found the Australian industry members share similar perceptions to the 

US practitioners of eight years before (1995), indicating a lag in experience (Craig-Lees, 

Scott, and Wong 2008). Despite this, a later study by Russell and Belch (2005) found that US 

practitioners were not always experienced in all areas of product placement management, 
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such as in assessing the effectiveness of placements, which was similarly found within the 

Australian industry. 

 

To ensure meaningful results, profiles of the practitioners’ experience were compiled prior to 

their invitation to participate and the extent of experience was confirmed within the initial 

meeting. Each participant had at least three years experience and, although two participants 

were new to the Australian environment, they had dealt with product placement strategy 

internationally for some years. Before beginning the process, participants needed to 

understand the research question as well as the steps involved in the process. A brief 

introduction was given stating the major aim of the study as; ‘to refine and validate a 

conceptual model so that a further empirical study could be undertaken’, along with a brief 

explanation of the task. 

3.4.3 Structure of the questionnaire 
 
Delphi questionnaires usually begin with open-ended questions which are then refined as the 

rounds proceed (Ludwig 1997). These open-ended questions encourage expansion of ideas 

and arguments. The form of Delphi method used in this study is a modified version, which 

focused on a proposed model constructed from previous research and preliminary interviews. 

Hence, the questions were defined from the outset, although open-ended comments were 

encouraged within each closed question. 

 

The closed questions consisted of a series of Likert scales used to determine the level of 

consensus or non-consensus (Gross 1981). Within this study, the importance of the elements 

was assessed by asking participants to indicate the importance of any construct on a nine-

point Likert scale ranging from ‘extremely important’ to ‘extremely unimportant’. The 

questionnaire was tested for ambiguities and appropriate wording by asking several marketing 
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academics and an advertising professional to review it before sending it to the Delphi 

participants. 

 

The survey was created in an online format, a mode increasingly used for Delphi studies as it 

enables faster and more involving dialogue when compared to mail surveys (Cobanoglu, 

Warde, and Moreo 2001; Hatcher and Colton 2007). Collating data is also easier as it is 

already in electronic format and it provides a faster, more efficient means of reply. The 

website on which it was hosted was relatively simple, including a university logo and a simple 

question format, so that distraction from the task was minimal (see Appendix 3.2). 

3.4.4 Questionnaire distribution 
 
Each round was distributed via an email link to the online questionnaire.  Although online 

Delphi surveys were still within the developmental stage at the time of data collection, they 

had been proven effective (von Hagen 2003). This medium was particularly relevant as all 

selected participants had ready access to both email and the Internet, both essential for 

working within the industry. Email was also used to remind participants to respond. The final 

published report was distributed to all participants via postal mail. 

3.4.5 Collation and reporting of results 
 
It is very important that the researcher’s own bias be kept to a minimum when creating the 

interim and final reports. This is sometimes difficult when dealing with experts as there may 

be hidden disagreements and judgemental biases (Turoff and Hiltz 2004). In such cases, the 

researcher should try to expose these issues for further clarification in future rounds and also 

try to detect patterns of information, sub-group positions, critical items of focus, and analyse 

subjective or ambiguous arguments and comments to provide a clear understanding of 

everyone’s views (Turoff & Hiltz, 2004). Consequently, results were reported in both a 

graphical format to allow comparisons between the importance of elements (Hasson et al. 

2000), and written format to reflect the comments and summarise dialogue for each question. 
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Comments were reported and where similar, arguments were grouped. A synthesis of the 

main points was also reported so that the researcher’s interpretation of the comments could 

also be refuted or reviewed (see Appendix 3.3). The arguments from each round were shown 

in subsequent rounds so that a history of the discussion was available to participants 

answering further questions (von Hagen 2003). Finally, a report containing general 

agreements and further analysis was given to each participant so that they could use it for 

future reference and obtain a tangible reward for their efforts. 

 

During the Delphi process, three key elements are important: structured information flow, 

anonymity and feedback to participants. Usually, the structured information flow involves 

three rounds of information dissemination (Ludwig 1997). Further rounds can be undertaken 

if discussion does not converge, or fewer rounds if consensus is reached early. The consensus 

of the group was not essential in the first round, as new ideas and constructs could be initiated 

from individuals and then considered by other participants in future rounds. A one week 

timeframe for each round was given to allow sufficient time for participants to give 

meaningful feedback yet also ensure that the survey was not ignored. With two rounds 

undertaken, the study took five weeks to complete; three weeks waiting for responses (several 

were late), and 1 week to collate and synthesise the commentary and quantitative results for 

each round. A professional report was produced and sent to participants several months later 

(see Appendix 3.1).  

 

Anonymity is a key advantage of this technique as it allows participants to remove concerns 

of self-projection and previously stated views (Nelson 2002). It also avoids bias from 

dominant individuals who may have a greater influence within the industry (von Hagen 

2003). This technique is used throughout various industries in both the public and commercial 

sectors (Gross 1981). In this context, anonymity is again an advantage because general 

information may be given without reference to the participant’s organisation, which may 
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eliminate the broadcasting of company secrets and encourage more honest participation. As 

many of the participants in this preliminary study were from competing firms, the anonymity 

of response was emphasised. 

 

There are several risks and limitations to the Delphi method (von Hagen 2003). In particular, 

there is the risk that participants may drop out. This was mitigated by careful selection of 

motivated individuals, by contacting participants frequently over the rounds and by ensuring 

that they fully understood the process before commencing. In this study, a face-to-face 

meeting was undertaken to explain the process and encourage participation. There is also the 

risk that in determining important elements, any one individual’s views will be overlooked  

because of a majority consensus. To assist in eliminating the emphasis of quantitative results, 

participants were asked to explain their views and similar arguments were collated. This is a 

strength of the Delphi technique because participants have the chance to review others’ ideas 

and arguments and to potentially change their stance based on clarified responses. 

 

3.5 Qualitative Data Analysis 

 
The full process of analysing qualitative data, as guided by Spiggle (1994), spanned both the 

initial interviews and the Delphi process. First, categorisation was undertaken where 

practitioners’ insights were coded. This was done deductively, with reference to previous 

literature, and inductively, when new or elaborated constructs and themes were found. These 

categories were then abstracted to develop higher-order constructs. In doing so, comparisons 

were made between differences and similarities of the constructs, enabling discriminations 

between quite similar constructs. The properties and dimensions of these constructs were then 

analysed and a conceptual framework was built, reflecting not just the constructs but also the 

relationships between them, based on dialogue about the program, viewer and brand 

environment. The processes of iteration and refutation of the constructs were particularly 
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relevant within the Delphi process. As each round was undertaken, the same questions or 

relevant extensions were asked, in conjunction with presentation of previous comments and 

synthesised analysis of the discourse. This allowed the subjects themselves to shape the 

investigation and to refute the analysis where it may not have produced an acceptable account. 

This consensual validation was important in both defining the constructs and relationships and 

validating the importance of these elements within the practice of product placement. 

 

3.6 Preliminary Findings: Refining constructs 

 
The information gathered during the Delphi process contained practitioners’ perceptions of 

the importance of each construct, their definitions of the constructs as well as how they might 

interrelate. Rather than reporting the interrelations between the constructs, this section is 

largely focused on the discriminations that practitioners made with regard to these constructs. 

Therefore, the findings are categorised under the headings of the constructs that were initially 

defined, then, when necessary, these constructs are separated into new or lower order 

constructs under each sub-heading.  

3.6.1 Importance of the constructs 
 
Before delving into the qualitative findings, both the central tendencies and levels of 

dispersion were evaluated to provide an indication of the level of importance for each of the 

constructs and the related consensus (Hasson et al. 2000) (see Table 3.2). The means, medians 

and modes all suggest a similar ranking, with the exception of brand-program congruence 

which has a lower mode. However, this item received the lowest level of dispersion which 

suggests that panel members reached the greatest degree of consensus regarding its 

importance. A distinction was apparent between the least and most important constructs and 

this information was used to determine the focus of the final audience study. 
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Table 3.2: The order of importance of product placement constructs 

Constructs 
1. Content Integrity 
2. Brand/Program Congruence 
3. Inclusion in the Plot 
4. Brand Portrayal 
5. Cross Platform Integration 
6. Concurrent Advertising 
7. Audience Connectedness 
8. Interaction with the Character 
9. Involvement in the Programme 
10. Visibility of the Brand 

 

The number of constructs that were eventually included in the causal model was based on the 

need for parsimony whilst accounting for those constructs that were interdependent. Hence, 

the auxiliary strategies of concurrent advertising and cross platform integrations were 

removed from the analysis. While these strategies are worthy of study within their own right, 

their complexity would have seriously prevented parsimony in testing for the more salient 

constructs such as content integrity and congruence. Furthermore, their auxiliary nature meant 

that they were easily excluded. Before undertaking further culling, it was important to 

incorporate practitioners’ comments to understand the nature of these constructs. The 

following section outlines the refined constructs based on the industry input. 

3.6.2 Content Quality 

 
 

What was first labelled content integrity was expanded to the construct of content quality, 

denoting the worth of the program content to viewers. It includes both the content appeal and 

the integrity of the program in delivering that appeal. 
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Content Appeal 
 
This construct is based on the needs a program fulfils and appeals to. It is linked to uses and 

gratifications theory (Katz, Blumler, and Gurevitch 1974), according to which, different 

viewers watch television to fulfil different needs. For example, a thirty-something male might 

watch ‘Seinfeld’ to fulfil a need to identify with the central characters or to experience 

humour. If these needs are met well then the content will be appealing. One reason for the 

importance of an appealing program is that you gain greater reach, as indicated by this 

practitioner: 

"Product integration within shows is successful because people watch them. 

And people watch them because they are entertaining and/or informative." – 

Television Rep 1 

This is consistent with Pardun and McKee’s (1999) findings, where practitioners thought that 

‘national viewing potential’ was the most important factor in integrating brands into feature 

films. However, the quality of the program content and the types of needs it meets were also 

deemed important by practitioners because viewers make various associations between the 

brand and program, based on the fulfilment of these needs. For example, if the viewer 

watches a program to identify with characters, the brand is vicariously experienced or if a 

home-improvement program provides the viewer with information they may use for their 

bathroom renovation then they are more likely to use the branded tools within the program for 

their own renovations. This value is illustrated by the following advertising agency 

representative who explained how they may integrate an insurance brand by appealing to an 

aspiring audience of a restaurant-based reality program: 

“Everybody can be a restaurateur and all the things that go with it… so we’re 

saying, okay, the obvious thing is, if you’re going to set up a restaurant, you’re 

going to need insurance” -  Ad Agency Rep 6 
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Content Integrity 
 
Content integrity refers to maintaining the appeal of the content despite the presence of the 

brand. Russell and Belch (2005) found that the increasing commercialisation of content was 

an issue that practitioners within the US were wary of and considered a risk. This was 

supported by this Australian practitioner: 

"There will be a backlash if plots are created for commercial purposes... not 

only do you want to raise awareness of the product, but you're trying to get a 

message across." – Ad Agency Rep 3 

 

Maintaining integrity may be an outcome of the way in which the brand placement is 

executed or it may be dependent on the viewer’s expectation of product placement within the 

particular content. This is highly related to the construct of ‘acceptability’ of the placement, 

except the focus is on how the inclusion of the brand affects the content, as this is what the 

consumer is primarily interested in. For instance, consumers’ backlash to a brand placement 

was thought to be more or less probable for different genres, since viewers may be expecting 

brand placements within reality TV but not within a news program. As illustrated by this 

advertising executive, talking about the level of placement in a popular reality TV: 

“Obviously consumers aren’t that turned off by it… it’s like ‘The Block’ (reality 

TV show), this is as blatant as you get and quite clearly consumers are ready 

for it” 

Later adding: 

“…then for all the other programs, such as soaps and all the rest, basically all 

you can do is traditional product placement”- Ad Agency Rep 2 

However, this may be simplifying the construct as one news program may be watched 

because it is more credible than another. Therefore, the content integrity of the more credible 

news program may be diminished more by integrating brands within it. The key is to 
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understand the appeal and nature of the particular program and ascertain whether 

incorporating a brand in a certain way will diminish or enhance this appeal. 

 

3.6.3 Brand-program congruence 

 
 
Practitioners agreed that the congruence between the program and the brand is a key 

consideration when integrating brands. They also went further to say that an alignment 

between the brand, content and viewer is desirable, as illustrated by these two advertising 

agency representatives: 

“We talk of the critical alignment. Viewer - Content - Consumer. This 

alignment is critical.”- Ad Agency Rep 3 

There are different ways in which the brand, content and audience may be related; in a very 

direct way in terms of the explicit content of the program (i.e. Quiksilver in a surf program 

aimed at surfers), or there may be a match between brand values, the nature of the content and 

the character of the audience it attracts (ie Absolut Vodka in Sex in the City; attracting young 

urban females), as highlighted by this practitioner: 

“In some instances where there isn't a direct product fit, aligned brand values 

can take their place.”- Ad Agency Rep 3 

 

Several product placement studies have focused on congruence (DeLorme and Reid 1999; 

Russell 2002). However, as discussed previously, this construct has been conceptualised in a 

few different ways, with reference to various product placement elements (ie modality, scene, 

brand, plot). Brand-program congruence may be likened to both thematic congruence 

(Howard and Barry 1994) and cue relatedness (Sengupta, Goodstein, and Boninger 1997) as 

explored within the field of advertising. Howard & Barry (1994) defined ‘mood-thematic’ 

congruence as a functional relationship between an object and a particular mood inducing 
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event. This is a very direct use of congruence in that it deals with a direct functional 

relationship, such as the congruence between an athletic event and a sports shoe. Alternately, 

cue relatedness was more broadly defined by Sengupta et al. (1997) as ‘a mutual 

meaningfulness of two nodes in memory’ and affiliated it closely with constructs such as fit, 

relevance and appropriateness. This suggests that perceptions of congruence may be present 

within consumers’ minds prior to viewing.  

 

Recent studies of sponsorship have defined and measured a similar idea of congruence using a 

bi-dimensional measure, involving relevance and expectancy (Fleck and Quester 2007). This 

relates directly to what practitioners discussed, as is, in part, exemplified by this statement:  

“Integration for the sake of it doesn't work - it must be relevant or viewers will 

turn off and pp campaigns won't be successful” – Television Rep 1 

 

This idea of congruence is appropriate in defining brand-program congruence where the brand 

is relevant to the program content and may be expected within the program based on its 

theme. This construct is different to the expectation of the brand within a particular scene or 

plot and relates to the inherent associations between the program content and brand. 

3.6.4 Brand Inclusion 

 
 

As opposed to an inherent relatedness of the brand and content, brand inclusion relates to how 

the brand fits within the scene and plot. Practitioners were concerned with making the brand 

fit. On the one hand, they were concerned with the level to which the brand provides meaning 

to the program and, on the other, concerned about the naturalness of the integration. This 

difference between the inclusion of the brand within the scene and its significance to the plot 
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may be illustrated by an actual shampoo placement. Head and Shoulders shampoo was used 

to slay alien invaders in ‘Evolution’ (a feature film). The shampoo brand was significant to 

the plot as it was vital that a unique ingredient of the shampoo, selenium, was used to kill the 

alien. However, the use of shampoo in this scenario is highly unusual, both in relation to the 

way in which shampoo is normally used and in the way that an alien (or any other creature) 

would be slain. Therefore this product placement may have seemed unnatural and contrived 

within the plot. 

Inclusion within the scene 
 
This construct is best described as the seamless inclusion of the brand within the plot or 

scheme of the program. It is based on the viewer’s perception of whether the brand fits well 

within the particular situation or setting. It may be that the particular product category is 

unnaturally used within the plot or scene (as with the shampoo example) or it may be that the 

brand is out of place, such as a Rolex watch on a poor student. As the following practitioner 

explains: 

“It’s got to make sense yeah, (its) not just putting your product into something, 

into a storyline or into a movie that doesn’t seem to have a legitimacy or a 

place to be there” – Ad Agency Rep 1 

Significance to the plot 
 
Labelling it ‘plot connection’, Russell (2002) included this construct as a dimension of 

‘prominence’, where the closer the brand is to the storyline or in defining a character, the 

more prominent it becomes within the consumer’s field of focus. Here, this construct refers to 

the importance of the brand to the meaning of the plot; however, it does not reference the 

nature in which the brand is significant, such as whether it is functional or symbolic (see 

brand usage and role). Many of the examples given by practitioners were based around 

getting the brand or product as close to the plot as possible, yet maintaining relevance. As 

evidenced via this verbatim: 
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“The value is in the use and relevance of that brand within the context of the 

program and ultimately, how an advertiser is able to leverage that exposure 

within the program”- Television Rep 2 

 

As highlighted in the ‘Evolution’ example above, the use of Head & Shoulders was very 

significant to the plot as the specific shampoo brand was necessary to eliminate the major 

threat. If it had been used to eliminate a minor threat, or if a different brand could have been 

easily substituted, then the brand would not have been as significant. As such, significance of 

the placement is based on whether it is necessary to use the specific brand or  product within 

the scene or plot and whether the content would be lessened without it. 

3.6.5 Brand Usage and Role 

 
 

Role of the Brand 
 
There are many ways in which a brand may become part of program content, the most noted 

instances have been in defining a character, setting a scene or facilitating action or an 

outcome. Practitioners thought this construct was important because the role that a brand 

serves, whether it is functional, symbolic or both, may influence the way in which the brand 

cue is processed (Sawyer 2006). For example, if the brand defines a character (e.g. Queer Eye 

Fab Five’s GMC SUV) then the brand may be incorporated via the process of identification. 

Likewise, if the brand is used to facilitate a specific action (e.g. the ability of a mobile phone 

to provide the character with access to the Internet) then a more cognitive process may occur 

to influence consumers’ attitudes. Karrh (1998) talks of the symbolic meaning that can be 

inferred via the role a brand has within the social setting of the program. This has much to do 



87 
 

with how viewers perceive many television programs as a reflection of life and as a way to 

learn about society (Hackley and Tiwsakul 2006). Whether in a more realistic setting, such as 

the police drama ‘The Bill’, or a more abstract society, such as the Sci-Fi program ‘Star 

Trek’, people still associate with human nature and the characters portrayed. An instance of 

this social role is relayed by a practitioner discussing the integration of a frozen meal brand 

within a house renovation program: 

“for a product that does not make complete sense to be there it actually did 

quite well because it played on the social engagement of the couples where, 

sort of at the end of the day, when they were chatting about what they’d done 

that night and having a frozen meal, it kind of played on the socialness of the 

conversation and food.” – Ad Agency Rep1 

 

Several studies have made a special case about the character’s interaction with the brand, 

perhaps because a greater proximity to the character can provide visibility, as the characters 

are central to the plot, but also due to the meaning transfer from character to brand. However, 

interaction with the character may not only be symbolic in nature. This interaction may be 

important because it displays the product in use, thus providing opportunities for vicarious 

learning of the product functions. For example, a character’s mobile phone may provide a 

symbolic idea of the character based on style; or alternately, show the viewer how easy it is to 

take photos with the phone and how clear these photos may be. This distinction was seen as 

important by practitioners, thus the role of the brand rather than its interaction with the 

character is the relevant construct. One practitioner mentioned they learned a lot from 

integrating a video game into a reality TV program, as follows: 

“It seemed to be valued higher… Big Brother, we put I-toy into that, which is 

the new Play Station I-toy… where there’s a camera and it’s a game where all 

your friends can play and you’re doing the actions of the video game. That just 

launched it beyond what anything advertising could have done because of the 



88 
 

interaction with the characters in-program in an environment that they didn’t 

feel was something that was a traditional top-down kind of passive 

conversation, which is – ‘listen to my message’. This was more about them (the 

audience) getting something else out of it.” – Ad Agency Rep1 

 

Brand Portrayal 
 
This construct pertains to whether the brand is portrayed in a favourable, unfavourable or 

neutral light. However, the importance of brand portrayal was not thought to be about simple 

negative or positive depiction but whether the portrayal is derogatory, neutral or bolstering to 

the core values of the brand.  

“Of course they don't wish their product to be positioned in a negative light.  

Execution needs to reinforce the product's brand values.  Given the interaction 

and implied endorsement, viewers' perception will be shaped in this way.” – Ad 

Agency Rep 6 

 

Therefore, this construct is dependent on the intended brand message or associations. For 

instance, if the ‘Cancer’ man on the X-Files smokes Winfield cigarettes, this may not be seen 

as a negative portrayal for the brand as, although he may be seen as a ‘bad guy’, he is also 

seen as ‘cool, calm and collected’. It may be the latter that resonates with the intended brand 

image. 
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3.6.6 Audience Involvement and Connectedness 

 

Involvement with the Program 
 
This construct is based on the viewer’s involvement and engagement with the program whilst 

viewing. Practitioners did not find this element as important as direct behavioural interaction; 

however, this may be because it is not something a practitioner can easily control. 

“Emotional involvement… It has no bearing on product integration in terms of 

fit etc., however it will have an impact in the outcome, linked to the viewership 

of the audience.” – Ad Agency Rep 3 

 Academic researchers have found it important to understand the role involvement plays when 

considering how viewers process brand placement. Hackley and Tiwsakul (2006) discuss the 

audience’s transportation into a different state, whilst viewing programs. Viewers are in ‘an 

active processing state’ where they are looking to the program for cues and meanings (Karrh 

1998). The level of involvement and type of involvement would therefore also affect the way 

in which brands are processed. It is this active engagement whilst viewing the program that is 

definitive of this construct and could include, cognitive processing, experiencing emotions or 

identifying with the characters. 

Audience Connectedness 
 
Russell and Puto (1999) explored the intense relationships people have with their favourite 

television programs and found audience connectedness to be a construct mediated by, but 

separate from, involvement with the program. It was typified by a deeper, more external 

relationship with the program and may be more relevant for well-known programs where the 

viewer is an established fan. Practitioners saw this as more important than involvement with 
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the program. However, comments suggest that this was due mostly to the program-related 

behaviours that may be linked to audience connectedness. 

“Building a deeper relationship with the viewer is more likely to happen with 

multiple contact points, so connectedness is a big plus. It also gives the brand 

more opportunity to add some value to the experience beyond simple badging.” 

– Brand Manager 2 

 
Program-related behaviour 
 
Emerging from the Delphi process was the idea that a viewer’s program-related behaviours 

may or may not be a manifestation of involvement and connectedness. The increasing use of 

program tie-ins and cross promotions suggests that a viewer’s tangible engagement with the 

program is important for brands. This construct is manifested by behaviours such as SMS or 

digital voting, entering competitions, organising viewing nights and logging on to program-

related websites. Although this was noted by Russell and Puto (1999) as a manifestation of a 

higher degree of connectedness with the program, these behaviours do not necessarily require 

a deep emotional connection with the program. For example, a viewer may be watching a 

program for the first time and decide to enter a competition to win a holiday to the set location 

or to log on to a home-improvement show website to get more tips on how to lacquer their 

deck. This interaction on a behavioural level was valued by practitioners as it gives brands the 

opportunity to engage the viewer with their brand outside of the plot, leading to more direct 

brand outcomes. 
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3.6.7 Brand Visibility and Auditory Prominence 
 

 

Brand Visibility 
 
Often used by practitioners as an indicator of prominence, visibility was thought to be 

necessary for placement success but was only considered a qualifying dimension, where 

visibility alone does not determine success, as reiterated by this agency representative: 

“Seeing a brand is exactly that, seeing a brand - big deal.” – Ad Agency Rep 3 

Visibility of a brand is the capability of being easily observed visually. Hence, it relates to 

visual prominence. Many factors may contribute to this capability such as physical size and 

positioning on the screen, the number and length of exposures, the proximity of the brand to 

the major focal point, clear presentation of the brand and the style or design of the brand 

representation. It is these underlying execution factors that have often been used as measures 

of placement worth by practitioners. 

Auditory prominence 
 
Placements that are solely auditory are similarly described in terms of the pitch, tone, 

emphasis and number of mentions.  

 

Overall, visibility was the least important factor for practitioners, despite a focus on 

prominence within the academic literature. This divergence may be explained by the type of 

product placements most commonly created by Australian practitioners. By far the most 

examples and references given by practitioners were based on placements within reality or 

lifestyle television. Placements within these genres would more often be considered explicit 

or onset in nature, and are driving many of the opportunities for brands in Australia, as 

revealed below: 
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“Reality and lifestyle offer lots of opportunity in the area of pp. If these genres 

continue to remain popular then they will continue to offer pp opportunities.”- 

Television Rep 1 

 

3.7 Conclusion 

The nature of the Delphi technique, which allows anonymous and reflective commentary, was 

particularly useful in drawing out the core constructs and their finer dimensions through a 

collaborative method of conceptualisation. The result was the clarification of more distinct, 

refined and overarching constructs. This preliminary research also produced an estimation of 

the importance of the placement constructs and identified further potential constructs. Some 

constructs have been found to include several lower-order constructs, such as content quality, 

including both appeal and integrity, while other constructs have been merged, such as 

interaction with the character and the role of the brand. While the inclusion of further 

dimensions has expanded the conceptual framework, further analysis will focus solely on the 

constructs deemed most important. Specifically, the first three constructs of content quality, 

brand-program congruence and brand inclusion are all interrelated and hold a greater 

importance for practitioners. The next step is to develop a causal model based on these 

important constructs and to operationalise them with respect to the specific viewer, program 

and brands were used to test the model, which is discussed in the following chapter. 
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Chapter 4 : Model Development, Operationalisation & Research 
Design 

 

 



 

94 

 

4.1 Introduction 

This chapter pulls together theory from the current literature and data from the Delphi study 

to outline a causal model of product placement effects in the context of ‘transformational’ 

reality TV. Following development of this causal model, the operationalisation of the relevant 

constructs is described. Several research considerations for testing the model via a field 

experiment are also discussed. The research design is described and justified, including the 

choice of the target program, sample considerations and the experimental design employed. 

Attention is given to the selected program, where consideration is given to placement and 

brand characteristics and the potential confounding factor of concurrent advertising. Finally, 

the questionnaire design and data analysis method are also discussed. The result of these 

decisions was the development of a quasi-experiment that enabled the effect of product 

placement to be examined, not just within the program environment but in relation to it.  

4.2 The Causal Model 

The Delphi research described in chapter three helped to focus this study by highlighting the 

need to explore the relationship between the brand or placement and unique program content. 

Hence, the basis for the following causal model centres on the appeal and integrity of reality 

TV content, a genre highly relevant to the Australian context. As depicted in the model below, 

these two constructs are represented by identification with the participants and advice 

credibility, which will be justified shortly. Furthermore, the fit between brand and program 

will be discussed as an important moderator. The combination of the relationships is denoted 

in the following causal model (see Figure 4.1). 
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Figure 4.1: Causal Model of Product Placement Effects 

 

 

4.2.1 Identification with Participants 

As previously highlighted, content appeal may be genre or program specific, and is based on 

the uses and gratifications fulfilled for the viewer. Nabi, Biely, Morgan and Stitt (2003)’s 

study found that regular viewers primarily seek to be entertained and that an enhancement of 

personal identity was also a fundamental gratification offered by reality TV. Moreover, Rose 

and Wood (2005)’s qualitative study of reality television viewers suggests that identification 

may be an important part of an authentic viewing experience and a powerful determinant in 

changing viewers’ values and norms.  

 

More specifically, the conventions and structure of transformational reality TV are focused on 

transforming ‘ordinary’ individuals. In this context, viewers may identify with the ‘real’ 

participants and vicariously experience their process of transformation to a desired self, 

involving the adoption of specific behaviours, attitudes and brands (Bratich 2006; Rose and 

Wood 2005). Therefore, as the participants adopt placed brands as part of their new self, a 
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similar process may occur for the viewer as they imagine themselves in the same situation. 

Therefore, it is hypothesised that the greater the viewer identification with program 

participants the greater the subsequent affiliation with the brand. 

 

4.2.2 Advice Credibility 

The conventions of transformational reality TV may wield further power as the program acts 

as an authority. Advice is provided by various sources within the program, such as expert 

judges and spokespeople, as the plot centres on many different facets of the participants’ 

transformation. These sources often encourage adoption of the brand, through either an 

explicit suggestion or an implicit brand endorsement. The extent to which a viewer accepts 

this endorsement, or internalises it, may be dependent on the attributions made to these 

sources. For instance, if viewers attribute an internal cause for the placement, they may 

believe that the brand is placed within the program because it is trusted as a good quality 

brand. If an external cause such as payment is believed to motivate the placement then the 

endorsement of the brand may not be accepted.  

 

As an indicator of the content integrity, the judges and spokespeople represent the program. 

They are the focused source and perceptions of their advice credibility within the program 

will determine whether the viewer internalises the brand endorsement and finds the brand 

more appealing. Specifically, a positive appraisal of source credibility will prompt the viewer 

to trust any direct or implied suggestion of brand credibility and quality.  Therefore, it is 

hypothesised that the more positive the assessment of advice credibility the greater the 

viewer’s perception of brand quality and credibility. 
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4.2.3 The Moderating Role of Brand-Program Fit 

It is proposed that the aforementioned effects are moderated by the fit between brand and 

program. The greater the congruence, inclusion and significance of the brand to the program, 

the more likely the viewer will connect the brand to their vicarious experience and the advice 

provided. These three elements of fit are also likely to be correlated. For instance, the more 

significant the brand is to the participant’s transformation (ie plot) the more plausible its 

inclusion will be. Similarly, if the brand is very congruent with the program, then it is likely 

to be more significant to the plot and perceived to be included well. 

 

More specifically, a greater fit between brand and program will strengthen the relationship 

between identification with the participant and any subsequent brand affiliation because the 

brand is more readily accepted as a part of the transformation process. Hence, the positive 

effect of identification on brand affiliation will be significantly greater for brands with higher 

levels of fit. Furthermore, if the brand is a more significant and relevant part of the program, 

as the viewer is advised about the appropriate behaviours, attitudes and norms, they will also 

align the brand with this advice. Thus, if the advice is deemed credible, then the brand is more 

likely to be perceived as credible or of high quality when it fits within this authoritative 

program. If the advice is not perceived as credible, then the greater the fit between brand and 

program, the less credible or lower quality the brand will be perceived. Thus, it is 

hypothesised that the positive association advice credibility and brand credibility and quality 

will be significantly greater for brands with higher levels of fit. 

 

4.2.4 Brand Outcomes 

Based on a review of the field, this study aims to look beyond recall and prominence of the 

placement and brand, which has been studied extensively. In particular, in analysing the effect 
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of program context and appeal it may be more beneficial to examine brand outcomes such as 

brand attitudes, liking for the brand, brand image or brand affiliation, which may be more 

relevant to the meaning-laden context of a program (Hackley and Tiwsakul 2006). 

Importantly, these brand outcomes incorporate more than recall of the brand and focus on the 

valence of the brand outcome, positive or negative. 

 

As explained in the previous few sections, the nature of the resultant attitude that is formed 

after exposure to a placement may depend on the type of influence and process of attitude 

change (Kelman 1961). A viewer may accept the attitude as their own via different 

mechanisms, such as identification or internalisation. A process of identification encourages 

certain behaviours or attitudes because they are associated with satisfying a need for self-

definition. Specifically, the adoption of a brand may help to establish or maintain the viewer’s 

link to the program participant and the particular role that they embody (Kelman 1961). A 

distinct result of this process may be a self-brand connection, that is, the extent to which a 

brand may be linked to an individual’s self concept. This concept has been studied when 

researching the effects of in-groups, out-groups and aspirational reference groups where 

greater self-brand connections were found for brands that were believed to be used by the in-

groups or aspirational groups (Escalas and Bettman 2003, 2005). In particular, those 

individuals who have a greater need to enhance their self (rather than verify their self) were 

more influenced by aspirational groups. The use of a brand within a transformational reality 

TV program may represent use by an aspirational group and therefore generate a greater self-

brand connection or brand affiliation. 

 

Alternately, the adoption of beliefs of brand quality and credibility may be based on the 

process of internalisation. Although it is difficult to distinguish the process of internalisation 
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from identification, it is different because it is based on relevance of the attitude content rather 

than on the adoption of an attitude for the purpose of self-definition. An individual will 

internalise a new attitude because they perceive it to be congruent with the maximisation of 

his or her value (Kelman 1961). Therefore, the nature of internalisation in reference to 

product placement relates an assessment of the explicit or implied brand value. Here the  

importance of a source depends on their credibility in relation to the attitude content. The 

program is portrayed as a trusted expert; therefore, brand credibility and quality are particular 

value associations that may be inferred about the brand, when endorsed within the 

transformational reality TV context. Taken as a whole, both the process of identification and 

internalisation may make the brand more appealing to the viewer, via a closer affiliation to the 

brand or due to its enhanced credibility and quality. Therefore, it is hypothesised that both 

identification with the program participants and advice credibility will have significant 

positive, indirect effects on brand appeal, through both brand affiliation and brand credibility 

and quality respectively. 

 

4.3 Operationalisation of constructs 

The subsequent research design and operationalisation of constructs is concentrated on 

providing a robust empirical test for the conceptual relationships discussed in the previous 

sections. Each of the constructs within the proposed model was operationalised to allow for 

quantitative analysis to be undertaken. Where possible, constructs were operationalised as 

they were found within existing marketing literature, however, one contribution of this thesis 

is that several of the constructs were newly operationalised within this context, such as those 

relating to brand-program fit. In these cases, items were developed from the qualitative data 

presented and where possible items were adapted from related fields. 
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4.3.1 Identification with the Program Participants 

Identification has been operationalised in both advertising studies (Basil, 1996) and studies of 

media effects (Cohen, 2001). Scales used to measure identification within advertising studies 

often measured attitudinal antecedents of identification, such as likeability (Bruner, James & 

Hensel, 2001) or perceived similarity (Bruner & Hensel, 1996), however, true identification is 

a process where the viewer imagines themselves to be the referent rather than has a liking for, 

and attachment to or similarity with them. Identification is relevant to both sympathy and 

empathy and thus may be both cognitive and emotional (Escalas and Stern 2003). 

Identification generates a greater understanding of the participant’s actions and feelings and 

allows the viewer to vicariously experience the same emotions as the program participant. 

 

To verify that this psychological process was relevant to the target program (discussed in 

section 4.6), a small focus group was conducted with five viewers who had watched the first 

six episodes of the transformational reality TV program, Australia’s Next Top Model, whilst 

the series was airing. A convenience sample of five female third year marketing students was 

used to explore viewer gratifications during particular types of segments within the show. To 

facilitate this, a clip of each of the segment types, such as the challenges, lessons, eliminations 

and moments of conflict, was shown and then discussed. Several insights were gathered from 

this process of elicitation, including numerous affirmations of their identification with the 

models, as indicated via the following verbatim:  

“The best one (competition) was this week when two of them walk down the catwalk in 

those gianormous shoes. (Oh yeah, yeah – all agree). Like you just see their ankle go… 

and I’ve got weak ankles and I’m thinking I would break my ankle in those shoes. Like, I 

felt so sorry for them.” Viewer 1 

“I actually felt sorry for the girls, because he was just telling them this is wrong, this is 

wrong and I thought oh god, thank god I’m not there cause he’s not going to say anything 

to me.”Viewer 4 
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Rather than liking or similarity, these comments suggest both sympathy and empathy with the 

contestants, and provide a direct reference to their identification as they imagined what they 

would do in the same situation. Interestingly, the discussion also included wishful 

identification, where it was clear that the viewers were envious of the situation in which the 

contestants were in, and imagined themselves in this desired situation. 

“You know it’s expensive but you look at it going – look how much make-up they gave 

them (in a longing voice)” Viewer 3 

“I watch it cause I think – God I would love to do that. Also, cause you can relate to 

them.”Viewer 1 

 

To capture this empathetic nature, identification was measured using a 9-item ‘pure’ 

identification scale that was adapted from a scale developed for studies of media effects 

(Cohen, 2001) (see Table 4.1). 

Table 4.1: Scale for Identification with the Program Participants 

Items Factor Reference 
I was able to understand the events in the program in a similar 
manner to that in which the models understood them. 

Understanding (Cohen 2001) 

I think I have a good understanding of the models Understanding (Cohen 2001) 
I tend to understand the reasons why the models do what they do. Understanding (Cohen 2001) 
While viewing the show I could feel the emotions the models 
portrayed. 

Feeling (Cohen 2001) 

During viewing, I felt I could really get inside the model’s heads. Feeling (Cohen 2001) 
At key moments in the show, I felt I knew exactly what the models 
were going through. 

Feeling (Cohen 2001) 

While viewing the program, I wanted the models to succeed in 
achieving their goals. 

Goal Empathy (Cohen 2001) 

When the models succeeded I felt good.* Goal Empathy (Cohen 2001) 
When the models failed, I was sad.* Goal Empathy (Cohen 2001) 
*These two items were originally one double barrelled item, however, the focus group results indicated that both 
events and emotions are not necessarily bipolar (ie you can feel happy with someone’s successes whilst also 
happy to see them fail) 
 

4.3.2 Advice Credibility 

With a transformational reality TV program, the content of the program is centred on 

transforming the participants of the show. Therefore, the advice and guidance given by expert 
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judges and guests within the program is analogous to endorsement by the program as a 

source. Hence, the credibility of this advice was used as a measure of the credibility of the 

program. The bi-dimensional nature of source credibility is well established within the field of 

advertising and celebrity endorsement. It captures perceptions of the source’s ability to give 

valid advice (expertise) and the consumers’ confidence in the intentions of the source to 

provide what they believe to be the most valid advice (trustworthiness) (Ohanian 1990). 

These two dimensions of source credibility, were equally applicable to the program context 

and slight adaptations of scales that contain these two factors were used within the study 

(Netemeyer and Bearden 1992; Ohanian 1990) (see Table 4.2).  

Table 4.2: Scale for Advice Credibility 

In general, the advice provided on the program is: 
Honest Trustworthiness (Ohanian 1990; Tripp and Jensen 1994) 
Dependable Trustworthiness (Ohanian 1990) 
Trustworthy Trustworthiness (Ohanian 1990; Tripp and Jensen 1994) 
Sincere Trustworthiness (Ohanian 1990; Tripp and Jensen 1994) 
Credible Trustworthiness (Tripp and Jensen 1994) 
Unbias Trustworthiness (Tripp and Jensen 1994) 
Believable Trustworthiness (Tripp and Jensen 1994) 
Reputable Trustworthiness (Tripp and Jensen 1994) 
Knowledgeable  Expertise (Netemeyer and Bearden 1992; Ohanian 1990) 
Competent Expertise (Netemeyer and Bearden 1992) 
Expert Expertise (Netemeyer and Bearden 1992; Ohanian 1990)  
Trained Expertise (Netemeyer and Bearden 1992) 
Experienced Expertise (Netemeyer and Bearden 1992; Ohanian 1990)  

 
4.3.3 Brand-Program Fit 

Three lower-order brand-program fit constructs were gleaned from the industry data; 

brand/program congruence, inclusion within the scene and significance to the plot. As there 

were no existing scales for these constructs, individual items were developed (see Table 4.3).  
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Table 4.3: Items for a Brand-Program Fit Scale 

Items Construct Reference 
1. I am not surprised that Brand would be 

placed in Australia’s Next Top Model 
Congruence 
(expectancy) 

(Fleck and Quester 2007) 

2. One would expect Brand to be placed in 
Australia’s Next Top Model 

Congruence 
(expectancy) 

(Fleck and Quester 2007) 

3. It was predictable that Brand would be placed 
in Australia’s Next Top Model 

Congruence 
(expectancy) 

(Fleck and Quester 2007) 

4. That Brand was placed in Australia’s Next 
Top Model tells me something about it. 

Congruence  
(relevancy) 

(Fleck and Quester 2007) 

5. When I hear of this product placement, I can 
understand Brand better. 

Congruence  
(relevancy) 

(Fleck and Quester 2007) 

6. With this product placement I discover a new 
aspect of Brand. 

Congruence  
(relevancy) 

(Fleck and Quester 2007) 

7. My viewing was interrupted by the inclusion 
of Brand. (rev) 

Inclusion in Scene Interviews/Delphi 

8. Brand was seamlessly included within the 
scenes it was placed. 

Inclusion in Scene Interviews/Delphi 

9. The placement of Brand was overly obvious. 
(rev) 

Inclusion in Scene Interviews/Delphi 

10. The way that Brand was placed into the scene 
was natural. 

Inclusion in Scene Interviews/Delphi 

11. I thought they included Brand into the show 
really well. 

Inclusion in Scene Interviews/Delphi 

12. Brand fit well with the scene. Inclusion in Scene Interviews/Delphi 
13. Brand played an important role in the show. Significance to the Plot  

(Plot Connection) 
(Russell 2002) 

14. Brand was connected to the plot (scheme) of 
the show. 

Significance to the Plot 
(Plot Connection) 

(Russell 2002) 

15. Without references to the Brand the show 
would have been different. 

Significance to the Plot  
(Plot Connection) 

(Russell 2002) 

16. Brand was central to the scheme of the show. Significance to the Plot Interviews/Delphi 
17. Including Brand provided meaning to the 

show. 
Significance to the Plot Interviews/Delphi 

18. Including the brand, Brand rather than 
another brand of product category was 
important for the show. 

Significance to the Plot Interviews/Delphi 

 

Several conditions were met in developing these scales, first; the items were developed from 

an established theoretical definition (Rossiter 2002), second; at least three items were used for 

each construct (Hardesty and Bearden 2004), and they were tested for both reliability and 

validity prior to the final study. Additionally, experts were used to develop these initial 

definitions and words and quotes from the qualitative industry research were used within the 

items, ensuring the necessary face validity. 
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Brand/Program Congruence 
 
This measure included congruence as a function of both the expectancy of the brand within 

the program as well as the relevance of the placement for the brand (Heckler and Childers 

1992). Due to the similarity of the relationship between placement and program to brand and 

event, a bi-dimensional construct of congruence was borrowed from the sponsorship literature 

and adapted for brand placement (Fleck and Quester 2007). These are represented by items 

one through six. The expectancy dimension requires viewers to reflect on their expectations of 

the brand inclusion, and thus the associations they perceive between brand and program prior 

to viewing. The dimension of relevance reflects viewers’ perception of the relevance of the 

placement with reference to what they subsequently associate with the brand. Therefore, both 

the viewer’s pre and post-viewing notions of congruence are captured. 

Inclusion within the Scene 

This construct refers to the specific fit of the brand within a scene, and differs from the other 

two fit constructs that specifically focus on the brand and plot. It was represented by items 

seven through twelve. Items seven and nine were negative affirmations and thus reversed 

items. Although reversed items might be discouraged when developing scales (Swain, 

Weathers, and Niedrich 2008), these items were included because of the consistency of the 

negatively phrased wording within the qualitative data (i.e. “The placement of Brand was 

overly obvious” and “My viewing was interrupted by the inclusion of Brand”). 

Significance to the Plot 

This dimension of fit is focused on how significant or important the brand is to the central 

plot of the program. A set of items, defined by Russell (2002) as plot connection, relates to 

the idea of significance of the brand placement. These three items were used by coders within 

Russell’s (2002) study in order to gauge the connection of the brand to the plot. These items 
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were included as items 13 through to 15 along with three other items for this construct, items 

16 through to 18. Interestingly, reality TV does not always have the traditional plot that 

accompanies a drama, soap opera or sitcom. Despite this, there is an overarching premise or 

scheme for the program. Within a transformational reality TV program, this generally 

includes challenges, lessons, eliminations and moments of conflict, however, these instances 

are not specifically referred to as the viewers decide what the plot is and whether the brand is 

significant to it. 

 

4.3.4 Dependent variables 

The following dependent variables represent the brand outcomes theorised to be most affected 

by the viewers’ identification with the participants and their perceptions of advice credibility. 

The number of items per scale was kept to a minimum to avoid respondent fatigue as each 

respondent answered questions on several brands. 

Affiliation with the Brand 

In the process of identification, an emphasis on self-definition is prevalent where the 

individual associates various behaviours, norms and attitudes to their identity. Therefore in 

this study, affiliation, when something becomes closely connected or associated with oneself, 

refers to when the viewer associates a brand with their identity. The related construct of self-

image congruence was explored because it relates to an individual’s self concept or their identity. 

Self-image congruence refers to the consumer’s perception of similarity between their own self-

image and the image of those who are perceived to use the product (Sirgy et al. 1997). 

Traditionally, it was determined by measuring both perceptions of the existing user image and the 

individual’s own image then calculating the difference between the two. However, a simpler 

method was proposed by Sirgy et al (1997), whereby the individual makes a judgement of 

congruence between brand and user image. This more direct method of measurement was adopted 
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for this study and two relevant items were borrowed from this direct measure of self-image 

congruence (Sirgy et al. 1997). An additional item was added to transfer the emphasis from the 

perceived user image to a direct affiliation to the individual’s self (ie My Kind of Brand) (see 

Table 4.4). 

Table 4.4: Scale for Affiliation with the Brand 

Brand reflects my image  (Sirgy et al. 1997) 
People similar to me use Brand (Sirgy et al. 1997) 
Brand is my kind of brand New Item 

 

Brand Credibility 

As previously discussed, the nature of transformational reality TV positions the program as an 

authoritative source that provides an endorsement of the brand, directly or indirectly. 

Therefore, the credibility given to a brand may be a consequence of the expertise and 

trustworthiness of the source of these brand endorsements and is relevant in the context of this 

study. Similar to source credibility, brand credibility has been conceptualised as a bi-

dimensional construct, consisting of both expertise and trustworthiness (Erdem and Swait 

2004a). With reference to a brand, expertise reflects the ability of the brand to provide what it 

promises, while trustworthiness reflects the confidence that is placed in the brand to provide 

what it promises. Reflecting these two dimensions, a five-item scale was borrowed from 

Erdum and Swait’s (2004) study on brand credibility, consideration and choice as its 

reliability was confirmed over a number of different product categories (α=.89 trust., α=.77 

expert.) (see Table 4.5). This scale has been validated in several studies, although not always 

with the same items (Erdem and Swait 1998, 2004b; Erdem, Swait, and Louviere 2002; 

Erdem, Swait, and Valenzuela 2006). Such items that were consistently used within the scale 

were included here, with the exception of the item “Over time, my experiences with this 

brand have led me to expect it to keep its promises, no more and no less”, which was 

excluded from the scale because it presupposes experience with the brand. 
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Table 4.5: Items for the Brand Credibility Scale 

Items Dimensions Reference 
Brand delivers what it promises Trustworthiness (Erdem and Swait 2004b) 
Brand’s product claims are believable Trustworthiness (Erdem and Swait 2004b) 
Brand has a name you can trust  Trustworthiness (Erdem and Swait 2004b) 
Brand reminds me of someone who’s 
competent and knows what they’re doing 

Expertise (Erdem and Swait 2004b) 

This brand has the ability to deliver what it 
promises 

Expertise (Erdem and Swait 2004b) 

Brand Quality 

Brand quality is a general measure of brand attitudes and is often correlated with perceptions 

of brand credibility (Erdem and Swait 2004b). To capture this general measure a two item 

scale is borrowed from Erdum and Swait’s (2004) study of brand consideration and choice 

(α=.77) (see Table 4.6). 

Table 4.6: Items for the Brand Quality Scale 

Items Reference 
The quality of this brand is very high (Erdem and Swait 2004b) 
In terms of overall quality I’d rate this brand highly (Erdem and Swait 2004b) 

Brand Appeal 

Brand appeal was measured to capture the general desirability of the brand. It is a more 

universal measure and may apply to many different brand characteristics, depending on what 

is relevant to the individual. This was particularly important as three distinctly different 

product categories were being tested. The focus group results also provided an indication that 

viewer desirability for the brands was relevant. Items within this scale have been used within 

many studies focusing on attitude towards the brand and particular items were chosen for their 

generality and relatedness to appeal (Bruner, James, and Hensel 2001). 

Table 4.7: Scale for Brand Appeal 

Brand is appealing     (Bruner et al. 2001) p 77 
Brand is desirable     (Bruner et al. 2001) p 77 
I like Brand (Bruner et al. 2001) p 91 
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Each of the scales used for the four brand constructs were presented together, randomised and 

measured on the same 7-point Likert scale, which uses an optimal number of scale response 

categories (Preston and Colman 2000). After several ‘don’t know’ comments were written, 

unprompted, on the paper questionnaires within the pilot studies, a “don’t know” response 

was deemed necessary. This was especially important as a pre-exposure measure would be 

taken in the main study. Although some may argue that this would induce satisficing, where a 

‘don’t know’ response may be taken as an easy way out, studies of this response in relation to 

attitudes found that there was no loss of reliability when the ‘don’t know’ option was 

provided and subsequently scored as the mid-point for affective responses, and an increase in 

reliability was found for cognitive measures (Granberg and Westerberg 1999). Furthermore, a 

recent study has confirmed the benefit of including a ‘don’t know the brand’ response to 

assist in determining the stability of brand associations over repeated measures (Dolnicar and 

Rossiter 2008). Thus, to reduce angst for those who did not know the brand at all, and t o 

avoid instability and arbitrary responses, the ‘don’t know the brand at all’ category was 

included. 

 

4.3.5 Potential Intervening Variables 

Both familiarity with the brand and product involvement were measured to account for any 

intervening effects. Familiarity was measured for each of the three brands using a seven-point 

Likert scale measuring agreement with the following statement: I am familiar with this brand. 

Product involvement was measured similarly using three statements with anchors of ‘Not at 

all’ to ‘Very much’, indicating the relevancy, importance and viewer interest in each of the 

three product categories (see Table 4.8) 
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Table 4.8: Scale for Product Category Involvement 

In general, I have a strong interest in product category  (Bruner, James, and Hensel 
2005)p297 

This product category is important to me (Bruner et al. 2005)p297 
This product category is very relevant to me (Bruner et al. 2005)p297 

 

4.4 Data Collection Method: A Viewer Panel Study 

Several different research designs have been used to examine the effects of product placement 

in both movies and TV, with varying internal and external validity.  The majority of product 

placement studies have been undertaken on existing productions within a classroom setting, 

using either a short clip, an episode of a television program, or an entire movie 

(Balasubramanian, Karrh, and Patwardhan 2006). One notably different design was the 

theatre methodology that was used by both Fontaine (2005) (Fontaine 2005) and Russell 

(2002), where internal validity was assured by developing a short feature film and mock 

episode that were specifically designed for their studies. Creation of the feature allowed the 

placement characteristics to be controlled while the episode was deemed to be realistic 

enough to simulate a film or real sitcom. More recent studies have emphasised external 

validity by recruiting regular viewers.  These regular viewers were then asked to view an 

episode containing the target placements within their own homes, as it was aired on live TV 

(Russell and Stern 2006; van Reijmersdal, Neijens, and Smit 2007), or via DVD format (van 

Reijmersdal et al. 2007).  

 

Considering the focus on appeal and integrity of the program content, a realistic program and 

viewing setting was needed for this study to allow the viewer to engage with the program in a 

more usual way, enhancing external validity. Thus, a four to five week viewer panel study, 

allowing viewers to watch the program within their own homes, was undertaken. This design 

is notably different from previous studies due to the length of the viewing situation. In 
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particular, this design afforded the viewers the necessary time to identify with particupants 

(Rose and Wood 2005) and engage with the program content. 

4.5 Experimental design 

A challenge faced by many researchers of television effects is discerning between correlation 

and causation (Hughes 1980). In particular, those who identify with the actors or perceive the 

program as credible may already have a certain disposition towards the brand. Hence, 

although it may be argued that causation cannot be proven, a longitudinal design was used to 

enable the capture of a stimulus effect and allow causal inferences to be made (Rindfleisch et 

al. 2008). The result was a pre and post-test experimental design as outlined in Figure 4.2. 

Figure 4.2: Experimental design 

 Pre-test Treatment Post-test N 

Main: T1 X T2 203 

Control:  X T3 45 

 

To test whether pre-measurement had a priming effect, a small post-test only control group 

also undertook the study and tests of significant differences between the control and main 

group responses were carried out. Although this measure was taken to illuminate any priming 

effect, any effect may have been nullified because the placements were already manifest in 

nature and there was substantial delay between the initial pre-measurement and viewing of the 

placements within the program (approximately 2 weeks). 

4.6 Choice of Program 

To capture the stimulus effect an audience who had not already been exposed to the program 

was needed. This determined which network to source the program from. As only 25% of 

Australians had access to cable television within their homes at the time of the study (Foxtel 
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2008), a similarly interested audience could be found within the remaining 75%. Several 

general viewing channels were targeted from Foxtel, an Australian cable network. In 

accordance with the typical genre that was used by Australian practitioners, a reality TV or 

lifestyle program was also sought. A list of potential programs was generated and their 

websites searched to determine any brand placement/sponsorship relationships. From this list, 

one program emerged as particularly appealing because it was an Australian version of an 

existing US reality program that was popular, and thus had a degree of proven appeal. Several 

brand-program relationships were also already established. 

 

The program, called Australia’s Next Top Model (ANTM), is a reality series that was about to 

begin its third season and analysis of the program and related placements could be undertaken 

on air, prior to sourcing DVDs from the producers. The premise for the series was to take 12 

unknown girls and transform them into supermodels. A panel of expert judges would 

eliminate one girl each week until only one ‘top model’ was left. It was centred on the 

Australian fashion industry and was closely aligned with Australian fashion designers and 

models. Classified as transformational reality programming, this format is similar to many 

existing reality programs making the results highly generalisable to this genre (Bratich 2006). 

For an early pre-test of the identification scale, a similar transformational TV program, called 

Australian Princess, was utilised as this was originally earmarked for the study, however, the 

production of the second series did not include appropriate brands, after poor ratings forced 

several brands to discontinue their relationship with the program. Nevertheless, the scale pre-

test was still deemed relevant for validation purposes, as the conventions and format were of a 

similar nature. 
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4.6.1 Product Placement Considerations 

One challenge when researching product placement within a realistic program is to 

manipulate the independent variables, such as brand-program fit, whilst controlling for any 

other brand or placement characteristics that may influence the brand outcome. To address 

this, several placement considerations were taken into account when deciding on the program. 

The first was to find a program incorporating placements where several levels of brand-

program fit were present. A viewer’s perception of this construct is individual as it is based on 

prior perception of the brand. However, the initial judgement regarding this construct was 

made by the researcher and a pre-test was used to confirm manipulations prior to the final 

study.  

 

Another criterion considered was prominence. To test for prominence, two measures of 

placement recall were taken; a general likert question “I remember Brand within the 

program” and a determinant-choice question that allowed participants to indicate how the 

brand was integrated via checkboxes (Zikmund 2003). Several non-relevant options were also 

given. Results of this check demonstrated that most participants remembered the brands to an 

extent, with less than 5% of viewers who did not recall any small car, body spray and 

cosmetics brand placements generally (see Table 4.9). Measures of specific recall showed that 

the more explicit body spray (81%) and cosmetics brands (79%, 76% & 74%) were well 

recalled (see Table 4.10), especially considering the measurement delay of at least one week. 

Recall of the explicit small car placements was accurate (100% correctly recalled one instance 

and only 2.96% incorrectly recalled), yet participants recalled different placement instances 

(63%, 44% & 64%).  Total incorrect recall was low for the small car and cosmetics brands. 

The higher incorrect recall for the body spray may be due to the similarity of actual 

placements to the non-relevant options. For example, although the product was not a final 
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prize for the ‘top model’ a place in the body spray advert was a reward for a challenge. 

Overall, these results suggest that all the brands within the program were sufficiently and 

similarly prominent. 

Table 4.9: General Recall for the placements 

 I remember the brand within the program* 
1 2 3 4 5 6 7 

Small Car 3.9% 10.3% 7.4% 10.3% 8.9% 11.3% 47.8% 
Body Spray 4.9% 3.9% 7.4% 6.9% 7.4% 14.3% 55.2% 
Cosmetics 2.0% 2.5% 3.9% 4.4% 8.9% 18.7% 59.6% 

*Seven denotes ‘very clearly’ and one denotes ‘not at all’ 
 

Table 4.10: Specific Recall of Placements * 

 Used by 
the 
models 

An advert 
was made 
for the 
brand 

A guest judge 
was a 
spokesperson 
for the brand 

It is a 
prize for 
the top 
model 

It was 
given to 
the 
models as 
a gift 

I don't 
remember 

% Any 
Correct 

% Any 
Incorrect 

Small Car 63% 44% 2% 64% 1% 7.39% 100% 2.96% 

Body Spray 29% 81% 12% 12% 34% 7.39% 100% 21.67% 

Cosmetics 79% 13% 76% 40% 74% 3.94% 99.51% 13.30% 

*Darker shading denotes more explicit placements, lighter denotes incidental placements, no shading denotes 
incorrect recall 
 

4.6.2 Brand and Product Considerations 

Two brand-related and product-related considerations relevant to most studies of advertising 

effects, are prior familiarity with the brand and level of product involvement. As mentioned 

within the review of literature, familiarity has been found to affect recall of placed brands 

(Brennan and Babin 2004; Scott and Craig-Lees 2003) and product involvement is known to 

affect the processing of brand cues since it enhances elaboration (Petty, Cacioppo, and 

Schumann 1983).  Hence, an ideal scenario would be to test brands that the viewer panel find 

equally familiar and with which they have similar product involvement. However, ensuring 

this is difficult as it depends on knowledge of the particular sample prior to viewing. Also, 

product involvement may be an intervening variable within this study. For instance, if the 

program is focused on a particular interest, such as fashion, then those who find fashion 
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appealing are also likely to have a higher involvement with products that are either relevant or 

congruent to the program. Therefore, rather than try to contain these variables, which would 

be difficult considering their potential covariation, another way to deal with them is to 

measure and account for brand familiarity and product involvement, as was done within this 

study. Although this does not contain the effects, it allows them to be studied in relation to the 

focal constructs.  

 

4.6.3 Eliminating Effects of Concurrent Advertising 

One potentially confounding effect that was eliminated was that of concurrent advertising. 

The presence of concurrent advertising may have differing effects depending on whether it 

precedes or exists within the experimental setting. If concurrent advertising is used within the 

experimental setting, such that exposure to the program includes exposure to the advert, any 

supposed effects of product placement will be confounded by the effects of the advert. 

Depending on the specific effects of the advert, this would likely provide a more significant 

effect than product placement alone (Cowley and Barron 2008), and may mask an ineffective 

placement. To ignore the creative appeal of the advert would also negate significant research 

findings in relation to the impact of different advertising strategies (Laskey, Fox, and Crask 

1995). Therefore, to avoid these confounding effects, it was important that viewers on the 

panel had not previously viewed the program on air and, that they were not exposed to the 

program via live TV as a part of the study. Thus, the viewer panel were screened for any 

previous viewing and were sent DVDs of the series, without advertising, to watch in their 

own homes. 
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4.7 Sample 

The specific target population would usually comprise individuals who watch the target 

program, thus being naturally exposed to the product placements to be studied (Neuman 

2003). However, for this study, the aim was to capture a sampling frame that would best 

replicate the natural viewing audience of the series, whilst excluding existing viewers. On 

consultation with the producers and brand managers responsible for the placements, the target 

audience for the program and brands was confined to Australian females aged 16 to 35. 

Considering the nature and content of the program, as well as the brands that were placed 

within the program (ie cosmetics, small car, and body spray), this all female sample was 

necessary to uphold the ecological validity of the study. 

 

To capture a qualified sample, a filtering process was undertaken, where the initial invitation 

for participation was sent to a wider population and those outside of the target sample were 

gradually filtered out via questioning. The panel of viewers was recruited via an email, with a 

link to the preliminary online survey. The email request outlined the television program to be 

viewed, the incentive of a $30 mall voucher, the necessary sample characteristics and 

encouraged forwarding of the email (see Appendix 4.1: recruiting email).  

 

The initiating email was sent to all staff at a large, South Australian, vocational training 

college. This sample was not a student sample and, if passed on to their own students, they 

would be a more generalisable, non-traditional student sample (James and Sonner 2001). 

Nineteen percent of the sample was recruited directly from the original email, whilst the 

remaining 80.7% were recruited via snowballing. This convenience sample included a 

majority of South Australian respondents (99.9%). Although a non-probabilistic sampling 

procedure was used, the resultant sample would reflect the natural viewing audience as each 
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participant was sufficiently interested in the program, as would be natural when deciding to 

view a program. To ascertain whether any relevant bias may have resulted due to the 

sampling procedure, comparisons with the general population were made (see Table 4.11 & 

Table 4.12) and then referenced to the existing Foxtel audience (ie 20% higher income). The 

sample had a higher income level than the same cohort within the general population, which 

reflects the general Foxtel audience (Love 2009). 

Table 4.11: Comparison of the highest education level achieved for the sample and all 
Australian females aged 16-35. 

 Year 10 
or 
equivalent 

Year 11 
or 
equivalent 

Year 12 
or 
equivalent 

Technical 
or further 
education 

University  Other 

Sample 1.60% 8.56% 20.86% 35.29% 31.55% 2.14% 
Aust. Fem. 16-35 13.43% 10.23% 58.37% 4.74% 11.73% 1.50% 
Diff -11.83%* -1.67% -37.51% 30.55% 19.82% 0.64% 

*Much of this difference would be due to the age of year 10 students being 15 
 

Table 4.12: Comparison of income level of the sample and all Australian females aged 
16-35. 

 Nil 
income 

$1-$149 $150- 
$249 

$250- 
$399 

$400- 
$599 

$600- 
$799 

$800- 
$999 

$1,000- 
$1,299 

$1,300- 
$1,599 

$1,600- 
$1,999 

$2,000 
or more 

Sample 4.35% 14.13% 10.33% 8.70% 11.41% 18.48% 20.11% 9.78% 1.63% 0.54% 0.54% 

Aust. Fem. 
16-35 

10.92% 14.37% 12.28% 13.86% 17.03% 12.15% 8.16% 6.47% 2.55% 1.17% 1.06% 

Diff -6.57% -0.24% -1.95% -5.16% -5.62% 6.33% 11.95% 3.32% -0.91% -0.62% -0.52% 

 

Departure from the traditional student sample is evidenced by the range of education 

qualifications. Thus, as many of the previous studies of product placement have used 

traditional student samples (d'Astous and Chartier 2000; d'Astous and Seguin 1999; Gould 

and Gupta 1997; Gould, Gupta, and Grabner-Krauter 2000; Gupta, Balasubramanian, and 

Klassen 2000; Gupta and Lord 1998; Law and Braun 2000; McKechnie and Zhou 2003; 

Russell 2002), this study hopes to permit the generalisation to a more representative audience. 

 

Several qualifying questions were asked to ensure that each viewer was female, within the 

specified age range, had no prior access to the television show, had never seen the program 
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before, would be at home over the 4 week period and had access to a DVD player at home 

(see Appendix 4.2: pre-viewing questionnaire). From 663 responses, 234 eligible respondants 

were sent the DVD package. Of this, 203 completed the task in full, yielding a response rate 

of 86.76%. T-tests were undertaken to ascertain if there were any significant differences in the 

age or product interests of those who dropped out of the study and those who continued, 

however, none was found (see Table 4.13). 

Table 4.13: Test of Differences in Age and Product Interests - Attrition versus Non-
attrition Groups 

 DROPOUT N Mean Std. Deviation Std. Error 
Mean α 

How old in years? Yes 31 24.32 6.068 1.090 0.378 
  No 203 25.24 5.290 .371  
Interest - Cosmetics Yes 31 4.71 1.987 .357 0.906 
  No 203 4.75 1.671 .117  
Interest - Small Cars Yes 31 2.94 1.632 .293 0.556 
  No 203 3.14 1.849 .130  
Interest - Body 
Spray/Deodorant 

Yes 31 4.26 1.770 .318 0.563 

  No 203 4.44 1.641 .115  

 

A low attrition rate was obtained by ensuring that all participants were aware of the task and 

their resource requirements, that they were duly compensated for their efforts (Kessler, Little, 

and Groves 1995) and a single person was the contact for all communications (Waterton and 

Lievesley 1987). Although the program itself may have provided some incentive, it was 

important to provide an added incentive to ensure the sample was not biased towards a heavy 

interest in the program. Therefore, an incentive of a $30 mall voucher was also given after the 

participants returned the DVDs and completed the final survey. 

 

4.8 Brand Stimuli 

Four brands within the program were originally targeted based on the researcher’s subjective 

judgement of brand-program fit and equivalent prominence. This was later reduced to three 
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brands after pre-testing suggested similar levels of fit for the magazine and cosmetics brands 

(see chapter 5). The remaining three brands covered a range of product categories, namely, 

cosmetics, body spray and small, hatch cars. All three brands were actively placed by their 

brand managers and producers. Each brand was the main focus for an entire segment of the 

program and would be classified as explicit or onset placements as opposed to a more implicit 

or creative placements (Brennan, Dubas, and Babin 1999; d'Astous and Chartier 2000). Two 

of the brands were used as the focus for an advert, where the contestants were required to 

model for the brand (see Appendix 4.4: frames). The head office of the cosmetics brand was 

also visited by the contestants where a brand spokesperson addressed the contestants and a 

competition ensued (see Appendix 4.4: frames). As well as the focus segments, each brand 

was also integrated throughout the program, such that the car was used by models when 

travelling, body spray and cosmetics were given to the models as gifts, and the small hatch 

car, a place in the real advert for the body spray and a one year contract as model for the 

cosmetics brand were all used as prizes. Thus the brands had both high visual and auditory 

prominence throughout the series. One brand in particular had extra coverage in the later 

episodes, and so the data was captured half way through viewing the series, after the sixth 

episode (11 episodes were made), to ensure that all brands had comparative coverage. 

 

The timing of the brand segments were also closely aligned as they were within the third and 

fifth episodes. This later coverage enabled enough time for the viewers to engage with the 

program. An interim episode, without any major placements, was viewed before the final 

measurement to reduce recency effects (Haugtvedt and Wegener 1994). 

 



 

119 

 

4.9 Data collection procedure 

A self-administered online survey was used to collect both pre and post viewing data (see 

Appendices 4.2 & 4.3). Once they had completed the initial survey, the panel were instructed 

to watch two episodes per week and were given a viewing calendar to guide them (Appendix 

4.5). Once they had completed viewing the first six episodes they were instructed to send 

back the DVDs and they were emailed the final online survey. On completion they were given 

the remaining episodes to watch and a $30 gift voucher.  To encourage completion, up to two 

reminder emails were sent when necessary. 

 

4.10 Questionnaire design 

The initial questions centred on qualifying the respondents. Once they were qualified, 

respondents answered several general questions that were relevant to fashion, product 

involvement and brand outcomes. Lastly, the panel were asked for their address details so that 

further instructions and the first six episodes of the program could be sent to their homes.  

 

Several different question formats were used throughout the survey (ie boxed items relating to 

recall, various Likert anchors, sentence versus single word items) which would help to reduce 

some of the common method variance (Rindfleisch et al. 2008). However, the use of seven 

point scales was prevalent, partially to assist respondents in completing within a reasonable 

timeframe and reducing respondent fatigue. To combat any order effects, sections containing 

brand measures were rotated at approximately even intervals by manually changing the online 

page order. In addition, the order of the items for each construct were randomised to avoid an 

anchoring effect of any one particular item (Zikmund 2003). The software, SurveyMonkey 

allowed for computer randomisation thus the individual items were rotated with each survey. 
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An online format was also useful because it eliminated any missing data by alerting 

respondents to any missing response before submitting each page. 

 

4.11 Data Analysis Method 

Structural equation modelling (SEM) was used to test the proposed model because it allows 

for differentiation between observed and latent variables and accounts for both measurement 

and structural error (Kline 2005). This is particularly useful as many of the constructs central 

to this study are best measured via multiple indicators due to their abstract and latent nature. 

In addition, the research is focused on an a priori model, therefore a confirmatory rather than 

exploratory process is relevant (Kline 2005, p10).  

 

Although SEM is often applied to cross sectional or concurrent data (Kline 2005, p95), 

knowledge and practice of the technique has advanced to deal with both experimental and 

longitudinal data (Ferrer and McArdle 2003; Kline 2005). Several general models that may be 

used to analyse multivariate longitudinal data within SEM were considered. A structural 

lagged regression model was used for this study and involves regression of the prior brand 

outcomes on post-viewing brand outcomes (Ferrer and McArdle 2003) (see Figure 4.3).  

 

An alternative approach would be to create a latent difference score model that uses a 

difference score as the dependent variable (see Figure 4.3). However, the former model 

identifies the correlation between the independent variable and the prior brand measure, 

where a high correlation may indicate a strong pre-stimulus relationship between the brand 

measure and the independent variable and issues of multicollinearity. 
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Figure 4.3: SEM models for longitudinal data 

 

 

4.12 Conclusion 

This chapter began with a delineation of the causal model for the study, and explained the 

proposed relationships between identification, advice credibility and subsequent brand 

outcomes, as well as the moderating effect of brand-program fit. The research design outlined 

within this chapter provided for sound environmental and external validity. This is 

particularly important as this quasi-experiment is focused not just within the unique program 

environment, but also in relation to it. Importantly, confounding factors such as concurrent 

advertising and prominence are addressed and familiarity and product involvement are 

incorporated to understand the effects they may have within this quasi-experimental 

environment. Clear operationalisation of the focal constructs, such as identification with the 

program participants and advice credibility, was provided. Finally, with the data analysis 
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techniques outlined, the results of the measurement and structural models will now be 

discussed. 
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Chapter 5 : Measurement Validation and Pre-tests 
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5.1 Introduction 

In this chapter, an account of the processes leading to a full structural model test of the 

hypothesised product placement model is given. It begins with an outline of the scale pre-tests 

for all the viewing-related, placement and brand outcome constructs, where cinema style 

exposures to the program were administered, as well as a mall-intercept study. Importantly, 

the new scale for brand-program fit is pre-validated for the main study. Following this, the 

data from the viewer panel study is analysed. First, initial assumption testing and data 

considerations are addressed. This is followed by extensive tests of the reliability, convergent 

validity and discriminant validity for each construct, for both data collection periods and for 

each of the three brands used within the study.  

 

5.2 Pretesting of Scales 

Several pre-test studies were conducted and are outlined in this section, the first tested the 

identification scale, the second was a test of the brand-program fit and brand affiliation scales, 

and lastly the advice credibility scale was tested along with brand credibility and quality 

scales. 

5.2.1 Pretest 1: Mall Intercept 

 A pre-test was undertaken to explore the identification scale developed but not validated by 

Cohen (2001). A study focusing on a transformational reality TV program called Australian 

Princess was used. Data was collected in 2005 via a mall intercept sampling method. Existing 

viewers of the series were identified and asked to fill out a self-administered questionnaire 

that included the identification scale. A total of eight items were adapted to the program 

context (see Table 4.1). Seven-point likert scales, with ‘strongly agree’ and ‘strongly 

disagree’ anchors, were used to provide a sufficient range of response. 
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A sample of 126 was obtained by mall intercept in a major Australian city with potential 

respondents asked whether they had viewed the program. Qualified respondents were 

subsequently asked to fill out a self-administered survey of their viewing experience, which 

included the eight original items relating to identification.  Exploratory factor analysis (EFA) 

was then undertaken using SPSS software. The first step in undertaking EFA was to check the 

communalities between items and the correlation matrix. All items were above 0.4 and thus 

were included for further analysis.  

 

Identification with the Participants  

The final pattern matrix revealed three distinct factors (see Table 5.1). The first was related to 

whether the viewer felt they understood the participants, the second related to whether the 

viewer specifically empathised with participant success and failure, and the final factor related 

to whether the viewer felt the general experience of the participants. 

Table 5.1: Identification with the Participants Pre-Test Pattern Matrix & Factor 
Reliability Scores 

 
 Factor 
 Understanding Goal Empathy Basic Empathy 

I think I have a good understanding of the princesses .923   
I was able to understand the events in the program in a 
similar manner to that in which the princesses 
understood them. 

.616   

I tend to understand the reasons why the princesses do 
what they do. .542   

When the princesses succeeded I felt good, and sad 
when they failed.  .774  

While viewing the program, I wanted the princesses to 
succeed in achieving their goals.  .718  

During viewing, I felt I could really get inside the 
princesses’ heads.   -.896 

At key moments in the show, I felt I knew exactly what 
the princesses were going through.   -.757 

While viewing the show I could feel the emotions the 
princesses portrayed   -.464 

Cronbach alpha .821 .869 .726 
Extraction Method: Principal Axis Factoring. 

Rotation Method: Oblimin with Kaiser Normalization. 
a  Rotation converged in 10 iterations. 

 

All of these factors demonstrated sufficient reliability with Cronbach alphas of 0.821, 0.869 & 

0.726 (see Table 5.1). As results suggested a relevant, reliable and valid three factor construct 
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of identification, including understanding, feeling and goal empathy, all items were retained 

for the main study. 

5.2.3 Pretest 2: Cinema Screening 

A second pre-test explored brand-program fit as a multidimensional construct, along with the 

unidimensional brand affiliation measure. To validate these measures, an audience study was 

conducted using segments from Australia’s Next Top Model, where four different brand 

placements, within four varied product categories were analysed. A sample of 64 female 

undergraduate students was recruited from a wide range of programs via flyers posted 

throughout an Australian university. Participants viewed one of two different episodes from 

the series in a university cinema. Each episode featured two focal brands deliberately placed 

within the program, making a total of four brands on which to focus the measures. The four 

brands represented four product categories, namely, cosmetics, body spray, fashion magazines 

and small hatch cars. A diverse range was chosen to allow for more generalisability and 

variability across the constructs. The placements were all explicit onset placements as 

opposed to more implicit or creative placements (Brennan, Dubas, and Babin 1999; d'Astous 

and Chartier 2000). To be able to assess some of the elements of placement fit, it was 

necessary for the respondent to have remembered it. To ensure this was the case, respondents 

were asked to what extent they remembered the brand within the program using a seven-point 

Likert scale. All respondents indicated a degree of memorisation for the placements with 

strong recall results overall (μ = 4.66, 5.57, 5.75 & 6.26). 

 

Brand-Program Fit - Pre-validation and Reliability 

An inductive approach was used to develop items for a scale of brand-program fit. Qualitative 

data was gathered from the Delphi study involving 12 Australian industry practitioners. In 

addition to the industry input, prior literature was used to generate relevant scale items. Three 

general constructs were conceptualised from the results of the Delphi study and an 18 item 
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scale of brand-program fit was generated, six for each of three underlying constructs (see 

Table 4.3). The items ultimately used had not been validated within the brand placement 

context but were either used as a guide in coding placements or borrowed from sponsorship 

research. Seven-point Likert scales, with ‘strongly agree’ and ‘strongly disagree’ as anchors, 

were used to provide a sufficient range of response and to match the items included from 

existing scales. Where possible, the wording of items reflected the wording of industry 

participants. 

 

Exploratory factor analysis was undertaken using SPSS Principal Axis Factoring with 

Oblimin rotation as the data was neither univariate nor multivariate normal (Costello and 

Osborne 2005). Oblique rotation was used because it is not realistic to suppose that these 

constructs are not correlated. Three of the items were deleted from the process as their 

communalities were below .4 (Items 7, 8 & 9). Two of these items were reversed items 

suggesting some form of mis-response. The third item, with low communality was situated 

between the two reversed items, suggesting there may have been some item verification issues 

rather than acquiescence bias. Specifically, the more cognitively taxing reversals and change 

in scale polarisation may have caused respondents to respond differently for these items 

(Swain, Weathers, and Niedrich 2008). 

 

Although there were 128 measures for each item, this included some repeated measures, 

therefore, only 64 responses were analysed together to ensure that the assumption of 

independence was met. As can be seen in Table 5.2 and Table 5.3, both data sets are reported 

separately, each focusing on two different sets of product categories. To continue with EFA 

using such a small sample, communalities needed to be above 0.6. As all remaining item 

communalities were above 0.6 the smaller sample size provided sufficient scope for analysis 

(Russell 2002).  
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Table 5.2: Brand-Program Fit Pre-Test Pattern Matrices 
a. Data Set 1: Small Car & Cosmetics 

 

Factor 
Significance Inclusion Expectancy Relevancy 

Including Brand provided meaning to the 
show. .947    

Brand was central to the scheme of the show .912    
Including the brand, Brand rather than another 
brand of product category was important for 
the show. 

.791    

Brand played an important role in the show .705    
Without references to Brand the show would 
have been different. .703    

Brand was connected to the plot (scheme) of 
the show. .601    

I thought they included Brand into the show 
really well.  .833   

The way that Brand was placed into the scene 
was natural.  .769   

Brand fit well with the scene.  .689   
That Brand was placed in Australia’s Next Top 
Model tells me something about it.  .451 -.364  

One would expect Brand to be placed in 
Australia’s Next Top Model   -.917  

It was predictable that Brand would be placed 
in Australia’s Next Top Model   -.863  

I am not surprised that Brand would be placed 
in Australia’s Next Top Model   -.855  

With this product placement I discover a new 
aspect of Brand.    .877 

When I hear of this product placement, I can 
understand Brand better.    .806 

Extraction Method: Principal Axis Factoring. 
Rotation Method: Oblimin with Kaiser Normalization. 

a  Rotation converged in 5 iterations. 
 

The results suggest four distinct brand-program fit factors; brand expectancy, brand 

relevancy, inclusion within the scene and the significance of the placement. The pattern 

matrices for both data sets were inspected and, as expected, four factors emerged, each 

relating to the three constructs they were originally intended to match, except for item 4 

(“That Brand was placed in Australia’s Next Top Model tells me something about it”) (see 

Table 5.2 and Table 5.3). This item was formerly validated as part of an existing congruence 

scale and should load on the factor of relevancy. Interestingly, this item did not load highly 

with the other two items from this established scale in either data set. However, it did load 

moderately with expectancy of the placement (0.364, 0.423) and inclusion within the scene 
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(0.451). In retrospect, departure from the original scale items is not surprising because item 

four emphasises what is learnt from the matching of the program and the brand, whereas the 

other two items in the scale relate to whether the audience has learnt something about the 

brand due to the placement (“with this placement I discover a new aspect” and “When I hear 

of this product placement, I can understand Brand better”). A more appropriate alternate 

wording might be “This placement tells me something about Brand”.  

Table 5.3: Brand-Program Fit Pre-Test Pattern Matrices 
Data Set 2: Fashion Magazine & Body Spray 

 

Factor 

Significance Expectancy Inclusion Relevancy 

Brand was central to the scheme of the show 1.048�    
Without references to Brand the show would 
have been different. .814    

Including Brand provided meaning to the 
show. .669    

Brand was connected to the plot (scheme) of 
the show. .625    

Including the brand, Brand rather than 
another brand of product category was 
important for the show. 

.600    

Brand played an important role in the show .510    
One would expect Brand to be placed in 
Australia’s Next Top Model  .984   

It was predictable that Brand would be placed 
in Australia’s Next Top Model  .835   

I am not surprised that Brand would be placed 
in Australia’s Next Top Model  .797   

That Brand was placed in Australia’s Next 
Top Model tells me something about it.  .423   

I thought they included Brand into the show 
really well.   .973  

Brand fit well with the scene.   .905  
The way that Brand was placed into the scene 
was natural.   .695  

With this product placement I discover a new 
aspect of Brand.    .833 

When I hear of this product placement, I can 
understand Brand better.    .650 

Extraction Method: Principal Axis Factoring. 
Rotation Method: Oblimin with Kaiser Normalization. 

a  Rotation converged in 6 iterations. 
 

                                                   
� Note: The factor loading for item “Brand was central to the scheme of the show”, was 
greater than 1. Although this might be construed as inadmissible, this is not the case for an 
oblique rotation where the factors have not been assumed to be uncorrelated. Rather than 
correlation coefficients these loadings are regression coefficients and therefore may be greater 
than 1 (Jöreskog, Karl (1999), "How Large Can a Standardized Coefficient Be?," 
www.ssicentral.com. 
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Table 5.4: Brand-Program Fit Pre-test Reliability Scores 
 

Data set 1 Data set 2 
Construct No. 

items 
α Construct No. 

items 
α 

Expectancy 3 .944 Expectancy 3 .894 
Relevancy 2 .850 Relevancy 2 .820 
Inclusion 3 .839 Inclusion 3 .901 
Significance 6 .942 Significance 6 .889 

α = Cronbach alpha 
 

The final result was the delineation of four factors; a three item measure for expectancy, a two 

item measure for relevancy (although the newly worded item was eventually included, 

particularly as two item measures are often unstable within AMOS), a three item measure for 

inclusion within the scene and a six item measure for significance of the brand’s inclusion. 

All factor scales demonstrated strong reliability with Cronbach alphas between 0.820 and 

0.944 (see Table 5.4). 

 

Levels of Brand-Program Fit 

As well as construct validity and reliability, a test for the differences in brand-program fit was 

conducted to determine which three brands would be used within the main study. Parcels for 

each factor were constructed from the factor analysis and were subsequently used within non-

parametric tests of difference, due to some departure from normality. Similar levels of all 

factors were found within each of the brands (see Figure 5.1). A consolidated table of 

differences is provided (see Table 5.5). Each brand is ranked from the lowest to the highest 

assessment, on each of the four product placement factors. Where colours are the same, there 

is no significant difference between the brands. As suspected, the small car was the lowest on 

all factors and the cosmetics brand was the highest or not significantly different to the highest 

brand on each factor. Therefore, both of these brands were included. Although it was equally 

significantly different to the cosmetics for most of the factors, body spray was even more 

significantly different from the cosmetics brand than the magazine, in relation to significance 
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to the plot.  Hence the three categories retained for the main study were small cars, body 

spray and cosmetics. 

Figure 5.1: Graph of Brand-Program Fit Factors for Four Brands 
 

 

Table 5.5: Differences in Brand-Program Fit Factors 
 

 Expectancy Relevancy  Inclusion  Significance  
Least Small Car Small Car Small Car Small Car 
 Body Spray  Body Spray Cosmetics Body Spray 
 Magazine  Cosmetics Magazine Magazine 
Most Cosmetics Magazine Body Spray  Cosmetics  

Red =  not significantly different 
Orange = not significantly different 

 

Brand Affiliation 

This pre-test explored the reliability and validity of the constructed brand affiliation measure 

as a unidimensional construct.  

 Table 5.6: Brand Affiliation Pre-Test Pattern Matrices 
 

 Magazine Body 
Spray Cosmetics Small Car 

Brand reflects my image .900 .950 .960 .839 
Brand is my kind of brand .868 .933 .925 .962 
People similar to me use Brand .741 .830 .873 .658 
Cronbach Alpha .871 .929 .909 .850 

Extraction Method: Principal Axis Factoring. 
a  1 factors extracted. 9 iterations required. 
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As hypothesised the three items loaded on to one factor, representing brand affiliation (see 

Table 5.6). Strong reliability was also found with Cronbach’s alphas all above 0.85. 

5.2.2 Pretest 3: Classroom Study 

A second pre-test explored advice credibility as a bi-dimensional construct including 

trustworthiness and expertise and the scales for brand quality and credibility. A sample of 52 

undergraduate students within a third-year marketing lecture viewed a segment of Australia’s 

Next Top Model that contained a cosmetics brand. Subsequently, the students were asked to 

provide their assessment of the program advice and brand attitudes via a self-administered 

survey. 

 

Advice credibility 

The scale had not been validated within the brand placement context but was adapted from 

studies of source credibility with reference to print advertising (Tripp and Jensen 1994) and 

celebrity endorsement (Ohanian 1990). A total of thirteen items were adapted; eight 

representing trustworthiness and five representing expertise (see table 4.7). Again, EFA was 

undertaken using SPSS software. Confirmatory factor analysis was not deemed appropriate at 

this stage because the scale had not been validated with reference to ‘advice’ credibility.  

 

Two of the items were deleted from the process as their communalities were below 0.4 (items 

for sincerity and bias). One of these items was reversed and a low communality may indicate 

some form of mis-response. Interestingly, sincerity, the second item with a low communality, 

did not fit within the scale. The results revealed two distinct advice credibility factors; 

trustworthiness and expertise (see Table 5.7). Items for the two constructs loaded as originally 

intended, except for ‘reputable’ which loaded on the expertise dimension. Both of these 

factors demonstrated strong reliability with Cronbach alphas of 0.926 and 0.937 (see Table 

5.7). For the main analysis, the reversed item for ‘bias’ was subsequently changed to unbiased 
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because the negative affirmation had very low communalities with all other items, which is 

likely due to its reversal (Swain et al. 2008).   

Table 5.7: Advice Credibility Pre-Test Pattern Matrix 
 

 Component 
 Expertise Trustworthiness 
Competent .997  
Expert .831  
Trained .807  
Experienced .773  
Knowledgeable .773  
Reputable .616  
Trustworthy  -.941 
Credible  -.901 
Honest  -.897 
Dependable  -.835 
Believable  -.707 
Cronbach alpha .937 .926 

Extraction Method: Principal Component Analysis. 
Rotation Method: Oblimin with Kaiser Normalization. 

a  Rotation converged in 6 iterations. 
 

Brand Credibility and Quality 

The scales used to measure brand credibility and quality have been validated in several 

studies (Erdem and Swait 1998, 2004; Erdem, Swait, and Louviere 2002; Erdem, Swait, and 

Valenzuela 2006). Previous confirmations of convergent validity were conducted by testing 

measurement model fit, however, with a pre-test sample of only 52, factor analysis was 

undertaken using principal axis factoring.  

Table 5.8: Brand Credibility Pre-Test Pattern Matrix 
 

 
Factor 

1 
Brand’s product claims are believable .860 
Brand delivers what it promises .845 
Brand has a name you can trust  .812 
Brand reminds me of someone who’s competent 
and knows what they’re doing 

.753 

This brand has the ability to deliver what it 
promises 

.740 

Cronbach alpha .898 
Extraction Method: Principal Axis Factoring. 

a. 1 factor extracted. 5 iterations required. 
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Table 5.9: Brand Quality Pre-Test Pattern Matrix 
 

 
Factor 

1 
Rate Highly .912 
Quality .912 
Cronbach alpha .908 

Extraction Method: Principal Axis Factoring. 
a. 1 factor extracted. 8 iterations required. 

 

The brand credibility and quality scales were both unidimensional scales, with sufficiently 

high loadings for all items (see Table 5.8 & Table 5.9 respectively). Strong reliability was 

also demonstrated for both scales. 

5.3 Main Study: Assumptions and Data Considerations 

After the pretests were undertaken and the viewer panel study was completed the data was 

analysed for the final sample of 203 viewers, using structural equation modelling (SEM). 

SEM involves a series of linear regressions and, as with linear regression, several assumptions 

need to be met prior to the main test. Missing data, item and multivariate normality and 

linearity were all examined. Where necessary, these preliminary tests were undertaken 

separately for each of the brands because structural equation models were tested for each 

brand separately, following a multi-group analysis between each of the models. 

5.3.1 Assumption testing 

Both the individual indicators and parcelled items were tested for normality. Estimates of 

skewness and kurtosis were generated and Mardia’s coefficient was used to ascertain 

multivariate normality (see Appendix 5.1: Tests of Normality). Although skewness and 

kurtosis were not found for each item, none of the constructs exhibited multivariate normality, 

with all Mardia’s coefficients exceeding 3.0. To handle non-normality within the data, 

Bollen-Stine bootstrap estimates were generated for each of the measurement models to 

ascertain their fit. Bootstrap estimates and standard errors were also examined to ascertain 
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matters of significance as they are less biased under conditions of non-normality (Byrne 2001, 

p 268-271). 

5.3.2 Tests for Priming Effects 

The experimental design used within the study used both pre and post viewing measures; 

hence, a priming effect may have occurred. To test for this effect, differences between the 

main panel and the post-test only group (consisting of 45 viewers) were conducted. In 

particular, recall for the brand was assessed, to ascertain whether undue prominence was 

perceived by the viewers as a result of prior questioning. A Mann-Whitney U test was used to 

test for differences in mean ranks between the two samples because the distributions were 

non-normal, and the two sample sizes were unequal (see Table 5.10).   

Table 5.10: Mann-Whitney U Test of Recall 
 

 Small Car Body Spray Cosmetics 
Mean Recall    

Pre-Post Group 5.35 5.69 5.90 
Post-test Only 5.41 6.13 5.41 

Mann-Whitney U 1672.500 1404.000 1654.000 
Wilcoxon W 4675.500 4407.000 2689.000 
Z -.336 -1.949 -.444 
Asymp. Sig. (2-tailed) .737 .051† .657 

†The post-test only group had a higher recall in this instance 
 

The tests revealed that there was no significant difference in recall between the pre and post-

test and the post-test only groups, demonstrating the absence of a priming effect in relation to 

prominence. 

 

5.4 Reliability and Validity 

Before undertaking a thorough analysis of each of the relationships posited in chapter four, it 

was important to ensure that each scale was both a reliable and valid measure of the construct. 

A set of measures is reliable where it consistently measures a construct. A valid set of 

measures will truly reflect the construct the researcher intends to capture and does not 
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measure other constructs. Furthermore, validity encompasses several types of validity namely, 

construct, content and criterion validity. Content and face validity are non-statistical 

characteristics that are present if the breadth of the construct is captured and the measures 

align with the definition of the construct. Criterion validity includes the ability of the measure 

to predict intended relationships between constructs and will be examined as a part of model 

testing. Therefore, the focus of this analysis is on construct validity. Good construct validity is 

a function of whether the set of items measures the same construct (convergent validity), and 

is distinct from other similar constructs (discriminant validity). 

5.4.1 Reliability and convergent validity 

To ensure reliability and convergent validity criteria were met, several measures were 

assessed. First the reliability was assessed using Mueller and Hancock’s coefficient H (Gagne 

and Hancock 2006), which provides an estimate of the maximised reliability, taking into 

consideration the added reliability gained from additional indicators. Thus, this measure will 

never be smaller than the item reliability of the best indicator. It is denoted as follows, where 

λi is the standardised loading: 
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Composite reliability was also estimated using Fornell and Larcker’s (1981) measure of 

reliability. Its main advantage is that it is widely used and applicable to various tests such that 

it can be calculated from the construct whether estimating a congeneric measurement model, 

confirmatory factor analysis or a path model. It is based on the following formula, where λi is 

the standardised loading and εi is the error variance associated with each variable: 
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As the observed variables are indicative of the underlying construct, convergent validity is 

determined by whether all the items explain a good proportion of the construct. Therefore, the 

proportion of the item loadings to the item error variance is calculated to give the variance 

extracted estimate, which is an indication of convergent validity. Estimating the variance 

extracted is a conservative measure where the estimate should be above 0.5 to represent good 

convergent validity and is calculated as follows: 
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Confirmatory factor analysis was central to testing construct validity. Measurement models 

were assessed for their fit via the structural equation modelling software AMOS. To provide 

estimates for the following reliability and validity calculations, individual models were 

generated for each of the constructs.  Model comparisons between the congeneric and tau-

equivalent models were made and where a significant difference was not found, the more 

restrictive tau-equivalent model was used (Graham 2006). Where higher-order constructs 

were relevant, these were also tested for validity by confirming the model fit for the higher-

order measurement model.  

 

Three sets of constructs were tested together, first the exogenous, viewing related constructs, 

then the moderating brand-program fit constructs and finally the endogenous brand outcomes 

constructs and their pre-measures. 

 

Viewing-related constructs 

The higher-order constructs of identification with the participants and advice credibility were 

tested for reliability and validity. The identification with the participants measurement model 

demonstrated good fit, with the exception of the RMR which was higher than 0.06.  All items 

within the original scale were retained with the Identification with the Program Participants 

scale (see Figure 5.2).  
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Figure 5.2: Three-factor model of Identification with the Program Participants 
 

 

Four items were removed from the advice credibility scale as adapted from the established 

source credibility scale. The first item deleted was that of ‘trained’ advice because, although 

this item may be relevant to a source requiring training such as a dentist, scientist or lawyer, 

this may not be as applicable to judges or spokespeople from a television show focused on 

fashion. The items, sincere, unbias and honest, did not load on to the trustworthy construct as 

expected. As highlighted with sincerity within the pretest, viewers distinguish between advice 

credibility relating to dependability, reputation, believability and trustworthiness, and the 

ideas of sincerity, honesty and bias. These three items were then tested as a third factor of 

advice credibility, however, the fit indices did not suggest a good fit and examination of the 

scree plot did not reveal a third factor. Thus, the result was a two-factor model of advice 

credibility, including both trustworthiness and expertise factors (see Figure 5.3). A higher-

order latent variable for advice credibility could not be tested because such a model would not 
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be identified. Nevertheless, higher-order models produce the same fit indices of a model 

correlating the two latent factors, and the very high correlation between the two factors 

(ρ=0.96) strongly suggests both expertise and trustworthiness reflect a higher-order construct, 

advice credibility. 

Figure 5.3: Two-factor model of Advice Credibility 

 

Once the factors for each of the higher order constructs were confirmed, estimates of 

construct reliability and convergent validity for each of the lower order factors were 

calculated (see Table 5.11). All lower-order factor scales demonstrated reliability and 

convergent validity, with the exception of convergence of the understand factor within the 

identification with the participants scale. Despite this, confirmatory factor analysis suggested 

validity of the three factor construct and considering variance extracted is a conservative 

measure of validity and the estimate (0.445) is very close to the rule of thumb 0.5, the scale 

was deemed reasonably valid. 
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Table 5.11: Reliability and Convergent Validity Measures for Viewing-related 
Constructs 

 
 Coefficient H Composite Reliability Convergent Validity 

 H ρη  ρvc(η)  

UNDERSTAND - ID 0.765 0.707 Reliable 0.445 Not Convergent 

FEELINGS - ID 0.858 0.780 Reliable 0.542 Convergent 

GOAL EMPATHY - ID 0.890 0.812 Reliable 0.590 Convergent 

EXPERTISE - ADV CRED 0.920 0.891 Reliable 0.671 Convergent 

TRUSTWORTHY - ADV CRED 0.894 0.905 Reliable 0.656 Convergent 

 

Control Variables 

Both brand familiarity and product involvement were included in the model to avoid 

specification error, where the effect of the focal exogenous constructs are inflated or 

suppressed due to omitted predictors (Kline 2005, p35).  

Figure 5.4: One-factor Models of Product Involvement 
 

 

 

Brand familiarity was measured via one item making congeneric tests irrelevant, however, 

product involvement was measured via a three-item measure and so validity and reliability 

tests were undertaken for each of the three product categories. Each of the models 

demonstrated acceptable fit with significance levels above .05, however, the body spray brand 
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did not fit particularly well (see Figure 5.4). Inspection of the sample correlations indicated a 

potential redundancy between relevance and importance of the product category. However, to 

ensure consistency across brands the item was retained. The reliability and convergent 

validity measures were all acceptable (see Table 5.12). 

Table 5.12: Reliability and Convergent Validity Measures for Product Involvement 
 

 Coefficient H Composite Reliability Convergent Validity 

 H ρη  ρvc(η)  

Small Car 0.956 0.880 Reliable 0.710 Convergent 

Body Spray 0.908 0.842 Reliable 0.639 Convergent 

Cosmetics 0.953 0.914 Reliable 0.779 Convergent 

 

Brand-Program Fit Constructs 

The three brand-program fit constructs were modelled. Expectancy and relevancy were 

modelled together as congruence has been established in previous studies as a two-item 

higher-order construct. Inclusion within the scene and significance to the plot were tested as 

one-factor congeneric models for each of the three brands separately. A two-factor model of 

congruence was confirmed for all three brands with items for expectancy and relevancy 

loading as expected. Interestingly, the correlation between the two factors is moderate at 0.66, 

0.53 and 0.59 (see Figure 5.5) indicating discriminance between the two factors, yet a 

moderate correlation. Although, the higher-order latent construct cannot be directly tested due 

to underidentification, the correlations above 0.5 would suggest that both first-order 

constructs reflect a higher-order construct. 

 

For the most part, the indices indicate good model fit, with the exception of the RMR and 

RMSEA statistics for two of the brands. An RMR index of 0.05 or below is acceptable, the 

index for the body spray brand indicates that the model explains the correlation between the 

two factors with an average error of 0.082. Furthermore, the RMSEA indicates the fit with 

reference to the complexity of the model and estimates of 0.05 indicate good fit and 0.08 
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indicate mediocre fit. In the body spray model, an index of 0.082 would suggest mediocre fit. 

Despite this, the model fits exceptionally well for the small car with progressively lesser fit 

for the cosmetics and body spray brands, however, considering the RMSEA index tends to 

over-reject models when the sample is small1 and all other indices indicate good fit, the 

models are accepted and convergent validity confirmed. 

Figure 5.5: Congeneric Models of Congruence 
 

 

Three-item models were tested for both significance to the plot and inclusions within the 

scene, which are just-identified models. To allow estimation of any parameters, one further 

constraint was required (Kline 2005, p 175). Where necessary, just-identified models were 

initially run, providing fixed regression coefficients and error variances, then the two items 

                                                   
1 A sample of 200 or less is considered small in the context of SEM analysis. 
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with the closest error variance were constrained to be equal to allow the model to be 

estimated.  

Figure 5.6: Congeneric Models of Significance to the Plot 
 

 

 

Significance to the plot was measured with four items within the main study, although, the 

final model included only three items after elimination of the item “Without references to the 

Brand the show would have been different” (see Figure 5.6). This item had a squared multiple 

correlation of .26 indicating that only 26% of the variance within the item was explained by 

the latent construct. This indicates that the item is not sufficiently reflective of the 

significance of the brand to the plot. This makes some sense because, if taken literally, 

viewers might conclude that of course it would be different, because it is technically a change 

in the program. Although this was not avoided in this study as the issue was not apparent in 

the pretest results, a modified item might ask whether the program would be notably different 

without the brand. Nevertheless, this item was deleted from the scale and reliability and 

validity for the construct was assessed again. Subsequently, all three models of significance to 
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the plot demonstrated excellent fit, except for a slightly higher RMSEA of .061 for the small 

car. Therefore, the items for significance to the plot demonstrate good convergent validity.  

Figure 5.7: Congeneric Models of Inclusion within the Scene 
 

 

 

 

Table 5.13: Reliability and Convergent Validity Measures for Brand-Program Fit 
Constructs 

 
  Coefficient H Composite Reliability Convergent Validity 
Small Car H ρη   ρvc(η)   

EXPECTANCY 0.896 0.792 Reliable 0.561 Convergent 
RELEVANCY 0.854 0.770 Reliable 0.528 Convergent 
INCLUSION 0.892 0.825 Reliable 0.611 Convergent 
SIGNIFICANCE 0.860 0.785 Reliable 0.549 Convergent 

Body Spray H ρη   ρvc(η)   
EXPECTANCY 0.935 0.865 Reliable 0.681 Convergent 
RELEVANCY 0.899 0.827 Reliable 0.614 Convergent 
INCLUSION 0.903 0.836 Reliable 0.629 Convergent 
SIGNIFICANCE 0.883 0.803 Reliable 0.576 Convergent 
 Cosmetics H ρη   ρvc(η)   

EXPECTANCY 0.883 0.800 Reliable 0.573 Convergent 
RELEVANCY 0.907 0.846 Reliable 0.646 Convergent 
INCLUSION 0.914 0.850 Reliable 0.654 Convergent 
SIGNIFICANCE 0.842 0.762 Reliable 0.517 Convergent 
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Inclusion within the scene was similarly tested for model fit and, without any alterations to 

the measurement models, all indices demonstrate excellent model fit (see Figure 5.7). 

Therefore, inclusion within the scene demonstrates good convergent validity. Calculations of 

coefficient H and variance extracted also revealed that all constructs for each brand exhibited 

both good reliability and good convergent validity (see Table 5.13).  

 

Brand Outcome Constructs 

Four brand outcome measures were tested within this study, for each of three brands and over 

two time periods (pre and post measures). Therefore, testing the reliability and validity of 

these constructs involved 24 measurement models (4 measures x 2 time periods x 3 brands). 

Congeneric models were tested for all brand outcomes except brand quality (a two-item 

measure). The two-item scale for brand quality has been applied consistently in several 

studies indicating some acceptance of its validity. The measurement models were also tested 

for their invariance across time, both pre and post viewing. This was important to be sure that 

any change from one time period to the next was due to a change in the same underlying 

construct, not the measurement structure.  

 

A hierarchical process was undertaken to test for differing levels of measurement invariance, 

beginning with a test of the equality of the variance-covariance estimates (Vandenberg and 

Lance 2000). If the chi-square difference (∆Χ2) is not significant across the constrained and 

unconstrained models then measurement and structural invariance holds across time periods 

and no further tests are required. If the ∆Χ2 is significant, then a baseline model is used to test 

for equivalence of the factor structure (configural invariance) across the two time periods. If 

invariance is found, increasingly constrained tests are undertaken, testing for equal factor 

loadings (metric invariance), latent factor variances (scalar invariance) and error variances 

(invariant uniqueness), across pre and post viewing measures. 
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Brand Affiliation 

Prior brand affiliation was tested as a three-item congeneric model, for each of the three 

brands. Again, the just-identified model was run first, then equality constraints were placed on 

the error variances of the two closest items. The results suggest a good model fit for both the 

small car and cosmetics brand (see Figure 5.8). Although the body spray model demonstrates 

acceptable fit with a significant Bollen-Stine bootstrap of p=0.414, the AGFI, RMR and 

RMSEA fit indices are outside the acceptable range, indicating that the brand affiliation items 

may not be a good fit.  

Figure 5.8: Congeneric Models of Prior Brand Affiliation 
 

 

Confirmatory analysis of the post-viewing measure was undertaken to further clarify this 

issue. The same three-item congeneric models were tested with the post-viewing data. In this 

instance, good fit was found for both the small car and body spray brands, and whilst the 

cosmetics brand model did fit, it was not a good fit, with RMSEA and AGFI figures outside 

of the recommended range (see Figure 5.9). Although the reason for the lesser fit was not 

apparent from an examination of the standardised residuals, modification indices or sample 
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correlations, there is some indication that the item “People similar to me use this brand” did 

not fit as well with the other two items, because the squared multiple correlation was 

consistently the lowest of all three items ranging from .48 to .71. It may be that this item was 

difficult for viewers to answer as it required knowledge of who may use the brand as opposed 

to a judgement of their own affiliation. 

Figure 5.9: Congeneric Models of Brand Affiliation 
 

 

 

Figure 5.10: Invariance Tests for Product Involvement 
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The equality of the sample variances and covariances over the two time periods were tested 

for each of the three brands (see Figure 5.10). The small car model demonstrated good model 

fit and variance-covariance invariance, but the body spray and cosmetics brands did not 

demonstrate this strict level of invariance (see Table 5.14). Thus further testing was 

undertaken to determine the level of measurement invariance. 

Table 5.14: Model Comparison after Constraining Variances and Covariances to be 
Equal Across Pre and Post Viewing Measures of Brand Affiliation 

 
Model ∆DF ∆Χ2 P 
Small Car 5 9.857 .079 
Body Spray 5 12.857 .025 
Cosmetics 5 15.002 .010 

 

Further tests were undertaken simultaneously on the body spray and cosmetics data, using 

multi-group analysis to determine the level of measurement invariance across time periods. 

Tests of model fit indicated that configural, metric (equal factor loadings) and scalar (equal 

latent factor variance) invariance held for both brands over time (see Table 5.15). Results 

suggest the measurement variance was caused by a difference in the item error variances 

across time. This was indicated by the lack of fit when the error variances were constrained to 

be equal and the significant difference in model fit from the next most restrictive model. This 

level of measurement invariance is the least concerning of all potential measurement 

invariance and testing for it is often considered an ‘overly restrictive test of the data’ (Byrne 

2001 p175).  A closer analysis of the error variances indicated that the error variances of the 

‘my image’ and ‘my brand’ items decreased over time and the error variance of the item 

‘similar user’ increased slightly. Hence, the reliability of the former two items after viewing 

was greater, and the ‘similar user’ item became less reliable after viewing. Despite this, the 

factor loadings and variance of the latent variable are equal over time, indicating a strong 

level of partial invariance. 
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Table 5.15: Tests of Model Fit and Model Comparison for Pre and Post Measures of 
Brand Affiliation 

 
Body Spray Χ2 DF P ∆DF ∆Χ2 P 
Unconstrained .419 1 .517 - - - 
Factor Loadings .900 2 .638 - - - 
Factor Variance .942 3 .815 - - - 
Measurement residuals 12.867 6 .045 3 11.925 .008 
Cosmetics Χ2 DF P ∆DF ∆ Χ2 P 
Unconstrained .075 1 .784 - - - 
Factor Loadings 1.495 2 .474 - - - 
Factor Variance 5.670 3 .129 - - - 
Measurement residuals 16.165 6 .013 3 10.495 .015 

 

Brand Credibility 

Although the two factors of trustworthiness and expertise were theorised as components of 

brand credibility, they were not distinct when run as a two-factor model. Indeed, the 

correlation between the two factors was estimated above one for all three brands (ρ=1.02), an 

impossible and inadmissible solution that is likely due to the proximity of the true parameter 

to one. Therefore, a one-factor, congeneric model was tested using the five-items for brand 

credibility for both pre and post viewing measures separately. 

 

The models for prior brand credibility all demonstrated good fit, except for the cosmetics 

brand which had high RMSEA (0.129) and low AGFI indices (0.886) (see Figure 5.11). The 

standardised residuals, modification indices and sample correlations were inspected to 

determine the reason for this lower level of fit. Correlations above 0.8 were found for several 

of the items, in particular with the ‘ability to deliver’ item. This suggests an item redundancy, 

where one item could be eliminated, however, to allow consistency over time this item was 

kept. Several of the other indices indicated a good fit and the significance level of 0.208 

supported acceptance of the model.  
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Figure 5.11: Congeneric Models of Prior Brand Credibility 
 

 

 

Post-viewing measures of brand credibility were also tested for measurement model fit, with 

all brands providing indications of good fit (see Figure 5.12). The only suggestion of a 

moderate fit was for the body spray brand where a slightly lower AGFI (0.928) and higher 

RMSEA (0.087) were noted. However, the AGFI is used to allow adjustments for un-

parsimonious models, which a five-item congeneric model is not, and the PCLOSE test of 

significance (pclose = .125) suggested that the RMSEA was not significantly different from 

0.05. Therefore, the model was deemed to exhibit a close fit (Browne & Cudeck, 1993). Tests 

of measurement invariance were again conducted in a progressive manner. All models of 

brand credibility demonstrated good fit when structural covariances were constrained across 

both pre and post measures (see Figure 5.13).  
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Figure 5.12: Congeneric Models of Brand Credibility 
 

 

Figure 5.13: Invariance Tests for Brand Credibility 
 

 

 

The model comparisons indicate there may be some measurement invariance for the small car 

brand (see Table 5.16). Subsequent tests were undertaken and the results suggest that, some 

measurement invariance existed with respect to the error variances (see Table 5.17). However, 



152 
 

factor loadings and variance were equal across time periods, indicating strong partial 

measurement invariance. Where there was any difference in error variance, it was lower for 

the post-viewing items, indicating an increase in reliability over time. 

Table 5.16: Model Comparison after Constraining Variances and Covariances Across 
Pre and Post Viewing Measures of Brand Credibility 

 
Model ∆DF ∆Χ2 P 
Small Car 15 27.761 .023 
Body Spray 15 17.246 .304 
Cosmetics 15 21.596 .119 

 

Table 5.17: Tests of Model Fit and Model Comparison for Pre and Post Measures of 
Brand Credibility 

 
Small Car Χ2 DF P ∆DF ∆Χ2 P 
Unconstrained 13.768 10 .184 - - - 
Factor Loadings 18.362 14 .191 - - - 
Factor Variance 19.491 15 .192 - - - 
Measurement residuals 35.663 20 .017 5 16.172 .006 

 

Brand Quality 

Although one-factor congeneric models could not be tested for the brand quality construct, it 

was tested as a two-item factor alongside another uncorrelated factor to determine factor 

loadings and squared multiple correlations, which enabled reliability and validity estimates to 

be calculated (see Figure 5.14 and Figure 5.15). 

 
Figure 5.14: Congeneric Models of Prior Brand Quality 
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Figure 5.15: Congeneric Models of Prior Brand Quality 
 

 

Brand Appeal 

Figure 5.16: Congeneric Models of Prior Brand Appeal 

 
 

The three-item measure for brand appeal was also confirmed via congeneric models (see 

Figure 5.18). All three brand appeal measures demonstrated excellent fit in relation to both 

pre and post viewing measures. A test of invariance across pre and post viewing measures 

showed that the sample variances and covariances for each brand were equivalent across time, 

and thus there was measurement invariance for all three brands (see Figure 5.18 and Table 

5.18). 
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Figure 5.17: Congeneric Models of Post Brand Appeal 

 

Figure 5.18: Invariance Tests for Brand Appeal 
 

 

 
Table 5.18: Model Comparison after Constraining Variances and Covariances across 

Pre and Post Viewing Measures of Brand Appeal 
 

Model ∆DF ∆Χ2 P 
Small Car 6 9.236 .161 
Body Spray 6 9.464 .149 
Cosmetics 6 11.557 .073 

 

Estimates of reliability suggest that pre and post viewing measures for all brands were 

reliable, with coefficient H estimates ranging from 0.878 to 0.987 and composite reliability 
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scores ranging from a low of 0.786 to a high of 0.928 (see Table 5.19 and Table 5.20). 

Furthermore, each of the scales demonstrates convergent validity with the variances extracted 

ranging from 0.552 to 0.883. 

Table 5.19: Reliability and Convergent Validity Measures for Prior Brand Outcome 
Constructs 

 
 PRIOR  Coefficient H Comp 

Reliability 
  Convergent 

Validity 
  

 SMALL CAR H ρη   ρvc(η)   

BRAND AFFILIATION 0.878 0.786 Reliable 0.552 Convergent 
BRAND APPEAL 0.924 0.888 Reliable 0.726 Convergent 
BRAND CREDIBILITY 0.942 0.890 Reliable 0.620 Convergent 
BRAND QUALITY 0.981 0.833 Reliable 0.717 Convergent 
 BODY SPRAY H ρη   ρvc(η)   

BRAND AFFILIATION 0.945 0.870 Reliable 0.692 Convergent 
BRAND APPEAL 0.939 0.898 Reliable 0.745 Convergent 
BRAND CREDIBILITY 0.959 0.911 Reliable 0.672 Convergent 
BRAND QUALITY 0.987 0.928 Reliable 0.865 Convergent 

 COSMETICS H ρη   ρvc(η)   

BRAND AFFILIATION 0.907 0.834 Reliable 0.626 Convergent 
BRAND APPEAL 0.923 0.881 Reliable 0.711 Convergent 
BRAND CREDIBILITY 0.960 0.922 Reliable 0.702 Convergent 
BRAND QUALITY 0.927 0.869 Reliable 0.768 Convergent 

 
 

Table 5.20: Reliability and Convergent Validity Measures for Post Brand Outcome 
Constructs 

 
 POST Coefficient H Comp 

Reliability 
  Convergent 

Validity 
  

 SMALL CAR H ρη   ρvc(η)   

BRAND AFFILIATION 0.908 0.833 Reliable 0.626 Convergent 
BRAND APPEAL 0.951 0.917 Reliable 0.785 Convergent 
BRAND CREDIBILITY 0.961 0.913 Reliable 0.679 Convergent 
BRAND QUALITY 0.983 0.885 Reliable 0.795 Convergent 
BODY SPRAY  H ρη   ρvc(η)   

BRAND AFFILIATION 0.949 0.881 Reliable 0.713 Convergent 
BRAND APPEAL 0.954 0.919 Reliable 0.790 Convergent 
BRAND CREDIBILITY 0.956 0.918 Reliable 0.691 Convergent 
BRAND QUALITY 0.987 0.938 Reliable 0.883 Convergent 
 COSMETICS H ρη   ρvc(η)   

BRAND AFFILIATION 0.945 0.886 Reliable 0.721 Convergent 
BRAND APPEAL 0.919 0.911 Reliable 0.773 Convergent 
BRAND CREDIBILITY 0.963 0.926 Reliable 0.715 Convergent 
BRAND QUALITY 0.978 0.896 Reliable 0.812 Convergent 
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5.4.2  Discriminant validity 

Although a measure may exhibit convergent validity, it is only valid if it also demonstrates 

discriminant validity. This may be determined in several ways, the most cursory being an 

assessment of the correlation between factors. Fornell and Larcker (1981) suggest 

determining discriminant validity for latent constructs within structural equation models by 

comparing the average variance extracted by the items (ρvc(η)) to the squared correlation 

between the constructs (ρ^2). If ρvc(η) is greater than ρ^2 then the paired constructs have 

discriminant validity. Another, more rigorous test using SEM is to constrain the correlation 

between both factors to 1 and assess the chi-square difference between the constrained and 

unconstrained models for the best fit (Anderson and Gerbing 1988). Constraining the 

correlation to 1 has the effect of creating one factor. Thus it is the test of whether the 

measurement model is either a one or two factor model. Both methods of discriminant 

analysis were conducted, where the latter method of comparing models was particularly 

useful as it allowed comparisons between higher order factors.  

 

Three different sets of constructs are relevant to the proposed model and tests of discriminant 

validity were undertaken within each of these sets. First, the viewing-related constructs were 

tested, followed by brand-program fit constructs and finally the brand outcomes. 

 

Viewing-related constructs 

As explained in the previous section, the two higher-order constructs of identification with the 

participants and advice credibility exhibited both reliability and convergent validity. 

Correlations between each of the individual factors as well as the correlation between the two 

higher order factors were examined to determine potential multi-collinearity. Moderate 

correlation was found between all constructs, however, as expected, particularly high 

correlations were found where higher-order factors were hypothesised (see Table 5.21). 
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Using Fornell and Larcker’s (1981) average variance extracted method, the two higher order 

factors were tested for discriminant validity by assessing whether the three lower-order 

constructs pertaining to identification with the participants were discriminant from the two 

lower-order constructs pertaining to advice credibility. The average variance extracted (Avg 

ρvc(η)) was greater than the squared correlation (ρ^2) for each of the construct pairs, indicating 

good discriminant validity (see Table 5.22). 

Table 5.21: Correlation Matrix of Viewing-Related Constructs 
 

 EXPERTISE GOAL EMPATHY UNDERSTAND FEELINGS 

GOAL EMPATHY .527    
UNDERSTAND .639 .750   
FEELINGS .533 .789 .971  
TRUSTWORTH .956 .577 .718 .625 

IDENT w PART x  
ADVICE CRED 

.671    

 

Table 5.22: Average Variance Extracted to Squared Correlation for Viewing Related 
Constructs 

 
  Average 

Variance 
Extracted 

Squared 
Correlation 

 Difference   

  Avg ρvc(η) ρ^2 Avg ρvc(η) - ρ^2   

UNDERSTAND x EXPERTISE 0.558 0.408 0.150 Discriminant 
UNDERSTAND x TRUSTWORTHY 0.550 0.516 0.035 Discriminant 
FEELINGS x EXPERTISE 0.606 0.284 0.322 Discriminant 
FEELINGS x TRUSTWORTHY 0.599 0.391 0.208 Discriminant 
GOAL EMPATHY x EXPERTISE 0.630 0.278 0.353 Discriminant 
GOAL EMPATHY x TRUSTWORTHY 0.623 0.333 0.290 Discriminant 

 

Table 5.23: Model Comparison after Constraining the Correlation between Viewing-
Related Constructs 

 

 DF ∆Χ2 P NFI 
Delta-1 

IFI 
Delta-2 

RFI 
rho-1 

TLI 
rho2 

Ident w Part x  
Advice Cred 

1 180.107 .000 .054 .056 .063 .066 
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Using Anderson and Gerbing’s (1988) model comparison approach for assessing discriminant 

validity, the correlation between Identification with the Participants and Advice Credibility 

was constrained to 1 and tested against the unconstrained model. The chi-square for the 

constrained model was significantly different to the unconstrained model indicating an 

inferior fit (see Table 5.23). Therefore, discriminant validity was established. 

 

Brand-Program Fit Constructs 

Correlations of above 0.85 are considered to be high, and with correlations ranging from .422 

to .87 there is some indication of multicollinearity within the brand-program fit constructs 

(see Table 5.25).  

Table 5.24: Correlation Matrix of Brand-Program Fit Constructs for Each Brand 
  
Small car EXPECTANCY RELEVANCY INCLUSION 
RELEVANCY 0.662     
INCLUSION 0.422 0.632   
SIGNIFICANCE 0.603 0.698 0.770 

Body Spray EXPECTANCY RELEVANCY INCLUSION 

RELEVANCY 0.529     
INCLUSION 0.561 0.696   
SIGNIFICANCE 0.543 0.770 0.820 

Cosmetics EXPECTANCY RELEVANCY INCLUSION 

RELEVANCY 0.590     
INCLUSION 0.790 0.768   
SIGNIFICANCE 0.725 0.749 0.878 

 

Specifically, the correlations between inclusion and significance of the brand are high and 

thus more rigorous tests of discriminant validity will be used to determine any overlap 

between these factors. 
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Table 5.25: Average Variance Extracted to Squared Correlation for Brand-Program Fit 
Constructs 

 
  Average 

Variance 
Extracted 

Squared 
Correlation 

    

 Small Car Avg ρvc(η) ρ^2 Diff   

EXPECTANCY x RELEVANCY 0.545 0.438 0.106 Discriminant 
EXPECTANCY x INCLUSION 0.586 0.178 0.408 Discriminant 
EXPECTANCY x SIGNIFICANCE 0.555 0.364 0.192 Discriminant 
RELEVANCY x INCLUSION 0.570 0.399 0.170 Discriminant 
RELEVANCY x SIGNIFICANCE 0.539 0.487 0.052 Discriminant 
INCLUSION x SIGNIFICANCE 0.580 0.593 -0.013 Not discriminant 
 Body Spray Avg ρvc(η) ρ^2 Diff   

EXPECTANCY x RELEVANCY 0.648 0.280 0.368 Discriminant 
EXPECTANCY x INCLUSION 0.655 0.315 0.340 Discriminant 
EXPECTANCY x SIGNIFICANCE 0.629 0.295 0.334 Discriminant 
RELEVANCY x INCLUSION 0.622 0.484 0.137 Discriminant 
RELEVANCY x SIGNIFICANCE 0.595 0.593 0.002 Discriminant 
INCLUSION x SIGNIFICANCE 0.603 0.672 -0.070 Not discriminant 
 Cosmetics Avg ρvc(η) ρ^2 Diff   

EXPECTANCY x RELEVANCY 0.610 0.348 0.262 Discriminant 
EXPECTANCY x INCLUSION 0.614 0.624 -0.010 Not discriminant 
EXPECTANCY x SIGNIFICANCE 0.545 0.526 0.019 Discriminant 
RELEVANCY x INCLUSION 0.651 0.590 0.061 Discriminant 
RELEVANCY x SIGNIFICANCE 0.581 0.561 0.020 Discriminant 
INCLUSION x SIGNIFICANCE 0.586 0.771 -0.185 Not discriminant 

 

Based on the average variance extracted, each of the brand-program fit constructs was 

discriminant from the others, except for significance to the plot, which was not discriminant 

from inclusion within the scene for each of the three brands (see Table 5.25). Also, 

discriminance between the expectancy of the placement and inclusion within the scene was 

not demonstrated for the cosmetics brand. This is not surprising: if a brand is expected then 

the viewer may accept the placement as more natural within the scene. Indeed, because 

expectations are developed prior to viewing the placement, it may be a causal relationship, 

whereby expectancy determines a favourable assessment of the fit of the brand within the 

scene. 
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However, the model comparisons (after constraining the correlation between each pair of 

constructs to one) suggested that the factors were all discriminant (see Table 5.26). Notably, 

distinction between the inclusion and significance of the brand for both the small car and 

body spray were stronger than for the cosmetics brand. 

Table 5.26: Model Comparison after Constraining the Correlation between Brand-
Program Fit Constructs 

 
Expectancy x Relevancy ∆DF ∆Χ2 P 
Small Car 1 125.307 .000 
Body Spray 1 261.696 .000 
Cosmetics 1 193.122 .000 
Expectancy x Inclusion ∆DF ∆Χ2 P 
Small Car 1 242.673 .000 
Body Spray 1 263.742 .000 
Cosmetics 1 88.721 .000 
Expectancy x Significance ∆DF ∆Χ2 P 
Small Car 1 163.278 .000 
Body Spray 1 215.948 .000 
Cosmetics 1 95.127 .000 
Relevancy x Inclusion ∆DF ∆Χ2 P 
Small Car 1 135.466 .000 
Body Spray 1 148.410 .000 
Cosmetics 1 144.933 .000 
Relevancy x Significance ∆DF ∆Χ2 P 
Small Car 1 94.008 .000 
Body Spray 1 93.799 .000 
Cosmetics 1 86.990 .000 
Inclusion x Significance ∆DF ∆Χ2 P 
Small Car 1 77.934 .000 
Body Spray 1 75.011 .000 
Cosmetics 1 33.737 .000 

 

Brand Outcome Constructs 

Each of the four outcome measures were tested for their discriminant validity, first by 

examining their correlations, then via the variance extracted method and then by undertaking 

model comparisons between each of the brand outcome factors, constraining the correlation 

between the factors to one. Initial examination of the correlations between the brand outcome 

measures indicated a considerable degree of multicollinearity between the constructs, with 

72% of the correlations above 0.85 (see Table 5.27).  
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Table 5.27: Correlation Matrix of Brand Outcome Constructs for Each Brand 
 

PRIOR – Small Car AFFILIATION  APPEAL CREDIBILITY 

 APPEAL 0.933     
 CREDIBILITY 0.808 0.782   
 QUALITY 0.802 0.803 0.999 

PRIOR – Body Spray AFFILIATION  APPEAL CREDIBILITY 

 APPEAL 0.974     
 CREDIBILITY 0.929 0.896   
 QUALITY 0.937 0.930 0.929 

PRIOR – Cosmetics AFFILIATION  APPEAL CREDIBILITY 
 APPEAL 0.870     
 CREDIBILITY 0.910 0.950   
 QUALITY 0.788 0.970 0.938 

POST – Small Car AFFILIATION  APPEAL CREDIBILITY 
 APPEAL 0.946     
 CREDIBILITY 0.833 0.815   
 QUALITY 0.831 0.843 0.959 

POST – Body Spray AFFILIATION  APPEAL CREDIBILITY 
 APPEAL 0.987     
 CREDIBILITY 0.941 0.942   
 QUALITY 0.922 0.950 0.957 

POST – Cosmetics AFFILIATION  APPEAL CREDIBILITY 
 APPEAL 0.906     
 CREDIBILITY 0.874 0.937   
 QUALITY 0.78 0.924 0.944 

*Green indicate high correlations 
 

In particular, the correlations between credibility and quality were consistently above 0.85 

across time and brands, as well as the correlation between appeal and affiliation. This is not 

surprising considering the theoretical relationships between these constructs. Consumers who 

perceive a brand to be of high quality are likely to consider it credible; that is, trusted and able 

to deliver what it says it will. Moreover, in previous studies looking at both brand credibility 

and quality simultaneously, brand credibility was found to be a powerful antecedent of 

perceived quality (Erdem and Swait 1998). Discriminant validity was not actually confirmed 

in these studies whilst standardised path coefficients were reported as high as 0.972, 

suggesting a high level of multicollinearity. 
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Similarly, consumers who feel affiliated with a brand, such that it reflects them and they feel 

associated with the brand, would be more likely to find the brand appealing. However, they 

are both theoretically different constructs because a consumer can find a brand appealing yet 

not feel affiliated with it. Despite this, the two constructs appear highly correlated, thus non-

distinct from each other within this context. The assessment of correlation matrices also 

revealed that all of the brand outcomes factors related to the body spray brand exhibited 

correlations above 0.85. Hence, the four different aspects of attitudes towards the brand 

measured here are very closely aligned for body spray, and likewise for the cosmetics brand, 

with the exception of a difference between affiliation and brand quality. To further analyse 

which effects were specific to the brand and which revealed a more general indiscriminance 

between constructs, baseline models were tested and correlations were estimated after 

merging data from all brands.  

 

As can be seen in Table 5.28, the factors that were highly correlated regardless of brand were 

brand appeal and affiliation, and brand credibility and quality. This may indicate the 

redundancy of two items in the final model analysis; however, analysis of the variance 

extracted was undertaken to explore the issue further (see Table 5.29 and Table 5.30). 

Table 5.28: Correlation Matrix of Brand Outcome Constructs for All Brands (baseline 
models) 

 
PRIOR (ALL BRANDS)  AFFILIATION  APPEAL  CREDIBILITY 
 APPEAL 0.933     
 CREDIBILITY 0.808 0.782   
 QUALITY 0.802 0.803 0.999 

POST (ALL BRANDS)  AFFILIATION  APPEAL  CREDIBILITY 
 APPEAL 0.946     
 CREDIBILITY 0.833 0.815   
 QUALITY 0.831 0.843 0.959 

 



163 
 

Table 5.29: Average Variance Extracted to Squared Correlation for Prior Brand 
Outcome Constructs 

 
  Average 

Variance 
Extracted 

Squared 
Correlation 

    

 PRIOR - Small Car Avg ρvc(η) ρ^2 Diff   

AFFILIATION x APPEAL 0.639 0.870 -0.231 Not discriminant 
AFFILIATION x CREDIBILITY 0.586 0.653 -0.067 Not discriminant 
AFFILIATION x QUALITY 0.635 0.643 -0.009 Not discriminant 
APPEAL x CREDIBILITY 0.673 0.612 0.062 Discriminant 
APPEAL x QUALITY 0.721 0.645 0.077 Discriminant 
CREDIBILITY x QUALITY 0.668 0.998 -0.330 Not discriminant 
 PRIOR – Body Spray Avg ρvc(η) ρ^2 Diff   
AFFILIATION x APPEAL 0.718 0.949 -0.230 Not discriminant 
AFFILIATION x CREDIBILITY 0.682 0.863 -0.181 Not discriminant 
AFFILIATION x QUALITY 0.778 0.878 -0.100 Not discriminant 
APPEAL x CREDIBILITY 0.708 0.803 -0.094 Not discriminant 
APPEAL x QUALITY 0.805 0.865 -0.060 Not discriminant 
CREDIBILITY x QUALITY 0.768 0.863 -0.095 Not discriminant 
 PRIOR - Cosmetics Avg ρvc(η) ρ^2 Diff   
AFFILIATION x APPEAL 0.669 0.757 -0.088 Not discriminant 
AFFILIATION x CREDIBILITY 0.664 0.828 -0.164 Not discriminant 
AFFILIATION x QUALITY 0.697 0.621 0.076 Discriminant 
APPEAL x CREDIBILITY 0.707 0.903 -0.196 Not discriminant 
APPEAL x QUALITY 0.740 0.941 -0.201 Not discriminant 
CREDIBILITY x QUALITY 0.735 0.880 -0.145 Not discriminant 

 

Analyses of the changes to model fit suggest that only one pairing could be considered as one 

factor, which is quality and credibility relating to the small car brand (see Table5.31). 

However, correlations were not significantly different to 1 in three instances; the 

aforementioned quality and credibility of the small car, quality and appeal of the cosmetics 

brand and the appeal and affiliation relating to the body spray brand. Further analysis of items 

was undertaken by assessing each pair of constructs modelled to ascertain the cross-loading 

items. The modified models are shown in appendix 5.2. 
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Table 5.30: Average Variance Extracted to Squared Correlation for Post Brand 
Outcome Constructs 

 
 POST - Small Car Avg ρvc(η) ρ^2 Diff   
AFFILIATION x APPEAL 0.706 0.895 -0.189 Not discriminant 
AFFILIATION x CREDIBILITY 0.652 0.694 -0.042 Not discriminant 
AFFILIATION x QUALITY 0.710 0.691 0.020 Discriminant 
APPEAL x CREDIBILITY 0.732 0.664 0.068 Discriminant 
APPEAL x QUALITY 0.790 0.711 0.080 Discriminant 
CREDIBILITY x QUALITY 0.737 0.920 -0.183 Not discriminant 

 POST – Body Spray Avg ρvc(η) ρ^2 Diff   
AFFILIATION x APPEAL 0.752 0.974 -0.222 Not discriminant 
AFFILIATION x CREDIBILITY 0.702 0.885 -0.183 Not discriminant 
AFFILIATION x QUALITY 0.798 0.850 -0.052 Not discriminant 
APPEAL x CREDIBILITY 0.741 0.887 -0.147 Not discriminant 
APPEAL x QUALITY 0.836 0.903 -0.066 Not discriminant 
CREDIBILITY x QUALITY 0.787 0.916 -0.129 Not discriminant 

 POST - Cosmetics Avg ρvc(η) ρ^2 Diff   
AFFILIATION x APPEAL 0.747 0.821 -0.074 Not discriminant 
AFFILIATION x CREDIBILITY 0.718 0.764 -0.046 Not discriminant 
AFFILIATION x QUALITY 0.767 0.608 0.158 Discriminant 
APPEAL x CREDIBILITY 0.744 0.878 -0.134 Not discriminant 
APPEAL x QUALITY 0.793 0.854 -0.061 Not discriminant 
CREDIBILITY x QUALITY 0.764 0.891 -0.128 Not discriminant 

 
 

It is clear from this further analysis, that several items are prone to cross load onto other brand 

outcome factors. In particular, the ‘I like Brand’ item loads on brand quality, affiliation and 

credibility for several brands. This is a more general item and may be capturing an overall 

attitude that reflects other brand measures depending on the drivers of attitude for that product 

category. This is not unexpected, as attitude theory posits that components of attitude; affect, 

cognitive and conative, often align. To help distinguish the various components from the 

overall attitude evaluation, this item was dropped as it does not provide specific information 

as to the attitude change and is overly problematic. Thus brand appeal is now measured by a 

two item factor including appeal and desirability. 
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Table 5.31: Tests of Model Comparison for Brand Outcome Measures 
Affiliation x Appeal ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 20.824 .000 .933 .875 .976 .001 
Body Spray 1 9.307 .002 .972 .946 .996 .001 
Cosmetics 1 74.736 .000 .857 .753 .932 .001 
Affiliation x Credibility ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 79.875 .000 .809 .723 .881 .001 
Body Spray 1 52.924 .000 .926 .884 .962 .001 
Cosmetics 1 47.729 .000 .909 .837 .970 .001 
Affiliation x Quality ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 58.498 .000 .805 .710 .884 .001 
Body Spray 1 45.951 .000 .933 .864 .968 .002 
Cosmetics 1 113.885 .000 .792 .672 .883 .001 
Appeal x Credibility ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 228.938 .000 .777 .664 .865 .001 
Body Spray 1 116.743 .000 .890 .832 .936 .001 
Cosmetics 1 33.893 .000 .947 .887 .984 .001 
Appeal x Quality ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 74.591 .000 .800 .675 .890 .001 
Body Spray 1 62.176 .000 .928 .864 .972 .001 
Cosmetics 1 10.256 .001 .965 .917 1.002 .001 
Credibility x Quality ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 .016 .899 .998 .964 1.036 .001 
Body Spray 1 66.423 .000 .929 .883 .965 .001 
Cosmetics 1 33.701 .000 .936 .892 .973 .001 
POST *Red denotes a lack of discriminance 
Affiliation x Appeal ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 25.346 .000 .947 .913 .979 .001 
Body Spray 1 4.404 .036 .986 .973 1.001 .001 
Cosmetics 1 62.275 .000 .910 .857 .950 .001 
Affiliation x Credibility ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 118.730 .000 .832 .766 .883 .002 
Body Spray 1 49.774 .000 .941 .910 .966 .001 
Cosmetics 1 145.812 .000 .868 .809 .912 .001 
Affiliation x Quality ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 90.527 .000 .835 .771 .888 .001 
Body Spray 1 89.968 .000 .918 .864 .954 .002 
Cosmetics 1 160.775 .000 .772 .668 .845 .002 
Appeal x Credibility ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 273.400 .000 .813 .741 .867 .002 
Body Spray 1 66.185 .000 .937 .898 .965 .001 
Cosmetics 1 53.799 .000 .935 .888 .969 .001 
Appeal x Quality ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 102.386 .000 .846 .754 .906 .002 
Body Spray 1 50.913 .000 .951 .910 .978 .002 
Cosmetics 1 48.007 .000 .920 .844 .971 .002 
Credibility x Quality ∆DF ∆Χ2 P ρ lower upper sig 
Small Car 1 20.188 .000 .957 .927 .981 .002 
Body Spray 1 36.898 .000 .957 .904 .982 .002 
Cosmetics 1 36.091 .000 .943 .902 .974 .001 
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Two other items that cross load onto various brand factors and over various brands, are the 

‘Brand reminds me of someone who’s competent and knows what they’re doing’ and the 

‘Brand has a name you can trust’ items. Interestingly, the former item loads more frequently 

on the brand affiliation factor, which relates to making an assessment of the brand in terms of 

their self or image. In a similar manner, the former item for brand credibility likens the brand 

to a human characteristic, competency.  This reference to individual traits may associate the 

affiliation and competency items for the viewer, and is perhaps an item measurement issue 

rather than a lack of discriminance between the constructs. 

 

Unsurprisingly, the latter item relating to a trusted brand name loaded consistently on the 

brand quality and brand appeal factors. This indicates a greater association of this item to the 

two factors it cross loads upon. Hence, this indicates a problem pertaining to the brand 

credibility scale and the validity of the five items being placed together. In analysing the items 

side by side it is clear that three of the items ask the respondent to refer to the brand claims or 

promises: ‘Brand delivers what it promises’; ‘Brand’s product claims are believable’; and, 

‘This brand has the ability to deliver what it promises’. Therefore, providing an accurate 

answer would require that the respondent has a clear idea of what is claimed by the brand. 

Alternately, the other two items only ask for a general perception of brand trust and 

competency, which may be more akin to perceptions of quality or appeal. Although it may be 

fair to say that a viewer will be able to make generalisations regarding trust and competence, 

whether they deliver on their claims and promises may require experience with the brand. 

Due to these issues with the brand credibility scale and because both brand quality and 

credibility are so highly correlated, only brand quality was used within the model as it 

provides both parsimony and clarity of measurement, providing relevant information about 

effects on viewer beliefs. 
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5.5 Conclusion 

Within this chapter, the extensive process of pre-testing and validation of construct measures 

has been addressed. Three pre-tests were described and factor analysis was outlined for the 

measurement scales relating to identification, brand affiliation, advice credibility and brand 

credibility and quality. A new brand-program fit scale was explored, and four factors were 

revealed; brand expectancy, brand relevancy, inclusion in the scene and significance to the 

plot. Furthermore, viewer perceptions of the level of brand program fit were assessed for four 

brands within the target program. Consequently, three brands were chosen to allow for 

sufficient manipulation of brand-program fit within the main study.  

 

Preliminary analysis of the full panel study data set was also explained. Fulfilment of the 

relevant data assumptions and a test for priming effects was outlined before addressing tests 

of reliability and validity of all construct measures. All measures demonstrated good 

reliability and convergent validity. The brand outcome constructs were also tested for 

invariance over time, and strong partial measurement invariance was confirmed. A number of 

modifications to the original measures and final model were made. Several items were 

dropped from the advice credibility scale, although a two factor measure incorporating 

trustworthiness and expertise was retained. Due to a lack of discriminant validity between 

various measures of brand outcomes, the brand appeal factor was reduced to a two-item scale. 

More notably, brand credibility was dropped from the tested model due to issues of cross 

loading and a consistent lack of discriminance with the brand quality measure, highlighting its 

redundancy. The extensive pretesting and validation processes was necessary to ensure sound 

measurements and a robust test of the proposed model, which will be outlined in the next 

chapter. 
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Chapter 6 : Model Specification and Testing 
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6.1 Introduction 

In this chapter, the process of model specification and results of the main study analysis are 

provided. Specifically, a full structural model is specified and development of composite 

variables is addressed. Tests of two separate sub-models of the full structural model are 

described for each brand, as they allowed for more stable estimates. Subsequently, the 

construction of respecified models based on significant pathways and the results of full model 

tests for each brand are explained. Finally, a multi-group analysis is outlined and assessments 

of any further moderating effects of brand-program fit are made. 

 

6.2 Model Specification 

Based on the final items retained for each of the constructs, the full causal model is presented 

(see Figure 6.1). The model is classified as a partially recursive model with a bow-free 

pattern. That is, the endogenous latent variables of brand quality and brand affiliation are 

thought to be correlated, prior to any influence of the exogenous variables, such as 

identification with participants or advice credibility. Therefore, these two endogenous latent 

variable residual terms have been allowed to correlate. As there are no direct effects posited 

between the two endogenous variables (i.e. brand affiliation is not hypothesised to cause 

brand quality) this model is considered recursive for the purpose of analyses (Erdem et al. 

2006; Kline 2005, p103). 

 

A full structural test of this model would enable all error to be accounted for. However, 

although the sample size is above 200 (needed to provide confidence in the parameter 

estimates calculated), the number of parameters to be estimated exceeds the accepted item-to-

subject ratio estimated, where a ratio of 20:1 is desirable, yet 10:1 is more realistic (Kline 

2005, p111). The model does not detail the potential moderating variables of product 

involvement and familiarity which will be included into the sub-models to eliminate 
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specification error in relation to their potential effects, which will again decrease this ratio. 

Therefore, steps were taken to improve this ratio. 

Figure 6.1: Latent Causal Model of Product Placement Effects 
 

 

6.2.1 Composite variables 

To test the model with an acceptable item-to-subject ratio, composite variables were created 

by parcelling all items for each factor. Theoretically, the best scenario is to model the data as 

closely as possible, accounting for as much error as possible (Little et al. 2002). This is a 

particular limitation of parcelling when heterogenous items are parcelled together because the 

source of variance, and thus some information, may be lost. In constrast to theis argument, 

proponents of parcelling advocate that, where a construct is more abstract, the parcel is a more 

reliable and indicative measure of the construct (Little et al. 2002), than single items. 

Furthermore, on a more practical level, parcelling often overcomes issues surrounding scaled 
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items, where distributional requirements of structural equation modelling are more likely to 

be met and there are smaller gaps between scale intervals such that the variables more closley 

replicate continuous data, as intended. For this reason, uni-dimensional parcels, based on 

homogenous items, were created for this study. 

 

As demonstrated in previous sections, both higher-order and first-order constructs have been 

validated using SEM. From this base, each uni-dimensional factor was parcelled, such that 

first-order parcels were used as individual indicators for any higher-order factors. For 

instance, the three-factor, higher-order factor of identification with the participants was 

reduced to a first-order factor with three parcelled indicators of understanding, feeling and 

goal empathy. Where a uni-dimensional construct was found, such as with each of the brand 

outcome measures, a single parcel was used as an indicator. For those cases where parallel or 

tau-equivalent models were not significantly different to the congeneric model, equal weights 

were used. Where a congeneric fit better than the tau-equivalent model, the factor score 

weights were calculated as follows, where  is the variance of the factor,  are the factor 

loadings and  is the estimated covariance matrix (Jöreskog, Sörbom, and Inc 1989): 

Factor Score Weights (ω) =  

 

Subesquently, the parcels were then developed as a weighted score as follows: 

Composite Score ( ) =  

 

Rather than use the total parcel scores, research suggests that a more accurate structural model 

can be developed by using single-indicator latent variables, where the scale score is the sole 

indicator for the latent variable. Measurement error is accounted for by using reliability scores 

to generate an estimate of the parcel item error (Coffman and MacCallum 2005). Therefore, 
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based on calculations developed by Munck (1979), both regression coefficients and error 

variances were calculated as follows: 

Regression coefficient (λ) =  

Measurement Error Variance (θ) =  

By parcelling all unidimensional factors, the number of parameters to be estimated was 

reduced from 51 to 28. Also, based on inspection of frequency histograms, the composite 

variables demonstrated a closer approximation to normality, although tests confirmed that 

statistical normality was not demonstrated in most cases. 

 

Despite this reduction, the number of parameters to be estimated still exceeded the acceptable 

item-to-subject ratio, with a ratio of 7.25, and with the additional exogenous, control variables 

of brand familiarity and product involvement, and the corresponding correlations, this 

decreased to a ratio of 4.83:1. To enhance this ratio, two sub-models were tested to enable 

more stable estimates to be calculated via this asymptotic statistical procedure, and to initially 

test all control variables that may have an influence. Accordingly, two distinct paths were 

tested independently for each brand, where all exogenous variables were tested for their effect 

on brand affiliation and brand quality separately. Once the relationships were confirmed in 

these sub-models the significant pathways were again tested as a complete structural model 

for each brand, to allow for relationships between endogenous variables to be examined. 

However, before examining the results of these proposed models for all three brands, 

differences between the three brands must be examined. In particular, differences in brand-

program fit, as this is expected to moderate the relationship between the viewing-related 

variables and brand outcomes. 
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6.3 Differences between Brands 

Key differences between the three brands were examined by testing for mean differences in 

brand-program fit, brand familiarity and product involvement. Although they are not the 

constructs of interest, the relative level of brand familiarity and product involvement for each 

of the brands was determined to allow interpretation of any potential moderating effects. In 

particular, this enabled both within-brand and between-brand effects to be understood and 

interpreted. 

6.3.1 Brand Program Fit 

The four factors relating to brand-program fit were validated as latent constructs, therefore, 

testing for differences in each of the factors involves a test of latent mean structures (Byrne 

2001, p227). To enable this, both the covariance and mean structures were tested within a 

multi-group model. As a necessary condition, factorial invariance was tested across groups by 

constraining factor loadings to be equal and assessing measurement model fit. This was tested 

for the two congruence factors (expectancy and relevancy) and then separately for 

significance to the plot and inclusion within the scene. Both exact and incremental model fit 

indices suggest a good fit (p=0.927, 0.299) when factor loadings are constrained, confirming 

factorial invariance across groups (see Table 6.1). 

Table 6.1: Tests of Factorial Invariance for Brand-Program Fit Constructs Across 
Brands 

 
Model CMIN DF P CMIN/DF SRMR GFI AGFI 
RELEVANCY/EXPECTANCY 45.438 32 .927 1.420 .0216 .976 .953 
SIGNIFICANCE/INCLUSION 61.944 31 .299 1.998 .0419 .968 .935 

 

Several other model considerations are relevant to mean structure analysis, notably that the 

intercepts of all observed variables are constrained to be equal across groups to allow for 

mean estimation (Byrne 2001, p238). Although latent mean structure analysis does not 

provide absolute mean levels, one set of group means is constrained to zero and relative mean 

differences are calculated from this base. Initially, the means for the body spray brand were 
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constrained to zero, therefore any positive (negative) mean difference indicated a greater 

(smaller) mean than the body spray brand. A subsequent test of mean difference was 

undertaken for the small car and cosmetics brands in order to estimate effect size, with the 

small car means constrained to zero. 

Although all factors were measured on the same scale, making the absolute difference in 

means more interpretable to a 7-point scale, effect size indices were calculated to provide an 

indication of the strength of the difference. Thus Cohen’s d was calculated for each of the 

pairs of means where estimates of 0.2 indicate a small difference, 0.5 indicate a medium 

difference and greater than 0.8 indicates a large difference. 

 

Good fit indices were necessary for any of the mean estimates to be accepted; in particular the 

baseline comparison indices such as the comparative fit index (CFI), as well as the RMSEA 

are relevant. Notably, incremental fit indices such as the GFI and AGFI are not relevant for 

mean structure analysis. Both multi-group models demonstrated good fit with CFI estimates 

of 0.986 and 0.987 and RMSEA estimates of 0.034 and 0.038 (see Table 6.2). 

Table 6.2: Model fit estimates for Brand Program Fit Tests of Mean Structure 
 

Model NPAR CMIN DF P (Bol) CMIN/DF CFI RMSEA 
SIGNIFICANCE/INCLUSION 42 73.851 39 .234 1.894 .986 .038 
EXPECTANCY/RELEVANCY 41 68.230 40 .477 1.706 .987 .034 

 
Table 6.3: Model fit estimates for Brand Program Fit Tests of Mean Structure 

 
Small Car from Body Spray Mean Diff S.E. C.R. P Cohen’s d Effect Size 
SIGNIFICANCE -.584 .162 -3.618 *** -0.39 Small 
INCLUSION -.329 .138 -2.382 .017 -0.25 Small 
RELEVANCY -.307 .133 -2.314 .021 -0.25 Small 
EXPECTANCY -.728 .139 -5.237 *** -0.55 Medium 
Cosmetics from Body Spray Mean Diff S.E. C.R. P Cohen’s d Effect Size 
SIGNIFICANCE 1.111 .158 7.021 *** 0.76 Large 
INCLUSION 0.692 .129 5.360 *** 0.56 Medium 
RELEVANCY 1.288 .141 9.128 *** 0.98 Large 
EXPECTANCY 0.636 .139 4.560 *** 0.48 Medium 
Cosmetics from Small Car Mean Diff S.E. C.R. P Cohen’s d Effect Size 
SIGNIFICANCE 1.653 .158 10.482 *** 1.20 Large 
INCLUSION 1.020 .140 7.308 *** 0.79 Large 
RELEVANCY 1.639 .143 11.486 *** 1.29 Large 
EXPECTANCY 1.370 .142 9.644 *** 1.08 Large 
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Table 6.3 shows significant differences between each of the three brands for all brand-

program fit factors. As expected, the largest effects were found between the cosmetics and 

small car brand, where the cosmetics brand fits significantly better with the program. The 

difference in fit between the cosmetics and the body spray brands is also significant to a 

varying degree, with a larger positive difference observed in the ‘relevancy’ and 

‘significance’ of the cosmetic brand (diff = 1.288, 1.111). Therefore the cosmetic brand has a 

large and significant difference from the other two brands in relation to fit. Furthermore, there 

were significant differences between the fit of the small car and body spray brands in the 

hypothesised direction, yet they were only small effects, with the exception of a moderate 

difference in expectancy. 

 

These results provide strong support for a greater fit between the cosmetics brand and the 

program and, to a lesser extent, the fit of the body spray brand. As expected, the small car 

brand exhibited a lesser fit. Further analysis will be undertaken between brands, where it is 

hypothesised that the cosmetics brand, due to a significantly greater fit, will experience more 

significant and pronounced effects in relation to viewers’ identification with the program 

participants and their perceptions of advice credibility. However, it is important to first 

recognise further potential differences between brands, which may be controlled for within 

the models. 

6.3.2 Control Variables 

In addition to the fit between brand and program, two control variables were measured to 

account for potential differences in effects: Both product involvement and brand familiarity 

were hypothesised to enhance the level of elaboration and product placement effects such as 

recall.  Statistical comparisons of means tests were conducted across the three brands for both 

control variables. Product involvement was validated as a latent construct and, therefore, a 

test of mean structures was conducted, similarly to the brand-program fit constructs (see 
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Table 6.4). Familiarity was measured using a single item which was found to be non-normal 

for all three brands. As such, the non-parametric versions of the repeated measures ANOVA 

and subsequent post-hoc tests were conducted, namely the Friedman and Wilcoxon signed-

rank tests (see Table 6.5).  

Table 6.4: Mean Differences in Product Involvement 
 

PRODUCT INVOLVEMENT Mean Diff S.E. C.R. P Cohen’s d Effect Size 
Small Car from Body Spray -1.857 .168 -11.084 *** -1.13 Large 
Cosmetics from Body Spray .118 .169 .696 .486 0.07 - 
Cosmetics from Small Car 1.975 .172 11.453 *** 1.17 Large 

 
Large significant differences in product involvement were found between small cars and both 

body spray (μdiff=-1.857) and cosmetics (μdiff=1.975). This is not surprising considering the 

young female sample. Interestingly, the sample of viewers was equally involved in cosmetics 

as they were with body spray (μdiff=0.118). The viewer panel was also significantly more 

familiar with the body spray brand prior to viewing the program than they were with either 

the small car or cosmetics brand. This difference in familiarity was larger between the 

cosmetic (μ=4.03) and body spray (μ =6.28) brands, the cosmetic brand being the least 

familiar. A medium yet significant difference was found between the small car (μ=5.17) and 

the other two brands. 

Table 6.5: Test of Differences in Brand Familiarity 
 

Brand Familiarity Mean Std. Dev Friedman test 
   Mean Rank Asymp sig. 
Cosmetics 4.03 2.333 1.56 *** 
Body Spray 6.28 1.257 2.49  
Small Car 5.17 1.889 1.95  
 Mean 

Diff 
Wilcoxon Test Cohen’s d Effect Size 

 Z Asymp. Sig.   
Small Car from Body Spray -1.11 -7.496 *** 0.69 Medium 
Cosmetics from Body Spray -2.25 -9.567 *** 1.20 Large 
Cosmetics from Small Car -1.14 -5.447 *** 0.54 Medium 

 
By understanding the potential differences between brands, the moderating role of these 

constructs can be better interpreted. Specifically the moderating role of brand-program fit will 

be assessed by examining fundamental differences in the individual brand model structures. 

Also, further multi-group analysis will be conducted to test for any significant differences in 
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the size of the effects of both identification with the participants and advice credibility, whilst 

controlling for both product involvement and brand familiarity within the model. 

 

6.4 Structural Model Testing 

All models were tested using maximum likelihood (ML) estimation. Although the data was 

not normal, an assumption for ML estimation, this concern was overcome by calculating the 

bootstrap estimates for the significance of overall model fit and for model estimates. All 

exogenous variables were assessed for their effect on brand affiliation and brand quality 

within two sub-models, as well as their indirect effects on brand appeal. In some instances, 

modifications were made to remedy poor model fit. At this point, the analysis moves from 

strictly confirmatory to more exploratory analysis. Although some of these changes related to 

direct effects on brand appeal within the sub model, it was important to then test the full 

models to ascertain whether the significant direct effects were subsequently mediated by 

either brand quality or brand affiliation, once they were analysed together. Therefore, as well 

as providing more stable estimates, this two-stage modelling process provided an 

understanding of the various pathways to brand appeal. 

 

6.4.1 Assessing Model Fit 

Several estimates were assessed to ascertain the significance of the model and the 

relationships tested. As with the measurement models, indices of exact and incremental fit 

were assessed, where the chi-square test needs to be non-significant at the 0.05 level to accept 

the model. The Goodness of Fit Index (GFI), Adjusted GFI (AGFI) and Tucker Lewis Index 

(TLI) should be above 0.95, Root Mean Squared Error of Approximation (RMSEA) below 

0.05 and Standardised Root Mean Square Residual (SRMR) below 0.06 to confirm a good fit. 

The Consistent Akaike Information Criterion (CAIC) is provided as a comparative measure of 
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fit, where the model with the smallest estimate fits more parsimoniously. These were all 

assessed as incremental model re-specifications were made. 

 

Once the fit of the model was confirmed, the R2 statistic was examined to determine the 

proportion of variance explained in the endogenous variables. There are no guidelines for 

what constitutes a significant proportion of variance explained as this is dependent on the 

variable of interest and the impact this variance has. Each of the models tested included the 

prior brand affiliation and quality measures for the brand, which may be expected to mask the 

variance (or lack of) explained by the constructs of interest. Therefore, the models were re-

tested after removing the prior measure to gain a better idea of the variance explained by the 

focal constructs and the relevant R2 was also reported. By assessing this figure, the value of 

advice credibility or identification with the participants for brands may be better understood.  

 

Finally, to provide an indication of the power of any effects, the size of the regression 

coefficients were assessed. Based on recommendations by Cohen (1988), a path coefficient 

with a value less than 0.1 indicates a small effect, values around 0.3 indicate a ‘typical’ or 

medium effect and coefficients greater than or equal to 0.5 indicate a large effect (Kline 2005, 

p122). 

6.4.2 Small Car Sub Models 

Brand Affiliation Path 

The model of the brand affiliation path for the small car demonstrated very good fit based on 

all fit indices and explained a good proportion of the variance in brand affiliation (R2 = 

64.9%). However, in removing prior brand affiliation from the model the variance explained 

was reduced to 33%. As hypothesised, both identification with the participants (βI=0.19) and 

brand familiarity (βF=0.11) have a significant positive influence on the viewer’s affiliation 

with the small car brand (see Figure 6.2). This result supports the proposition that the process 



180 
 

of identification engenders brand affiliation. Interestingly, this effect was found despite a 

lower level of brand-program fit for the small car brand, which indicates that this 

identification effect can occur even where the brand is not as congruent, significant nor as  

well included within the scenes. Based on the size of the regression coefficients, both brand 

familiarity and identification with the participants have only a small, positive direct effect on 

brand affiliation and a small, positive indirect effect on brand appeal (see Table 6.6).  

 

Figure 6.2: Sub-Model of the Brand Affiliation Path (Small Car) 
 

 

Chi-square (df) 23.396 (25) SRMR .0194 
p-value .554 RMSEA .000 
Goodness of Fit (GFI) .979 TLI 1.002 
Adjusted GFI (AGFI) .953 CAIC 212.792 

 
Table 6.6: Total Effects of Exogenous Variables on Brand Affiliation & Appeal (Small 

Car) 
 

 Familiar Product 
Invmt 

Prior Brand 
Affil 

Advice 
Cred 

Ident with 
Part 

Brand 
Affil 

R2 R2 

No Prior 
Affiliation .110** .062 .637** .118 .185** - 64.9% 32.5% 
Appeal .102** .058 .596** .110 .173** .935** 87.5% 89.9% 
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Brand Quality Path 

Again, the fit indices for the small car model suggest a good fit, although slightly less than for 

the brand affiliation path (CAICdiff = 10.713). Of the variance in brand quality, 54.4% is 

explained by the model and 24.4% when prior brand quality is removed (see Table 6.7).  

Figure 6.3: Sub-Model of the Brand Quality Path (Small Car) 
 

 
 

Chi-square (df) 34.109 (25) SRMR .0236 
p-value .106 RMSEA .042 
Goodness of Fit (GFI) .968 TLI .985 
Adjusted GFI (AGFI) .930 CAIC 223.505 

 

Figure 6.3 demonstrates that only identification with the participants has a medium, 

significant effect on brand quality (βI=0.25) for the small car. This indicates that when 

viewers identify with program participants, they are more likely to infer a higher quality for 

the small car brand. This was not an hypothesised effect, however, it does provide substantive 

meaning. A viewer who identifies with the program participants is likely to be more 

susceptible to any implied endorsements. Interestingly, the hypothesised path from advice 
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credibility to brand quality was not significant (βAC=0.107). Therefore, the advice within the 

program was not a determinant of viewers’ brand quality perceptions for the small car brand.  

Table 6.7: Total Effects of Exogenous Variables on Quality & Appeal  
(Small Car) 

 
 Familiar Product 

Invmt 
Prior Brand 

Qual 
Advice 
Cred 

Ident with 
Part 

Brand 
Qual 

R2 R2 
No Prior 

Quality .047 -.035 .602*** .107 .254*** - 54.4% 24.1% 
Appeal .038 -.029 .493*** .088 .209*** .820*** 67.2% 67.2% 

 

6.4.3 Body Spray Sub Models 

Brand Affiliation Path 

The fit of the brand affiliation sub-model for the body spray brand was acceptable with a χ2 

significance of p = 0.086 (see Figure 6.4). All incremental fit indices suggest a good fit with 

only slightly lesser fit than for the two small car sub-models (CAICdiff = 6.847 & 17.56). 

Unexpectedly, none of the paths for the exogenous variables were significant, with the 

exception of prior brand affiliation, which had a large significant effect on post brand 

affiliation (βA1=0.719). Specifically, the hypothesised path from identification with the 

participants to brand affiliation was not significant. This is a particularly interesting finding 

when considering the hypothesised moderating effects of brand-program fit. Body spray had a 

small yet significantly higher level of brand-program fit than the small car, hence, the 

proposed relationship between identification with the participants and brand affiliation was 

hypothesised to be greater for the body spray brand. However, the regression coefficient for 

identification (βI=0.110) was not significant at the α=0.05 level, whilst this same relationship 

was significant for the small car brand.  
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Figure 6.4: Sub-Model of the Brand Affiliation Path (Body Spray) 

 

Chi-square (df) 40.957 (25) SRMR .0382 
p-value .086 RMSEA .056 
Goodness of Fit (GFI) .962 TLI .979 
Adjusted GFI (AGFI) .917 CAIC 230.353 

 
Table 6.8: Total Effects of Exogenous Variables on Brand Affiliation & Appeal (Small 

Car) 
 

 Familiar Product 
Invmt 

Prior Brand 
Affil 

Advice 
Cred 

Ident with 
Part 

Brand 
Affil 

R2 R2 
No Prior 

Affiliation .046 .072 .719*** .085 .110 - 66.4% 24.7% 
Appeal .045 .070 .699*** .083 .107 .973*** 94.7% 94.9% 

 

 

Brand Quality Path 

The second body spray sub-model for the brand quality path also exhibited an acceptable fit 

(p = 0.086) and approximately the same fit as the first model (CAICdiff =6.942) (see Figure 

6.5).  
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Figure 6.5: Sub-Model of the Brand Quality Path (Body Spray) 

 

Chi-square (df) 41.585 SRMR .0631 
p-value .086 RMSEA .060 
Goodness of Fit (GFI) .961 TLI .975 
Adjusted GFI (AGFI) .910 CAIC 237.295 

 

Table 6.9: Total Effects of Exogenous Variables on Quality & Appeal  
(Body Spray) 

 
 Familiar Product 

Invmt 
Prior Brand 

Qual 
Advice 
Cred 

Ident with 
Part 

Brand 
Qual 

R2 R2 
No Prior 

Quality .044 .078 .673*** .195*** .073 - 64.4% 26.8% 
Appeal 88.5% 88.4% 

Direct - .080* - - - .914***   
Total .040 .151** .615*** .178*** .067 -   
 

In this instance, the hypothesised path from advice credibility to brand quality was significant 

and positive (βAC=0.195) whilst all other paths to brand quality were not significant. The 

model explains 64.4% of the variance in brand quality; however this decreases to 26.8% when 

removing the effect of prior brand quality (see Table 6.9). The direct effect size of this path 

was small to medium, as was the significant indirect effect on brand appeal (0.178). This 

significant relationship suggests that the credibility of program advice contributed to more 
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positive perceptions of quality for the body spray brand. In addition to the hypothesised effect 

of advice credibility, the fit of the model was significantly improved when allowing product 

involvement to regress on brand appeal. This is not surprising and suggests that, for those 

who are more involved with the body spray category, the placement has a direct effect on the 

appeal of the brand, which is not mediated by perceptions of quality. 

6.4.4 Cosmetics Sub Models 

Brand Affiliation Path 

The final sub-models for the cosmetics brand both required modification, where direct effects 

on brand appeal were evident. The respecified model focusing on brand affiliation included 

two extra paths where advice credibility and familiarity were found to directly affect brand 

appeal (see Figure 6.6). This respecified model demonstrated acceptable fit with a χ2 

significance of p=0.084 and indices within the appropriate range. The model explained 51.2% 

of the variance in brand affiliation, and not much less when taking away the effect of prior 

brand affiliation (44.9%) (see Table 6.10). Notably, there were a greater number of significant 

effects for the cosmetics brand. As hypothesised, the effect of identification with the 

participants was significant and positive (βI=0.259). As with the body spray brand, advice 

credibility also had a significant effect on viewer affiliation with the brand (βAC=0.153). 

Viewers with greater prior brand familiarity had a increasingly more positive brand affiliation 

(βF=0.200) and a direct affect on brand appeal was found (βAC=0.149). Yet unlike the other 

two brands, the effect of prior brand affiliation was only moderate (βAC=0.310). 
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Figure 6.6: Sub-Model of the Brand Affiliation Path (Cosmetics) 

 

Chi-square (df) 40.680 SRMR .0276 
p-value .084 RMSEA .062 
Goodness of Fit (GFI) .961 TLI .972 
Adjusted GFI (AGFI) .906 CAIC 242.703 

 
Table 6.10: Total Effects of Exogenous Variables on Brand Affiliation & Appeal 

(Cosmetics) 
 

 Familiar Product 
Invmt 

Prior Brand 
Affil 

Advice 
Cred 

Ident with 
Part 

Brand 
Affil 

R2 R2 
No Prior 

Affiliation .200** .116 .310*** .153* .259** - 51.2% 44.9% 
Appeal 79.1% 79.1% 

Direct .149** - - .150** - .736***   
Total .296** .086 .228*** .263** .191** -   

 
Brand Quality Path 

The number of significant effects on brand quality was not as great as in the case of affiliation 

(see Figure 6.7). However, the significant positive effect of advice credibility on perceptions 

of brand quality was the largest of all the exogenous effects. Specifically, the effect of advice 

credibility was expected to be greatest for the cosmetic brand as it enjoyed the closest brand-

program fit. The variance explained by the model was similar again, where 52.2% of the 

variance in brand quality was explained, only dropping to 42.2% after removing the prior 

brand quality effect (see  
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Table 6.11). As with the brand affiliation path, familiarity had a direct effect on brand appeal. 

Otherwise there were no other significant effects, except for the effect of prior brand quality.  

Figure 6.7: Sub-Model of the Brand Quality Path (Cosmetics) 

 

Chi-square (df) 40.787 (24) SRMR .0330 
p-value .086 RMSEA .059 
Goodness of Fit (GFI) .962 TLI .976 
Adjusted GFI (AGFI) .912 CAIC 236.496 

 
Table 6.11: Total Effects of Exogenous Variables on Quality & Appeal (Cosmetics) 

 Familiar Product 
Invmt 

Prior Brand 
Qual 

Advice 
Cred 

Ident with 
Part 

Brand 
Qual 

R2 R2 
No Prior 

Quality .085 -.008 .458*** .348*** .097 - 52.2% 42.2% 
Appeal 81.5% 81.5% 

Direct .116** - - - - .845***   
Total .188** -.007 .387*** .294*** .082 .845***   
 

6.4.5 Small Car Full Model 

A respecified, full model for the small car brand was tested without the inclusion of product 

involvement or advice credibility as they did not have any significant effects on either brand 

affiliation, brand quality or brand appeal (see Figure 6.8). Also, the correlated error terms for 

pre- and post-brand measures were removed as they were non-significant, indicating that the 
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within-subject measurement error between brand measures was not correlated over the two 

data collection periods. 

Figure 6.8: Full Model of Product Placement Effects (Small Car) 

 

Chi-square (df) 16.075 (19) SRMR .0236 
p-value .652 RMSEA .000 
Goodness of Fit (GFI) .983 TLI 1.005 
Adjusted GFI (AGFI) .961 CAIC 180.218 

 

Table 6.12: Final Path Effects (Small Car) 
 

 Familiar Prior Brand 
Affil 

Prior Brand 
Qual 

Ident with 
Part 

Brand 
Affil 

Brand 
Qual 

R2 R2 
No Prior 

Affiliation .102 .646*** - .283*** - - 51.2% 17.1% 
Quality - - .582 .340*** - - 61.2% 18.3% 
Appeal .079 .502*** .116 .287*** .776*** .199*** 87.7% 89.3% 

 

All model fit indices indicate a very good fit and analysis of the R2 indicates that a good 

proportion of the variance in the dependent variables was explained, where 51.2% of brand 

affiliation, 61.2% of brand quality and 87.7% of brand appeal were explained via the 

modelled relationships (see Table 6.12). Although, this was diminshed to 17.1% and 18.3% 
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after taking away the effect of prior measures. As expected, viewers’ prior brand affiliation 

and perceptions of quality continued to have large direct effects on the associated post-

viewing measures (βA1=0.646, βQ1=0.582). Of greater interest, identification with the 

participants also had a moderate significant effect on viewers’ affiliation with the brand 

(βI=0.283) and brand quality perceptions (βI=0.340). Interestingly, the appeal of the small car 

brand was more directly affected by viewers’ affiliation with the brand (βA2=0.502) than by 

their ratings of brand quality (βQ2=0.116). Furthermore, a significant, indirect effect of the 

viewers’ identification with the participants on brand appeal (0.287) was found, enabled by 

direct effects on both brand quality and affiliation. More specifically, the size of the indirect 

effect via the brand affiliation pathway solely (0.264) suggests that, for those viewers who 

identify with program participants, a higher affiliation with the brand contributes to their 

subsequent desire for the brand in this context. Nonetheless, the effect of prior brand 

affiliation is still the primary driver, with a large indirect effect on brand appeal (0.502). 

 

6.4.6 Body Spray Full Model 

The respecified full model for the body spray brand needed further modification after testing. 

First, the direct effect of product involvement on brand appeal was removed as it was no 

longer significant. This was unsurprising as the original effect was very small and weak 

(βPI=0.080*). More importantly, advice credibility was found to have a significant and 

positive effect on brand affiliation after this remodification. A change in the significance of a 

path after the deletion of other variables suggests some collinearity between the variables. 

This is most likely due to the moderate correlation between advice credibility and 

identification with the participants (ρ=0.67).  
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Figure 6.9: Full Model of Product Placement Effects (Body Spray) 

 

Chi-square (df) 10.644 (9) SRMR .0094 
p-value .411 RMSEA .030 
Goodness of Fit (GFI) .986 TLI .998 
Adjusted GFI (AGFI) .956 CAIC 130.595 

 

Table 6.13: Final Path Effects (Body Spray) 
 

 Prior Brand 
Affil 

Prior Brand 
Qual 

Advice 
Cred 

Brand 
Affil 

Brand 
Qual 

R2 R2 
No Prior 

Affiliation .751*** - .169*** - - 64.2% 8.7% 
Quality - .695*** .273*** - - 63.1% 15.6% 
Appeal    96.1% 96.3% 

Direct - - - .689*** .312***   
Total .217*** .517*** .202*** .689*** .312***   

 

In contrast to the small car brand, the final model indicates that perceptions of the advice 

within the program had a significant effect (see Figure 6.9). Both brand affiliation (βAC=0.169) 

and brand quality (βAC=0.273) were directly affected and the indirect effect of advice 

credibility on brand appeal was also significant (0.202) (see Table 6.13). This indirect effect 

on brand appeal is achieved via both brand quality (0.085) and brand affiliation (0.117) paths. 
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Therefore, both the affiliations developed and endorsement of quality drives the desire for the 

brand. Unlike the small car, all three brand outcomes for the body spray were significantly 

affected by whether the viewer thought the advice was credible. 

6.4.7 Cosmetics Full Model 

After combining the sub-models for the cosmetics brand, there was only one modification, 

where again, the direct effects on brand appeal were no longer significant (see Figure 6.10).  

Figure 6.10: Full Model of Product Placement Effects (Cosmetics) 
 

 

Chi-square (df) 45.774 (31) SRMR .0379 
p-value .121 RMSEA .049 
Goodness of Fit (GFI) .960 TLI .984 
Adjusted GFI (AGFI) .916 CAIC 266.736 

 

As expected, viewers who identify with participants have a greater brand affiliation with the 

brand after viewing (βI=0.211). Moreover, positive perceptions of advice credibility within 

the program were found to contribute to greater evaluations of brand quality (βAC=0.419). This 
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indicates that source effects were important for the cosmetics brand. More specifically, this 

result suggests that the viewer accepts the program as a source for the brand cue and therefore 

more positive perceptions of the source’s credibility prompt more positive attributions for the 

placement and, subsequently, a better brand quality evaluation. 

 

As with the body spray brand, viewer affiliation with the cosmetics brand was also 

significantly and positively influenced by their perceptions of advice credibility (βAC=0.201).  

Therefore, viewers who perceive the program advice as more credible are likely to become 

more affiliated with the brand. 

Table 6.14: Final Path Effects (Cosmetics) 
 

 Familiar Prior Brand 
Affil 

Prior Brand 
Qual 

Advice 
Cred 

Ident with 
Part 

Brand 
Affil 

Brand 
Qual 

R2 R2 
No Prior 

Affiliation .184*** .387*** - .201** .211** - - 50.0% 27.0% 
Quality - - .503*** .419*** - - - 51.4% 32.1% 
Appeal     88.6% 88.2% 
Direct - - - - - .447*** .565***   
Total .082** .281*** .173*** .324*** .094** .558*** .447***   

 

Based solely on the significance of the paths for each brand, the cosmetics brand exhibited 

more significant relationships: both identification with participants and advice credibility 

contributed to brand outcomes (see Table 6.14). Due to a higher level of brand-program fit, 

the effect of both identification with the participants and advice credibility were expected to 

be stronger for the cosmetics brand. However, to ascertain whether these relationships are 

significantly greater for the cosmetic brand, tests of significant differences between path 

coefficients were undertaken via multi-group analysis. 

 

6.5 Multi-Group Analysis between Brands 

From the analysis of the separate structural models, differences in the effects of both the 

viewing related variables as well as brand familiarity emerged. Before a test of the causal 

structure of the hypothesised models can be undertaken and comparisons between specific 
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path coefficients can be made, a number of precursory steps must be undertaken (Byrne 2001, 

p250).  

6.5.1 Baseline Model 

To begin with, a multi-group baseline model was established. The baseline model in this 

instance was based on the combination of individual brand models previously tested (see 

Figure 6.11).  

Figure 6.11: Baseline Model of Product Placement Effects (Multi-group) 
 

 

Notably, some paths were non-significant for certain brands. This difference in significance 

denotes a fundamental difference in the baseline models for each brand. However, where 

paths are not significant for individual brands, they may be constrained to zero whilst 

allowing the path to be freely estimated for other groups (Byrne 2001, p206). Therefore, tests 

of structural invariance will only be undertaken between significant paths, as indicated in 
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Table 6.15. For example, identification with the participants was only found to significantly 

affect brand affiliations for the small car and cosmetics brands, so it is logical that a test of 

differences should only be undertaken between these two brands. Where only one path is 

significant, no further test is required. 

Table 6.15: Significant and Non-significant Paths within the Baseline Model 
 
Path  Independent Dependent Significance of Path  
Ref   Small Car Body Spray Cosmetics  

P1 Identification Brand Affiliation Sig (ns) Sig. Test 
P2 Advice Credibility Brand Quality (ns) Sig Sig Test 
P3 Identification Brand Quality Sig (ns) (ns) No test 
P4 Advice Credibility Brand Affiliation (ns) Sig Sig Test 
P5 Familiarity Brand Affiliation Sig (ns) Sig Test 
P6 Prior Brand Affiliation Brand Affiliation Sig Sig Sig Test 
P7 Prior Brand Quality Brand Quality Sig Sig Sig Test 
P8 Brand Affiliation Brand Appeal Sig Sig Sig Test 
P9 Brand Quality Brand Appeal Sig Sig Sig Test 

6.5.2 Measurement Invariance Testing Across Product Categories 

Another condition in testing path coefficients across groups is that measurement of the 

constructs is invariant across groups (brands). Establishing measurement invariance is 

important because it is necessary to ensure that any difference is not a function of the 

variation in measurement across groups for any subsequent tests of path coefficients between 

groups to be valid. The process for testing measurement invariance is hierarchical, as outlined 

in section 5.3.1. The same process was carried out to ascertain the level of measurement 

invariance that may be present across the three brands. Hence, simultaneous multi-group 

models of the three brand outcome factors were undertaken. Analysis of the significance level  

and incremental fit indices indicated support for partial invariance, whereby the error 

variances are not equal across groups (see Table 6.16). Although strict measurement 

invariance is ideal, it may not be reasonable to expect that each of the constructs will elicit the 

same pattern of error in three distinct product categories, and proceeding on the basis of equal 

factor loadings is acceptable. 
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Table 6.16: Tests of Measurement Invariance for All Brand Measures across Brands 
 
Model: Brand Measures Χ2 DF P(Bol) GFI AGFI RMSEA ∆Χ2 P 
Unconstrained 68.573 33 .522 .970 .923 .042   
Equal Factor Loadings 84.116 41 .308 .962 .923 .042 15.542 .05 
Equal Error Variance 151.969 55 .019 .938 .905 .054 83.395 *** 
 

6.5.3 Path Coefficient Tests 

Multi-group analysis allows for any differences in effects to be assessed by testing for 

invariance in the structural coefficients within the model. As with measurement invariance, 

this requires a comparison of unconstrained and constrained models via a chi-square 

difference (∆Χ2) test. If there is no significant difference between models, then structural 

invariance is confirmed. In testing the equivalence of the causal structure between brands, it 

was also important that the baseline model be tested for all brands simultaneously without 

constraints (aside from non-significant paths = 0). 

Table 6.17: ∆Χ2 test of Final Model 
 
Model Χ2 DF P(Bol) GFI AGFI RMSEA ∆DF ∆Χ2 P 
Baseline 124.184 93 .413 .965 .934 .017 - - - 
Structural Weights Equal 179.870 81 .027 .950 .915 .030 12 55.686 .000 

 

As indicated in Table 6.17, the baseline model demonstrated good fit, with a significance 

level of p=0.413 and GFI=0.965, AGFI=0.934 and RMSEA=0.017. After constraining the 

structural weights, the change in Χ2 was significantly different from the baseline model 

(p=0.000), indicating some structural variance within the structural paths. To identify the 

source of invariance, each structural weight was constrained in a stepwise manner and a 

further ∆Χ2 test was undertaken for each constrained model. In cases where one brand had a 

non-significant path the process was undertaken by comparing only the two brands with 

significant paths. 
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Table 6.18: Test of Structural Invariance for Individual Path Coefficients 
 
Path  Independent Dependent Χ2 DF P(Bol) ∆DF ∆Χ2 P 
P1 Identification w Part Brand Affiliation 79.278 69 .542 1 .789 .375 
P2 Advice Credibility Brand Quality 96.833 70 .109 1 5.117 .024* 
P4 Advice Credibility Brand Affiliation 91.927 70 .174 1 .211 .646 
P5 Familiarity Brand Affiliation 79.295 69 .530 1 .805 .370 
P6† Prior Brand 

Affiliation 
Brand Affiliation 146.905 107 .127 2 22.721 .000*** 

P7†† Prior Brand Quality Brand Quality 132.762 107 .304 2 8.578 .014* 
P8†† Brand Affiliation Brand Appeal 140.370 107 .212 2 16.186 .000*** 
P9††† Brand Quality Brand Appeal 144.633 107 .166 2 20.449 .000*** 

†Post-hoc tests indicate a significantly greater coefficient for Body Spray brand only 
††Post-hoc tests indicate a significantly lower coefficient for Cosmetics brand only 

†††Post-hoc tests indicate a significantly greater coefficient for Cosmetics brand only 
 

None of the paths from identification with the brand, advice credibility or brand familiarity 

were significantly different between brands, except for path two (P2) (p=0.024) (see Table 

6.18). This significant result indicates that the positive effect of advice credibility on 

perceived brand quality was greater for the cosmetics than for the body spray brand. This 

particular outcome was expected because the cosmetics brand had a closer brand-program fit. 

Hence, the source effects relating to the program were expected to have a greater effect on 

perceived quality. Although this was the only significant difference, further moderating 

effects were apparent via the change from a significant to non-significant path between 

brands. An analysis of these further moderating effects is described in the next section. 

6.6 Moderating Effects 

To understand potential moderating effects, results for each of the brands were assessed 

together. Table 6.19 outlines the significance of each of the paths, which also denote positive 

relationships between the independent and dependent variables as labelled. The moderating 

effects examined only relate to paths one (P1) to four (P4). Therefore, although they were 

tested, paths five to nine were not included in the analysis. However, the omission of product 

involvement as a moderating variable will be discussed. 
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Table 6.19: Significant and Non-significant Moderated Paths Hypothesised for All 
Models 

 
Path  Independent Dependent Significance of Path 
Ref   Small Car Body Spray Cosmetics 

P1 Identification w Part Brand Affiliation Sig (ns) Sig. 
P2 Advice Credibility Brand Quality (ns) Sig        < Sig 
P3 Identification w Part Brand Quality Sig (ns) (ns) 
P4 Advice Credibility Brand Affiliation (ns) Sig Sig 

*This positive significant effect is greater than for the body spray brand 

6.6.1 Product Involvement 

Based on the individual brand models, product involvement had no significant effect on any 

brand outcomes and so, was subsequently removed from the analysis. Although not a focal 

construct, it is interesting to note that product category involvement has had no significant 

effect on affiliation with the brand nor perceptions of brand quality. Elaboration was expected 

to be enhanced when viewers are more highly involved in the product category. Although this 

was not specifically tested, perhaps greater elaboration may still be undertaken, yet may not 

be sufficient to persuade an involved consumer to change their perceptions of quality or 

affiliation with the brand. 

6.6.2 P1: The Effect of Identification on Brand Affiliation 

Viewers who reported a greater identification with the participants had a greater affiliation 

with the brand after viewing placements for both the small car and cosmetic brands. Although 

this effect was expected to be greater for those brands with a greater brand-program fit, this 

was not confirmed. Moreover, this relationship was not significant for the body spray brand. 

Although the body spray brand enjoyed a moderate level of brand program-fit and, hence, was 

expected to generate a greater brand affiliation via identification by viewers, this brand also 

enjoyed a greater level of brand familiarity than both the small car and cosmetic brands. Thus, 

the lack of an identification effect for the body spray brand may stem from the moderating 

effect of brand familiarity. Such strong brand familiarity (μ = 6.28 on a 7 point scale) may 

reflect viewers’ entrenched notion of their affiliation with the body spray brand or lack 
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thereof. This may be particularly the case if the brand is portrayed with a similar image to that 

already known; a maintenance strategy. 

 

Nevertheless, the results suggest that the effect of identification on brand affiliation is not 

moderated by brand-program fit, as the relationship is just as strong for the small car brand as 

it is for the cosmetics brand (p=.375). As mentioned previously, this symbolic effect, where 

affiliation with the brand is generated, occurs regardless of congruence, significance or 

relevance of the brand to the program. 

6.6.3 P2: The Effect of Advice Credibility on Brand Quality 

A moderating effect of brand-program fit was found in relation to the effect of advice 

credibility on viewers’ perceptions of brand quality as expected. This positive relationship 

was significant for both the body spray and cosmetic brands, which both have significantly 

higher levels of brand-program fit than the small car. In turn, the cosmetic brand exhibited a 

significantly greater effect than the body spray brand (p=0.024). 

6.6.4 P3: The Effect of Identification on Brand Quality 

The only brand for which identification had an effect on brand quality was the small car 

brand.  This was not a hypothesised effect, but remains an interesting finding as it indicates 

that the process of identification is not enhanced by a greater brand-program fit as expected. 

Indeed, cars exhibiting the least fit of all three product categories, this significant result may 

even suggest that a lesser fit between brand and program could bolster the effectiveness of 

identification. 

6.6.5 P4: The Effect of Advice Credibility on Brand Affiliation 

As with path two, a moderating effect of brand-program fit was partially supported, whereby 

more positive assessments of advice credibility generated greater brand affiliation for both the 

body spray and cosmetics brands, yet not for the small car brand. This provides further 
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support for the notion that source effects are more important when there is a greater brand-

program fit. Interestingly, this effect applies to both internalising beliefs about brand quality 

and generating further brand affiliation. That this relationship was not greater for the 

cosmetics brand may indicate that advice credibility does not have a different effect on brand 

affiliation for moderate to high levels of brand-program fit. 

 

Overall, this analysis of moderation provides support for the moderating effect of brand-

program fit, in relation to advice credibility. Conversely, and unexpectedly, brand-program fit 

was not found to moderate the effect of identification with the participants, although 

perceptions of brand quality were enhanced for the brand with the least fit. These findings 

may have some interesting implications. In general this means that source effects are relevant 

when generating both beliefs about quality and affiliation but only if the brand fits with the 

program. However, fit is irrelevant when aiming to achieve brand affiliations, and may even 

be a potential inhibitor when aiming to change brand quality perceptions via identification 

with the participants. This will be examined within the next chapter as these findings are 

discussed. 

 

6.7 Conclusion 

In this chapter, the hypothesised relationships were tested within both individual models for 

each brand and then across brands via a baseline model of product placement effects. The 

model was specified using composite constructs and moderating factors were also tested to 

ascertain differences across brands. Several effects were found: Identification was relevant for 

both the small car and cosmetics brand, and advice credibility was relevant for the body spray 

and cosmetics brand. The number of significant effects was greatest for the cosmetics brand, 

suggesting a significant and positive moderating effect of brand-program fit. A multi-group 

analysis between brands revealed only one significant difference between the strengths of 
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significant path coefficients, where the positive effect of advice credibility on brand quality 

perceptions was enhanced by a greater fit. Further moderating effects were then assessed 

based on whether a significant or non-significant path was found for each of the brands. 

Brand-program fit was found to moderate the relationship between advice credibility and both 

perceptions of quality and viewer affiliation with the brand. However, this effect was not 

found in relation to viewers’ identification with the program participants. With an 

understanding of the significance of the results, their contribution to theory will be explained 

in the next chapter, as well as their application to industry, limitations of the study, and final 

conclusions. 
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Chapter 7 : Discussion and Conclusions 
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7.1 Introduction 

Chapter seven presents the general conclusions of this study. Findings will be presented 

progressively, with the more relevant key findings outlined first, followed by alternative 

explanations and intervening effects. This chapter will also be used to explain how the various 

theories discussed early within this thesis relate to the results. In particular, the psychological 

processes undertaken by viewers will be explored as they are directly relevant to the findings, 

whereas media theories were used to inform the model. Once the findings are explained, their 

implications for practitioners and regulators will be discussed, with interesting ramifications 

for producer-brand negotiations as well as public policy. As with all research, a candid 

discussion of the limitations of the study is provided to explain the boundaries within which 

the results should be interpreted and utilised. Finally, the broader theoretical contributions of 

the research, as well as future directions are outlined. 

7.2 Key Findings 

The results of this study provide valuable insight into viewer processing of placements and 

the interrelationships between content, brand and audience. This discussion of key findings is 

centred on the various effects implied by the model. In particular, the identification process 

and source effects are explained, with reference to various theories of persuasion and 

elaboration. Also, alternative explanations, subsequent brand outcomes and finally the effects 

of familiarity are addressed. Although causality cannot be established with structural equation 

modelling, causal inferences can more readily be made within this study as the resultant 

associations were found after accounting for any prior affiliation with the brand, indicating 

the relationship was established during or post-viewing. This should be kept in mind when 

considering the effects found. 
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7.2.1 The Identification Process 

The data provides evidence that the identification process is associated with viewers’ 

subsequent affiliation with the brand and even enhanced perceptions of brand quality (where 

the brand does not fit as well with the program). Specifically, identification may prompt a 

viewer to affiliate themselves with any placed brand because it is associated with a world they 

are vicariously learning to become a part of. Interestingly, identification enhanced viewers’ 

affiliation with the brand despite the explicit nature of the placements studied. All the brands 

exhibited high levels of recall, so the relationship cannot be attributed to subliminal or 

unattended stimuli. Despite this, affiliations or beliefs may be adopted less consciously 

through identification, due to a lack of introspection. This is further verified because the 

identification process was associated with more positive brand affiliations regardless of fit, 

suggesting that viewers do not discount less congruent, significant or well integrated brands 

when adopting greater brand affiliations. They notice the brand but they may not elaborate on 

the brand’s presence and association with the program whilst identifying. However, 

identification involves understanding the actions, feeling the experience of and empathising 

with the successes and failures of the real participants and, as such, implies an enhanced 

rather than subdued elaboration by the viewer. 

 

This paradox may be explained by the type of elaboration that a viewer is undertaking. In 

particular, identification may be less likely to focus viewers’ thoughts on why a brand is 

present or whether any payment is afforded; a more systematic thought process. As such, 

identification may be a qualitatively different form of elaboration from that posited in the 

Elaboration Likelihood Model. With a similar notion, (Green and Brock 2000) looked at the 

concept of transportation, where a reader becomes absorbed into a narrative text. They found 

evidence that the effect of an absorbing piece of narrative writing does not fit the style of 

processing related to the central route to persuasion. Those who experienced a high level of 
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transportation when reading a story were able to recall elements of the story and elaborate 

very well. However, they were less likely to believe that elements of the story were untrue, 

regardless of whether it was stated as fact or fiction. In the same way, a viewer who identifies 

with the participants of a reality show may be able to recall all the events of the program, 

specific quotes by the participants or an explicitly placed brand, yet not assess whether that 

same brand fits with the program context. This allows its association to be as readily accepted 

as a brand with better fit. 

 

The results also provide evidence of the type of associations that are made via the process of 

identification. Rather than a general positive attitude towards the brand, as found within 

various studies of product placement, this study has also found evidence that identification 

more readily affects the symbolic associations a viewer makes. Evidence of a positive effect 

of identification on brand affiliation offers an extension of the meaning transfer model, 

positing identification as a direct mechanism through which meaning may be transferred 

within the media consumption stage (see Figure 7.1). Identification allows the viewer to be a 

vicarious member of the program setting, directly affiliating themselves with the context, 

objects, roles and brands within that experience. Thus, in identifying with the participants’ 

role, in which accepting brands, attitudes and values is encouraged in an effort to develop 

themselves, the viewer is more likely to accept the brand as a symbol of their own self.  

Figure 7.1: Meaning Movement and the Role of Identification 
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The effect of identification on viewer affiliation with the brand and even perceptions of brand 

quality has parallels with results found by Russell and Stern (2006). Specifically, the balanced 

model proposed by Russell & Stern (2006) could be modified to reflect the significant 

relationship between identification and brand affiliation found in this study. In a similar way, 

genre theory explains the intra-program relationship between the real participants of a reality 

TV program and the brand (see Figure 7.2). In particular, the brand is associated with the 

transformation of the participant to a desired self within the program environment (such as 

fashionistas in this study). The strength of the link between brand and participant 

transformation was measured in the form of brand-program fit. Although it was not a direct 

measure of the relationship with the participants specifically, it was a measure of the 

relationship between the brand and the transformational program context. As often ensured by  

the producers, the valence of the association was either neutral or positive for the three 

placements, so unlike Russell and Stern’s (2006) research, valence was not a determinant 

within this study. 

 

To continue with the comparison, the inter-program relationship between the viewer and the 

real participants is explained via identification, a fundamental gratification of reality TV. This 

may be likened to the effect of viewers’ para-social attachment to sitcom characters. 

However, identification is different to a para-social attachment as it specifically focuses on 

the process of understanding, feeling and empathising with the participant whilst viewing, 

rather than an attachment where the viewer sees the character as a meaningful referent other, 

even outside of the viewing experience. However, the two constructs have overlaps. For 

instance, a viewer who exhibits a stronger para-social attachment is more likely to vicariously 

engage in the character’s world (Russell and Stern 2006).  
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Figure 7.2: Adapted Balanced Model of Product Placement Effects 

 

Within a transformational reality program, the desired self is at the centre of this triad.  The 

real participant is learning and striving to attain this desired self, the brand is associated with 

and may contribute to this desired self, and the consumer vicariously experiences the 

participants’ transformation to the desired self. Thus, viewers enhance their affiliation with 

the brand to maintain a consistency between positive identification with the real participant 

and the role of the brand with reference to this desired self. The participants’ goal of 

becoming the desired self becomes the viewer’s goal. As they aim to develop their identity, 

the brand then facilitates that goal via its association with the desired self, and the brand is 

ultimately affiliated with the viewer’s self.  

 

Notably, brand-program fit did not affect whether the brand was subsequently affiliated with 

the viewers’ self as expected. This parallels the findings of Russell and Stern’s (2006) study 

where para-social attachment with a character was positively associated with attitude towards 

the brand, regardless of the strength of the product-character association, provided the intra-

program association was positive.  Therefore, the significant positive relationship between 

identification and the viewer’s affiliation with the brand provides evidence of a balanced 
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model of product placement effects for reality TV. Although the level of fit did not moderate 

subsequent viewer affiliation with the brand, all three brands were explicitly associated with 

the transformational program environment. As explained previously, it is likely that a less 

systematic elaboration is undertaken whilst the viewer is identifying with the program 

participants so that congruence, significance and the inclusion is not discerned. Thus, any 

explicit placement may suffice when generating an association between the brand and 

participant. However, this may not be so when associating a source with the placement. 

7.2.2 Source Effects and Attribution Theory 

The findings reveal an association between advice credibility and subsequent perceptions of 

brand quality and affiliation with the brand, for those brands that fit the program better. This 

suggests two things: first, where the brand fits better, the program is recognised as a source 

for the brand cue, and second, a favourable (unfavourable) assessment of this source 

contributes to greater (lesser) perceptions of quality and affiliation with the brand. Taking the 

first point further, where the brand has a low level of fit, the program would not appear to be a 

relevant source of the brand cue, as the credibility of the program has no effect on perceptions 

of brand quality or affiliations. An incremental effect was also evidenced since the magnitude 

of the source effect on quality perceptions decreased as fit diminished. Hence, fit determines 

the assignment of the program as a relevant source of the brand cue and the extent to which it 

may have an effect. 

 

The attribution process may be used to explain this effect, where placement of the brand is the 

focal behaviour or act (see Figure 7.3). For instance, for an attribution to be made, the person 

must first be aware of, or perceive the behaviour. In this study viewers recalled the brands 

sufficiently as well as how they were included. Next, the person must believe that the act was 

intentionally performed. Although this was not specifically assessed, the explicit nature of the 

placements (ie creating an advert or visiting the head office) would suggest that inclusion of  
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Figure 7.3: The Attribution Process - An Application to Product Placement 
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the brand would be perceived as intentional. Finally, the person must determine if they 

believe whether the behaviour was internally (ie due to their high opinion or implied 

endorsement of the brand) or externally caused (ie due to a payment). It is this final stage of 

attribution that may be used to explain the effect of brand-program fit in moderating the 

relationship between advice credibility and subsequent affiliation and perception of brand 

quality. 

 

Attribution theory deals with how a person makes causal inferences, and a discounting 

principle applies whereby any given cause is discounted if other more plausible causes are 

perceived (Kelley 1973). Granted, many viewers of Australian reality television would likely 

understand that brands and programs form agreements to enable the brands to be placed and 

thus readily assign this external attribution. However, if a correspondence bias is facilitated 

then this external attribution will be replaced by a belief that the program included the brand 

due to a high opinion or view that it belongs within the program environment (Gilbert and 

Malone 1995). Correspondence bias suggests that viewers’ misconceive that the source’s 

behaviour is due to the internal disposition or attitude of the source. 

 

An invisibility problem is one of several reasons for correspondence bias that may apply to 

product placements (Gilbert and Malone 1995). That is, a viewer may attribute the inclusion 

of the brand to a high opinion of the brand rather than a payment because the external cause is 

invisible to the observer. This is particularly true for the placements within this study as 

payment was neither spoken about on the program nor explicitly eluded to via any 

sponsorship taglines. Thus, payment or consideration for a placement is an invisible external 

cause of the placement, hence is less likely to be attributed. This particular source of 

correspondence bias may explain why the advert prime used within Cowley and Barron’s 

(2008) study induced a decline in attitudes towards the brand; since the advert made the 
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external attribution visible. However, this does not explain the moderating effect of brand-

program fit because the invisibility of the placement deal would be the same for all brands. 

 

Researchers of the attribution process have often found that internal, dispositional inferences 

are made by an observer before any external causes are discounted. Furthermore, this 

discounting process is often not fully undertaken, or correspondence bias occurs, because 

making ‘dispositional inferences’ is less cognitively taxing than discounting (Gilbert and 

Malone 1995). Correspondingly, studies have also shown that correcting a dispositional 

inference is less likely when the observer’s cognitive resources are in use. An ‘incomplete 

correction of dispositional inferences’ may apply directly to product placement scenarios 

where less taxing inferences are readily made, such as attributing the presence of a brand to 

the source’s high opinion and correction of this perception is not made because the viewer is 

busy processing the events of the program. 

 

Attribution of an internal cause for the placement can therefore be explained where conditions 

for correspondence bias exist. Once this correspondence bias is established and the program is 

perceived as the source for the placement, perceptions of its credibility, whether positive or 

negative, then influence the viewers’ perceptions of the brand. However, this was only the 

case for two of the brands, and decreasingly so for brands with lesser fit. This may be 

explained by considering the conditions for correspondence bias. Both the invisibility of the 

placement deal and diversion of resources may be affected by brand-program fit. For instance, 

where the brand does not fit well with the program, viewers are likely to be struck by the 

mismatch. Persuasion knowledge theory purports that a consumer’s ability to recognise a cue 

as a persuasion tactic is an important precursor to subsequent coping tactics, such as ignoring 

or discounting a persuasion attempt. Hence, a lack of fit between the brand and program alerts 

the viewer to the external cause or true source of the cue, enhancing its visibility due to its 

unexpected nature. 
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Furthermore, once the persuasion attempt is made visible, the viewer’s cognitive resources 

may be diverted to understanding the lack of fit between brand and program. For instance, if 

the lack of fit breaks the viewer’s usual processing of the program, then cognitive resources 

are allocated to correcting any dispositional inference the viewer has made. Hence the 

discounting principle may explain the lack of source effect for brands with lesser fit, because 

a lack of fit interrupts and allows a diversion of cognitive resources to appropriately 

recognising the true external source of the placement (Kelley 1973). Thus, the moderating 

effect of brand program fit on source effects may be attributed to an activation of the viewer’s 

persuasion knowledge, where the credibility of the program advice has no effect because the 

program is no longer considered the source. However, an alternative explanation can be made 

which does not depend on the brand or program being unequally perceived as the source. 

7.2.3 Alternative Explanations: Persuasion Knowledge and Elaboration 

All the placements within the study were explicit, hence may have been equally recognised as 

persuasion attempts, activating viewers’ persuasion knowledge. When consumers use 

persuasion knowledge, they do not always use it to resist a persuasion attempt, but merely to 

maintain control and ensure they achieve their own goals (Friestad and Wright 1994). 

Therefore, if the persuasion attempt is perceived to be fair or less manipulative, it may not be 

fully discounted. Persuasion knowledge is a broad concept that includes more than viewers’ 

awareness of the persuasion attempt. It also includes knowledge about the source, its paid 

communicators, as well as beliefs about the particular persuasion tactic, such as placements in 

general, or the traits of the source, such as advice credibility. The persuasion knowledge 

model complements other models of persuasion in that it attempts to elucidate the role that 

consumers’ own knowledge of persuasion plays in the process of persuasion. Studies of 

product placement have provided some indication of viewers’ acceptance and beliefs about 

product placement, with congruence and verisimilitude of the placement eliciting a more 
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positive response. Hence, even with knowledge of the placement deal, it is possible that when 

the brand fits well with the program; i.e. it is significant to the plot, included well, and 

congruent with the program content, viewers may knowingly perceive the program as a 

source, because producers are thought to choose well fitting brands to enhance the program. 

 

As highlighted previously, discounting and activation of a viewers’ persuasion knowledge 

requires a greater depth and more systematic elaboration than more dispositional inferences. 

However, even where the brand does not fit, the viewer may not necessarily be aware of the 

attempt to persuade and the lack of source effect may not be a result of higher levels of 

systematic elaboration. For instance, it is possible that the viewer does not consciously think 

about the placement as a persuasion attempt and hence the placement deal as a cause: The 

lack of fit between program and brand may simply render the source effects less powerful or 

ineffectual. Thus, persuasion knowledge may not necessarily be activated. Rather, the brand 

does not fit well enough with the program to generate the positive or negative effects of the 

program advice as a source. In other words, the viewer may only elaborate on the program as 

a source when the placement exhibits a better fit.  

 

This explanation is particularly interesting in light of the significant effect of identification 

with the program participants. Even where the brand did not fit well, an explicit association 

with the program was enough to affect subsequent attitudes and affiliations via the 

identification process. This suggests that the identification process is effective where there 

may be less systematic elaboration. However, perhaps a lower level of fit was not sufficient to 

effectively associate the advice to the brand. Hence, the brand needs to fit better for the 

viewer to process source effects whereas the identification process may be more peripheral. 

Regardless, the appropriate explanation for the moderating effect of brand-program fit on 

source effects is difficult to discern because it is dependent on the level and type of 
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elaboration undertaken by the viewer at the time source effects are processed; a phenomenon 

which is beyond the scope of this study, but which deserves future research. 

7.2.5 Subsequent Desire for the Brand 

Ultimate desire for a brand may be based on both perceptions of brand quality or affiliations 

to the self. This was evidenced in all three brand models where brand quality and affiliations 

consistently had a positive effect on brand appeal. However, the important results from the 

study are those that demonstrate the indirect effect that both identification with the 

participants and advice credibility have on brand appeal. Interestingly, identification with the 

participants had an indirect effect on brand appeal for the placement with lowest brand-

program fit, advice credibility had an effect on brand appeal for the placement with a medium 

level of fit and both identification with the participants and advice credibility had an indirect 

effect on brand appeal for the best fitting brand. These results are not surprising considering 

the close correlation between all brand outcomes. However, it demonstrates that if the brand 

and program have a high level of fit, desire can be generated via two different mechanisms. 

 

It is interesting to note that where the brand has a high level of fit, the indirect effect of advice 

credibility is greater than the effects of identification. The effect on brand quality is also more 

pronounced than effects on brand affiliations. In light of the previous discussion of the 

difference between the elaboration undertaken when identifying and the elaboration relating 

to source effects, this comparative result may indicate that processing of the source provides a 

stronger effect and hence, may indicate a deeper elaboration. This corroborates the 

elaboration likelihood model, where a deeper elaboration generates stronger and longer 

lasting effects. Nevertheless the findings surrounding subsequent desire for the brand may be 

influenced by what appeals to a consumer for each product category, so that comparisons 

between brands may not be reasonable. Another factor that may have created differing effects 

between brands was the level of prior brand familiarity. 
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7.2.6 Intervening Effects: Familiarity 

Had the viewer panel held a similar level of familiarity for the body spray brand, it would 

have been interesting to determine whether the effect of identification was similar to the other 

two brands. This would have allowed a more conclusive statement about the irrelevance of 

brand-program fit to the identification process. Despite this, the evidence suggests that where 

there is a sufficient range of brand familiarity, those who are more familiar will develop a 

greater affiliation with the brand. This finding supports and advances previous findings, 

where familiarity was found to have a positive effect on recall (Brennan and Babin 2004).  

 

This effect has been explained by a greater perceptual fluency for brands viewers already 

have stored in their memory (Matthes, Schemer, and Wirth 2007). Applying the same logic to 

the findings of this study, the positive effect of brand familiarity on affiliation with the brand 

could be a result of the viewers’ ability to identify the brand correctly, allowing subsequent 

affiliations to be established more quickly. As discussed, the type of elaboration a viewer 

undertakes when viewing transformational reality TV is less likely to be systematic. 

Therefore, a brand that is already recognised would have an advantage in that it requires 

fewer resources to process. Furthermore, it provides an understood meaning to the program 

environment. However, as evidenced in this study, an overly familiar brand may not have as 

much scope to gain from the program environment, because brand affiliations are already well 

understood. This exposes the juxtaposition between brand and program, where a program 

provides meaning to a brand and a brand provides meaning and context within the program. 

Where the brand is very familiar, the placement may deliver a greater benefit to the program 

than vice versa. Consequently, viewers’ affiliation with the brand may not be changed. 

Despite this, if the strategy of a brand is to maintain affiliation, or avoid another brand 

developing it, then this may be satisfactory. Indeed, the value of all the implications of this 

study is relative to the specific strategy sought by the brand manager. 
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7.3 Practical Implications 

Many of the previous studies of product placements have highlighted the negative effects that 

may be associated with explicit placements. The evidence provided by this study, however, 

suggests that practitioners need not shy away from explicit placements. The results give 

placement practitioners an understanding of how to enhance the effectiveness of such 

placements by indicating how the brand may benefit from the implied endorsement of the 

program. Furthermore, the exploration of two distinct and relevant brand outcomes provides a 

better idea of what may be achieved for the brand and what mechanisms may generate the 

greatest effect.  

 

When a brand is hoping to create desire through building viewers’ affiliation between their 

self and the brand, the practitioner should look for programs where their target market can 

easily identify with the real participants in the program. In particular, the identification 

process allows brands that do not necessarily fit the program theme to benefit from their 

association with the program. Furthermore, both viewer affiliation and perceptions of brand 

quality may be enhanced for these brands, making it important for practitioners to ascertain 

the level of identification that viewers undertake when viewing the particular target program. 

 

This level of identification is important for all brands. It may have particular implications 

when deciding on the specific episode or segment in which to integrate the brand where 

particular participants may be taking part, or where particular elements of the program format 

are known to elicit higher levels of identification (ie the challenges). This entails a much 

closer examination of the characteristics of the participants and their capacity to engender 

understanding of their actions as well as empathy. This may prove difficult for brand 

managers and producers of reality TV because of the short lead times for this type of 

programming and the fleeting nature of the reality TV participant. Despite this, there is a 
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suggestion that pinpointing participants that elicit greater identification is a part of producers’ 

selection process for many transformational reality TV programs (Turner 2006). Brands may 

be advised to take notice of this process and request relevant information from producers to 

allow certain associations with desirable participants to be made. Modifications based on the 

participant’s character may allow practitioners to undertake a direct form of reality 

engineering. However, to gain the full benefit of an implied endorsement by the program, it is 

also necessary for the brand to fit well.  

 

In part, the level of fit between brand and program is determined by viewers’ expectations and 

thus prior knowledge of the brand. However, it also largely depends on whether the brand is 

showcased in a relevant way, whether it makes a significant contribution to the plot and 

whether it is well integrated within the scenes in which it is placed. Therefore, part of 

ensuring a good brand-program fit lies in matching a brand to the program content or theme 

before any specific placement execution decisions are made. This adds to the repertoire of the 

media planner, beyond matching the demographics and psychographics of the viewer. It is not 

necessarily a new insight, as many advertising studies have found that the spill-over effects of 

program can affect the viewers’ receptiveness to adverts. However, the integrated nature of 

product placement warrants planners’ closer attention to the specific content of the program 

and how well the brand may be expected within that environment. 

 

Furthermore, a good fit can be achieved through direct negotiation with the producers, 

focusing efforts on brand relevance, significance and good inclusion within scenes. As found 

via industry research, brands and producers are negotiating placement deals at much earlier 

stages of production. This allows the brand more scope to be included within the program and 

enhances its significance to the central scheme of the program. In the particular case of 

transformational reality TV, the significance of the placement will depend on whether the 

brand contributes to the transformation of the participants, which is the central tenet of the 
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format. Furthermore, this needs to be done so that something is learned about the brand in this 

process, making it relevant for the brand as well as the program. Showcasing what is new or 

different about the brand, or its superior performance or unique benefits provides a basis for 

the implied endorsement to take effect. However, this may be a delicate process as ‘forcing’ a 

brand into the scene is not advisable because the brand needs to be included well. Again, this 

will depend on the expectations of the viewer and the careful structuring of the scene to 

facilitate a placement that does not divert attention but is incorporated within the attended 

elements of program. 

 

The importance of the negotiation for specific placement execution is now evident as the 

better the fit between the brand and program, the more likely that the brand will benefit from 

the program as a source. However, even when a greater fit is established, a positive effect is 

not guaranteed. It is important to understand the capabilities of various sources within the 

program in influencing the persuasion attempt. In particular viewers’ perception of the 

credibility of the program and representative advice. This may be undertaken in a similar way 

to any advertising spokesperson, even before the program is produced. An analysis of their 

expertise and credentials as well as their ability to engender trust will be important in 

facilitating a positive appraisal of the perceived endorsement. Accordingly, the results of the 

study highlight that placements may be a double edged sword. Just as identification with the 

participants may enhance brand affiliations and even perceptions of quality, a lack of 

identification with participants; when viewers don’t understand or feel empathy for the 

participants, may well preclude the brand from affiliation with the viewer. Furthermore, 

negotiating and planning a greater level of fit may be detrimental to perceptions of brand 

quality and affiliation with the brand, if the program is not perceived as credible.  

 

Aside from the intricacies of placement execution and program effects, a further implication 

of these results is in selecting the appropriate genre in which to place a brand. Even where a 
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demographically and psychographically similar target audience may be reached, not all genres 

are equivalent. Specifically, this study provides a reference for practitioners considering 

reality television, providing guidance on how to benefit from its unique conventions and 

structure. Furthermore, these findings may be particularly useful for Australian practitioners, 

for whom many of the product placement opportunities are more explicit and often within 

reality and lifestyle TV. However, an even broader implication may be gleaned from the 

study: When deciding to place a brand in any genre, it is important to understand what the 

program provides the viewer and how best the brand can contribute to such viewer 

gratifications. 

 

The implications for this study extend beyond advice for practitioners. The results also 

provide an understanding for regulators and add to the ethical debate surrounding the practice  

of product placement. Specifically, surreptitious influence does not only stem from whether 

the brand is unnoticed, but also where the true source of the placement is less discernable. 

Proponents of product placement argue that the viewer is sophisticated enough to understand 

the practice and that the brand is identified as the source of the persuasion attempt. They also 

cite evidence of viewers’ knowledge and assumption of product placement deals. However, if 

viewers elaborate in a qualitatively different way whilst viewing, such as when they identify 

with participants, they may be more susceptible to brand cues due to a lack of systematic 

elaboration. To further support this, the findings of this study indicate that, at times, the 

program is recognised as the source of the brand cue, and increasingly so as fit increases. 

Although it is unclear whether the brand is simultaneously recognised as the source, the mere 

presence of the program effect, without a visible declaration of payment, warrants a closer 

investigation of whether viewers’ persuasion knowledge is indeed activated. Ultimately, the 

question doesn’t lie in whether the viewer can recall the brand but to what extent he or she 

recognises the external attribution (ie the payment to the program) when being persuaded by 

any explicit or implied endorsements. Although this study has not directly measured viewers’ 
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specific thought patterns whilst viewing, it informs the ethical debate on product placement 

by revealing both the potential for less discerning elaboration and the effect of the program as 

an accepted source. 

 

7.4 Limitations 

As with all research, the findings of this study should be viewed in light of a number of 

limitations. In attempting to maintain the environmental validity surrounding the target 

program, the generalisability of results was limited. Specifically, the study was restricted to 

females within an age span of 15 years. In particular, that the sample was younger than the 

general population (16-35yrs) may have induced more positive effects, as younger viewers 

have been found to be more accepting of product placement in general (DeLorme and Reid 

1999). Would a TV program attracting an older viewership, such as ‘What Not to Wear’, 

where older women are transformed via new clothing, induce the same identification or 

source effects? Perhaps persuasion knowledge may be activated in an older audience if they 

are less desensitised or acclimatised to product placement within TV programming. 

The sample was also restricted to females, due to the gender-oriented products and female 

participants within the program. Therefore, the question of whether males would be affected 

similarly remains to be tested. However, in two studies that focused on the differences 

between genders, males were either more accepting (Gould, Gupta, and Grabner-Krauter 

2000), or similarly accepting of placements (Stern and Russell 2004), and reported a greater 

behavioural influence than females (Gould et al. 2000), which suggests that effects may be 

even stronger. Interestingly, both genders saw brands differently depending on their 

contribution to different sex roles. This may indicate that the success of product placement for 

males may be enhanced as the brand contributes to a more desirable sex role; another 

interesting area for further research. In any case, other transformational programs such as 

‘Queer Eye for the Straight Guy’ or ‘Pimp My Ride’ could be similarly studied for the same 
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effects on males. Nevertheless, as with any product placement study, it would be both 

difficult and remiss to use a general population for any study of television as the very nature 

of such programming is very targeted. 

 

There were some generalisations made in reference to the units of analysis measured within 

this study. Both the advice within the program and the ability of participants to elicit 

identification are not likely to be consistent, nor consistently judged by the viewer throughout 

the program. For instance, there were 12 real participants at the beginning of the program 

with which the viewer may have identified with only some. Yet, the panel were asked to make 

an assessment of their identification with the participants in general. In doing so, the specific 

associations and nuances of particular characters and their different roles in contributing to the 

vicarious experience of the viewer, may not have been accounted for. Despite this, all the 

participants were subjected to the same challenges and scrutiny from the judges each episode. 

Furthermore, most of the participants were still contestants within the program when the 

particular brand segments were incorporated into the show, as these segments were early in 

the sequence of episodes. Also, all the participants within the said episodes were associated 

with the brands in a similar manner (ie each were modelled within adverts, all attended the 

head office), thus the general approach was still applicable. 

 

The source effects within this study were measured by focusing viewers on their perceptions 

of the general advice proffered within the program. Again, there were various unique sources 

of advice within the program. In particular, the viewer was not instructed to base their 

perception of advice on any particular judge, mentor or expert guest when asked to assess its 

credibility. Therefore, making it a general question ignored the effects of individual judges 

and the differing levels of credibility the viewer may have perceived throughout the program. 

This may have affected the attribution process as the level of perceived freedom and control 

from the goals of the producer and brands may have differed between these sources of advice. 
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For example, a viewer may not perceive that a guest would be obliged to endorse a particular 

brand as they are more likely to be acting as their own agents. Despite this, a general 

perception of the advice was deemed appropriate as the majority of advice was dispensed by 

the judges and mentors that were closely aligned with the production of the program. Thus, 

they represented a good indication of the credibility of the program. 

 

The quasi-experimental design of this study was also not without its limitations. Specifically, 

prior measurement of all brand outcome measures may have had a priming effect. Although 

this was measured by testing differences between the potentially primed and non-primed 

group, it is difficult to say whether this had an effect on the relationships found as the control 

group was much smaller (n=45), making it impossible to test the a non-primed model with 

AMOS. Despite this, a prior measure was a necessary step in allowing causal inferences to be 

made and so was deemed more important. The effect of priming may have alerted the viewer 

to the external attribution more readily, which is admittedly problematic for the interpretation 

of these results. However, as the program was recognised as the source despite the potential 

priming of persuasion knowledge, the findings are potentially more robust. 

 

Lastly, the causal structure of the model is, of course, only theoretically based. As with all 

forms of regression, only associations and correlations may be confirmed, and the order with 

which constructs affect one another are only based on theoretical reasoning. In particular, it is 

also plausible that viewers’ affiliation with a brand could allow them to more readily identify 

with the participants.  However, this effect was assessed via the inclusion of prior affiliation 

measures, and indeed, justified their inclusion. As the prior brand measure was made 

chronologically prior to the second measure, the effect of identification on the subsequent 

measure could be measured after taking into account the effect that prior affiliations may have 

had. This issue also extends to the effect of brand quality and affiliations on brand appeal, 

where it is only the theory and hypotheses that dictated the order of causal effect tested. In 
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this study, the ability of brand appeal to be indirectly affected was of interest. Nonetheless, 

such high correlations between all outcome measures make conclusions about causality or 

indirect effects particularly tentative. 

 

7.3 Theoretical Contributions 

The focus of product placement research has progressed from studies of the acceptance of the 

practice, and the impact that execution factors, product characteristics and individual viewer 

differences have on recall for brands. In particular, the complexity of the psychological 

processes and contrasting effects on various types of brand outcomes are now being explored. 

This research contributes to this field by explaining the nature of explicit placements, or 

‘product integration’, and provides reasoning for both positive and negative effects. This has 

been done by linking various known theories, including media and advertising theories. 

 

For instance, the findings further recent understanding of how viewers’ relationship with the 

program and the connection of the brand to the program may interrelate to affect the outcome 

of product placements, confirming Russell and Stern’s (2006) balance theory model. 

Furthermore, the evidence supports particular psychological processes underpinning product 

placement, such as the attribution process, and explores the link to the Persuasion Knowledge 

Model, introduced to product placement research by Matthes and colleagues (2007) and 

Cowley and Barron (2008). Specifically, theory is extended beyond awareness of the 

persuasion attempt to how a viewer might apply their persuasion knowledge if aware of the 

attempt. 

 

Along similar lines, this study suggests that viewer elaboration is an important mediator of 

product placement effects. In particular, the positive effect of identification with participants 

on both affiliation and brand quality complements and contrasts findings in relation to related 
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constructs such as program liking (Cowley and Barron 2008), involvement with the program 

(Matthes et al. 2007) and para-social attachment to sitcom characters (Russell and Stern 

2006). Unlike identification, involvement was not found to have a significant effect when 

considering similar conditions to this study (ie prominence/explicitness, positive character 

associations) (Matthes et al. 2007), and a negative effect was found in the instance of high 

program liking (Cowley and Barron 2008). In less similar circumstances, when a viewer was 

both involved in the program and had low persuasion knowledge, a similar positive effect on 

attitudes was found (Matthes et al. 2007). However, in the latter study the placement was not 

necessarily explicit and operationalisation of persuasion knowledge was more akin to 

acceptance of product placements in general, rather than awareness of the persuasion attempt. 

These results suggest that the types of involvement differ in their effects, identification 

providing a more beneficial style of elaboration. Thus, this study contributes to a greater 

understanding of elaboration and highlights the importance of discerning the level and type of 

elaboration the audience undertakes when viewing. 

 

Similar to Russell and Stern’s (2004, 2006) work on sitcoms, this research provides an 

understanding of the effects of a particular genre; reality TV. Genre theory was used to 

explain how the unique structure and conventions of transformational reality TV may affect 

product placement persuasion. In this way, media research was used to provide focus for this 

study, highlighting the role of real participants and the convention of transforming 

participants via ‘expert’ advice, which were both found to affect brand affiliation and brand 

beliefs. In particular, findings in relation to the moderating role of fit within reality TV 

provide evidence of the ‘implied endorsement’ effect that is often purported by researchers 

and practitioners.  

 

Uses and gratifications theory was also used to focus the study. Ultimately the study provided 

evidence of how a brand can benefit from being associated with audiences’ core viewing 
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gratifications, in this case identification. Marketing theory is not the only field to benefit from 

the marriage of these two fields of theory as findings provide evidence of how cultivation 

may work at a program level. Although cultivation theory posits that changes in beliefs occur 

due to consistent television portrayal over time and programs, this study has shown how 

beliefs could be changed after viewing a series of episodes. In particular, the use of a 

longitudinal study to ascertain the effect on post viewing measures, controlling for pre-brand 

measures and potential mediating factors, allowed causal inferences to be made. These effects 

may be equally relevant when changing attitudes towards cultural ideals, such as materialism 

and body image. Furthermore, the credibility of the program and identification with those 

portrayed on a program are now understood as mechanisms that facilitate changes in norms, 

attitudes and behaviours. 

 

This study was rooted in industry research which was then used to refine the constructs of 

interest via the Delphi technique. The use of practitioner knowledge was particularly valuable 

because of the breadth of opportunity for research within the field. As pointed out by 

Balasubramanian et al (2006), there were numerous hypotheses to be tested and industry 

knowledge helped to direct research so that it was both meaningful to current practice and 

focused on important constructs. In particular, this preliminary research provided the basis for 

developing a brand-program fit measure, which may be a useful tool for future studies of 

product placement. As well as this scale, many of the final measures came from both 

marketing communications and media fields, providing a test of these constructs and 

measures within a similar yet distinct scenario.  

 

Methodologically, this analysis was different to many other product placement studies 

because it involved a panel study which monitored changes within the viewer over time, 

allowing causal inferences to be made. The combination of the extended viewing experience 

and a lack of prior relationship with the program were particularly unique and ensured 
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exposure to the program was realistic and a valid treatment. Furthermore, this study has 

provided evidence of an effect on different brand outcomes. This was particularly interesting 

when considering the effect of identification, where viewer affiliation with the brand is likely 

to be attained regardless of fit. This result highlighted the influence that product placement 

can have on viewer self concept, which was yet to be explored.  

 

7.5 Directions for Future Research 

In addition to the aforesaid contributions, many questions were raised by the results of this 

study. Results in relation to both identification with the participants and source effects 

highlighted the importance of the level and type of elaboration a viewer undertakes. However, 

direct comparisons between these forms of elaboration within the same study would help to 

determine whether they induce different effects. In particular, it would be useful to confirm 

our understanding of the nature of elaboration and its relationship with persuasion knowledge. 

This could be done by ascertaining the types of thoughts that an audience has while viewing 

segments involving product placements. Following the three types of knowledge that a 

consumer may use, their activation of agent-based knowledge (or source thoughts), topic 

knowledge and persuasion knowledge could be measured to understand their 

interrelationships and any dominance. Already pioneered by (Cowley and Barron 2008) 

through their tests of concurrent advertising, the inclusion of prompts that may make the 

arrangement or payment for the placement more visible, such as taglines could be further 

explored. 

 

Although fit was ultimately found to enhance the effects of the program as a source, it is 

unclear exactly how brand-program fit affects the psychological processes undertaken by the 

viewer. Further investigation into the way viewers apply perceptions of fit may discover how 

it facilitates correspondence bias. Does a lesser fit enhance the visibility of the placement deal 
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or break the viewer’s transportation within the program, allowing resources to be used for 

discounting? Alternately, the greater the fit, the more applicable the advice may be perceived 

to be. Although subtle, these differences are important as they may dictate a different 

approach for the practitioner. To facilitate correspondence bias, transportation into the 

program and invisibility of the deal may be enhanced by avoiding unexpected placements that 

are included well within scenes. Alternately, enhancing the relevance of the brand and 

significance of the placement would enhance the applicability of the advice. 

 

This example emphasises the different elements of brand-program fit, another area for further 

investigation. Within this study, all elements were highly correlated, however, a more 

experimental approach may afford a manipulation of each of the components of fit to 

ascertain which may have more influence, or indeed, whether they interact.  

Furthermore, the particular focus of brand-program fit may be expanded. For instance, within 

this study the measure of congruence was based on expectancy and relevancy. However, the 

type of relevance may be important when considering different brand outcomes. In particular, 

the particular role that a brand takes within a program may focus the viewer on different 

elements of the brand such as its functional versus symbolic characteristics.  Similar research 

has been undertaken in the field of sponsorship (Poon and Prendergast 2006) and the potential 

to borrow from this field again beckons. 

 

As a basis for future product placement research, uses and gratifications may be used to 

understand both similarities and differences between various programs, genres and media. For 

instance, viewers may also identify with characters found within sitcoms and books, therefore 

the presence and strength of the identification effect found within this study could be tested 

across these different categories of entertainment. Furthermore, any one particular program 

may elicit different uses and gratifications. It would be interesting to see whether viewers that 

fulfil escapism needs are more or less affected than those who fulfil identification needs. 
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Thus, there is the potential to explore product placement persuasion between different viewers 

of the same program based on different uses and gratifications, whilst other environmental 

factors are controlled.  

 

More generally, the type of elaboration that is likely when a narrative or entertaining vehicle 

is used may be more powerful than a purely informative piece due to a lack of introspection 

or counter-arguing. This has been studied in relation to advertising in the form of self-

referencing copy writing (Burnkrant and Unnava 1995; Escalas 2007), but perhaps the level 

of absorption or identification may be greater in a vehicle that is viewed over a longer period 

and where a longer process of identification is allowed. This may have implications for 

developing values and shaping behaviour, as well as brand attitudes. In particular, changing 

negative behaviours, where counter-arguing is a particularly common response, may be better 

addressed through entertainment media. 

 

Although a clear causal structure was outlined within this study, the interrelationships 

between certain aspects of the program and placements may be investigated further. Most 

notably, the credibility of the program could possibly be both an independent and dependent 

variable within the product placement scenario. For instance, it is possible that the credibility 

of the advice is affected by how well brands fit within a program or the over saturation of 

placements within the program. Again, attribution theory may be used to explore this issue, 

where distinctiveness of the advisor’s behaviour is not met because endorsements are made 

over several brands (ie situations). This may cause the viewer to infer an external source for 

these endorsements. Furthermore, it is unclear whether the attribution for the endorsement 

may be influenced equally by trustworthiness of the advice or expertise. For instance, a 

viewer may perceive that the endorsement, implied or explicit, is believable or trustworthy 

but that the competency or expertise of the source is not great, limiting the change in viewer 
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beliefs. In this scenario an assessment of expertise drives the value of the endorsement, rather 

than trustworthiness. 

 

As the practice of product placement is continually changing, the industry research 

undertaken within this study may offer different results if undertaken again now or at a later 

date. Continuous monitoring of the evolution of the practice will allow new trends and 

insights to be identified. In particular, the expertise of the Australian practitioner will have 

come along in leaps and bounds since the initial study in 2004/5 and it will be useful to share 

this knowledge and learn from each other. Furthermore, interesting developments in product 

placement regulation are currently taking place in Europe and so, any further research that 

delineates the susceptibility or capability of the viewer to process and comprehend product 

placements will provide useful knowledge to this debate. Therefore, extensions of this 

research in relation to persuasion knowledge, source effects and viewer elaboration are 

encouraged, particularly where the less restrictive practice, within countries like Australia, 

may provide a realistic test case. Now that the key effects have been discussed and the 

implications outlined, a broad view of the conclusions is made. 

7.6 Conclusion 

From the outset of this study, the research has been focused on the context of the program and 

its association with the viewer and brand. Interestingly, initial input from industry was a key 

driver in extending the research direction beyond marketing communications effects, perhaps 

due to their need to consider the interrelated effects of the real placement experience. Taking 

this lead, an application of various media theories grounded the study in a more contextual 

exploration of brands within a very influential element of our culture, the television program. 

Such grounding turned the focus towards what the audience gains from their viewing 

experience, narrowing on the particular appeal and gratifications they seek from reality 

television. An investigation of the structure and conventions of reality television also 
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translated into a direct analysis of this viewer-program relationship through measurement of 

viewer identification and the credibility of program advice. So, although this study provides a 

specific explanation of placements in relation to a particular genre, it also reveals wider 

implications for how television programs may be affecting audiences through the appeal of 

various content and the norms, attitudes and behaviours producers condone or promote.  

 

Perhaps where the results provide most guidance is when more explicit placements are 

concerned. The positive associations found may provide an explanation for why this form of 

placement currently dominates the Australian television landscape. Furthermore, this study 

has revealed the effectiveness of two persuasion mechanisms that are suggested to operate in 

relation to more explicit placements. These two distinct paths depend on the relationship 

between the program and both the brand and viewer, which suggests again, that contextual 

investigations of placement effects are warranted. Lastly, it is envisaged that the evidence of 

source effects and the less discerning nature of viewer identification may guide both 

practitioners and regulators in understanding the nature of the influence that placements may 

be having on their knowledgeable yet susceptible audiences. 
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