Reading Worksheet and Discussion 16 (Due: 11:59 p.m. on Monday, 8/5)

The following questions are based on the article: “Now starring brand X: Product placement as a local, global, and local branding communication tool.”

Product placements can act as visual and/or auditory reminders of the brand and, thus, serve as important explicit or incidental persuasive devices. 

1. Provide examples of the studies investigating general attitudes toward product placement (see Audience acceptability of product placement on p. 514-515). 

i. Research on audience attitude towards product placement that shown positive attitude US university students.
ii. Research conducted by Gould et al, (2000) that shown that there is fairly neutral or positive attitude towards placement of the products when the products are neutral and not unethical. 
















2. Provide examples of the studies examining the audience’s recognition or recall of a product placement (see Persuasion and effectiveness of product placements on p. 515-517).  


1. Research by Auty & Lewis, (200l); Cowley & Barron. (2008); Russell, (2002), that shown that audience members ‘explicit or implicit recognition or recall of the product depends on the audience and the nature of the placement itself. 
2. Research by Cowlett, (2004) which shown that the product placement needs to be subtle.
3. Research by Gupta and Lord, (1998) which shown that recognition is affected when the work is compared with another prominent product. 














3. Provide examples of the potential future research investigating that the origin of the brand can influence consumers’ perceptions of that product’s quality as well as the status or meaning ascribed to users of the brand (see Country of origin on p. 521-522). 

The consumer may either like or dislike the country of origin due to particular cultural context. For example, people from less developed counties have liked Mercedes and Gucci due to their liking on the country of origin. On other hand, the bad relationship with China and Japan can make Chinese people not to buy Japanese products, despite the quality. 



















4. Provide examples of the potential future research examining the ways that cultural values might help inform research or strategy for product placement (see Cultural values on p. 522-523). 

i. Individualism vs collectivism. 
ii. Horizontal versus vertical distinction. 
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