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WTIE, 7a& o b LA RAA MZETABGFECRAE L Ea—95, SHIZE3EICBWTIE, ~~
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& Tl I ARFERTHEMK (Program-induced mood)

FLWEAKOFBAMITIEE L WRD, L0 HERRBHINMSEE LS T SNDIEEREED D,
® TLAARALNENUHET S (Opportunity to process the placement)

TIURTVARA L MIBWTT LA ARA Y MZBWTT LA ARA Y N T HEEITT LA R
AV MO L TR DRV SLD, KVEBLZT LA RAA LV MI 770 FRAEEZRED D, 72,
HBLIZT VA RAA Y SRR ENTSE. TOBRHERIZT T v FRMICEOREE XIET,
® L AAAL OB (Placement modality)

—ODOBRTHLENTET LA AA L FED | OO THR SN T LA A RA 2 RO BRSO
7T v FRIEICKRE B e b o, (BT +BER > B > 1)
¢ SKELLTOTZ Y FHEL (Priming of brand appearance in the program)

TaLy R T A AR NISDIRER T B ' — v a VIEBIN R AL ) T LA A PSR
7T v RSt 2R A<,
® TI7UREAW | A M=V —DOFEUMT = DFRE (Degree of link between brand and character/story)

7T v REBRG N ORTHITHEPLRFETOE R, FEDBELE AW XM R, RIEEICT
F REBGANORBRERS TR SEDL, BHAWEA M=) —OBEERBRIZ. LA AX U PER
27T REMBEDINTER I ~DFEBAZREZ S, 77 FICHLIZEZEEZEL S D,

2—2 D.L.R.Van der Waldt, V.Nunes and J.Stroebel (2008) QOEELZFBAMOELERICK IR
¢ HEFITHEEICT LA AA FEINTZREOFEMILIC T LA A A FENERGOF L EE S

Do
® b7 7  FORGABEERBGANMBENT L0 ) Z &%, WHEOHMEERICEELRITS
Uy,

WEEIBEGANYOEEEICBEL TR TH D, BFIT, Tad 7 b LA RAA LV NETHIE, &
BRBRB M ZBEIRT ALY, BHER T LA AAL NETHERRTH D,

2—3 d'Atous and Seguin (1999) (&2 7OFY k- TLA R A Y NERROSE

& BoRrMe7rmX s b« 7L A XA (implicit placement)
BWEOBMEEZIER D Z L3, 7T 0 FARELZRN S5 Fik,

® HMAESNEWRMARTu X7 b LA AR (integrated explicit placement)
GO BHERZRE TP TH 5 2NE 2 D Fik,

¢ EHMESINT-HRINRT e X7 b« LA XA b (non—integrated explicit placement)
FALPUCHAA AT Z 722K 7T RRBEELW LTI 2 Fik

2—4 Babin and carter, Solomon (1999) k3 7FAFY k- TLLRA Y FOSER
® VT —FT 4 THT LA ARAL b (creative placement)
® Ly FNTLAAAL | (on—set placement)
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2—5 Blonde and Roozen [ZT&k3TFAFY b * TLLRA YV FE CMIZBITHEEADHLE
Blonde and Roozen i Gupta and Lord (1998) O#fE%#5IH L., v X7 k- 7L A A X N ZHHE
R7uaH Y ke T A AA K (prominent product placement) ST u X ke LA ZRA B
(subtle product placement) & 2 FIHICHIEL, 2D 2FEDO T 0 XY b+ FL A Z AL+ & 307 CM 3
772 FRAC R ETHEN 2 e LT, TOMR, BFERTuF I b VA AXA LSBT T
RN KIE L TV DHBNNMIS T a7 k- T LA AA L R8RS, £72 30 B CM N7 7 RR
FNZRIEL TV BB T 0 L7 k- LA ARXA Y MLV EGEH SN, LarL, CM T
LEWOHANRE>TED, WIZ 30 B CM 2NEHERT 0 H 7 b - T LA A4 DI RVEER) 2 &
FELTWDEEFEZARVDTH D,
Flo, TR IFAKL, GEELDEFET XTI R T LA AR NE CM W HFOFE BRI D
ZENproT,
& HERTOLT N TUARAY NI T X b T LA ARA b
CM>biera X7 &« ZLv A ZA L |
CM>BER T mE sk« LA AA NOBELHY |
BT S N TLAAA FS>CM OSELHD (CMAIELIZLED)

L 4
L 4

2—6 Lock and Romaniuk I2&3FAFY b« LA R A2 FOBHEREBEORRFR

Lock and Romaniuk (37’7 %7 b « LA 24 N OWIREFEZ T LA A A FORE E (Placement
Size) . ¥ DO EEE (Being Essential to the Scene) ., 7L A 2 A > k D43 (Distribution of Placements) |
T REXY T & EDOMARBE (Character Interaction with a Brand), 7L A 2 X > kDX

(Modality of Ploacements), % L CHEEE & fik#¢ (Frequency and Duration) & 728 L., ThZEh
ET7 T ROMEE OBIREICONTHIEE LT, TORER, TLAAA L PORE ST T FEFy T
72 LOMABMRIZT 7 v FOMEICIWTEERER TIIRV, MoOZRIFHE TV THEEREE
ERIZLTWAHZ NG a /e, L2>L, Russell and Stern (2006) DL TIL, HEM X ¥ 77 ¥
EOMARBBRPER SN TNDn, 22T L TIIFROKMR S 5 & 52 5,

2—7 Lozano (2005) I2&37AFY b« TL AR A2 OB L FEATKDORER

Lozano IZMEOWNFIZ LV | Bl Z R TSRO FHRNEDL D Z L 25 Lz, 728 2, man
WADOBE THILE, BEZ R TV AHEOFHEK LIS, BENICRDENWI ZLTHD, o, M
BOFFHKIIRERIORBUC LV L A Eh D,

S BT, BEONEOFHR LMD FHKOBEAMER R < R D1F L, MBEOPIZIHENTT LA A A
FENET I FORBERLE DI AR Lz,

2—8 Balasubramanian, Karrh and Patwardhan (2006) [2&%7OX9 b FLA XAV FOBEZE
TIL
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Balasubramanian, Karrh and Patwardhan (2006) (X, 7a & 27 & « LA A X MBHIRW 2 E
HEHRETWD—T, U DIEEE OSET 2RI E D e v EEFR S T X7 | -
TUA AR MIET D2BEEREEHRE L, TR XTI b oA RRA L MR ED L) e RFL T
LZONPEET ML L, BAETFMIIREL 4 DOERTHERA SN, £ 513%ETES#E (Execution
Factors(Stimuli—based)) . fiE Af)7275 8 35 3% (Individual — Difference Factors) . 3% Hi@#E (Processing

Type/Contest/setting) ., & L C A v — (Effect from Placement) TH 5,
[XIZ£ 1 Balsaubramanian, Karrh and Patwardhan (Z & 2#&E5 1]

Execution Factors(Stimuli-based)
+ Program type/program —induced mood
Execution flexibility
Opportunity to process
the placement
Placement modality
Priming of brand
appearance
- Type and amount of brand information

presented

Strength of link between
Effect from Placement
brand/product and story
+ Brand typicality
character, editorial
/incidence
content/story,vehicle

+ Placement recognition
and medium Prodessing )
+ Brand salience

Type/Contest/setting
+ Placement recall

Individual —Difference Factors Less conscious, - Brand portrayal rating

Familiarity/ethicality Moderately conscious,

+ Identification with story

. Highly conscious
(strength of link between character, traits

brand/product and individual) Gmplicit v. explicit - Identification with

memory implications

Judgement of placement brand/imitation

. . - for recall and choice)
fit,appropriateness, relatedness . Brand attitude

strength of link between individual and . Purchase intention

story + Brand choice

character, editorial content + Brand usage behavior

/story, vehicle, and medium

Skepticism toward
advertising
-+ Attitude toward placement in general
Program involvement
/program connectedness 4
/Motivation to process brand

information
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[X# 2  Balsubramanian, Karrh and Patwardhan 234278 U CiEGn ]

Proposition

Description

Proposition

la

Interaction:

Under negative program-induced moods, congruent placements produce better
cognitive outcomes than incongruent placements.

Under positive program-induced moods, incongruent placements produce better

cognitive outcomes than congruent placements.

Proposition

1b

Interaction:

Under negative program-induced moods, placements produce better cognitive
outcomes than ads.

Under positive program-induced moods, ads produce better cognitive outcomes

than placements.

Proposition

1c

Positive (negative) emotion-laden programs produce positive (negative) mood

spillover effects that increase (decrease) affective outcomes, that is, attitudes.

Proposition

1d

Mood-thematic congruent (incongruent) placements are more (less) likely to
facilitate program-induced mood spillover effects for affective outcomes, that is,

attitudes.

Proposition

le

Interaction:

Placements (ads) are more (less) likely to facilitate program-induces mood
spillover effects on affective outcomes, that is, attitudes. Under negative
program-induced moods, placements are more likely to decrease attitudes than
ads. Under positive program-induced moods, placements are more likely to

increase attitudes than ads.

Proposition

As the execution flexibility associated with a product placement increases, its

impact increases with regard to all message outcomes.

Proposition

3a

As a placement’s prominence increases, viewers can better differentiate the brand

from other program stimuli, thereby increasing cognitive outcomes, that is, recall.

Proposition

3b

As a placement’s exposure duration increases, viewers can better process the
brand's appearance or audio mention, thereby increasing cognitive outcomes, that

is, recall.

Proposition

4a

Dual-mode placements generate better cognitive outcomes (.e., recall) than

single-mode placements.

Proposition

4b

With respect to cognitive outcomes (i.e., recall), dual-mode placements generate a

stronger impact than verbal-only placements, which, in turn, produce a stronger
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impact than visual-only placements.

Proposition 5a Primed placements produce better cognitive outcomes (.e., recall) than nonprime
placements.

Proposition 5b Unprimed or media-primed placements produce better affective outcomes than
ad-primed placements.

Proposition 6a Increasing brand information in a placement is likely to increase cognitive
outcomes (i.e., recall).

Proposition 6b Increasing brand information in placements is likely to decrease both affective
and conative outcomes.

Proposition 6¢ Placements are more similar to transformational ads than to informational ads.

Proposition 6d Placements are more similar to drama ads (which are processed empathetically)
than to argument ads (which are processed evaluatively).

Proposition 7a The stronger the association between the placed brand and a story character, the
higher the elaboration of the placed brand, which thereby increases cognitive
outcomes.

Proposition 7b The stronger the positive (negative) association between the placed brand and a
story character / editorial content / vehicle / medium, the higher (lower) the impact
on affective outcomes.

Proposition 8a Unfamiliar brands are more likely to increase cognitive outcomes (i.e., recall) than
familiar brands.

Proposition 8b Audiences are less (more) likely to use unfamiliar (familiar) brands for inferences
about characters / story that increase affective / conative outcomes.

Proposition 9a In general, incongruent placements produce higher cognitive outcomes (.e., recall)
than congruent placements.

Proposition 9b In general, congruent placements yield higher affective outcomes than
incongruent placements.

Proposition 10 The higher the skepticism toward advertising, the lower the impact of placements
on affective outcomes.

Proposition 1la | Ads (placements) have low (high) levels of both disguise and obtrusiveness; ads
(placements) identify (do not identify) brand sponsors; both ads and placements
are paid for: Assuming identical message content, an ad may produce lower
affective outcomes than a placement.

Proposition 11b | The higher the attitude toward placements, the higher the affective outcomes
toward the placed brand.

Proposition 11c | Consumers in all cultures / countries find placements for ethically charged

products less acceptable than those for ethically neutral products.
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Proposition 11d | American consumers are more accepting of placements than their counterparts in

other countries.

Proposition 12a | As a viewer's program involvement increases (decreases), cognitive outcomes such
as recall of (a) brands in ads decreases (increases) and of (b) brands in placements

increases (decreases).

Proposition 12b | The higher the connectedness to a program, the higher the message outcomes for

placements embedded in the program.

Proposition 13 Motivation to process brands for self-presentational purposes influences cognitive

outcomes (i.e., attention and processing) for brand placements.

Proposition 14a | Unconscious processing of placements (e.g., visual-only or screen placements that
appear in the background) relates to implicit memory, and enhances affective and

conative outcomes more than cognitive outcomes.

Proposition 14b | Conscious processing of placements (e.g., high level of plot centrality for the placed
brand) relates to explicit memory, and enhances cognitive outcomes (e.g., recall)

more than affective or conative outcomes.

Wolx7a s b A A2 VOBFERE ARG L, ET LT L2 &ICkY, ey s s T
AAR T HZEITE DR ERDTZENTE, SHITSBNET OIRMDH D0 ELRT ZENT
ELEFERLTWD, IRTLORMRH D LT, 7ueX 7 b - LA ZAA 0 M X DRRER
i, ETTNVERET 2HRER, YaZ s b T ARA L MESEL, IREKTHZ L
TUARAAY FORE, BHEE ML DOBRTHD, WMoRTas s b LA AL Mefag L, &
ETNVEME S LIIREMICH, ZLTEBNICHLERS DN, HODOET MTEFEMIEI T
RN, REET HDREBEERH D EEZ BND,

2—9 Roozen (2008) I2&dFAXY k- TLLRAY FETLE CM OHEHE

Roozen 13, BT D2 @EBENR T 0 X7 b T LA 2 A FROT L E CMIZKIET 8 (FE & 78m)
WZOWTHIZE LTz, TORER, FHICH L, MEELHRIEET LA AA S ISl a8 - BmL
RFTNZ ERbnol, LL, BEEARNTL, 7ad 7 b LA AR MK D813
727 L E CM OFEH X 55,

I HIZ Roozen 1, X<HONTWL T Z - RIZBIFH27mE 7 k- LA AR MIZOWWTHHEL
Too FORER, VA RAV NEINDT TV RRISHBNTWDEHEOER L BMEOLEIX, £ 9
TEHBRWT Z 2 NIZBITMEEBLBMEOELI D DN ERbhoTz, ZHUE, I<HbATVND
TIURTHBIEE, TaF I b TLARAL ING I T HEETINBHN & E2RBT 5,
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Execution Factors (Stimuli-based) : FIZE- SV 7= ZITER
Program type / program—induced mood : 7’277 ADHK | Tu Tl F L bBERINIZL—F

Balasubramanian, Karrh and Patwardhan (2006) i%. Aylesworth and MacKenzie (1998) ®Ji%&
LR T TANLFHERSND L— FOBMRICEAT A EML, Yoy s b LA AA T RS
T EADLFEEIND L— FOBRIZOW TR T 5, Aylesworth and MacKenzie (1998) 13 Holbrook
and O'Shaughnessy (1984) OFFEEEMA L. A— KEEFR LT, &— R EITEHEN T, O T, S
ROERETH D, HOIE. ADOLA—FEFRIEL 7077 MIREOF.LL— b FEILET L D)
BENIRNE WD T EEFEH LT, ~~

it la ADOL—FEFHEIELITRT T HCBNTUL, BHAELTWDT LA AAL FREA L THAR
W LA ZARAL R LRI FER AR, WIZ, EOLA— REFRIEL TR T ACBVTL, #@E
LTWRNWT LA ZAAL PREE L TND T LA A AL b I BRB Rk R 2T,

W 1b BOL—REFHRITL 0T T LHITBNTIE, TUA A AL MBS X BB RERE
T 5, WS, EOL—FEFHESEL TR T T LB TIEL RERT VA A A MRS D,

{57t 1c  Positive (negative) emotion-laden programs produce positive (negative) mood spillover
effects that increase (decrease) affective outcomes, that is, attitudes.

{7t 1d  Mood-thematic congruent (incongruent) placements are more (less) likely to facilitate
program-induced mood spillover effects for affective outcomes, that is, attitudes.

it le  Placements (ads) are more (less) likely to facilitate program-induces mood spillover effects
on affective outcomes, that is, attitudes. Under negative program-induced moods, placements are more
likely to decrease attitudes than ads. Under positive program-induced moods, placements are more

likely to increase attitudes than ads.

Execution flexibility : 34T Dk

FOBNT I ) aPOERIZEY, Tad s b T LA AR MTBWT & KRR ETAATEEIC 2o
7oo BIZIE, BT LA RAL N, BT VA AA N, FUTAT LA RAY FOWHBUZEY | BEFF
DT VA AAL MR ROTEENNS D FITNARIZRSTDOThH D, 61T, BBFEOT LA AA Y
MZBOWTIEAFRETH ST A v =V E DAL A AT HZ L, ZLTA v =V OMEE ARG
T5Z LN ARRIC/ 572, Wenner (2004) OWFFEIC LD &, T MEDH D FITICE Y, VAT DDA
v —VEERRE S AL MIEDZENTELOT, ZHEAR =2 o TETHHNMALZ LT
HDHZEDBDbND,

FoT, UTDOES RIEGAEZ HND,

it 2 a7 k- LA AR MZBWTETOFRMRMENET &, A vbE—TIIx 22T 1Y
R
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Opportunity to process the placement : LA 2 X v MZE LS

Maclnnis, Moorman and Jaworski (1991) X, =225\ T, 77 FRRBRICBIT28EORWT Z
YRBHORESLELR LI, THUTT VA RAY FOBENE T LA A A b OB HRFHER R O 77 7>
LEEEIND,

Brennan, Dubas, and Babin (1999) 134>ty b7 LA A A (on—set placement) &7 UxT—7
4 T T VLA AA b (creative placement) % [XBIL7z, OO L D E, A By T LA ZAA |
DHEFNREVIBNT T 0 RRME AT I EN00 D, 6, BHFHERER S 77 RRAICB W CE

DR KITT Z &G s T,

FoT UTFDRS REGAEZBND,

Wit 8a T A AAL NOBEFENET & BT T 07T AOMOFENG T T v RE R LT
<RV, ZHUTE > THAE LW D RBAEBIRERNEE T,

i@t 8b T LA XA b OFEHFFGRFRI 2 L BEE T T o OB SRR A e Sl 2 0P LS
FTLARY | BRUTE o TEHAEL W D BARIFERSHE T,

Placement modality : "L A X A > bR

Gupta and Lord (1998) OWfgEIc LD &, FuF 7 b« LA RA L MEIRAREZL 32EH17H 2 &
WTE, Thiud (1) JRENT LA ZA b (2) BT LA A4 b, (3) 5 - BROKE T LA X
AV NTHD,

it 42 BEAFET LA R2A L FoFn, BT LA A X0 Ramm et a3,
Ft 4b  BAO X D R ROBENS T L, HAEXT LA 2 A bR, HENT LA
AANEOBRNVEENDAELOQAT LA AA L LD, ORI EZ RIET,

Priming of brand appearance : 75 > FHILDOEHEH

{7 5a Primed placements produce better cognitive outcomes (i.e., recall) than nonprime
placements.

fiZi% 5b  Unprimed or media-primed placements produce better affective outcomes than ad-primed

placements.

Type and amount of brand information presented :
—RAICHEERZ L, AERERT, ZLTHENAEZL 2212, HEZ0ERT< 5, LL, LA
AA P AyB—=VIHRE LITEY, T NCHTERE T SARED Z LIFARFAETH D,
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{ii7%t 6a Increasing brand information in a placement is likely to increase cognitive outcomes (.e.,
recall).
{7t 6b Increasing brand information in placements is likely to decrease both affective and
conative outcomes.
i@ 6¢c  Placements are more similar to transformational ads than to informational ads.

{57t 6d  Placements are more similar to drama ads (which are processed empathetically) than to

argument ads (which are processed evaluatively).

Strength of link between brand / product and story character, editorial content / story, vehicle and
medium

{7 7a  The stronger the association between the placed brand and a story character, the higher the
elaboration of the placed brand, which thereby increases cognitive outcomes.

{7 b The stronger the positive (negative) association between the placed brand and a story

character / editorial content / vehicle / medium, the higher (lower) the impact on affective outcomes.

Individual-Difference Factors : fE A ZEHR
Prior familiarity with the placed brand : LA 2 XAV FENDBT I FEDOERMOBELE (?)

Von Restorff 2%, HDHVITIMLBR L b WD DBIRIT, Ta X b T A AR FOBEITHE
ERIET, ZiuE. FRIOTREES LT BIRL B 20iIE, BIRL2H 58 E 0. Axo
EHEZOERTL, HED L) BRRANRFEREE LT VWEVWIBHLETH D,

i 8a  BIYAMNI2NT T 2 RiL, BIEANSH BT T KLY EAED L5 2B iR e,

{7t 8b  Audiences are less (more) likely to use unfamiliar (familiar) brands for inferences about

characters / story that increase affective / conative outcomes.

Judgments of fit : & D)Wt

{7t 9a In general, incongruent placements produce higher cognitive outcomes (i.e., recall) than
congruent placements.

i i 9b In general, congruent placements yield higher affective outcomes than incongruent

placements.

Skepticism toward advertising : J& & 2% 5 1HEE

Ay —UREHEOBRS | BEEOEHZ 5 AT HREER SN DA = X L& HEE LW 9,
Boush, Friestad, and Rose (1994) (2 X% &, JREICRHT DR IL, REEE LS OEITCIEE M 72 B X
BT 2 kA B LA, e WS ZERbnD, RIS, IREICHT e, REE T LA
AAY MWGICH L, BEEZ TS,

10
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EE 10 IREIZH L, L SBENLSRDITE, LA RAA L MIBIT DIBERN RN TN D,

Attitudes toward placements in general : 7L A R X Mkt 5 —RRHI R BE

{7t 11a Ads (placements) have low (high) levels of both disguise and obtrusiveness; ads
(placements) identify (do not identify) brand sponsors; both ads and placements are paid for: Assuming
identical message content, an ad may produce lower affective outcomes than a placement.

@ 11b  The higher the attitude toward placements, the higher the affective outcomes toward the
placed brand.

i@ 11c  Consumers in all cultures / countries find placements for ethically charged products less
acceptable than those for ethically neutral products.

it 11d  American consumers are more accepting of placements than their counterparts in other
countries.
Involvement / Connectedness with program / Motivation to process brand information

{5t 12a  As a viewer's program involvement increases (decreases), cognitive outcomes such as
recall of (a) brands in ads decreases (increases) and of (b) brands in placements increases (decreases).

fiiii 12b  The higher the connectedness to a program, the higher the message outcomes for
placements embedded in the program.

fiZi% 13 Motivation to process brands for self-presentational purposes influences cognitive outcomes

(i.e., attention and processing) for brand placements.

S5 H%DTE FIOTE) &

MEOEREE AL !

FTALROARIL L 72> TV D ELAFF DI FE S ED L HIZER - MAEL 2O ETRD,
ZLTHEMEEZ D,

H
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