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The purpose of this study is twofold: (1) to test how the consumer's attitude toward product placements in a tele-
vision soap opera is affected by the use of different types of character: positive versus negative; and (2) to deter-
mine the circumstance in which a negative character can be appropriated in product placement. The conceptual
model proposes that the attitude toward product placement in general has a direct and indirect impact on the

attitude toward the placed product, while the (negative or positive) nature of the television characters
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interacting with the placed product works as a moderator. Experimental data test the model. The stimuli were
original product placements in a soap opera broadcast. Results from a structural equation model show that neg-
ative characters can be effective vehicles for product placement as long as viewers meet two conditions: they
manifest general acceptance of product placement and have a parasocial relationship with the character.

© 2016 Elsevier Inc. All rights reserved.

1. Introduction

Product placement - also known as brand placement, brand integra-
tion or in-program sponsoring (Marchand et al.,, 2015) - is a communi-
cation technique characterized by the subtle integration of brands,
products or concepts within audio visual content as paid messages
(Balasubramanian, 1994; Karrh, 1998). It has emerged as a viable alter-
native to traditional advertising (Chaudhuri & Holbrook, 2001) and is an
increasingly important tool in the communication strategy of brands
(Karniouchina et al., 2011; Wiles & Danielova, 2009). A reason for the
growth of product placement is the skepticism about traditional televi-
sion advertising (Fransen et al., 2015; Paco & Reis, 2012). Audiences are
more likely to counter-argue in response to advertising than to product
placement as they perceive the explicit persuasive intention of advertis-
ing (Balasubramanian et al., 2014). Therefore, informed consumers look
at advertising as a partial and less credible source of information and
tend to resist strong advertising pressure (Ries & Ries, 2002). Addition-
ally, marketers express concern about advertising clutter, the prolifera-
tion of television channels, and the availability of zapping mechanisms
to avoid advertising viewing (Kotler, 2005; Uribe, 2016). For these rea-
sons, investment in product placement has steadily increased and the
subject has received greater attention from the academic community
(van Reijmersdal et al., 2009). This interest is likely to continue as
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product placement is currently considered a hot topic in the field of
communication research (Taylor, 2013).

Product placement is also beneficial from the point of view of audio-
visual production because the inclusion of brands adds realism to fic-
tional action, helps identify the time period in which the action takes
place, and contributes to defining the character's role
(Balasubramanian et al., 2006). It also shows the viewers something
(e.g. brands) that they use in their daily lives (DeLorme & Reid, 1999)
thereby enhancing viewer involvement with the program
(Balasubramanian et al,, 2014). Finally, the interaction between charac-
ters and brands in fictional television programs or movies provides the
audience with clues about the character's personality and lifestyle
(Russell & Stern, 2006).

The relationship between brands and characters is seen in a range of
television programs. The regularity, duration and narrative features of
soap operas make them particularly suitable for creating this connection
between character and viewer; the story and characters are designed to
appeal to viewers' fantasies about an exciting life full of emotions so as
to boost the link with the viewer. This link benefits from the soap opera
structure as it encompasses an array of plots with intertwining stories
(Stern et al., 2007) and the viewer experiences a strong emotional re-
lease, personal gratuity, companionship, and escape from reality
(Stern et al., 2005). Similarly, viewers discover the characters' inter-
relationships (La Pastina, 2001) and develop strong and lasting bonds
with their favorite characters (Stern et al.,, 2007).

Different types of character are commonly portrayed in soap operas,
and they are frequently stereotyped and polarized: either positive or
negative, heroes or villains (Stern et al., 2007). One can expect asymme-
try in the way viewers relate to them since positive and negative events
evoke different patterns of psychological, affective, cognitive, and
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behavioral activity in consumers (Fazio et al., 2015). The lack of studies
on the impact of using different types of characters in product place-
ment situations may explain the fact that, in most cases, marketers
still prefer their brands to appear in positive storylines with positive
characters linked to them (Knoll et al., 2015; Redondo, 2012). This gap
in the literature is the main motivation for the current study, which
asks the following research questions: can negative characters be used
for successful product placement? In what circumstances can a negative
character be an appropriate product placement vehicle?

To respond to these questions, the paper presents an experimental
study that tests the use of product placement linked with different
types of soap opera characters. All characters use the same brand in
product placement situations with similar valence and prominence. In
order to investigate this topic, we define six hypotheses in the study
using the parasocial relationship as the mediator and type of character
as moderator.

The article makes the following contributions to the literature. First,
we further extend the use of the concept of the parasocial relationship -
a unilateral psychological connection between viewer and character or
media celebrity (Yuan et al., 2016) - by connecting it with the attitude
toward product placement in general, namely by analyzing the direct
and indirect effect on the attitude toward the placed product. Second,
we highlight the moderator effect of the type of character in the concep-
tual model. Third, we find that negative characters can also be used in
product placement as long as viewers meet two conditions: they mani-
fest general product placement acceptance and have a parasocial at-
tachment to the character.

This paper is structured as follows. The next section introduces
the main concepts, constructs, hypotheses, and proposed model.
Section 3 describes the methodology, measures, and variables.
Section 4 presents the results. Section 5 provides the discussion
and main conclusions.

2. Viewers, characters, and product placement
2.1. The effect of attitude toward product placement in general

Consumers generally accept product placement; this has been
shown in cross-cultural comparative studies (Gould et al., 2000) in
the USA and Germany (DeLorme et al., 2000), Austria and France
(Gould et al., 2000), Australia (Brennan et al., 2004), Singapore
(Karrh et al., 2001), and the USA, Finland and Italy (Sabour et al.,
2016). Overall, consumers seem to understand that product place-
ment is part of brand communication strategy; they do not consider
it either unethical or misleading and accept its incorporation in the
fictional world (Sung et al., 2009). Even more skeptical segments of
the population in relation to advertising such as adolescents tend
to perceive product placement as a natural part of their daily lives
(Mangleburg & Bristol, 1998).

Despite this general acceptance, some researchers question the
ethics of product placement because no explicit reference is made to
the presence of brands in the audiovisual content. Some viewers may
consider that product placement invades their privacy and denies
them the ability to choose and the right to be informed (Nebenzahl &
Jaffe, 1998). These ethical and deontological concerns are particularly
relevant in the case of sensitive products like tobacco that cannot legally
use traditional advertising (Gould et al., 2000). These concerns are also
important to brands because consumers' attitudes and beliefs about
product placement are linked to subsequent intentions of product
usage (Friestad & Wright, 1994; Morton & Friedman, 2002). In fact, it
is recognized that the attitude toward product placement in general is
an important antecedent to consumer attitudes toward brands used in
product placement (Balasubramanian et al., 2006); and positive atti-
tudes toward product placement are usually connected with a positive
attitude toward the placed products (Eisend, 2009; Gupta & Gould,
1997).

For these reasons, our first hypothesis is:

H1. The attitude toward product placement in general positively in-
fluences the consumer's attitude toward the placed product.

2.2. Parasocial relationship - fictional character as a close friend

People are fascinated by the world of fictional characters and of ce-
lebrities portrayed in the mass media. According to transportation the-
ory, they can be transported into a fictional narrative world which
impacts their beliefs (Green & Brock, 2000). As a result and regardless
of the media used, viewers often care about the characters and their in-
volvement in the story; this is an example of the so-called paradox of
fiction (Livingston & Mele, 1997); they become absorbed by the fictional
story and interact virtually with fictional characters as if they were real
people (Russell & Stern, 2005). In particular, televised fictional pro-
grams like soap operas give the audience the feeling they are closely fol-
lowing everything that happens in the daily life of the fictional
characters. Soap opera audiences often immerse themselves in exciting
narrative worlds; they tend to perceive fictional stories and characters
as realistic situations and persons and fill in eventual perceptual gaps
with reliable assumptions based on their real-world experience (Levin
& Simons, 2000).

In some cases, viewers want to be like the character (identifica-
tion) and tend to experience what happens to the character as if it
had happened to them (Cohen et al., 2006); in other situations
viewers keep their self-identity and relate to fictional characters as
though they were acquaintances or even friends, in a parasocial
way (Cohen, 2001). A parasocial attachment is one-sided, mediated
by media, and not a reciprocal relationship. It happens when the
viewer has the illusion of a face-to-face relationship with a fictional
character or a celebrity (real person) and therefore feels part of a
close, intimate relationship (Horton & Wohl, 1956; Stephens et al.,
1996).

The repetition of parasocial interactions allows the viewer to ac-
cumulate knowledge about the characters and make a mental repre-
sentation of their parasocial relationship (Klimmt et al., 2006).
While parasocial connections can undoubtedly occur in isolated sit-
uations (e.g. a movie), this kind of relationship is more likely to de-
velop when the viewer sees a character over a long period of time
(Balasubramanian et al., 2014).

The parasocial relationship applies both to fictional characters and
real celebrities. People can connect strongly to a celebrity (real person),
follow her/his career closely and join fan clubs; but may also react
strongly against negative celebrity behaviors by making no parasocial
link or rapidly withdrawing from it, distinguishing between reality
and fiction (Schemer et al., 2008; Zhou & Whitla, 2013). In contrast, it
is easier for the audience to accept fictional characters with dubious
moral principles, because there are no real-life consequences attached
(Konijn & Hoorn, 2005). For instance, in the TV show ‘Dexter’ the pro-
tagonist depicts a character who is loyal to his beloved and friends but
at the same time is a serial killer. Viewer's parasocial relationship may
be plausible, because his vicious behavior belongs to the world of fiction.
However, the same behavior by a celebrity would be totally unaccept-
able and would not result in any parasocial relationship (Knoll et al.,
2015).

According to the balance theory, people tend to seek balance, order
and harmony in their lives; in the absence of equilibrium, they change
their attitudes and/or behavior in order to restore balance (Dalakas &
Levin, 2005). Hence, if a viewer has a parasocial connection with a fic-
tional character, and realizes that this character uses or likes a product
that he dislikes, it creates a state of imbalance and produces tension
for change (Woodside & Chebat, 2001); and they will tend to adjust
their attitude toward the placed product in order to achieve psycholog-
ical balance (Russell & Stern, 2006).
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For the above reasons, we hypothesize that:

H2. The parasocial relationship positively influences the consumer's
attitude toward the placed product.

2.3. General beliefs about product placement and parasocial relationship

The overall attitude toward product placement is a general belief
that is embedded in the role of communication in society (general
level). It comes beforehand and determines the specific context of inter-
action of characters in the context of a soap opera (specific level).! Based
on the theory of planned behavior, normative beliefs are prior to subjec-
tive norms and “concerned with the likelihood that important referent
individuals or groups approve or disapprove of performing a given be-
havior” (Ajzen, 1991, p. 191). Within the context of television consump-
tion, normative social norms toward a particular behavior (e.g., product
placement approval) might work as a motivator or constrainer of acting
upon one's attitudes (e.g., toward characters involved in that product
placement) (Noguti & Russell, 2015).

According to uncertainty reduction theory, people tend to establish
active, interactive or passive strategies to reduce uncertainty in their re-
lationship with others (Rubin et al,, 2001). In terms of parasocial inter-
action, this reduced uncertainty creates conditions of attraction and
results in a stronger bond between the viewer and media character
(Rubin & McHugh, 1987). On the other hand, previous research indi-
cates that viewers are more likely to develop a parasocial relationship
with characters that share their attributes and beliefs (Schiappa et al.,
2007). Hence, homophily (real similarity) between viewer and charac-
ter is a predictor of a parasocial relationship (Eyal & Rubin, 2003;
Turner, 1993).

This sharing of beliefs (e.g., viewers' acceptance of product place-
ment and a character using a brand inside media content) is the basis
for our third hypothesis:

H3. The attitude toward product placement in general positively in-
fluences the parasocial relationship.

24. Positive-negative asymmetry

Positive-negative asymmetry occurs whenever there are different
effects in the presence of positive or negative events in fields of
human interaction (Baumeister et al., 2001; Redondo, 2012). These
events can range from negative to positive valence and assume different
forms such as “appetitive or aversive, hostile or hospitable, threatening
or nurturing, pleasant or unpleasant. As a response to these stimuli, the
behavioral response can be approach or withdraw, advancement or re-
treat, movement toward or away, attack or avoidance, nurturance or de-
fense, acceptance or rejection” (Cacioppo et al., 2012, p. 43). Therefore,
organizations and brand managers tend to use celebrities associated
with positive values as spokespersons in the belief that these positive
values will transfer to the brand (Schemer et al., 2008). Inversely, peo-
ple tend to react strongly when a celebrity's behavior reveals a negative
trait, and this can negatively affect the image of any brand the celebrity
represents (Till & Shimp, 1998; Zhou & Whitla, 2013). Moreover, this
negative information about celebrities is usually amplified by media,
and has a dramatic public impact (Zhou & Whitla, 2013). Nonetheless,
the negative behavior of fictional characters in movies or television pro-
grams might not receive the same negative assessment, and viewers
sometimes bond with unpleasant characters. Hugh Laurie's appeal as
‘Dr. House’ is an example of audience attraction to an unpleasant char-
acter (Pickett, 2012) and shows that a parasocial process between con-
sumers and characters can occur regardless of their positive or negative

1 We would like to thank an anonymous reviewer for raising the issue on the relation-
ship between these two constructs; this allowed us to improve the theoretical support un-
derlying the conceptual model of this study.

valence. Viewers of a soap opera form their opinion and categorize the
characters based on the observation of their behavior. After processing
this information, they choose between two categories related to the
character's behavior (honest vs. dishonest, good vs. bad, positive vs.
negative) (Lupfer et al., 2000). In our study, characters are defined in a
stereotypical manner, which facilitates their classification into positive
or negative personality traits throughout the soap opera.

Previous research has shown that in isolated situations (e.g., a
movie), characters that viewers perceive to be negative do not lead to
positive parasocial interaction. For example, Schemer et al. (2008) and
Knoll et al. (2015) manipulated the attitude toward the characters, de-
scribing them as bad guys before respondents watched the communica-
tional stimuli. It appears that viewers need many episodes (e.g., of a
soap opera) to establish a sense of familiarity and intimacy with charac-
ters before they develop a parasocial relationship with them (Myers
etal., 2014; Russell & Stern, 2006); when this happens, viewers may en-
gage in a parasocial relationship regardless of the characters’ valence
(Cohen, 2004), or may even prefer negative characters in the case of
strong viewer involvement (Konijn & Hoorn, 2005).? The type of charac-
ter is added to the conceptual model as a qualitative moderator (Baron
& Kenny, 1986). This dichotomous positive-negative asymmetry has
been used in many studies as moderating the effect of the independent
variables' influence on the dependent variable (Blanz et al., 1997;
Nicolao et al., 2009). Thus, the sample is divided into two sub-groups
representing the two levels of the variable (positive vs. negative) and
the main model examined in each sub-group. In this moderated media-
tion, we expect to find change in the mediation pattern as a function of
the moderation by type of character (Edwards & Lambert, 2007). This
dichotomy does not necessarily translate into a positive impact of posi-
tive characters and negative impact of negative characters. When the
consumer establishes relationships and interacts with a negative char-
acter, he/she recognizes some attractive and rewarding elements that
transform the valence of the stimulus. Therefore, a positive effect is ex-
pected, regardless of the type of character (Hsee et al., 2015). This idea is
consistent with previous research, which has shown that both negative
and positive stimuli have a positive impact on memory (Chipchase &
Chapman, 2013) and therefore our expectation is that the moderation
of type of character maintains the direction of causal effects among
the variables of the conceptual model. Hence, different types of charac-
ters might be expected to influence the way in which the parasocial re-
lationship and attitude toward product placement in general affect the
consumer’s attitudes toward a placed product; that is, the type of char-
acter has a moderator effect in the model. Thus, we build on the earlier
hypotheses and test three additional hypotheses that now include the
moderator effect of type of character:

H4. The type of character (positive or negative) moderates the rela-
tionship between attitude toward product placement in general and the
consumer's attitude toward the placed product.

H5. The type of character (positive or negative) moderates the rela-
tionship between attitude toward product placement in general and the
parasocial relationship.

H6. The type of character (positive or negative) moderates the rela-
tionship between the parasocial relationship and the consumer's atti-
tude toward the placed product.

The conceptual model is given in Fig. 1. It shows the direct and indi-
rect effects of the attitude toward product placement in general on the
consumer's attitude toward the placed product, the mediator effect of
the parasocial relationship and the moderator effect of the type of
character.

2 Konijn & Hoorn (2005) use the term “involvement” as a broader concept that includes
identification, empathy, and parasocial relationship.
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Fig. 1. Conceptual model.

3. Methodology
3.1. Study design

The study sets out an experimental design to test the model. The
stimuli used in this test were original product placement clips included
in a soap opera broadcast in prime time free-to-air television. All situa-
tions of product placement showed a positive relationship between the
character and the brand. The setting was a prime time television soap
opera in which four characters (two negative and two positive) used
the same brand (Ambre Solaire sun protector by Garnier) in different
product placements.

To ensure internal validity, a preliminary qualitative study was con-
ducted that consisted of six individual in-depth interviews with profes-
sional experts in product placement. The participants watched four
video segments during the interviews in order to determine the similar-
ity of scenes in terms of the prominence and length of brand exposure,
and the scene's outcome and emotions. In the interview script, we used
the dimensions of the scales of Scene's Outcome (Brewer & Ohtsuka,
1988) and Arousal and Emotions (Feldman, 1995).2 The study conclud-
ed that all scenes are similar in terms of brand prominence and plot in-
tegration. The four different stimuli were also similar in terms of
arousal, emotional environment (Feldman, 1995) and scene outcome
(Brewer & Ohtsuka, 1988). Therefore, the characters were the most ev-
ident source of differences between the scenes used as communication-
al stimuli.

3.2. Subjects

The study was conducted online using a professional web-based
company to survey and collect the data. The sample comprises 309 indi-
viduals living in Portugal (Female: 58.3%/Male: 41.7%) aged from 18 to
56 years, generally coinciding with the audience of television soap
opera viewers (Female: 63.6%/Male: 36.4%) and consumers of the prod-
uct category (sun protectors) used in this study (Female: 53.9%/Male:
46.1%). In terms of age groups, 91.5% of respondents are aged between
18 and 44 years old and 97.5% between 18 and 54. These values are con-
sistent with the profile of the internet user in Portugal (80.4% in the

3 The script of our qualitative interviews included the adaptation of two scales to mea-
sure Scene's Outcome and Arousal and Emotions. Scene's Outcome Scale, adapted from
Brewer and Ohtsuka (1988), was used to assess the viewing outcome on the following di-
mensions: liking, interested, outcome satisfaction, completeness, arrangement, and empa-
thy. The Arousal and Emotions Scale, adapted from Feldman (1995), was used to measure
the feelings or emotions felt after watching each scene, using the following opposite poles:
tense - calm, nervous - relaxed, stressed - serene, upset - contented, sad - happy, de-
pressed - elated, bored - excited, and fatigued - alert.

group 15-44 years old and 92.3% 15-54 years). The 18-54 year age
group is predominant in the sample and corresponds to age groups
with the highest solar protection consumption. Overall, the sample rep-
resents the population aged from 15 to 54 years old across the different
regions of Portugal.

3.3. Research instrument

The stimuli were four video segments from the prime time soap
opera ‘Floribella’ aired on SIC (one of the leading free-to-air television
channels). They showed four characters interacting with the product
(sun protector) in four different scenes (see Fig. 2). The video segments
(average length: 2 min 22 s) were uploaded on YouTube and each one
served as a different stimulus for each sub-sample.

Each participant watched only one video segment on YouTube be-
fore answering the questionnaire, which contains the variables present
in our conceptual model.

3.4. Measures and variables

3.4.1. Constructs

The attitude toward product placement in general was assessed
using a five-point Likert scale (ranging from strongly disagree to strong-
ly agree) with four items (adapted from Morton and Friedman (2002)).
A confirmatory factor analysis (for ordinal variables) showed a good fit
(x*(2) = 6.805, p<0.05; CFI = 0.993; SRMR = 0.002), according to con-
ventional cutoff criteria for fit indexes (Hu & Bentler, 1999).

In order to study the mediating construct parasocial relationship be-
tween consumer and character, a five-point Likert scale was used (rang-
ing from strongly disagree to strongly agree) with four items adapted
from Russell and Stern (2006). A confirmatory factor analysis (for ordi-
nal variables) showed a good fit ()*(2) = 12.909, p < 0.05; CFI = 0.989;
SRMR = 0.002).

The dependent construct of consumer's attitude toward the placed
product assesses the predisposition to respond favorably or unfavorably
to a determined stimulus of communication during a specific exposure
(MacKenzie & Lutz, 1989). The scale measuring this construct includes
three items used in earlier studies (Cline et al., 2003; MacKenzie &
Lutz, 1989; Russell & Stern, 2006). A confirmatory factor analysis (for or-
dinal variables) performed showed an excellent fit (}%(1) = 0.129,
p>0.05; CFI = 0.999; SRMR = 0.021).

Cronbach's alpha, composite reliability (CR), and average variance
extracted (AVE) were computed to measure the reliability and validity
of the constructs. Appendix A provides these indicators and the items
included in the scales. CR and AVE were evaluated as described by
Fornell and Larcker (1981). A good consistency, acceptable consistency,
and weaker consistency is reached for a Cronbach's alpha greater than
0.80, between 0.60 and 0.80, and below 0.6, respectively (Hair et al.,
2009). All constructs have a high consistency. CR and AVE values are
well above 0.5 and therefore good for all constructs. This shows the in-
ternal consistency among multiple indicators of each variable, and dem-
onstrates that in fact they measure the same construct and substantially
explain their respective latent variables (Appendix A). Following a con-
firmatory factor model of these constructs, the correlation between
these constructs is: 0.217 between attitude toward product placement
in general and consumer's attitude toward the placed product; 0.360
between attitude toward product placement in general and consumer's
parasocial relationship with the character; and 0.326 between con-
sumer's parasocial relationship with the character and consumer's atti-
tude toward the placed product. The null hypothesis that correlation
between the constructs is one (no discriminant validation) is tested by
the Wald's test of parameter constraints. We reject the null hypothesis
for these three correlations (p < 0.001). Thus, the discriminant validity
is ensured given that the overlap of constructs is small (correlation
values far below 1).
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brand

B

Example of negative characters using the
brand

Fig. 2. Snapshots of product placement scenes.

3.4.2. Observed variables

Type of character - The study uses four product placement scenes
with positive or negative characters. This classification by type of char-
acter was confirmed with a semantic differential scale and validated
previously (Russell & Stern, 2006), with three items (bad/good charac-
ter; dislike/like the character; unpleasant/pleasant character). This
allowed us to sort data into mutually exclusive categories (positive ver-
sus negative) and to operationalize the moderator effect.

3.5. Statistical methods

Structural equation modeling is chosen due to the need to make a
comprehensive investigation of the effects of constructs in their multi-
ple layers via direct and indirect paths of influence (Baumgartner &
Homburg, 1996). The research was conducted in the two following
phases. Model 1 is a structural equation model (SEM for ordinal vari-
ables) that studies the relationship between key constructs. The three
constructs are measured by adapting previously developed and tested
scales. Model 2 extends the previous model by adding the moderator ef-
fect of type of character to the model, that is, it studies the impact of pos-
itive or negative characters on the relationship between predictor
variables and the dependent variable. Direct and indirect effects are
computed taking the moderator effect into account. All models are esti-
mated using the statistical package MPlus 6.0.

4. Results

First, structural equation models test the direct effect of attitude to-
ward product placement in general on the dependent variable con-
sumer's attitude toward the placed product, as well as the indirect
effect through the mediation of the parasocial relationship. The fit of
the structural equation model is checked using the chi-square test. As

Table 1
Results for the structural equation model.

it is sample size sensitive, the following fit indices were also applied
(Lages et al., 2005): Comparative Fit Index (CFI) and Standardized
Root Mean Residual (SRMR). The chi-square test for this model is signif-
icant (x? (41) = 66.551, p < 0.05). CFl is 0.990, well above the threshold
of 0.95; SRMR is 0.004, below the threshold of 0.08 to be considered a
good fit (Hu & Bentler, 1999). All of these relationships present signifi-
cant results that support H1, H2, and H3 (Table 1).

Second, we add the moderator effect, splitting by type of character,
either negative or positive (x> (227) = 449.675, p < 0.05; CFl =
0.878; SRMR = 0.019). The results in Table 2 show the impact of this
variable in the model: whereas all relations are significant for the
group of positive characters, the relation between attitude toward prod-
uct placement in general and parasocial relationship is not significant
for negative characters.

In order to further study the moderator effect of the type of character
on the mediation, we also estimated the total and direct effects of atti-
tude toward product placement in general on the consumer's attitude
toward the placed product, as well as the total and specific indirect ef-
fects through the parasocial relationship. Results in Table 3 are consis-
tent with those in Table 2 and show that all relationships are
significant for the group of positive characters, supporting H4, H5 and
H6. For the group of negative characters, the direct effect of the
parasocial relationship and attitude toward product placement on the
consumer's attitude toward the placed product is significant, confirming
H4 and H5. The effect of the attitude toward product placement in gen-
eral on the parasocial relationship is not significant and therefore H6 is
not supported for this type of characters.

5. Discussion and conclusion
The moderator role of the type of character (positive or negative) is

the key finding of this study. In particular, we investigate whether neg-
ative characters can be used in product placement.

Hypotheses Estimate (standardized) Standard Error p-value
H1 Attitude toward ppl in general — Attitude toward the placed product 0.303 0.054 0.000
H2 Parasocial relationship — Attitude toward the placed product 0.260 0.054 0.000
H3 Attitude toward ppl in general — Parasocial relationship 0.217 0.057 0.000

Note: ppl = product placement.

(2016), http://dx.doi.org/10.1016/.jbusres.2016.10.010
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Table 2

Results for structural equation model with moderator effects.
Hypotheses Estimate (standardized) Standard error p-Value
Group A (positive characters)
H4 Attitude toward ppl in general — Attitude toward the placed product 0.363 0.071 0.000
H5 Parasocial relationship — Attitude toward the placed product 0.253 0.076 0.001
H6 Attitude toward ppl in general — Parasocial relationship 0.331 0.087 0.000
Group B (negative characters)
H4 Attitude toward ppl in general — Attitude toward the placed product 0.245 0.092 0.005
H5 Parasocial relationship — Attitude toward the placed product 0.246 0.083 0.003
H6 Attitude toward ppl in general — Parasocial relationship 0.122 0.080 0.129 (n.s.)

Note: ppl = product placement.

We argue that audiences distinguish between fiction and reality, and
they might react differently to celebrities and fictional characters. Audi-
ences tend to develop a negative attitude when celebrities are associat-
ed with negative traits (Schemer et al., 2008). Or they may not establish
parasocial interaction with an unknown fictional character they initially
perceive as negative (Knoll et al., 2015). But in regular fictional pro-
grams like soap operas, our study shows that a parasocial relationship
can be developed between consumers and negative leading characters.
In this case, and provided that the consumers generally accept product
placement as a communication technique, negative characters can be
used by marketers as a product placement vehicle. This approach to
product placement has not previously been mentioned in the literature
(van Reijmersdal et al., 2009).

This paper develops a theoretical framework that improves our
understanding of the importance of two predictors of the attitude to-
ward the placed products: parasocial relationship and attitude to-
ward product placement in general. Although previous research
had already investigated the role of the consumer's parasocial rela-
tionship (Russell & Stern, 2006), this study offers new insights. In ad-
dition to the direct effect of a parasocial relationship between
consumer and character on attitude toward the placed product, our
study finds that the relationship between attitude toward product
placement in general and attitude toward the placed product has a
significant mediator role (indirect effect). Additionally, we find that
this mediation depends on the moderator effect of the type of char-
acter. Specifically, the study reveals that for negative characters,
the parasocial relationship and attitude toward product placement
in general has a direct and statistically significant effect on con-
sumers' attitudes toward the placed product. In contrast, for positive
characters both direct and indirect effects of attitude toward product

Table 3
Mediation effects.

Standard
Estimate error

Effects of Attitude toward product placement on

Attitude toward the placed product p-Value

Group A (positive characters)

Total effect

Specific indirect effect

Attitude toward ppl in general — Parasocial
relationship — Attitude toward the placed
product

Direct effect

Attitude toward ppl in general — Attitude toward
the placed product

0517 0.092 0.000

0.097 0.042 0.022

0.420 0.092 0.000

Group B (negative characters)

Total effect

Specific indirect effect

Attitude toward ppl in general — Parasocial 0.032 0.024 0.188
relationship — Attitude toward the placed (n.s.)
product

Direct effect

Attitude toward ppl in general — Attitude toward
the placed product

0.296 0.106 0.005

0.264 0.105 0.012

Note: ppl = product placement

placement in general on attitude toward the placed product are
found to be statistically significant as well as the effect of attitude to-
ward product placement in general on consumers' attitudes toward
the placed product. The moderation (by type of character) therefore
reveals a positive-negative asymmetry; this is consistent with stud-
ies in the field of psychology in which negative and positive stimuli
have different salience, potency and dominance (Eby et al., 2010;
Rozin & Royzman, 2001). These findings make a contribution to the
literature and have relevant managerial implications. They extend
our understanding about product placement by revealing that nega-
tive characters can be appropriate as product placement vehicles
where there is a positive attitude toward product placement and a
strong parasocial relationship. This can change the way marketers
consider opportunities for product placement as they have previous-
ly used positive characters almost exclusively (Hsee et al., 2015). The
findings also inform audiovisual content producers (e.g., television
channels) of the opportunity to expand their communication supply
by incorporating this variable into their commercial offer.

Despite the promising outlook of the study, we note some practical
difficulties. Decisions on product placement are often made before the
regular broadcasting of the program starts so it is difficult to predict
its success or failure in the media world (Bressoud, 2007). Therefore,
the inclusion of the parasocial relationship in the commercial supply, es-
pecially through the use of negative characters, implies a relationship of
great trust among all players: advertisers, agencies, producers, screen-
writers, and content providers.

Some other limitations are also acknowledged. Previous research
showed that product placement as well as other communication tech-
niques increase spontaneous brand recall among consumers (Uribe,
2016). The experimental setting used video segments, which do not
replicate real life situations precisely and probably lead to greater recall
than would result from watching the full program. However, we believe
that this aspect is mitigated in the study because participants watched
the program at least once a week, and so this new screening could
help the recall of product placement (Auty & Lewis, 2004; Etienne
et al,, 2010). As our study does not focus on recall, we do not believe it
represents a problem for the internal validity of the study. On the
other hand, the sample used in our research included only internet
users. We recognize this limitation but believe the advantages of this
type of research, namely the widespread geographical sampling and
the use of individuals outside the academic environment, represent an
acceptable trade-off. Finally, all characters used in this study were high-
ly stereotyped; this is typical of soap operas with bad guys tending to be
dangerous villains and good guys very often fantastic heroes (Stern
et al., 2007). Nonetheless, future research can include more complex
traits in order to capture the multiple facets of a character (Bodkin
et al., 2009) and also focus on explaining why a parasocial relationship
is more likely to be developed with certain characters. Replicating this
study with celebrities would allow the differences vis-a-vis fictional
characters to be evaluated. Future research could draw on the main con-
clusions of this study by extending the model to other types of products
and programs thus shedding light on its implications for product place-
ment in other contexts.

(2016), http://dx.doi.org/10.1016/j.jbusres.2016.10.010
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Appendix A. Operationalization and validity of constructs

Cronbach's  Composite Average Variance
Constructs Items alpha Reliability (CR)  Extracted (AVE)
Consumer's attitude toward the placed This is good way to present the brand.
product® I liked the way the brand appeared in the program 0.919 0.921 0.796
The way the brand appeared in the program was pleasant.
Consumer's parasocial relationship with I think (the character) is like an old friend.
the character” (The character) makes me feel comfortable, as if | am with friends.
(The character) seems to understand the things I want to know. 0.902 0.907 0.713
I find (the character) attractive.
Attitude toward product placement in ~ When a character that I like uses a product in a TV program, [ am more
general® likely to remember the product.
I have looked for a product in the store after seeing it in a TV program. 0.874 0.876 0.718

[ have started using a brand after seeing it in a TV program.

I wanted to try a brand after seeing it in a TV program.

¢ Adapted from MacKenzie and Lutz (1989).
b Adapted from Russell and Stern (2006).
¢ Adapted from Morton and Friedman (2002).

References

Ajzen, 1. (1991). The theory of planned behavior. Organ. Behav. Hum. Decis. Process., 50(2),
179-211.

Auty, S., & Lewis, C. (2004). Exploring children's choice: The reminder effect of product
placement. Psychol. Mark., 21(9), 697-713.

Balasubramanian, S. K. (1994). Beyond advertising and publicity: Hybrid messages and
public policy issues. J. Advert., 23(4), 29-46.

Balasubramanian, S. K., Karrh, J. A., & Patwardhan, H. (2006). Audience response to prod-
uct placements: An integrative framework and future research agenda. J. Advert.,
35(3), 115-142.

Balasubramanian, S. K., Patwardhan, H., Pillai, D., & Coker, K. K. (2014). Modeling at-
titude constructs in movie product placements. J. Prod. Brand. Manag., 23(7),
516-531.

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in social
psychological research: Conceptual, strategic, and statistical considerations. J. Pers.
Soc. Psychol., 51(6), 1173-1182.

Baumeister, R. F., Bratslavsky, E., Finkenauer, C., & Vohs, K. D. (2001). Bad is stronger than
good. Rev. Gen. Psychol., 5(4), 323-370.

Baumgartner, H., & Homburg, C. (1996). Applications of structural equation modeling in
marketing and consumer research: A review. Int. J. Res. Mark., 13(2), 139-161.

Blanz, M., Mummendey, A., & Otten, S. (1997). Normative evaluations and frequency ex-
pectations regarding positive versus negative outcome allocations between groups.
Eur. J. Soc. Psychol., 27(2), 165-176.

Bodkin, C. D., Amato, C., & Peters, C. (2009). The role of conflict, culture, and myth in cre-
ating attitudinal commitment. J. Bus. Res., 62(10), 1013-1019.

Brennan, S., Rosenberger-III, P. ]., & Hementera, V. (2004). Product placements in movies:
An Australian consumer perspective on their ethicality and acceptability. Mark. Bull.,
15(1), 1-16.

Bressoud, E. (2007). Identification des variables produits et attitudinales explicatives des
ventes: Proposition d'un cadre conceptuel appliqué aux jeux vidéo. Paper presented at
the 6th International Congres Marketing Trends Paris, 26-27 January.

Brewer, W. F., & Ohtsuka, K. (1988). Story structure, characterization, just world organiza-
tion, and reader affect in American and Hungarian short stories. Poetics, 17(4-5),
395-415.

Cacioppo, J. T., Berntson, G. G., Norris, C. J., & Gollan, J. K. (2012). The evaluative space
model. In P. V. Lange, A. Kruglanski, & E. T. Higgins (Eds.), Handbook of theories of so-
cial psychology. Vol. 1. (pp. 50-73). London: SAGE Press.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand
affect to brand performance: The role of brand loyalty. J. Mark., 65(2), 81-93.

Chipchase, S. Y., & Chapman, P. (2013). Trade-offs in visual attention and the enhance-
ment of memory specificity for positive and negative emotional stimuli. Q. J. Exp.
Psychol., 66(2), 277-298.

Cline, T., Altsech, M. B., & Kellaris, J. J. (2003). When does humor enhance or inhibit ad re-
sponses? J. Advert., 32(3), 31-45.

Cohen, J. (2001). Defining identification: A theoretical look at the identification of audi-
ences with media characters. Mass Communication and Society, 4(3), 245-264.

Cohen, J. (2004). Parasocial break-up from favorite television characters: The role of at-
tachment styles and relationship intensity. J. Soc. Pers. Relat., 21(2), 187-202.

Cohen, ]., Bryant, J., & Vorderer, P. (2006). Audience identification with media characters.
InJ. Bryant, & P. Vorderer (Eds.), Psychology of entertainment (pp. 183-197). Mahwabh,
NJ: Lawrence Erlbaum.

Dalakas, V., & Levin, A. M. (2005). The balance theory domino: How sponsorships may
elicit negative consumer attitudes. Adv. Consum. Res., 32(1), 91-97.

DeLorme, D. E., Mennicken, C., & Aleff, H. -J. (2000). A cross-cultural comparison of con-
sumers' perceptions and evaluations of brand placement in motion pictures. Conference
Proceedings: Paper presented at the American Marketing Association.

DeLorme, D. E., & Reid, L. N. (1999). Moviegoers' experiences and interpretations of
brands in films revisited. J. Advert., 28(2), 71-95.

Eby, L. T., Butts, M. M., Durley, ], & Ragins, B. R. (2010). Are bad experiences stronger than
good ones in mentoring relationships? Evidence from the protégé and mentor per-
spective. J. Vocat. Behav., 77(1), 81-92.

Edwards, J. R, & Lambert, L. S. (2007). Methods for integrating moderation and media-
tion: A general analytical framework using moderated path analysis. Psychol.
Methods, 12(1), 1-22.

Eisend, M. (2009). A cross-cultural generalizability study of consumers' acceptance of
product placements in movies. J. Curr. Issues Res. Advert., 31(1), 15-25.

Etienne, B, Lehu, . -M., & Russell, C. A. (2010). The product well placed: The relative im-
pact of placement and audience characteristics on placement recall. J. Advert. Res.,
50(4), 374-385.

Eyal, K., & Rubin, A. M. (2003). Viewer aggression and homophily, identification, and
parasocial relationships with television characters. J. Broadcast. Electron. Media,
47(1), 77-98.

Fazio, R. H,, Pietri, E. S., Rocklage, M. D., & Shook, N. J. (2015). Positive versus negative va-
lence: Asymmetries in attitude formation and generalization as fundamental individ-
ual differences. In M. O. James, & P. Z. Mark (Eds.), Advances in Experimental Social
Psychology. 51. (pp. 97-146). Academic Press.

Feldman, L. A. (1995). Valence focus and arousal focus: Individual differences in the struc-
ture of affective experience. J. Pers. Soc. Psychol., 69(1), 153-166.

Fornell, C,, & Larcker, D. F. (1981). Evaluating structural equation models with unobserv-
able variables and measurement error. J. Mark. Res., 18(February), 39-50.

Fransen, M. L., Smit, E. G., Verlegh, P. W., & Kirmani, A. (2015). A typology of consumer
strategies for resisting advertising, and a review of mechanisms for countering
them. Int. J. Advert., 34(1), 6-16.

Friestad, M., & Wright, P. (1994). The persuasion knowledge model: How people cope
with persuasion attempts. J. Consum. Res., 21(1), 1-31.

Gould, S.]., Gupta, P. B., & Grabner-Krauter, S. (2000). Product placements in movies:
A cross-cultural analysis of Austrian, French and American consumers' attitudes
towards this emerging, international promotional medium. J. Advert., 29(4),
41-58.

Green, M. C, & Brock, T. C. (2000). The role of transportation in the persuasiveness of pub-
lic narratives. J. Pers. Soc. Psychol., 79(5), 701-721.

Gupta, P. B,, & Gould, S. J. (1997). Consumers' perceptions of the ethics and acceptability
of product placement in movies: Product category and individual differences. J. Curr.
Issues Res. Advert., 19(1), 37-50.

Hair, J., Black, B., Babin, B., & Anderson, R. (2009). Multivariate Data Analysis. Upper Saddle
River, NJ: Pearson Prentice Hall.

Horton, D., & Wohl, R. R. (1956). Mass communication and para-social interaction.
Psychiatry, 19(3), 215-229.

Hsee, C. K, Yang, Y., & Ruan, B. (2015). The mere-reaction effect: Even nonpositive and
noninformative reactions can reinforce actions. J. Consum. Res., 42(3), 420-434.

Hu, L. -t., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure
analysis: Conventional criteria versus new alternatives. Struct. Equ. Model.
Multidiscip. J., 6(1), 1-55.

(2016), http://dx.doi.org/10.1016/.jbusres.2016.10.010

Please cite this article as: Dias, J.A., et al., Can negative characters in soap operas be positive for product placement?, Journal of Business Research



http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0005
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0005
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0010
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0010
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0015
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0015
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0020
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0020
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0020
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0025
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0025
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0025
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf1000
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf1000
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf1000
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0030
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0030
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0035
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0035
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0040
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0040
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0040
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0045
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0045
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0050
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0050
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0050
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0055
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0055
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0055
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0060
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0060
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0060
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0065
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0065
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0065
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0070
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0070
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0075
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0075
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0075
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0080
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0080
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0085
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0085
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0090
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0090
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0095
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0095
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0095
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0100
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0100
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0105
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0105
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0105
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0110
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0110
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0115
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0115
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0115
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0120
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0120
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0120
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0125
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0125
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0130
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0130
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0130
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0135
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0135
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0135
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0140
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0140
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0140
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0140
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0145
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0145
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0150
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0150
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0155
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0155
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0155
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0160
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0160
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0165
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0165
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0165
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0165
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0170
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0170
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0175
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0175
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0175
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0180
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0180
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0185
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0185
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0190
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0190
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0195
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0195
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0195
http://dx.doi.org/10.1016/j.jbusres.2016.10.010

8 JA. Dias et al. / Journal of Business Research xxx (2016) xxx-xxx

Karniouchina, E. V., Uslay, C., & Erenburg, G. (2011). Do marketing media have life cycles?
The case of product placement in movies. J. Mark., 75(3), 27-48.

Karrh, J. A. (1998). Brand placement: A review. J. Curr. Issues Res. Advert., 20(2), 31-49.

Karrh, J. A, Firth, K., & Callison, C. (2001). Audience attitudes towards brand (product)
placement: Singapore and United States. Int. J. Advert., 20(1), 3-24.

Klimmt, C,, Hartmann, T., & Schramm, H. (2006). Parasocial interactions and relationships.
In]. Bryant, & P. Vorderer (Eds.), Psychology of entertainment (pp. 291-313). Mahwah,
NJ: Erlbaum.

Knoll, J., Schramm, H., Schallhorn, C., & Wynistorf, S. (2015). Good guy vs. bad guy: The
influence of parasocial interactions with media characters on brand placement ef-
fects. Int. J. Advert., 34(5), 720-743.

Konijn, E. A, & Hoorn, J. F. (2005). Some like it bad: Testing a model for perceiving and
experiencing fictional characters. Z. Med. Psychol., 7(2), 107-144.

Kotler, P. (2005). According to Kotler: The World's foremost authority on marketing answers
your questions. New York: Amacon.

La Pastina, A. C. (2001). Product placement in Brazilian prime time television. J. Broadcast.
Electron. Media, 45(4), 541-557.

Lages, C., Lages, C. R, & Lages, L. F. (2005). The RELQUAL scale: A measure of relationship
quality in export market ventures. J. Bus. Res., 58(8), 1040-1048.

Levin, D. T., & Simons, D. J. (2000). Perceiving stability in a changing world: Combining
shots and intergrating views in motion pictures and the real world. Z. Med. Psychol.,
2(4), 357-380.

Livingston, P., & Mele, A. (1997). Evaluating emotional responses to fiction. In M. Hjort, &
S. Laver (Eds.), Emotion and the arts (pp. 157-176). Oxford: Oxford University Press.

Lupfer, M. B.,, Weeks, M., & Dupuis, S. (2000). How pervasive is the negativity bias in judg-
ments based on character appraisal? Personal. Soc. Psychol. Bull., 26(11), 1353-1366.

MacKenzie, S. B., & Lutz, R. . (1989). An empirical examination of the structural anteced-
ents of an advertising pre-test context. J. Mark., 53(2), 48-65.

Mangleburg, T. F., & Bristol, T. (1998). Socialization and adolescents' skepticism toward
advertising. J. Advert., 27(3), 11-20.

Marchand, A., Hennig-Thurau, T., & Best, S. (2015). When James bond shows off his
omega: Does product placement affect its media host? Eur. J. Mark., 49(9/10),
1666-1685.

Morton, C. R., & Friedman, M. (2002). “I saw it in the movies”: Exploring the link between
product placement beliefs and reported usage behaviour. J. Curr. Issues Res. Advert.,
24(2), 33-40.

Mpyers, S. D., Royne, M. B., & Deitz, G. (2014). Programme-ad congruence integrating ad-
vertising and entertainment. Int. J. Advert., 33(1), 61-90.

Nebenzahl, 1., & Jaffe, E. D. (1998). Ethical dimensions of advertising executions. J. Bus.
Ethics, 17(7), 805-815.

Nicolao, L., Irwin, . R, & Goodman, J. K. (2009). Happiness for sale: Do experiential pur-
chases make consumers happier than material purchases? J. Consum. Res., 36(2),
188-198.

Noguti, V., & Russell, C. A. (2015). The moderating role of social norms on the effects of
product placement in television fiction: A field study in Brazil. J. Curr. Issues Res.
Advert., 36(1), 20-34.

Pago, A. M. F. d., & Reis, R. (2012). Factors affecting skepticism toward green advertising. J.
Advert, 41, 147-155.

Pickett, R. (2012). Conflict management on the TV show house. Physician Exec., 38(3),
12-15.

Redondo, I. (2012). The behavioral effects of negative product placements in movies.
Psychol. Mark., 29(8), 622-635.

Ries, A., & Ries, L. (2002). The fall of advertising and the rising of PR. New York: Harper
Business.

Rozin, P., & Royzman, E. B. (2001). Negativity bias, negativity dominance, and contagion.
Personal. Soc. Psychol. Rev., 5(4), 296-320.

Rubin, R. B., & McHugh, M. P. (1987). Development of parasocial interaction relationships.
J. Broadcast. Electron. Media, 31(3), 279-292.

Rubin, R. B., Rubin, A. M., Manusov, V., & Harvey, J. (2001). Attribution in social and
parasocial relationships. In V. Manusov, & J. H. Harvey (Eds.), Attribution, communica-
tion behavior, and close relationships (pp. 320-337). Cambridge University Press.

Russell, C. A, & Stern, B. B. (2005). Product placement effects: Product-character associa-
tions (PCAs) in sitcoms. In G. Menon, & A. R. Rao (Eds.), Advances in Consumer Re-
search. 32. (pp. 233-235).

Russell, C. A, & Stern, B. B. (2006). Consumers, characters and products: A balance model
of sitcom product placements effects. J. Advert,, 35(1), 7-21.

Sabour, N. I, Pillai, D., Gistri, G., & Balasubramanian, S. K. (2016). Attitudes and related
perceptions about product placement: A comparison of Finland, Italy and the
United States. Int. J. Advert., 35(2), 362-387.

Schemer, C,, Matthes, J., Wirth, W., & Textor, S. (2008). Does “passing the courvoisier” al-
ways pay off? Positive and negative evaluative conditioning effects of brand place-
ments in music videos. Psychol. Mark., 25(10), 923-943.

Schiappa, E., Allen, M., & Gregg, P. B. (2007). Parasocial relationships and television: A
meta-analysis of the effects. In R. Preiss, B. Gayle, N. Burrell, M. Allen, & ]. Bryant
(Eds.), Mass media effects research: Advances through meta-analysis (pp. 301-314).
Mahwah, NJ: Erlbaum.

Stephens, D. L., Hill, R. P, & Bergman, K. (1996). Enhancing the consumer-product rela-
tionship: Lessons from the QVC home shopping channel. J. Bus. Res., 37(3), 193-200.

Stern, B. B., Russell, C. A., & Russell, D. W. (2005). Vulnerable women on screen and at
home: Soap opera consumption. J. Macroecon., 25(2), 222-225.

Stern, B. B., Russell, C. A, & Russell, D. W. (2007). Hidden persuasions in soap operas:
Damaged heroines and negative consumer effects. Int. J. Advert., 26(1), 9-36.

Sung, Y., de Gregorio, F., & Jung, J. -H. (2009). Non-student consumer attitudes towards
product placement - Implications for public policy and advertisers. Int. J. Advert.,
28(2), 257-285.

Taylor, C.R. (2013). Editorial: Hot topics in advertising research. Int. J. Advert., 32(1), 7-12.

Till, B. D., & Shimp, T. A. (1998). Endorsers in advertising: The case of negative celebrity
information. J. Advert., 27(1), 67-82.

Turner, J. R. (1993). Interpersonal and psychological predictors of parasocial interaction
with different television performers. Commun. Q., 41(4), 443-453.

Uribe, R. (2016). Separate and joint effects of advertising and placement. J. Bus. Res., 69(2),
459-465.

van Reijmersdal, E. A., Neijens, P., & Smit, E. G. (2009). A new branch of advertising
reviewing factors that influence reactions to product placement. J. Advert. Res.,
49(4), 429-449.

Wiles, M. A.,, & Danielova, A. (2009). The worth of product placement in successful films:
An event study analysis. . Mark., 73(4), 44-63.

Woodside, A. G., & Chebat, ]. (2001). Updating Heider's balance theory in consumer be-
havior: A Jewish couple buys a German car and additional buying-consuming trans-
formation stories. Psychol. Mark., 18(5), 475-495.

Yuan, C. L, Kim, J., & Kim, S. ]. (2016). Parasocial relationship effects on customer equity in
the social media context. J. Bus. Res., 69(9), 3795-3803.

Zhou, L., & Whitla, P. (2013). How negative celebrity publicity influences consumer atti-
tudes: The mediating role of moral reputation. J. Bus. Res., 66(8), 1013-1020.

Please cite this article as: Dias, J.A., et al., Can negative characters in soap operas be positive for product placement?, Journal of Business Research

(2016), http://dx.doi.org/10.1016/j.jbusres.2016.10.010



http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0200
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0200
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0205
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0210
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0210
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0215
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0215
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0215
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0220
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0220
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0220
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0225
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0225
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0230
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0230
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0235
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0235
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0240
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0240
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0245
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0245
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0245
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0250
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0250
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0255
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0255
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0260
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0260
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0265
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0265
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0270
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0270
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0270
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0275
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0275
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0275
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0280
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0280
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0285
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0285
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0290
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0290
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0290
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0295
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0295
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0295
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0300
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0300
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0305
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0305
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0310
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0310
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0315
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0315
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0320
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0320
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0325
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0325
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0330
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0330
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0330
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0335
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0335
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0335
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0340
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0340
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0345
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0345
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0345
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0350
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0350
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0350
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0355
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0355
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0355
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0355
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0360
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0360
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0365
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0365
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0370
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0370
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0375
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0375
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0375
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0380
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0385
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0385
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0390
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0390
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0395
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0395
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0400
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0400
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0400
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0405
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0405
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0410
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0410
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0410
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf1005
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf1005
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0415
http://refhub.elsevier.com/S0148-2963(16)30587-2/rf0415
http://dx.doi.org/10.1016/j.jbusres.2016.10.010

	Can negative characters in soap operas be positive for product placement?
	1. Introduction
	2. Viewers, characters, and product placement
	2.1. The effect of attitude toward product placement in general
	2.2. Parasocial relationship – fictional character as a close friend
	2.3. General beliefs about product placement and parasocial relationship
	2.4. Positive-negative asymmetry

	3. Methodology
	3.1. Study design
	3.2. Subjects
	3.3. Research instrument
	3.4. Measures and variables
	3.4.1. Constructs
	3.4.2. Observed variables

	3.5. Statistical methods

	4. Results
	5. Discussion and conclusion
	Appendix A. Operationalization and validity of constructs
	References


