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SYNOPSIS 

 

21
st
 century consumers are faced with the ubiquitous presence of marketing 

communications for innumerable products and brands across an expanding network of 

media platforms.  This, coupled with the increasing homogeneity of product offerings 

in today’s marketplace, has lead marketers to differentiate their brands through brand 

image and personality characteristics, with the aim of developing emotional 

connections between consumers and their brands, and personalising the consumption 

experience. 

Meanwhile broadcast television advertising faces a revolution: where once an ad 

could be placed in a prime time program with an assured reach to a captive mass 

market audience, this is no longer the case.  Digital broadcast and internet 

technologies have revolutionised the consumption of television programs, 

fragmenting television audiences and transferring control over the time and place of 

program viewing to the consumer.  Television advertisers are faced with problems and 

opportunities posed by these technological advances, both in terms of advertising 

reach and exposure, as these technologies allow viewers to determine the advertising 

messages to which they will be exposed. 

As a consequence, marketers are increasingly looking towards product placement as a 

means of cutting through advertising clutter and averting the problems of advertising 

avoidance, by embedding brand communications within program content.   In 

particular, product placement in television establishes a brand presence alongside 

characters with which an involved consumer (or fan) may hold a strong emotional 

attachment.  This form of marketing communication has the potential to allow 

marketers to develop brand associations facilitated by the pseudo-endorsement of the 

characters alongside whom their brands are placed. 

With this in mind, this thesis aimed to address the central research question: 

Does the placement of a brand in a television program impact on consumer 

perceptions of the personality of the brand placed?   
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To address this question, the research firstly involved the reduction and revision of the 

Brand Personality scale (Aaker, 1997), to ensure the applicability of the scale in an 

Australian context. 

The major study utilised a Solomon Four Group methodological experimental design, 

administered through self-administered surveys and incorporating a written script 

except as the treatment prompt.  The key finding from this research is that exposure to 

a single instance of a ‘used by character’ product placement facilitates changes in 

consumer perceptions of the personality of a brand at the trait level. 

This finding makes an important contribution to the academic literature by providing 

evidence of the potential for product placement to create brand associations that 

impact on consumer perceptions of a brand’s personality.  These findings provide 

implications for further research on the complex nature of brand associations 

facilitated by product placement, and provides an important consideration to 

practitioners when examining the effectiveness of product placement. 

 

 



iii 

 

TABLE OF CONTENTS 

 

SYNOPSIS..................................................................................................................... i 

TABLE OF CONTENTS ............................................................................................ iii 

LIST OF TABLES .................................................................................................... viii 

ACKNOWLEDGEMENTS .........................................................................................xi 

STATEMENT OF ORIGINALITY ............................................................................xii 

 

 

CHAPTER ONE: INTRODUCTION ...................................................................... 1  

CHAPTER OVERVIEW.............................................................................................. 1 

1.1 BACKGROUND TO THE RESEARCH.......................................................... 2 

1.2 RESEARCH PROBLEM AND HYPOTHESES.............................................. 6 

1.3 JUSTIFICATION FOR THE RESEARCH...................................................... 9 

1.3.1 Importance of Product Placement in Television................................... 9 

1.3.2 The Research Contribution to Date..................................................... 11 

1.3.3  Usefulness of the Application of the Research Findings..................... 13 

1.4  RESEARCH METHODOLOGY.................................................................... 14 

1.5  DEFINITIONS................................................................................................ 14 

1.6 LIMITATIONS AND SCOPE OF THE RESEARCH................................... 15 

1.7 SUMMARY AND OUTLINE OF THE DISSERTATION............................ 16 

 

CHAPTER TWO: LITERATURE REVIEW ....................................................... 18 

CHAPTER OVERVIEW............................................................................................ 18 

2.1 INTRODUCTION........................................................................................... 19 

2.2 PRODUCT PLACEMENT..............................................................................19 

 2.2.1 Product Placement in Television......................................................... 22 

 2.2.2 Importance of Product Placement in Television to Marketers............ 24 

 2.2.3 Perspectives of Film and Television Producers.................................. 26 

 2.2.4 Consumer Perspectives on Product Placement................................... 28 

 2.2.5 Types.....................................................................................................31 



iv 

 

 2.2.6 Recall and Recognition of Product Placement.................................... 34 

 2.2.7 Brand Effects....................................................................................... 36 

2.3 BRAND PERSONALITY............................................................................... 41 

2.3.1 Development of the Brand Personality Construct............................... 44 

2.3.2 Influence of Product Placement on Brand Personality....................... 48 

2.4 INVOLVEMENT............................................................................................ 52 

 2.4.1 Product Category Involvement............................................................ 53 

 2.4.2 Enduring Involvement..........................................................................54 

 2.4.3 Involvement with the Television Program.......................................... 56 

2.5 PERCEIVED SIMILARITY BETWEEN THE VIEWER 

AND THE CHARACTER.............................................................................. 64 

2.6 PURCHASE INTENTION............................................................................. 67 

2.7  SUMMARY.................................................................................................... 68 

 2.7.1 Summary of Hypotheses...................................................................... 69 

 

CHAPTER THREE: METHODOLOGY........... ................................................... 76 

CHAPTER OVERVIEW............................................................................................ 76 

3.1 INTRODUCTION........................................................................................... 77 

3.2 BRAND PERSONALITY SCALE REVISION AND 

REDUCTION.................................................................................................. 77 

 3.1.1 Justification for Revision of the Brand Personality Scale................... 78 

 2.1.2 Survey Administration and Method of Analysis for Brand 

Personality Scale Revision and Reduction.......................................... 80 

3.3 FINAL STUDY RESEARCH DESIGN......................................................... 81 

3.4 SAMPLING METHOD AND RECRUITMENT........................................... 83 

3.5 SURVEY ADMINISTRATION AND PARTICIPATION INCENTIVE...... 85 

3.6 INSTRUMENT............................................................................................... 87 

3.6.1 Brand Personality................................................................................ 87 

3.6.2 Prior Purchase and Use...................................................................... 88 

3.6.3 Enduring Involvement......................................................................... 88 

3.6.4 Television Program Involvement........................................................ 90 

3.6.5 Television Program Connectedness...................................................  90 



v 

 

3.6.6 Endorser Similarity............................................................................. 91 

3.6.7 Purchase Intention.............................................................................. 92 

3.6.8 Demographic Questions...................................................................... 92 

3.7 TREATMENT................................................................................................. 92 

 3.7.1 Justification for Use of a Script Excerpt as Treatment Prompt...........94 

3.7.2 Justification for Use of “Home and Away” as Treatment Program....96 

3.7.3 Justification for Use of DELL as Treatment Brand............................ 97 

3.8 PILOT TESTING OF FINAL STUDY QUESTIONNAIRES....................... 97 

3.9 ETHICAL CONSIDERATIONS.................................................................... 98 

3.10  PROPOSED METHODS TO ANALYSE DATA.......................................... 98 

3.11 SUMMARY.................................................................................................... 99 

 

CHAPTER FOUR: FINDINGS........................... ..................................................100 

CHAPTER OVERVIEW...........................................................................................100 

4.1 INTRODUCTION..........................................................................................101 

4.2  STUDY 1: REDUCTION OF THE BRAND PERSONALITY SCALE.......102 

4.3  STUDY 3: MAJOR STUDY..........................................................................105 

4.3.1  Item Reliability Analyses of Brand Personality Dimensions..............105 

4.3.2  Reliability Analyses of Involvement, Program Connectedness 

and Endorser Similarity Scales..........................................................107 

4.3.3  Manipulation Checks..........................................................................108 

4.3.4  Tests of Hypotheses 1 and 1A.............................................................109 

4.3.5  Tests of Hypotheses 2 and 2A............................................................ 111 

4.3.6 Test of Hypothesis 3 and 3A...............................................................114 

4.3.6 Test of Hypothesis 4 and 4A.............................................................. 116 

4.3.8 Test of Hypothesis 5.......................................................................... 118 

4.3.9 Test of Hypothesis 6.......................................................................... 119 

4.3.10  Test of Hypothesis 7.......................................................................... 120 

4.4 SUMMARY OF TESTS OF HYPOTHESES............................................... 121 

4.5 CONCLUSION............................................................................................. 123 

 

CHAPTER FIVE: DISCUSSION........................ ................................................. 124 



vi 

 

CHAPTER OVERVIEW.......................................................................................... 124 

5.1 INTRODUCTION......................................................................................... 125 

5.2 REDUCTION AND REVISION OF THE BRAND PERSONALITY 

SCALE.......................................................................................................... 125 

5.3 MAJOR STUDY: RELIABILITY ANALYSES AND 

 MANIPULATION CHECKS....................................................................... 127 

5.4 PRODUCT PLACEMENT AND PERCEPTIONS OF BRAND 

PERSONALITY............................................................................................ 129 

5.5 PRIOR PURCHASE AND BRAND USE.................................................... 136 

5.6 INTERACTION EFFECT OF INVOLVEMENT WITH THE 

 PRODUCT CATEGORY OF THE PLACED BRAND.............................. 137 

5.7 INVOLVEMENT AND CONNECTEDNESS WITH THE 

 TELEVISION PROGRAM.......................................................................... 140 

5.8 ENDORSER SIMILARITY.......................................................................... 142 

5.9 INTENTION TO PURCHASE THE PLACED BRAND............................. 143 

5.10 CONCLUSION............................................................................................. 144 

 

 

CHAPTER SIX: CONCLUSIONS AND IMPLICATIONS............................... 145 

CHAPTER OVERVIEW.......................................................................................... 145 

6.1 INTRODUCTION......................................................................................... 146 

6.2 CONCLUSIONS FROM THE RESEARCH................................................ 146 

6.3 CONTRIBUTIONS OF THE RESEARCH.................................................. 147 

6.4 IMPLICATIONS FOR PRACTITIONERS.................................................. 148 

6.5 LIMITATIONS AND FUTURE RESEARCH............................................. 150 

6.6 CONCLUSION............................................................................................. 152 

 

BIBLIOGRAPHY................................................................................................... 154 

 

APPENDICES......................................................................................................... 164 

 

APPENDIX 1............................................................................................................ 174 

APPENDIX 2............................................................................................................ 176 

APPENDIX 3............................................................................................................ 178 

APPENDIX 4............................................................................................................ 180 



vii 

 

APPENDIX 5.…………………………………………………............................... 185 

APPENDIX 6……………………………………………………...………………. 187



viii 

 

LIST OF TABLES 

 

 

TABLE 3.1 SOLOMON FOUR GROUP DESIGN…………………………...… 77 

 

TABLE 4.1 RESULTS OF FACTOR ANALYSIS OF BRAND  

  PERSONALITY ITEMS – STUDY 1…………………………….... 93 

 

TABLE 4.2 RELIABILITY CO-EFFICIENTS OF BRAND  

  PERSONALITY FACTORS – STUDY 1………………………..… 94 

 

TABLE 4.3 RELIABLITY CO-EFFICIENTS OF SUMMATED SCALE 

  ITEMS WITHIN THE BRAND PERSONALITY SCALE  

 AND INCREASED ALPHA COEFFICIENT WITH 

 ITEM REMOVED…………………………………………………. 96 

 

TABLE 4.4 RELIABILITY CO-EFFICIENTS OF DIMENSIONS  

  WITHIN THE BRAND PERSONALITY SCALE……………….… 96 

 

TABLE 4.5 RELIABILITY CO-EFFICIENTS OF REMAINING SCALES 

  USED IN THE RESEARCH………………………….…………….. 97 

 

TABLE 4.6 RELIABILITY CO-EFFICENTS OF PROGRAM  

  CONNECTEDNESS SCALE DIMENSIONS……………………… 98 

 

TABLE 4.7 LEVENE’S TEST OF EQUALITY OF ERROR VARIANCES 

  FOR DEPENDENT VARIABLES ………………………………… 99 

 

TABLE 4.8  LEVENE’S TEST OF EQUALITY OF ERROR VARIANCES 

FOR DEPENDENT VARIABLES WITH COMPETENCE 

REMOVED…………………………………………...…………….. 99 

 

TABLE 4.9 TEST OF BETWEEN-SUBJECTS EFFECTS TO EXAMINE  

  IMPACT OF THE SIMULUS ON BRAND PERSONALITY  

  DIMENSIONS AND PURCHASE INTENT……………….…….. 100 

 

TABLE 4.10 PAIRED SAMPLES T-TEST OF SUMMATED BRAND  

  PERSONALITY DIMENSIONS IN PRE-TEST AND POST- 

  TEST CONDITIONS……………………………...………………. 101 

 

TABLE 4.11 MEAN SCORES FOR BRAND PERSONALITY DIMESIONS 

  FOR GROUP 1 PRIOR TO, AND FOLLOWING EXPOSURE  

  TO THE PLACEMENT STIMULUS……………………..………. 101 



ix 

 

 

TABLE 4.12  TEST OF BETWEEN-SUBJECTS EFFECTS TO  

EXAMINE EFFECT OF PRIOR BRAND USE ON 

PERCEPTIONS OF BRAND PERSONALITY……………...…… 102 

 

TABLE 4.13 TEST OF BETWEEN-SUBJECTS EFFECTS OF 

  INTERACTION BETWEEN PRIOR BRAND USE AND 

  EFFECT OF THE STIMULUS ON PERCEPTIONS OF 

  BRAND PERSONALITY…………………………………………. 103 

 

TABLE 4.14 TEST OF BETWEEN-SUBJECTS EFFECTS TO EXAMINE 

  EFFECT OF PRIOR PURCHASE ON PERCEPTIONS OF  

  BRAND PERSONALITY…………………………………………..103 

 

TABLE 4.15 TEST OF BETWEEN-SUBJECTS EFFECTS OF 

INTERACTION BETWEEN PRIOR PURCHASE AND 

EFFECT OF THE STIMULUS ON PERCEPTIONS OF 

BRAND PERSONALITY………………………………….……… 104 

 

TABLE 4.16 TEST OF BETWEEN-SUBJECTS EFFECTS FOR EFFECT 

  OF ENDURING INVOLVEMENT IN THE PRODUCT  

  CATEGORY ON PERCEPTIONS OF BRAND PERSONALITY...105 

 

TABLE 4.17 MEAN SCORES FOR EXCITEMENT DIMESNION FOR 

  HIGH AND LOW ENDURING INVOLEVMENT IN THE  

  PERSONAL COMPUTER PRODUCT CATEGORY  

  SUBSCALES……………………………………………………… 106 

 

TABLE 4.18 TEST OF BETWEEN-SUBJECTS EFFECTS FOR 

INTERACTION OF ENDURING INVOLEMENT IN THE 

PRODUCT CATEGORY ON PERCEPTIONS OF THE  

PERSONALITY OF A BRAND PLACED INA TELEVISON 

PROGRAM…………………………………...…………………… 107 

 

TABLE 4.19 TEST OF BETWEEN-SUBJECTS EFFECTS FOR 

INTERACTION OF INVOLVEMENT WITH THE TELEVSION 

PROGRAM ON PERCEPTIONS OF THE PERSONALITY OF 

THE PLACED BRAND……………….………………………….. 108 

 

 

 

 

 



x 

 

TABLE 4.20 TEST OF BETWEEN-SUBJECTS EFFECTS FOR 

  INTERACTION OF THE PROGRAM CONNECTEDNESS 

  FACTOR ASPIRATION ON PERCEPTIONS OF THE 

PERSONALITY OF A BRAND PLACED IN A TELEVISON 

PROGRAM………………………………………………………. 109 

 

TALBE 4.21 TEST OF BETWEEN SUBJECTS EFFECTS FOR  

  SIGNIFICANCE OF THE COVARIATE ENDORSER 

SIMILARITY ON PERCEPTIONS OF A BRAND PLACED 

IN A TELEVISION PROGRAM…………………………………. 110 

 

TALBE 4.22 RESULTS OF ONE-WAY ANALYSIS OF VARIANCE TO  

  EXAMINE EFFECT OF THE PLACEMENT STIMULUS ON  

  INTENTION TO PURCHASE THE PLACED BRAND…………111 

 

 

  

 



xi 

 

ACKNOWLEDGEMENTS 

 

It is said that life is not about the destination, but the journey, and this is a phrase that 

best sums up the path to completing this PhD.  While pursuing this degree I married 

my best friend, and we welcomed into our lives our beautiful Charlotte, and our 

adorable twins, James and Olivia.  The three of you, and your dad, have changed my 

life and my priorities, you have centred me, and given me more love and happiness 

than I ever imagined.  You are the best that life could ever bring to me. 

This dissertation would never have been submitted without the support, 

encouragement and fervent faith of my primary supervisor, Dr. Nigel Pope.  Words 

cannot convey the depth of gratitude I hold to you for your faith in me. You are, and 

always will be, one of my dearest friends. 

To my current boss, Dr. Andrew McAuley, you have given me renewed motivation 

and confidence in myself when I needed it most. Thank you. 

My secondary supervisors, Dr. Mark Brown, Dr. Hume Winzar, and Dr Margee 

Hume, and my colleagues, past and present, in the Department of Marketing and 

beyond at Griffith University, thank you for your advice and encouragement. Each of 

you has taught me something about the nature of academia, and for that I am grateful.  

And it would be remiss of me not to thank my students, for it is teaching that has held 

my passion in this profession, and has supported my pursuit of this research.   

To my parents (both through birth and marriage) thank you for your support, love and 

perspective.  Mum, Dad, Alison, Philip and Victoria, I love you.  And to my friends 

and extended family, and in particular my ‘James’ family, you are my rock.   

Finally, and most importantly, my husband Michael, my best friend, my everything.  

Thank you for believing in me, and for enduring this process.  For motivating me to 

finish it when all I wanted to do was cuddle our babies.  For helping me to get it done, 

and for putting up with a sleep deprived wife who decided to forgo sleep rather than 

missing out on time with our children while finishing this thing.  Now you will get 

your wife back. 

 



xii 

 

STATEMENT OF ORIGINALITY 

 

This work has not been previously submitted for a degree or diploma in any 

university.  To the best of my knowledge and belief, the thesis contains no material 

previously published or written by another person except where due reference is made 

in the thesis itself 

 

 

-------------------------------------------------------------  31st March 2010 

Anita B. Love 

 



___________________________________________________________________________________ 

Page 1 

 

CHAPTER ONE 

INTRODUCTION 

 

 

CHAPTER OVERVIEW 

 

1.1 BACKGROUND TO THE RESEARCH.......................................................... 2 

1.2 RESEARCH PROBLEM AND HYPOTHESES.............................................. 7 

1.3 JUSTIFICATION FOR THE RESEARCH.................................................... 10 

1.3.1 Importance of Product Placement in Television................................. 13  

1.3.2 The Research Contribution to Date...................................................  14 

1.3.3  Usefulness of the Application of the Research Findings..................... 16 

1.4  RESEARCH METHODOLOGY.................................................................... 17 

1.5  DEFINITIONS................................................................................................ 18 

1.6 LIMITATIONS AND SCOPE OF THE RESEARCH................................... 18 

1.7 SUMMARY AND OUTLINE OF THE DISSERTATION........................... 19 

 

 

 



  Chapter One: Introduction 
________________________________________________________________________________________________________________________________ 

__________________________________________________________________________________ 

Page 2 

 

1.1 Background to the Research 

 

Advances in technology over the last decade have revolutionised the Australian 

television industry.  As recently as the first few years of the 21
st
 century, viewers 

typically gathered around a television set at a fixed time and location to watch their 

favourite programs, bounded by the limited programming of a small number of free-

to-air and paid subscriber networks.  But by the end of that decade, the growth of free-

to-air and subscription networks and the rapid expansion of digital and internet 

technologies resulted in the fragmentation of audiences, and control over the place 

and time in which a program was consumed had been transferred to the viewer.   As a 

result of these technologies, viewers now have more opportunity than ever before to 

determine the level and nature of their exposure to television advertisements, leading 

marketers to re-evaluate the effectiveness of traditional television advertising, and 

explore new ways to communicate brand messages to consumers.  

 

Today’s television landscape is dramatically different to the early days of black and 

white analogue television in Australia.  The introduction of full colour television in 

the 1970’s, and video cassette recorders (hereafter VCRs) in the 1980’s were heralded 

as great advancements in the industry, enhancing the quality of the viewing 

experience and enabling consumers to record a program to watch at a time of their 

convenience.  These developments also provided distinct advantages to marketers, 

facilitating the provision of high quality advertising and reducing the perishability of 

their communications messages.  VCRs also increased the permanence of broadcasted 

advertising; while some viewers engaged in the tedious process of manually pausing 

the recording to delete the ads, and others ‘zipped’ out the ads during playback, each 

of these processes were shown to increase viewer attention to the commercial 

messages they were attempting to avoid (Greene, 1998; Zufreyden, Pedrick and 

Sankaralingam, 1993).   

 

The 1990’s saw an increase in the proliferation of television advertisements, with both 

the duration of, and number of ads shown in commercial breaks reflecting the fervour 

of marketers to utilise this medium.  The increase in advertising clutter lead marketers 

to seek alternative ways to communicate with customers, and public relations and 
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advertising practitioners sought to develop closer relationships with film and 

television producers with the intent of advancing the strategic placement of brands in 

entertainment content.  This convergence of the advertising and entertainment 

industries (termed Madison and Vine alliances, reflecting the symbolism of the New 

York and Hollywood avenues for each of these industries respectively ) resulted in an 

increase in expenditure on product placement in entertainment media (Donaton, 

2004).  Over 100 firms specialising in product placement have now been established 

across the US alone (Russell and Belch, 2005) with global product placement 

expenditure predicted to rise to $7.44 billion in 2010 (PQ Media, 2007). 

 

The rapid adoption of Digital Versatile Disc (hereafter DVD) platforms in Australia in 

the early 2000’s lead to another change in consumption of television programming: 

enabling fans to purchase DVD copies of the entire series of their favourite programs 

(both current and past), thus increasing their personal investment in, and involvement 

with these shows.  This development enabled repeat viewing of episodes and series at 

a viewer’s leisure, and subsequent repeat exposures to brand appearances within 

program content.  

 

While television advertising remains the most cost effective way to reach a mass 

market audience (Sharp, Beal and Collins, 2009), recent technological advances have 

dramatically altered the nature of television program viewing, and marketing 

communications involving this medium. The introduction of personal video recorders 

(hereafter PVRs) and digital broadcast technologies have signaled the greatest change 

in the television industry to date, with the full extent of these technologies yet to be 

realised.  Today’s television viewers can watch their favourite programs at a time and 

place of their own choosing: products such as TiVo, and online television services 

(such as the ABC’s iView), coupled with web-enabled mobile communication devices 

and wireless broadband technologies remove the time and place constraints imposed 

by television consumption in the previous decade.  The increased fragmentation of 

viewing audiences has impacted on the reach of traditional television advertising, 

while some PVRs enable playback with the ads removed, effectively eliminating 

television advertisers’ exposure to these consumers.   
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Although these issues are of concern to television advertisers, the growth of digital 

and internet technologies also provides significant opportunities.  Rather than 

cannibalising broadcast audiences, the provision of popular television programs 

online has the potential to expand the viewing audience.   The Seven Network’s Plus7 

online service (launched in January 2010) received over half a million unique visitors 

in its first month, with programs targeting younger viewers (18-35 years) such as 

‘Home and Away’ and’ Lost’ the most popular (Chessell, 2010).  These services aim 

to address the issues of user distributed content (such as illegal peer-to-peer 

downloads of television programs) while providing new opportunities for advertisers. 

 

While still in its infancy in the Australian media landscape, online streaming of 

popular television shows by the major networks offers the advantage of cross-media 

platform exposure for products placed within the content of these programs.   

Other proposed developments include click-through technologies, enabling marketers 

to link product information and purchase facilitation to product placements. 

 

Another issue faced by contemporary marketers is the proliferation and 

homogenisation of product offerings.  As marketers seek new and innovative ways to 

differentiate their product offerings, branding and more specifically the concepts of 

brand image, identity and personality have received increased emphasis as a way to 

build consumers’ emotional connections with brands (Keller, 2003).    

 

Brand personality in particular has been argued to be integral to the development of 

brand equity, and a sustainable source of differentiation facilitating emotional brand 

associations, trust and brand loyalty (Plummer, 1985; Biel, 1993, Fournier, 1998; 

Keller, 2003,Freling and Forbes, 2005; Sung and Kim, 2010). Defined as “the set of 

human characteristics associated with a brand” (Aaker, 1997, p347), brand personality 

is a component of brand image that relates to the brand’s user and usage imagery 

(Plummer, 1985; Keller, 1993).  The construct is recognised in the academic literature 

for its importance in the development of brand-consumer relationships (Plummer, 

1985; Fournier, 1998; Siguaw, Mattila and Austin, 1999), symbolic benefits, and links 

to consumer self-expression (Aaker, 1999). 
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Consumer perceptions of a brand’s personality are based on a consumer’s experiences 

with the brand, and may be framed by a range of marketing communications 

variables, including advertising and user imagery (Aaker, 1997).  It is argued that 

every brand exposure has the potential to influence consumer perceptions of a brand’s 

personality, (Aaker, 1997; Sung and Kim, 2010), so it is surprising to note the paucity 

of research examining the impact of individual communication variables on these 

perceptions, with the exception of Ang and Lim’s (2006) study examining the 

influence of metaphors in advertising on brand personality perceptions, and 

Diamantopoulous, Smith and Grime’s (2005) examination of the impact of brand 

extensions on brand personality. 

 

It is proposed that brand associations based on user and usage imagery may be 

manipulated through marketing communications to alter or enhance perceptions of a 

brand’s personality (Batra, Lehmann and Singh, 1993). Brand appearances in 

television programs,  alongside characters, as visual or verbal cues within scenes, or 

as participants in storylines, may facilitate the manipulation of these brand 

associations, in a medium toward which the viewer holds a meaningful and personal 

connection (Russell, Norman and Heckler, 2004; Russell and Stern, 2006).  The 

ability of television programs to develop a consistent and ongoing presence in 

viewers’ lives provides a unique opportunity for marketers to piggyback on this 

relationship by placing their brand alongside popular characters within these 

programs.   

 

In today’s marketplace, brand communications need to be entertaining, original and/or 

personally relevant to consumer.  It is argued in this thesis that product placement in 

television is an important element of a marketing communications portfolio, and that 

brand associations created by the program and its characters can be utilised to alter or 

enhance consumer perceptions of the personality of the brand placed. 

 

Academic researchers have testified to the importance of this form of brand 

communication, and its advantages to marketers (Donaton, 2004; Lehu, 2007).  

Empirical research with specific application to film (and in a smaller number of 

inthatstances, television), has examined the effectiveness of the technique in terms of 

recall and recognition, attitudinal effects, and purchase intention (Ong and Merri, 
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1994; Saberwahl, Pokrywczynski and Griffin, 1994; Babin and Carder, 1996; Gupta 

and Lord, 1998; Law and Braun, 2000; Russell, 2002, Russell and Stern, 2006; 

Cowley and Barron, 2008).   Findings from these studies indicate that product 

placements are processed by viewers, both consciously and subconsciously, and may 

influence brand attitudes and choice preferences. However the effect of brand 

associations created by the placement of a product in a film or television program on 

the image or personality of the placed brand remain unexamined in the academic 

literature, with the exception of a single recent study identifying a transference effect 

between the image of a television program and the image of a brand placed in that 

program (van Reijmersdal, Neijens and Smit, 2007). 

 

As discussed above, a brand’s personality is an integral component of its ability to 

differentiate itself in the marketplace, and thus understanding the impact of individual 

communication activities on perceptions of this personality holds important 

implications for marketers, yet there is a significant gap in the academic literature in 

this area.  Product placement practitioners highlight the importance of an established 

brand personality as a contributor to effective placements (Karrh, McKee and Pardun, 

2003), however the potential of such placements to affect perceptions of the 

personality of the placed brand has to date not been examined. 

 

Thus the current study will address the research question: 

 

Does the placement of a brand in a television program affect consumer perceptions of 

the personality of the brand placed?   

 

Firstly, the research will investigate the effect of product placement in a television 

program on consumer perceptions of the personality of the placed brand.  Secondly, 

the study looks at the mediating influence of prior brand purchase and use, product 

category involvement, television program involvement and connectedness, and 

endorser similarity on the effect of product placement on consumer perceptions of a 

brand’s personality.  Finally, the research examines the effect of product placement on 

intention to purchase the placed brand, and the mediating effects of involvement with 

the television program on this intention.  
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The independent variables in this research are prior purchase and use, product 

category involvement, television program involvement, connectedness to the 

television program and endorser similarity.   It will be argued that these may be 

important factors to consider when analysing the effects of product placement on 

consumer perceptions of the placed brand.  The dependent variables on which this 

study is based are brand personality and purchase intention. 

 

The study aims to contribute to both academic and practitioner understanding of the 

effects of product placement, and in particular the impact this marketing 

communications technique has on consumer perceptions of the personality of the 

brand placed.  Furthermore, by examining the above mentioned dependent variables 

and the effect of these factors on perceptions of the personality of the placed brand, 

implications may arise in terms of the operationalisation of the practice to strengthen 

or enhance perceptions of a brand’s personality. 

  

 

1.2 Research Problem and Hypotheses 

 

This research addresses the central problem: 

 

Does the placement of a brand in a television program affect consumer perceptions of 

the personality of the placed brand? 

 

Consumer perceptions of a brand’s personality are based on the user and usage 

attributes associated with the brand and may be developed actively, through a 

consumer’s own usage experience with a brand, or passively through marketing 

communications (Plummer, 1985; Keller, 1993).  Many marketing communications 

activities (such as television advertising) aim to influence consumer assessments of 

these attributes by creating representations of the brand in a usage context, or 

alongside a strategically chosen brand user.  Product placement in a television 

program offers the ability to create a usage context for the brand, while associating 

the brand with a character as user.  Thus it is argued that by engaging in product 

placement in a television program, brand marketers can create user and usage 
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inferences about a brand, thus influencing a viewer’s perception of the personality of 

the placed brand. 

 

It will also be argued that prior brand purchase and use, product category and 

television program involvement, and endorser similarity will be important factors to 

consider when evaluating the effect of product placement on a brand’s personality.  

These individual difference variables may act to minimize, or increase the potential of 

product placement in a television program to influence a viewer’s perception of a 

brand placed within that program. 

 

The study will address the following hypotheses: 

 

H1: An individual presented with a brand placed in a television program will have 

a different perception of that brand’s personality than a similar individual 

presented with the same brand in the absence of a placement in a television 

program. 

(Section 2.3.2) 

 

H1A:  An individual presented with a brand placed in a television program will 

report a different perception of that brand’s personality after presentation of 

the placement than the same individual did before the viewing the placement. 

(Section 2.3.2) 

 

H2:  A brand user will report a different perception of the personality of a brand 

than a non-user. 

 (Section 2.3.2) 

 

H2A:  A non-user will report a greater change in brand personality perception after 

presentation of the brand in a television program than a brand user presented 

with the same placement. 

 (Section 2.3.2) 

 

H3: An individual exhibiting a high level of enduring involvement with a product 

category will report a different perception of the personality of a brand from 
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that category than an individual exhibiting a low level of enduring 

involvement. 

(Section 2.4.2) 

 

H3A:  An individual’s level of involvement with a product category will influence 

that individual’s perception of the personality of a brand (from that category) 

placed in a television program. 

 (Section 2.4.2) 

 

H4: An individual’s involvement with a television program will influence that 

individual’s perception of the personality of a brand placed in that television 

program. 

 (Section 2.4.3) 

 

H4A:  An individual’s involvement with a television program will influence that 

individual’s intention to purchase a brand placed in that television program. 

 (Section 2.4.3) 

 

H5:  An individual’s level of connectedness with a television program will 

influence that individual’s perception of the personality of a brand placed in 

that television program. 

  (Section 2.4.3) 

 

H5A:   An individual’s level of connectedness with a television program will 

influence that individual’s intention to purchase a brand placed in that 

television program. 

 (Section 2.4.3) 

 

H6:  An individual’s perceived level of similarity with a character will influence 

that individual’s perception of the personality of a brand associated with that 

character 

 (Section 2.5) 
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H7: An individual presented with a brand placed in a television program will 

report a higher intention to purchase that brand than a similar individual 

presented with the same brand in the absence of a placement in a television 

program. 

 (Section 2.6) 

 

 

1.3  Justification for the Research 

 

Justification for undertaking this research is given on the basis of its importance to 

both academic research and marketing practitioners.  This justification is given on 

several grounds: 

 

1. The research will address areas that have not yet been examined by previous 

researchers, in both product placement and brand personality. 

 

Research in the area of product placement has evolved in the last two decades from 

definitional and classification based studies, to perceptions of and motivations for 

engaging the in the practice, to placement outcomes and brand effects.  Empirical 

investigations into the cognitive (recall/recognition), affective (attitude toward the 

placement/placed brand) and behavioural (purchase intention, brand choice) outcomes 

of product placement have shed much light into effective operationalisation of the 

practice.  However, despite the richness of potential imagery associations and 

direct/indirect endorsement opportunities created by product placement, outcomes 

related to the impact on perceptions of the personality of the placed brand remain 

unexamined.  

 

The strategic importance of the brand personality construct in terms of differentiation, 

brand positioning, loyalty and brand equity is frequently cited in the literature (Aaker, 

1997; Keller, 2003; Freling and Forbes, 2005; Sung and Kim, 2010), however only 

recently has research into the construct developed to the point of examining the 

impact of individual communications strategies on brand personality perceptions. 
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This research bridges the literature from these two areas, and contributes to both the 

field of knowledge in both product placement and brand personality by examining the 

potential impact of product placement in a scripted fictional television program on 

perceptions of the personality of the placed brand. The research extends the product 

placement literature by investigating brand imagery outcomes, and contributes to 

literature on brand personality management by examining whether this 

communication technique has the potential to be utilised to alter or enhance brand 

personality perceptions.  Thus the research presented in this dissertation makes a 

significant contribution to two strategically important areas in contemporary 

marketing research: product placement and brand personality. 

 

2. The research methodology that will be applied has not been previously used in 

these areas. 

 

No previous empirical research in the areas of product placement or brand personality 

has examined a causal effect through an experimental design utilising a Solomon Four 

Group Methodology.  This research design, by statistically controlling for extraneous 

variables and test-retest effect, enhances the inferential validity that the treatment is 

the causal factor in the relationship between the independent (product placement) and 

dependent (brand personality) variables.  Use of this design contributes a statistical 

methodological robustness not previously utilised in either the product placement or 

brand personality literature, and thus makes a methodological contribution to these 

two research areas. 

 

3. Developments in the field of product placement are of significant financial 

value, thus research examining brand outcomes derived from such placements 

are of importance to practitioners and shareholders alike. 

 

The global product placement industry was expected to be worth an estimated $7.44 

billion in 2010 (PQ Media, 2007), with placement opportunities utilised across a 

range of media from broadcast (film and television) to music, print and interactive 

media.  Australia has the third largest market worldwide for product placement, with 

expenditure in 2008 expected to be approximately $280 million.  In ABC1’s Blue 

Water High series for example, almost 25 companies have sought placement deals, 
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including surf brands such as Billabong and Roxy along with surfboard and computer 

equipment manufacturers (Browne, 2008). Recent research indicates that product 

placement in a successful film can have a positive effect on a firms stock prices, 

depending on the mode and prominence of the placement, and potentially influenced 

by character associations (Wiles and Danielova, 2010). Thus examination of brand 

impacts for both high and low cost investment placements is of significance to both 

marketing practitioners and shareholders. 

  

4. Findings from the research may be of significant value to both academics and 

practitioners in terms of evaluating the effectiveness of product placement 

activities. 

 

Considerable attention in the product placement literature has been given to 

examining the effectiveness of various modes and types of placement on placement 

recall and attitude, and on brand attitude, purchase intent and brand choice.  This is of 

importance to marketers for its direct financial implications: placement costs are 

usually based on the prominence of the placement and degree of integration or 

character involvement (Turcotte, 1995). However recent studies examining attitudinal 

outcomes indicate that more prominent (and therefore more expensive) placements 

may result in more negative attitudinal outcomes.  The operationalisation of product 

placement and its effect on placement outcomes is an important and underexamined 

area of placement research.  More subtle prop placements are less likely to result in 

negative brand attitudes resultant from the placement (Law and Braun, 2000; Russell, 

2002), while potentially allowing for the development of character usage associations 

unrestrained by counter argumentation. More subtle placements are also likely to be 

less expensive than prominent, heavily integrated placements.  Thus it is important 

from both a practitioner and academic perspective to identify whether simple use-by-

character placements have the potential to influence brand personality perceptions, 

not only from a return on placement investment perspective, but also to provide 

insight into the effectiveness of product placement as a technique to influence 

consumer brand perceptions. 
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1.3.1 Importance of Product Placement in Television  

 

Marketers have long testified to the problems inherent in television advertising.  

During commercial breaks in television programs, consumers may leave the room, or 

engage in conversation, and subsequently attention is not given to the advertisement.  

Ratings figures are commonly used to determine advertising rates in television 

programs however, whilst viewing figures may be given for the program itself, exact 

viewing audiences for the commercial breaks are difficult to determine (Danaher, 

1995).  Attention is given in the literature to the concepts of zipping (fast-forwarding 

through commercial breaks in pre-recorded programs), and zapping (channel-surfing 

during commercial breaks), which effect the reach of, and attention given to television 

advertising (Yorke & Kitchen, 1985; Cronin & Menelly, 1992; Van Meurs, 1998).  

 

 

The advent of digital television and the PVR pose further problems for television 

advertisers.  These new technologies have changed the way we view television, with 

one advantage for viewers being that advertisements can be removed or 'skipped over' 

in 30-second blocks.  Another feature of digital and interactive television technologies 

is that during a commercial break in a television program, viewers can check email, or 

play games through the television (Houghton, 2002). Effectively, control is 

transferring to the viewer in terms of the extent to which they are exposed to 

television advertising.  

 

As stated above, one potential feature of digital and interactive televisions poses not 

so much a problem, but an opportunity for marketers: the functionality to 'click' on an 

item on the screen, and purchase that item through the internet.  This technological 

advancement provides boundless opportunities for marketers in terms of product 

placement; for example a viewer may be able to purchase an item of clothing worn by 

their favourite television character while watching their favourite program.  When 

coupled with cross-media distribution of television programming (such as web 

streaming to personal computers, and mobile entertainment devices for example 

iPhones) and creative integration provided by branded entertainment (including 

webisodes), product placement creates boundless opportunities for marketers. 
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As brands mature, and marketers search for innovative ways to develop brand loyalty 

and strengthen consumers’ relationships with brands, the concept of product 

placement offers some interesting alternatives to traditional methods of marketing 

communications.  It is suggested that product placement, which effectively imbeds the 

advertising message within the medium toward which viewer attention is 

concentrated, may address some of the above-mentioned problems and opportunities, 

and play a valuable role in a brand’s Integrated Marketing Communications(IMC) 

program. 

 

 

1.3.2 The Research Contribution to Date 

 

Despite the vast amount of attention given to product placement in industry sources, 

the body of knowledge in academic literature is limited, with empirical research on 

the practice only emerging as recently as the early 1990s.  Research to date has 

largely been focused on content analyses on the use of product placement in popular 

entertainment mediums, consumer and practitioner perspectives on the practice, and 

recall and recognition of brands placed.   

 

Content analyses have examined the use of product placement across a variety of 

mediums, including novels, plays, music (Friedman, 1985, 1986a, 1986b), movies and 

television programs (Sapolsky and Kinney, 1984; Troup, 1991; Smit, Reijmersdal and 

Neijens, 2009).  Secondly, research into practitioners’ views on product placement 

(Karrh, McKee and Pardun, 2003; Craig-Lees, Scott and Wong, 2008; Change Newell 

and Salmon, 2009) and consumer beliefs about, and acceptance of the practice has 

been conducted (Nebenzahl and Secunda, 1993; Karrh, 1994; Gupta and Gould, 1997; 

Gould, Gupta and Grabner-Krauter, 2000; Sung and De Gregorio, 2008).   Thirdly, 

various studies have tested respondents recall and recognition of brands placed, and 

more recently attitudes towards and intention to purchase the placed brands (Ong and 

Merri, 1994; Saberwahl, Pokrywczynski and Griffin 1994; Weaver and Oliver, 2000, 

Russell, 2002; Russell and Stern, 2006; Cowley and Barron, 2008). 
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This research has led to several key findings in the area.  Firstly, research suggests 

that consumers generally have a positive attitude towards the use of brands in films 

(Nebenzahl and Secunda, 1993; De Lorme, Reid and Zimmer, 1994; Ong and Merri, 

1994; Gupta and Gould, 1997).  Furthermore, Nebezahl and Secunda (1993) found 

that respondents considered the practice to be an effective marketing technique, and 

considered it to be a less obtrusive form of promotion than other practices.  However 

some participants in the study objected to the practice because they considered it to be 

deceptive.   

 

Gupta and Gould (1997) found that while respondents generally had a positive 

attitude towards the practice, the placement of alcohol, cigarettes and guns was found 

to be less acceptable.  Differences were also found with gender and movie going 

frequency, which affected attitudes toward the acceptability of product placement.  

Earlier research suggested that familiar brands in particular were perceived to: 

increase the realism of characters, heighten viewer involvement with characters, and 

assist viewers' ability to make comparisons between the characters and themselves; 

however overexposure to brands was found to be distracting (De Lorme, Reid and 

Zimmer, 1994).  

 

Several studies have examined viewers’ recall and recognition of brands placed in 

films, however the findings have been contradictory.  Ong & Merri (1994) identified a 

low rate of unaided recall, but this differed greatly between participants. The 

participants who did remember the brands indicated no significant increase in 

intention to purchase.  Another study found almost two-thirds of respondents recalled 

brands placed where the placement used both visual and verbal cues, while the recall 

was much lower when visual cues alone were used (Saberwahl, Pokrywczynski and 

Griffin, 1994).  This research also concluded that to engage information processing 

and as a consequence, recall of brands placed, visual and verbal placement should be 

utilised. Other findings in research on product placement indicate that there may be an 

effect on brand salience, particularly for lesser known brands, if the placement is 

prominent or demonstrative (Karrh, 1994; Babin and Carder, 1996; Hong, Way, and 

De Los Santos, 2008). 
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Attitudinal studies have revealed conflicting findings.  It appears from several recent 

studies that recall may hold an inverse relationship with brand attitude when 

examining product placement effects, that is, more overt and therefore memorable 

brand placements appear to result in lower perceptions of brand attitude than more 

subtle placements (Law and Braun, 2000, Russell, 2002, Russell and Stern, 2006, 

Cowley and Barron, 2008).   

 

While these findings provide some useful insights, the effectiveness of the medium 

for communicating a message to consumers remains largely unexamined.  Studies on 

recall and recognition indicate that for consumer attention to be drawn to the placed 

brand, the placement should be prominent, and contain both visual and verbal cues.  

However these studies have concentrated on whether that attention is obtained, and 

whether information processing may occur to the extent that a consumer can recall a 

placed brand.  Further, while recall has consistently appeared in the literature as an 

important consideration in operationalising product placement, it appears that an 

emphasis on recall measures may negatively impact on a viewer’s attitude towards the 

brand placed. Although brand salience and attitude toward the brand are important 

considerations, these are simply valence measures, and little evidence has been 

provided that indicates whether the viewer has processed a message about the brand’s 

image or personality.  This research proposes to extend this literature by examining 

the effect of product placement in television programs on viewers’ perceptions of the 

personality of the brand placed, and subsequent effects on purchase intentions.   

 

 

1.3.3  Usefulness of the Application of the Research Findings 

 

This research is intended to provide an insight into the effect of product placement on 

consumer perceptions of the personality of the placed brand, and thus to enhance 

academic and practitioner understanding of the potential for influencing brand 

associations through the use of the practice.  As will be discussed in Chapter Two, the 

increased proliferation of, and little functional difference between brands, has 

emphasised the importance of differentiation through the creation of a discrete and 

identifiable brand personality.  Findings from this research will provide some insight 

as to whether product placement in a television program can assist a firm to achieve 
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these goals.  Thus, this research will 1) provide the basis for further research on the 

brand associations created by product placement and 2) provide insight to marketers 

on the potential to utilise the practice to frame or influence consumer brand 

personality perceptions. 

 

Furthermore, this research also contributes to the body of theoretical knowledge by 

considering the impact of variables such as prior brand purchase and use, product 

category, program involvement and connectedness, and endorser similarity on 

consumer processing of product placement.  By doing so, the findings will provide 

evidence of the importance of these factors when examining the brand effects created 

by product placement, and provide insights to marketers on the importance of 

considering these factors when engaging in the practice of product placement. 

 

 

1.4 Research Methodology 

 

The research for this dissertation will be collected in several stages.  First, data will be 

collected to refine the brand personality scale for use in an Australian context. (Aaker, 

1997),  and to test for potentially ambiguous items such as ‘small town’ and 

‘western’.  Pretesting the brand personality scale on brands proposed for the final 

study is necessary to determine the extent of the generalisability of the scale to the 

product categories considered in this study.   

 

Next, a pilot study will be conducted with a draft copy of the final instrument to test 

for structural errors, and ease of completion.  Finally, the study will be implemented 

with the complete final version of the instrument, designed to address the research 

question in this dissertation and to test the hypotheses outlined above. 

 

The research will be conducted using a true experimental design employing the 

Solomon Four Group method.  The Solomon Four Group was selected due to its 

ability to control for all other extraneous variables, and interactive testing effects 

(Malhotra, Hall, Shaw and Crisp, 1996).  In this research, the method will allow 

examination of the data for effects of both the treatment and the pre-treatment survey.  

The method also enhances external validity, and may increase the ability to infer that 
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the treatment variable causes the relationship between the dependent and independent 

variables (Hair, Bush and Ortinau, 2000).  Previous research in the area of product 

placement has not utilised such a robust technique. 

 

 

1.5 Definitions  

 

Definitions proposed by researchers are often inconsistent, and may be subject to 

refinement and dispute. The key constructs on which this research is based are defined 

and discussed in Chapter 2, in the interests of clarity and specificity of the areas under 

investigation. 

 

The definitions employed for the broader constructs in this dissertation are provided 

below: 

 

Brand personality  “the set of human personality traits that are both applicable to 

and relevant for brands” (Azoulay and Kapferer, 2003, p151)   

 

Involvement “a person’s perceived relevance of the object based on inherent 

needs, values and interests” (Zaichkowsky, 1985, p 342) 

 

Product Placement  “the paid inclusion of branded products or brand identifiers, 

through audio and /or visual means, within mass media 

programming” (Karrh, 1998, p33)   

 

 

1.6 Limitations and Scope of the Research 

 

This research aims to examine whether the practice of placing a brand alongside a 

character in a television program can impact on a viewer’s perceptions of the 

personality of the placed brand. 

 

The selection of a Solomon Four Group methodological design was based on the 

robustness of the technique, its advantages in terms of controlling for extraneous 
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variables, and the ability it provides the researcher to infer that an observed 

relationship between the dependent and independent variables is caused by the 

experimental treatment.  The decision to use a true experimental design utilizing a 

student sample determined that the results should not be generalized to the broader 

community; however the insights found through this research provide empirical 

evidence of whether product placement can effect viewers’ perceptions of a brand’s 

personality, and provide the foundation for future research in this area. 

 

This research is limited to examining the effect of a ‘used by character’ placement in 

a television soap opera on perceptions of the personality of the placed brand.  It is 

noted here that causality cannot be proven, only inferred, however the considerations 

made when determining the methodological design allow for extrapolation of the 

results as to what may occur in a broader product placement context. 

 

Further justification for the choice of methodological design and development of the 

experimental treatment prompt are provided in Chapter 3. 

 

 

1.7 Summary and Outline of the Dissertation 

 

This chapter has provided a background to the development of the research problem, 

outlined the research question and hypotheses, and provided justification for the 

research undertaken in this dissertation.  A brief overview of the methodology, 

relevant definitions, and the limitations and scope of the research were also outlined. 

 

Chapter Two provides a review of the extant literature relating to product placement 

and brand personality.  Literature on the involvement construct, and more particularly 

enduring involvement, television program involvement and television program 

connectedness is also reviewed in light of its relevance to consumer processing of 

product placement messages.  Justification for the inclusion of endorser similarity and 

purchase intention factors is given, and the theoretical development of the hypotheses 

tested in this research is provided. 
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Chapter Three outlines the methodology used in this research, and provides 

justification for the approach used to examine the hypotheses developed in Chapter 2.  

Justification for, and procedures used to revise and reduce the Brand Personality Scale 

(Aaker, 1997) are presented, and the development of and justification for the final 

study research design, including sampling, survey and treatment design and 

administration is detailed.  The chapter also discusses ethical considerations and 

specifies the proposed statistical methods used to analyse the data. 

 

Chapter Four presents the findings of this research, including results of the factor 

analysis used to revise the Brand Personality Scale (Aaker, 1997) in Study 1, and item 

reliability analyses, manipulation checks, and tests of hypotheses in Study 2.  

Hypotheses are tested using multiple analysis of variance (MANOVA), t-tests, 

multiple analysis of covariance (MANCOVA) and analysis of variance (ANOVA). 

 

Chapter Five presents a discussion of the findings in the context of the literature 

presented in Chapter Two. 

 

The final chapter of this dissertation, Chapter Six, presents the conclusion drawn from 

this research, and the contributions made.  Limitations of the research are outlined, 

along with implications for theory and practice.  The chapter closes with proposed 

areas for future research. 

 

The dissertation now proceeds to an examination of the extant literature relevant to 

the research. 
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2.1  Introduction 

 

Chapter 1 presented a background to the research, and justification for the 

significance of the research to both academics and practitioners.  This chapter 

examines the literature relating to product placement, the development of the practice 

and findings from research to date.  The relevance of the brand personality construct 

in understanding the effects of product placement on perceptions of the placed brand 

is discussed, and an overview of this construct is provided.  The chapter then goes on 

to examines the literature on involvement, and discusses the importance of this 

construct in understanding consumer processing of product placement, both in terms 

of product category involvement and television program involvement.  Finally, this 

chapter examines the relevance of endorser similarity in examining consumer 

processing of product placement in a television program. 

 

This research focuses on examining the impact of product placement in a television 

program on consumer perceptions of the personality of the placed brand.  The impact 

of several moderating variables: prior purchase, product category involvement, 

television program involvement and endorser similarity are also examined here.  It 

will be argued that these are important factors to consider in examining consumer 

processing of product placement in a television program.  Each of these constructs is 

discussed in terms of its theoretical relevance, and previous findings.  Development of 

the hypotheses on which this research is based is integrated throughout the chapter. 

 

 

2.2 Product Placement 

 

Product placement has received increased attention in the last two decades as a 

valuable enhancement to the marketing communications efforts of an organisation.  

Also known as brand placement (Karrh, 1998; DeLorme, Reid and Zimmer, 1994) the 

practice is defined as “the paid inclusion of branded products or brand identifiers, 

through audio and/ or visual means, within mass media programming” (Karrh, 1998, 

p33).  This inclusion can be seen across a broad range of entertainment media, from 

films and television programs, to computer games, music and music videos, books, 
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and more recently blogs and video sharing websites such as YouTube.  Brands are 

also embedded in televised sports coverage (termed sponsorship in this context), and 

newspaper and magazine editorial.  Television is currently the leading placement 

media, attracting 71.4% of placement spending in 2006 (PQ Media, 2007).   

 

A rapidly growing industry, global product placement expenditure was estimated at 

$3.07 billion in 2006, and is forecast to grow to $7.44 billion in 2010 (PQ Media, 

2007).  An interesting characteristic of this industry is that some placements are 

motivated by artistic rather than commercial reasons, and many more are the result of 

barter or ‘contra’ arrangements.  Recognising the ‘exposure value’ of these ‘unpaid’ 

placements, the ‘true’ value of the global placement market is estimated to be valued 

at $13.96 billion by 2010 (PQ Media, 2007).   

 

Despite the current interest in and proliferation of the technique, product placement 

itself is not a new trend.  References to brands in popular entertainment can be found 

in songs from the early 1900s (Cracker Jacks in ‘Take Me Out to The Ball Game’), 

classic literature (Charles Dickens “The Pickwick Papers” 1836-37); and the early 

days of television (Texaco Star Theatre, Kraft Music Hall, Buick/Berle Show)(Lehu, 

2007; Newell, Salmon and Chang, 2006; Turner, 2004).  Early usage of product 

placement in film and television is attributed to the involvement of commercial 

enterprises in funding Hollywood and television networks (Lehu, 2007). One of the 

early motivations for inclusion of American brands as props in American films was to 

enhance the exposure of these products to foreign markets, and subsequently their 

export potential (Segrave, 2004).   Evidence of commercial arrangements between 

film producers and product marketers has been traced back to Lumière films from the 

1890’s; with prominent placements of Sunlight soap (Newell, Salmon and Chang, 

2006). Use of the practice escalated in the 1930’s, as marketers recognised the 

potential for consumer influence by placing brands alongside characters in Hollywood 

films (Turner, 2004).  The most commonly cited example from this early period is of 

Joan Crawford drinking Jack Daniel’s whiskey in Warner Brother’s (1945) ‘Mildred 

Pierce’ (Nebenzahl and Secunda, 1993; Segrave, 2004, Turner, 2004).   The term 

‘soap opera’ was coined in reference to the involvement of soap manufacturers in the 

production of serialised radio dramas, and later, serialised television dramas. 
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To demonstrate the prevalence of this technique, several academic researchers have 

conducted content analyses illustrating usage of the technique across several media 

including television, film, books and music (Avery and Ferraro, 2000; Diener,1993; 

Englis, Solomon, and Olafsson, 1993; Friedman, 1985; Sapolsky and Kinney, 1994).  

La Ferle & Edwards (2006) made a distinction between the placement of products and 

services, and found that the majority of placements on television are for consumer 

products, which usually occur with placement of the product itself, while services are 

usually placed with a logo.   On average, a brand appeared in US television 

programming every 3 minutes in 2002 (La Ferle and Edwards, 2006).   These studies 

have enabled categorisation of the forms and types of product placement, as will be 

discussed further below. 

 

Evidence of the success of modern placements is prevalent in trade literature.  From 

the seminal placement of Reece’s Pieces in ‘ET’ in 1982, with a sales increase of 65% 

attributed to the placement and its concurrent cross-promotions (Galican and 

Bourdeau, 2004; Newell, Salmon and Chang, 2006) to the multimillion dollar cross 

media leveraging of the BMW Z3 in James Bond ‘Goldeneye’ (1995), there are 

numerous examples of the use of product placement in a brand’s communications 

portfolio.  Prominent integration of brands in the content of modern television dramas, 

such as Manolo Blahnik (shoes) and Apple (computers) in ‘Sex and the City’, Ford 

(motor vehicles) in ‘24’ and Junior Mints (confectionary) in ‘Seinfeld’, are indicative 

of the opportunities presented by product placement in television to influence 

viewers’ awareness and perceptions of brands.  

 

Although product placement has been the subject of much practitioner and academic 

interest over the last two decades, few empirical studies have examined the effect of 

this form of marketing communications on consumer attitudes toward, and intention 

to consume the placed brand.  Further, the effect of product placement on the image 

or personality of the placed brand remains largely unexamined, with only a single 

study to date examining the link between television program image and brand image 

(Van Reijmersdal, Neijens and Smit, 2007). This research contributes to the academic 

literature by examining the effect of product placement on consumer perceptions of 
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the personality of the placed brand, with a specific emphasis on product placement in 

television.   

 

 

2.2.1 Product Placement in Television  

 

Product placement in television is distinct from its contemporaries in other media.  It 

differs from placements in print media, literature, online blogs and music as it enables 

a combination of both visual and verbal elements, and demonstrative content. Video 

games also hold these elements, but the nature of video game consumption differs due 

to its interactivity, as opposed to the passive consumption of most television 

programs, particularly scripted drama and comedy.   Television’s strongest 

similarities are held with film (which enables the same modes of placement), and 

much of the research on product placement in film is generalisable to television due to 

these similarities (and similarities in context and genre particularly in regards to 

fictional scripted programming). However movies are usually stand alone stories, 

while many television programs establish an ongoing presence in the lives of viewers.   

 

This ongoing presence facilitates relationship building or parasocial attachment 

between viewers and characters (Russell, Norman and Heckler, 2004) through 

ongoing fictional storylines (such as scripted dramas/comedies or soap operas), or 

repeated exposure to presenters (news or lifestyle programs).   Viewers become 

highly attached to and involved with their favourite programs, and to characters 

within them (Fournier, 1998, Russell, Norman and Heckler, 2004) resulting in social 

behaviours related to this involvement (Kozinets, 2001; Russell and Puto, 1999) and 

impacting on the processing of commercial messages associated with the program 

(Murry, Lastovicka and Singh, 1992; Lord and Burnkrant, 1993; Russell and Puto, 

1999).   Several empirical studies have examined this involvement in relation to the 

processing of advertisements aired within programs, finding that attention to, and 

cognitive processing of advertising messages is increased when a viewer is involved 

in the program and the advertisement itself utilises attention getting devices (Lord and 

Burnkrant, 1993); that program liking positively influences attitude toward the 

advertisement and attitude towards the brand (Murry, Lastovicka and Singh, 1992) 
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and that a correlation exists between program valence and attitude towards the 

advertisement (Smit, Neijens and Moorman, 2005).  

  

A distinction exists between film and television shows as product placement media 

(particularly regarding serialised dramas, soap operas and situation comedies), in 

terms of the continuing narrative that characterises many of these programs.  

Television programs are likely to attract a loyal following, and thus brands placed (if 

a recurring placement) may appear on a number of occasions, reinforcing the 

association between a character and a placed brand.  

 

Differences in program genre also distinguish television from other media.  

Informational programs (news, current affairs), educational programs 

(documentaries), lifestyle programs and fictional storied programming offer different 

types of placement opportunities.  Several academic studies highlight distinctions in 

genre (Avery and Ferraro, 2000; D’Astous and Seguin, 1999; La Ferle and Edwards, 

2006), or limitations in generalisability of findings from one genre to another (Gupta 

and Gould, 2006; Russell and Stern, 2006).  For example, research on product 

placement in game shows (where a placement occurs in the context of an ‘overt 

showcase for products’) may not be generalisable to soap operas (where some viewers 

may not draw promotional inferences from a prop placement) (Gould and Gupta, 

2006; La Pastina, 2001). 

 

Acceptability of placements also differs between genres: overt placements in fictional 

programming (dramas, soap operas, situation comedies) may be perceived as 

obtrusive and as overcommercialising the program, whereas placements in non-

storied programming (game shows/lifestyle programs) may be more ethically 

acceptable to viewers (D’Astous and Seguin, 1999; Balasubramanian, Karrh and 

Patwardhan, 2006; Gould and Gupta, 2006).  Issues of congruence/fit differ between 

genres, with prominence, realism and appropriateness creating different placement 

meanings in different genres (Gould and Gupta, 2006). 

 

Product placement in scripted fictional television programming (dramas, soap operas 

and situation comedies) has received little attention in empirical academic research to 
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date, with the exception of several studies examining situation comedies (Cowley and 

Barron , 2008; Law and Braun, 2000;  Russell, 2002; Russell and Stern, 2006; Weaver 

and Oliver 2000) and mini-series and dramas (D’Astous and Seguin, 1999). This 

dissertation seeks to address this gap in the literature with a specific application to 

product placement in a television soap opera. 

 

 

2.2.2 Importance of Product Placement in Television to Marketers 

 

Current emphasis on the importance of product placement has been driven by several 

issues faced by brand marketers including: increased fragmentation of media, 

decreased attention to traditional advertising, increased competition and clutter and 

few discernable functional differences between brands (Lehu, 2007; Keller, 1993; 

2003).  Brand marketers are looking to develop stronger relational links with 

consumers, and as such are seeking innovative and engaging ways to communicate 

with consumers on a more emotional level to differentiate their brand from competing 

offerings. (Keller, 2003)  Rising costs of television advertising, coupled with the 

traditional problems of avoidance, clutter and measurement difficulties (Danaher, 

1995) have increased the fervour of brand marketers to engage in the practice.   

 

Advertising avoidance strategies including zipping (fast-forwarding through 

commercial breaks in pre-recorded programs), and zapping (changing channels during 

commercial breaks) which hinder the ability of television advertisers to have their 

message reach their target audience (Van Meurs, 1998; Cronin & Menelly, 1992; 

Yorke & Kitchen, 1985).  While some research has found that zapping increases 

attention to the advertisement and subsequent recall, (as the viewer is concentrating 

on the televised content while zapping) (Greene, 1998; Zufreyden, Pedrick and 

Sankaralingam, 1993), what is clear is that even if the viewer can recall the brand, the 

central message of the advertisement may not be processed (Tse & Lee, 2001; Speck 

and Elliot, 1997).   

 

In addition to zipping and zapping, simple television advertising avoidance techniques 

such as non-exposure (leaving the room) and distraction are now further enabled by 
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media technologies (Maynard and Scala, 2006). Personal video recorder devices 

(PVRs) enable a consumer to watch pre-recorded television programs with the ads 

removed, while multimedia entertainment platforms allow a consumer to play games, 

surf the web, or check email during a commercial break in the program (Houghton, 

2002).  Meanwhile, proposed advancements such as click-through technologies make 

the practice of placing brands within entertainment media all the more appealing, by 

facilitating interactivity between viewers and brand marketers. Digital piracy through 

peer-to-peer downloading of television shows (while illegal) has further diluted 

television audiences, as have measures taken to address this issue (such as television 

networks providing free legal downloads of television programs through their own 

websites). 

 

The increased prevalence of traditional television advertising, particularly regarding 

increases in the number of advertisements and duration of commercial breaks (Lehu, 

2007), has made it progressively more difficult for brand marketers to make their 

messages stand out in an increasingly cluttered television advertising environment.   

 

Ratings figures, commonly used to determine advertising rates in television programs, 

are limited by measurement constraints: while viewing figures may be given for the 

program itself, exact viewing audiences for the commercial breaks are difficult to 

determine (Danaher, 1995).  While new ratings methods aim to address this 

discrepancy, they are in the early stages of development, and as such have yet to reach 

critical mass. Bundling of commercial packages to include product placement, 

sponsorship and preferential ad placement aim to alleviate marketers concerns, but do 

not address this central measurement problem. Product placement in television, as it 

occurs within the content of the program itself, offers concrete information on viewer 

profiles, and reach to the firm’s target market. 

 

As a result of the above factors the ability of product placement to embed brand 

communications within the medium toward which viewer attention is focused is 

recognised as an important addition to the promotional mix (Donaton, 2005; Lehu, 

2007).  Placements in popular television programs may also offer the advantages of 

longevity and repeated exposure, as opposed to the perishability of advertisements 
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that are shown during commercial breaks; re-runs and DVD releases introduce the 

placed brand to additional viewers, while a loyal viewer or fan may be exposed to the 

placement on a number of occasions (through repeated DVD viewings). Depending 

on the type of placement itself, there may also be pseudo-endorsement advantages due 

to direct associations between the character(s) and the brand. 

 

Television (both non-fiction programs and fictional storied programming) aids in the 

construction of consumer reality, both influencing and reflecting culture (Green, Garst 

and Brock, 2007; Lehu, 2007).  Although this reflection is often distorted and 

commercialisation over emphasised (O’Guinn & Shrum, 1997, Hirschman, 1998), 

nevertheless television programs are an integral part of the entertainment landscape of 

most western consumers.  Television informs, entertains, and educates viewers; the 

programs are ritualistic components of the daily lives of most viewers.  Product and 

brand messages, both alongside and integrated within programming, paid and unpaid, 

commercially motivated and artistically inspired have been present since its inception, 

and will continue to be in the future. 

 

 

2.2.3 Perspectives of Film and Television Producers 

 

Film and television producers cite a number of reasons for supporting the inclusion of 

brands in movies and television programs.  These include increasing the realism of 

characters and scenes, reducing production costs, and generating revenue.  Many 

filmmakers consider the placement of generic products as props to be a distraction to 

the storyline, lacking in authenticity and realism, (Turcotte, 1995), a perspective 

supported by viewers (Nebenzahl and Secunda, 1993). As the essence of many films 

and television programs is to replicate real-life situations and experiences, brands are 

an essential part of the scenery.   

 

A clear benefit to producers is the financial revenue derived from product placement.  

Networks rely on funding from advertisers to finance the development of television 

programs (Wenner, 2004).  Advertisers are looking for a quantifiable return on 

investment for their advertising spend, and with the threat of digital piracy and PVR 
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technologies (in which the ads are generally removed) and other factors mentioned 

above, producers need to find alternative ways to attract advertising dollars to support 

program development (Donaton, 2005).  Thus product placement has become, and 

will continue to be, an importance source of revenue, and production cost reduction in 

the future (Schneider, 2002; Wenner, 2004). 

 

Additional financial benefits from product placement are also derived through media 

partnerships between advertisers and producers.  Cross promotions between a 

film/television program and brand marketers benefit both parties by enhancing 

promotion synergy (Karrh, McKee and Pardun, 2003).  Examples of these cross 

promotions include the BMW/Bond affiliation, and 3 Mobile’s sponsorship, brand 

placement and cross-promotion with the Big Brother franchise in Australia.  The 

placement of the BMW Z3 in the James Bond ‘Goldenye’ movie (1995) was 

supported by a prominent advertising campaign coinciding with the film’s release , 

and represented a 15million dollar media spend from the advertiser (BMW) and was 

supported by an extensive integrated marketing communications campaign involving 

supply chain members and consumers in order to leverage the placement (Lehu, 

2007).    

 

The inclusion of a known brand is said to enhance the realism of scenes, and to aid in 

the establishment of characters in movies and television programs (Natharius, 2004; 

Sapolsky and Kinney, 1994); where entertainment is designed to reflect ‘real life’ 

products and brands could be argued to be an integral part of the modern landscape 

(Donaton, 2004, Gupta, Balasubramanian and Klassen, 2000; Lehu, 2007).  The 

commercialisation of entertainment attracts the ire of critics of the practice, arguing 

that product placement overly commercialises programs, and misrepresents the true 

nature of consumption and materialism in society, others suggest the prevalence of 

brands in entertainment media acts to reflect, rather than promote, the commercialism 

in society (Avery and Ferraro, 2000; Lehu, 2007; O’Guinn and Shrum, 1997; Wenner, 

2004).   

   

Critics also emphasise the potential for undue influence on producers and directors to 

include brand messages for commercial rather than artistic reasons (Karrh, 1998), 
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thereby turning an ‘artistic’ entertainment piece into an ‘undisclosed’ advertisement.  

This interference with artistic integrity is of concern to writers and producers alike, 

and public policy regarding consumer protection mirrors this concern about the 

distinction between advertising and ‘editorial’ content (Audiovisual Media Services 

Directive, 2007; Avery and Ferraro, 2000; Balasubramanian, Karrh and Patwardhan, 

2006).  However, while some television programs are clearly funded and influenced 

by advertisers (such as some reality television and lifestyle programs), evidence from 

content analyses indicate that brand inclusions (and therefore influences) are 

relatively lower in scripted programs (Avery and Ferraro, 2000; La Ferle and 

Edwards, 2006).  Savvy marketers would also recognise the potential for 

counterargument, and subsequent negative brand attitudes, derived from an 

incongruent, intrusive brand placement (Russell, 2002), and such a practice would be 

argued to be counterproductive to all stakeholders (marketers, producers and viewers). 

 

 

2.2.4 Consumer Perspectives on Product Placement 

 

Despite consumer awareness of the practice of product placement, the commercial 

objectives of individual placements are often unknown to the viewer (McCarthy, 

2004).  Disclosure of placement costs (and often, the commercial intent of the 

placement) is the exception rather than the norm in this industry, with legal 

obligations surrounding this disclosure ambiguous, and the subject of ongoing 

refinement in public policy.   

 

The European Union’s Audiovisual Media Services Directive (an amendment of the 

Television without Frontiers Directive) offers the most comprehensive policy to date.  

Defining product placement as “any form of audiovisual commercial communication 

consisting of the inclusion of or reference to a product, a service or the trade mark 

thereof so that it is featured within a programme, in return for payment or for similar 

consideration” (Audiovisual Media Services Directive, 2007), the directive permits 

the practice, as long as it is disclosed to viewers, not overly prominent, contains no 

direct call to action (purchase) and does not influence editorial content, while 

prohibiting placements in news, current affairs, documentaries and children’s 
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programmes .   Donations of props or prizes (as long as they are not of significant 

value) are not considered within this definition.  The directive calls for disclosure of 

product placement at the beginning and end of programs, and on resumption from 

commercial breaks, and prohibits placements of tobacco products and prescription 

medicines.   

 

These provisions mirror concerns expressed by consumers in academic research 

regarding the placement of sensitive products such as alcohol, cigarettes and guns 

(Gould, Gupta and Grabner-Kräuter, 2000; Gupta and Gould, 1997).  However, 

despite opposition to the practice from some academic circles, lobby groups and 

policy advisors, research suggests that consumers do not hold strong objections to the 

practice of product placement itself.  On the contrary, research indicates that 

consumers generally have a positive attitude towards the use of brands in films (Gupta 

and Gould, 1997; DeLorme, Reid and Zimmer, 1994; Ong and Merri, 1994; 

Nebenzahl and Secunda, 1993).  Furthermore, Nebezahl and Secunda (1993) found 

that respondents considered the practice to be an effective marketing technique, and 

considered it to be a less obtrusive form of promotion than other practices. However 

some participants in the study objected to the practice because they considered it to be 

deceptive.   Overexposure to placements is said to be distracting to the storyline (De 

Lorme, Reid and Zimmer, 1994) and while viewers generally hold positive attitudes 

towards the practice (as mentioned above), the placement of sensitive products is 

considered less acceptable (Gupta and Gould, 1997).  Differences have also been 

found with gender and movie-going frequency affecting attitudes toward the 

acceptability of product placement (Gupta and Gould, 1997).   

 

Familiar brands in particular have been found to increase the realism of characters, 

heighten viewer involvement with characters, and support their ability to make 

comparisons between the characters and themselves (De Lorme, Reid and Zimmer, 

1994, Maynard and Scala 2006).  Molesworth (2006) found similar reactions from 

game players, who also cited increased realism and held generally positive attitudes 

towards their brand encounters in games.  Consumers’ brand associations with known 

brands may be used to support a story and, as discussed above, provide shorthand 

cues to the viewer about a storyline or character.   
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Consider an example from an Australian film, The Man Who Sued God (2001).  The 

character Steve Myers (played by Billy Connelly) is a “lawyer who became a 

fisherman from frustration” (The Man Who Sued God, n.d.).  To convey aspects of 

the character‘s personality and financial situation to viewers, in one scene the 

character uses a can of ‘homebrand’ aftershave, offering the viewer insight into the 

character through his use of the brand.  Other cues include his unkempt appearance 

and rundown houseboat abode, emphasising that he has eschewed the trappings of a 

successful corporate lawyer. The placement of the brand in this scene provides 

shorthand cues to the viewer, the nature of which, if attempted to be explained 

through the script, would arguably interfere with the flow of the story.  The placement 

of a brand here is of clear benefit to both the writers and to viewers of the movie, with 

brand associations held by viewers subtly acknowledged, and utilised through the 

placement to aid in character establishment. Although this example is arguably of an 

artistic placement (due to the nature of the product) paid placements may be 

operationalised in the same manner.   

 

Overt, high-profile commercial placements may be acknowledged or leveraged 

through other media such as advertising (for example the General Motors Vehicles in 

the Transformers movies), (Lehu, 2007), can become the subject of publicity, or be 

immersed in popular culture (Junior Mints in Seinfeld, Reese’s Pieces in ET), but the 

majority of placements, particularly those in scripted television programs, are more 

subtle and unobtrusive to the viewing experience (La Ferle and Edwards, 2006). 

Intentionally or otherwise, these more subtle, undisclosed placements may not be 

consciously processed (and therefore not recalled) by the viewer, and drive much of 

the ethical debate regarding the ‘subversive’ nature of the practice (Balasubramanian, 

1994; McCarty, 2004). 

 

While consumer dissatisfaction over excessive television advertising is well known, 

particularly regarding increases in the number of advertisements aired during 

commercial breaks, overexposure to product placements within programs evokes 

similar dissatisfaction amongst viewers (DeLorme, Reid and Zimmer, 1994).  

Evidence from policy makers and consumers suggests that the view that brands have 
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no place in film and television is unrealistic (Audiovisual Media Services Directive, 

2007; Balasubramanian, Karrh and Patwardhan, 2006). However the forms and types 

of placements need to be carefully monitored by marketers, producers and policy 

makers alike to ensure fair use of the practice for all television stakeholders. 

 

 

2.2.5 Types of Product Placement 

 

Placements may be driven by commercial motivations, with payment or 

‘consideration’ exchanged for a prominent brand appearance.  Cost of placements 

vary depending on the type and prominence of the placement; the current model in the 

film industry often involves a combination of direct payment to producers coupled 

with an agreed advertising spend (Karrh, 1998).  This arrangement usually involves 

promotion of the film within advertising for the brand, which benefits producers by 

increasing promotional reach for the film, while allowing marketers the advantage of 

leveraging the placement through marketing communications.  

 

Alternatively, the placement of a product or brand may be driven by artistic or 

creative motivations, to enhance the realism of a scene, or to give the audience 

‘shorthand’ cues about the personality of a character (such as in the aforementioned 

example from ‘The Man Who Sued God’). In this instance, no money changes hands; 

the prop may be donated by the organisation on request, or simply purchased by the 

production company for use in filming (Avery and Ferraro, 2000; Turcotte, 1995).  

 

A recent example of a prominent, yet unpaid placement is that of the Wilson 

volleyball in the movie ‘Cast Away’.  While the film was criticised by some for 

excessive brand placements (FedEx, Dr Pepper and Snickers were featured 

prominently), the ‘character’ of Wilson, while arguably perceived by viewers as a 

paid placement due to its prominence and integration into the storyline, was included 

for creative reasons.  An estimation of the value of this placement ranges from an 

approximate low of $1.85 million to an approximate high of $11.5 million – with 

potentially 100 million people worldwide exposed to the Wilson brand through 

watching the film (Maynard and Scala, 2006). 
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While the Wilson case is an example of a positive unpaid placement, examples exist 

of negative placements, both paid and unpaid.  Famous examples include Reebok’s 

negative portrayal in ‘Jerry Maguire’, and the use of Caterpillar equipment as a 

symbol of oppression in ‘Grapes of Wrath’ (Balasubramanian, 1994).  While a paid 

placement usually involves a negotiation of the role and portrayal of a brand, unpaid 

placements generally fall outside the control of brand marketers.  Some organisations 

have attempted to regain control of how their brands are used in this context by 

developing guidelines on how their brands should be portrayed, while others have 

threatened legal action for negative brand placements (Balasubramanian, 1994).  

Satirical product placements have also emerged in response to the proliferation of the 

practice (such as those seen in ‘Wayne’s World’, ‘The Truman Show’, and ‘30 

Rock’). 

 

Smith (1985) cited three ways in which brands appear in movies: the product itself, 

the product logo, or an advertisement may be used as a prop; these categories can also 

be applied to product placement in television programs, computer games and other 

entertainment mediums.  Brand appearances may take the form of a visual exposure, a 

verbal reference, character usage or a combination of these (DeLorme and Reid, 1999; 

D’Astous and Séguin, 1999).  

 

Sponsorship of television programs, without the integration of the product within the 

program, has been regarded as a form of product placement (D’Astous and Séguin, 

1999), but the current consensus is that sponsorship should be categorised separately 

to product placement.  Sponsorship of television programs is usually an overt 

commercial message, while many forms of product placement are not.  Product 

placement embeds the message within the program itself, while in most instances 

sponsored messages are distinct from editorial content.  Television program 

sponsorship is usually disclosed (and communicated to viewers) and as such the 

commercial intent is clear (“this program/segment brought to you by brand x”).  

Emergent public policy in this area (such as The European Union’s Audiovisual 

Media Services Directive) distinguishes product placement from sponsorship 

(including plugs). Recent research also differentiates between plugs such as an overt 
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verbal ‘endorsement’ or mention of a brand, (seen more in ‘news/talk shows’ such as 

‘Today’, or lifestyle programs for example destinations in ‘Getaway’), as opposed to a 

scripted placement within a storyline (Roehm, Roehm and Boon, 2004).   

 

Branded entertainment, where the content of a television program is developed with 

specific consideration of the role of the brand, exemplifies one of the more extreme 

forms of product placement.  This form sees brand marketers drive the content; the 

program is usually an overt promotional vehicle for the brand, and is readily 

identifiable to the viewer as such.  Although infrequently used in fictional scripted 

programming on television, this form of embedded advertising has proliferated online 

in recent years in the form of ‘webisodes’.  It is proposed that these forms should be 

considered separately to product placement, as the products or brands are not ‘placed’ 

as such but rather are integrated into the story to the extent that the story revolves 

around the brand, rather than the brand supporting the story.  Rather than drivers to 

the story, they become the story and are akin to ‘extended’ advertisements, rather than 

product placement.  

 

Russell (2002) characterised placements with a “Tripartate Typology of Product 

Placement” covering three dimensions of placement: visual, auditory and plot 

connection.  Each of these dimensions involve a degree of prominence: from subtle 

brand appearances (such as a fleeting glimpse or mention of the product), to more 

noticeable placements involving recurring or pointed brand mentions, prominent or 

repeated visual exposures (such as in the foreground of the scene), or extensive plot 

integration (where a brand is integral to the storyline or development of a character).  

These placements range from a fleeting exposure, to a recurring presence or 

significant role in the script.  This typology was later expanded by Kuhn (2005, cited 

in Kuhn, Hume and Love, 2010), who included a fourth dimension, “use simulation” 

to illustrate the interaction between brands and game players in video games.   

 

Yang and Roskos-Ewoldsen (2007) utilised a landscape model of comprehension to 

categorise three types of placement based on their degree of relevance to the story.  

Enablers (termed story connection placements) are consistent with Russell’s (2002) 

plot integrated dimension, as these are placements that facilitate the flow of a story 
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(for example the use of Reece’s Pieces to lure ET from the closet in ‘E.T.: The Extra-

Terrestrial’).  At the next level are those brands which are used by the character but 

not essential to the storyline, and finally background props and other brand 

information within a scene.  The issue of prominence or relevance has also been 

coined ‘centrality’ (Gupta and Lord, 1998).  Cost of placements vary based on 

prominence or centrality as more prominent placements are assumed to be the most 

memorable, and to therefore hold greater brand effects (Lehu, 2007, Turcotte,1995). 

 

 

2.2.6 Recall and Recognition of Product Placement 

 

Early studies conducted on viewers recall and recognition of brands in films revealed 

conflicting findings.  Ong and Merri (1994) found low unaided recall, but this differed 

greatly between participants.  Subjects who did remember brands did not indicate any 

increase in purchase intent.  Saberwahl, Pokrywczynski and Griffin (1994) found that 

65% of respondents recalled products placed in the film ‘Days of Thunder’ when the 

practice involved both visual and verbal mentions of the product, while 43% recalled 

products that were only placed visually.  Their findings indicate that the use of both 

visual and verbal placement increases information processing and recall of the brand 

name of the placed product.  Babin and Carder’s (1996) research also indicated that 

viewers were able to correctly recall brands placed, and that they were able to 

distinguish between brands that were placed in a film and those that were not.   

 

Studies comparing recall of placements versus recall of advertisements have also 

shown conflicting findings.  Gupta and Lord (1998) found higher levels of recall for 

prominent product placements than for advertisements shown within the program; 

while more a more recent study found recall of products placed in game shows to be 

lower than that for advertisements (Gupta and Gould, 2007). The typology of 

placement is again relevant here, with game show placements tending to be 

predominantly visual, with minor or non-existent audio elements, while television 

advertisements are typically more engaging (or intend to be so) with more creative 

audiovisual components (Gupta and Gould, 2007). 
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These findings indicate that viewers are able to recall and recognise brands placed in 

films and television programs, although this is dependent on the overtness (or 

prominence) of the placement.  If a character visually uses and verbally mentions the 

brand placed, recall and recognition of that brand is more likely to occur, as is 

information processing (Gupta and Lord, 1998; Law and Braun, 2000; Russell, 2002).   

 

While unprompted recall is considered by placement practitioners to be the best 

means of measuring product placement effectiveness (Karrh, McKee and Pardun, 

2003), attitude studies have providing some interesting insights disputing the 

importance of placement recall.  While it is suggested that auditory information may 

be more meaningful to a viewer than a glimpse of a background prop, “as the auditory 

channel carries the script” (Russell, 2002) and subsequently engages the viewer in 

greater information processing of the brand, a subtle, fleeting or subconscious 

placement may still hold brand effects.   Russell (2002) found audio placements to 

have a strong effect on memory, while visual placements were more likely to be 

recalled if incongruent to the story, but this was likely to have a negative effect on 

brand attitudes.   

 

These findings are consistent with those of D’Astous and Séguin (1999) who found 

stronger congruity lead to better evaluations and ethical perceptions of placements in 

variety and quiz shows, and information and services programs.  However, this study 

found that congruent placements in mini-series or drama programs lead to more 

negative reactions to the practice of product placement. Thus it appears that while 

congruity is an important consideration, mode and overtness of the placement need to 

be considered also, as intrusiveness and suspicion of commercial influence may lead 

to negative brand effects. 

 

Other studies have shown that there may be an inverse relationship between product 

placement recall and brand effects, such as brand attitude or brand choice (Law and 

Braun, 2000; Russell, 2002).  This evidence of subconscious processing of brand 

placement messages and resultant brand effects highlights the limitations of memory 

factors as a measure of product placement effectiveness.   
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2.2.7 Brand Effects 

While the above mentioned research has provided insights into usage of product 

placement, perceptions of and motivations for engaging in the practice, and cognitive 

processing of the placement itself, the effects of product placement on viewer 

perceptions of the placed brand has received little attention in the academic literature 

to date.  Several recent studies have examined whether product placement has positive 

or negative effects on attitudes toward the placed brand, and on brand preference and 

choice outcomes (Cowley and Barron, 2008; Homer, 2009; Law and Braun, 2000; 

Russell, 2002, Russell and Stern, 2006).  However the effects of product placement on 

perceptions of the image or personality of the placed brand has received scant 

attention thus far, with only one article to date examining brand image effects (van 

Reijmersdal, Neijens and Smit, 2007). 

 

Recall and recognition studies have provided empirical evidence that depending on 

mode and prominence, product placements may be consciously processed and 

remembered by consumers.  However, studies examining effects on the placed brand 

in terms of brand attitude have shown that memory does not necessarily hold a 

predictive relationship with attitude or choice in this context (Law and Braun, 2000; 

Russell, 2002; van Reijmersdal, Neijens and Smit, 2007).  For example, Law and 

Braun (2000) found visual placements to have lower levels of recall for viewers, but 

greater effects on brand choice compared with verbal placements, and those using a 

combination of the two. Russell (2002) observed similar findings, detecting an inverse 

relationship between recall and attitude toward the brand. Van Reijmersdal, Neijens 

and Smit (2007), observed an image transference effect from the program to the 

placed brand, independent of memory for the placement.  

 

Thus it appears that some forms of product placement may be subconsciously 

processed,  facilitating brand associations unimpeded by the potential for 

counterargument that may be present with conscious processing of commercial 

messages.  Balasubramanian, Karrh and Patwardhan (2006) posit that “perceptions of 

message source bias may engender more counter argumentation and resistance in ad 

primed states than in media-primed or unprimed states” (p126) in considering the 
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effects of priming a viewer to a product placement exposure.  However an overt 

placement may in itself prime a viewer to the commercial intent of the placement, 

raising viewers’ cognitive defences to the brand messages intended by the placement. 

 

Traditionally it has been assumed that overt placements are more effective: that by 

drawing viewer attention to a placement, recall is enhanced and thus brand 

associations are more likely to be processed.  However a counter effect may be 

present, where increased overtness may lead to increased perceptions of message 

source bias, and thus negative attitudes towards the placement itself and subsequently 

the placed brand may develop (Russell, 2002; Russell and Stern, 2006; Cowley and 

Barron, 2008). 

 

Consider for example a recent episode of Desperate Housewives and two of the 

brands appearing in the episode.  Bree (one of the main characters) acquires a new 

Lexus, the placement of which is used to illustrate her recent financial success.  The 

attributes of the vehicle are emphasised within the dialogue between characters, and 

the car features prominently in several scenes, to the point where it is the focus of 

several character interactions.  In one scene the Lexus badge on the rear of the vehicle 

receives a lingering camera shot.  It could be argued that viewers may perceive this 

prominent plot- integrated placement as a pseudo promotional message within the 

program, and may subsequently raise their cognitive defences to the brand 

communication (Russell, 2002).  Even if not primed to the brand, and subsequently 

the placement, by a Lexus advertisement placed during the program, the overtness of 

the marketing signals within the placement could arguably lead to perceptions of 

message source bias. On the other hand, the car driven by Lynette (another main 

character) appears simply as a prop in the same episode.  The brand of vehicle is not 

verbally mentioned, and although it appears as a ‘used by character’ placement, no 

verbal promotional messages for the brand surround the placement.  This 

product/brand appearance is as an essential prop within the scene; and the organic 

nature of the placement is such that any brand associations made by the viewer would 

arguably be subconscious by nature.  Different attitudinal effects (both toward the 

placement itself and the brand placed) are likely to be found for these two placements 
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based on the different levels of perceived source bias and subsequent potential 

cognitive defence attached to each. 

 

Russell (2002) observed an inverse relationship between recall and brand attitudes 

(placements with high levels of recall lead to lower brand attitude scores following 

exposure to the placement, while lower recall placements lead to higher brand attitude 

scores).   Therefore placements which fall below the level of conscious cognitive 

processing may still hold brand attitude effects, which Russell attributed to mere 

exposure effects (Zajonc, 1968) and peripheral paths to persuasion (Petty and 

Cacioppo, 1986).  

 

Under the ELM (Elaboration Likelihood Model), increased involvement in the 

message leads to increased processing of message cues via the central route to 

persuasion (Petty and Cacioppo, 1986).  So if a viewer is involved with the brand 

communication they are more likely to process direct brand cues, but under low levels 

of brand message involvement they are more likely to attend to peripheral cues.  

Overt product placements arguably lead to increased involvement in the brand 

messages associated with the placement, whereas subtle visual placements are 

arguably low involvement brand messages. Thus, subtle placements (eg. background 

props) may increase cognitive processing of peripheral cues such as brand 

associations (ie. with the character) than more obvious, integrated placements 

(Russell, 2002).  That is, the viewer may be so heavily engrossed in the plot that these 

subtle prop placements are processed subconsciously, and this implicit learning may 

benefit brand effects with a decreased likelihood for counterargument that is typically 

seen with overt commercial messages.  Under the assumptions of the ELM model, the 

central processing facilitated by an overt placement may be more appropriate if the 

goal is to increase conscious processing of product attributes, while the peripheral 

processing of a subtle placement may be more suitable for brand association goals 

relating to non-product attributes such as user or usage imagery. 

 

Russell (2002) also identified a link between congruence and recall: incongruent 

visual placements were more likely to be recalled but resulted in negative brand 

attitudes. This finding was attributed to the placement’s distraction to the storyline, 
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and perceived commercial intrusiveness of the placement; thus to draw attention to a 

brand’s presence through incongruent placement appears to be a poor 

communications strategy.    

 

From the above discussion, it appears that recall is a superficial measure of product 

placement effectiveness, and may in fact misrepresent effects on perceptions of the 

placed brand.  High levels of recall do not necessarily translate into positive brand 

outcomes, and congruence is an important factor in operationalising placement 

strategy.  Several factors will determine the potential for reduction in 

counterargument of the placement message: mode, prominence and congruence.   

That is, a well integrated visual placement may blend so seamlessly into the 

entertainment that it is not perceived as an overt commercial message, leading 

consumers to more openly accept the brand associations created by the placement.  

Subtle, congruent placements that enhance, rather than distract from a storyline may 

be more openly gathered into a consumers set of brand associations for a product, 

rather than simply rejected as obtrusive persuasive messages. 

 

While brand marketers can identify clear, measurable outcomes from product 

placement activities though recall and recognition measures, a prominent plot-

integrated placement may not necessarily be the most ideal way to operationalise the 

strategy.  Although this may appear counterintuitive, issues of intrusiveness, the 

perception of commercial intent, and the subsequent raising of consumer’s cognitive 

defences may occur with more well known or recognisable placements.  If the aim of 

a placement strategy is to increase brand awareness or recognition these effects may 

not be of concern.  However if positive brand attitude effects are the desired outcome 

then these factors require consideration. But what if there is a different motivation for 

engaging in the practice?   

 

Many placements are motivated by the potential for brand associations created by the 

placement, particularly those influenced by the source.  Lexus’s placement of a 

prototype vehicle in the futuristic ‘Minority Report’ (film as source) was inspired by a 

desire to reinforce the technological innovativeness and longevity of the brand (the 

film was set in 2054).  Sarah Jessica Parker’s character Carrie Bradshaw in ‘Sex and 
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the City’ (character as source) maintained a devotion to Manolo Blahnik shoes 

throughout the television series, a placement which undoubtedly enhanced awareness 

of the brand, yet the brand was also used to aid in character establishment for the 

highly fashionable lead role, with reciprocal user imagery associations for the brand.   

 

These source associations activated by product placement may act to enhance or alter 

consumer perceptions of a brand’s image or personality.  Brand image is defined as 

"perceptions about a brand as reflected by the brand associations held in consumer 

memory" (Keller, 1993, p3).  These associations are developed through brand 

interactions, particularly those involving marketing communications.  Transference 

effects have been found between program image and brand image through product 

placement (van Reijmersdal, Neijens and Smit, 2007), mirroring similar findings in 

sponsorship research (Gwinner and Eaton, 1999).  These findings can be explained by 

associative learning (Freling and Forbes, 2005) and meaning transfer (McCracken, 

1989) theories whereby characteristics of the communication source (for example the 

program in which the brand is placed, or the character with whom the brand is 

associated) are transferred to the placed brand. 

 

A brand holding “its own unique personality” is considered by practitioners to be the 

third most important brand characteristic contributing to an effective placement 

(Karrh 1995; Karrh, McKee and Pardun, 2003). However outside of these two studies, 

no attention has been given to brand personality in the academic literature on product 

placement thus far.  In particular, effects of product placement on the personality of 

the placed brand remain unexplored. 

 

Characterisational aspects of the brand are what we call the brand’s 

personality.  The characterisational aspects of the brand or its personality are 

purely the result of communications because there is rarely anything intrinsic 

to a brand that makes it lively, or exotic, or sophisticated.  (Plummer 1985, 

p29)   

 

Therefore messages about a brand communicated through product placement may act 

to enhance or alter these characterisational aspects of the brand.   
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The following section will provide an overview of the literature on brand personality, 

and discuss its relevance in examining product placement effects. 

 

 

2.3 Brand Personality 

 

Brand personality is defined by Aaker as “the set of human characteristics associated 

with a brand” (1997, p347).  Although this definition has been accepted by some 

researchers (Diamantopoulos, Smith and Grime, 2005; Okazaki, 2006; Siguaw, 

Mattila and Austin, 1999), it has received criticism for being too generalised, and 

subsequently a more precise definition, “the set of human personality traits that are 

both applicable to and relevant for brands” (Azoulay and Kapferer, 2003, p151), has 

been argued to be more appropriate.  Criticism of Aaker’s (1997) definition is based 

on the broader academic argument regarding the components of brand personality.   

Azoulay and Kapferer (2003) propose that a loose definition may lead to the inclusion 

of factors that the psychology literature has excluded from the bounds of personality 

(such as intellectual ability, gender and social class), arguing that the inclusion of 

these aspects has lead to inconsistencies and flaws in measurement of the concept.   

This dissertation will utilise Azoulay and Kapferer’s (2003) more ‘precise’ definition, 

and contributes to refinement of the concept, and of its measurement.  These 

measurement flaws, and steps taken to address them, are discussed in Chapter 3. 

 

The concept of brand personality is based on the human propensity to 

anthropomorphise products and brands: to attach human characteristics to otherwise 

inanimate objects (Aaker, 1997; Freling and Forbes, 2005).  Anecdotal evidence of 

such a propensity is common, particularly in regards to objects with which consumers 

have a firm attachment: a computer may be described as ‘temperamental’, a mobile 

phone as ‘sexy’, and a pair of stiletto shoes as ‘daring’.   A personality can be held by 

both tangible products and services (Freling and Forbes, 2005), with a number of 

studies describing the personality traits attributed to specific brands (Aaker, 1997; 

Siguaw, Mattila and Austin, 1999; Austin, Siguaw and Mattila, 2003; Smith, Graetz 

and Westerbeek, 2006). 
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Early conceptualisations of brand personality were based on the “Big Five” factor 

model of human personality: Extroversion, Agreeableness, Conscientiousness, 

Emotional Stability and Openness (Goldberg, 1990), however this model was found 

to be unsuitable for use with brands (Aaker, 1997; Azoulay and Kapferer, 2003).   

Development of the brand personality construct has focused on a framework that is 

more directly attributable to brands, culminating in Aaker’s (1997) formative work in 

the area.  Several studies have indicated that while some human personality factors 

are applicable to brands, such as openness, conscientiousness and extraversion, the 

remaining two (agreeableness and emotional stability) are not (Aaker, 1997; Azoulay 

and Kapferer, 2003; Caprara, Barbaranelli and Guido, 2001)  

 

Recent research on brand personality has included the concepts of ‘corporate brand 

personality’ (Keller and Richey, 2006; Rekom, Jacobs, Verlegh and Podnar, 2006) 

and ‘product personality’ (Govers and Schoormans, 2005).  Corporate brand 

personality, defined as “the human characteristics or traits of the employees of the 

corporation as a whole” (Keller and Richey, 2006, p75) is distinct from product brand 

personality which ‘typically relates to consumers and user imagery’.  Keller and 

Richey (2006) discuss the ‘core dimensions’ of heart (passionate and considerate), 

mind (creative and disciplined) and body (agile and collaborative), and the 

“interactive effects of these such that the effects of one trait can be enhanced by the 

existence of another”.  Govers and Schoormans (2005) discuss the personality of the 

physical product itself, in terms of the symbolic meaning of product brand variants, as 

distinct from the personality of individual brands.  This dissertation focuses on brand 

personality as it is the brand itself which is placed for commercial motivations, either 

as the branded product, the brand’s logo or an advertisement for the brand (Smith, 

1985).  An established brand personality has been highlighted by product placement 

practitioners as an important contributor to effective product placements (Karrh, 

McKee and Pardun, 2003).  

 

Establishment of a unique and identifiable brand personality holds several advantages 

for marketers.  Research indicates that humanising a brand reduces perceptions of 

uncertainty and risk regarding brand use; increases brand familiarity, and “gives the 
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consumer a feeling of comfort” (Freling and Forbes, 2005, p157).  With increasing 

homogenisation of product offerings, a unique brand personality can differentiate a 

brand, and facilitate the development of consumer relationships with brands 

(Plummer, 1985; Fournier, 1998).  As marketers continually seek ways to differentiate 

their brand from competing offerings, and with the current emphasis on branding, 

developing a unique personality for a brand is one method to make a brand stand out 

in the marketplace. 

 

Citing previous researchers (Biel, 1992 and Halliday 1996), Freling and Forbes state 

that:  

Industry experts assert that brand personality helps firms to achieve product 

differentiation and affects consumer judgements, and may be related to other 

brand-equity-related benefits. One might expect, for example, that when a 

consumer regards a brand’s personality as distinctly more favourable – and 

feels more familiar, comfortable and confident using the brand – the brand 

will be more memorable, elicit more favourable evaluations and instil greater 

brand loyalty that other brands in the product category that possess no brand 

personality  ( 2005, p153). 

 

Brand personality is important because it “plays a role in the ‘for me’ choice” 

(Plummer, 1985).  Brand personality is seen as a means for consumers to express their 

actual or idealised self image” (Keller and Richey, 2006, p76).   

 

“Product brand personality is strongly defined in terms of user imagery: 

characteristics of consumers who use or are intended to use a brand” (Keller and 

Richey, 2006, p76).  As such, communications that incorporate elements of user 

imagery, including those that directly associate a brand with a user through 

advertising endorsements, or through ‘use by character’ product placements, may act 

to establish, enhance or alter brand personality perceptions. 
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2.3.1  Development of the Brand Personality Construct 

 

A brand is defined as “a name, term, sign, symbol or design, or combination of them 

which is intended to identify the goods and services of one seller or group of sellers 

and to differentiate them from those of competitors” (Kotler, 1991, p442). The 

concept of branding has become increasingly important to marketers due to the 

increased homogeneity of products, proliferation of product offerings, and improved 

product quality standards (Rekom, Jacobs and Verlegh, 2006; Keller, 1993).  

Branding enables marketers to differentiate their product from competing brands by 

developing a unique and identifiable brand image (Keller, 2003).  This projection of 

the ‘image’ of a brand through marketing communications, and the subsequent 

development of brand associations, aids in the establishment of  relationships between 

consumers and brands, which in turns assists the brand in creating customer loyalty 

and developing brand equity (Meenaghan, 1983; Keller, 1993).  It is noted here that 

other brand concepts have emerged in recent years, including brand DNA, which is 

said to include four elements: brand values, brand style, brand differentiators and 

brand standards (Chapman and Tulien, 2010) or alternatively brand category, 

character, benefits, difference and credibility (Johnson Morgan and Summers, 2005). 

Mazda state their brand DNA consists of two concepts: personality and product 

(mazda.com).  This research study focuses on brand personality due to its relevance to 

product placement as is discussed below. 

 

Plummer (1985) made an early distinction between brand image and brand 

personality.  He argued that brand image is how a brand presents itself (incorporating 

elements such as the functional product, its packaging and brand name, and 

distribution channels used); all of these aspects communicate something about the 

brand.  Personality incorporates how organisations would like consumers to think and 

feel about their brands (inputs), and what consumers do think and feel (outtakes). 

 

Plummer (1985) argues that there are three key elements of brand image: its physical 

elements or attributes, its functional characteristics (the benefits or consequences of 

use) and the characterisation, or personality of the brand.  This combination of 
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branding elements assists consumers in making brand preference and choice 

decisions.  Brand personality is considered in this context to be a subset of brand 

image, separate but possibly influenced by the function and attributes of the brand.   

 

Examination of the literature on brand associations, brand image and brand 

personality reveals a key emergent theme: that consumer experiences, both direct 

(through use or consumption) and indirect (via marketing communications) lead to the 

development of associations in consumer memory about the “essence” and 

characteristics of a brand. It is posited that consumers process and store information 

about brand experiences to form perceptions about a brand that are later activated 

when making decisions about brand choice (Keller, 1993).   

 

Theories of associative memory have been applied to explain these brand 

associations, and their antecedents and consequences.  Freling and Forbes (2005) 

argue that brand personality works through associative memory: ‘spreading 

activation’ through interconnected nodes or pathways that link brand information in 

the brain, and that it is a natural and inevitable occurrence due to the human desire to 

anthropomorphise non-human items.   

 

Rekom, Jacobs, Verlegh and Podnar (2006)  discuss the concept of ‘brand essence’ 

and the cognitive ‘linkages’ that exist between brand features; some brand features are 

more important than others in capturing a brand’s essence, and these can link to other 

features within a consumer’s cognitive association set to create a perception of the 

essence of that brand.  These researchers also emphasised the importance of not 

altering the key elements of a brand’s essence, as this may have negative 

consequences for the brand, highlighting the example of Camel cigarettes:  

 

Camel successfully built up a market share featuring a rugged man, who 

travelled miles across the jungle in order to get his cigarette.  In 1990, the 

brand completely changed its character, moving from the ‘rugged’ and 

‘outdoorsy’ character to a funny looking plush camel that was perhaps 

‘relaxed’ and ‘funny’ but in no way rugged  and tough.  This betrayal to the 
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brand’s identity had disastrous consequences: within four years, Camel’s 

market share had eroded by more than 50 per cent (p117). 

 

Personality refinements may be utilised to make gradual adjustments to brand 

perceptions without interfering with core brand essence.  This is particularly relevant 

to product placement practice, as attempts to reposition a brand, or create major image 

adjustments through character associations would arguably be perceived as 

incongruent and associated brand messages would likely be counterargued and 

ultimately rejected.  To illustrate, if a brand traditionally perceived as masculine and 

rugged appeared in a ‘used by character’ placement with an feminine, glamorous 

source the association may be perceived as incongruent, raising viewers cognitive 

defences to commercial intent and obtrusiveness.  Further, the placement may confuse 

and dilute the brand’s established image or personality.  Therefore it could be argued 

that for product placement to be effective, congruence is important not only in terms 

of attitude toward the placement and brand, but due to the potential for negative 

consequences to an established brand image or personality.   

 

Product placement may be used to effectively facilitate minor changes in brand 

personality perceptions.  A moderately sophisticated and glamorous brand may aim to 

increase the strength of perceptions of these traits by placing the brand alongside a 

highly sophisticated and glamorous source.  Here, a brand may benefit from meaning 

transfer, where the personality traits of the character may be imbued upon the brand.   

 

Plummer’s discussion of what constitutes brand image was later refined by Keller 

(1993), whose seminal study on brand equity provides the foundation for current 

conceptualisation of the construct. As discussed above, brand image is defined as 

"perceptions about a brand as reflected by the brand associations held in consumer 

memory" (Keller, 1993, p3).   

 

Brand associations are the other informational nodes linked to the brand node 

in memory and contain the meaning of the brand for consumers.  The 

favourability, strength and uniqueness of brand associations are the 

dimensions distinguishing brand knowledge that play an important role in 
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determining the differential response that makes up brand equity, especially in 

high involvement decision settings (Keller, 1993,p3).   

 

There are three types of brand associations: brand attributes, brand benefits and brand 

attitudes.   Brand attributes include both product related and non- product related 

attributes; within this latter category lie the concepts of user and usage imagery.  

Brand personality is a component of brand image, and relates to the non-product 

related concepts of user and usage imagery (Plummer, 1985; Keller, 1993).   

 

User and usage attributes can produce brand personality attributes.  Plummer 

(1985) asserts that one component of brand image is the personality or 

character of the brand itself.  He summarises research demonstrating that 

brands can be characterised by personality descriptors such as “youthful”, 

“colourful”, and “gentle”.  These types of associations seem to arise most 

often as a result of inferences about the underlying user or usage situation.  

Brand personality attributes may also reflect emotions or feelings evoked by 

the brand. (Keller, 1993, p4) 

 

User imagery relates to consumer perceptions about the type of person who uses the 

brand, and can be derived from a number of factors including demographics, 

psychographics and lifestyle characteristics. Usage imagery relates to perceptions of 

when and where the brand is consumed and the types of situations in which usage 

occurs (Keller, 1993).  Consumer perceptions of these imagery attributes may be 

developed actively through their usage experiences with the brand, or passively 

though marketing communications such as advertising (Keller, 1993). Marketing 

communications provide the consumer with information about the brand, either 

through direct informational messages, or more subtle brand association cues. A 

example of this is the depiction of brand users of cosmetics in print and television 

advertising campaigns, for example Estee Lauder utilises sophisticated, mature 

endorsers, while Maybelline’s endorsers are typically younger, contemporary and 

trendy. Consumer learning takes place when these brand information or association 

nodes are encoded in consumer memory.   
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Product placement may also be used to facilitate the encoding of user and usage 

imagery associations.  Furthermore, while cognitive learning theory generally 

suggests that the acquisition of brand information is a rational and deliberate process, 

learning may also take place at a subconscious level, and activated through implicit 

choice processes at a later date (Erdwell et al, 1999; Law and Braun, 2000).  By 

placing a brand in a ‘used by character’ context in a storied television program, a 

viewer may process information about the attributes of the character and the situation 

in which they are using the brand.  This information may be retained either 

consciously or subconsciously in consumer memory to form imagery associations 

about the characteristics of brand users, or of usage situations.  For example , by 

placing Manolo Blahnik shoes with the character Carrie Bradshaw (played by Sarah 

Jessica Parker in ‘Sex and the City’), a connection is made between the brand and the 

character, and a transfer of meaning relating to the sophistication of the brand and 

character would likely occur.  The placement of Ford Explorer motor vehicles in the 

television series ‘24’ may create usage inferences about the brand, and lead to 

meaning transfers between the program and brand, making the brand appear more 

‘exciting’ or ‘daring’ to viewers. This is supported by recent research identifying a 

link between program image and perceptions of the image of a brand placed in that 

program (Cowley and Barron, 2008). 

 

 

2.3.2 Influence of Product Placement on Brand Personality  

 

Aaker, (citing Batra, Lehmann and Singh, 1993) states “ personality traits can be 

associated with a brand in an indirect way through product related attributes, product 

category associations, brand name, symbol or logo, advertising style, price and 

distribution channel” (1997, p348).  However, people associated with the brand, 

(users, company employees or CEO, endorsers), directly influence brand personality 

perceptions (McCracken, 1989; Aaker, 1997).   Thus product placement, in instances 

where the brand is closely associated with characters, may directly influence the 

perceptions of the personality of the placed brand held by viewers of that program. 
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While attitudinal associations (both positive and negative) are of obvious importance 

to marketers, they do not account for the nuances in how a brand’s image or 

personality is perceived by consumers.  A more detailed examination of consumers’ 

perceptions of the characteristics of a brand’s personality, and an analysis of the 

influence of marketing activities on these perceptions can assist marketers in 

developing effective communications strategies for their brands.   As non-product 

related attributes are more likely to directly influence perceptions of brand personality 

(Keller, 1993; Aaker, 1997) it is important to understand how these non-product 

related attributes can be manipulated by brand communications, and to what extent.  

This is an area that has n,received little attention in the academic literature, with few 

studies to date examining the effects of individual communications techniques (such 

as advertising, endorsements, and product placement) on perceptions of brand 

personality.  Exploring the effects of product placement on brand personality takes a 

step in addressing this gap in knowledge.   

 

Sponsorship and endorsement activities are known to create image transference and 

meaning transfer effects between the message source and brand (Gwinner and Eaton, 

1999).  Product placement activities may hold the same effects.  This was found to 

occur in the single study to date examining the link between program image and brand 

image (Cowley and Barron, 2008), but greater examination of the effect of product 

placement on perceptions of the placed brand is needed. 

 

Findings from the sponsorship and endorsement literature indicate that by associating 

a brand with an event or spokesperson the image of that brand becomes more 

congruent with that of the event or endorser as a result of the relationship 

(McCracken, 1989, Gwinner and Eaton, 1999, Keller, 2003; Van Reijmersdal, 

Neijmens and Smit, 2007). That is, the perceived image of the two entities becomes 

more aligned than they were prior to the relationship occurring as brand associations 

move between the two entities.  McCracken’s (1989) model of meaning transfer in 

celebrity endorsement suggests that when a celebrity is paired with a brand through 

advertising, meanings associated with the celebrity are transferred to the endorsed 

brand.  Keller (1993) suggests a similar effect is present in event sponsorship, where 

associations of the event’s image are transferred to the event sponsor.  This is 
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supported by Gwinner and Eaton’s (1999) research, where greater image congruence 

was found between an event and brand in the presence of a sponsorship relationship.  

Similar image transference effects have also been found between concurrent sponsors 

of an event (Carrillat, Harris and Lafferty, 2010).  Thus prior research has consistently 

shown that in marketing communications exhibiting explicit commercial intent 

(endorsements/sponsorships), a meaning transfer effect is present between an entity 

(for example an endorser or event) and brands associated with that entity.  

Furthermore, a recent study indicates that in the case of celebrity endorsement, where 

a good match-up is present, a meaning transfer can occur where there is simply a 

fleeting visual glimpse of the association between celebrity and brand; that an overt 

and repeated association may not be necessary to facilitate an image transference 

effect (Carroll, 2009). 

 

It is theoretically possible that a similar mere exposure effect may occur with 

communications that do not exhibit explicit commercial intent, such as product 

placement, where associations created by the placement may act to alter perceptions 

of the placed brand.  Product placement provides fertile ground for brand associations, 

such as the image of the program itself (for example, a  program focused on 

conservative family values such as Gilmore Girls may frame the brand in that context, 

as opposed to an the context of a dark crime drama such as Dexter), personality 

characteristics of the character(s) with whom a brand is associated (consider 

sophisticated versus down to earth characters, or masculine versus feminine 

characters), and/or the context in which the brand is placed (for example a motor 

vehicle used as a getaway car for a criminal, as opposed to the same car used by a 

trustworthy businessman).  Arguably each of these potential user/usage imagery 

associations, and indeed the image of the program itself, may have the potential to 

effect viewer perceptions of the placed brand.   

 

The potential for this image transference effect provides theoretical grounds for the 

research question underpinning this thesis, however this research does not specifically 

look for congruence of image or personality characteristics between the placed brand 

and other entities associated with the placement.  This is beyond the scope of this 

research because, as is highlighted above, product placement provides multiple 
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opportunities for potential brand associations, and subsequently image transference 

effects.  This research seeks to provide theoretical justification for whether this image 

transference effect may be present, by examining whether exposure to a product 

placement association effects consumer perceptions of the personality of the placed 

brand.  If such an affect is found, this has significant implications for future research 

on product placement, such as exploring the associations causing such an effect (for 

example, program/character or usage situation factors), and the influence of the mode 

or type of placement.   

 

Communications activities such as advertising may be used to shape perceptions of a 

brand’s personality.  Siguaw, Mattila and Austin (1999) found brand personality 

ratings for US restaurant brands to be consistent with brand communications for these 

restaurants, and discussed the usefulness of this brand dimension in differentiation.  

This finding is consistent with Keller’s position that “advertising may affect brand 

personality by the manner in which it depicts the brand, for example, the actors in an 

ad, the tone or style of the creative strategy, and the emotions or feelings evoked by 

the ad”, (Keller,2003, p86).  These elements are also found in product placement (in 

regards to the actors or characters, the tone or style of the placement, and the 

emotions or feelings evoked by the program, characters and placement itself). As a 

well-established brand personality has positive effects on preference, consumption, 

and emotional connection to the brand (Sirgy, 1982; Biel, 1993; Siguaw, Mattila and 

Austin, 1999), greater examination of the effects of individual communications 

techniques such as product placement on this important construct is warranted. 

 

Aaker’s (1997) study highlights the need for further research on brand personality, 

and in particular how it is affected by individual marketing variables and 

communications techniques.  This dissertation contributes to this research by 

examining the effect of product placement in television on the personality of the 

brand placed.  As mentioned above, it is proposed that by associating the brand with 

characters within a popular television program, the personality of the brand placed 

may be altered, or enhanced.   Product placement may directly influence consumer 

perceptions of a brand’s personality, by influencing perceptions of user imagery 

through the placement, and the pseudo endorsement of characters within the program. 
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By manipulating consumer perceptions of usage and/or user imagery through 

marketing communications, brand personality attributes may also be manipulated.  As 

product placement within a television program associates the brand with users (the 

characters) and usage situations (the scenes), it is proposed that the personality of the 

placed brand may be altered, or enhanced.  This proposition leads to the development 

of the following hypotheses: 

 

H1: An individual presented with a brand placed in a television program 

will have a different perception of that brand’s personality than a 

similar individual presented with the same brand in the absence of a 

placement in a television program. 

 

H1a:  An individual presented with a brand placed in a television program 

will report a different perception of the brand’s personality after 

presentation of the placement than the same individual did before the 

viewing the placement. 

 

Perceptions of brand personality may differ between brand users and non-users 

(Freling and Forbes, 2005; Aaker, 1997), although the limited research in this area is 

inconsistent.  For example, Freling and Forbes (2005) discussed different perceptions 

of the Marlboro Man between smokers and non-smokers.  Keller (2003) found that 

while perceptions of the personality of USA Today was similar between readers and 

non-readers (“colourful, friendly and simple”), readers held different perceptions of 

user imagery (“well-rounded individuals, interested in a variety of issues”) than non –

readers, who perceived users as “shallow airheads”.   

 

The strength of brand associations held in consumer memory may be different for 

users that non-users.  Users, particularly brand loyal users, are more likely to hold 

more heavily established ideas about the personality of the brand (stronger links 

between nodes), based on their personal relationship with, and investment in the 

brand, and may therefore be less likely to have their perceptions influenced by a 

product placement, or the single association, or  node link  that this represents. 
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Therefore it is hypothesised that: 

 

H2:  a brand user will report a different perception of the personality of a 

brand than a non-user 

 

And subsequently:  

 

H2a: a non-user will report a greater change in brand personality 

perception after presentation of the brand in a television program than 

a brand user presented with the same placement. 

 

Following from this, personal characteristics of the viewer such as involvement in the 

product category of the placed brand may mediate the effects of product placement on 

that consumer’s perception of the personality of the placed brand. A consumer who 

holds high levels of involvement with a product category, and exhibits high levels of 

product knowledge, may retain more strongly held perceptions about the personality 

of a brand, weakening the influence of product placement associations.  However, a 

consumer who is more involved with a product category is also more likely to attend 

to information about brands within that category (Richins and Bloch, 1986). 

Therefore although it could be argued that they are more likely to consciously process 

a brand placement than someone who exhibits low levels of involvement with that 

product category, and to incorporate that message into their set of associations for the 

brand, the strength or influence of the association may be weaker than that for a lesser 

involved consumer. 

 

Furthermore, involvement in the medium (the television program) may affect 

processing of the placement, attitude toward the placement itself, and brand 

associations caused by the placement.  Several recent studies have attempted to 

incorporate this aspect into studies on product placement, examining the effects of 

program liking (Cowley and Barron, 2008), and program connectedness (Russell and 

Stern, 2006) on placement memory, and attitude toward the brand placed.  Russell and 

Stern’s Balance Model of Product Placement Effects (2006), presented below, also 
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highlights the potential interaction of a viewer’s attitude towards, and parasocial 

attachment to the character with whom the brand is placed.  These aspects of a 

viewer’s involvement in a program, and character based effects, warrant further 

investigation, as is discussed further below. 

 

The current study extends the abovementioned research by exploring the potential for 

involvement in the program, and involvement in the product category, to mediate the 

effects of product placement on perceptions of the placed brand.  The following 

section explores the literature on the involvement construct, and discusses its 

application to product placement processing. 

 

 

2.4 Involvement 

 

Involvement is defined as “a person’s perceived relevance of the object based on 

inherent needs, values and interests” (Zaichowsky, 1985, p342).  Individuals differ in 

their level of involvement with a product category based on these interests, needs 

and/or values, with similarities found between groups of consumers, leading to the 

classification of some product categories as high involvement (such as cars) or low 

involvement (such as toothpaste). Prior research in this area has examined 

involvement with products (Lastovicka and Gardner, 1979, Zaichkowsky, 1985), the 

role of involvement in the purchase decision process (Mittal, 2006), the effect of 

involvement on the processing of communication messages (Buchholz and Smith, 

1991; Celsi and Olson, 1988; Hawkins and Hoch, 1992; Petty, Cacioppo and 

Schumann, 1983), and the antecedents of involvement (Bloch and Richins, 1983; 

Petty and Cacioppo, 1979), leading to the development of a number of different scales 

to measure the various aspects of the construct (Lastovicka and Gardner, 1979; 

Laurent and Kapferer, 1985; Mittal, 2006; Zaichowsky, 1985).    

  

An individual’s level of involvement with a purchase from that product category may 

change based on situational or consumption factors.    Therefore involvement per se is 

not a stagnant concept, and conceptualisations of involvement recognise variations 

derived from individual, product category and situational influences (Zaichkowsky, 
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1986).  It is theorised that involvement may be emotional or rational, personal or 

nonpersonal, enduring or situational: necessitating specificity of labelling the 

construct under examination.  Furthermore, the involvement context is important 

when examining its application, (product class involvement, purchase decision 

involvement, involvement with the advertisement) due to differences in antecedents 

and consequences, and subsequently in measurement of the construct. 

 

Zaichkowsky (1986) identified three antecedents of involvement: person factors, 

stimulus or object factors, and situational factors.  One or a combination of these may 

influence a consumer’s level of involvement with advertisements, products and 

purchase decisions.  Person factors are those factors which are inherent to the 

individual including needs, importance, interest and values, while object or stimulus 

factors relate to differentiation of alternatives, and the sources and content of 

communication.  Both of these factors are theorised to influence an individual’s level 

of involvement with advertisements and with products. As situational factors are 

specific to the consumption task, purchase or usage occasion factors influence 

involvement with advertisements, and with the purchase decision itself (Zaichowsky, 

1986). 

 

Laurent and Kapferer’s (1985) conceptualisation and measurement of the involvement 

construct presents an alternative to that of Zaichkowsky (1985), however a common 

theme can be identified regarding key underlying dimensions.  Laurent and Kapferer 

described five antecedents of involvement: risk (including perceived negative 

consequences of an incorrect choice, and potential to choose incorrectly), symbolic 

value, importance, and hedonic value/emotional appeal, theorising that it is the later 

two factors that consistently relate to enduring involvement.   

 

“Involvement with products has been hypothesized to lead to greater perception of 

attribute differences, perception of greater product importance, and greater 

commitment to brand choice” (Howard and Sheth, 1969 cited in Zaichkowsky, 1985).  
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2.4.1 Product Category Involvement 

 

Product class involvement, the theory that some product categories are inherently 

more involving than others, is moderated by differentiation between product offerings 

and personal importance, relevance and ego factors that are attached to that category 

(Zaichkowsky, 1986).  As mentioned above, product categories themselves may be 

generalised as being ‘high’ or ‘low’ involvement, which leads to distinctions in the 

purchase decision process for these products (Assael, Pope, Brennan and Voges, 

2007). A ‘high involvement’ product will lead to a more extensive information search, 

a more careful and systematic evaluation of alternatives, and increased post-purchase 

dissonance or uncertainty.   High involvement products are typically characterised by 

high levels of risk and personal relevance.  

 

Some individuals may hold an enduring involvement with a product category, while 

for others the level of involvement may be more reflective of a current need or 

consumption situation (Laurent and Kapferer, 1985).  For example some consumers 

may find cars inherently interesting or involving, and actively seek out information 

about makes and models of cars independent of a purchase situation, while others may 

view cars as inherently uninteresting, functional items, only seeking out and attending 

to product information when a purchase situation arises.  Further, some consumers 

may consider a car to be a personal item, the choice of which symbolises aspects of 

their personality or status, and represents these to others, while others may view a car 

impersonally, simply as a method of transport.  Thus while a product category may be 

classified as high involvement, individuals may exhibit varying levels of involvement 

in that category depending on their level of constant, long term interest. 

 

 

2.4.2 Enduring Involvement 

 

A “long term/permanent interest/concern” in a product class is referred to as an 

enduring involvement and develops when a consumer believes that a product 

represents their values and identity (Laurent and Kapferer, 1985).  
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Enduring involvement is defined as:  

 

an individual difference variable representing an arousal potential of a 

product or activity that causes personal relevance. Enduring involvement is 

intrinsically motivated by the degree to which the product or activity is related 

to the individual’s self image or the pleasure received from thoughts about or 

the use of product or engaging in an activity (Higie and Feick, 1989, p.690). 

 

Consumers who hold an enduring interest in a product category show heightened 

levels of attention to information about products within that category (including 

marketing communications), and regularly engage in communications with others 

about these products (Richins and Bloch, 1986).  This information exchange has been 

facilitated by the emergence of internet forums and blogs, where consumers who hold 

an enduring interest in a product category (such as cars) and/or with brands (such as 

Lexus) are able to engage and further their interest by gathering and sharing 

information with others who hold a similar interest.  Evidence of this can be seen on 

the Club Lexus Forum (a forum for Lexus owners), where members discuss issues 

pertaining to Lexus motor vehicles.  Examination of this forum reveals a thread where 

members discuss the placement of Lexus vehicles in Desperate Housewives, and in 

particular the overt Lexus 600LH placement discussed earlier in this chapter (Club 

Lexus, 2009).  This example indicates that the heightened level of attention highly 

involved consumers give to marketing communications concerning products within 

that category may occur in the context of product placement also. 

 

Online forums provide an avenue for engaging an involved consumer’s desire for 

information and discourse, while the abundance of information available to an 

involved consumer through online sources mean that an individual who is highly 

involved with a product category is likely to be more engaged and informed than ever 

before.    Higie and Fick argue that   

 

through information search and provision, it is likely that these individuals 

are knowledgeable of the product category/activity and influential in others’ 

opinions and purchases in the product category or related to the activity.  
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Hence, individuals with an enduring involvement are likely to be opinion 

leaders in the product category or activity (1989, p. 690). 

 

Aspects of consumer knowledge and information gathering/sharing are an important 

consideration, as increased knowledge is more likely to lead towards stronger node 

links in consumer memory.  That is, as the level of product (and brand) knowledge a 

consumer holds (and activates through information exchange) increases, the strength 

of the brand associations they hold are also likely to increase. A consumer who is 

highly involved with personal computing technologies, who actively gathers 

information about computer hardware and discuses this information with like-minded 

individuals regularly, is likely to hold stronger perceptions of brand attributes than a 

less involved consumer.  Thus, despite the potential for heightened levels of attention 

to, and processing of product placement messages related to the product category or 

brand in which they are involved, individual marketing communications techniques 

(particularly those related to non-product attributes) may be less likely to alter the 

brand perceptions of these consumers, given the number and strength of their existing 

brand associations. Therefore it is hypothesised that: 

 

H3: An individual exhibiting a high level of enduring involvement with a 

product category will report a different perception of the personality of 

a brand from that category than an individual exhibiting a low level of 

enduring involvement. 

 

H3a: An individual’s level of involvement with a product category will 

influence that individual’s perception of the personality of a brand 

(from that category) placed in a television program. 

 

 

2.4.3 Involvement with the Television Program 

 

As stated above, involvement motivates consumers to increase their level of attention 

to information presented, and subsequent comprehension of that information (Celsi 

and Olson, 1988).  Television program involvement has been examined in the 
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advertising literature in relation to whether a consumer’s involvement (and arousal) in 

a television program is maintained during commercial breaks in that program, and the 

effect this has on processing of the advertising messages shown (Tavassoli, Shultz 

and Fitzsimons, 1995; Lord and Burnkrant, 1993; Lloyd and Clancy, 1991).   

 

Lord and Burnkrant (1993) argue that “viewer processing of commercial messages is 

an interactive function of program, message and viewer characteristics”; high 

involvement programs may increase cognitive processing of low involvement 

advertisements, while high involvement brand advertisements may benefit from 

placements in less involving programs.  However here the concept of program 

involvement was based on the ability of the program to engage the attention of 

viewers: how complex and ‘arousing’ the nature of the program is (for example a 

sports match) rather than an individual’s personal attachment to the program. This 

could then be considered as the ‘arousal potential’ of a program, as opposed to an 

individual’s personal involvement with a program. 

 

Lynch and Stripp (1999) found a strong correlation between attention to programs and 

attention to advertisements, and concluded that “attention and program liking are 

associated with higher levels of attention to and recall of commercials, compared to 

commercials embedded in programs watched with little attentiveness” (p. 13). 

 

While several studies have examined the effect of program factors (such as 

involvement) on processing of advertisements within those programs, the nature of 

these factors have varied across studies.  Further, those that refer to program 

involvement have used different conceptualisations and measurement of the construct.   

The term ‘program involvement’ has been used in reference to the arousal potential of 

programs, attention to the program,  viewers personal involvement with programs, 

and connectedness with the program and its characters, with subsequent differences in 

measurement (Lloyd and Clancy, 1991; Lord and Burnkrant, 1993; Russell and Stern, 

2006, Russell, Norman and Heckler, 2004).  Program induced emotions, program 

liking and viewing frequency have also been examined (Goldberg and Gorn, 1987; 

Murry, Lastovicka and Singh, 1992; Pavelchak, Antil and Munch, 1988), with 

findings suggesting that television programs influence viewer emotions, and that 
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program factors impact on consumer processing of, and attitudes towards 

advertisements aired during those programs.  

 

While these studies have provided insight into the effect of program factors on the 

processing of commercial messages placed alongside the program (for example 

advertisements and program sponsorship) effects on the processing of brand messages 

within the program (product placement) remain unclear. As product placement 

embeds the message within the medium toward which viewer attention and 

involvement is focused, it can be inferred that some of that attention and arousal may 

be transferred to the product.  

 

Message involvement theories indicate that low involvement messages result in 

higher levels of persuasion for non-message cues such as brand associations.   This is 

explained by the Elaboration Likelihood Model:  

 

In the peripheral route, attitudes change because of the presence of simple 

positive or negative cues, or because of the invocation of simple decision rules 

which obviate the need for thinking about issue-relevant arguments.  Stimuli 

that serve as peripheral cues or that invoke simple decision rules may be 

presented visually or verbally, or may be part of source or message 

characteristics (Petty, Cacioppo and Schumann, 1983, p144). 

 

Zaichkowsky, summarising findings from several research studies by Petty and 

Cacioppo, suggests that: 

 

non message cues, such as the expertise of attractiveness of a source, should 

have maximal impact when a message is of low involvement to a receiver.  On 

the other hand, actual content of the message should have maximal impact 

under condition of high involvement.  Therefore, increased involvement 

appears to be associated with increased attention to the message content.  

This will most likely lead to reduced persuasion when a message presents 

weak arguments and to enhanced persuasion when a message presents  
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particularly good arguments for which subjects have no readily available 

counterarguments ( 1986, p8).   

 

Under low message involvement conditions, “peripheral cues are more important than 

issue relevant arguments” (Petty, Cacioppo and Schumann, 1983, p144).  Subtle 

product placements may be considered to be low involvement messages (and may 

align to the peripheral route to persuasion), while overt product placements that 

include verbal mentions of product attributes may lead to higher levels of involvement 

in the brand message (central route to persuasion).  However an individual’s level of 

involvement with the program itself may contribute to their involvement with the 

message. 

 

Russell and Stern (2006) propose that product placement processing is dependent on 

the interaction between program, character and viewer characteristics. As television 

programs are screened over extended periods, they become a consistent component of 

viewers’ lives.  Whether broadcasted daily, weekly, or somewhere between, viewers 

become engrossed in the storylines and characters of their favourite programs.   As a 

consequence of their involvement with the television program, viewers may become 

loyal to the program and develop parasocial relationships with its characters (Avery 

and Ferraro, 2000; Diener, 1993, Russell and Stern, 2006).  Further, a viewer’s social 

interactions (separate to program viewing situations) may involve, or be based upon, 

discourse about a favourite television program. A television show may be the subject 

of ‘water cooler’ conversations at work or a topic of discussion amongst friends, and 

viewers may seek out on-line forums or websites on which to read about and/or 

discuss the program with other like-minded individuals (Russell and Puto, 1999).  

 

Alternatively, some television viewing is on a casual basis: a person may come home 

from work and sit in front of the television with little consideration given to what 

program is watched.  In other instances viewing occurs not through personal choice, 

but because another member of the household has chosen to watch the program.  Thus 

while viewing frequency may explain a level of exposure to a television program, it 

does not explain a consumer’s motivation for viewing, or depth of involvement in the 

storyline or characters. 
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Therefore it is important to distinguish between involvement (and connectedness) 

with a television program and merely regularly viewing a program.  A viewer may 

watch a program every week, but depending on the motivations of the viewer and the 

characteristics of the program, they may or may not become highly attached to the 

program and its characters (or presenters).  In other instances (particularly in storied 

programs such as dramas, soap operas and situation comedies with open narratives) 

viewers may become so involved with the characters that they develop pseudo 

relationships with them, show empathy for the situations they become involved in, 

discuss these characters and their experiences outside of program viewing, and 

become genuinely concerned for the characters – tuning in to find out ‘what happens 

to them next’.  These parasocial relationships reinforce a consumer’s involvement or 

connectedness with a program (Russell, Norman and Heckler, 2004). 

 

Some viewers have ‘favourite programs’, the viewing of which becomes a part of that 

person’s daily or weekly ritual.  Most television programs aim to attain this core 

group of ‘fans’ as it is this group which provides the basis of consistent ratings, and 

the profile of the segment on which advertising and sponsorship of the program is 

sold.  The intensity of this relationship with a program and its characters has been 

termed as ‘program connectedness’ (Russell, Norman and Heckler, 2004), which is 

measured by factors including imitation and modelling of the characters, aspiration to 

meet or star alongside these characters, and collection of paraphernalia related to the 

program.  It is argued that highly connected viewers may exhibit more positive 

attitudes to brands placed in the program, and attempt to emulate consumption of the 

placed brand in their own lives as a consequence of the role of the characters as 

referent others (Russell, Norman and Heckler, 2004; Aaker, 1999).  

 

Cowley and Barron (2008) examined the difference between viewers exhibiting high 

versus low program liking on attitudes towards the placed brand in a television 

sitcom.  The results of their study indicated that viewers with high program liking 

report greater explicit memory effects for prominent placements, dissatisfaction and 

irritation toward the placement itself, and lower brand attitudes following the 

placement.  These results are explained by the Persuasion Knowledge Model 
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(Friedstad and Wright, 1994): those viewers with higher program liking are more 

likely to notice the placement, recognise its persuasive intent, and view the placement 

as an unwelcome interruption to their enjoyment of the entertainment.  Thus they are 

more likely to counter argue the message and subsequently report negative brand 

attitudes.  Conversely, viewers with low program liking were less likely to explicitly 

remember the placement; however their brand attitudes were more positive after 

exposure to the placement (which may be attributed to a mere exposure effect) 

(Zajonc, 1968). 

 

These studies reinforce the notion that program induced factors (program liking, 

program connectedness, and program involvement) impact on the processing of 

product placement.  However the effect of these factors on perceptions of the image 

or personality of the placed brand remains unexamined.  Are fans of a television 

program more likely to process a placement and thus create brand association 

connections between the program and brand (due to their involvement with the 

program and characters)?  And if so, are they likely to develop stronger brand 

associations based on these connections than a lesser involved viewer? Alternatively, 

are highly involved viewers more likely to counter argue brand messages created by 

the placement, and thus reject the brand associations created by the placement? 

 

The distinction between program connectedness and program involvement is noted 

here.  A viewer who considers a program to be important, relevant, and involving 

would be classified as highly involved with that program (Zaichkowsky, 1986), 

however that same person would only be classed as highly ‘connected’ with that same 

program if they exhibited characteristics such as imitation of, and behavioural 

modelling of characters, took fashion cues from or bought paraphernalia associated 

with the program (Russell, Norman and Heckler, 2004).  A person may be highly 

involved with a program, and yet not exhibit the characteristics of connectedness with 

that program (such as liking the clothes and hairstyles, and imitating the gestures and 

phrases of the characters).  Some programs may be more likely to facilitate 

connectedness than others, for example scripted dramas or comedies starring 

characters with referent influences (such as Rachel in ‘Friends’) may generate more 

highly connected viewers than programs starring less fashionable or imitable 
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characters (such as ‘Mad Men’ or contestants from reality programs such as ‘Big 

Brother’), however a viewer may still exhibit the characteristics of involvement with 

these programs by considering the plotline or content, and subsequently the program, 

to be involving and relevant to their own lives.  Further, a program may not be 

inherently important or relevant to viewers (consider soap operas such as ‘The Bold 

and The Beautiful’), but may generate high levels of connectedness with viewers 

through imitable or fashionable characters. Thus involvement with a television 

program may operate independently from connectedness: a viewer may be involved 

with a program, attentive to and absorbed in the program content, without exhibiting 

the characteristics of connectedness to the program. The reverse may also occur. 

 

While the Connectedness Scale (Russell, Norman and Heckler, 2004) was developed 

for application in product placement research, for the reasons discussed above it is 

prudent to consider both the involvement and connectedness constructs in 

understanding the impact of a viewer’s relationship with a television program on their 

processing of a brand placed in that program. The loyalty and depth of attachment that 

a viewer holds to a program and its characters (Fournier, 1998) and their subsequent 

attention to, and involvement with the plot, may not only influence memory and 

attitude towards products placed in that program (d’Astous and Séguin, 1999; Russell, 

2002; Russell and Stern, 2006), but also perceptions of the image or personality of the 

brand placed.  The characters in the soap opera ‘The Bold and the Beautiful’ (and 

arguably the program itself) are glamourous, good looking and confident; these 

personality characteristics may be transferred to a brand placed within that program, 

thus imbuing the brand with increased glamour, good looks and confidence. Van 

Reijmersdal and colleagues (2007) identified an image transference effect between the 

program and placed brand, where brand image factors aligned with those of the 

program as a result of the placement.   

 

As a highly involved or connected viewer is expected to exhibit high levels of 

attention to, and involvement with the plot and dialogue, a congruent peripheral brand 

placement (visual only, used by character or background prop) may exhibit low 

involvement message cues for that viewer (Petty, Cacioppo and Schumann, 1983; 

Zaichkowsky, 1986), thus reducing the potential for counterargument of the message, 
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and increasing the strength of brand associations resulting from the placement. 

Alternatively, a highly involved or connected viewer, as a result of their high levels of 

attention to, and involvement with the plot and dialogue, may be more likely to notice 

a congruent peripheral placement, arousing suspicion of and dissatisfaction with the 

perceived commercial intent of the placement (Cowley and Barron, 2008), resulting in 

counterargument of the placement message and rejection of the potential brand 

associations created by the placement. 

  

Therefore it is proposed that an individual’s level of involvement with or 

connectedness to a television program will interact with their perceptions of the 

personality of a brand placed in that program: 

 

H4:  An individual’s level of involvement with a television program will 

influence that individual’s perception of the personality of a brand 

placed in that television program 

 

Following from this, the level of involvement a viewer holds with a program and its 

characters may influence their intention to purchase a brand from that program.  A 

highly involved viewer, due to their attachment to the program and its characters, may 

be more likely to exhibit a desire to purchase a brand placed in that program than a 

less involved viewer.  Thus it is hypothesized that: 

 

H4a:  An individual’s level of involvement with a television program will 

influence that individual’s intention to purchase a brand placed in that 

television program 

 

Consistent with the above two hypotheses, a similar outcome is expected to occur 

with viewers exhibiting high levels of program connectedness. The program 

connectedness construct is distinct from program involvement as it includes factors 

related to an individual’s level of parasocial attachment to the characters within the 

program (Russell, 1998; Balasubramanian, Karrh and Patwardhan, 2006; Russell and 

Stern, 2006). Highly connected viewers are expected to be more heavily influenced by 

the character-brand associations created by the placement than less connected 
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viewers.  For these viewers, characters within the program may act as aspirational 

referents, which through normative or value-expressive influences hold power to 

shape perceptions of a brand (Bearden and Etzel, 1982). Marketers often use 

aspirational reference groups in advertising imagery to provide nonverbal cues about 

non-product brand attributes (Keller, 2003).  Previous studies examining program 

connectedness indicate that viewers who exhibit high levels of program 

connectedness (those who develop parasocial attachments to the characters, and seek 

to emulate their behaviours) are more receptive to consumption imagery within the 

program (Russell and Puto, 1999; Russell and Stern, 2006). Thus it is hypothesised 

that: 

 

H5:  An individual’s level of connectedness with a television program will 

influence that individual’s perception of the personality of a brand 

placed in that television program 

 

Viewers who exhibit high levels of program connectedness are expected to hold a 

greater desire to emulate the characters from that program, including the consumption 

of the brands with whom the characters are associated, than those viewers with lower 

levels of program connectedness.  And thus: 

 

H5a: An individual’s level of connectedness with a television program will 

influence that individual’s intention to purchase a brand placed in that 

television program 

 

 The connectedness construct emphasises not only an individual’s attachment to a 

television program, but to characters within that program also (Russell, Norman and 

Heckler, 2004). As discussed above, the placement of known brands in entertainment 

media provides a point of reference for viewers, enabling them to draw comparisons 

between their own lives and those of the characters on screen (DeLorme and Reid, 

1999).    Viewers may become attached to characters, and subsequently develop 

pseudo relationships with them; these characters may be perceived as exhibiting 

similarity to the viewer, or their aspirational self (Russell, 2002).  As perceptions of a 

brand’s personality are important in the ‘for me’ choice (Plummer, 1985), the 
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interaction between perceptions of a brand placed in a television program, and a 

viewer’s perception of the similarity between themselves and the character alongside 

whom the brand is placed merits investigation. 

 

 

2.5 Perceived Similarity between the Viewer and the Character 

 

Russell and Stern’s (2006) development of a ‘balance model of sitcom product 

placement effects’ draws on genre theory and parasocial theory to propose interaction 

effects between consumers, characters and products placed in sitcoms.  This research 

found evidence that viewers align their product attitudes with those of the characters 

(particularly those with whom they hold a strong attachment).  A distinction is made 

between attitude toward, and attachment to the character, as attitude toward the 

character is expressed merely in positive or negative terms, while attachment captures 

a “the strength of the interpersonal relationship, representing the degree to which the 

character is viewed as a meaningful referent other” (Russell and Stern, 2006, p10). 

 

Russell and Stern’s (2006) balance model provides a credible framework for 

analysing interaction effects between the consumer, product and character, and adds 

to our understanding of potential brand attitude effects resulting from product 

placement, and the mediating influences on these effects.  Of particular relevance to 

the current discussion is the parasocial interaction between viewers and characters, 

and the transformation of characters as referent others.  Russell, Norman and 

Heckler’s (2004) discussion of the role of characters within television programs 

highlights the influence of these characters as referent others, a source of 

identification, social comparison and inspiration.  Citing Deighton, Romer and 

McQueen (1989) they posit that “behavioural modelling effects are especially 

powerful because the dramatic nature of TV programming elicits expressions of 

feeling and verisimilitude rather than the counter argumentation usually associated 

with advertising” (Russell, Norman and Heckler, 2004, p151).   

 

Yang and Roskos-Ewoldsen (2007) found positive attitudinal effects towards the 

brand when the brand was associated with a main character (as opposed to a more 
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prominent plot-integration as utilised in Cowley and Barron’s (2008) study, or when 

used as a background prop.   Here, negative brand effects were found for plot 

integrated placements, but interestingly, despite this implicit choice was more likely. 

To elaborate further on these findings (as illustrated with the Desperate Housewives 

example), while a plot connected product placement incorporating both visual and 

verbal mentions may be seen as an obtrusive commercial placement in a television 

program (particularly to loyal viewers), simple usage by character may not be counter 

argued so heavily (particularly if it is a mere visual association, rather than an attempt 

to immerse the brand into the story).  In this instance, the brand may be seen as a 

‘justifiable’ prop – enhancing the visual elements of the scene.  That is, the brand may 

be seen to add realism, particularly if it is congruent to the character, ‘stage’ and 

scene.  Therefore positive brand effects in terms of attitude and purchase intention 

may be more likely to occur. 

 

Research from the celebrity endorsement literature provides some further insights 

here.  A celebrity is defined as “an individual who is well-known to the public for his 

or her achievements in areas other than that of the product class endorsed” (Friedman 

and Friedman, 1979).  Celebrity endorsement works through the process of social 

influence, in particular that of identification and internalisation (Kelman, 1961; 

Kamins, Brand, Hoeke and Moe, 1989).  A well-known celebrity may be influential if 

they exhibit attractive and likeable qualities, and through the identification aspect of 

social influence can increase the effectiveness of an endorsement (Atkin and Block, 

1983; Kamins et al, 1989). Further when a product is associated with a celebrity it 

signals a message of approval and endorsement to the audience, and creates a link 

between that celebrity and the product (Friedman and Friedman, 1979, Rossiter and 

Percy, 1987).  A (main) character in a television program may exhibit similar 

characteristics to that of a celebrity: they may be well-known to the public, display 

attractive and likeable qualities, and hold social influence through identification 

(Russell, Norman and Heckler, 2004).  An actor who plays a well-known character 

may be recognized by the general public as that character. Thus it is reasonable to 

assume that for some viewers the character may be the referent source, rather than the 

actor who plays that character.  
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As discussed above, the concept of referent others is important due to the potential for 

these relationships to influence attitude formation and purchase behaviour.  This has 

been explored in the celebrity endorsement and sponsorship domain, with attitudinal 

influences found to be stronger when individuals perceive an endorser to be similar to 

themselves (Feick and Higie, 1992; Simons, Berkowitz and Moyer 1970).  Endorser 

effectiveness is argued to be stronger when there is a match between the image, of the 

product, the image of the endorser and the self concept of the target audience 

(Kamins, 1990; Quester et al., 2007). 

 

When considered in the context of product placement, it is argued that a viewer will 

consider a product to be more congruent with their self image, and therefore express a 

stronger choice preference for that product, if it is presented alongside a character 

they perceive as similar to themselves.  This leads to the development of the final 

hypothesis: 

 

H6:  an individual’s perceived level of similarity with a character will 

influence that individual’s perception of the personality of a brand 

associated with that character 

 

2.6 Purchase Intention 

 

Conflicting findings on the effect of product placement on intention to purchase, and 

choice outcomes regarding the placed brand can be found in the academic literature 

on product placement to date.  While an early study found product placement to have 

not significant effect on purchase intention (Ong & Merri, 1994), more recent 

research indicates that choice outcomes are dependent on the type of placement used 

(Yang and Roskos-Ewoldsen, 2007).  It appears that more subtle placements (such as 

visual only placements) are likely to lead to positive choice outcomes, while more 

prominent placements (such as overt verbal mentions) may hold negative choice 

effects (Law and Braun, 2000).   Intention to purchase the brand placed has received 

only limited attention in research on the effectiveness of product placement, and has 

not been examined in the context of soap opera television programs.  Anecdotal 

evidence suggests that consumers desire products placed in their favourite television 



  Chapter Two: Literature Review 
________________________________________________________________________________________________________ 

 

_____________________________________________________________________ 

Page 73 

 

programs; one example of this is that thirty-five thousand fans called the network on 

which the sitcom ‘Friends’ was aired in the US to enquire where they could purchase 

a particular lamp used as a prop in the program (Digitrends, 2000).   

 

Purchase intention will be re-examined in the context of product placement in a soap 

opera television program in this study, to identify whether product placement in a 

television program has an effect on intention to purchase the placed brand. 

 

H7: An individual presented with a brand placed in a television program 

will report a higher intention to purchase that brand than a similar 

individual presented with the same brand in the absence of a 

placement in a television program. 

 

 

2.7 Summary 

 

A number of factors, including fragmentation of media markets, technological 

developments and increased communications clutter have lead to the increased 

prevalence of product placement as a marketing communications tool.  This increase 

in usage of the tool has resulted in significant attention to the study of the practice in 

current academic literature.  While the majority of these studies to date have focused 

on consumer perceptions of the practice, and recall and recognition of the brand 

placed, several recent studies have begun to examine brand effects resulting from the 

placement, including attitudinal, image and consumption effects.  The impact of 

program, character and viewer factors has also been examined, along with analyses of 

the effectiveness of various types of placement. 

 

This dissertation extends this research by examining the effect of product placement 

on perceptions of the personality of the placed brand, and the effect of intervening 

factors including product involvement, program involvement and connectedness, and 

endorser similarity. 
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Chapter 2 reviewed the literature on product placement and brand personality, and 

explored the involvement construct as applied to the product category of the brand 

placed, and the television program in which the placement occurs.  The relationship 

between a viewer and the program, and the character with whom the product is placed 

were also discussed in the context of program connectedness and viewer perception of 

similarity to the endorser, leading to the development of hypothesis on which the 

research is based.  These hypotheses are summarised below.  Chapter 3 outlines the 

methodology used to test these hypotheses. 

 

 

2.7.1 Summary of Hypotheses 

 

H1:  An individual presented with a brand placed in a television program 

will report a different perception of the brand’s personality after 

presentation of the placement than the same individual did before the 

viewing the placement. 

 

H1a: An individual presented with a brand placed in a television program 

will have a different perception of that brand’s personality than a 

similar individual presented with the same brand in the absence of a 

placement in a television program. 

 

H2:  a brand user will report a different perception of the personality of a 

brand than a non-user 

 

H2a: a non-user will report a greater change in brand personality perception 

after presentation of the brand in a television program than a brand 

user presented with the same placement. 

 

H3: An individual exhibiting a high level of enduring involvement with a 

product category will report a different perception of the personality of 

a brand from that category than an individual exhibiting a low level of 

enduring involvement. 
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H3a: An individual exhibiting a high level of enduring involvement with a 

product category will report a lesser change in brand personality 

perception after presentation of a brand from that category in a 

television program than an individual exhibiting a low level of 

enduring involvement presented with the same placement. 

 

H4:  An individual’s level of involvement with a television program will 

influence that individual’s perception of the personality of a brand 

placed in that television program 

 

H4a:  An individual’s level of involvement with a television program will 

influence that individual’s intention to purchase a brand placed in that 

television program 

 

H5:  An individual’s level of connectedness with a television program will 

influence with that individual’s perception of the personality of a brand 

placed in that television program 

 

H5a: An individual’s level of connectedness with a television program will 

influence that individual’s intention to purchase a brand placed in that 

television program 

 

H6: an individual’s perceived level of similarity with a character will 

influence that individual’s perception of the personality of a brand 

associated with that character 

 

H7: An individual presented with a brand placed in a television program 

will report a higher intention to purchase that brand than a similar 

individual presented with the same brand in the absence of a placement 

in a television program. 
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Introduction 

 

This chapter introduces the methodology for this dissertation, including research 

design, sampling method, and survey administration.  Development of the treatment 

prompt is also discussed, and justification for selection of the measurement scales 

utilised in the research instrument is provided.  The chapter concludes with an 

overview of the analysis techniques used to examine the resulting data.   

  

The research was conducted in three stages.  The first stage involved data collection 

and factor analysis of resultant data for the purposes of reducing and refining scale 

items for the Brand Personality scale (Aaker, 1997).  Justification for and results of 

this undertaking are discussed further in this chapter.  In the second stage the final 

study questionnaires were pretested for readability and ease of completion. The third 

stage involved administration of the final study questionnaires under a Solomon Four 

Group design.  Each of these stages is discussed below. 

 

 

3.1   Brand Personality Scale Revision and Reduction 

 

Aaker’s (1997) Brand Personality Scale was the first attempt to present a 

comprehensive, valid and generalisable scale to measure the construct.  The 42 item 

scale measures the construct along five dimensions: sincerity, excitement, 

competence, sophistication and ruggedness, and is based on the ‘Big Five’ dimensions 

of human personality (extraversion, agreeableness, conscientiousness, emotional 

stability and openness) (Goldberg, 1990).  It is has been argued that the human 

personality scale is not directly attributable to brands, thus necessitating the 

development of a scale specific to the brand personality construct (Aaker, 1997; 

Azoulay and Kapferer, 2003; Caprara, Barbaranelli and Guido, 2001). 

 

Aaker (1997) reported high levels of reliability for the Brand Personality Scale 

(Cronbach’s Alpha >0.8 across all dimensions).  However several researchers have 

since identified potential confounds in the applicability of the scale across cultures, 
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and in measuring the personality of individual brands in a number of product 

categories (Aaker, Benet-Martinez and Garolera, 2001; Bosnjak, Bockhmann and 

Hufschmidt, 2007; Smith, Graetz and Westerbeek, 2006). 

 

 

3.2.1 Justification for Revision of the Brand Personality Scale 

 

Azoulay and Kapferer (2003) identified several problematic scale items referring to 

intellectual capabilities, gender or social class, concepts which they argue are external 

to ‘purer’ definitions of personality.  These authors contend that ‘cognitive ability’ is 

not a personality trait and that therefore the item ‘intelligence’ should be excluded 

from the scale. They also argue that the items ‘feminine’ and ‘upperclass’ should be 

removed, however the inclusion of gender based items has been supported in recent 

research (Grohmann, 2009). Further, citing Davies, Chun and Vinhas da Silva’s 

(2001) replication of the Brand Personality Scale, Azoulay and Kapferer (2003) argue 

that the items ‘Western’, ‘small town’ and ‘feminine’ should be removed due to low 

reliability and the questionable relevance of the items to personality.  ‘Western’ is 

arguably a cultural concept, and culture is not an element of ‘personality’ but of 

‘identity’, a different, broader construct inclusive of, but not limited to personality 

(Azoulay and Kapferer, 2003).  The item ‘Western’ is also a potentially confusing 

adjective: ‘Western’ could be understood to mean ‘American’, ‘Non-Asian’, 

‘Westernised’ or ‘developed’  or conversely, to mean ‘Old West’ or ‘Cowboy’ 

(Austin, Siguaw and Mattila, 2003; Diamantopoulos, Smith and Grime; 2005). 

 

It has also been argued that items related to performance should be removed, as these 

may be product category, rather than brand specific: ‘up-to-date’ may attributed to the 

technological characteristics of products such as computers and electronic equipment, 

‘energetic’ with products such as energy drinks and ‘sensuous’ with icecream 

(Azoulay and Kapferer, 2003; Romaniuk and Ehrenberg, 2003, Smith, Graetz and 

Westerbeek, 2006). 
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Austin, Siguaw and Mattila (2003), in discussing use of the scale to measure the brand 

personality of restaurants, identified potential confusion in interpretation of  several 

scale items and a subsequent lack of generalisability of these scale items across 

product categories and brands (such as ‘Western’ as discussed above;   “outdoorsy’ 

was found to mean ‘pleasant outdoor dining experience’ or ‘outdoor style of food 

preparation; ‘family-oriented’ could mean ‘family restaurant experience’ or family 

run’, and ‘cool’ could mean ‘hip or in’ or cold or unfriendly”).  Their study found 

poor fits in confirmatory factor analyses, which the authors attributed to brand-

adjective interaction (as coined by Caprara, Barbaranelli and Guido, 2001) “implying 

that adjectives have different meanings when applied to different brands”, and the 

authors raised concerns about the generalisability of the scale, and it particular its 

usefulness at the individual brand level, and it applicability and usefulness to the 

restaurant category. 

 

Several studies have been conducted to test the applicability of Aaker’s Brand 

Personality Scale and its five resultant dimensions to other cultures.  Although the 

scale is presented as being robust and generalisable (tested under 37 brands in a range 

of product categories), it was developed through research involving American 

consumers, and it is proposed that some of the identified brand personality trait 

attributes or items may not be reflective of the brand perceptions of consumers from 

other countries (Bosnjak, Bochmann and Hufschmidt, 2007).  Cross-cultural studies 

have indicated that Aaker’s five dimensions may be culture specific, and that while 

some commonalities exist, care should be used in cross-cultural applications of the 

scale (Aaker, Benet-Martinez and Garolera, 2001; Bosnjak, Bockhmann and 

Hufschmidt, 2007; Smith, Graetz and Westerbeek, 2006). 

 

Although it could be argued that enough similarities exist between American and 

Australian culture and language to apply this scale in an Australian context (at least at 

the dimension level) some of the traits used to measures these dimensions (or the 

facets that comprise these dimensions) may not hold the same meaning to Australians 

as they do to Americans.  Smith, Graetz and Westerbeek (2006) used Aaker’s (1997) 

Brand Personality Scale to examine perceptions of the personality of an Australian 
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sporting organisation.  Their study identified a poor fit for several items, attributed to 

possible cultural differences between Australia and the United States (where the scale 

was developed). These items included small town, outdoorsy, independent, corporate, 

up-to-date and reliable.  Analysis of the factor structure of the scale items when 

applied in this context lead to retention of the five original factors, with a sixth 

(labelled Innovation) emerging as an additional factor in this instance (Smith, Graetz 

and Westerbeek, 2006).  This study highlights the need for further examination of the 

applicability of the scale when used to measure perceptions of the personality of a 

brand in an Australian context. 

 

Several previous studies have used a reduced or modified version of the Brand 

Personality Scale (Ang and Lim, 2006; Diamantopoulos, Smith and Grime; 2005; 

Smith, Graetz and Westerbeek, 2006).  Ang and Lim (2006), reduced the scale by 

using the four traits with the highest item-to-total correlations across four of the five 

dimensions (sophistication, excitement, sincerity and competence), resulting in a 16 

item scale.  This scale was reduced further by removing the item ‘cheerfulness’ due to 

low item-to-item correlation to the dimension ‘sincerity’, resulting in resulting in α 

>.72 for all traits to their respective dimensions, thus indicating the potential to reduce 

the number of scale items while maintaining the reliability of the scale. 

 

The abovementioned cultural discrepancies and the identification of ambiguities in 

several of the scale items highlight the need to revise the scale, and test for validity 

and reliability of scale items in the context of this research study.   

 

 

3.2.2 Survey Administration and Method of Analysis for Brand Personality 

Scale Revision and Reduction 

 

To examine the application of the Brand Personality Scale in an Australian context, 

Aaker’s original 52 item scale was administered to a sample of 312 undergraduate 

marketing students from a major metropolitan university.  Subjects were asked to rate 

their perceptions of the personality of a brand from either a low involvement 
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(confectionary) or high involvement (computers) category (See Appendices 1 and 2).  

These categories have been used in prior applications of the Brand Personality Scale 

(Aaker, 1997; Caprara, Barbaranelli and Guido, 2001; Grohmann, 2009).   

 

Resultant data were analysed using a principal components factor analysis with 

varimax rotation, with item reliability analyses conducted on the emergent factors.  

Results of these analyses are presented in Chapter 4. 

 

 

3.2 Final Study Research Design 

 

Causal research examines cause-and-effect relationships among variables, where a 

change in one variable will impact another (Zikmund, 2003).  The current study 

applies this paradigm through examining the impact of product placement on brand 

perceptions.  The research study employs an experimental research design, due to the 

causal nature of the study, and subsequent hypotheses.  Although causality cannot be 

proven, only inferred, (Malhotra, Hall, Shaw and Crisp, 1996), insights into the 

effects of product placement can be gained. 

 

An experiment is defined as “manipulating an independent variable to see how it 

affects a dependent variable, while also controlling for the effects of additional 

extraneous variables” (Burns and Bush, 2010, p156).  Referred to as deductive 

research, experimental designs allow for hypothesis testing, while controlling for the 

effect of extraneous variables if conducted in a laboratory setting (Churchill, 1987; 

Hair, Bush and Ortinau, 2000). 

Several concerns arise in the use of experimental research methods, including testing 

effects, external and internal validity (Aaker & Day, 1986).  Testing effects arise 

when consumers are aware they are participating in an experiment, and may respond 

differently than they would if they were in a more natural setting.  This may reduce 

the external validity of the experiment.  However field tests can often be expensive 

and the presence of extraneous variables may affect internal validity.  Thus the current 

study utilises a laboratory setting, in order to maximise the internal validity of the 
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experiment.  This research does not aim to present generalisable findings to other 

populations and settings (Churchill, 1987), but rather to identify if an observed effect 

on the dependent variables (brand personality and purchase intention) can be 

attributed to manipulation of the independent variable (product placement).  Thus 

internal validity is of primary importance in the research design for this study. 

 

In order to infer causality, three conditions must be met: 

1. There must be evidence of a link between an action and an observed effect, 

2. The action must occur before the effect, 

3. External causal factors must be ruled out (Aaker and Day, 1986). 

 

The Solomon Four Group design selected for use in this study controls for interactive 

testing effects, and provides for the above conditions.  The Solomon Four Group is a 

robust experimental design, which involves selecting four test groups, two of which 

are administered the treatment, while two act as the control groups (Solomon, 1949).  

One of each of the treatment and control groups receives the pretest, while the others 

do not.  This design is illustrated Table 3.1 below: 

 

Table 3.1 Solomon Four Group Design 

 

1 Pretest Treatment Post-Test 

2  Treatment Post-Test 

3 Pretest  Post-Test 

4   Post-Test 

 

 

The Solomon Four Group design controls for interactive testing effects of 

administering the pretest, and provides evidence of the interaction between the action 

(or treatment) and observed effect through the use of control groups, as the data can 

be examined for effects of both the treatment and pre-treatment survey.  The design 

also enhances external validity, co ntrols for extraneous variables and increases the 

ability of the researcher to infer that a resulting relationship between the dependent 
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and independent variables is caused by the experimental treatment (Hair, Bush and 

Ortinau, 2000).   

 

The advantages of this design in terms of internal and external validity indicate the 

suitability of the Solomon Four Group over other, more basic experimental designs 

(Braver and Braver, 1988).  The Solomon Four Group design also allows for smaller 

group sample sizes due to the ability to converge the post-test survey groups in meta-

analysis (Braver and Braver, 1988). 

 

 

3.4  Sampling Method and Recruitment 

 

The study utilised non-probability convenience sampling.  Four-group six-study 

designs (such as the Solomon Four Group methodology) typically involve random 

selection of a sample, and randomised division of that sample into 4 groups 

(Churchill, 1987). Each group within the experiment usually consists of the same 

number of participants. Random allocation split pairs design was used, whereby 

participants are paired on the basis of exhibiting similar characteristics, (in this case, 

gender and perceived approximate age), and then randomly allocated to the four 

groups. Randomised control group designs are often used in experimental designs 

(which are often then called true experimental designs) (Aaker and Day, 1986).   

 

The participant pool was drawn from undergraduate students at a large metropolitan 

university.  Student samples have been utilised in the majority of empirical studies on 

consumer perceptions of, and reactions to product placement to date (Cowley and 

Barron; 2008; Gould, Gupta and Grabner-Kräuter, 2000; Gupta and Gould, 2007; 

Hong, Wang and de los Santos, 2008; Law and Braun, 2000; Lee and Faber, 2007; 

Nebenzahl and Secunda, 1993; Russell, 2002, Sung and de Gregorio, 2008; Yang and 

Roskos-Ewoldsen, 2007).  Although offering limited generalisability, student samples 

are often used in experimental designs due to the homogeneity the student group 

offers (particularly in terms of characteristics such as level of education, receptiveness 

to participating in research, and experience with the product category of the placed 
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brand) (Yavvas, 1994; Fuchs and Sarstedt, 2010). Further, a student sample offered 

the researcher relative ease of obtaining a sufficient number of similar respondents for 

group allocation under the Solomon Four Group design.   

 

Finally, as the research hypotheses include the impact of covariates such as program 

involvement and product involvement on the effect of product placement on 

perceptions of the personality of the placed brand, potential for respondent familiarity 

with the treatment program and product placed are important considerations.  The 

treatment program (Home and Away) and product placed (a DELL laptop) used in the 

experimental prompt are both likely to be familiar to the sample group, as is discussed 

further in sections 3.7.2 and 3.7.3 below. 

 

Participants were recruited by the mall intercept method.  Posters were placed around 

the university campus advising potential participants of the time, date and location of 

survey administration.  Participants were also recruited by offering those in the 

vicinity of the venue at the time of data collection the opportunity to participate.  In 

total, a sample size of 120 was obtained, n=30 per group.  The sample was comprised 

of 40 males (33.33%) and 80 females (66.66%).  All participants were aged between 

18 and 39 (key viewing audience demographic for the treatment program), with 110 

aged between 18 and 24, and 10 aged between 25 and 39. Home and Away regularly 

rates in the top 10 Australian television programs for all ages, and in the top ten rating 

programs for the 16-24 and 25-39 year age groups (sevencorporate.com.au). 94 

participants indicated they were Australian, while 26 were of other nationalities (New 

Zealanders, English, French, German, Italian, Korean, and Vietnamese). All 

participants were studying on campus at an Australian University, and as such were 

considered to have had reasonable opportunity to hold prior awareness of, and 

perceptions of both the treatment program and brand. 

 

 

 

 

 



Chapter Three: Methodology 
________________________________________________________________________________________________________ 

 

_____________________________________________________________________ 

Page 85 

 

 

3.4.1 Justification for the use of a student sample. 

 

In determining sampling design, it is important to recognise whether the goal of the 

research is theory or effects application.  Where effects generalisation is the goal of 

the research (for example a claim that an applied research finding is generalisable to 

the greater population), representativeness of the sample is an important 

consideration.  Where the goal is to examine a theory application, a laboratory setting 

and homogeneous sample are key elements of the research design (Calder, Phillips 

and Tybout, 1981).  As the current study was not designed with the intention of 

statistical generalisability, but rather to test the theory itself, a homogeneous sample is 

argued by previous researchers to be preferred, to enable a stronger test of the theory 

(Calder et al, 1981). 

  

While student samples are often criticised for their lack of generalisability (Yavvas, 

1994, Fuchs and Sarstedt, 2010), in cases where a homogeneous sample is a 

consideration (such as ensuring internal validity in experimental designs), the use of 

student samples is considered highly appropriate (Calder et al, 1981). Student samples 

are considered to be homeogenous on a range of factors, including educational 

background and attentiveness to answering questions (Yavvas, 1994; Fuchs and 

Sarstedt, 2010).   

 

Student samples are frequently used in empirical research in the marketing discipline. 

Research employing experimental designs predominantly used student samples in all 

editions of The Journal of Consumer Research (JCR) published in 2010, (the leading 

academic journal in the field of consumer behaviour), including the majority of 

studies in the October 2010 edition of the journal (see for example: Finkelstein and 

Fishback, 2010, Irmek, Vallen and Sen, 2020; Hong and Lee, 2010; Sweldens, 

Osselaer and Janiszewski, 2010; Chien et al, 2010; Wegener et al, 2010). A recent 

study examining the proliferation of student samples in several top ranking journals in 

marketing and management found a high proportion of student samples in some of the 

top ranking marketing journals; of particular note is JCR (an A+ journal) with 74% of 

studies employing student samples in the years 2004 to 2006 (Fuchs and Sarstedt, 
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2010).  This reflects similar findings to studies conducted in previous years: from 

1991 to 1995, 62% and 44% of empirical studies published in the Journal of 

Consumer Research and the Journal of Marketing Research respectively utilised 

student samples (Bergmann and Grahn, 1997).  Marketing Letters (an A ranked 

journal) published 47% of empirical studies using student samples between 2005 and 

2008 (Fuchs and Sarstedt, 2010). 

.   

As highlighted above, the key area of concern regarding student samples in empirical 

relates to the lack of generalisability offered by a sample that is not representative of 

the general population.  As the goal of this research is to test a theory application, a 

student sample is entirely appropriate. 

 

 

3.5 Survey Administration and Participation Incentive 

 

The survey was administered through self-administered surveys.  This method was 

considered to be the most appropriate for the current research as it provided for a 

large number of respondents to be accessed at low cost and in a timely manner.  On 

arrival at the data collection venue, participants were visually paired on the basis of 

similar age and gender, and then split intro control and treatment groups.  Participants 

were then allocated questionnaires corresponding to their group allocation. 

 

Respondents were made aware of the potential time requirement in the survey 

instructions, and were advised that a participation requirement was that once started, 

all questions must be answered in one sitting. 

 

To acknowledge the potential time investment from respondents (approximately 10 

minutes for those in Group 1), it was considered appropriate to offer a participation 

incentive.  The incentive offered participants to enter a draw on completion of the 

survey through which a randomly selected participant would receive a gift voucher at 

a local office supplies store.   
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3.6 Instrument  

 

As necessitated by the methodological design, two instruments were developed for 

this research: a pretest instrument and a post-test instrument.  The pre-test instrument 

contained the revised brand personality scale (Aaker, 1997) (in reference to 

perceptions of the personality of the placed brand), and a single item purchase 

intention measure (See Appendix 3).  The post-test survey instrument contained items 

from the revised Brand Personality Scale (Aaker, 1997); Higie and Feick’s (1989) 

Enduring Involvement Scale (to measure involvement in the product category of the 

placed brand) and prior purchase and use measures for the treatment brand.  The post-

test survey also included an involvement measure regarding the television program 

(Zaichkowsky, 1994), the Television Program Connectedness scale (Russell, Norman 

and Heckler, 2004), pertaining to connectedness with the treatment program, and a 

single item measure regarding whether the treatment program is one of the 

respondents favorites (Perse, 1988).  Finally the post-test survey included an endorser 

similarity measure (regarding the character to whom which the placement was 

associated) the purchase intention measure and several demographic questions (See 

Appendix 4). 

 

Each of these scales and measurement items are discussed further below. 

 

 

3.6.1 Brand Personality  

 

Aaker’s Brand Personality scale contains 42 items and uses a 5-point Likert scale 

ranging from not at all descriptive to extremely descriptive (Aaker, 1997).    As 

discussed above in section 3.2, a study was undertaken to reduce and revise the Brand 

Personality Scale, with findings from this study providing a reduced 21 item scale.  

Results of the factor analysis and reliabilities for the resultant scale items are provided 

in Chapter 4.   A sample of the reduced scale items is provided below: 
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Listed below are traits that could be used to describe the brand DELL computers.  

Please indicate the extent to which you believe each trait describes this brand, where 

1= not at all descriptive, and 5= extremely descriptive. 

 

Honest 1 2 3 4 5 

Sincere 1 2 3 4 5 

Real 1 2 3 4 5 

Trendy 1 2 3 4 5 

Cool 1 2 3 4 5 

 

 

3.6.2  Prior Purchase and Use 

 

Prior brand purchase and prior brand use are treated as covariates in this study.   As 

discussed in Chapter 2, it is proposed that as brand users may hold stronger brand 

associations than non-users, they are less likely to have brand perceptions altered 

through marketing communications (particularly in the case of a single exposure to 

product placement as provided by the treatment.  The same result was expected to be 

present with consumers who had previously purchased the brand, and those who had 

not. These covariates were measured individually using nominal scales. 

 

 

3.6.3 Enduring Involvement  

 

The Enduring Involvement Scale (EIS), measures the motivating factors of enduring 

involvement: self expression and hedonics (Higie and Feick, 1989).  The scale has 

been shown to effectively predict the consequences of such involvement, including 

opinion leadership and information search.  As discussed in Chapter 2, product 

importance was excluded as the concept may confuse importance with involvement. 

This issue is of particular relevance to the product category examined in this study 

(personal computers), as tertiary students (from whom the participant pool is derived), 

may perceived product importance as an inherent characteristic of the product itself, 
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as opposed to a consumer product such as tea, for whom importance may vary 

dramatically between respondents. 

 

The EIS contains 10 seven point semantic differential items: 5 pertaining to each of 

the two sub-scales – hedonic involvement and self-expression.  This scale is 

particularly applicable to the current study as its initial development and testing was 

conducted with application to computers (the placement product used in the treatment 

for this study).  Higie and Feick (1989) reported high reliability for the scale with co-

efficient alphas of .88 and .91 for the hedonic and self expression subscales 

respectively, and a combined alpha of .89 (for computers).  

 

Sample scale items for each of the two subscales are provided below: 

 

Hedonic Involvement: 

 

To me, x is 

  

Unappealing  1 2 3 4 5 6 7 Appealing 

Boring   1 2 3 4 5 6 7 Interesting 

Unexciting  1 2 3 4 5 6 7 Exciting 

 

Self Expression: 

 

A brand of x: 

 

Not part of my 1 2 3 4 5 6 7 Part of my  

self-image         self-image 

Doesn’t tell others 1 2 3 4 5 6 7 Tells others 

about me         about me 

 

 

 

 



Chapter Three: Methodology 
________________________________________________________________________________________________________ 

 

_____________________________________________________________________ 

Page 90 

 

 

3.6.4 Television Program Involvement 

 

Program Involvement was measured Zaichowsky’s (1994) revised Personal 

Involvement Inventory (RPII).  Zaichowsky’s earlier PII (1985) has been used to 

measure program involvement in previous research (Lord and Burnkraut, 1993).  

Originally developed for application to involvement with the advertisement, the RPII 

is useful in the context of measuring involvement with the medium in which the 

communication message is embedded.  The scale includes ten seven-point semantic 

differential items.  Reliability scores of .91 to .96 were demonstrated for products and 

ads, with construct validity for the scale, and its ability to discriminate between high 

and low involvement groups in application to involvement with advertisements also 

reported (Zaichowsky, 1994).  Sample scale items include: 

 

To me the television program X is: 

 

Boring  1 2 3 4 5 6 7 Interesting 

Involving 1 2 3 4 5 6 7 Uninvolving 

Worthless 1 2 3 4 5 6 7 Valuable 

 

As indicated above, the scale included several reverse coded scale items, which were 

retained for use in this study to reduce the possibly for response set (Nunally, 1967). 

 

 

3.6.5 Television Program Connectedness 

 

Television Program Connectedness was measured using Russel, Norman and 

Heckler’s (2004) Connectedness Scale.  The connectedness construct is distinct from 

involvement with, and attitude toward a television program, and measures the 

intensity of the relationship between a viewer and a television program and its 

characters.  The scale measures several underlying factors and motivations including 

escapism, imitation, modelling, aspiration, fashion and paraphernalia.  Sample scale 

items include: 
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1. Watching ______ is an escape for me 

2. I learn how to handle real-life situations by watching  __________ 

3. I have objects that relate to ______________ 

 

The 16 scale items are measured through five point Likert scales (strongly disagree to 

strongly agree).  The scale was developed with application to product placement 

studies in mind, with predictive validity indicated for short and long-term memory for 

brand placements (Russell, Norman and Heckler, 2004).  Scale reliability was 

reported with a coefficient alpha of .84. 

 

 

3.6.6 Endorser Similarity 

  

The endorser similarity scale (Feick and Higie, 1992) is composed of three seven-

point Likert items (“strongly agree” to strongly disagree”).  These researchers 

reported reliability with a Cronbach’s Alpha coefficient of .86.  The purpose of the 

scale is to measure consumer perceptions of an endorser’s similarity to themselves, 

and was considered appropriate for use in this research as a ‘used by character’ 

placement as utilised in this research study may function as an endorsed by character 

message. 

 

The three items in this scale are: 

 

1. X and I probably have similar values and beliefs   

2. X is quite a bit like me 

3. It’s likely that X and I probably have similar tastes and preferences 
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3.6.7 Purchase Intention 

 

Purchase intention was measured using a single seven point Likert item 

(definitely/definitely not).  Seven point Likert scales with similar anchors are 

commonly used to measure purchase intent, based on Baker and Churchill’s (1997) 

three item purchase intention scale.  

 

 

3.6.8 Demographic Questions 

 

Standard demographic variables were included in the questionnaire to determine the 

similarity of survey participants on the basis of age, gender and nationality.  Each of 

these variables was treated as categorical for ease of analysis.  Age categories were 

based on those used to summate viewing audiences for the program in Australia 

(www.sevencorporate.com.au), to allow comparison between the respondent sample 

and the viewing audience of the treatment program. 

 

 

3.7 Treatment 

 

As the study included testing for the covariate television program involvement, it was 

necessary to use a television program that currently runs on Australian television.  

Further, in order to control for pre-exposure to the placement, it was necessary to 

develop a unique placement to which members of the treatment groups would have no 

prior exposure.  Although use of a real (unaired) episode of the program would have 

provided a more organic environment for testing the effect of the placement, this 

could not be logistically achieved within the parameters of this study.  Use of a 

written script allowed for a real program and characters, with which respondents may 

hold a true attachment to, in order to test for moderating effects of the program 

involvement covariate.   
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A brief excerpt of a script for the television program Home and Away was developed 

specifically for the purposes of this research (See Appendix 5).  Participants were 

asked to read this brief script excerpt which included a ‘used by character’ inclusion 

of a branded product (a Dell laptop computer). On return of the completed 

questionnaire, respondents were advised that the script excerpt provided was a mock 

excerpt, developed exclusively for the purpose of the research study.   

 

The type of placement used in the treatment prompt was a visual used-by-character 

placement.  This particular type of product placement was chosen for a number of 

reasons derived from the literature examined in Chapter 2.  Visual used-by-character 

placements, while exhibiting lower levels of cognitive processing than more 

prominent placements, may still hold affective and behavioural outcomes (Russell, 

2002; Auty and Lewis, 2004; Grimes, 2008), reasoned by the peripheral route to 

persuasion in the Elaboration Likelihood Model.  Communications attracting lower 

levels of cognitive processing (low involvement messages) are argued to be useful in 

achieving affective outcomes due to mere exposure effects (Grimes, 2008; Hansen 

and Wanke, 2009). Mere exposure theory infers that even in instances where there is 

minimal opportunity to engage in conscious cognitive processing of a product 

placement, the limited processing is sufficient to generate brand familiarity that may 

later lead to brand preference (Zajonc, 1968; Janiszewski, 1993; Auty and Lewis, 

2004).  Thus affective outcomes (including those related to brand attitudes, image and 

personality) may be achieved through simple used-by-character placements.  

Associating a brand with a character may infer a subtle endorsement of the brand by 

the character (Russell, 2002; Russell and Stern, 2006, Balasubramanian, S. K., Karrh, 

J. A., and Patwardhan, 2006).  

 

Computers, motor vehicles, mobile phones, fashion items and grocery products 

frequently appear as visual only used-by-character placements in television programs, 

with no associated verbal script reference or overt demonstration of product related 

attributes. Visual used-by-character product placements therefore warrant further 

investigation in product placement research.  Furthermore, as visual only used-by-

character placements are less expensive than their more prominent counterparts, 



Chapter Three: Methodology 
________________________________________________________________________________________________________ 

 

_____________________________________________________________________ 

Page 94 

 

 

identifying whether an affective outcome may result from this type of placement has 

significant implications for product placement practitioners.  Justifications for the use 

of a written script except, and for the choice of program, character and brand are 

outlined in the proceeding sections.  

 

 

3.7.1  Justification for Use of a Script Excerpt as Treatment Prompt. 

 

The choice of a written script excerpt for use as the treatment prompt in this research 

was considered the most appropriate form for this research as it allowed for the 

examination of covariates such as television program involvement without the 

confounds presented by other forms of prompts.  Written prompts (in the form of 

vignettes) have been used in previous research on product placement (D’Astous and 

Seguin, 1999). Use of a real episode of a television program would have allowed for 

the examination of product placement effects in a more organic context, however if 

the segment or episode had been previously screened it is reasonable to assume that 

highly involved consumers of the program (or fans) would have prior exposure to the 

placement prior to participation in the research, thus affecting the validity of the 

results of the test/retest experiment.   

 

Access to an authentic, previously unaired episode or segment of a top-rating 

television program for the purpose of the experiment, whilst allowing for 

measurement of a ‘real’ placement in a pure experimental context, was not available.  

Consideration was given to exposing the respondents (located in Australia) to an 

episode of a prominent American scripted drama (Desperate Housewives) containing 

an overt brand placement for Lexus (Season 5, Episode 14).  Although it was unlikely 

that the participant pool could have legally viewed the episode prior to its Australian 

screening, the prevalence of (illegal) peer-to-peer downloading of such programs and 

subsequent exposure to the placement prior to the experiment was of significant 

concern.  Further, although respondents could have been asked to indicate whether 

they had viewed the episode previously, capturing true responses to this question 

would have been confounded by the potential for self incrimination. 



Chapter Three: Methodology 
________________________________________________________________________________________________________ 

 

_____________________________________________________________________ 

Page 95 

 

 

Other types of treatment prompt, such as scripting and performing/filming an original 

television program (such as Russell’s (2006) Theatre methodology) were not 

appropriate for this study as they would not have provided a basis for measuring the 

enduring involvement (television program) covariate.  A written prompt simply 

specifying the inclusion of the branded product within the program may have been 

appropriate, but would have more overtly indicated the presence of a commercially 

motivated brand inclusion.  As issues of conflict with artistic integrity and 

overexposure to commercially motivated brand placements are two of the main 

criticisms of product placement in scripted programs, a simple written prompt 

describing the placement itself may have negatively biased respondents.  Although a 

brief script excerpt does not offer a complete resolution to this particular issue, is does 

allow for more natural cognitive processing of the placement than afforded by the 

former method. 

 

Further, while viewer exposure to authentic written scripts is minimal in a traditional 

television consumption context, the provision of television program content in written 

form is increasing due to the Internet conduit.  For example, episode summaries and 

recaps, and viewer created script excerpts, are made available through fan sites, blogs, 

and official websites.  While a written script cannot capture the nuances, emotions or 

engagement of typical audio-visual consumption, the framework for imagining the 

context of the scene is present. 

  

As the placement stimulus takes the form of a visual used-by-character placement, a 

‘real world ‘application would involve only a visual stimulus.  The written script 

excerpt attempts to create a scenario where respondents can visualise this placement 

in the context of the scene.  The limitations of the treatment in terms of not exactly 

replicating the nuances of the reality of such a placement are recognised, however as 

the aim of the study is to identify whether a single exposure to an association between 

a character and a brand through product placement may influence perceptions of the 

placed brand, a text treatment allows for identification of whether this effect is 

present.  Examining the effect of a single exposure is important in establishing 

potential brand effects derived from entry level or creatively motivated placements, 
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and as highlighted earlier is an area identified in previous brand personality studies as 

warranting further research.   

 

The study is designed to test for a mere exposure treatment effect, that is, whether 

exposure to a product placement has the potential to impact on brand personality 

perceptions of the placed brand.  Prior research on mere exposure indicates that brand 

affect outcomes may result from simply being exposed to a brand; that in the absence 

of cognitive processing of attributes or benefits, that exposure (or in the case of 

repeated exposure, familiarity) is sufficient to cause brand affect (Janiszewski, 1993; 

Auty and Lewis, 2004; Grimes, 2008). Thus the current study explores whether a 

mere exposure effect is present from a single instance product placement exposure. 

 

 

3.7.2 Justification for Use of “Home and Away” as Treatment Program 

 

Justification for the selection of this particular program as the treatment prompt is 

based on several grounds, including its appropriateness in format to the examination 

of product placement in the context of this study, and the potential participant pool’s 

likely awareness of, and potential involvement with the program itself.   

 

Home and Away (an Australian soap opera) premiered in January 1988, and is 

Australia’s second longest-running drama series.  The program has consistently rated 

in the top ten Australian Drama Series and Serials on Television, appearing in the top 

five since 2004 (www.screenaustralia.gov.au), with a current average audience size of 

1.25 million, or 38% audience share for its timeslot (www.sevencorporate.com.au).  

The program rates most highly with 16-24 year olds (44% share), and holds 

approximates 37% audience share amongst 16-39 year olds 

(www.sevencorporate.com.au).    

 

This particular program was selected for use as the treatment prompt as it contains 

both open and closed narratives, in that each episode contains a particular situation 

that is resolved by the end of the episode, but there are also long-running themes and 

http://www.screenaustralia.gov.au/
http://www.sevencorporate.com.au/
http://www.sevencorporate.com.au/
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storylines within the show.  These continuing storylines enable the viewer to become 

involved with the characters, and the show itself.  The program is supported by a 

website, which includes video content recently expanded to include free online 

streaming of previously screened episodes.  The site further engages and involves 

viewers with cast interviews and blogs, a fan club and message boards 

(http://au.advertising.yahoo.com).   Program involvement and connectedness are also 

facilitated through other media, such as DVDs, books, CD soundtracks and fan cards.  

The program also airs in the New Zealand, the UK, Belgium and France. 

 

 

3.7.3  Justification for Use of DELL as Treatment Brand 

 

Computers are commonly seen in used by character placements in television 

programs, with notable examples including the character Carrie Bradshaw’s Apple 

laptop in ‘Sex and the City’, the MacBook Pro used by the character Dr Gregory 

House in ‘House’ and the character Donna Freedman’s Sony laptop in ‘Neighbours’. 

 

The choice of the brand DELL as the product placement treatment prompt was based 

on the likelihood of brand awareness to the participant pool, and the use of the 

product category and brand itself in prior studies on brand personality and enduring 

involvement (Aaker, 1997; Grohmann, 2009; Higie and Feick, 1989; Okazaki, 2006).  

DELL holds the second largest market share for personal computers in Australia, at 

15% in 2008, after Hewlett Packard at 21% (Tung, 2008).   

 

 

3.8  Pilot testing of final study questionnaires 

 

Pilot testing was conducted for both the pre-test and post-test questionnaires was 

conducted using a small convenience sample (n=20), to test for structural errors and 

ease of completion.  No structural changes were needed and participants reported no 

problems with completing the questionnaires. Respondents indicated that the script 

excerpt was congruous to the program.   

http://au.advertising.yahoo.com/
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3.9 Ethical Considerations 

 

Ethical clearance for the research was obtained through Griffith University in 

compliance with the guidelines for the ethical conduct of research in the National 

Statement on the Conduct of Ethical Research involving Humans (protocol numbers 

MKT/22/06/HREC and MKT/07/09/HREC).  The research qualified for expedited 

review 1, as the research would not expose the respondents to potential for undue 

harm or risk, subjects would not be identified, and the research did not involve 

questions of an intrusive or personal nature.  The incentive offered was not considered 

to be coercive. Consideration was give to the potential participant pool including 

respondents under the age of 18; however the research met the guidelines in this 

regard due to the potential age of participants and ability to provide informed consent, 

and the negligible risk factors involved in the research. 

 

Participation in the research was voluntary, and the anonymity and confidentiality of 

the respondents was assured.  No further obligation was required after return of the 

completed questionnaire. Respondents were provided with an informed consent 

information sheet, including information on data storage and contact details to obtain 

results of the research if requested.  A copy of the informed consent documentation 

can be found in Appendix 6. 

 

 

3.10 Proposed Methods to Analyse Data 

 

Data derived from Study 1 was examined using factor analysis and item reliability 

analyses. Manipulation checks to control for interactive testing effects in the major 

study were conducted using multiple analysis of variance (MANOVA).  Hypotheses 

were tested using the statistical analysis methods of multiple analysis of variance 

(MANOVA), multiple analysis of covariance (MANCOVA), comparison of means 

and t-tests. The findings resulting from these analyses are presented in Chapter Four. 
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3.11 Summary 

 

Chapter Three presented the methodology used in this dissertation.  Justification for, 

and procedures used to revise the Brand Personality Scale (Aaker, 1997) were 

discussed.  The research methodology for the major study was outlined, including an 

overview of the Solomon Four Group method, sampling and survey administration 

procedures. 

 

The survey instruments used a number of pre-existing scales.  Each of these was 

discussed in this chapter, along with evidence of reliability for these measures. 

Justification for and development of the treatment prompt was also provided.  Finally 

the chapter discussed ethical considerations pertaining to this research, and methods 

used to analyse the resultant data.  Chapter Four presents the findings of these 

analyses. 
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4.1 Introduction 

 

Chapter 4 presents the results obtained from the studies outlined in Chapter 3.  

Findings from the initial study, designed to examine the reliability of the brand 

personality scale instrument in an Australian context, are discussed first followed by 

presentation of the results of the major study.  The examination of these results with 

regard to the extant literature is presented in Chapter 5. 

 

4.2  Study 1: Reduction of the Brand Personality Scale 

As discussed in Chapter 3, an initial study was conducted to test the reliability and 

applicability of items from the Brand Personality Scale (Aaker, 1997) when used to 

identify perceptions of a brand’s personality by Australian respondents. Further, the 

study aimed to identify if the number of scale items could be reduced without 

affecting the reliability of factors within the scale, and to remove ambiguous items. 

A paper based survey was administered to a sample of 312 undergraduate marketing 

students, asking them to rate their perceptions of the personality of a stated brand 

from either a low involvement (confectionary) or high involvement (computers) 

product category.  Each of these product categories has been utilised in prior research 

on brand personality (Aaker, 1997; Caprara, Barbaranelli and Guido, 2001; 

Grohmann, 2009).  Nine incomplete surveys were disregarded, leaving a total of 303 

completed questionnaires.  Several questionnaires included minor instances of 

missing or multiple responses, but were retained as the other items were judged to 

have been answered with consideration.  Missing data was replaced with the mean for 

the purposes of analysis. 

A principal components factor analysis, using Varimax rotation was performed. 

Results of this analysis are shown in Table 4.1.   
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Table 4.1:  Results of Factor Analysis of Brand Personality items – Study 1 

Variable  Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 Factor 7 

down to earth     .594         

family oriented             .531 

small town .339   .420         

honest     *.731         

sincere     *.756         

real   .308 *.621         

wholesome     *.602         

original   .361   .445       

cheerful .338     .499     .529 

sentimental .493   .400       .387 

friendly     .383 .368     .459 

daring .403 .316 .355   .350     

trendy .333 *.630           

exciting .461 .596           

spirited .502 .437           

cool .354 *.688           

young   *.669     .424     

imaginative   *.755           

unique   *.603           

up to date   .557       .349   

independent   .469 .350 .342       

contemporary   .552           

reliable       .322   *.672   

hardworking           *.768   

secure           *.814   

intelligent           *.732   

technical           .455 -.646 

corporate             -.576 

successful       *.806       

leader       *.814       

confident       *.665   .310   

upperclass .583   .307       -.335 

glamourous *.748 .322           

good looking *.651             

charming *.695       .315     

feminine *.662       .387     

smooth .583     .415       

outdoorsy .474       .599     

masculine .378       *.615     

western         *.730     

tough         *.769     

rugged .379   .312   *.703     

n=303   *Factor loadings greater than 0.6  

Nb: Small factor coefficients (less than .3) are not displayed. 
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Table 4.1 shows that the factor analysis yielded seven factors with Eigenvalues 

greater than 1.  Factor 7 was disregarded from further analysis for reasons of 

parsimony, and as the single variable it was represented by (under the 0.6 coefficient 

cutoff used in this analysis), ‘technical’ is arguably more product than brand specific. 

Interpretation of the rotated factor matrix resulted in the following six dimensions of 

brand personality: Sophistication, Excitement, Sincerity, Successfulness, Ruggedness 

and Competence.  These results are similar to those obtained by Aaker (1997) in 

development of the Brand Personality Scale.  However, Aaker identified 5 

dimensions, represented by 15 facets comprising a total of 42 items.  Five of these 

dimensions listed above mirror those of Aaker, however the fourth, ‘successful’, is 

classified by Aaker as a facet of the ‘competence’ dimension. Here it is treated as its 

own dimension.  Aside from this, all items were found through this analysis to load 

onto the same factors (or dimensions) as in Aaker’s seminal study. This outcome is 

discussed further in Chapter 5. 

 

After examination for nomonological consistency of factor items, an item reliability 

analysis was conducted for each of the extracted factors using Cronbach’s Alpha.  The 

results of these analyses are presented below: 

 

 

Table 4.2  Reliability Coefficients of Brand Personality Factors (Study 1) 

 

Factor/Dimension Number of 

Items 

Cronbach’s Alpha 

(Study1) 

 

 

 

 Cronbach’s Alpha 

(Aaker, 1997) 

 

Sophistication 4 0.85  0.91  
Excitement 5 0.83  0.95  

Sincerity 4 0.81  0.93  

Successful 3 0.85  N/A  

Ruggedness 4 0.81  0.90  

Competence 4 0.84  0.93  

 

Although the reliability coefficient scores were lower in Study 1 than those reported 

by Aaker (1997), they remain sufficiently high enough (> 0.70) to reliably measure 

each of the factors (Nunnally, 1978).  Three additional items were removed to further 



Chapter Four: Findings 
______________________________________________________________________________________________________ 

_____________________________________________________________________ 

Page 104 

improve the reliability of the scale factors, to remove ambiguously worded items and 

for reasons of parsimony. ‘Wholesome’ was removed from the sincerity subscale, 

‘western’ was removed from the ruggedness subscale, and ‘reliable’ was removed 

from the competence subscale (resultant coefficients: α = 0.83, α = 0.83 and α = 0.85 

respectively).  Further justification for the elimination of each of these items is 

provided in the discussion in Chapter 5.  

 

Resulting factor scores for both DELL and Cadbury are reported in Table 4.3.  As the 

scale asked respondents to rate the brands on a scale of 1 to 5 (where 1=not at all 

descriptive and 5 = very descriptive), the scores indicate DELL is perceived to more 

strongly exhibit the personality characteristics of successfulness and competence than 

the other dimensions, although the characteristics of sincerity and excitement were 

also indicated by the respondents to be representative of this brand.   Cadbury’s 

strongest personality characteristics were perceived to be successfulness and 

excitement, and to a lesser extent, sincerity.  Cadbury achieved low scores on the 

ruggedness dimension, indicating that dimension was not considered by respondents 

to be descriptive of the personality of the brand.   

 

 

Table 4.3  Mean Scores for Brand Personality Dimensions for DELL and 

Cadbury (Study 1) 

 

Factor/Dimension  DELL Mean 

Scores 

 

 

 

 Cadbury Mean 

Scores 

 

Sophistication  2.47  2.62  
Excitement  2.97  2.99  

Sincerity  3.03  2.87  

Successful  3.33  3.73  

Ruggedness  2.29  1.82  

Competence  3.23  2.58  
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4.3  Major Study 

 

A total of 122 undergraduate students were recruited to complete self-administered 

questionnaires for the final study.  Of these, 2 questionnaires were disregarded as 

incomplete, resulting in a total of 120 completed questionnaires, numbering 30 for 

each of the four groups in the methodological design.  Of these, 2/3 of respondents 

were female (n=80) and 1/3 were male (n=40).   

 

 

4.3.1  Item Reliability Analyses of Brand Personality Dimensions 

 

Prior to testing for test-retest effect, and examination of the effect of the stimulus on 

brand personality perceptions, each of the dimensions of brand personality (as 

determined in the scale reduction conducted in Study 1) were tested for item 

reliability, both for the pretest and posttest instruments.   

Examination of the resultant data revealed an increase in reliability for the Sincerity 

factor with the item ‘real’ removed, and in the Ruggedness factor with the item 

‘masculine’ removed.  Table 4.4 illustrates the improvement in the coefficient alpha 

score for each of these factors with the removal of these items. 

 

 

Table 4.4  Reliability Co-efficients of Summated Scale Items within the 

Brand Personality Scale and Increased Alpha Coefficient with 

Item Removed. 

 

Factor/Dimension Cronbach’s Alpha  

 

 

 

 Cronbach’s Alpha 

(item removed) 

Sincerity (pretest) 

 

0.79  0.92  
Sincerity (post-test) 0.77  0.83  

Ruggedness (pretest) 0.79  0.88  

Ruggedness (post-test) 0.78  0.86  

 

 



Chapter Four: Findings 
______________________________________________________________________________________________________ 

_____________________________________________________________________ 

Page 106 

The four remaining item factors showed no substantive increase in reliability with 

removal of items, thus all other items were preserved.  Coefficient Alpha scores for 

the six reduced Brand Personality scale dimensions (both for the pre and post test 

instruments) are reported in Table 4.5. 

 

Table 4.5  Reliability Co-efficients of Dimensions within the Brand 

Personality scale.  

Factor/Dimension Number of 

Items 

Cronbach’s Alpha 

(Pretest) 

 

 

 

 Cronbach’s Alpha 

(Post-test) 

 

Sophistication 4 0.76  0.81  
Excitement 5 0.83  0.87  

Sincerity 2 0.92  0.83  

Successful 3 0.66  0.73  

Ruggedness 2 0.88  0.86  

Competence 3 0.88  0.83  

 

Table 4.5 shows that each of the dimensions of the brand personality scale 

demonstrated accepted reliability co-efficients (Nunally, 1978), with the exception of 

the Successful dimension in the pretest survey.  This dimension was retained for 

further analysis as the pre-test score was only marginally below the generally 

accepted 0.7 cut-off (Nunally, 1978) at 0.66, and the post-test Cronbach Alpha was 

above the accepted level (0.73). 

 

4.3.2  Reliability Analyses of Involvement, Program Connectedness and 

Endorser Similarity Scales 

 

Each of the remaining scales employed in the research were examined for reliability.  

These scales are discussed in detail in Chapter 3, along with evidence of their 

reliability and validity. Co-efficient scores obtained for these scales in this research 

are shown in Table 4.6. 
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Table 4.6  Reliability Co-efficients of Remaining Scales Used in the Research 

Factor/Dimension Number of Items Cronbach’s Alpha 

(Pretest) 

 

 

 

Enduring Involvement - Computers  

 

 

  
(Hedonics) 5 0.94 

(Self-Expression) 5 0.92 

Involvement – Television Program 

 

  

Importance 5 0.92 

Interest 5 0.93 

   

Endorser Similarity 3 0.95 

 

Each of the subscales in the Program Connectedness Scale (Russell, Norman and 

Heckler, 2004) were also tested for reliability.  Examination of the data showed an 

increase in reliability of the Fashion subscale (α = .84) with removal of the ‘buy 

clothing’ item (α = .95) and for the Modelling subscale (α = .27) with removal of the 

‘handle situations’ item (α = .89).  Thus each of these items were removed from 

further analysis. Reliability co-efficients for the program connectedness dimensions 

are reported in Table 4.7. 

 

Table 4.7  Reliability Co-efficients of Program Connectedness Scale 

Dimensions 

Factor/Dimension Number of Items Cronbach’s Alpha (Pretest) 

 

 

 

Escape 3 0.95 
Fashion 3 0.95 

Imitate 2 0.91 

Modelling 2 0.89 

Aspiration 2 0.69 

Paraphernalia 2 0.89 
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4.3.3  Manipulation Checks 

 

Prior to testing the hypotheses, and in particular the effect of the stimulus, it was 

necessary to determine whether there was a pre-test effect on the post-test results. 

This was tested for using multiple analysis of variance (MANOVA) with the 

independent variable being whether or not the respondents had received the pre-test, 

and the dependent variables being the six summated post-test dimensions of brand 

personality (as determined in Study 1) and purchase intent.  The results of this 

analysis indicated that no order effect was present (Wilks’ Lambda 0.93; df = 7, 101; 

p>.05).   

 

The data were also examined for homogeneity of variance.  Levene’s test indicated 

variances to be homogeneous for all dependent variables, except for Competence as 

shown in Table 4.8.   

 

Table 4.8  Levene’s Test of Equality of Error Variances for Dependent 

Variables  

Variable F df1 df2 Sig. 

Sincerity2 4.06 1 107 .05 
Excitement2 3.01 1 107 .09 

Competence2 6.44 1 107 .01 

Successfulness2 .00 1 107 .96 

Sophistication2 .43 1 107 .52 

Ruggedness2 .01 1 107 .93 

Purchase Intent2 .09 1 107 .77 

 

After removal of the dependent variable Competence from the analysis, MANOVA 

results maintained the absence of order effect (Wilks’ Lambda 0.95; df = 6, 103; 

p>.05). The resultant Levene’s test indicated homogeneity of variance across all 

remaining dependent variables, as indicated in Table 4.9. 
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Table 4.9  Levene’s Test of Equality of Error Variances for Dependent 

Variables with Competence Removed 

Variable F df1 df2 Sig. 

Sincerity2 3.62 1 108 .06 
Excitement2 2.64 1 108 .11 

Successfulness2 .02 1 108 .90 

Sophistication2 .23 1 108 .63 

Ruggedness2 .01 1 108 .91 

Purchase Intent2 .12 1 108 .73 

 

Confirmation that the data did not violate the assumption of normality was attained 

through testing the equality of covariance matrices (Box’s M = 17.36; p>.05).  

 

4.3.4  Tests of Hypotheses 1 and 1A 

 

Hypothesis 1 proposed that an individual presented with a brand placed in a television 

program would have a different perception of that brand’s personality than a similar 

individual presented with the same brand without exposure to the placement stimulus.  

This hypothesis was tested using MANOVA, with results indicating the placement 

stimulus resulted in a significant difference in perceptions of brand personality 

(Wilks’ Lambda 0.89; df = 6, 96; p<.05).   Results of the MANOVA are shown in 

Table 4.10. 

 

Table 4.10  Test of Between-Subjects Effects to Examine Impact of the 

Stimulus on Brand Personality Dimensions and Purchase Intent 

Source   Dependent Variables 

 

Type III Sum 

of Squares 

df Mean 

Square 

F Sig. 

Stimulus  

TY 

  Sincerity2 0.39 1 0.39 .52 .47 
Y/N   Excitement2 0.01 1 0.01 .01 .93 

   Successfulness2 1.97 1 1.97 2.87 .09 

   Sophistication2 3.41 1 3.41 5.77 .02 

   Ruggedness2 1.74 1 1.74 1.61 .21 

   Purchase Intent2 8.6 1 8.6 2.99 .09 
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Examination of between-subjects effects revealed a significant difference between the 

stimulus and non-stimulus groups on the Sophistication dimension, F (1, 3.41) = 5.77; 

p=.02.  Analysis of the mean scores showed a significantly higher rating (p<.05) for 

those who received the stimulus (M = 2.4) than for those who did not (M = 2.1).   

That is, those who received the stimulus perceived the brand as significantly more 

sophisticated than those who did not receive the placement stimulus. Therefore 

Hypothesis 1 is supported. 

 

Hypothesis 1A proposed that an individual presented with a brand placed in a 

television program would report a different perception of the brand’s personality after 

presentation of the placement than the same individual did before presentation of the 

placement.  A paired samples T-Test was conducted to test for differences in the 

summated brand personality dimensions prior to and following presentation of the 

stimulus.  No significant differences were found.  Results of the paired samples T-

Test are reported in Table 4.11. 

 

Table 4.11  Paired Samples T-Test of Summated Brand Personality 

Dimensions in Pre-test and Post-test Conditions 

Variable M SD t df Sig.(2-tailed) 

Sincerity1 – Sincerity2 .16 .46 1.8 28 .08 
Excitement1 –Excitement2 .06 .67 .49 29 .63 

Successfulness1 – Successfulness2 .24 .74 1.8 29 .08 

Sophistication1 –Sophistication2 -.09 .52 -.97 29 .34 

Ruggedness1 – Ruggedness2 -.02 .60 -.16 27 .88 

 

 

Examination of the mean scores of the pre and post-test brand personality dimensions 

for the group exposed to the product placement treatment prompt revealed some 

interesting findings.  Although no significance between the groups (at the 0.05 level) 

was indicated in the paired-samples T-Test, nevertheless there does appear to be some 

movement in reported perceptions of the brand post exposure.  As is shown in Table 

4.12, it appears from the change in mean scores that respondents perceived the brand 
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to be less sincere, and less successful following exposure to the product placement 

stimulus. 

 

Table 4.12 Mean scores for Brand Personality Dimensions for Group 1 Prior 

to, and Following Exposure to the Product Placement Stimulus. 

 

Dimension Pre-test Mean Post-test Mean 

 

 

 

Sincerity 2.89 2.75 
Excitement 2.96 2.90 

Successfulness 3.35 3.11 

Sophistication 2.40 2.50 

Ruggedness 2.56 2.56 

 

The data were then examined further to ascertain whether a significant difference in 

the pre –test and post-test perceptions of brand personality could be found at the trait 

level.  There was a significant difference in the scores for Honest1 (M=2.97, SD=0.9) 

and Honest2 (M=2.73, SD=.87); t (2.25) = 28, p= 0.03) and Successful (M=3.6, 

SD=1.0) and Successful2 (M=3.13, SD=1.25); t (2) = 29, p= 0.05).  Thus some 

support can be found for Hypothesis 1A at the trait level of the reduced Brand 

Personality Scale.   

 

 

4.3.5 Tests of Hypotheses 2 and 2A 

Hypothesis 2 proposed that a brand user would report a different perception of the 

personality of a brand than a non-user.  Respondents who indicated they were unsure 

whether or not they had previously used the brand were recoded as missing. This 

hypothesis was tested using MANOVA, with results indicating no significant 

difference between the two groups on the five brand personality dimensions (Wilks’ 

Lambda .970; df 5, 71; p>.05).   Results of the test of between-subjects effects are 

reported in Table 4.13. 
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Table 4.13 Test of Between-Subjects Effects to Examine Effect of Prior Brand 

Use on Perceptions of Brand Personality  

Source Dependent 

Variables 

 

Type III Sum 

of Squares 

df Mean 

Square 

F Sig. 

PriorUse Sincerity1 1.227 1 1.227 1.443 .233 
 Excitement1 .065 1 .065 .095 .758 
 Successfulness1 .004 1 .004 .006 .940 
 Sophistication1 .020 1 .020 .037 .847 
 Ruggedness1 1.055 1 1.055 .928 .338 
       

 

 

Following from the above hypothesis, hypothesis 2A suggested that prior brand user 

would hold an interaction effect with the effect of product placement on perceptions 

of the personality of the placed brand.  MANOVA results revealed no significant 

effect was present (Wilks’ Lambda .895; df =6, 90; p>.05), therefore hypothesis 2a 

was rejected.  Table 4.14 displays the between-subjects effects resultant from this 

analysis. 

 

 

Table 4.14  Test of Between-Subjects Effects of Interaction between Prior 

Brand Use and Effect of the Stimulus on Perceptions of Brand 

Personality  

 

Source Dependent 

Variables 

 

Type III Sum 

of Squares 

df Mean 

Square 

F Sig. 

Stimulus Y/N Sincerity2 .131 1 .131 .156 .694 
PriorUse Excitement2 1.890 1 1.890 2.88

3 

.093 
 Successfulness

2 

1.571 1 1.571 2.19

3 

.142 
 Sophistication

2 

.056 1 .056 .090 .765 
 Ruggedness2 .149 1 .149 .134 .715 
 PurchIntent2 3.976 1 3.976 1.434 .234 

 

Although not originally hypothesised, the data was also examined to determine if 

there was a difference in perceptions of the brand between individuals who had 

previously purchased the brand, and those who had not, and whether prior purchase 
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would interact with the effect of product placement on perceptions of the personality 

of the brand placed.  Manova results revealed no significant difference between brand 

personality perceptions of those who had previously purchased the brand and those 

who had not, and no interaction effect between prior purchase and the effect of the 

stimulus: (Wilks’ Lambda .945; df= 5, 78; p>.05) and (Wilks’ Lambda .940; df= 6, 

100; p>.05) respectively.  Between-subjects effects are reported in Tables 4.15 and 

4.16 below: 

 

Table 4.15  Test of Between-Subjects Effects to Examine Effect of Prior 

Purchase on Perceptions of Brand Personality  

Source Dependent 

Variables 

 

Type III Sum 

of Squares 

df Mean 

Square 

F Sig. 

PriorPurch Sincerity1 .622 1 .622 .753 .388 
 Excitement1 .462 1 .462 .703 .404 
 Successfulness1 2.752 1 2.752 3.873 .052 
 Sophistication1 .008 1 .008 .015 .902 
 Ruggedness1 .830 1 .830 .770 .383 
 

 

Table 4.16  Test of Between-Subjects Effects of Interaction between Prior 

Purchase and Effect of the Stimulus on Perceptions of Brand 

Personality  

Source  Dependent 

Variables 

 

Type III Sum 

of Squares 

df Mean 

Square 

F Sig. 

Stim Y/N*  Sincerity2 .727 1 .727 .946 .333 
PriorPurch  Excitement2 .057 1 .057 .085 .771 
  Successfulness2 .001 1 .001 .001 .973 
  Sophistication2 2.007 1 2.007 3.419 .067 
  Ruggedness2 2.711 1 2.711 2.606 .109 
  PurchaseIntent2            .004    1 .004 .001 .973 
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4.3.6  Test of Hypotheses 3 and 3A 

Hypothesis 3 suggested that an individual’s involvement with the product category 

would impact on that individual’s perception of the personality of a brand from that 

category. Data for the two enduring involvement subscales (Hedonics and Self-

Expression) were summated and divided by the number of items, resulting in a 

continuous involvement score for each of the subscales. Mean scores for each of these 

subscales were: Hedonics M=5.19, Self Expression M=4.03; the summated subscale 

variables recoded as High/Low involvement.  The hypothesis was then tested using 

MANOVA; the dependent variables were the five brand personality dimensions, 

while the independent variables were the two High/Low involvement subscale 

variables.  Results of the analysis revealed there to be no significant difference 

between high and low involvement consumer’s perceptions of the personality of 

DELL computers: hedonic involvement: Wilks’ Lambda .858, df =6, 74, p>.05, self 

expression: Wilks’ Lambda .879, df =6, 74, p>.05.  Between-subjects effects are 

shown in Table 4.17. 

 

Table 4.17  Test of Between-Subjects Effects for Effect of Enduring 

Involvement in the Product Category on Perceptions of Brand 

Personality 

Source Dependent Variables 

 

Type III 

Sum of 

Squares 

df Mean 

Square 

F Sig. 

EISComputers  

TY 

Sincerity1 .591 1 .591 .707 .403 
HedonicsHiLo Excitement1 4.609 1 4.609 7.586 .007 
 Sucessfulness1 1.362 1 1.362 1.806 .183 
 Sophistication1 .051 1 .051 .097 .756 
 Ruggedness1 .079 1 .079 .071 .790 
 PurchaseIntent1 1.483 1 1.483 .485 .488 
EISComputers Sincerity1 1.701 1 1.701 2.036 .158 

SelfExpHiLo Excitement1 2.443 1 2.443 4.022 .048 
 Sucessfulness1 .116 1 .116 .153 .697 
 Sophistication1 .024 1 .024 .046 .831 
 Ruggedness1 .002 1 .002 .002 .965 
 PurchaseIntent1 6.517 1 6.517 2.131 .148 
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Examination of between-subjects effects reveal a difference in perception of the brand 

personality of DELL between high and low involvement consumers on the 

Excitement dimension (for both the hedonics and self-expression involvement 

subscales).  Analysis of the mean scores for high and low involvement consumers (for 

each of the subscales) on perceptions of DELL on the personality dimension 

Excitement indicated that high levels of hedonic involvement with computers resulted 

in perceptions of greater Excitement than for low involvement consumers, while the 

opposite results occurred for self-expression. Mean scores for the two involvement 

subscales on perceptions of the Excitement Dimension are reported in Table 4.18. 

 

Table 4.18 Mean scores for Excitement Dimension for High and Low 

Enduring Involvement in the Personal Computer Product 

Category subscales  

Subscale  Mean Score  (Excitement Dimension) 

Hedonics (High Inv) 

Hed 

2.946 
Hedonics (Low Inv) 2.614 

Self-expression (High Inv) 2.708 

Self-expression (Low Inv) 2.876 

 

 

Hypothesis 3A proposed that an individual’s level of involvement with a product 

category would interact with an individual’s perception of a brand from that category 

placed in a television program.  In other words, it was expected that the difference in 

perception of the personality of DELL between the stimulus and non –stimulus groups 

would be moderated by an individual’s enduring involvement in personal computers.  

Dependent variables were the five brand personality dimensions resulting from the 

manipulation checks discussed in section 4.4.4, and the independent variables were 

whether or not the respondent received the stimulus, and the High/Low involvement 

subscales measures discussed above.   MANOVA results indicated there was no 

interaction of either of the involvement subscales on the effect of product placement 

on perceptions of the personality of the placed brand (Stim Y/N*Hedonic 
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involvement: Wilks’ Lambda .946, df =6, 96, p>.05; StimY/N*Self Expression: 

Wilks’ Lambda .942, df =6, 96, p>.05).   Table 4.19 reports the between-subjects 

effects in this analysis. 

 

Table 4.19  Test of Between-Subjects Effects for Interaction of Enduring 

Involvement in the Product Category on Perceptions of Personality 

of a Brand Placed in a Television Program 

Source Dependent 

Variables 

 

Type III 

Sum of 

Squares 

df Mean 

Square 

F Sig. 

EISComputers  

TY 

Sincerity2 .327 1 .327 .425 .516 

HedonicsHiLo Excitement2 .830 1 .830 1.314 .254 

*StimYes/No Sucessfulness2 .084 1 .084 .122 .727 

 Sophistication2 .158 1 .158 .265 .608 

 Ruggedness2 1.255 1 1.255 1.183 .279 

 PurchaseIntent2 .534 1 .534 .189 .665 

EISComputers Sincerity2 2.368 1 2.368 3.080 .082 

SelfExpHiLo Excitement2 .563 1 .563 .891 .347 

*Stim Yes/No Sucessfulness2 .426 1 .426 .619 .433 

 Sophistication2 .191 1 .191 .320 .573 

 Ruggedness2 .968 1 .968 .912 .342 

 PurchaseIntent2 .635 1 .635 .224 .637 

 

 

Therefore Hypothesis 3A was rejected. 

 

 

4.3.7 Test of Hypotheses 4 and 4a 

 

Hypothesis 4 proposed that involvement with the television program would interact 

with the effect of product placement on perceptions of the personality of a brand 

placed in that television program. 

This hypothesis was tested using MANOVA, with the dependent variables being the 

five brand personality dimensions (as discussed earlier in this chapter) and purchase 

intent, and the independent variables being whether or not the respondent was 

exposed to the treatment prompt, and the two involvement subscales, recoded as high 
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(greater than the mean scores of 2 and 2.39) and low (lower than the mean scores) 

involvement rankings. 

The analysis indicated that no interaction effect was present for either subscale, 

(ProgramInvAHi/Lo*StimY/N: Wilks’ Lambda .935, df=6, 97, p>.05; 

ProgramInvBHi/Lo*StimY/N: Wilks’ Lambda .879, df=6, 97, p>.05) therefore 

hypothesis 4 was rejected.  

 

Table 4.20  Test of Between-Subjects Effects for Interaction of Involvement 

with the Television Program on Perceptions of the Personality of 

the Placed Brand 

Source Dependent 

Variables 

 

Type III 

Sum of 

Squares 

df Mean 

Square 

F Sig. 

ProgramInvA Sincerity2 .142 1 .142 .178 .674 
HiLo*Stim Y/N Excitement2 .116 1 .116 .180 .672 
 Sucessfulness2 .498 1 .498 .684 .410 
 Sophistication2 1.488 1 1.488 2.556 .113 
 Ruggedness2 .833 1 .833 .794 .375 
 PurchaseIntent2 .024 1 .024 .007 .931 
ProgramInvB Sincerity2 .336 1 .336 .422 .517 
HiLo*Stim Y/N Excitement2 .864 1 .864 1.337 .250 
 Sucessfulness2 .666 1 .666 .915 .341 
 Sophistication2 2.008 1 2.008 3.451 .066 
 Ruggedness2 .521 1 .521 .497 .482 
 PurchaseIntent2 .418 1 .418 .128 .721 
ProgramInvA Sincerity2 1.013 1 1.013 1.275 .262 
HiLo*ProgramInv Excitement2 1.834 1 1.834 2.839 .095 
HiLo*Stim Y/N Sucessfulness2 .642 1 .642 .882 .350 
 Sophistication2 .774 1 .774 1.330 .252 
 Ruggedness2 .007 1 .007 .007 .936 
 PurchaseIntent2 8.421 1 8.421 2.588 .111 

 

 

The results of this analysis also indicate that there was no interaction effect between 

the respondents level of involvement with the television program, and their intention 

to purchase a brand placed in that program.  Thus Hypothesis 4a was rejected also. 
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4.3.8  Test of Hypothesis 5 

Hypothesis 5 proposed that an individual’s level of program connectedness would 

interact with that individual’s perception of the personality of a brand placed in a 

television program.  This hypothesis was tested using Multiple Analysis of 

Covariance (MANCOVA). The dependent variables were the five brand personality 

dimensions resulting from the manipulation checks discussed in section 4.4.4, the 

independent variable was whether or not the respondent received the stimulus, and the 

covariates were the six subscales in the Program Connectedness Scale (Russell, 

Norman and Heckler, 2004) as discussed in section 4.4.3.  Multivariate tests indicated 

the covariate Program Connectedness – Aspiration to have a significant effect (Wilks’ 

Lambda 0.863; df = 6, 92; P<.05).  Examination of between-subjects effects revealed 

an interaction effect between the covariate Program Connectedness – Aspiration and 

the Brand Personality dimension Sophistication, F (1, 2.76) = 4.55; p= .03), as 

indicated in table 4.21 on the following page.  Therefore Hypothesis 5 was supported. 

 

 

Table 4.21  Test of Between-Subjects Effects for Interaction of the Program 

Connectedness factor Aspiration on Perceptions of the Personality of a Brand 

Placed in a Television Program 

 

Source Dependent Variables 

 

Type III Sum 

of Squares 

df Mean 

Square 

F Sig. 

Program Sincerity2 .509 1 .509 .657 .419 
Connectedness Excitement2 .738 1 .738 1.123 .292 
(Aspiration) Sucessfulness2 2.151 1 2.151 3.174 .078 
 Sophistication2 2.624 1 2.624 4.469 .037 
 Ruggedness2 1.992 1 1.992 1.828 .179 
 PurchaseIntent2 6.326 1 6.326 2.005 .160 

 

 

The results of this analysis also indicate that there was no interaction effect between 

the respondents level of connectedness with the television program, and their 
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intention to purchase a brand placed in that program.  Thus Hypothesis 5a was 

rejected also. 

 

 

4.3.9  Test of Hypothesis 6 

 

Hypothesis 6 proposed that an individual’s perceived level of similarity with a 

character will co-vary with that individual’s perception of the personality of a brand 

placed in association with that character in a television program.  Results of the 

MANOVA used to test this hypothesis indicated the covariate endorser similarity to 

have no significant effect on the brand personality dimensions (Wilks’ Lambda .887, 

df =6, 86, p>.05). Investigation of between-subjects effects revealed the covariate 

endorser similarity to have a significant effect on two of the brand personality 

dimensions (Sincerity and Successfulness), but no effect on the other three 

dimensions, or on purchase intent.  Table 4.22 illustrates the results of the between-

subjects test. 

 

 

Table 4.22  Test of Between-Subjects Effects for Significance of the Covariate 

Endorser Similarity on Perceptions of Brand Placed in a 

Television Program 

Source Dependent Variables 

 

Type III Sum 

of Squares 

df Mean 

Square 

F Sig. 

EndorserSim Sincerity2 4.035 1 4.035 5.381 .022 
 Excitement2 .312 1 .312 .480 .490 
 Sucessfulness2 2.882 1 2.882 4.254 .042 
 Sophistication2 .045 1 .045 .074 .786 
 Ruggedness2 1.151 1 1.151 1.087 .300 
 PurchaseIntent2 .349 1 .349 .121 .729 

 

Thus Hypothesis 6 was supported. 
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4.3.10 Test of Hypothesis 7 

 

Hypothesis 7 proposed that an individual presented with a brand in a television 

program would report a higher intention to purchase that brand than a similar 

individual presented with the same brand in the absence of a placement in a television 

program. Results of the MANOVA used to test this hypothesis indicated that 

exposure to the placement stimulus had no effect of intention to purchase the placed 

brand (Wilks’ Lambda 0.89; df = 6, 96; p<.0).  Examination of between-subjects 

effects supported this finding, as reported in Table 4.9 above.   

 

A one-way analysis of variance was also conducted to confirm that testing purchase 

intent in conjunction with the brand personality dimensions did not confound the 

results regarding the purchase intent hypothesis, where the dependent variable was 

intention to purchase the placed brand, and the independent variable was whether or 

not the respondent was exposure to the placement stimulus. 

 

Results confirmed that there was no significant difference in intention to purchase 

between the group that was exposed to the stimulus and the group that was not, as 

reported in Table 4.23 below.   

 

 

Table 4.23 Results of One-Way Analysis of Variance to Examine Effect of the 

Placement Stimulus on Intention to Purchase the Placed Brand 

 

Effect Sum of Squares 

 

Df Mean Square F Sig. 

Stimulus Y/N 2.257 1 2.257 .699 .405 

 

 

Therefore Hypothesis 7 was rejected. 
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4.4 Summary of Tests of Hypotheses 

 

H1:  An individual presented with a brand placed in a television program 

will have a different perception of that brand’s personality than a 

similar individual presented with the same brand in the absence of a 

placement in a television program. 

 (Supported) 

 

H1a: An individual presented with a brand placed in a television program 

will report a different perception of the brand’s personality after 

presentation of the placement than the same individual did before the 

viewing the placement. 

(Supported) 

 

H2: A brand user will report a different perception of the personality of a 

brand than a non-user 

  (Not supported) 

 

H2a: A non-user will report a different perception of the personality of a 

brand after presentation of that brand in a television program than a 

brand user presented with the same placement. 

 (Not supported) 

 

H3: An individual exhibiting a high level of enduring involvement with a 

product category will report a different perception of the personality of 

a brand from that category than an individual exhibiting a low level of 

enduring involvement. 

 (Supported) 

 

H3a: An individual’s level of involvement with a product category will 

interact with the effect of product placement on perceptions of the 

personality of the placed brand. 

 (Not supported) 
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H4:  An individual’s level of involvement with a television program will 

interact with that individual’s perception of the personality of a brand 

placed in that television program 

 (Not supported) 

 

H4a:  An individual’s level of involvement with a television program will 

interact with that individual’s intention to purchase a brand placed in 

that television program 

  (Not supported)  

 

H5:  An individual’s level of connectedness with a television program will 

interact with that individual’s perception of the personality of a brand 

placed in that television program 

 (Supported) 

 

H5a:  An individual’s level of connectedness with a television program will 

interact with that individual’s intention to purchase a brand placed in 

that television program 

  (Not supported)  

 

H6:  An individuals’ perceived level of similarity with a character will co-

vary with that individual’s perception of the personality of a brand 

placed in association with that character in a television program 

(Supported) 

 

H7:  An individual presented with a brand placed in a television program 

will report a higher intention to purchase that brand than a similar 

individual presented with the same brand in the absence of a placement 

in a television program. 

 (Not supported) 
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4.4 Conclusion 

 

This chapter presented the findings of this research.  The hypotheses presented in 

Chapter Two were analysed, resulting in the acceptance of Hypotheses 1 and 1A, 3, 5, 

and 6.  Hypotheses 2 and 2A, 3A, 4 and 4A, 5A and 7 were not supported by the 

analysis of the data gathered in this research.  These findings are discussed in the 

context of the literature in Chapter Five. 
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5.1  Introduction 

 

Chapter Four presented the findings from this research.  This chapter discusses these 

findings in reference to the literature, and considers areas for future research resulting 

from these findings.  These suggestions for future research are summarised in the final 

chapter, Chapter Six, along with the contributions and limitations of the research, and 

implications for product placement practitioners. 

 

5.2 Reduction and Revision of the Brand Personality Scale 

 

The first study involved testing the applicability of the Brand Personality Scale 

(Aaker, 1997) in an Australian context.  This was necessary due to problems 

identified in cross-cultural usage of the scale in previous research (Aaker, Benet-

Martinez and Garolera, 2001; Bosnjak, Bockhmann and Hufschmidt, 2007; Smith, 

Graetz and Westerbeek, 2006), the presence of several adjectively ambiguous scale 

items, and other items argued as unrepresentative of the true nature of the brand 

personality construct (Austin, Siguaw and Mattila, 2003; Azoulay and Kapferer, 2003; 

Diamantopoulos, Smith and Grime; 2005; Romanuk and Ehrenberg, 2003, Smith, 

Graetz and Westerbeek, 2006).  Modified versions of the scale have been used in 

previous research (Ang and Lim, 2006; Diamantopoulos, Smith and Grime; 2005; 

Smith, Graetz and Westerbeek, 2006). 

 

The scale was tested using a brand from a low involvement product category 

(Cadbury, confectionary) and a high involvement product category (DELL, 

computers).  This was done to counter the effect of brand-adjective interaction, where 

adjectival meaning may be brand determinant, which may occur if only a singular 

brand was used (Caprara, Barbaranelli and Guido, 2001).  Further, using products 

generally considered as being at each end of the product category involvement 

spectrum controlled for perceived product importance and self-expressive 

characteristics of the product brands. 

 



Chapter Five: Discussion 
______________________________________________________________________________________________________

 
 

_____________________________________________________________________ 

Page 126 

 

 

A sample of 303 usable surveys was generated from the data collection.  Factor 

analysis revealed six reliable factors, measured by 24 items, with items loading onto 

the same factors as those identified by Aaker (1997), with the exception of one 

(Successfulness), which was included in the Competence dimension in Aaker’s 

research.  Here, the data indicated that in this context Success and Competence are 

two separate dimensions.  This is a logical outcome, as a brand may be perceived as 

competent (a computer from any given company may be functionally adequate, while 

a company marketing confectionary to the Australian market must comply with food 

safety and standards regulations) yet may not be regarded as successful relative to 

others within that industry.  Competence infers average or mediocre performance, 

while Successfulness infers excellence.   

 

A total of 18 items were eliminated for failing to meet the minimum criteria of a 

factor loading of 0.6 or above (Nunally, 1978).  Several of these items were identified 

as problematic in previous research, including ‘family-oriented’, ‘small town’, ‘up-to-

date’, ‘upperclass’ and ‘outdoorsy’ (Austin, Siguaw and Mattila, 2003; Azoulay and 

Kapferer, 2003; Romanuk and Ehrenberg, 2003; Smith, Graetz and Westerbeek, 

2006).  Others may exhibit product specificity, or reflect the nature of the business 

model, rather than the personality of the brand itself, such as the items ‘technical’ 

(likely to be associated with technological or mechanical products), ‘corporate’ 

(which may be more indicative of professional products and services) , ‘independent’ 

(which may be reflective of  the business model of the organisation, such as a small 

business or franchised brand versus a branded product from a large corporation),  and 

‘original’ (arguably more likely to be associated with niche products or services, or 

pioneer brands).   

 

Other eliminated items are potentially ambiguous, for example: ‘sentimental’ (is the 

brand itself sentimental, or does the consumer feel sentimental towards the brand?) 

and ‘smooth’, a term which may hold contradictory meaning, for example it may 

mean polished or sleek (positive  traits) or alternatively it may infer smugness or 

deceit (negative traits). 
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Following the initial analysis a further three items were removed: ‘wholesome’, 

‘reliable’ and ‘western’.  These items were removed for the purposes of further 

simplifying the scale; the removal of these items also enhanced the reliability of each 

of the factors they initially represented.  The item ‘western’ was identified as 

problematic in a number of previous studies (Austin, Siguaw and Mattila, 2003; 

Azoulary and Kapferer, 2003, Diamantopolous, Smith and Grime, 2005); due to the 

potential for confusion the term creates when used in a non-American context.  For 

example, the term may be taken as meaning ‘westernised’, or ‘non-Asian’ or, as in its 

original context, as meaning ‘cowboy’ or ‘old west’.  The items ‘wholesome’ and 

‘reliable’ were removed primarily to improve the statistical reliability of the scale, 

with the item ‘reliable’ removed in recent research utilising the scale in an Australian 

context (Smith, Graetz and Westerbeek, 2006)  

 

The resultant factor structure reported reliability of >.08 across all six dimensions. 

Thus the reduced scale was considered appropriate for use in the major study.  These 

findings add to the growing body of research identifying problems in cross-cultural 

application of the Brand Personality Scale (Aaker, 1997) and the need for Sfurther 

revision of the scale in order to develop a valid and reliable instrument for cross-

cultural brand personality research (Aaker, Benet-Martinez and Garolera, 2001; 

Bosnjak, Bockhmann and Hufschmidt, 2007; Smith, Graetz and Westerbeek, 2006).  

 

Factor scores were calculated for each of the brand personality dimensions for both 

DELL and Cadbury, with the resulting mean scores (as reported in Table 4.3) 

indicating DELL to score higher on the sincerity, successfulness and competence 

dimensions than on sophistication, excitement or ruggedness, while Cadbury’s 

strongest brand dimensions were successfulness and excitement.   

 

 

5.3  Major Study: Reliability Analyses and Manipulation Checks 

 

Prior to examination of the data for test-retest effects, and testing of the hypotheses, 

each of the scales used in the research were examined for reliability.  The scales used 
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to test enduring involvement with the product category (Higie and Feick, 1989), 

involvement with the television program (Zaichkowsky, 1994), and similarity with the 

character alongside which the brand was placed (Feick and Higie, 1992) all reported 

high reliability (Cronbach’s Alpha  >.92).   

 

The reduced brand personality scale was tested for reliability of items within each 

dimension.  Examination of the resultant co-efficient scores revealed a significant 

increase in reliability for the Sincerity dimension with the item ‘real’ removed, and in 

the Ruggedness dimension with the item ‘masculine’ removed.  Therefore these two 

items were removed from further analysis.  No substantial increases in alpha scores 

would have been obtained with the removal of any more items, so all remaining items 

were retained for subsequent analyses. 

 

The Program Connectedness scale (Russell, Norman and Heckler, 2004) was also 

examined for reliability of each subscale, with co-efficient scores showing an increase 

in reliability of the Fashion subscale with removal of the item “I often buy clothing 

styles that I’ve seen in this program” and in reliability of the Modelling subscale with 

removal of the item “I learn how to handle real life situations by watching this 

program”.  Thus these items were removed. Results of the analysis showed that no 

substantial increase in reliability would have been achieved with the removal of any 

further items, thus all other items in the Program Connectedness scale were retained. 

 

Following examination of the scales for internal reliability, manipulation checks were 

conducted on the data to ascertain whether or not there was a pre-test effect on the 

post-test results.  Multiple analysis of variance (MANOVA) results revealed that no 

order effect was present (Wilks’ Lambda 0.93; df = 7, 101; p>.05).  The data were 

also examined for homogeneity of variance.  Levene’s test indicated variances to be 

homogeneous for all dependent variables, except for Competence (p<.05).  Analysis 

of the data using Levene’s test after removal of the Competence dimension revealed 

homogeneity of variance across all remaining dependent variables, while preserving 

the no order effect result.  Subsequently the competence dimension was removed from 

further analysis. 
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Problems with the Competence dimension when applying the Brand Personality Scale 

(Aaker, 1997) in an Australian context emerged in the first study where, as discussed 

above, the factor analysis results revealed the emergence of the facet Successfulness 

as a separate and independent factor, rather than as a facet of the Competence 

dimension.  Of the remaining traits of the Competence dimension, intelligence 

(inferring cognitive ability) has been argued not to be a personality trait by previous 

researchers (Azoulay and Kapferer, 2003) and therefore not representing the true 

nature of the personality concept.  This may account for the lack of reliability of the 

dimension identified in this research.  Further examination of this confound within the 

Brand Personality scale is suggested as an area for further research. 

 

Testing the equality of covariance matrices (Box’s M = 17.36; p>.05) confirmed that 

the data did not violate the assumption of normality.  Thus the analysis proceeded to 

testing the hypotheses developed in Chapter 2. 

 

 

5.4  Product Placement and Perceptions of Brand Personality 

 

Previous research has provided empirical evidence of the influence of product 

placement on consumer perceptions of the placed brand in terms of brand attitude and 

brand image.  This research has identified that product placement may have a negative 

effect on attitude towards the brand when operationalised as a prominent verbal or 

plot integrated placement while positive attitudinal effects may be derived from subtle 

visual or background placements (Homer, 2009; Law and Braun, 2000; Russell, 2002; 

Russell and Stern, 2006).  A recent study by Cowley and Barron (2008) identified an 

image transference effect whereby the image of the television program was found to 

impact on the image of product placed. 

 

Thus it is apparent that product placements, whether overt and processed consciously, 

or more subtle and potentially processed subconsciously, may lead to the development 

of brand associations (either positive or negative) resultant from the placement. 
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It was hypothesised that an individual presented with a brand placed in a television 

program would have a different perception of that brand’s personality than a similar 

individual presented with the same brand without exposure to the placement stimulus.  

In other words, it was expected that individuals who were exposed to a brand 

placement stimulus would perceive that brand’s personality differently than those who 

were not.  Results of the analysis supported this hypothesis, finding that those 

participants who were exposed to the placement stimulus reported a different 

perception of that brand’s level of Sophistication (p=.02) than those who did not.  No 

difference in personality perceptions were found on the other dimensions.   

 

Although a significant difference between the two groups was only found on one of 

the dimensions, this was sufficient to accept the hypothesis.  A number of previous 

studies have examined brand personality at the trait level (Aaker, 1997; Romaniuk 

and Ehrenberg, 2003; Johar, Sengupta and Aaker, 2005).  Brand associations created 

by the placement were not expected to impact on every personality trait, or summative 

dimension in the brand personality construct. The strength of the existing associations, 

or nodal connections held in consumer memory for the treatment brand, and the 

associations created by the single placement exposure, are likely to influence the 

potential for altering perceptions of the placed brand (Keller, 2003; Johar, Sengupta 

and Aaker, 2005).  While the result on the Sophistication dimension was surprising 

for a brand such as DELL, it should be noted that Apple branded computer equipment 

may very well exhibit this trait, due to the user and usage associations for the 

MacBook Air and iPad.  It should also be considered that while computers may 

generally not be considered rugged or tough, Alienware gaming laptops (a DELL 

brand) may very well be perceived as exhibiting these traits to their target market.  So 

it is not beyond the realms of possibility that the DELL brand could be perceived as 

more sophisticated due to the brand associations created by product placement.  

 

While the acceptance of the hypothesis was an expected finding, the dimensional 

result was an interesting outcome.  Examination of the mean scores for the stimulus 

versus non-stimulus groups revealed that the group who received the placement 
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stimulus perceived the brand as being more sophisticated (M=2.4) than the group who 

did not (M=2.1).  It is unlikely that this finding resulted from an image transference 

effect from the program itself, as the treatment program ‘Home and Away’, a drama 

chronicling the lives of the residents of a small beachside town in New South Wales, 

Australia (Australian Television Information Archive), is arguably more down-to-

earth in nature than glamourous or sophisticated.  Thus it could be surmised that the 

practice of product placement itself, rather than an image transference effect from the 

program, has affected perceptions of the sophistication of the brand ‘DELL’ in this 

instance; the practice of product placement itself may be considered to be as a 

sophisticated communications technique, and its practice may affect perceptions of 

the brand in a similar manner to television advertising, by nature, leading to viewer 

inferences about the successfulness of the brand . 

 

This is an unexpected outcome, as the development of the hypothesis was initially 

based on the assumption that brand associations resultant from product placement 

would be derived from brand associations regarding the character or program 

(Russell, 2002; Russell and Stern, 2006).  However, the presence of another effect 

could be considered.  While the character with whom the brand was associated in the 

treatment prompt (Martha MacKenzie) is a friendly, down-to-earth girl with a 

troubled past (Yahoo!7TV) the actress who plays this character, Jodi Gordon, exhibits 

the trait characteristics underlying the sophistication dimension (glamourous, 

goodlooking, charming, feminine).  A brand ambassador for lingerie brand Crystelle, 

Jodi Gordon is a former model, and Logie award winning actress.  As stated by 

Dianne Taylor, Gazal Group Brand Marketing Manager – Intimates:  

 

Jodi is a true fit for Crystelle, she is naturally gorgeous with a sparkling 

charisma that oozes with femininity. The Australian public know and love her 

for her sassy, sexy appeal and approachability, which is exactly where 

Crystelle sits personality and product-wise. We feel Jodi is the epitome of a 

young modern, stylishly urban Australian woman with the confidence to wear 

Crystelle’s glamorous designs everyday.   
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 Hence it is possible that in this instance, brand associations resultant from the 

placement are derived from associations with the actor, rather than, or in conjunction 

with the character they play.  This is an important finding, and presents areas for 

further research on the effects of product placement on the image or personality of the 

brand placed.  In instances where there is evidence of congruity between aspects of a 

character’s personality, and that of the actor playing that character (consider Jennifer 

Aniston and her character Rachel in ‘Friends’, or Charlie Sheen and his character 

‘Charlie’ in Two and a Half Men), this effect may not be readily apparent.   

 

But what if there is a conflict between the personality traits of the actor and those of 

the character they play? What if the actor is well liked, as is undeniably the case with 

Hugh Laurie, but yet the character he plays exhibits unlikeable characteristics?  

Laurie’s likability is evidenced by his 2 Golden Globe awards (from 4 nominations), 3 

Emmy award nominations, and numerous others, including Screen Actors Guild, 

Television Critics Association and  Teen Choice awards for his portrayal of Dr 

Gregory House in the television series House M.D. (Internet Movie Database, n.d.). 

The character is known for his “acerbic, brutally honest demeanor. His behavior often 

borders on antisocial, but House is a brilliant diagnostician whose unconventional 

thinking and flawless instincts afford him a great deal of respect” (“House”, n.d., para. 

4).  Thus although there is a clear link between the respect inspired by the 

professional skill and intellect of both the actor and the character, other personality 

traits are contradictory.  Arguably in a product placement context it is the character’s 

personality traits that are more cognitively accessible to viewers than that of the actor, 

and would be expected to ‘transfer’ to the brand.  However, a viewer’s knowledge of 

the actor’s persona may hold an interaction effect. 

 

This is an important consideration from a practitioner perspective, as marketers may 

assume that the controlled environment of a product placement may protect the brand 

communication from the potentially negative and uncontrollable aspects of celebrity 

endorsement, such as scandals involving the celebrity; consider for example Tiger 

Wood’s highly publicised allegations of infidelity and the subsequent reluctance of 

several sponsors to continue their association with the athlete (Vranica, 2010). 
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However, if the personality or actions of the actor interfere with a viewer’s 

perceptions of the character they play, this may make product placement susceptible 

to similar risk factors as those identified with celebrity endorsement activities.  This 

may be of particular concern when there is a clear diversion by the actor from the 

expected behaviour or personality of the character they play, for example ‘Hannah 

Montana’ and the nude photo scandal involving the actor who plays her, Miley Cyrus 

(Venezia 2008).  

 

Thus it is suggested that future research on product placement consider the possibility 

of an interaction effect between the perceived personality traits of the character, and 

of the actor who plays that character, when exploring brand associations resultant 

from product placement. 

 

Following from the first hypothesis, it was proposed that respondents would report a 

difference in perception of the personality of a brand placed in a television program 

than they had reported prior to exposure to the placement.  That is, that an individual’s 

perception of a brand’s personality would change after exposure to the product 

placement stimulus.  Comparison of the mean scores for the summated brand 

personality dimensions prior to, and following presentation of the stimulus revealed 

no statistically significant differences (p>.05) between the pre and post-test scores.   

  

Although this was not the expected result, this may arguably be a logical outcome.  A 

single instance of product placement may not create strong enough brand associations 

to significantly alter perceptions of brand personality.  However, a major shift in 

brand perception may not be an appropriate objective in operationalising product 

placement strategies anyway.  As discussed in Chapter 2, an attempt to reposition a 

brand, or significantly alter the personality or essence of the brand through product 

placement may lead to negative attitudes towards the placement, and subsequently the 

brand itself.  For example, associating a brand traditionally perceived as 

unglamourous alongside a glamourous character may raise a viewer’s cognitive 

defences due to the incongruity of the placement, leading to perceptions of message 

source bias and negative brand outcomes.  As highlighted with the Camel cigarettes 
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example in Section 2.3.1, a sudden detraction from a brand’s core essence may 

alienate or confuse the target market (Rekom et al, 2006).  Personality adjustments 

should be a slow, gradual process; brand repositioning a long-term marketing strategy. 

 

With this in mind, it should be noted that two of the summated brand personality 

dimensions (Sincerity and Successfulness) fell only slightly below the .05 level of 

generally accepted statistical significance (p=.08 for both dimensions).  This indicates 

that a change in perception of the brand’s personality may be present, although too 

slight to achieve statistical significance.  This is an important consideration, as minor 

changes in perception of a brand’s personality may be more readily integrated into a 

consumer’s set of associations for that brand.  It is suggested that future research 

include repeated exposures to a visual used-by-character placement, to allow greater  

opportunity to identify whether a mere exposure effect may be present. 

 

Examination of the mean scores for the brand personality dimensions, as reported in 

Section 4.4.4  show perceptions of the ‘Ruggedness’ of the brand remain unchanged, 

and that the change in ‘Excitement’ was negligible.   A positive movement was noted 

in the Sophistication dimension (consistent with the findings discussed in relation to 

the first hypothesis), in that the brand was perceived as more sophisticated following 

the exposure to the placement stimulus. However a negative movement appeared to be 

present in both the Sincerity and Successfulness dimensions; the brand reported a 

lower mean score for both of these dimensions in the post-test instrument. 

 

Following from this, a multiple analysis of variance test was conducted at the trait 

level, to determine whether a statistically significant change in perceptions of the 

brand may have occurred at the trait rather than the dimensional level.  It was noted 

that when examining the data at the dimensional level, a positive movement in one 

trait item may counteract a negative movement in another within the same dimension, 

thus giving the false appearance that no change in perception occurred. 

 

Examination at trait level indicated that there was a statistically significant difference 

in respondents scores for the items ‘Honest’ (p=0.03) and Successful’ (p=0.05), where 
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in both of these instances respondents rated the brand lower on these traits after 

exposure to the treatment (Honest1 M=2.97, Honest 2 M=2.73; Successful1 M=3.6, 

Successful2 M=3.13).  Therefore support for hypotheses 1a may be found at the trait 

level of analysis. This result may be due to associations with the character (who has 

had a troubled past, including problems with drinking, relationships and a stint as a 

nightclub pole dancer), or the actor (who was involved in a substance abuse scandal 

shortly before administration of the research).  Alternatively, this outcome may be due 

to the influence of attitudes toward the placement (the communication) on perceptions 

of the brand placed. (Russell, 2002; Balasubramanian, Karrh and Patwardhan, 2006; 

van Reijmersdal, Neijens and Smit, 2007) 

 

The placement prompt was operationalised as a visual used by character placement, 

presented in the form of a written script excerpt.  Previous studies have identified that 

these forms of placement may be perceived as subversive, in that the subtlety of the 

communication disguises the nature of its true commercial intent, and is therefore 

deceptive (Kuhn, Hume and Love, 2010).  This may explain the result on the honesty 

trait: respondents may consider the brand to be less ‘honest’ by engaging in this type 

of marketing communications activity.  Previous researchers have identified that 

consumer perceptions of the practice of product placement may be negative if there is 

a suspicion of commercial intent (Balasubramanian, 1994; DeLorme, Reid and 

Zimmer, 1994; McCarthy, 2004); these negative perceptions may extend to the 

personality of the brand.  

 

This finding is limited by the small sample size, and operationalisation of a written 

script excerpt as the treatment prompt.  However, the finding that product placement 

in a television program may lead to minor changes in perceptions of individual brand 

personality traits of the placed brand provides the foundation for further research. It is 

possible that repeated exposures over time could combine to facilitate a more 

discernable adjustment in perceptions of a brand’s personality.  Through minor 

incremental adjustments in consumer perceptions, a smoother transition to the 

repositioning of a brand may be achieved.  This poses an interesting area for further 
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research, in terms of examining the effect of multiple exposures over time, and across 

different types of placements.   

 

5.5 Prior Purchase and Brand Use 

 

Hypothesis 2 proposed that an individual who used a brand previously would report a 

different perception of the personality of that brand than an individual who had not 

used the brand.  It was argued in Chapter Two that brand use is likely to lead to 

greater brand knowledge, and stronger personal attachment to the brand, therefore the 

personality of the brand may be perceived differently by users than non-users. 

 

MANOVA results indicated no significant difference between brand users and non-

brand users in perceptions of the personality of the brand.  Therefore Hypothesis 2 

was rejected. 

 

It was also argued in Section 2.3.2 that brand users are likely to hold more established 

brand personality perceptions than non-users, and that due to the strength of these 

brand associations that their perceptions of that brand’s personality would be less 

likely to be affected by product placement.  Non-brand users were posited to hold 

weaker links between brand association nodes, therefore it was expected that their 

perceptions of a brand’s personality would be more likely to be influenced by product 

placement.  Following from this it was hypothesised that prior brand use would 

interact with the effect of product placement on perceptions of the personality of the 

placed brand (Hypothesis 2A). 

 

This hypothesis was also tested using MANOVA; the five post-treatment brand 

personality dimensions (as discussed earlier), and purchase intent were treated 

dependent variables, with prior use treated as the independent variable.  No significant 

difference was found between the two groups (Wilks’ Lambda .815; df 12, 96; p>.05), 

with between-subjects effects confirming this result. Therefore Hypothesis 2A was 

rejected.    
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Due to the nature of the product used in the treatment prompt, it was considered 

prudent to measure both brand use, and prior purchase.  Personal computers may be 

purchased by an individual for their own personal use, however in many contexts an 

individual may use a brand of computer (at work/home/university) but have no 

influence on the brand of computer purchased for this use.  As prior purchase involves 

a direct personal investment in the brand, where prior use may not, these were treated 

as separate variables. 

 

Following from this the data was examined to determine if an individual who had 

previously purchased a brand would report a different perception of that brand’s 

personality than an individual who had not previously purchased the brand.  

MANOVA results indicated no significant difference between those who had 

previously purchased the brand, and those who had not.  Further, no interaction effect 

was found between prior purchase and the effect of the placement stimulus on 

perceptions of the personality of the placed brand.  Similar findings have been 

reported in previous research (Keller, 2003).  It may be therefore be the case that 

personality perceptions are more strongly influenced by brand communications (for 

example through product placement) than by personal use or purchase for the 

treatment brand.   

 

5.6 Interaction Effect of Involvement with the Product Category of the Placed 

Brand 

 

The literature discussed in Section 2.4.2 lead to the proposed hypothesis that an 

individual with a high level of enduring involvement in a product category would 

report a different perception of the personality of a brand from that category than an 

individual exhibiting low levels of product category involvement. 

 

This hypothesis was tested using multiple analysis of variance (MANOVA).    The 

involvement scale was split into the two sub-scales of hedonics and self-expression.  

The mean of each of these sub-scales was then obtained, and the respondent sample 

was recoded into two groups: those exhibiting higher levels of involvement than the 
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‘average’ respondent, and those exhibiting lower levels.  These two groups were 

treated as independent variables; the dependent variables were the five personality 

dimensions as outlined earlier in this chapter.  Results of this analysis revealed no 

significant difference in perceptions of brand personality between the two groups, 

however analysis of between-subjects effects indicated the presence of an interaction 

effect between both the hedonic and self expressive involvement factors on 

perceptions of the ‘Excitement’ dimension of the brand’s personality.   

 

Examination of the mean scores showed that respondents who exhibited a high level 

of hedonic involvement with personal computers perceived the brand DELL as more 

exciting than those who showed lower levels of hedonic involvement in the product 

category.  However, those who showed lower self-expression scores perceived the 

brand as more exciting than those with higher levels of self-expressive involvement in 

computers.  This is a logical outcome.  Individuals with high levels of product 

category involvement may perceive the brand as being more exhibiting than those 

with lower levels of involvement in the product category by nature of their interest in 

the category itself.  Further research could consider exploring whether this is the case 

for all brands within the category, to determine whether the above result is specific to 

the brand under investigation.  The outcome in terms of self-expression may be more 

indicative of consumers’ true perceptions of the personality of the brand.  It may be 

the case that consumers who exhibit greater self-expressive involvement with this 

product category are more discerning about the level of excitement they attach to the 

brand when considering it as means of self-expression than those who hold lower 

levels of self-expressive involvement with the product category.  This result also 

presents an avenue for further research on the interaction between product category 

involvement and perceptions of a brands personality; it is suggested here that future 

research on brand personality perceptions considers examining these perceptions 

across brands within a product category based on the two sub-factors of consumer 

involvement with the product category examined in this research.  For example would 

a similar result be observed with Apple Mac computers as identified here with DELL? 
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In the discussion of the involvement literature in Chapter 2 it was also considered that 

individuals who hold an enduring involvement in a product category are more likely 

to attend to information about those products (Richins and Bloch, 1986), and are 

therefore more likely to consciously process a product placement regarding a brand 

from that category than those individuals with low levels of enduring involvement in 

that category.  However consumers exhibiting high levels of enduring involvement in 

a product category are likely to have more comprehensive product and brand 

knowledge than those with low levels of enduring involvement in that product 

category.  This increased knowledge may contribute to the development of a stronger 

set of established brand associations, and greater strength of perceptions of brand 

attributes, than those held by consumers with lower levels of involvement. 

 

Subsequently it was expected that consumers who exhibited low levels of enduring 

involvement with the product category may be more likely to incorporate a placement 

message into their set of associations for the brand.  Thus, their perceptions of the 

personality of that brand post-exposure to the placement prompt were expected to 

differ from those exhibiting higher levels of involvement in the product category.  

Therefore it was hypothesised that an individual exhibiting a high level of enduring 

involvement with a product category would report a different perception of the 

personality of a brand from that category after exposure to the brand placement 

stimulus than an individual exhibiting a low level of enduring involvement in that 

product category.  

 

The data was examined to identify if an interaction effect was present between the 

effect of the stimulus, and consumer involvement with the product category on 

perceptions of the personality of the placed brand.  MANOVA results did not indicate 

the presence of such an effect, therefore hypothesis 4a was rejected also.  

 

This is an interesting result.  It appears from this research that a consumer’s level of 

involvement with the product category of the placed brand did not interact with their 

perception of the personality of the brand post-exposure to the brand placement 

prompt.   Regardless of whether or not the participant was highly involved with 



Chapter Five: Discussion 
______________________________________________________________________________________________________

 
 

_____________________________________________________________________ 

Page 140 

 

 

personal computers, no difference in perceptions of the personality of DELL between 

the two groups was identified following the placement exposure.   

 

A limitation of this research is that this result may be due to the treatment prompt 

utilising only a single instance of a used by character placement.  It is suggested that 

future research seek to identify whether a similar finding would emerge with multiple 

placement exposures.  Many used by character placements occur on a number of 

occasions throughout an episode, and/or series of a television program.  This repeated 

exposure to the message may lead to stronger brand associations resultant from the 

placement than a single product placement exposure.  Future research could also 

consider examining the interaction of product category involvement on product 

placement brand effects across different product placement types, to determine 

whether these result identified here is specific to the type of placement operationalised 

in the study. 

 

 

5.7 Involvement and Connectedness with the Television Program 

 

Following from the above discussion on product category involvement, it was argued 

that involvement with the television program may interact with perceptions of the 

personality of the brand following exposure to the placement.  As viewers who are 

highly involved with a television program are more likely to process information 

presented by that program, whether consciously or not, they may be more likely to 

incorporate information about the brand into their set of associations regarding the 

program, and in a reciprocal manner, to incorporate the program into their set of 

associations with the brand. 

 

Therefore it was hypothesised that an individual’s level of involvement with a 

television program would interact with that individual’s perception of the personality 

of a brand placed in that television program.  This hypothesis was tested using 

MANOVA, with the involvement scale split into the two subscales of importance and 

interest; those exhibiting higher than the mean scores on each scale were classified as 
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highly involved in the program, and those exhibiting lower involvement scores than 

the mean on each scale were classified as having low involvement in the program.  

The summated and recoded subscales were treated as the independent variables, with 

the five personality dimensions (as previously discussed) and the purchase intention 

item treated as the dependent variables.  Results of the analysis indicated no 

interaction effect to be present, therefore the hypothesis not supported.    

 

Following from Hypothesis 4, it was put forward in Hypothesis 5 that an individual’s 

level of connectedness with a television program would interact with their perceptions 

of the personality of a brand placed in that television program.  This hypothesis was 

also tested using MANOVA, with results revealing a significant difference between 

respondents with high and low levels of aspirational program connectedness regarding 

perceptions of the personality of the placed brand (Wilks’ Lambda 0.865; df 6, 96; p 

<.05).  Between-subjects results indicated that this interaction occurred on perceptions 

of the Sophistication dimension of the brand’s personality.  These results supported 

the hypothesis that an individuals’ level of program connectedness would interact 

with their perceptions of the personality of a brand placed in that television program. 

In this study, it was found that consumers with high levels of aspirational 

connectedness to a television program, those who desire to meet, and act alongside the 

characters within the program, reported an increased perception of the ‘sophistication’ 

of a brand placed in that program.   

 

This result suggests that the brand associations created by product placement are 

stronger for those viewers with higher levels of connectedness to the television 

program.  It is suggested that future research seek to examine whether similar results 

can be found outside of the experimental design used in this research, across different 

placement types and program genres.   

 

Hypothesis 4A contended that an individual’s level of involvement with a television 

program would interact with that individual’s intention to purchase a brand placed in 

that television program. Results indicated that no interaction effect was present, 

therefore this hypothesis was also rejected.  A similar result was found for Hypothesis 
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5A, with results rejecting the hypotheses that an individual’s level of connectedness 

with the television program would interact with intention to purchase a brand placed 

in that program. 

 

This was an unexpected outcome, and one that warrants further investigation.  A 

limitation of the respondent group was the relatively low numbers of highly involved 

and connected viewers represented within the sample.  Use of a stratified sample in 

future research would address this outcome.  Further, the type of placement used, and 

the nature of the treatment as a single instance exposure, may have lessened the 

potential for brand associations created by the placement.  It is therefore suggested 

that future research consider multiple placement exposures, and more overt or plot 

integrated placement types, to identify if the results found here are replicated in other 

placement situations. 

 

 

5.8 Endorser Similarity 

 

Hypothesis 6 proposed that an individual’s perceived level of similarity with a 

character would interact with that individual’s perception of the personality of a brand 

associated with that character.  Based on previous research regarding the influence of 

celebrity endorsers on brand attitudes (Feick and Higie, 1992; Simons, Berkowitz and 

Moyer 1970), It was proposed that if a viewer perceived a character as similar to 

themselves they may consider that character to be a referent other, and to develop 

stronger brand associations based on the connection between the character and the 

brand than a viewer with lower levels of perceived similarity to the character.  Thus 

the effect of product placement on viewer perceptions of the personality of the placed 

brand was expected to be moderated by perceived similarity between the character 

and the viewer.    

 

Findings from this study supported this hypothesis, with endorser similarity found to 

interact with respondents perceptions of the brand’s ‘honesty’ and ‘successfulness’.   
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It would be interesting to examine in future research whether this interaction is a 

function of the perceived personality of the character, or perceptions of the use of the 

practice.   

 

As discussed earlier in this chapter, it is suggested that future research give greater 

consideration to character associations, and the effect of these associations on a brand 

placed alongside that character.  Perceptions of the personality of a character may 

impact on perceptions of the personality of the placed brand, and further, a viewer’s 

self image, and their own personality, may interact also.  These are all suggested as 

considerations for future research. 

 

 

5.9  Intention to Purchase the Placed Brand 

 

Previous research on the effect of product placement on intention to purchase the 

placed brand indicates that product placement may affect choice outcomes, with more 

subtle placements (such as those that appear only visually within the program) appear 

to have a greater effect on purchase intent and choice outcomes than more prominent, 

plot integrated placements (Law and Braun, 2000). Subtle background props have also 

been found to influence implicit choice (Yang and Roskos-Ewoldsen, 2007).  In this 

research it was hypothesised that an individual presented with a brand placed in a 

television program would report a higher intention to purchase that brand than an 

individual who was not exposed to the product placement message.  However no 

difference in purchase intention was found between the groups who received the 

stimulus and those who did not.  Therefore this hypothesis was rejected.   

 

It may be the case that a single instance exposure to a visual ‘used by character 

‘placement is not sufficiently persuasive to influence a consumer’s purchase 

intentions.  It is suggested that future research examine whether the same effect is 

found under the condition of multiple placement exposures.  Future research could 

also consider examining a range of more subtle placement forms (such as background 
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props versus used by character, visual only placements) to identify whether the type 

of placement may moderate purchase intention effects. 

 

5.10 Conclusion 

 

This chapter has discussed the findings from this research in the context of the 

literature presented in Chapter Two.  The final chapter, Chapter Six, will present the 

conclusions drawn and contribution of this research. Implications for practitioners, 

limitations and areas for future research are also discussed. 
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6.1 Introduction 

 

The previous chapter discussed the findings from Chapter Four in light of the 

literature presented in Chapter Two.  This final chapter outlines the conclusions drawn 

from this discussion, the contributions of the research, and implications for 

practitioners.  The limitations of the major study and proposed areas for future 

research are also presented. 

 

 

6.2 Conclusions from the Research 

 

This aim of this dissertation was to address the central problem of whether product 

placement in a television program can influence consumer perceptions of the 

personality of the placed brand.  Findings from this research indicate that product 

placement may be used to influence consumer brand personality perceptions, and that 

this effect is present regardless of a consumer’s level of involvement with the product 

category of the placed brand, or with the television program itself.  This research also 

revealed that perceptions of similarity between the viewer and the character with 

whom the brand is associated may be important to consider when operationalising the 

practice. 

 

Results from the major study indicated that a ‘used by character’ placement in a 

television soap opera can lead to changes in consumer perceptions of the personality 

of the brand.  It appears from this research that minor adjustments in perceptions of 

the personality traits of a brand can result from a single product placement exposure.  

Further, these results were found irrespective of a consumer’s level of involvement in 

the program itself, inferring that this effect is present for both casual viewers and fans 

alike.  Thus it appears that product placement may be used to facilitate change in 

perceptions of the personality of a brand across the entire viewing audience, not just 

those who hold a personal attachment to the program itself. While a consumer’s level 

of program connectedness on the aspiration dimension (that is aspiring to be on the 

show, or meet the actors) was found to have a moderating effect on their perceptions 
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of the personality of the placed brand, this dimensional result may be unreliable, as it 

could be argued that most consumers, regardless of their attachment to a program and 

its characters, would be inclined to answer in the affirmative when questioned about 

their desire to have a role in a television program, or meet the actors who star in a 

program. 

 

Findings from this research also indicate that the effect of product placement in a 

television soap opera on perceptions of the personality of the placed brand is not 

dependent on a consumer’s level of involvement in the product category, or prior use 

or purchase of the placed brand.  Consumer perceptions of the similarity between 

themselves and the character with whom the brand was associated was found to have 

a moderating effect on the effect of product placement on brand personality, and is 

suggested as an area of further research. 

 

Finally, the research examined the effect of product placement on intention to 

purchase the placed brand, and the moderating effect of program involvement and 

program connectedness on that intention.  No significant effect was found.  

 

 

6.3 Contributions of the Research 

 

This research has made several significant contributions to the field of knowledge and 

understanding of the effects of product placement and consumer perceptions of brand 

personality.  Despite consistent findings indicating that a brand holding ‘its own 

unique personality’ is considered by practitioners to be one of the most important 

contributors to effective product placement (Craig-Lees, Scott and Wong, 2008; 

Karrh, McKee and Pardun, 2003), no prior empirical research has examined the 

impact of this marketing communications technique on the personality of the placed 

brand.  That is, whether brand associations created by a product placement strengthen, 

or alter, perceptions of a brand’s personality.   
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As previously discussed, while several recent empirical studies have examined the 

effect of product placement on brand attitudes (Cowley and Barron, 2008; Homer, 

2009; Russell, 2002; Russell and Stern, 2006), this is simply a valence measure, and 

does not capture the richness of potential brand associations created by the placement.  

The finding that product placement in a television program can alter a consumer’s 

perception of the personality of the placed brand not only highlights the presence of 

previously unexplored brand effects, but provides the foundation for additional 

research on brand associations derived from product placement in terms of the image 

and personality of the placed brand.  Thus this research has contributed to the body of 

knowledge on both product placement (by examining brand effects in the specific 

context of brand personality), and branding (by examining the effect of a single brand 

communication source on perceptions of a brand’s personality).   

 

The Solomon Four Group experimental design has not previously been utilised in 

research examining product placement or brand personality, and as discussed above 

has enhanced the internal validity of the experimental findings while controlling for 

the effect of extraneous variables, thus increasing the ability to infer that the brand 

personality effects identified are isolated to the impact of the treatment prompt used.  

In addition, previous empirical research on brand effects resultant from product 

placement has not specifically focused on the television soap opera genre.  The 

research has also refined the measurement of the brand personality construct when 

applied in an Australian context, and adds to the body of research on the cross-cultural 

applicability of the brand personality scale. 

 

 

6.4 Implications for Practitioners 

 

The major finding of this research was that the practice of placing a brand in a 

television program was found to effect viewer perceptions of the personality of the 

placed brand.  This finding provides insight to marketers on the potential to utilise this 

form of marketing communications to reinforce desirable brand personality traits, or 

alternatively, to facilitate minor brand personality adjustments.  As major brand 
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personality changes and subsequently major changes in brand positioning are not a 

desirable short-term objective for marketers due to the potential for consumer 

backlash (Keller, 2003; Rekom, Jacobs, Verlegh and Podnar, 2006), this study 

highlights the potential for product placement to be used in a brand’s communications 

arsenal to facilitate smooth strategic adjustments in brand perception. 

 

As prior research has identified that practitioners seek positive image outcomes 

(rather that sales outcomes) from product placement activities (Pardun and McKee, 

1999), it is logical to infer that the brand associations created by product placement 

activities are of concern to marketers. Thus it is surprising that the academic research 

to date has simply looked at valence measures such as brand attitude, and brand 

salience to examine the effects of product placement on the brand placed, rather than 

brand image or personality outcomes.  Van Reijmersdal and colleagues (2007) 

identified the presence of an image transference effect between the program and the 

placed brand.  A similar transference of brand associations may be occur for brand 

personality also. 

 

Findings from this research also suggest that brand associations created by product 

placement may not be derived from the controlled environment of the script and 

character alone; that associations with the character (such as perceptions of the actor 

who plays that character) may also influence perceptions of the product placed.  This 

was not tested within this research, but reveals an important area for future research.  

Product placement practitioners may assume that brand placements in fictional 

scripted television series are protected from the risks traditionally associated with 

celebrity endorsement, but it is possible that placements that utilise direct character 

associations may expose a brand to the same dangers.  This is a previously unexplored 

area of research on product placement, with significant implications for use of the 

practice.  This also has implications when considering placement congruity, 

particularly regarding the personality or image of the character, the actor who plays 

that character, and the brand.  Given the increasing financial expenditure devoted to 

product placement activities, this may be an important consideration for practitioners. 
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Further, the study provides evidence of the impact of a single communications 

technique on perceptions of a brand’s personality, a finding which would not be 

possible to identify outside of an experimental context.  As a single communications 

exposure is not likely to produce enduring personality associations (Hayes, Alford and 

Capella, 2008), investigating the effectiveness of multiple ‘used by character’ 

associations in future research may provide further insights into effective 

operationalisation of the practice by practicitioners.  As multiple subtle placement 

exposures (visual only, or ‘used by character’) are unlikely to result in negative brand 

attitudes (Homer, 2009), this reinforces the potential for marketers to make brand 

personality adjustments through subtle product placements without risking negative 

attitudinal outcomes. 

 

This research suggests that marketers may include brand personality objectives in 

their evaluation of the effectiveness of product placement activities. This is of 

significant importance to product placement practitioners, as it identifies that the 

practice of product placement not only holds brand awareness and attitudinal 

outcomes as previously identified, but that brand associations resultant from the 

placement may also lead to brand personality outcomes. As perceptions of a brand’s 

personality contribute to how a consumer identifies with, and feels about a brand 

(Freling and Forbes, 2005; Plummer, 1995), these are important considerations for 

brand identification and differentiation strategies.  Further, given the extent of 

marketers’ expenditure on product placement activities, consideration of factors 

beyond the traditional recall and sales measure may assist product placement 

practitioners to identify the effectiveness of this promotional spend. 

 

 

6.5 Limitations and Future Research 

 

As highlighted above, this research has made significant contributions to the academic 

literature on both product placement and brand personality, however the limitations of 

the study are recognised and are discussed here as avenues for further research. 

 



Chapter Six: Conclusions and Implications 
______________________________________________________________________________________________________

 
 

_____________________________________________________________________ 

Page 151 

 

 

Firstly, limitations of the student sample are noted.  Although the student sample 

provided homogeneity of participants as necessitated by the Solomon Four Group 

methodological design, and is consistent with previous studies on product placement 

which commonly utilise student participant pools, it is noted that a student sample 

limits the generalisability of the findings.  While the methodological design controlled 

for this limitation, it is suggested that future research utilise a homogeneous non-

student based sample to identify if similar findings are reached with a sample more 

generalisable to the greater population.  Further, while the sample group was 

appropriate to the program and brand used as the treatment prompt, an unexpectedly 

low number of highly involved or connected program viewers were identified within 

the sample group.  Future research may consider stratified sampling of high/low 

involved/connected viewers to alleviate this discrepancy, and allow for more detailed 

examination of the difference between these types of viewers.   

 

Secondly, while the study provides valuable insights to the effects of product 

placement on the personality of the brand placed, these findings are specific to the 

treatment program and brand.  Future research should extend this research by 

examining other programs within the soap opera/drama genre, other forms of scripted 

fictional television programs (such as situation comedies, and animated shows or 

cartoons), and other genres including documentaries, lifestyle programs and reality 

television, to identify commonalities and differences in the brand effects generated by 

product placement in television programs.   

 

Thirdly, limitations are recognised with the operationalisation of the treatment 

prompt.  While the decision to use a written script excerpt was a deliberate choice due 

to the reasons discussed in Section 3.7.1, a more organic treatment prompt (such as 

exposure to a live, previously unaired episode of a television program) would allow 

for testing of the effects of product placement in a more natural context.  It would be 

interesting to identify whether the findings identified under the experimental 

conditions of this study are replicated in an organic applied setting. This is suggested 

as an avenue for future research. 
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As discussed above, while the study identified the presence of brand effects from a 

single placement incidence, these findings are limited to the type of placement 

operationalised in the study (that of a visual, used by character placement).  Further 

research should consider examining brand effects of other placement types, and of 

multiple placement exposures.   

 

Findings from this research also indicate that brand effects resultant from product 

placement may not be confined to associations created by the program and character 

alone; that the presence of other factors such as perceptions of the actor’s off-screen 

persona may influence brand associations created by the placement.  Although this 

was not empirically examined in this study, this is an important consideration for 

product placement practitioners, and warrants further research.  If an actor’s off-

screen personality and actions are included in a viewers set of brand associations for 

the placement, this may lead the practice of product placement to be susceptible to 

similar risks as those faced by celebrity endorsement.  This is an area not previously 

considered in product placement research to date, and should be considered in future 

research. 

 

 

6.6 Conclusion 

 

This research has provided the foundation for further research in the areas of both 

product placement and brand personality.  In an increasingly cluttered and fragmented 

media environment, these strategic areas of branding and communications strategy are 

valuable contributors to the brand differentiation and relationship strategies of 

marketers. Findings from this dissertation indicate that the practice of product 

placement has the potential for more complex brand effects than salience and brand 

attitude: that brand associations created by the user imagery of product placement 

may alter consumer perceptions of a brand’s personality.   

 

As digital technologies facilitate the transfer of control over the consumption of 

television programming to the viewer, and subsequently user determined advertising 
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exposure, the practice of product placement will become increasingly valuable to 

marketers. An understanding of the full extent of brand effects created by such 

communications is integral to effectively operationalising the practice, and integrating 

product placement into a firm’s integrated marketing communications strategies. 
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Brand Personality Scale Survey - Cadbury
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Listed below are traits that could be used to describe the brand CADBURY.  Please indicate 

the extent to which you believe each trait describes this brand, where  

1 = not at all descriptive, and 5 = extremely descriptive 

 
 

 

 

1.        Down-to-earth 1 2 3 4 5 

2.        Family Oriented 1 2 3 4 5 

3.        Small town 1 2 3 4 5 

4.        Honest 1 2 3 4 5 

5.        Sincere 1 2 3 4 5 

6.        Real 1 2 3 4 5 

7.        Wholesome 1 2 3 4 5 

8.        Original 1 2 3 4 5 

9.        Cheerful 1 2 3 4 5 

10.     Sentimental 1 2 3 4 5 

11.     Friendly 1 2 3 4 5 

12.     Daring  1 2 3 4 5 

13.     Trendy 1 2 3 4 5 

14.     Exciting 1 2 3 4 5 

15.     Spirited 1 2 3 4 5 

16.     Cool  1 2 3 4 5 

17.     Young 1 2 3 4 5 

18.     Imaginative 1 2 3 4 5 

19.     Unique 1 2 3 4 5 

20.     Up-to-date 1 2 3 4 5 

21.     Independent 1 2 3 4 5 

22.     Contemporary 1 2 3 4 5 

23.     Reliable 1 2 3 4 5 

24.     Hardworking 1 2 3 4 5 

25.     Secure 1 2 3 4 5 

26.     Intelligent 1 2 3 4 5 

27.     Technical 1 2 3 4 5 

28.     Corporate 1 2 3 4 5 

29.     Successful 1 2 3 4 5 

30.     Leader 1 2 3 4 5 

31.     Confident 1 2 3 4 5 

32.     Upperclass 1 2 3 4 5 

33.     Glamourous 1 2 3 4 5 

34.     Good looking 1 2 3 4 5 

35.     Charming 1 2 3 4 5 

36.     Feminine 1 2 3 4 5 

37.     Smooth 1 2 3 4 5 

38.     Outdoorsy 1 2 3 4 5 

39.     Masculine 1 2 3 4 5 

40.     Western 1 2 3 4 5 

41.     Tough 1 2 3 4 5 

42.     Rugged 1 2 3 4 5 
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Appendix 2 

 

Brand Personality Scale Survey - DELL
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Listed below are traits that could be used to describe the brand DELL Computers.   

Please indicate the extent to which you believe each trait describes this brand, where  

1 = not at all descriptive, and 5 = extremely descriptive 

 
 

 

 

1.        Down-to-earth 1 2 3 4 5 

2.        Family Oriented 1 2 3 4 5 

3.        Small town 1 2 3 4 5 

4.        Honest 1 2 3 4 5 

5.        Sincere 1 2 3 4 5 

6.        Real 1 2 3 4 5 

7.        Wholesome 1 2 3 4 5 

8.        Original 1 2 3 4 5 

9.        Cheerful 1 2 3 4 5 

10.     Sentimental 1 2 3 4 5 

11.     Friendly 1 2 3 4 5 

12.     Daring  1 2 3 4 5 

13.     Trendy 1 2 3 4 5 

14.     Exciting 1 2 3 4 5 

15.     Spirited 1 2 3 4 5 

16.     Cool  1 2 3 4 5 

17.     Young 1 2 3 4 5 

18.     Imaginative 1 2 3 4 5 

19.     Unique 1 2 3 4 5 

20.     Up-to-date 1 2 3 4 5 

21.     Independent 1 2 3 4 5 

22.     Contemporary 1 2 3 4 5 

23.     Reliable 1 2 3 4 5 

24.     Hardworking 1 2 3 4 5 

25.     Secure 1 2 3 4 5 

26.     Intelligent 1 2 3 4 5 

27.     Technical 1 2 3 4 5 

28.     Corporate 1 2 3 4 5 

29.     Successful 1 2 3 4 5 

30.     Leader 1 2 3 4 5 

31.     Confident 1 2 3 4 5 

32.     Upperclass 1 2 3 4 5 

33.     Glamourous 1 2 3 4 5 

34.     Good looking 1 2 3 4 5 

35.     Charming 1 2 3 4 5 

36.     Feminine 1 2 3 4 5 

37.     Smooth 1 2 3 4 5 

38.     Outdoorsy 1 2 3 4 5 

39.     Masculine 1 2 3 4 5 

40.     Western 1 2 3 4 5 

41.     Tough 1 2 3 4 5 

42.     Rugged 1 2 3 4 5 
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APPENDIX 3 

 

Pretest Survey Instrument 
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Listed below are traits that could be used to describe the brand DELL computers.  Please 

indicate the extent to which you believe each trait describes this brand, where  

 

1 = not at all descriptive, and 5 = extremely descriptive 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

When you next purchase a computer, what is the likelihood that the brand you purchase 

would be a DELL? (Please circle) 

 

 

Definitely  1 2 3 4 5 6 7        Definitely 

Not 

 

 

 

 

 

      Honest 1 2 3 4 5 

      Sincere 1 2 3 4 5 

      Real 1 2 3 4 5 

     Trendy 1 2 3 4 5 

      Cool  1 2 3 4 5 

     Young 1 2 3 4 5 

     Imaginative 1 2 3 4 5 

     Unique 1 2 3 4 5 

     Hardworking 1 2 3 4 5 

     Secure 1 2 3 4 5 

     Intelligent 1 2 3 4 5 

     Successful 1 2 3 4 5 

      Leader 1 2 3 4 5 

      Confident 1 2 3 4 5 

     Glamorous 1 2 3 4 5 

     Good looking 1 2 3 4 5 

     Charming 1 2 3 4 5 

     Feminine 1 2 3 4 5 

     Masculine 1 2 3 4 5 

     Tough 1 2 3 4 5 

     Rugged 1 2 3 4 5 
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Appendix 4 

 

Post-test Survey Instrument
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Listed below are traits that could be used to describe the brand DELL computers.  Without turning back to 

the previous page, please again indicate the extent to which you believe each trait describes this brand, where  

 

1 = not at all descriptive, and 5 = extremely descriptive 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Have you owned or purchased a DELL computer?     YES NO  

 

 

 I use a DELL computer for work or study      YES  NO  UNSURE 

 

 

 

To me, computers are: 

 

 

 Not Fun  1 2 3 4 5 6 7 Fun 

                        

 Unappealing  1 2 3 4 5 6 7 Appealing 

 

 Boring   1 2 3 4 5 6 7 Interesting 

 

 Unexciting  1 2 3 4 5 6 7 Exciting 

 

Dull   1 2 3 4 5 6 7 Fascinating 

 

 

 

      Honest 1 2 3 4 5 

      Sincere 1 2 3 4 5 

      Real 1 2 3 4 5 

     Trendy 1 2 3 4 5 

      Cool  1 2 3 4 5 

     Young 1 2 3 4 5 

     Imaginative 1 2 3 4 5 

     Unique 1 2 3 4 5 

     Hardworking 1 2 3 4 5 

     Secure 1 2 3 4 5 

     Intelligent 1 2 3 4 5 

     Successful 1 2 3 4 5 

      Leader 1 2 3 4 5 

      Confident 1 2 3 4 5 

     Glamorous 1 2 3 4 5 

     Good looking 1 2 3 4 5 

     Charming 1 2 3 4 5 

     Feminine 1 2 3 4 5 

     Masculine 1 2 3 4 5 

     Tough 1 2 3 4 5 

     Rugged 1 2 3 4 5 
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Please indicate the extent to which you agree with the following: 

 

A brand of computer: 

 

 

 Shows Nothing 1 2 3 4 5 6 7 Tells me about 

 a person 

 

 Others won’t    1 2 3 4 5 6 7 Others use to  

 use to judge me        judge me 

 

 Not part of my 1 2 3 4 5 6 7 Part of my 

 self-image        self-image 

 

 Doesn’t tell others  1 2 3 4 5 6 7 Tells others  

 about me        about me 

 

 Does not portray         Portrays an  

 an image of me  1 2 3 4 5 6 7 image of me 

 to others        to others 

 

 

To me, the television program Home and Away is: 

 

 

 Important  1 2 3 4 5 6 7 Unimportant 

 

 Boring   1 2 3 4 5 6 7 Interesting 

 

 Relevant  1 2 3 4 5 6 7 Irrelevant 

 

 Exciting  1 2 3 4 5 6 7 Unexciting 

 

 Means Nothing  1 2 3 4 5 6 7 Means a lot to me 

 

 Appealing  1 2 3 4 5 6 7 Unappealing 

 

 Fascinating  1 2 3 4 5 6 7 Mundane 

 

 Worthless  1 2 3 4 5 6 7 Valuable 

 

  Involving  1 2 3 4 5 6 7 Uninvolving 

 

  Not needed  1 2 3 4 5 6 7 Needed 
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Please indicate the extent to which you agree with the following statements regarding the television program 

Home and Away, where  

 

1 = strongly agree, 2 = agree, 3 = uncertain, 4= disagree, and 5 = strongly disagree 

 

 

 

 

 Watching Home and Away is an escape for me 

 

1 2 3 4 5 

 Home and Away helps me forget about the day’s problems 

 

1 2 3 4 5 

 If I am in a bad mood, watching Home and Away puts me in a  better mood 

 

1 2 3 4 5 

 I like the clothes they wear on Home and Away 

 

1 2 3 4 5 

 I like the hairstyles on Home and Away 

 

1 2 3 4 5 

 I often buy clothing styles that I’ve seen in Home and Away 

 

1 2 3 4 5 

 I imitate the gestures and facial expressions from the characters in Home and 

Away 

 

1 2 3 4 5 

 I find myself saying phrases from Home and Away when I interact with other 

people 

 

1 2 3 4 5 

 I try to speak like the characters in Home and Away 

 

1 2 3 4 5 

 I learn how to handle real life situations by watching Home and Away 

 

1 2 3 4 5 

 I get ideas from Home and Away about how to interact in my own life 

 

1 2 3 4 5 

 I relate what happens in Home and Away to my own life 

 

1 2 3 4 5 

 I would love to be an actor in Home and Away 

 

1 2 3 4 5 

 I would love to meet the characters of Home and Away 

 

1 2 3 4 5 

 I have objects that relate to Home and Away (books, pictures, dvds etc) 

 

1 2 3 4 5 

 I read books if they are related to Home and Away 

 

1 2 3 4 5 

 

 

 

Please turn over to complete the final set of questions
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Please indicate the extent to which you agree with the following statements regarding the character Martha 

from Home and Away: 

 

 

Martha and I probably have similar values and beliefs. 

 

Strongly  1 2 3 4 5 6 7 Strongly   

Agree          Disagree 

 

Martha is quite a bit like me 

 

Strongly  1 2 3 4 5 6 7 Strongly   

Agree          Disagree 

 

It’s likely that Martha and I have similar tastes and preferences 

 

Strongly  1 2 3 4 5 6 7 Strongly   

Agree          Disagree 

 

 

 

When you next purchase a computer, what is the likelihood that the brand you would purchase would be a 

DELL? (Please circle) 

 

 

Definitely  1 2 3 4 5 6 7        Definitely Not 

 

 

 

 

What is your age? (Please circle) 

 

 16-24  25-39  39 or older 

 

 

 

What is your gender? (Please circle) 

 

 Male  Female 

 

 

What is your nationality?   _____________________________ 

 

 

 

 

 

Thank you for your time 
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Treatment
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Please read the following script excerpt from television series “Home and Away” (Seven Network). 
 
 
Hugo enters Diner, approaches Martha.  Martha is sitting in a booth, staring intently at the screen 

of a Dell laptop computer.  Hugo sits down across from Martha. 
 

Hugo: 
Here you are.  What are you looking at? 

 
Martha: 

I thought we could set up a Facebook page for Summer Bay.  We could link to the Dive Shop, the 
Diner…. 

 
Hugo: 

How about Twitter? (laughs). Sorry, sounds good Martha.  Hey, have you seen Xavier this 
morning? 

 
Martha: 

No, why? 
 

Hugo: 
He seemed upset last night.  I was going to ask him about it this morning but he’d already left.   

 
Leah approaches 

 
Leah: 

Hi Hugo   
 

Hugo:  
Smiles 

 
Leah: 

Martha, would you mind keeping an eye on things here for a few minutes?  I’ve just got to duck out 
for a sec, and Irene’s in the kitchen. 

 
Martha: 

No problem Leah.  Stands.  Turns to Hugo.  I’m sure it’s nothing major.  
 

Hugo: 
I might have a look for him anyway.  See you at home later? 

  
Martha nods.  Hugo smiles, exits diner. 
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INFORMATION SHEET 

Research Team: Associate Professor Nigel Pope (Senior Investigator) 

Department of Marketing, Griffith Business School 

Phone: (07) 373 57642    

Email: N.Pope@griffith.edu.au 

 

Ms Anita Love (Student Investigator) 

Department of Marketing, Griffith Business School 

Phone: (07) 373 55284    

Email: A.Love@griffith.edu.au 

 

Research Title:  Examining the effect of product placement on brand personality 

Purpose of the Research:   

The purpose of the research is to examine consumer perceptions of the brand personality of a well-known 

brand, and the effect of product placement messages on these perceptions.  The study forms part of the 

research for the Student Investigator’s PhD study. 

Participant’s Involvement, Privacy and Consent: 

Participants are asked to complete a self-administered survey, which may or may not include reading a brief 

excerpt from a script for a well-known television program.    

Participation is voluntary, and you may refuse to answer any question if you choose to do so.  Refusal to 

participate will not result in any penalty.  Information collected is confidential and anonymous; individual 

respondents will not be identifiable in any publication or report resulting from the research.   

You are invited to detach and retain this coversheet if you choose.  The return of a completed, or part-

completed, questionnaire will be accepted as an indication that the respondent has consented to their 

participation in the research.   

Participants may request a lay summary of the results of the research from the Student Investigator, Anita 

Love.  The completed dissertation will be accessible through the Australasian Digital Theses Program upon 

award confirmation. 

Prize Draw: 

Upon return of the completed questionnaire, respondents are invited to submit their contact details for entry 

into a prize draw.  Identifying information collected for the purposes of contacting the prize winner will be 

stored separately from the administered surveys, and will be destroyed after distribution of the prize to the 

prize winner. Standard conditions of this prize draw may be found on the rear of this coversheet. 

Questions or concerns: 

You may contact the researcher above about any matters of concern regarding this research.  Griffith 

University conducts research in accordance with the National Statement on Ethical Conduct in Human Research 

(2007).  If potential participants have any concerns or complaints about the ethical conduct of the research project 

they should contact the Manager, Research Ethics on 3735 5585 or research-ethics@griffith.edu.au. 

 

Thank you for your assistance with this research project 

mailto:N.Pope@griffith.edu.au
mailto:A.Love@griffith.edu.au
mailto:research-ethics@griffith.edu.au
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Terms and Conditions of Entry  

1. When you enter the prize draw, you accept these terms and conditions of entry.  

2. Members of the research team and their immediate families are ineligible to enter.  

3. Entry into the prize draw is by placing a completed original coupon into the competition box 

located at the exit of the survey venue, on return of a completed questionnaire. 

4. The first random drawn entry will receive a $200 Officeworks voucher.  

5. The decision of the University is final and no correspondence will be entered into.  

6. The prize is not transferable and cannot be redeemed for cash. The prize is not refundable.  

7. The winner releases the University from any and all causes of action, losses, liability, damage, 

expense (including legal expenses) cost or charge suffered, sustained or in any way incurred 

by the winner as a result of any loss or damage to any physical property of the winner, or any 

injury to or death of any person arising out of, or related to or in any way connected with the 

University or the prize.  

8. Any winner drawn for the prize who is unable to fulfil all of these terms and conditions will 

forfeit the prize and another winner will be drawn.  

9. The winner will be notified by email by no later than 6 June, 2009. 

10. The competition is drawn at midday on Friday, 5
th
 June 2009 at the Department of Marketing, 

Nathan Campus.  You do not have to be present at the draw to win.  

11. The prize will be available for collection by the winner from the Department of Marketing 

School Secretary, Preethi Weerasinghe (N50 Room 2.32) immediately after the draw.  

 


