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Executive Summary

According to previous research conducted by Russell (2002) and Russell & Belch (2005), product placement has had quite some development in the last decade. Their papers show that due to numerous success stories and the decline in advertising effectiveness of regular advertising product placement is becoming more and more popular with marketers. The situation under which a product is advertised through product placement however has a big influence on the effectiveness of that product placement. Postrel (2003), Frank (2003) and Twitchell (2003) constructed papers on changes in consumer wealth and luxury product availability which made a cross-investigation of both subjects an interesting route to take. Where Russell’s research focused on the role of modality and plot connection congruence, I have chosen to focus mine on product type and consumer wealth instead.

Resulting from this research, respondents turned out to be more sensitive to regular consumer products instead of luxury products. After being subject to a compilation movie containing 10 scenes taken from existing movies with both product types placed in them. There is another interesting result I have discovered: people with a higher interest in brands recognize brands used in product placement more easily then less brand interested people. Both these conclusions lead to interesting suggestions. Respondents recognize and remember a product easier when it concerns a product that falls into the Regular Products category instead of luxury products and they recognize and remember products in which they are interested better. It would be very interesting to find out whether these 2 conclusions of this research are interconnected in some way by the way a person’s memory concerning brands work. Although product placement is a very difficult subject to do artificially constructed experiments on, the results from this research do not only look very promising to do future research on but they are also very interesting from a society point of view. It is a very good opportunity for future researchers to continue their investigations on, and the conclusions can also be very helpful for marketers wanting to use the field of product placement to its fullest potential. 
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1. Introduction


Mother: “boy, WHAT is that on your feet?”



Will Smith: “Uhm, Converse All Stars vintage 2004”


Mother: laughs

Will Smith: “Don’t turn your face up like that; I know you want some, all you got to do is ask”

An excerpt from the opening scene from 2004’s movie I, robot
.

Aside from this Converse All Star product placement, the shoe makes two more quite prominent scenes in the movie where they are called “a thing of beauty” in the opening scene and “nice shoes” by means of a peace offering after a heated argument. Converse was not the only company that wanted their products to appear on this science fiction movie that takes place in 2035. Audi actually developed a specific new car model for this movie
. Not only do these placement scenes say that the brand or product used in the movie will still be popular in 2035, it also tags along on the popularity of the movie and its main actor Will Smith as an endorser. After all he does save the world from robot-domination on his Vintage 2004 Converse All Stars.

The entire opening scene from I, Robot is a really special example. Being either good, or overdone, the movie starts with some quite prominently placed consumer products right in the middle of the screen. Will Smit’s character (Del Spooner) wakes up, pushes play on his brand new ‘JVC audio system’ to be accompanied by Stevie Wonder’s Superstition while un-boxing his brand new Vintage 2004 Converse All Stars: a thing of beauty. After stepping outside he is encountered by a Fed Ex delivery robot who is “Yet again, on time” he goes to his mother’s place to focus attention on his shoes one more time. This opening includes so many brands in the time span of only 2 or 3 minutes that online movie critics got distracted by the prominent attention they demanded
.

Is it relevant for the storyline of the movie that Will Smith wears All Stars instead of Nikes? The choice of the brand taken aside, is it relevant at all whether Will Smith does his world saving on a branded pair of sneakers or on e.g. “Brand X”? Directors might argue there is a difference. When a storyline for a certain movie is created, they take the entire character into account including what that person is wearing. Since branded clothing might give a character more personality to an audience this could lead to the conclusion that branded clothing does have its advantages for directors. In this particular example Del Spooner, the hero in the movie I, Robot, is a police officer that behaves very skeptical towards the new technological improvements that have come to the world in the year 2035. His skepticism is mainly directed towards robots that he suspects of starting to create a mind of their own while not listening to the will of their owners. One could argue that Del Spooner wants to keep living in the ‘past’ and doesn’t want any more so called improvements. To that character visualization it would be a good argument to give the character shoes that were originally created in the year 2004.

For an audience the use of a branded shoe for the main actor could give either the feeling of belonging to the same social circles as the movie star who wears the same brands they themselves have, or could have in the near future. But the opposite could also be true, the feeling of wanting to belong to the same social circles as the movie star. Where it gets an interesting concept from marketing/advertising point of view however is when different shoe brands start contacting movie producers and start bidding for air time for their products.

But all morality and ethics of products placements taken aside, why does one certain example of product placement turns out to be more successful than examples of product placement? Is that something that can be appointed to scene-specific characteristics? Does the endorser who actually uses the product have a role in this process? Or are the product characteristics more of influence on the eventual outcome of a product placement? 

This last question is a subject on which there has not yet been much investigation. Of course certain products are more easy to use within a movie scene, for example cars or laptops which are both widespread used in Hollywood productions wouldn’t have any problems finding a movie to place their products in. But aside from the question of product fit, this research will be focused more on product category aspects or more specifically: luxury products versus non-luxury products. Luxury products have an entirely different target audience than product that are affordable to anyone. Not only does this have it’s implications on the marketing strategy to find the perfect target audience, it has it’s implications on the entire field of primary and secondary associations a respondent has to have when encountering the product and therefore has it’s consequences as well for the product’s strategy. The keyword for luxury products is exclusivity. Either by the financial value of the product or the way it is distributed, the product needs to have some aspects surrounding itself that show that this product is not just for anyone but only for a select few.

So how does this work when it’s combined with the previously introduced subject? That is exactly the question that has lead to this thesis. How can secondary brand associations be communicated in a subliminal commercial message and what implications does this have compared to ‘regular’ product placements, is the main theme of this thesis. Not only the secondary brand or product associations will be investigated, but also other important factors that lead to a possible difference in luxury versus regular product placements will be taken into account.

2. Theory

In 2001 a study by Ebenkamp has shown declining effectiveness in the advertising sector. 39% of her research respondents claimed they ‘often’ switch to other channels when their current TV-program is interrupted by commercial broadcasting. Another 19% say they turn down their TV audio or mute it. These figures sum up a total of 58% of the viewing audience and do not yet include the percentage of viewers that merely walk away from their television. Not only are these numbers pretty bad for marketers, as Ebenkamp’s research proves they have also been increasing over the past years. Although Ebenkamp does not conclusively answer her own proposed question she does think out loud to wonder if these declines in advertising effectiveness are the direct result of the 10-15% increase in advertising time per hour of television. 76% of her respondents claim the amount of advertisement has reached absurd levels; it is shown in too many places and is inescapable. This state of mind has led to the subconscious development that individuals start counter-arguing traditional commercial messages (Friestad and Wright 1995). As a result of this the area of product placement has become more and more popular according to Russell (2002) since it influences individuals on a subconscious level and therefore is a hybrid advertisement (Balasubramanian 1994). As long as it is properly executed, the target audience won’t start counter arguing the communicated message since they are unaware they are being influenced (Friestad and Wright 1995). 
2.1 Product placement

More than 1,000 American brands have currently included product placement in their corporate marketing strategies (Marshall and Ayers 1998) and the amount of money spent in the industry has more than ten folded in the last decade (Mc Natt and Oleck 2000
, PQ Media 2005). 

Product placement has been roughly described by Russell (2002) in the most widely applicable way: “Product placement is the practice of placing branded products in the content of mass media programming”

Consumer response has been investigated, amongst others by DeLorme and Reid (1999). They focused their investigation on moviegoer’s expectations and their experiences with product placements. Their research concluded amongst other things that moviegoer’s weren’t necessarily revoked by product placements since it was of a positive influence on the movie’s realism. Babin and Carder (1996); Gupta and Lord (1998); Nelson (2002); Russell, Norman, and Heckler (2004) did a thorough study to consumer responses to product placement. Their research focused, amongst other subjects on, product placement prominence and brand recall. Gupta and Lord investigated the interesting aspects of company’s focusing their marketing strategies on product placement and what effects that had on product recall. d’Astous and Seguin (1999); Russell (2002) however focused their research on consumer attitudes to product placement. Either by creating the product placement scenes on their own, or using ready to show scenes from real-life TV shows, they used their research to test the viewer’s attitudes towards the concept of product placement and possible behavioral consequences.  Although for more insight in behavioral consequences of product placement the research done by Auty and Lewis (2004); Russell and Puto (1999) will be more of use to provide an insight.
Specific success stories such as: the story behind the product placement in “E.T.” (Winsky 1982, Buss (1998)
, Farhi (1998)
, Reed (1989))
 that led to a 60% sales increase; as well as the story behind “Sideways” (McLaughlin 2005) where featuring Pinot Noir wine also led to a 10-15% sales increase; have made the product placement industry mysteriously attractive for marketers. What is particularly mentionable about the story of E.T. is that director Steven Spielberg originally contacted the brand M&M’s to star in his blockbuster, but they declined the request and refused to let their brand star in his movie. As a good second choice, Spielberg went to M&M’s competitor Reese’s to ask them whether they would like to show their chocolate candy in his movie. The eventual results, as mentioned before, were surprisingly enough phenomenal. Even though the first examples of product placement go as far back as the early 20th century, basically all the way back to the first real movies ever made (Segrave 2004 and Galican 2007) and the first ‘official’ strategic examples can only by found in the 1930’s soap operas (Lavin 1995), the massification of product placement did not take place until E.T.’s success story for Reece’s Pieces (Galican 2007). 

Product placement is particularly interesting for the entertainment industry, not only for the potential of new funding from the corporate corner (Russell 2002). Some movies go as far as raising close to a hundred million dollar just to place a few brands in their movie (Karr 1998). But when it comes to movies it is also quite interesting for the associative character development when real brands are being used according to Solomon and Englis (1994). For a movie like ‘Gone in 60 seconds’, it would be strange to use nonexistent car brands instead of the wide collection of branded cars they have used now (Van der Waldt 2007). In their research, Solomon and Englis even call product placement the most natural way of advertising because the audience can view the product actually being used by a famous movie star, which leads to potential advantages for the corporate side of the deal, they can use the movie to formulate secondary brand associations (Sharky 1988) but also for the entertainment medium in which the product is placed because it leads to higher realism levels (Solomon and Englis 1994). 

2.2 Luxury vs. regular products

Companies focus their major communication strategies on the most potentially profitable group of consumers (Keller 1998). Therefore companies producing luxury products have shown to be better off focusing their communication-instruments on people who are not only interested in these products, but are also able to afford them (Keller 1998). Product placement is just one of the many means of communications a company has to portray their products to a potential audience. Product placement has developed to be a more subconscious way to tell an audience that a certain product is widely used, popular and cool. A tool that is both inconspicuous as it is effective (Russell 2002). 
Luxury is a relative concept. Postrel (2003) describes the situation of the inhabitants of Afghanistan whom experienced a totally different level of luxury after they were liberated and were able to do ‘luxury’ purchases. These products however (nail-polish, haircuts, consumer electronics and shaven beards) might have a completely different status in western economies where they are so widely accessible and easy to purchase compared to Afghanistan. It raises the question, what defines luxury? Is it the general accessibility or does affordability have a more dominant role in this?

The most classic theoretical model on luxury products was developed by Lancaster (1971). His theories were based on economic analysis going back as far as the early 1900 when Alfred Marshall developed theories on predicting consumer behavior, specifically focusing on the sensitivity to price fluctuations. Lancaster created the best measurable definition: luxury products are goods or products for which the level of demand rises related to an increase of the income level of an individual. 
The best aspect about this description is that it includes the aspect of change, which makes it applicable to modern day situations. Lancaster’s theory compares a change in income level with a change in the level of demand to lead to a variable, which can label a product either as a luxury or a necessity. The only problem that arises with this theory is: what category would Lancaster put products that are easily affordable but not really necessary? With current income levels and affordability a lot of products that in Lancaster’s theory would have been judged as luxury items, are nowadays a commodity and cannot be missed in current lifestyles. Furthermore: what about the phenomenon luxury from a society-leveled view? The race to luxury is one of the most essential aspects of a capitalist-economic system. Work as hard as one can, to be able to afford a bigger house, nicer clothes and a more expensive automobile. Frank (1999) and Twitchell (2003) have discovered some more interesting insights in this matter and both came to conclusions which are complementary to each other. Twitchell hereby focuses on the social approval factors of fitting in by purchasing the right products. Consumers are all about fitting in and being perceived as cool. Purchasing the right products creates the proper affection and admiration in their social circles and makes other people jealous of their lifestyle. Frank however, approaches the same subject from a more psychological standpoint and asks the question: “Why would people spend so much money on superfluous or unnecessary expensive goods?” The funny thing about his research is that he also combines it with previous psychological research that states: “even though the latest psychological research shows that there is almost no correlation between this consumption and levels of stated life satisfaction”. These studies can only make the mind go wild with thoughts about the irrationality of buying luxury products. Particularly Twitchell’s research concerning the social proof of luxury contains a big contribution to the area of marketing research leading to the general question: ‘Why do we buy luxury products?’ Brooks (2004) has his own view on this raised question, and mentions that overspending on luxury products is equal to daydreaming. His research titled “How we live now (and always have) in the future tense” takes a closer look at the urge that people have to daydream and realize a society where luxury is just a necessity. It poses the question whether a product’s luxurious aspects is more of a perceived product aspect and not so much a product aspect that can be derived from either its price or its quality. Besides the growing popularity of luxury product as a means to communicate people’s personal identities (Twitchell 2003), this associative characterization has led, to another phenomenon growing more and more: product placement. As described by Russell (2002) product placement has been on the rise for multiple years now. Because of the subliminal way of advertising the used products, audiences subjected to this way of hybrid advertisement are unaware of the fact that their views and opinions on certain brands are being influenced when they are entertained. As explained by Law and Braun (2000) it poses the question on where the boundaries of free will end and where the copycat psychology takes over. In their paper called “I’ll Have What She’s Having: Gauging the Impact of Product Placements on Viewers”, they also discuss and test the difference between implicit and explicit memory in respondents and what research methods are best suited to test each memory type. Recent developments in product placement combined with the developments in luxury products result in even more curiosity, which is exactly the purpose of this research. 
Do luxury products in product placements have a higher recognition value than for instance regular consumer products? 
The above mentioned luxury trends by Frank (1999), Twitchell (2003) and Brooks (2004) about the illogical luxury purchases that allow individuals to daydream about themselves in a higher societal class leads to a more obvious link with product placement where for instance the role of endorser actors is very prominent. It raises the question whether luxury products are more easily saved in the explicit memory since the endorser role of product placement allows the targeted audience to daydream themselves into remembrance of the used product.
2.3 Hypotheses

In the previous chapter the theories by Frank (1999) and Twitchell (2003) resulted in some conflicting insights into the process of buying luxury items. The work of Moschis (1984 and 1987) also approached parts of the findings from Frank and Twitchell. Moschis’ work concentrated on the amount of attention that was channeled towards the brands within certain product categories when making product purchase decisions. Although mainly focusing his research on the influencing factors behind this decision making process, such as peer influence the amount of discussion about brands amongst influential peers, it is interesting to see that his conclusions show a higher level of brand-preference amongst people who regularly discuss product purchases. Irrelevant of the product category or the factors that influence purchase behavior Law and Braun (2000) investigated  product placement from a more neurological perspective, and their paper is focused on the different ways to measure product placement effectiveness and the actual registration and remembrance of different sorts of product placements in a person’s memory. Although they focused mainly on they way product placement effectiveness is measured, their views on brand recognition and its way of tapping in on a respondent’s memories of previous encounters with either the product or the brand give a very good insight into the very basic reason why product placement can be so succesfull. The teachings of Clow and Baack (2007) on marketing strategies for branding and advertising luxury products tell us not only the differences between branding luxury products and regular product but also very much about the differences in remembering secondary brand associations and how advertisement can be used to either create these associations or to use them to your best advantage by referring to already present brand associations making the memory of them even more powerful. 
The researches by Kapferer & Laurent (1983 and 1992) and Beaudoin & Lanchance (2006) support the proposed theory that advertising effectiveness could possibly have different outcomes when measured for different product types. The peer pressure that is involved with the purchase of luxury items results in a different sensitivity to advertising efforts. The theories of both Kapferer & Laurent and Beaudoin & Lanchance on the massification of luxury products and the proposed advertising strategies using secondary brand associations by Clow and Baack (2007) give room for the assumption that there exists a difference in both the memory of and the subliminal reference to either regular of luxury products. This leads to the following hypothesis: 

Luxury products are better recognized than regular products (H1). 

Keller
 investigated for his book the case of Rolex, where luxury products channel their communications strategies to the sources where potential consumers have the most likely chance of encountering the communicated message. As is also communicated by Clow (2007), brands need to know what their projected audience is, what characteristics it possesses and what financial options their potential customers have. Not only does this contribute to the branding of the product, it also has an influence on secondary brand associations and the eventual success of the product. For such a luxury product it can be very useful to get to know the exact effect the income level of a consumer has on the eventual advertising efficiency. Nunes et al. (2004) have researched the consumer side of the luxury products-market and came to a surprising conclusion in their article. Not only have they established some thorough conclusions on the uprising of luxury products, or the ‘Massification of Luxury Products’ as they call it. They also concluded a shift in household expenditure leading to the massification of luxury products. The level of right sided spreading of the household income population distribution has decreased, making the distribution more centered resulting in a higher spendable income for marketers to focus their communications on. This change led to the direct consequence that luxury products became more widely purchasable, and raised the questions whether respondents are also more sensitive to message communicated about more luxurious products and whether consumer wealth and purchase ability has any role. Not only does it raise questions on the purchase-ability of luxury products, it leads to completely new questions concerning to ability to formulate new and totally different secondary brand associations that are linked to the specific luxury product or brand. Does the ability to be able to afford a luxury product have an influence on the way a brand or product is remembered and also possibly on the strength of that memory? The research done on this subject by Burke (1975) has been a good introduction to this question but does not yet include the differences in product categories for the products that have been used in the product placement. This leads to 2 hypotheses: one focusing on the wealthier respondent’s ability to recognize product placement in general better than less wealthy respondents; the other one focusing on the specific ability of a wealthier respondent to recognize a luxury placement better than a regular placement.
There exists a positive relationship between the height of a respondent’s income and his/her ability to recognize product placements (H2a).
Luxury product placements are recognized relatively better when a respondent has a high income level compared to regular product placements (H2b).

Beaudoin & Lachance (2006) have discovered some interesting aspects concerning luxury and the brand equity factors that come with it. They focused their discussion on the concept of Brand Sensitivity and all that comes with it. Schacter (1987) has investigated aspects of respondent’s sensitivity to outside influences on both implicit as well as explicit memory. These memory differences make room for the assumption that if an individual is already interested in a certain brand he will more easily recall that certain brand since it is already prominently present in his explicit memory and therefore will be more easily recognized in a product placement research that is based on brand recognition (Law and Braun 2000). The same conclusion was formulated by the research of Kapferer & Laurent (1983): “the more a person uses his or her purchases to project a specific self-image, then the more attention he or she pays to brands.”
 The same conclusion was also formulated a long time before Kapferer & Laurent by: Wicklund & Gollwitzer (1982) and Eisenstadt (1968). Although these papers have only focussed on the peer-pressure side of brand-minded consumers, their researches are easily connected to brand sensitive purchases and enhanced advertising effectiveness on these consumers by Husic & Cicic (2008) and Beaudoin & Lanchance (2006). In the light of enhanced advertising effectiveness it only is a modest step to wonder the advertising effectiveness of product placement on brand sensitive individuals. To test this theory a third hypothesis will be used: 
There exists a positive relationship between brand interest and product recognition (H3).
Continuing this subject of brand sensitivity as also explored by Johnson et al. (1988) is an important factor in human memory as well as in the purchase decision making processes. As mentioned in the work of Kapferer & Laurent (1983 and 1992) and Beaudoin & Lanchance (2006) brand sensitivity is greatly influenced by factors such as peer pressure and social value. The brand sensitivity plays an enormous role in the decision making process when buying whatever product necessary. The sensitivity towards brands therefore also has an influence on how advertising is perceived and how it eventually is effective. Brand sensitivity in the end investigates not only an individual’s sensitivity to peer pressure but it is also involved with the core aspect of a person’s preferences and sensitivities for one brand over another and therefore also his power to remember such brands. This makes the question even more important: where do the recognition and the remembrance of product placement take place in an individual’s memory? What neurological memory concept is the basis for the consumer’s mind when influenced by advertising through product placement? 
If this brand sensitivity is the exact same concept that lies at the basis of an individual’s ability to recognize an advertised product; that person is more viable to be easily influenced by product placement because of his or her sensitivity for branded products. It is safe to say that brand sensitivity has a direct influence on a person’s ability to recognize an advertised product by means of product placement. The hypothesis to test this theory will be: 
There exists a positive relationship between brand sensitivity and product recognition (H4a).
As has been proposed earlier in this paper in the research literature for hypotheses 2a and 2b, hypothesis 4 does not yet include the proposed change in product category which is the basis of this research and must therefore be tested separately. Again, the research done by Kapferer and Laurent (1983 and 1992) has turned out to be an excellent introduction to brand sensitivity amongst respondents but no research has yet been conducted on the influences of different product categories in product placement on the variable of brand sensitivity in respondents. To exclude any conflicting conclusions and possibilities concerning brand sensitivity and the influence it has on product recognition in product placement, I will test whether the product type of the product placement is of any influence on this possible relationship mentioned in hypothesis 4a:

Brand sensitive people recognize luxury product placements better than regular product placements compared to less brand sensitive people (H4b).

2.4 Conceptual Model

This schematic overview of the research underneath will clarify the links between the 4 hypotheses as well as all measured effects.
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                                                                  H3                                            
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3. Method


3.1 Method of data collection
To test the hypotheses in this research, respondents were presented with a bundle of movie fragments that contained several “real life” product placements. To create a reliable testing method the survey was as short as possible for the respondents because I did not want to lose their focus. A total of 10 movie fragments have been selected to construct a compilation movie which has been posted online on Youtube.com
. The respondents were asked to click the link and to answer the questions after watching the movie.
The 10 film/series fragments collected have been used to create 1 film compilation with a maximum duration of approximately 5 minutes. Within these 5 minutes 5 fragments contained regular consumer products and the other 5 focused on luxury products since this is the only variable where the content of the fragments is of importance for this research. Being a balanced total of 5 regular products and 5 luxury products, both categories were evenly represented. To make sure that my judgment alone would not be the only opinion deciding what product is luxurious and what product is regular I used control questions that asked respondents to indicate whether they regard the specific goods as a luxury or a necessity.
Since product placement is such a delicate and subtle way of advertising the circumstances under which the products are shown have also been taken into account to ensure that the total of 5 luxury product placements can evenly be compared to the total of 5 regular product placements
:

· The duration time of the visibility of the company logo was kept as equal as possible for all product placements.
· The audio presence of the brand was kept as equal as possible.
· The overall length of the selected scene was kept as equal as possible.
· Overall brand prominence. As a summery of the previous 3 criteria the overall attention that a certain brand caught was kept equal over al 3 criteria.
· Is the brand used by the main actor or just supporting actors? Is it a well known brand or a brand no-one has ever heard of? These were all questions that have been taken into account in order to create an equal comparison between the product placements.
Furthermore, the fragments have been interchanged by each other, meaning that never 2 fragments containing the same product type are edited right next to each other. This is to make sure that the presentation order does not have an extra influence on the possibly measured effect of product type or any of the other variables on the recognition variable. Extra control variables were added on top of this measure to exclude the product placement order from any undesired side-effects.

3.2 Survey

After viewing all 10 fragments, respondents were asked to answer a series of questions in order to provide insight into the level of recognition of the brands used in the movie-fragments I selected. From a list of 30 brands respondents were required to indicate which brands they remembered from the previous fragments. Obviously, the ten brands used were included within the list of 30 brands. The list was completed to the total sum of 30 by similar brands of the same product categories, possibly distracting respondents and hereby creating the opportunity to investigate whether they were indeed remembering the actual used brands. The questionnaire
 furthermore contained a scale (Kapferer and Laurant 1992) to measure brand sensitivity and brand/product interest (questions 3 – 35). Respondents were also asked to the degree of luxury that they associated with a specific product or brand (questions 36 – 55).  At the end respondents were asked to provide some personal information such as their income level, gender and familiarity with the used entertainment mediums in order to analyze the remaining hypotheses and control variables.

The survey has been carried out online, to make sure respondents were in a position to view the film-fragments behind the computer and were able to digitally fill out the provided survey for which the answers would be easier to collect. This contributed to the number of completed surveys I was able to collect and on top of that it is an easy data collection method that is well suitable for a research in this area of advertising.
4. Analysis of Results

In this chapter all relevant research results will be discussed. The discovered influences of the investigated variables on the dependant variable such as described in the conceptual model will be presented. This analysis is based on the results from the Survey
 which was conveyed amongst 120 respondents. The reliability of this research and possible implications will be discussed. The experienced delimitations, potential subjects for future research as well as managerial and theoretical implications will be presented afterwards. 
Factor analysis

On the questions concerning brand interest and brand sensitivity, a Factor Analysis
 has been carried out. The factor analysis is a means of data reduction and signals out whether a set of data shows underlying correlations that indicate a more conjoined dataset instead of multiple answered questions. The factor analysis makes sure if the accompanying questions actually measure the variable they are supposed to measure. When the data is into 2 separate factors with underlying corresponding data patterns by means of a factor analysis it is clear weather all questions measure the exact same thing. Eventually, the reliability of the factors resulting from the factor analysis can be investigated by Cronbach’s alpha measures. 
The results of the factor analysis
 show that all questions measure the same variables and can therefore be averaged and included in the rest of the research analysis.
Cronbach’s alpha

The scale items to measure brand sensitivity and brand interest contain multiple questions measuring the same theoretical concept. An analysis of Cronbach’s alpha has been conducted on the outcomes of these question scales to ensure the level of internal consistency or reliability of these questions
. 
The scaling questions were indicated as being reliable. With a Cronbach’s alpha of respectively 0,797 and 0,866 for brand sensitivity and brand loyalty
 the data results to the previous mentioned questions can be judged as ‘reliable’.
Control variables

To make sure that the order in which the products have been edited in the compilation movie does not have any extra effects on the variables that need to be measured 5 dummy variables, 1 per each set of fragments both regular and luxury product, have been included as well as multiple interaction variables being either visual in the conceptual model or not. Continuous variables that have been categorized to contribute to the data collection will be transformed into dummy variables to contribute to the analysis. This accounts for the variables: income, age and TV/Movie familiarity. 
The control question asking the judgment of respondents on the categorization of regular vs. luxury products resulted in 8 products being clearly categorized in either of the two categories
. On a seven-point-scale the average research results differed enough from the middle category 4 to be called a significant categorization, being the exact same category as my arbitrary judgment has divided them in as well. The two remaining products included in the analysis, did not show a categorization by the respondents clear enough to divide them in either of the categories
. For the two remaining products the analysis by the respondents was not conclusive enough to divide them in either of the two categories, the averaged mean of the variable did not differ significantly enough from the category ‘4’. Since in both cases it concerned products I labeled as “Regular Products” it was not possible to delete the data of those 2 products entirely from the research. To overcome this possible flaw I started analyzing both perceptions of luxury: my own arbitrary variable and the categorization by the respondents themselves. It was an interesting finding that apparently 2 products that did not appear to the respondents as being luxurious the products did however show characteristics in this advertising effectiveness research that showed strong linkages to other luxury products. So although respondents do not perceive them as luxury product they do behave as such in this research.
Regression analysis

The variable measuring Brand Recognition is the most important variable in this research since it’s the dependant variable on which the other variables are hypothesized to have an effect on. Since this variable is binary and I want to discover the effects of the other variables on it, the data has been analyzed using a Binary Logistic Regression Analysis
. This analysis resulted in a list of variables included in the analysis combined with their corresponding significance levels and factors that describe the direction and the power of the measured influence on the dependant variable brand recognition. The analysis indicates to what extent the resulting model is able to forecast the outcome of the dependant variable. Any variable that is of influence will therefore result in a better forecast of the model. The variable Product Type is an arbitrary variable as I’ve mentioned before, since I as the researcher decided for this research which product can be judged as a regular product or as a luxury product. As discussed in the data collection method part of this paper I used a number of control variables to make sure that the effect created by the order the product placements were placed in does not influence potential measured effects in the other variables.
Keeping a significance level of 0.1 the following table of results was found
:
	Measured variable
	Variable Influence
	Significance Level

	Placement order 1
	-0.066
	0.772

	Placement order 2
	0.556
	0.022

	Placement order 3
	0.688
	0.005

	Placement order 4
	0.597
	0.020

	Product Type 
(Regular products 
were the basis)
	- 1.542
	0.046

	Income Level
	0.531
	0.186

	Interaction variable between product type and income
	-0.176
	0.684

	Brand Interest
	0.111
	0.012

	Brand Sensitivity
	0.130
	0.388

	Interaction variable between product type and brand sensitivity
	-0.079
	0.641

	Gender
	0.217
	0.216

	Age
	0.002
	0.820

	Movie familiarity
	-0.053
	0.550

	TV familiarity
	0.114
	0.154

	Constant
	0.618
	0.473


The effect of product type on brand recognition
The Binary Logistic Regression Analysis showed a very clear and significant negative result 
(- 1.542) of the variable Product Type on Product Recognition
. Since the variable product type is coded as regular products being 0 and luxury products being 1, this negative influence results in the conclusion that contrary to the initial literature research regular products are better recognized than luxury products.

A reason for this might be found in the differences in recollection of brands and events saved in human memory. An explanation for this finding could for instance lie in the differences between brand interest and explicit vs. implicit memory. This could lead to the fact that since Regular Products are products people can see or use every day, the mere refreshing of this memory might be a more powerful recognition tool then the use of luxury products has. Therefore regular products are more easily recollected in their memory and are more easily recognized from product placements, but this remains speculation for now and future research would have to be necessary. 
The effect of income level on brand recognition

In the questionnaire the income level of respondents was asked by giving 5 multiple choice answering options. This was done to enhance the comfort for respondents to give up such personal information. Since the categories are not evenly distributed along the continue distribution of income the attached variables do not reflect anything more than a categorization. In order to be able to include the income level in the analysis, I used a dummy variable to indicate whether respondents had either a high income or a low income (categories 1 & 2 being ‘low’ and categories 3, 4 & 5 being ‘high’). 
According to the analysis
 the regression data concerning the height of a respondent’s income is insignificant. Since it is insignificant it is not possible to formulate any conclusion based on it. The constructed hypothesis 2a can therefore be nor confirmed nor rejected.
The interaction effect of product type and income level on brand recognition

In addition to the previous data concerning the effect of a respondent’s income level on the recognition of product placement, also the interaction effect between a respondent’s income level, the type of product in the product placement and the recognition of the product placement have been measured. This resulted in the same conclusion that has previously been drawn on hypotheses 2a: the data did not indicate a significant result and therefore as well as hypothesis 2a, hypothesis 2b can not be confirmed or rejected.
The effect of brand interest on brand recognition

The study shows that the interest an individual has in a brand results in a positive effect on that person’s ability to recognize subliminal product placement from that brand. The regression analysis shows a significant positive influence of brand interest on brand recognition (+0.111)
This is a very interesting conclusion to discover. This has multiple implications on the advertising effectiveness of future uses of product placement. Respondents recognize the product which they know best better than products they have very little interest in, or might never even have heard of.
The effect of brand sensitivity on brand recognition

The measured effect brand sensitivity has on brand sensitivity is not conclusive. The averaged data taken from the scaling that measures brand sensitivity has been included in the regression analysis and turned out not to have a significant effect on the dependant variable and therefore no grounded conclusions can be formulated on this variable.


The interaction effect of product type and brand sensitivity on brand recognition

For the final hypothesis the interaction effect between product type and brand sensitivity on brand recognition has been measured. As well as the previously researched potential effect of brand sensitivity on brand recognition, this researched interaction effect has not lead to any significant conclusions. The regression analysis has not shown any conclusive result on this potential interaction effect, following this hypothesis 5 can not be rejected nor can it be proven. 


                                                        H5: n.s.                                   H1: -
         
                                                    

                                                            H4: n.s.                                  

                                                                                         

                                                              H3: +            H2: n.s.

                                                                                        
5. Discussion

This research has been conducted in order to try to find the underlying explanatory variables that construct whether an individual is able to recognize a brand from a subliminal product placement or not. It was constructed to approximate a conclusive theory on why certain examples of hybrid advertisement are more successful than others.

A very clear factor has resulted from this research; respondents recognize regular products in product placements better than luxury products. This has certain implications. For marketers working at companies that produce or deliver regular products it implies that product placement is a very effective way to get their product under the attention of the viewing audience. They will recognize the product easily and will also be very sensitive to remember the brand. For marketers working at companies that produce or deliver luxury products it implies that product placement is a less successful approach than it would have been with another product category, and that this is something that has to be taken into account when the company would for instance base their strategies on previous researches on product placement.
As a secondary conclusion on this research; the brand recognition of respondents is higher when it concerns brands in which the respondents are interested. This result brings a clear view on the managerial side of product placement. Marketers can better choose to place their brand in movies that have the kind of audience that potentially also has an interest in their brand. Although it sounds like basic marketing knowledge to go there where the public is potentially most interested in your product, it is good to have this confirmed on the area of product placement in this research.
When these two conclusions are placed next to each other, there does seem to be a slight similarity in underlying psychological effects. Both the primary and the secondary result of this research have to do with familiarity with the brand or product. Respondents apparently recognize brands easier when it concerns a product they use regularly or are more familiar with. But furthermore respondents also recognize a brand easier when it is a product they are interested in. Both these conclusions have to do with a respondent’s memory. Regular products are used more often in daily life than luxury products and are therefore more presents in a person’s memory and his experiences. The same concept goes for the fact that brands in which respondents are more interested. These are brands are positioned in a more present part of the memory since respondents tend to share a certain bond with these brands and this possibly has lead to the higher values for brand recognition that came with it. Although a big part of this discussion is based on speculation and assumptions, future research has a clear take off point to focus on and must be able to show more conclusive results. 
6. Delimitations

Researching Product Placement itself is a tricky thing to do. Product Placement is a means of advertising that deals with the sub-conscious memory of brands and secondary brand references. Therefore accurately researching this will take controlled experiments in which a lot of the researched variables can be controlled. On the other hand, Product Placement is a means of advertising, from which its efficiency is enhanced by interaction with other contacts with a certain brand. Therefore a less controlled environment would be preferred to make the experience of product placement as natural as possible. Because of this paradox the subject is hard to use in a scientific research, and could lead to unexpected or improbable results. The effects of Product Placement itself can be very different when researched after a vast amount of time.  

Even though the actual research subject has been divided into multiple partial research hypotheses to ensure that none of the underlying effects creates a false conclusion of the actual testing on this research, it might lead to the conclusion that a measured overall effect is actually influenced by one of the underlying variables instead of the actual congruence itself. This requires thorough guidelines for the research hypotheses to ensure no cross-contamination of research results. Furthermore in this research I have secluded a number of variables that were either of influence on brand recognition or not. For this research it was impossible to include ALL of the variables that are of influence with product placement that need to be included to formulate the precise effect i.e. product type has on recognition as a dependant variable. But again, that lies at the basis of the research subject and is not necessarily a limitation of this study. When any researcher would want to tackle this limitation, a possible way to do so would be to stick with the analysis of actual used product placement and their resulting outcomes. A problem with the resulting analysis will be however, to find a brand that has a marketing strategy solely based on product placement.

This research unfortunately required me to make some arbitrary decisions which could have been influential to the eventual results. It was my decision for instance to measure the product placement advertising effectiveness by measuring brand recognition instead of brand recall. I was the one who made the decision that all 10 used fragments were more or less similar in brand prominence and product placement characteristics except for the ones I wanted to measure. If I had made other decisions in that process it might have influenced my results, but this limitation can again be accounted to the subject of this research.
Lastly, for this research I have used respondents from which I could most easily collect data, mostly people within my closest social circles. Unfortunately this does not construct a properly distributed group of respondents. For instance the average age of my respondents is 27,88 and the average income group is 1,98. Therefore both variables do not have an even distribution which could account for a different outcome. What is worth questioning though is that within the area of product placement, where everything takes place in a subliminal consciousness and everything that can only slightly alter that consciousness is of influential importance, even the slightest hint of measured effectiveness of a variable might be interesting.
7. Future Research

Future research is definitely necessary in the field of product placement. Not only to give the findings in this paper more basis and continue on aspects that I have listed as a limitation to this study, but also because the amount of research currently available on product placement focuses almost solely on the consumer side of product placement but seldom on the managerial decisions that have to be made (Russell & Belch 2005). If a company has any ambition to throw themselves in the field of product placement the only sensible thing they could do is to hire an third party company in the product placement field, but what guarantee can this company give towards a company’s advertising effectiveness when there is so little scientific research and literature available? How can product placement be implemented in a marketing strategy if they field area is so fussy on what does and what does not work, which only leads to companies just putting their product out there without proper planning of a strategy. 

Future research should not only focus more on the managerial side of product placement, it should also be a more unbiased research than current articles tend to be. It should contain an evenly distributed age of respondents, as well as an evenly distributed income population and more in-depth research on explicit and implicit factors of memory recollection of brands.

Also I would suggest for future researches to focus more on the susceptibility of an audience to hybrid advertisement through a research based upon the awareness amongst the audience when the product placement is featured. When companies start to use product placement more and more, Hollywood could very well become overcrowded with subliminal advertising which could have a negative effect on an audience since they could start counter arguing the viewed advertisements as they have done with regular advertising.
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9. Appendices

Appendix 1: Evaluation of movie fragments

	Advertised Brand
	Scene length
	Original movie/TV series
	Visible
	Audible
	Prominent

	Rolex/Omega
	30 seconds
	James Bond: Casino Royale
	No
	Yes
	No

	Red Bull
	35 seconds
	Crank
	Yes
	No
	No

	Ralph Lauren
	45 seconds
	Friends
	No
	Yes
	Yes

	Converse All Star
	30 seconds
	I, Robot
	Yes
	Subtle
	No

	Porsche
	30 seconds
	Gone in 60 Seconds 
	Yes
	Yes
	Yes

	FedEx
	35 seconds
	Runaway Bride
	Yes
	Subtle
	Yes

	Apple
	50 seconds
	Sex and the City
	Yes
	No
	Yes

	Mac Donald’s
	35 seconds
	The Fifth Element
	Yes
	Subtle
	Yes

	Louis Vuitton
	25 seconds
	Sex and the City
	Yes
	Yes
	No

	Starbucks
	50 seconds
	You’ve Got Mail
	Yes
	Yes
	Yes


Appendix 2: Questionaire

My name is Jerry de Knegt. In order to complete my masters thesis at the Erasmus University Rotterdam I need your cooperation with my research. To ensure the best results for this research it will start with a collection of moviescenes that are relevant to answering the questions. Your cooperations will not take more that 10 minutes of your time.
Thank you very much in advance for your help.

 MOVIE (http://www.youtube.com/watch?v=g16KFNgTXcE&feature=player_embedded)



  2. 

You have just viewed a collection of movie scenes in which products and/or brands where subliminally advertised.

Which of the following brands do you recognize as seeing or hearing in the previous film. (Multiple options are required). 
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Opinions about luxery products.

This second part includes a number of general questions that are not related to filmfragments. I'd like to ask you to answer these following statements according to you own opinion to them. 
  3. 

When I buy a product, I prefer a well-known brand. * 

	[image: image33.wmf]Strongly disagree 
[image: image34.wmf]Disagree 
[image: image35.wmf]Somewhat disagree 
[image: image36.wmf]Neither agree nor disagree 
[image: image37.wmf]Somewhat agree 
[image: image38.wmf]Agree 
[image: image39.wmf]Strongly agree 


  4. 

I do not buy products according to the brand. * 
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  5. 

When I buy a product, I look at the brand. * 
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  6. 

When I buy a product, I take account of the brand. * 
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  7. 

When I buy a product, the brand is not very important to me. * 
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  8. 

I generally buy the same brand I have always bought. * 
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  9. 

Once I have made a choice on which brand to purchase, I am likely to continue to buy it without considering other brands. * 
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  10. 

Once I get used to a brand, I hate to switch to another brand. * 
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  11. 
Even though products are available in a number of different brands, I always tend to buy the same brand. * 
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  12. 

It is important that others like the products I buy. * 
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  13. 

When buying products, I generally purchase those brands that I think others will approve of. * 
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  14. 

I achieve a sense of belonging by purchasing the same products and brands that others purchase. * 

	[image: image110.wmf]Strongly disagree 
[image: image111.wmf]Disagree 
[image: image112.wmf]Somewhat disagree 
[image: image113.wmf]Neither agree nor disagree 
[image: image114.wmf]Somewhat agree 
[image: image115.wmf]Agree 
[image: image116.wmf]Strongly agree 


  15. 

I often identify with other people by purchasing the same products and brands they purchase. * 

	[image: image117.wmf]Strongly disagree 
[image: image118.wmf]Disagree 
[image: image119.wmf]Somewhat disagree 
[image: image120.wmf]Neither agree nor disagree 
[image: image121.wmf]Somewhat agree 
[image: image122.wmf]Agree 
[image: image123.wmf]Strongly agree 



  

The third part of this questionnaire focusses on the interest in specific products and product categories.

Pleae indicate to what extent you are interested in the following product groups: 

 
  16. 

Watches * 

	[image: image124.wmf]Not interested at all 
[image: image125.wmf]Disinterested 
[image: image126.wmf]Slightly disinterested 
[image: image127.wmf]Neither interested nor disinterested 
[image: image128.wmf]Slightly interested 
[image: image129.wmf]Interested 
[image: image130.wmf]Very interested 


  17. 

Energy drinks * 

	[image: image131.wmf]Not interested at all 
[image: image132.wmf]Disinterested 
[image: image133.wmf]Slightly disinterested 
[image: image134.wmf]Neither interested nor disinterested 
[image: image135.wmf]Slightly interested 
[image: image136.wmf]Interested 
[image: image137.wmf]Very interested 


  18. 

Clothing * 

	[image: image138.wmf]Not interested at all 
[image: image139.wmf]Disinterested 
[image: image140.wmf]Slightly disinterested 
[image: image141.wmf]Neither interested nor disinterested 
[image: image142.wmf]Slightly interested 
[image: image143.wmf]Interested 
[image: image144.wmf]Very interested 


  19. 

Shoes * 

	[image: image145.wmf]Not interested at all 
[image: image146.wmf]Disinterested 
[image: image147.wmf]Slightly disinterested 
[image: image148.wmf]Neither interested nor disinterested 
[image: image149.wmf]Slightly interested 
[image: image150.wmf]Interested 
[image: image151.wmf]Very interested 


  20. 

Sports Cars * 

	[image: image152.wmf]Not interested at all 
[image: image153.wmf]Disinterested 
[image: image154.wmf]Slightly disinterested 
[image: image155.wmf]Neither interested nor disinterested 
[image: image156.wmf]Slightly interested 
[image: image157.wmf]Interested 
[image: image158.wmf]Very interested 


  21. 

Package transportation * 

	[image: image159.wmf]Not interested at all 
[image: image160.wmf]Disinterested 
[image: image161.wmf]Slightly disinterested 
[image: image162.wmf]Neither interested nor disinterested 
[image: image163.wmf]Slightly interested 
[image: image164.wmf]Interested 
[image: image165.wmf]Very interested 


  22. 

Laptops * 

	[image: image166.wmf]Not interested at all 
[image: image167.wmf]Disinterested 
[image: image168.wmf]Slightly disinterested 
[image: image169.wmf]Neither interested nor disinterested 
[image: image170.wmf]Slightly interested 
[image: image171.wmf]Interested 
[image: image172.wmf]Very interested 


  23. 

Fastfood * 

	[image: image173.wmf]Not interested at all 
[image: image174.wmf]Disinterested 
[image: image175.wmf]Slightly disinterested 
[image: image176.wmf]Neither interested nor disinterested 
[image: image177.wmf]Slightly interested 
[image: image178.wmf]Interested 
[image: image179.wmf]Very interested 


  24. 

Designer purses * 

	[image: image180.wmf]Not interested at all 
[image: image181.wmf]Disinterested 
[image: image182.wmf]Slightly disinterested 
[image: image183.wmf]Neither interested nor disinterested 
[image: image184.wmf]Slightly interested 
[image: image185.wmf]Interested 
[image: image186.wmf]Very interested 


  25. 

Coffee restaurants * 

	[image: image187.wmf]Not interested at all 
[image: image188.wmf]Disinterested 
[image: image189.wmf]Slightly disinterested 
[image: image190.wmf]Neither interested nor disinterested 
[image: image191.wmf]Slightly interested 
[image: image192.wmf]Interested 
[image: image193.wmf]Very interested 


 Given the product category, please indicate to what extent you are interested in the following brands. 

  26. 

Rolex/Omega * 

	[image: image194.wmf]Not interested at all 
[image: image195.wmf]Disinterested 
[image: image196.wmf]Slightly disinterested 
[image: image197.wmf]Neither interested nor disinterested 
[image: image198.wmf]Slightly interested 
[image: image199.wmf]Interested 
[image: image200.wmf]Very interested 


  27. 

Red Bull * 

	[image: image201.wmf]Not interested at all 
[image: image202.wmf]Disinterested 
[image: image203.wmf]Slightly disinterested 
[image: image204.wmf]Neither interested nor disinterested 
[image: image205.wmf]Slightly interested 
[image: image206.wmf]Interested 
[image: image207.wmf]Very interested 


  28. 

Ralph Lauren * 

	[image: image208.wmf]Not interested at all 
[image: image209.wmf]Disinterested 
[image: image210.wmf]Slightly disinterested 
[image: image211.wmf]Neither interested nor disinterested 
[image: image212.wmf]Slightly interested 
[image: image213.wmf]Interested 
[image: image214.wmf]Very interested 


  29. 

Converse All Star * 

	[image: image215.wmf]Not interested at all 
[image: image216.wmf]Disinterested 
[image: image217.wmf]Slightly disinterested 
[image: image218.wmf]Neither interested nor disinterested 
[image: image219.wmf]Slightly interested 
[image: image220.wmf]Interested 
[image: image221.wmf]Very interested 


  30. 

Porsche * 

	[image: image222.wmf]Not interested at all 
[image: image223.wmf]Disinterested 
[image: image224.wmf]Slightly disinterested 
[image: image225.wmf]Neither interested nor disinterested 
[image: image226.wmf]Slightly interested 
[image: image227.wmf]Interested 
[image: image228.wmf]Very interested 


  31. 

FedEx * 

	[image: image229.wmf]Not interested at all 
[image: image230.wmf]Disinterested 
[image: image231.wmf]Slightly disinterested 
[image: image232.wmf]Neither interested nor disinterested 
[image: image233.wmf]Slightly interested 
[image: image234.wmf]Interested 
[image: image235.wmf]Very interested 


  32. 

Apple * 

	[image: image236.wmf]Not interested at all 
[image: image237.wmf]Disinterested 
[image: image238.wmf]Slightly disinterested 
[image: image239.wmf]Neither interested nor disinterested 
[image: image240.wmf]Slightly interested 
[image: image241.wmf]Interested 
[image: image242.wmf]Very interested 


  33. 

Mc Donalds * 

	[image: image243.wmf]Not interested at all 
[image: image244.wmf]Disinterested 
[image: image245.wmf]Slightly disinterested 
[image: image246.wmf]Neither interested nor disinterested 
[image: image247.wmf]Slightly interested 
[image: image248.wmf]Interested 
[image: image249.wmf]Very interested 


  34. 

Louis Vuitton * 

	[image: image250.wmf]Not interested at all 
[image: image251.wmf]Disinterested 
[image: image252.wmf]Slightly disinterested 
[image: image253.wmf]Neither interested nor disinterested 
[image: image254.wmf]Slightly interested 
[image: image255.wmf]Interested 
[image: image256.wmf]Very interested 


  35. 

Starbucks * 

	[image: image257.wmf]Not interested at all 
[image: image258.wmf]Disinterested 
[image: image259.wmf]Slightly disinterested 
[image: image260.wmf]Neither interested nor disinterested 
[image: image261.wmf]Slightly interested 
[image: image262.wmf]Interested 
[image: image263.wmf]Very interested 


  

To what extent do you perceive the following products to be a regular or luxury product? 

 

  36. 

Watches * 

	[image: image264.wmf]Complete regular 
[image: image265.wmf]Regular 
[image: image266.wmf]Slightly regular 
[image: image267.wmf]Neither luxury nor regular 
[image: image268.wmf]Slightly luxury 
[image: image269.wmf]Luxury 
[image: image270.wmf]Complete luxury 


  37. 

Energy drinks * 

	[image: image271.wmf]Complete regular 
[image: image272.wmf]Regular 
[image: image273.wmf]Slightly regular 
[image: image274.wmf]Neither luxury nor regular 
[image: image275.wmf]Slightly luxury 
[image: image276.wmf]Luxury 
[image: image277.wmf]Complete luxury 


  38. 

Clothing * 

	[image: image278.wmf]Complete regular 
[image: image279.wmf]Regular 
[image: image280.wmf]Slightly regular 
[image: image281.wmf]Neither luxury nor regular 
[image: image282.wmf]Slightly luxury 
[image: image283.wmf]Luxury 
[image: image284.wmf]Complete luxury 


  39. 

Shoes * 

	[image: image285.wmf]Complete regular 
[image: image286.wmf]Regular 
[image: image287.wmf]Slightly regular 
[image: image288.wmf]Neither luxury nor regular 
[image: image289.wmf]Slightly luxury 
[image: image290.wmf]Luxury 
[image: image291.wmf]Complete luxury 


  40. 

Sports cars * 

	[image: image292.wmf]Complete regular 
[image: image293.wmf]Regular 
[image: image294.wmf]Slightly regular 
[image: image295.wmf]Neither luxury nor regular 
[image: image296.wmf]Slightly luxury 
[image: image297.wmf]Luxury 
[image: image298.wmf]Complete luxury 


  41. 

Packaging Transportation * 

	[image: image299.wmf]Complete regular 
[image: image300.wmf]Regular 
[image: image301.wmf]Slightly regular 
[image: image302.wmf]Neither luxury nor regular 
[image: image303.wmf]Slightly luxury 
[image: image304.wmf]Luxury 
[image: image305.wmf]Complete luxury 


 

  42. 

Laptops * 

	[image: image306.wmf]Complete regular 
[image: image307.wmf]Regular 
[image: image308.wmf]Slightly regular 
[image: image309.wmf]Neither luxury nor regular 
[image: image310.wmf]Slightly luxury 
[image: image311.wmf]Luxury 
[image: image312.wmf]Complete luxury 


  43. 

Fastfood * 

	[image: image313.wmf]Complete regular 
[image: image314.wmf]Regular 
[image: image315.wmf]Slightly regular 
[image: image316.wmf]Neither luxury nor regular 
[image: image317.wmf]Slightly luxury 
[image: image318.wmf]Luxury 
[image: image319.wmf]Complete luxury 


  44. 

Designer purses * 

	[image: image320.wmf]Complete regular 
[image: image321.wmf]Regular 
[image: image322.wmf]Slightly regular 
[image: image323.wmf]Neither luxury nor regular 
[image: image324.wmf]Slightly luxury 
[image: image325.wmf]Luxury 
[image: image326.wmf]Complete luxury 


  45. 

Starbucks * 

	[image: image327.wmf]Complete regular 
[image: image328.wmf]Regular 
[image: image329.wmf]Slightly regular 
[image: image330.wmf]Neither luxury nor regular 
[image: image331.wmf]Slightly luxury 
[image: image332.wmf]Luxury 
[image: image333.wmf]Complete luxury 


  

Given the product category, to what extent do you perceive the following brands to be a regular or luxury brand in that product category? 


  46. 

Rolex/Omega * 

	[image: image334.wmf]Complete regular 
[image: image335.wmf]Regular 
[image: image336.wmf]Slightly regular 
[image: image337.wmf]Neither luxury nor regular 
[image: image338.wmf]Slightly luxury 
[image: image339.wmf]Luxury 
[image: image340.wmf]Complete luxury 


  47. 

Red Bull * 

	[image: image341.wmf]Complete regular 
[image: image342.wmf]Regular 
[image: image343.wmf]Slightly regular 
[image: image344.wmf]Neither luxury nor regular 
[image: image345.wmf]Slightly luxury 
[image: image346.wmf]Luxury 
[image: image347.wmf]Complete luxury 


  48. 

Ralph Lauren * 

	[image: image348.wmf]Complete regular 
[image: image349.wmf]Regular 
[image: image350.wmf]Slightly regular 
[image: image351.wmf]Neither luxury nor regular 
[image: image352.wmf]Slightly luxury 
[image: image353.wmf]Luxury 
[image: image354.wmf]Complete luxury 


  49. 

Converse All Star * 

	[image: image355.wmf]Complete regular 
[image: image356.wmf]Regular 
[image: image357.wmf]Slightly regular 
[image: image358.wmf]Neither luxury nor regular 
[image: image359.wmf]Slightly luxury 
[image: image360.wmf]Luxury 
[image: image361.wmf]Complete luxury 


  50. 

Porsche * 

	[image: image362.wmf]Complete regular 
[image: image363.wmf]Regular 
[image: image364.wmf]Slightly regular 
[image: image365.wmf]Neither luxury nor regular 
[image: image366.wmf]Slightly luxury 
[image: image367.wmf]Luxury 
[image: image368.wmf]Complete luxury 


  51. 

FedEx * 

	[image: image369.wmf]Complete regular 
[image: image370.wmf]Regular 
[image: image371.wmf]Slightly regular 
[image: image372.wmf]Neither luxury nor regular 
[image: image373.wmf]Slightly luxury 
[image: image374.wmf]Luxury 
[image: image375.wmf]Complete luxury 


  52. 

Apple * 

	[image: image376.wmf]Complete regular 
[image: image377.wmf]Regular 
[image: image378.wmf]Slightly regular 
[image: image379.wmf]Neither luxury nor regular 
[image: image380.wmf]Slightly luxury 
[image: image381.wmf]Luxury 
[image: image382.wmf]Complete luxury 


  53. 

Mc Donalds * 

	[image: image383.wmf]Complete regular 
[image: image384.wmf]Regular 
[image: image385.wmf]Slightly regular 
[image: image386.wmf]Neither luxury nor regular 
[image: image387.wmf]Slightly luxury 
[image: image388.wmf]Luxury 
[image: image389.wmf]Complete luxury 


  54. 

Louis Vuitton * 

	[image: image390.wmf]Complete regular 
[image: image391.wmf]Regular 
[image: image392.wmf]Slightly regular 
[image: image393.wmf]Neither luxury nor regular 
[image: image394.wmf]Slightly luxury 
[image: image395.wmf]Luxury 
[image: image396.wmf]Complete luxury 


  55. 

Starbucks * 

	[image: image397.wmf]Complete regular 
[image: image398.wmf]Regular 
[image: image399.wmf]Slightly regular 
[image: image400.wmf]Neither luxury nor regular 
[image: image401.wmf]Slightly luxury 
[image: image402.wmf]Luxury 
[image: image403.wmf]Complete luxury 


Personal Information

  56. 

Geslacht: * 

	[image: image404.wmf]Man 
	[image: image405.wmf]Vrouw 


  57. 

Leeftijd: * 

	[image: image406.wmf]Jonger dan 20 jaar 
[image: image407.wmf]20 – 25 jaar 
[image: image408.wmf]25 – 35 jaar 
[image: image409.wmf]35 – 50 jaar 
[image: image410.wmf]Ouder dan 50 jaar 


  58. 

Inkomen (netto maandloon): * 

	[image: image411.wmf]Minder dan € 1.000 
[image: image412.wmf]€ 1.000 – € 1.800 
[image: image413.wmf]€ 1.800 – € 2.500 
[image: image414.wmf]€ 2.500 – € 3.500 
[image: image415.wmf]Meer dan € 3.500 


  59. 

Met welke frequentie kijkt u films? * 

	[image: image416.wmf]0 – 2 films per maand 
[image: image417.wmf]2 – 5 films per maand 
[image: image418.wmf]5 – 10 films per maand 
[image: image419.wmf]10 – 20 films per maand 
[image: image420.wmf]Meer dan 20 films per maand 


  60. 

Met welke frequentie volgt u televisieseries? * 

	[image: image421.wmf]0 – 2 series per week 
[image: image422.wmf]2 – 5 series per week 
[image: image423.wmf]5 – 10 series per week 
[image: image424.wmf]10 – 20 series per week 
[image: image425.wmf]Meer dan 20 series per week 


 
This concludes the final part of the questionnaire. Thank you very much for helping me with my research, anyone who is interested in the eventual results can contact me at: j.deknegt@hotmail.com.

Best Regards,

Jerry de Knegt

 

Bottom of Form

Appendix 3: SPSS Output Binary Logstic Regression Analysis

	Variables in the Equation

	
	B
	S.E.
	Wald
	df
	Sig.
	Exp(B)

	Step 1a
	Placementorder1
	-,066
	,226
	,084
	1
	,772
	,937

	
	Placementorder2
	,556
	,243
	5,221
	1
	,022
	1,743

	
	Placementorder3
	,688
	,246
	7,805
	1
	,005
	1,990

	
	Placementorder4
	,597
	,256
	5,454
	1
	,020
	1,816

	
	Luxuryregular
	-1,542
	,772
	3,993
	1
	,046
	,214

	
	Brandsensitivityaverage
	,130
	,150
	,744
	1
	,388
	1,138

	
	Interestbrand
	,111
	,044
	6,368
	1
	,012
	1,118

	
	Sex
	,217
	,176
	1,528
	1
	,216
	1,243

	
	Age
	,002
	,010
	,052
	1
	,820
	1,002

	
	Incomedummy
	,531
	,401
	1,748
	1
	,186
	1,700

	
	Moviefrequency
	-,053
	,089
	,357
	1
	,550
	,948

	
	TVShowfrequency
	,114
	,080
	2,032
	1
	,154
	1,121

	
	Interactproducttypebrandsensitivity
	-,079
	,170
	,218
	1
	,641
	,924

	
	Interactincomedummyproducttype
	-,176
	,431
	,166
	1
	,684
	,839

	
	Constant
	,618
	,860
	,515
	1
	,473
	1,855

	a. Variable(s) entered on step 1: Placementorder1, Placementorder2, Placementorder3, Placementorder4, Luxuryregular, Brandsensitivityaverage, Interestbrand, Sex, Age, Incomedummy, Moviefrequency, TVShowfrequency, Interactproducttypebrandsensitivity, Interactincomedummyproducttype.


Appendix 4: SPSS Output Luxury Perception

	One-Sample Test

	
	Test Value = 4                                       

	
	t
	df
	Sig. (2-tailed)
	Mean Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	Lower
	Upper

	Luxuryperceptionrolexomega
	21,008
	105
	,000
	2,31132
	2,0932
	2,5295

	Luxuryperceptionredbull
	-3,163
	105
	,002
	-,52830
	-,8594
	-,1972

	Luxuryperceptionralphlauren
	20,051
	105
	,000
	1,78302
	1,6067
	1,9593

	Luxuryperceptionconverse
	-,782
	105
	,436
	-,10377
	-,3668
	,1593

	Luxuryperceptionporsche
	25,184
	105
	,000
	2,40566
	2,2163
	2,5951

	Luxuryperceptionfedex
	-8,875
	105
	,000
	-1,16038
	-1,4196
	-,9011

	Luxuryperceptionapple
	8,916
	105
	,000
	1,00000
	,7776
	1,2224

	Luxuryperceptionmacdonalds
	-15,270
	105
	,000
	-1,85849
	-2,0998
	-1,6172

	Luxuryperceptionlouisvuitton
	17,425
	105
	,000
	2,15094
	1,9062
	2,3957

	Luxuryperceptionstarbucks
	-,794
	105
	,429
	-,12264
	-,4288
	,1835



Appendix 5: Cronbach’s Alpha
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Appendix 6: Factor analysis

	Rotated Component Matrixa

	
	Component

	
	1
	2

	Brandsensitivity1
	,810
	,210

	Brandsensitivity2reversed
	,040
	,937

	Brandsensitivity3
	,862
	,257

	Brandsensitivity4
	,856
	,063

	Brandsensitivity5reversed
	,425
	,795

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 3 iterations.
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