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Abstract  
In a now digitalised world, where consumers are overwhelmed by advertisements, marketers 
have to find creative alternatives to reach their target group with brand’s marketing message. A 
growing approach in the last decades is product placement, giving companies the possibility to 
embed their marketing communication in a non-advertisement context. This way of marketing 
is becoming increasingly popular, since traditional advertisement is zapped over in the 
commercial breaks. The most commonly used media for product placement are movies and 
sitcoms, letting marketers embedding advertisement in a context that cannot be switched away 
without missing the storyline and so reaching the consumers with company’s communication 
message.  
 
We identified a research gap in the area of product placement, since movies and sitcoms are well 
investigated, however reality TV, also being an interesting and used media for product 
placement, has not yet been investigated. The purpose of this thesis is to identify and examine 
consumer’s perception and attitude change towards product placement in reality TV, focusing 
on a German baking show. Hence, our research focuses on answering to the following research 
question ‘How does product placement influence consumer’s perception and attitude towards 
a placed brand?’ 
 
In order to answer the research question and fulfil the purpose of this thesis, we conducted a 
quantitative study with an explanatory cross-sectional design. To formulate the questions of our 
online questionnaire we used the two theories of our conceptual model, also being our 
independent variables and our dependent variable ‘Product placement in a baking show’. We 
decided to use a judgement sample of 213 Germans with television access and aged between 20 
and 59 years. The aim of this study was further to connect our two theories, namely the 
perceptual process and the elaboration likelihood model to gain insight about consumer’s 
perception and attitude change towards a placed product in a baking show.  
 
This study could identify that product placement is able to change consumer's attitude towards a 
placed brand in a positive way. However, women are equally likely to perceive product 
placement than men. We furthermore found that the attitude towards product placement 
influences viewer’s attitude towards the placed brand in a baking show. Even if these research 
findings cannot be generalised, they provide us valuable insights into product placement and 
closed the research gap that had initially existed in the beginning of this research.   
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1. Introduction 

1.1 Background 
 
It is a hot summer day somewhere in Germany in 2015, when ten candidates are baking their 
favourite cake in a big and well-equipped tent. One of these candidates is Stefan and his 
favourite cake is a milk rice cake, decorated with sport items made out of marzipan. But he is 
not just using any marzipan paste, he is using a marzipan paste in a yellow package with a red 
top and the small but important logo of Dr. Oetker. Moreover to the perfect presentation of Dr. 
Oetker’s marzipan paste, Stefan is explaining how he is going to use this marzipan paste to 
model sport items out of it. While doing so, the camera is filming the package of the marzipan 
paste, to best capture the product and its brand, Dr. Oetker. This scene could be the screenplay 
of an advertisement for Dr. Oetker and its new marzipan paste. However, it is part of the 
German offshoot of ‘The great British bake off’ a competitive reality television (hereafter TV) 
baking show broadcasted in many parts of the world. Stefan did not win this season of the 
German ‘The great British bake off’, but however Dr. Oetker probably did, due to a perfect 
product placement (hereafter PPL) during the whole season of ‘Das große Backen’ (German 
adaptation of ‘The great British bake off’). 
 

“If you can put it in a package, we can put it in a show” - David Brenner 
 
Thanks to a focused connection of commercial content into a non- commercial setting, product 
placement is generating a fusion of advertising and entertainment (Ginosar & Levi-Faur, 2010). 
Since consumers are less willing to pay attention to traditional advertising and due to 
technological advances and the possibility for consumers to skip this form of commercial, 
traditional advertising has lost its reliability (Williams, Petrosky & Hernandez, 2011). Therefore 
marketers had to find new marketing communication strategies, to beat their competitors and 
subsequent reaching more potential customers and getting their attention (Fowles, 1996). 
Nowadays, product placement is increasingly used in a clever and effective way with the 
advantage of reduced costs (Williams et al., 2011). Broadcasted in movies and television 
programmes such as series and reality TV, product placement is exposing brands and products 
to the involved target audience, showing the use or consume in its natural setting (Panda, 2004; 
Stephen & Coote, 2005). When it comes to television sponsorship, the company deciding to 
promote its products within a programme have to be clear of the type of product placement they 
wish to show (D’Astous & Seguin, 1999). According to D’Astous & Seguin’s (1999) research, 
product placement can be classified in three main types, namely implicit PPL, integrated explicit 
PPL and non-integrated explicit PPL. As the name states, the implicit PPL is the most 
inconspicuous type of product placement. The brand or its product is present within the show, 
however it is not formally expressed playing a passive role in the show. For instance, the logo or 
brand name is shown without clear demonstrating product’s benefit. The second type, the 
integrated explicit PPL is applied whenever a brand or a logo is properly expressed within the 
show and plays an active role. This could be when a participant of a show is talking about the 
product or its brand or when a branded pizza is delivered and shown while it is eaten. In these 
cases, the attributes and benefits of the product are demonstrated in the most obvious way. The 
case when a brand or logo is formally expressed and shown but not integrated within the 
content of the show, the type of non-integrated explicit PPL is used. For instance, when the 
sponsor’s name is presented in beginning, middle or end of the show or as part of the show’s 
title. 
 
Besides the different types of product placement identified by D’Astous & Seguin (1999), further 
research by Shapiro (1993) classifies PPL in the context of motion pictures. Similar to D’Astous 
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& Seguin’s implicit PPL, Shapiro describes types of PPL, where placed products are shown when 
used in a show, as a spoken reference or when it is providing hands-on use and being mentioned 
by a main star. Taking these types of product placement, Russel (1998) has classified them along 
three dimensions in her research, namely visual, auditory and the connection to the plot. The 
visual dimension refers to the presence of the brand on the screen and is therefore also known 
as screen placement. This placement can have different levels, depending how frequent the 
product or brand is shown on screen or the way the camera is shooting the product. The 
auditory dimension indicates the incidence of the brand being mentioned in a dialogue, also 
called script placement. Having varying degrees of audio placement, it depends on the 
framework in which the product is mentioned. Furthermore, the regularity with which it is 
mentioned and the importance placed on the product name, like intonation or the character 
speaking, have significance. Lastly, the plot connection dimension is referring to the extent a 
brand is embedded in the story line. Combining visual and verbal components it can be seen as 
the link between product and plot. However, there is a distinction between low and high 
intensity plot placement. Mentioning the brand or product in the first place, but only showing it 
for a short time, is considered as low intensity. Contrary to this, when a character on screen is 
clearly identified with a brand and this brand becomes an essential part of the storyline, as for 
instance James Bond with his Aston Martin, it can be considered as high intensity plot 
placement. James Bond actor Daniel Craig said once, when he was asked about product 
placement in his movie “we have relationships with a number of companies so that we can make 
this movie. The simple fact is that, without them, we couldn't do it. It's unfortunate but that's 
how it is. This movie costs a lot of money to make, it costs as nearly as much again if not more to 
promote, and so we go where we can” (The Telegraph, 2012). 
 

1.2 Problem discussion  
 
Even if product placement is often used in reality television formats and being the media with 
the most spending, movies are still the flagship for product placement. In 1982, Reese's Pieces 
candy, was the epitome of the paid inclusion of products within a specific medium, in the film 
E.T.: The Extra-Terrestrial. Hershey's paid one million dollars to be shown with its candy for 
six minutes. The outcome of this new way of advertising was that sales of Hershey's candy 
increased by 65 per cent (Lehu, 2007). Since that time almost every Hollywood film is supported 
by product placement and it is increasingly going global, due to the current variety of media 
(Nelson, 2011). Previous research regarding the perception and attitude of product placement 
was mainly focusing on movies and TV series (Williams et al., 2011). To our knowledge there is a 
limitation in research when it comes to product placement in reality TV. According to Chandler 
& Munday (2011) reality television is broadly any documentary after the 1990s, which is more 
entertaining than informing. Furthermore, it is defined as a genre, which combines observing 
documentary with contests or quiz shows. Reality TV is classified as non-fiction programming 
and shows real people in controlled environment. There are two subgenres of reality TV, namely 
competitive and verité reality TV. Both genres have a controlled environment, in which the 
reaction of the participants is not controlled. This makes reality TV so interesting and not 
feigned (Anderson, 2006). Competitive reality TV are shows in which candidates compete 
against each other, such as game shows and contests. Whereas verité reality TV is showing real 
people in a controlled environment to observe their reactions. Show examples in the category of 
fashion based lifestyle reality TV are Bravo’s Project Runway in the competitive subgenre and 
TLC’s What Not To Wear for the verité subgenre (Anderson, 2006).  
 
Even if various categories within reality TV exist, this thesis made further investigations in the 
category of competitive reality TV, focusing on cooking shows in the German market. Our 
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decision to do so was based on the lack of research in this area and an increasing demand in this 
reality TV category, which could be observed in the last years. This observation could also be 
made for the German market, where TV cooking and baking shows became more popular and 
viewing figures increased around two per cent from 2014 to 2015 (IfD Allensbach, 2015a). 
According to a study of IfD Allensbach (2015b), this interest in cooking and baking shows 
increased more for female viewer, than for male, showing that 15,6% of German women and 
only 5,3% of men in Germany, watched cooking and baking shows, such as ‘Das große Backen’, 
in 2015. As mentioned, the basis of this study was a lack of research in this specific area, given 
that the focus of previous studies, regarding consumer’s perception and attitude on product 
placement varies. Making some research in this field, we could find out that a study from 2009 
showed that if a product is placed repeatedly and prominently it can have negative influence on 
consumer’s attitude, but if it is placed more discreet it can have a positive influence (Homer, 
2009). Russel & Stern’s (2006) study found out that attitude towards a character in a TV sitcom 
using a product could have influence on consumer’s attitude towards the product in general. 
This can vary in different genres or other media. Moreover, the investigation of a study in 2010 
showed that the information value of the placed product and the genre of the TV show did not 
have a significant influence on the attitude of the consumer, however consumer’s evaluation of 
the TV show did (Reijmersdal, Smit & Neijens, 2010). Evidence of Park & Berger’s (2010) study 
showed that it does not matter how often someone watches a movie, since it has no impact on 
the attitude towards the product placement. Finding these previous evidences highly interesting, 
we assume that these findings may not necessarily correspond with the investigation of our 
study in the category of reality TV cooking and baking shows.  
 
The interesting aspects about researching product placement in reality TV is that product 
placement does not just take place once, as for example in movies, where the viewer gets 
confronted with the product only in one scene during the movie. In contrast, the viewer of 
reality TV gets confronted with a placed brand or product several times during the episode and 
the whole season. Furthermore, viewers of reality TV show tend to watch more than one episode 
of the show, which may not necessarily be the case for a movie. Ordinarily, the viewer is 
following a show over consecutive episodes, due to the fact that they do not want to miss the 
story or to see who will emerge as winner of this competition. It is known that reality TV is 
addictive and viewers want to see more than just one episode (Bloomberg, 2003). Since the 
placed brand is most often shown in every episode, the viewer gets most likely confronted with it 
several times. Another interesting aspect in getting more insights into cooking and baking shows 
is that the brand shows a variation of their products in different episodes. Therefore the viewer 
sees ultimately the same brand but in a variation of their baking products. Moreover the 
products are always used during the show, so the viewer is able to see the usage of the products 
and the outcome that is possible to create with it. These aspects make the example of product 
placement in reality TV, more precisely in cooking and baking shows, interesting to research. 
The outcome of this study and its new insights are potentially stimulating to marketers and 
researchers. Interesting in this context is to identify how product placement influences viewer’s 
perception and attitude towards the placed brand. Regarding consumer’s attitude towards 
product placement, we furthermore would like to ascertain if an attitude change occurs within 
this study.  
 
Therefore, this thesis examines consumer’s perception and attitudes towards product placement 
in a German baking show, which leads to the following research question: 
 
How does product placement influence consumer’s perception and attitude towards a placed 
brand? 
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1.3 Purpose 
 
The purpose of this thesis is to identify and examine consumer’s perception and attitude change 
towards product placement in reality TV, focusing on a German baking show. 
 

1.4 Structure 
 
In the following, an overall structure of this thesis is demonstrated, in order to give the reader 
an overview of the content of each chapter. 
 

 
Within the introduction chapter we first provided a background 
about the chosen topic, followed by our problem discussion. 
Next we established our purpose as well as our research 
question that was answered in the conclusion of this thesis.  
  
 
This chapter presents a relevant literature review for the 
understanding of our conceptual model as well as a theoretical 
background about product placement. From this information 
we derived our research question and the questionnaire 
content. The information of this chapter was also used in our 
analysis. 
 
 
In this chapter of the thesis the design and layout of the 
research process is outlined, as well as its conduction. The 
chapter also gives information on how to best fulfil the purpose 
at hand and answer the stated research question. 
 
 
This chapter outlines the collected empirical material retrieved 
through our quantitative research. We started with some 
statistics about product placement and the show ‘Das große 
Backen’. Questionnaire’s outcome, such as frequencies, 
descriptive statistics, Cronbach’s Alpha, Pearson Correlation 
and t-tests are presented in understandable tables. Latter is 
used to test hypotheses we established. 

 
 
Within this chapter we made use of the elaborated frame of 
reference in order to analyse our empirical data retrieved from 
our findings of the questionnaire and SPSS. 
 
 
This chapter answers the research question of this thesis and 
drawing conclusions based on the purpose at hand. We 
furthermore provided theoretical and managerial implications 
and finally elaborated recommendations for future research 
within this field. 

1. Introduction 

2. Frame of 
Reference 

3. Methodology 
& Method 

4. Empirical 
findings 

5. Analysis 

6. Conclusion 
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1.5 Delimitation 
 
A delimitation in this thesis was given, due to the fact that we used the term PPL in general, 
without making a distinction in our research between the attitude change towards paid and 
unpaid product placement. We moreover interpreted the findings of this research in an isolated 
way, not considering if currently running marketing campaigns of the shown brands were 
influencing the outcome of this research.  
 
The study was also delimited, focusing only on one part of the elaboration likelihood model 
(hereafter ELM). Since Dr. Oetker products are low-involvement products, shown and used in 
the baking show, we did not consider the category of high-involvement products in the thesis at 
hand. We moreover did not consider the attitude change towards product placement in the 
Business-to-Business market, since reality TV and the Dr. Oetker products focus on the 
Business-to-Consumer market. However, this also delimited our research.  Lastly, this thesis 
was conducting research in an unreal setting, measuring an attitude change based on short-term 
effects and excluding a long-term investigation of consumer’s attitude change towards a placed 
brand. This fact was therefore delimiting this study.   
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2. Frame of Reference 

This chapter presents a relevant literature review for the understanding of our conceptual 
model, including the perceptual process and the elaboration likelihood model. Moreover a 
theoretical background about product placement is given. From this significant information 
we derive our research question and the questionnaire content. The information in this chapter 
are also used in our analysis to give evidence, if product placement influences viewer’s 
perception and attitude change towards the placed product.  
 

2.1 Theoretical background of product placement  
 
Product placement as the linkage between marketing and entertainment is not only a cost 
effective form of advertising (Lehu, 2007), but also in some kind seen as lobbying by specialized 
marketers and television programme producers. Doing so, they inform the consumer about their 
products and brands and subsequently try to present the advantages of these products in the 
placed television programme (Lehu, 2007). In the beginning, this process was done in a much 
more passive manner compared to nowadays, hoping the product would be viewed. However, 
with the increasing budget invested in product placement, brands and their products are 
actively integrated in the plot of the placed programme (Fill, 2009). This phenomena can be 
understand as co-creation, since the marketer gets the opportunity to look at the screenplay to 
figure out which product could be placed in the programme (Donaton, 2004). Regarding ‘Das 
große Backen’, Dr. Oetker as sponsor in 2015 is placing its products to decorate and bake cakes 
during the whole season. In the previous season of 2014, Sanella margarine was placed in this 
baking show. According to Lehu (2007) this type of advertisement is not only beneficial for the 
marketer in terms of money, but also advantageous in creating brand awareness. Moreover, PPL 
is offering environmental credibility to the television programme, e.g. the baking show, which is 
reinforcing the brand image (Fill, 2009). Isabelle Fontaine (2005) asserted product placement 
as a theoretically influential vector of positive image and therefore generating a positive 
consumer attitude towards the placed product (cited in Lehu, 2007, p. 68) given the consumer 
has a positive attitude towards the cooking show or person using the product in the show, which 
means the positive attitude towards the product results from image transfer and endorsements. 
For instance in 2005, when the cooking show ‘Next Great Chef’ in Canada placed the brand 
Knorr in the show and reached a high tolerance for this placement and moreover an even 
greater association of the brand and the show in viewers memory (Lehu, 2007). 
 
Nevertheless, some potential benefits of product placement can also be seen from consumer’s 
point of view. Trying to connect themselves with the characters in the TV show, benefits on a 
personal relevance level can be seen. Furthermore the projective function identification with TV 
programmes, due to implied endorsement through the explicit or implicit product placement are 
generating attitudes towards the placed product, due to associations with the characters in the 
watched show can have positive effects for the consumer. Product placement can also have an 
informative purpose for the consumer, being informed about the product’s usage (Hackley & 
Tiwsakul, 2006). Due to this combined effect of brand awareness, brand image as well as a 
positive attitude and meaning transfer, it makes product placement a possible encouragement 
for consumer’s purchase decision towards the placed product. In conclusion, Lehu (2007) 
classified the strategic values of product placements into four groups, namely a potential vector 
of positive image, a technique accepted by the audience, a highly variable price and a relatively 
low cost and finally also a possible influence on purchasing behaviour. 
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2.2 Perception 
 
One aim of this thesis is to identify and examine consumer’s perception towards product 
placement in reality TV, focusing on a German baking show. In this context, perception is the 
process of interpreting perceived sensory data into a meaningful understanding (Chandler & 
Munday, 2011). In order to fulfil this aim of the thesis at hand, the theory of the perceptual 
process was applied. 
 

2.2.1 Perceptual process  
 
The perceptual process involves three major stages: sensation, attention and interpretation. In 
the first stage the sensory receptors like eyes, ears, nose, fingers or mouth, of the consumer 
perceives a stimulus, which can be sight, sound, smell, taste or texture (Solomon, Bamossy, 
Askegaard & Hogg, 2013). In the second stage the consumer pays attention to the selected 
stimulus. In the final stage the stimulus is interpreted and becomes meaning. Every individual 
can interpret the stimulus differently according to his or her experiences and needs. Perception 
focuses on the selection and interpretation of the raw data and what kind of meaning we assign 
to them (Solomon et al., 2013). Furthermore the perceptual process can be divided into smaller 
steps. It starts with the primitive categorization, which describes that the individual already 
isolates characteristics of a stimulus upfront, because of previous experiences or knowledge. The 
next step is the cue check, and every individual has its own schema, which one follows when 
they perceive a stimulus. They check for cues to make that stimulus fit into a certain schema. 
The third step is the confirmation check, which describes the step where a certain schema is 
selected in which the characteristics of the stimulus fits in. The final step is the conformation 
completion. In this stage the consumer makes the decision about the stimulus and reinforces 
this decision by taking a close look at the characteristics of the stimulus (Bruner, 1957). These 
described stages were too detailed to be taken into consideration for the study of this thesis, 
since it would be difficult to investigate these stages in detail for each individual. It was not 
necessary for the modified overview of the perceptual process in the study at hand. 
 
To illustrate the perceptual process, the example of the purchase of an aftershave is 
demonstrated. First, the consumer learned that aftershave increases attractiveness (Solomon et 
al., 2013). Thus the consumer goes to the store and perceives the stimuli sight, texture and smell 
of the product. This covers the stage of sensation. The stimulus sight is perceived through the 
design of the packaging, texture through touching the product and smell through the actual 
scent of the aftershave. After these stimuli grab consumer's attention, which covers the stage of 
attention, the their meaning will be formed and the consumer creates its own perception about 
the aftershave. This describes the final stage interpretation. An overview of the perceptual 
process, modified for the purpose of this thesis is demonstrated in the figure below. 
 

 
Figure 1 – Our adapted perceptual model 
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We modified the classical perceptual process model in order to use it for our study. The stimuli 
that were perceived through the product placement were mainly sights and sounds. The brand 
and its products were shown during the show and from time to time one of the participants 
talked about it while using it. Since the viewer cannot perceive the stimuli of smell, taste and 
texture through the television, these stimuli are not considered in our modified model. The main 
stages of the process are shown on top of the model, namely sensation, attention, and 
interpretation. All three steps lead in the end to the individual perception of the viewer about 
the seen PPL. 
 
Several theories regarding consumer’s perception exist, however we decided to use the 
perceptual process, because the classical perceptual process model could be modified to the 
needs of the study at hand. The division into the different stimuli as a starting point was a good 
way to integrate the perceived product placement, given the fact that in the baking show, which 
was investigated, the viewer only perceived two out of the five stimuli: sight and sound. The 
three main stages of the model demonstrate clearly how consumer’s perception is build. This 
was further investigated in this thesis. 
 
We decided to not use other common perception theories, such as the subliminal perception and 
visual perception, including the top down processing and bottom up processing, finding the 
perceptual process the most appropriate for the aim of this thesis. The subliminal perception 
theory describes the stimulus below consumer’s awareness (Cuperfain & Clarke, 1985). This 
theory was not suitable for our research since our example sent the stimulus the consumer 
perceived and was thus not relevant for us to use. The visual perception theory can be seen from 
two different perspectives, namely the top down processing and bottom up processing. 
According to Gregory (1970) the top down processing describes that the eyes of an individual 
cannot catch everything, so the brain needs to guess based on previous knowledge and 
experiences what it actually sees and the perception of the surrounding world is based on 
hypotheses. Whereas the bottom up processing according to Gibson (1966) argues against this 
theory and describes that an individual directly understands what the stimulus shows and 
creates the perception based on that. We decided to consider none of these theories, going too 
deep into the perception and stimulus process. The applied perceptual process covered enough 
theory to fulfil the aim of our purpose.  
 

2.3 Attitudes 
 
Since the purpose of this thesis is inter alia to identify and examine consumer’s attitude change 
towards product placement in reality TV, focusing on a German baking show, we first defined 
the meaning of ‘attitudes’ and expanded on this in the applied theory to support our research 
regarding how product placement is influencing viewer’s attitude towards the placed product. 
According to Solomon et al. (2013), attitudes are a predisposition to assess an object or product 
in a positive or negative way. Made up of three components such as beliefs, affect and 
behavioural intentions, researchers anticipated with this ABC model of attitudes, that attitudes 
were learned in a predetermined structure, comprising first the development of beliefs 
(cognitions) regarding an attitude object and accumulating knowledge about this object, i.e. a 
product, followed by an assessment of that object and forming feelings (affect) and finally 
various actions, such as a purchase intention (behaviour). Depending on the consumer’s level of 
involvement as well as the circumstances, attitudes either positive or negative can also result 
from other effects.  
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2.3.1 The Elaboration Likelihood Model 
 
When it comes to product placement it is all about advertising a product in a way that the 
consumers do not realise they are being exposed to advertisement. However, the consumers 
have to be persuaded by the placed product to change their attitudes and subsequently buy this 
placed product shown in a show, like Dr. Oetker does it in ‘Das große Backen’. To figure out if 
consumers can be persuaded through product placement and if this has an impact on their 
attitude formation, the elaboration likelihood model was applied in this context. Its 
development started with the dominant attitudinal model by Fishbein & Ajzen (1972) and was 
presented to the academic literature by Petty & Cacioppo in 1981. Prior to the ELM, theories of 
persuasion could not deal with a complete model of understanding attitude change (Petty & 
Cacioppo, 1983). It were Petty & Cacioppo (1983) that reasoned an outline for persuasion, 
specifying variables that would affect the likelihood of extensive cognitive activity and the 
ensuing results of attitudinal change was assigned. Since the model is well-constructed, it 
explains clearly and simply the persuasion process. Moreover the model is so illustrative that it 
is able to adapt several different outcomes, messages, recipients and context variables (Petty & 
Cacioppo, 1986) and therefore can be used to support many circumstances, constantly on an 
academic standard. This made the ELM in the last 30 years one of marketing communication’s 
sacred and most-cited models when it comes to consumer behaviour (Pasadeos, Phelps & 
Edison, 2008) and important for marketers in choosing the best approach when evolving a 
marketing campaign. However, critics claim ELM’s popularity is solely grounded on significant 
literature and not on generalizability and thus a clear reproduction of the model (Kitchen, Kerr, 
Schultz, McColl & Pals, 2014).  
 
The essential principle of the ELM is the occurrence of two routes to persuasion, namely the 
central and peripheral route. These are fixed at two opposed points on a continuum, which 
symbolises the likelihood of cognitive effort being used to process a message (Schumann, 
Kotowski, Ahn & Haugtvedt, 2011).  The route through which persuasion may occur is 
dependant on an individual's motivation and ability and hence will determine if their 
elaboration likelihood will be either high or low (Petty & Cacioppo, 1983; 1986). A range of 
factors can affect a person’s enthusiasm. This includes the personal relevance as well as the 
foundation of a message, the degree of need for cognition (NFC) and whether the supported 
position is pro- or counter- attitudinal situations (Petty & Cacioppo, 1983). Furthermore to the 
individual level of motivation, the factor of ability, including the occurrence of distracting 
stimuli, message repetitiveness, complexity as well as the extent of issue-relevant prior 
experience the consumers have, plays a significant role in determining which route will be taken 
(Petty & Cacioppo, 1983). Considering the baking show ‘Das große Backen’, it has to be 
determined whether consumer's motivation, their prior experience and product’s relevance as 
well as repetitiveness have an impact on consumer’s attitude change. As mentioned, the 
essential principle of the ELM is the occurrence of the central and peripheral route to 
persuasion. When information processing is occurring via the central route, it means that the 
elaboration likelihood is high. Since the attitude formation, its change and endurance are 
resulting from extensive consideration of the message arguments, the attitude will last longer 
(Haugtvedt & Petty, 1989) and hence consumer’s following behaviour is easier to predict. In 
contrast, the process of low elaboration likelihood occurs via the peripheral route. This route to 
persuasion needs only little cognitive effort and attitudes shaped via the peripheral route are 
comparatively unaffected by argument quality, being temporary in nature and not able to 
predict ensuing behaviour in the same way as the central route. Low elaboration likelihood is 
therefore trusting upon peripheral cues such as source credibility and heuristics (Petty & 
Cacioppo, 1983). 
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However, the ELM is a dual-process model and message reception, attitude change and possible 
resultant behaviour are resulting from the central as well as the peripheral process (Petty, 
Wegener & Fabrigar, 1997). Petty & Caccioppo (1983) defined the central route as a cognitive 
and conscious route, whereas the peripheral route is outlined as affective and emotional route to 
attitude change. Accordingly, attitudes are not always resulting out of conscious thoughts and 
can also be developed through emotional means and good feeling. Nevertheless, attitude change 
generally reached through cognition and not emotion in claiming the ELM to classify affect as a 
peripheral cue, whereas cognition is favoured for the central route process (Petty & Cacioppo, 
1986). Since the ELM model was developed in the 1980s, during the mass-media marketing 
communication days (Kitchen, 2010), it is possible that the media environment and consumers’ 
exposure to advertising may have changed, possibly in a considerably different way of 
consumption (Kitchen, 2010; 2013). It can be said that person's level of involvement and their 
ability to process are key factors in defining which route predominates. The central route will 
predominate, if the involvement is high, dealing with an educated and intelligent audience 
looking for solid information and thus having the processing ability on the same high level. On 
the contrary, if involvement is low, the processing ability will be low as well as the concern and 
subsequently the peripheral route will predominate. In this context, individuals are apt to be 
influenced by factors, which are either incidental or peripheral to the attitudinal object (Petty, 
Cacioppo & Schumann, 1983). Moreover the messages in the show, showing the products in use 
and therefore not defining those as advertisement, as well as the emotional linkage consumers 
have on baking products, are predominating the peripheral route to attitude change. According 
to Ho & Bodoff (2014), even if the elaboration likelihood model elaborates the result of 
profundity of processing on attitude, it does not model the frequency of arguments an individual 
occurs to inspect in a given environment. In the PPL context, the ELM therefore clarifies the 
degree to which a consumer will cognitively process a shown product, but not the amount of 
repetitions the user needs to be persuaded by the product and to change its attitude towards the 
product, which is of interest to the marketer who wants to maximise its profit. Trying to 
understand the effects of product placement on consumer’s attitude change, the main restrain of 
this model (ELM) is that it clarifies the effects of how the information is processed, but does not 
consider consumer’s primary reason to encounter this information (Ho & Bodoff, 2014).  
 

 

Figure 2 - Our adapted elaboration likelihood model 
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To find out which attitudes consumers have towards product placement, we also investigated 
research in several other theories, which could also have been used for the purpose of this thesis, 
but decided to not do. Among these, the balance theory was interesting, since it reflects 
interactions among elements a person might identify as belonging together (Heider, 1958). 
Since every relation contains three elements, the resulting attitude is called triad. Each of these 
triads contain (1) a person and their perceptions of (2) an attitude object and (3) some other 
person or object (Solomon et al., 2013). The resulting perceptions can be either positive or 
negative, however people alter and ‘balance’ their perceptions in order to have consistent 
relations and a harmonious and balanced triad, as the theory specifies people’s desire to have 
these sorts of relations among elements. Even if this theory is considering people’s attitude 
towards a product, it could be applied for the purpose of this thesis, since we did not aspire to 
find out if consumers are in balance within their triad. Regarding the self-perception theory, 
also considering attitudes and their following changing behaviour, this theory was not 
applicable in the context of this thesis, since it is considering a dissonance effect. The theory 
presumes, that people observe their own behaviour in order to define their attitudes, in the way 
they also assume to know others attitudes by observing them. Subsequently, it states that people 
must have a positive attitude towards a product if they have bought or consumed it, they 
therefore assume to freely have made this choice (Solomon et al., 2013). Since this is not the 
cause of our research, we decided to not apply this theory regarding attitudes people have 
towards products. The purpose of this study is inter alia to get insights if attitude change occurs 
and thus a behavioural change, we also considered the theory of trying, as it considers factors, 
such as past frequency, recency, intention and attitudes towards trying, but also people’s social 
norm to eventual trying to reach a goal. Even if some of these factors were corresponding with 
our purpose, an investigation in attitudes towards trying would go too far for the purpose of the 
thesis at hand. Also, unlike the ELM, the theory of trying does not show the attitude change, 
which is why this has not been selected as part of our thesis research.  
 

2.4 Conceptual model 
 
As a fundamental component of this thesis we designed a conceptual model based on our two 
applied theories, namely the adapted perceptual model and the adapted elaboration likelihood 
model from Petty & Cacioppo (1983). The first part of our designed conceptual model starts with 
the perception and attitude towards PPL and brands consumers already have, which is built 
before they get confronted with product placement. 
 
Secondly, the part of the independent variables occurs, which contains the product placement in 
the baking show. The product placement practice is classified into two types, the screen 
placement and the integrated explicit PPL. Our variable product placement in the baking show 
can be classified as a screen placement. According to Russel (1998) PPL is considered as screen 
placement if the brand is present on the screen, but neither part of the plot nor of the script. 
Given the fact, that the brand Dr. Oekter is shown with a range of different baking products in 
the show, but neither part of the plot nor of the script Russel’s consideration is justified in this 
case. According to D’Astous & Seguin’s (1999) the chosen example ‘Das große Backen’ exhibits 
integrated explicit PPL, since the products of Dr. Oetker are playing an active role within the 
show. The final step of the independent variables part is the stimuli one perceives, when 
watching the baking show. We assume that only the stimuli sight and sound are activated in this 
context, since it is not possible to smell, taste or feel something while watching TV. We 
moreover suppose that women are more likely to perceive product placement, through the 
stimuli sight and sound, since their interest in cooking and baking shows is higher than the 
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interest men have. According to a study of IfD Allensbach (2015b), the interest in cooking and 
baking shows in Germany in 2015 was at 15,6% for German women and only at 5,3% for German 
men. 
 
The third part of the model includes the dependent variables, namely the applied theories. The 
first theory applied in this thesis is the perceptual process. This model looks into consumer’s 
reaction on stimuli, subsequently causing perception. It posits that consumers develop 
perceptual cues such as sensation, attention and interpretation. We adapted this model, solely 
using the stimuli of sound and sight in order to perceive the placed product. Moreover in a 
second theory focusing on attitude formation and change towards products in marketing 
literature, the ELM was designed by Petty & Cacioppo (1983) as an outline to conceptualize 
various outcomes in attitude change research. Since this model connects persuasion as well as 
attitude formation and change with motivation and involvement it makes the ELM the best 
fitting support for the theoretical framework of this study. We connected the most essential 
parts of both theories in order to constitute the next building block of the adapted ELM as well 
as the adapted perceptual process, our conceptual model. The last component of this part is the 
actual outcome of the process, namely the perception and attitude change towards brands, 
which is in our case Dr. Oetker. These different parts of the conceptual model are further 
building the basis for the content of our questionnaire as well as for the analysis of our research 
outcome. 
 

 
Figure 3 - Our conceptual model 

 
Based on this conceptual model and its two incorporated theories we defined three hypotheses, 
supporting our research question, as well as giving evidence. The first hypothesis, H0 is 
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supported by the second and third hypothesis H1 and H2, thus leading the order of the 
presentation of the following hypotheses. 
 
H1: Women are more likely to perceive the product placement brand in a baking show than 
men.  
 
H2: A relationship between the attitude towards the PPL brand after having watched the 
sequence and the attitude towards product placement exists. 
 
H0: PPL in a baking show changes consumer's attitude towards a certain brand to a more 
positive attitude after having watched the sequence. 
 
These hypotheses led us through our research, including the questionnaire and further 
answering in the empirical findings. Due to these hypotheses we were finally also able to answer 
our research question ‘How does product placement influence consumer’s perception and 
attitude towards a placed brand?’ 
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3. Methodology and method    

In this chapter of the thesis the design and layout of the research process is outlined, as well as 
its conduction. The chapter also contains descriptions of the process in order to gather 
information and knowledge and the reasons for these decisions. Doing so, it is also giving 
information to best fulfil the purpose at hand and answer the stated research question. 

 

3.1 Methodology 
 
In the methodology part of this thesis the research design and applied strategies and therefore 
the basis of this research is introduced. To do so, the research philosophy, the purpose and its 
approach is discussed in the beginning of this chapter. Additionally, the methodological choice 
is presented, including the chosen research strategy and the data collection technique. When 
writing about methodology it should not be mistaken with method, since these two terms can be 
separated from each other (Svenning, 2003). In the methodology part, we want to inform the 
reader about the nature of the chosen research approach and essential strategies applied within 
the research process (Svenning, 2003). It is more about underlying assumptions and beliefs we 
had in conducting our research. Contrary, method is more the actual practice of research, in 
which we gathered data and in a further step also analysed (Svenning, 2003). 

 

3.1.1 Research Philosophy 
 
The purpose of this thesis is to identify and examine consumer’s perception and attitude change 
towards product placement in reality TV, focusing on a German baking show. Hence, German 
TV-viewers were the focus of our research study, in order to find out to which extent these 
viewers perceived the placed product in a baking show and further how product placement was 
influencing their attitude towards this placed product. 
 
According to Saunders, Lewis & Thornhill (2012) choosing a suitable research philosophy, which 
works in accordance with how the researcher deems the nature of the research is of major 
importance. It affects the rest of the research in terms of how the knowledge is gained and 
interpreted. We therefore chose two different ways of thinking, namely the ontology and 
epistemology research philosophy, both containing important differences, which influenced the 
research process. The ontology is examining the nature of reality, raising questions of 
assumptions researchers have and their particular views on the world’s operations. For the 
purpose of this thesis, we implemented the aspect of objectivism, claiming that it “represents 
the position that social entities exist in reality and external to social actors” (Saunders et al., 
2012, p.132). We therefore did not investigate to understand the subjective reality of the German 
TV viewers and subsequently inventing new theories. We rather made significant contributions 
to already existing and tested theories, namely the perceptual process and elaboration likelihood 
model, in order to verify our conceptual model. Doing so, we explained the effect of product 
placement on consumers’ perception and attitude change related to the applied theories. This 
objective observation of different factors, influencing consumers’ perception and attitude 
change towards product placement led us to the ontological use of objectivism. 
 
Coming to the second part of the research philosophy, the epistemology, as a philosophical 
approach concerning ‘what constitutes acceptable knowledge in a field of study’ (Saunders et al., 
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2012, p.132) was chosen for this study. Since realism is providing observable explanations about 
consumer attitudes, leading to credible data in order to test the reality of the phenomenon we 
decided to choose this epistemology philosophy as the most suitable for our quantitative 
approach. A fact that also led us to this philosophy is the strong role realism is giving to theory, 
since our research was based on a conceptual model we were proving with our research. 
According to Saunders et al. (2012), the epistemological position says that objects exist 
autonomously of our understanding of their existence, meaning realism. In other words, it is the 
concealed reality of a social phenomenon that can be understood by a practical and theoretical 
process of social sciences. More precisely, critical realism is stating that experiences are 
sensations, meaning ‘images of things in the real world and not things directly’ (Saunders et al., 
2012). Given the fact, our conceptual model was built on the mental process after the sensation 
arisen and moreover was resulting in attitudes, this realism approach was best suited. After 
having considered aspects of ontology and epistemology, we chose objectivism and realism as 
the most suitable philosophy for the purpose of our study, since it enabled us to reflect upon our 
collected data, the existence of independent objects of our knowledge and to verify the validity of 
our conceptual model (Saunders et al., 2012). However, we were perfectly aware that there is no 
guarantee that this approach was definite, since the reality may vary, but the objectivism and 
realism philosophy were in the best way possible contributing to an honest result for the 
purpose of this thesis. 

 

3.1.2 Research Purpose 
 
Coming to the research purpose it is essential to be clear about the initial purpose of this thesis 
at hand, in order to choose the right research design. We aimed to explain the relationship 
between variables on a sparsely investigated topic by setting up a conceptual model, combining 
two different theories, in order to explore the connection between consumer’s perception and 
attitudes towards PPL in reality TV. Saunders et al., (2012) as well as Williamson (2002) stated 
the significance of researchers being able to recognise the important aspects of each research 
design. Since the research design is depending on a type of study, the researcher must be able to 
take into account variables related to purpose and methods in order to be able to select a design 
that is the most suitable for the study in mind. Saunders defined three approaches that 
researchers may use for the purpose of their research design, namely exploratory, descriptive 
and explanatory (Saunders et al., 2012). 
 
For the purpose of this thesis we considered the explanatory approach as the most suitable, 
with the aim of conducting an online questionnaire. This approach allowed us to get an 
understanding about the relationship of our dependent variables upon the independent 
variables. The framework of the questionnaire was based on theories, describing the yet 
unexplored nature of consumer’s perception and attitudes towards product placement in the 
German baking show ‘Das große Backen’, conducted in a quantitative observation. The 
questions asked to the respondents are formulated as precise as possible, in order to provide us 
with an in-depth understanding of product placement and moreover giving us a deeper 
understanding about the phenomenon of product placement. Implementing this study was 
helping us to identify and understand the relationship between the variables of perception and 
attitudes towards product placement. We decided to apply the explanatory approach since the 
aim of this research is to identify and examine consumers’ perception and attitude change 
towards product placement in order to explain the relationships between the dependent and 
independent variables (Saunders et al., 2012). Ghauri & Grønhaug (2005) refered to this study 
under the term ‘causal research’ as the aim of the research was to isolate the cause and figure 



 

 22 

out to what extent the cause led to the proven effect. Regarding the purpose of this thesis, we 
explained the effect of product placement as independent variable on the dependent variable 
attitude and perception. This effect was tested through the baking show ‘Das große Backen’ in 
which products were placed. In order to be able to explain the cause and effect relation we 
decided to conduct an online questionnaire. 
 
However, the exploratory study was another possible research design to conduct. It explores and 
gathers understanding to subsequently develop new knowledge. Conducting an exploratory 
research design may also include the use of existing literature and theories (Saunders et al., 
2012). The third research design defined by Saunders et al. (2012) is the descriptive study. It can 
be stated as a forerunner to the mentioned exploratory study, describing a precise profile of a 
person or situation. For this design, it is important for the researcher to have a clear 
understanding of the phenomena on which to collect the data before starting to collect these 
(Saunders et al., 2012). 

 

3.1.3 Methodological Choice and Research Strategy 
 
When it comes to the methodological choice, the researcher can select between a quantitative 
and qualitative research designs or even decide for a mixed method. Since the aim of our 
research is to prove on our conceptual model, a combination of two existing theories, we decided 
to choose a quantitative research strategy, conducting an online questionnaire as the strategy 
for this research. 
 
In deciding about the conducted research strategy, it has given the foundation for the rest of the 
thesis, in order to answer the examined research question. According to Saunders et al. (2012) it 
is a plan of actions designed to achieve a specific goal and moreover the process of answering 
the stated research question. Creswell (2003) states that a quantitative approach is expanding 
the knowledge by using strategies of inquiries that result in statistical data, by using 
experiments and questionnaires as predetermined instruments. Contrary, qualitative research is 
performed when the researcher requests to gain open-ended answers, implemented by using 
strategies such as ethnography and action research. Another possibility is to conduct a mixed 
method approach, where strategies like case studies and archival research are involved 
(Saunders et al., 2012). In this thesis we decided to use a quantitative approach, built upon the 
argument that we conducted our research in form of a quantitative questionnaire, which allowed 
us to further receive a large extent of samples and to get an overall understanding for the 
perception and attitudes of the respondents. Moreover, the precise formulation of our research 
question could support our purpose and get a deeper understanding for the overall problem. 
 
To distinguish quantitative from qualitative research is to differentiate between numeric data, 
such as numbers and non-numeric data, for instance words and videos. Doing so, ‘quantitative’ 
is often a synonym for data collection, such as a survey or any other data analysis procedure 
generating numerical data. Contrary, ‘qualitative’ is frequently a synonym for interview or 
categorising data, generating non-numerical data. However, even if this differentiation is 
important it is also narrow and thus problematic. In reality both research designs are used in a 
combined manner, making the differentiation problematic. For instance, if researchers are using 
a questionnaire, but need in addition to ask respondents to answer some ‘open’ questions, with 
their own words and not in ticking a box or when it is necessary to conduct follow-up interview 
to explain the findings from the questionnaire. Also vice versa, in analysing quantitatively the 
qualitative research data, a mixed method is often applied. ‘In this way, quantitative and 
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qualitative research may be viewed as two ends of a continuum, which in practice are often 
mixed (Saunders et al., 2012, p. 165). According to Hesse-Biber (2010) the mixed method 
approach is used when the researcher wants to gain a fuller understanding of the topic in 
question, since this approach complements the quantitative and qualitative approaches and 
utilizes both aspects of quantitative and qualitative approaches. 
 
Nevertheless, using the quantitative method was the best way possible for us to receive the 
information needed to fulfil our purpose. Using the qualitative approach was not adequate for 
this research, not able to fulfil the large extent of samples we needed as well as concrete answers 
on consumers’ perception and attitude change towards PPL. Focusing on the quantitative 
method, we interpreted the outcome of the questionnaires through the use of statistical 
methods. 
 

3.1.4 Research Approach 
 
Given the aim of this research we want to verify the relation between product placement and 
consumers’ perception and attitudes, connecting two existing theories to a conceptual model. 
We were therefore conducting this research using quantitative observations. The purpose of this 
thesis, existing theory and our research question was leading us to this specific type of research 
approach. According to Saunders et al. (2012) as well as Williamson (2002) there are three 
approaches a researcher should consider, since they can influence the design of the overall 
research, namely induction, deduction and abduction. The choice of the research approach is 
based on researcher’s way to work with literature, theory and data collection (Saunders et al., 
2012). 
 
To best achieve the purpose of this thesis we implemented the deductive approach to 
subsequently obtain the most satisfying data and understandings of the researched topic. 
Conducting an online questionnaire, shaped through literature and theories, we got an overview 
of the scientific nature of our problem, associated with a deductive approach. Since we also 
developed a conceptual model, this one tested, explained and controlled with the content of our 
online questionnaire and thus considering the deductive approach as best fitting for our thesis. 
In starting to work with general theories based on existing literature to reach a conclusion, 
derived from the theory we used (Williamson, 2002), the deductive reasoning was giving us an 
holistic overview of the phenomenon. As mentioned in the introduction, research covering 
consumers’ perception and attitude change towards product placement in reality TV is rather 
limited, making the deductive reasoning as most suitable, allowing us to test existing theories 
such as the perceptual process and the elaboration likelihood model with data collected in the 
online questionnaire. These achieved results allowed us to draw conclusions and in a further 
step examine if the evidence was supporting our theories. Given the circumstances that we were 
strongly linking the two theories within our conceptual model with the questions in our online 
questionnaire, the reasoning of a deductive research approach could be perfectly used, since it 
was testing and relating the theory with the online questionnaire, rather than inventing new 
theories (Saunders et al., 2012). 
 
Nevertheless, two other reasoning could be implemented, when appropriated. Conversely to the 
deductive approach, the inductive approach focuses on the empirical view of the topic, gathering 
data to strategically generating a new theory at a later stage (Williamson, 2002). Moreover it is 
forming hypotheses that will later turn into another form of a presented theory (Burney, 2008). 
In using a combination of both approaches, namely induction and deduction, this approach is 
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allowing to explore a phenomenon, in order to later build new theories or modify existing 
theories  (Williamson, 2002) implemented as abductive reasoning. 
 

3.2. Method 
 
Method is the process and technique of how to obtain and analyse data, via tools such as 
questionnaires, interviews or observations (Saunders, Lewis & Thornhill, 2009). It describes the 
overall idea of how the primary research is conducted (Saunders et al., 2012). The method 
chapter of this thesis describes this procedure more in detail. 
 

3.2.1. Data Collection 
 
With the aim of answering the research question, data can be collected in two ways. These two 
approaches are namely, through primary data and secondary data (Saunders et al., 2012). 
Primary data is the new data the researchers collect themselves especially for the purpose of the 
research. The collection of the already existing data conducted by other researchers in previous 
studies is associated as secondary data (Saunders et al., 2012). According to Saunders et al. 
(2012) the overall idea of data collection is to first review the existing secondary data related to 
the specific topic and then according to the research needs, to gather primary data. 
 

3.2.1.1. Primary Data 
 
Interviews, questionnaires and observations are ways among a variety of others to collect 
primary data. The aim by conducting primary data is to get relevant and specific data for the 
research purpose. Given the research purpose of this thesis, to gain insights into consumers’ 
perception and attitude change towards PPL, connecting two existing theories to a conceptual 
model, we decided to use an online questionnaire to collect the primary data. Questionnaires are 
a popular way to collect a large amount of data in an economical way and also allow a data 
driven comparison of respondent’s answers. Moreover, questionnaires are seen as reliable, 
relatively easy to explain as well as to understand. Another possibility to get a deeper 
understanding of the topic is to use the qualitative approach of interviews (Saunders et al., 
2012), which we do not consider for the purpose at hand. In this thesis a wide range of primary 
data was collected, through the quantitative approach and it is important to display the outcome 
as comparable as possible to receive a clear understanding of the big sample of respondents and 
their perception and attitude change towards PPL. The time horizon of this study was cross-
sectional. The questionnaire was sent out at one point in time and the respondents receive only 
one reminder to not forget to participate in the span of 12 days the questionnaire is online. The 
cross-sectional time horizon is the most common approach when it comes to the survey strategy 
(Saunders et al., 2012). Due to the limitation of time and in order to answer the research 
question appropriately, this approach was the most suitable. 
 

3.2.1.2 Secondary data 
 
According to Saunders et al. (2012) already existing data, such as research and studies, should 
be considered to a further extend as reviewing literature. In this thesis we mainly used the 
Jönköping University library to gather related information about our topic in reference books. 
With the online library of Jönköping University, as tool for secondary data, we could find 
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scholarly journals and literature review articles on databases such as ScienceDirect, ProQuest, 
Emerald, EBSCO, JSTOR and Taylor & Francis. Searching for relevant literature, we used 
keywords as for instance, product placement, reality television and attitude change. In order to 
make our research as reliable as possible we chose peer reviewed literature, which is of high 
quality and often cited. Besides that we also made use of some online sources regarding the 
genre of reality TV shows and official statistical figures to support our research. However we 
would like to point out that there might be a risk that not all relevant literature, which could 
have been of relevance to this thesis, was included due to limited time and resources. 
 

3.2.1.3 Sample selection 
 
Sampling in terms of research and statistics, is the selection of individuals out of a larger 
population, which are representative of a certain group. The sample size describes the number 
of selected people (Chandler & Munday, 2011). The sample can be as reliable as the whole 
population, if it is representative enough to the larger population. Furthermore, using the whole 
population might be impractical due to the size, the cost and the time needed to conduct the 
research with the whole population and that is why using a selected sample is more effective 
(Saunders et al., 2012). 
 
For the sake of this thesis, we decided to adopt the non-probability sampling, since the 
limitation of possibilities and time to use a probability sampling and thus reaching all possible 
respondents for the purpose of this research was restricted. The respondents for the online 
questionnaire were selected through the judgemental sampling approach, in order to receive a 
representative and highly informative sample as possible. The judgemental sampling is based on 
selecting the respondents according to their age and access to German TV programmes. In order 
to delimit our sample and choose the appropriate age categories, we chose the age category, 
German television stations are using to best address their advertising to this reference audience. 
According to the ‘IP Tagesbericht’ (2010), this age category includes persons between 20 and 59, 
however we decided to split this reference audience into two groups, from 20 to 39 years and 40 
to 59 years. As part of the preparation and before sending out the questionnaire via e-mail we 
elaborated a list with 350 potential respondents according to our selection criteria, age and 
access to German TV programmes, in an excel document. The final online questionnaire was 
sent out to the selected 350 respondents. After 12 days online and having cleaned not useful 
questionnaires, we could use 213 completed and valid questionnaires for our further research. 
These 213 valid questionnaires consisted of 123 women and 90 men, from which 126 
respondents had an age range from 20 - 39 years and 87 respondents from 40 - 59 years.  
 
Since this research only focused on a specific age range, namely from 20 t0 59 years, our study 
was restricted by using the age categories, which German television stations use to best address 
their advertising to this reference audience (IP Tagesbericht, 2010). Since the purpose of this 
thesis is to identify and examine consumer’s perception and attitude change towards product 
placement in reality TV, focusing on a German baking show, we narrowed the findings to the 
German market and its consumers. The choice of this specific market, was given to our German 
parentage, making the German market the most apparent for us.    
 
Within the sampling selection, two different sampling techniques exist, namely probability and 
non-probability sampling. Choosing the probability sampling is thus meaning to give each case 
of the population the same known chance of selection. Whereas for non-probability sampling, 
the chance of each case of the population being selected is not known. It may still be possible to 
generalise to the whole population with a non-probability sampling, but without a statistical 
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ground (Saunders et al., 2009). The purposive sampling, also known as judgemental sampling, 
is one form of a non-probability sampling. For the sample of the study at hand our judgement 
was required. Using this sampling technique, it was important to carefully screen the potential 
respondents, regarding the selection criteria and subsequently decide who would and would not 
be selected, since these decisions had a big impact on the research. The judgemental sampling is 
often used with smaller sample sizes and research, which wishes to select cases that are highly 
informative. The way the respondents are selected should be based on the research question and 
objectives (Saunders et al., 2012). 
 

3.2.1.4 Questionnaire 
 
A questionnaire is a document, designed to be completed by the selected sample. It mostly 
includes a list of questions about the research topic as well as demographical information about 
the respondents (Chandler & Munday, 2011). The design of a questionnaire describes the way 
the objects such as individuals or groups of people and activities or places are arranged in which 
the questionnaire takes place (Fink, 2003). 
 
Our questionnaire for this thesis was designed as a standardized interview with close-ended 
questions. This way every respondent received the same context of questioning and a limited 
choice of answers. This also leads to more easily compare the results as well as to measure and 
decode them. In doing so, a limited chance for misinterpretation is given (Saunders et al., 2012). 
The questionnaire was constructed using the university web service for questionnaires Qualtrics 
and could be self-completed via a web browser, due to a link embedded in the e-mail, directly 
sent out to the selected respondents. The self-completion and the investigation via e-mail helped 
to enlarge the sample size.  
 

3.2.1.5. Questionnaire design 
 
In order to testify our hypotheses we designed a self-administered questionnaire, electronically 
conducted before selected respondents. Doing so, we set up simple questions and detailed 
instructions. Since our sample was judgmental, we contacted 350 persons via e-mail, who met 
the requirements of access to German television and being older than 20 and younger than 60. 
Moreover we constructed the questionnaire based on our conceptual model and therefore on 
two theories. The intention of the questionnaire was to find out if consumers perceive product 
placement in a German baking show and if this is changing consumers’ attitude towards the 
shown brand in the show, which in the study at hand is Dr. Oetker. In doing so, factors such as 
television consumption, perception and attitude before and after having seen a sequence of the 
show ‘Das große Backen’ as well as the interest in the show and consumers’ attitude towards 
PPL practices were tested in four different parts of the questionnaire. The first part was about 
general and demographical information about the respondents. In the second part, we aimed to 
get an understanding to which extent the respondents perceived brands as well as their overall 
attitude towards brands. To not put too much focus on the actual placed brand Dr. Oetker, we 
decided to ask respondents’ attitude towards three more brands, namely RUF, Nestlé and 
Mondamin. All these brands were more or less known in Germany for their baking products. In 
order to pick these three additional brands we observed several German baking shelves in 
supermarkets. RUF, Nestlé and Mondamin, were the most outstanding and popular brands 
besides Dr. Oetker. We also noticed that their product ranges were also comparable to the Dr. 
Oetker product range. The third part of the questionnaire was about the perception and attitude 
the respondents had about the four before named brands, after having seen a sequence of the 
backing show ‘Das große Backen’, where only Dr. Oetker products are placed. Doing so, we 
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intended to see an attitude change, explicitly for the placed brand of Dr. Oetker. As 
demonstrated in figure 4, we used every construct and its included questions (displayed in light 
blue) to give evidence to our conceptual model (displayed in dark blue).   
 

 
Figure 4 – Our questionnaire design based on the conceptual model 

 
The questionnaire was built using the university web service for questionnaires Qualtrics 
(qualtrics.com) and reachable for the respondents through a link we embedded in our e-mail. 
The table below demonstrates the design of the questionnaire, to get a clearer view, including 
the construct, used questions, measures and supportive literature. According to Hair, Money, 
Samouel & Page (2007) the use of three or four items in each construct, also known as 
multidimensional construct, is suggested in order to measure a higher reliability and 
generalizability. Most of our constructs were measuring four items, with exceptions of questions 
with two and seven items. To furthermore ensure a high reliability and validity within the 
questionnaire, we followed criteria suggested by Saunders et al. (2012) such as a clear layout, a 
careful design of individual questions, uncomplicated understanding, the use of a pilot testing as 
well as a careful planning and execution and an eloquent description of the intention of the 
questionnaire. The description, shown first in the questionnaire, moreover contained a 
confidentiality clause ensuring the collected data was only used for scientific research and would 
remain anonymous. As mentioned, we pre-tested the questionnaire with 10 respondents before 
officially conducting it. These 10 respondents were asked to test if the questionnaire was 
understandable, the questions clear as well as verifying the layout and the link to the video, 
embedded in the questionnaire. We emphasised that these 10 testing respondents doing the 
pilot study were not included to participate in the finished and official questionnaire. Feedback 
was taken into consideration and questions were modified to further ensure content validity and 
reliability of the questionnaire. To ensure a fully answered questionnaire, we furthermore set all 
questions mandatory. 
 
In order to design an easy to understand questionnaire, we first read suggestions by Sanders et 
al. (2012), Bryman & Bell (2011) as well as from Malhorta & Birks (2007). For instance, 
Saunders et al. (2012) state two different forms of questionnaire, namely the self-completed and 
the structured-interview. Since structured interviews investigate customers’ attitudes in 
explanatory or descriptive research, we decided to use this type of questionnaire, getting the 
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chance to explain complex questions (Saunders et al., 2012) in our self-administered and 
anonymous questionnaire. Given the fact that wording is an essential part in a questionnaire, 
possibly causing bias when not carefully applied, we oriented on questions on previous research. 
Moreover we used closed-ended questions with one exception only, for a quick and easy answer, 
translated in German to a later point in the design process (Saunders et al., 2012). In order to 
get reliable and accurate responses, we built the questionnaire in a logical flow, starting with 
vertical closed questions regarding demographics and a horizontal design for all other questions 
(Bryman & Bell, 2011).  
 
For the evaluation of the questions in the questionnaire we used multiple-choice, dichotomous 
as well as scale questions. The answers in the questionnaire were based on a 7-point scale, 
commonly used to evaluate attitude (strongly agree - strongly disagree). Questions about the 
perception have similar 7-point scales. According to Malhorta & Birks (2007), the used Likert 
scale is a method to rate the feelings and thinking of the respondents in a degree of seven levels, 
for instance from strongly agree to strongly disagree. Using the Likert scale, questions were 
expressed as statements, letting the respondents decide what standing point they had.  
 

Construct Question Measure Supportive 
Literature 

Selection  Do you have access to German 
television programmes? 
 
How old are you? 
 

2 items 
Yes; No 
 
Under 20; 20-39; 40-
59; Over 60 

Own questions 

Personal 
information 

What is your gender? 
 
 
Please indicate the highest level of 
education completed. 
 
Please indicate your employment 
details.  
 

3 items 
Male; Female 
 
No education - PhD 
 
 
Student - Retired 

Own questions 

Television 
consumption  

Do you usually do something else 
while watching TV programmes (e.g. 
checking your phone, using a 
laptop)?  (Are you doing something 
besides watching TV?) 
 
How many hours on average do you 
watch German TV programmes? (per 
week/ per day) 
 

2 items 
Yes; Sometimes; No 
 
 
 
 
 
Under 1 hour; 1-2 
hours; 3-4 hours; Over 
4 hours 

Own questions 

Perception 
towards 
brands 

I know the following brands. 
 
 
 
 
 
I pay attention to the brand names of 
the products I buy. 

2 items 
Dr. Oetker; RUF; 
Nestlé; Mondamin; I 
do not know any brand 
 
7-point Likert-scale 
(strongly agree - 
strongly disagree)  

Solomon et al. 
(2013) 



 

 29 

 
Attitude 
towards 
brands 

My overall attitude towards the 
following brand is positive. 
 
I believe the following brand as a good 
brand. 
 
I like the product from the following 
brand. 
 
I generally buy the following brand’s 
products. 
 
I prefer to buy the following brand. 
 
I rely on a brand to choose what to 
buy. 
 
A brand name tells me something 
about the quality of the product. 
 
I am willing to pay more for products 
because of their brand name. 
 
I generally observe brands in German 
TV programmes.  
 

9 items 
7-point Likert-scale 
(strongly agree - 
strongly disagree) 
including brands from 
question 9 as options 

Petty & 
Caccioppo 
(1983); Nelson & 
McLeod (2005)  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Interest in 
‘Das große 
Backen’ 

 
 
 
 
 
 
Have you ever watched ‘Das große 
Backen’ before?  
 
 
If yes, approximately how many 
episodes? 
 
If yes, to what extent do you like the 
the show ‘Das große Backen’? 
 
 
If yes, do you like the following 
characters in ‘Das große Backen’? 
 

4 items 
Showing sequence of 
the reality show ‘Das 
große Backen’ in the 
first place 
 
Yes; No; I do not know 
 
 
Open question 
 
 
7-point Likert-scale 
(strongly agree - 
strongly disagree) 
 
7-point Likert-scale 
(strongly agree - 
strongly disagree) 
Including the 
candidates, jury and 
presenter as options 
 

Russell & Stern 
(2006); Nelson & 
McLeod (2005)  
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Perception 
towards 
brands in the 
watched 
sequence 

Which brands/logos did you see in this 
sequence? 
 
 
 
 
How often have you seen a brand? 
 
 
 
 
 
 
 
How often did you observe the 
candidates using the following brand? 
 
 
 
 
 
 
 
How often did you observe the 
candidates talking about the following 
brand? 
 

4 items 
Dr. Oetker; RUF; 
Nestlé; Mondamin; I 
did not see any brand 
 
7-point Likert-scale (I 
did not see any brand - 
I did see more than 5 
times the brand) 
including brands from 
question 22 as options 
 
7-point Likert-scale (I 
did not see any brand - 
I did see more than 5 
times the brand) 
including brands from 
question 22 as options 
 
 
7-point Likert-scale (I 
did not hear talking 
about any brand - I did 
hear talking more than 
5 times about the 
brand) including 
brands from question 
22 as options 
 

D’Astous & 
Se ̇guin (1999); 
Russell (1998) 
 

Attitude 
towards 
brands in the 
watched 
sequence 

I knew the following brands before I 
have seen the sequence. 
 
After having watched the sequence I 
am positive towards the following 
brands. 
 
After having watched the sequence I 
believe the following brand as a good 
brand. 
 
After having watched the sequence I 
like the product from the following 
brand. 
 
After having watched the sequence I 
would consider to use the following 
brand. 
 
After having watched the sequence I 
would prefer to buy the following 
brand. 

6 items 
7-point Likert-scale 
(strongly agree - 
strongly disagree) 
including brands from 
question 22 as options 
 
 

Petty & 
Caccioppo 
(1983); Nelson & 
McLeod (2005)  
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Attitude 
towards PPL 
practices 

 
 
 
 
 
I am fine with the use of product 
placement in German TV 
programmes. 
 
Product placement is making the 
benefit of the product more tangible to 
me. 
 
Product placement does generally not 
influence my attitude towards the 
placed brand. 
 
Product placement in German TV 
programmes is influencing me to buy 
the placed products I have seen. 
 

4 items 
Explanation of the 
term product 
placement (PPL) in the 
first place 
 
7-point Likert-scale 
(strongly agree - 
strongly disagree) 

Gupta & Gould 
(1997)  
 

 

3.2.2 Data Analysis  
 
Within the data analysis a connection between the theoretical framework of this thesis and the 
findings of the empirical data was made. By looking at the perceptual process as well as Petty & 
Cacioppo’s (1983) elaboration likelihood model our aim was to analyse how consumer’s 
perception change their attitudes toward product placement. 
 
The procedure for the data analysis conducted in this research was quantitative, since the 
methodological choice was selected quantitative, conducting an online questionnaire. The way 
of analysing the quantitative study was of tremendous importance and indicating its strengths, 
since it was involving the analysis of a large extent of samples helping to answer our research 
question. The data was not only collected, but also analysed and interpreted. To do so, 
quantitative analysis techniques assisted the process, from simple diagrams to demonstrate the 
frequency of occurrence to statistics using indices to enable comparisons and hence creating 
relationships between different variables. Data collected in quantitative research can be divided 
into categorical and numerical data (Saunders et al., 2012). The difference is that coding with 
numerical data is giving each data value a position on a numerical scale but in coding with 
categorical data values cannot be measured numerically, however it is possible to classify them 
into categories (Saunders et al., 2012). With the framework of this thesis, our data was coded 
numerically, using numeric keypads to accelerate and ease the analysis and making it more 
straightforward. 
 
The questionnaire was personally sent out via e-mail, embedded as online link, in order to 
participate to the questionnaire. To gather information with the questionnaire, we made use of 
the data collection tool ‘Qualtrics’ and the analytics software ’SPSS’. In using this software we 
were able to calculate data such as the frequencies of variables, correlations between variables 
and the reliability of the data. As mentioned before, the respondents first answered questions to 
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their overall perception and attitude towards brands, thereupon they watched a short sequence 
of the baking show ‘Das große Backen’ and after that again answered questions to their 
perception and attitude as well as towards PPL practices. The different answers before and after 
the sequence should show if PPL is enabling an attitude change. In order to start the analysis, 
we downloaded the ‘Qualtrics’ results into Excel and first checked the data outcome for errors 
and corrected them if needed. In the case where the questionnaire was not filled out to the end 
or a respondent quit the questionnaire early, we had to delete and clean this data from the 
ultimate used file. Next, it was then possible to carry out the descriptive analysis, first in 
calculating the ratio percentage for the questions 2 to 8, for instance considering the age, gender 
and occupation of the respondents. Consequently the mean value of the Likert scale for the 
questions 9 to 30, except questions 18 and 19 was calculated. In order to interpret the mean of 
the Likert scale, we calculated a value in between 1 and 7, being closer to 1 indicating a 
significant importance and closer to 7 indicating no importance at all.  
 
In a next step these questions were grouped in four separate constructs, namely ‘Attitude 
towards brands’, ‘Perception towards brands in the watched sequence’, ‘Attitude towards brands 
in the watched sequence’ and ‘Attitude towards PPL practices’. Doing so, we were able to 
calculate the coefficient alpha, determining the internal consistency between variables of the 
construct, also known as Cronbach’s alpha to estimate the reliability of the data. (Churchill, 
1979; Saunders et al., 2012). Recommended by Pallant (2005) a minimum level of 0,7 should be 
reached, to prove sufficient internal consistency reliability. However, Cronbach’s alpha is a 
sensitive scale, in regards of the number of items in the scale. The smaller the scale, the smaller 
the Cronbach’s alpha.  
 
In order to analyse the outcome of our questionnaire’s results, we were using the analytics 
software ‘SPSS’ to calculate a correlation and t-tests of our dependent and independent 
variables. First starting with the t-test, this test was calculating if a statistically significant 
difference in the mean scores for our two measured groups or for one group on two different 
times was given. We made use of both, the independent-samples t-test and paired-samples t-test 
and compared either the mean scores of two different groups of people or for the same group of 
people on two different occasions (Pallant, 2005).  
 
Moreover, we used the correlation analysis to describe the direction and strength of the linear 
relationship between two variables. Pearson’s correlation coefficient can take values from -1 to 
+1. This is indicating, whether the correlation is positive or negative. Being positive, the 
variables increase, if one variable is increasing. Contrary to this a correlation is negative, when 
one variable increases and the other decrease. The strength of the relationship can be seen on 
the size of the absolute value, ignoring the sign (Pallant, 2005). This test is enabling to see if 
there are any connections between the different statements within the hypothesis.  
 
Again, the structure of this analysis part is favourably based on conclusions made in the 
theoretical framework and the decisions taken in the methodology, to guarantee coherence 
between the different chapters of this thesis. 

 

3.2.3 Research quality 
 
According to Saunders et al. (2012) research should ensure reliability and validity. Reliability is 
given when the research is consistent, this is related to whether the research results would be 
the same when another researcher would conduct research of the same kind. Reliability also 
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refers to transparency, implying researcher’s way to collect their data and to implement their 
results. Validity of research shows if the method, which is used to collect the data is appropriate 
and further if this method is bringing the intended result (Saunders et al., 2012). 
 
In order to ensure reliable and valid data we, as researcher, should take some aspects in 
consideration in order to plan a highly qualitative study. Among others, Saunders et al. (2012) 
argue that this is involving aspect, such as the right approach to questioning and an appropriate 
use of different types of questions. It is important to formulate the questionnaire using simple 
language in order to avoid respondents interpreting the questions in the wrong way. In order to 
ensure reliability in this study we have been as transparent as possible within the data 
collection, enabling other researchers to conduct an almost similar study within the subject. In 
order to counter the threat of the respondent’s error within the reliability, described as any 
factor that disturbs the performance of the participant (Saunders et al., 2012), we decided to 
send our questionnaire via e-mail so that the respondents had the opportunity to fill out the 
questionnaire at a time that was best suiting them. This approach was leading the respondents 
to fill out the online questionnaire in the best condition possible, without being disturbed in any 
way. Moreover we pre-tested a pilot questionnaire with a small number of respondents in order 
to ensure that the language was simple and understandable. In using an appropriate 
questionnaire, keeping the stated aspects by Saunders et al. (2012) in mind, we wanted to 
ensure validity. Given a distance between us, the researchers and the respondents of the 
questionnaire, it was even more important to ensure the interpretation and right understanding 
of the questions. In order to do so we tried to ensure face validity. Face validity describes that 
the questionnaire measures what it is actually supposed to measure (Colman, 2014). 
 

3.3 Research ethics 
 
To complete this third chapter, we would like to draw attention to research ethics, an 
indispensable part of any research. Even though research ethics were not considered as essential 
in the past, it is nowadays taken for granted when investigating research. According to Saunders 
et al. (2012) research ethics are defined as the behaviour standards within conducting the 
research, paying attention to the rights of the subjects who become part of the researchers work 
or are affected by it in any way. Moreover Herrera (2010) is stating, that decisions made while 
designing research are always going to be reflected by the researcher considering the ethical 
consequences this could have. Hence, research ethics is questioning the formulation and clarity 
of the research topic, its design and access as well as the data collection, analysis and reflecting 
the results in a moral and responsible way (Saunders et al., 2009). Within the process of this 
thesis, it can be stated, that confidentiality and anonymity were essential in conducting the 
online questionnaire. We therefore made sure, that no personal information from the 
respondents of the online questionnaire were mentioned at any point of this research and 
instead referred to the respondents as anonymous individuals.  
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4. Empirical findings  

This chapter outlines the collected empirical material retrieved through our quantitative 
research.  Our questionnaire is based on the previously introduced conceptual model and the 
presented methodology of this research. The applied theories in the conceptual model are 
related to the purpose of this thesis at hand, i.e. the perception and attitude change consumers 
have towards placed products in reality TV. With this knowledge as basis, this chapter 
presents the empirical investigation of the results. We start with some additional findings with 
data about the German baking show ‘Das große Backen’ and statistics about product 
placement. Our data was collected through an online questionnaire with 213 valid 
respondents, using Qualtrics as a tool and later analysed via several testings with the 
statistical programme SPSS. Its outcome, such as frequencies, descriptive statistics, 
Cronbach’s Alpha, Pearson Correlation and both forms of t-test are presented in 
understandable tables in the following. Latter is used to test hypotheses we established.  

 

4.1 Product placement  
 
From a financial as well as statistical perspective, product placement is worthwhile. In 2013, 38 
per cent of European respondents stated they somewhat or completely trusted in product 
placement as form of advertising in television programme (Nielsen, 2013). In a worldwide point 
of view, even 55 per cent trusted in PPL on television in 2015 (Nielsen, 2013; MarketingCharts, 
2015). This extensive trust in this form of advertising is also explaining the increase in spending 
in PPL since 2012. In 2012, 8.250 million U.S. dollars were spent for product placement in 
television worldwide. Three years later the spending comprised 10.580 million U.S. dollars and 
considering the forecast for 2018, only on the U.S. market (11.440 million U.S. dollars), it will 
rise beyond measure (PQ Media, 2015). Since these figures are intensively high it indicates the 
ability product placement has to subsidise production costs. In 2010, a law for German 
television has been passed, which says that product placement has to be indicated. This means, 
that in the beginning of the TV show and after every commercial break, the indication has to be 
clearly visible to the viewer. Most of the time this is shown by using the phrase ‘Unterstützt 
durch Produktplatzierung’ (Supported by product placement) and the logo of a small ‘P’, in the 
upper right corner of the screen. This indication helps the viewer to identify the shown brands in 
the TV show as placed brands (Die Medienanstalten, 2016).  
 

4.2 ‘Das große Backen’ as reality TV show  
 
Television baking shows are a subgenre of reality TV and classified as competitive reality TV 
shows. According to the three main types of PPL of D’Astous & Seguin’s (1999) the chosen 
example ‘Das große Backen’ exhibits integrated explicit PPL, since the products of Dr. Oetker 
are playing an active role within the show. More concrete, the brand name ‘Dr. Oetker’ is clearly 
shown and the benefits and attributes are demonstrated through the baking candidates. 
Additionally, the product placement in this show can be classified as a screen placement. 
According to Russel (1998) product placement is considered as screen placement if the brand is 
present on the screen, but neither part of the plot nor of the script. Given the fact, that the brand 
Dr. Oetker is shown with a range of different baking products in the show, but neither part of 
the plot, nor of the script Russel’s consideration is justified in this case. 
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In order to better demonstrate and analyse consumers’ perception and attitude change towards 
product placement, we decided to investigate the purpose at hand on an existing example, in 
reality TV. Hence, we have chosen the German baking show ‘Das große Backen’ as an example in 
this thesis and therefore also in the conducted online questionnaire. ‘Das große Backen’, is a TV 
baking show in Germany, aired for the third time in a row in 2015. Starting the 20th of 
September 2015 on the German Television channel Sat.1, this baking show was aired on eight 
Sundays, until the final show on the 8th of November 2015. As in every TV show, every week one 
of the ten starting amateur baker participants had to leave the competition, given the decision 
made by a jury of experts judging the baked goods. The decision fell on two baking results, 
which was in each episode a given recipe as well as a baked own creation (Sat.1, 2016a). In the 
final episode, one of the candidates won the prize of 10.000 € and her own baking book, 
published in German bookstores. During the whole third season of ‘Das große Backen’ the only 
placed and thus showed brand was Dr. Oetker. No other branded product was shown during the 
whole season of the show. All of the placed products from Dr. Oetker, shown in the baking show, 
were products the candidates used to decorate their creations. Products candidates needed to 
bake a cake were shown without a label or not in the original packaging. According to a German 
rate measurer, 2.52 million viewers watched the final show of this season, which generated the 
highest reach of the show within all three seasons (Quotenmeter, 2015). 
 
Besides ‘Das große Backen’, different TV cooking shows placing products are aired on German 
television. One of those examples is ‘The taste’, aired on the same channel (Sat.1) and placing 
products such as Norwegian Seafood Council, Philips and Zwilling (Sat.1, 2016b). Within this 
show, amateurs as well as professional cooks are preparing a dish to later serving it on a spoon 
to the jury. In a further cooking show on German television, about four professional chefs trying 
to save the business of unsuccessful restaurants, known as ‘Die Kochprofis - Einsatz am Herd’ is 
placing the hard cheese brand ‘Grana Padano’ (RTL 2, 2016). Since PPL in these shows is not 
focusing on one single brand or used by professionals, we considered ‘Das große Backen’ as a 
better example to test consumer’s perception and attitude. In our chosen show, the consumers 
came into contact with only one brand, which emphasised the possibility to recognize Dr. 
Oetker’s product. Moreover, the impact on the consumers could be different, since the 
contestants were ordinary people using a placed brand and thus possibly making the product 
more realistic for the consumers watching the show. In this thesis we were interested in 
investigating how the use of PPL is affecting consumer’s perception and attitude change towards 
the placed brand Dr. Oetker in reality TV. 

 

4.3 Demographics 
 
In total 302 out of the 350 questionnaires sent out via e-mail, were collected in a span of 12 
days. The online questionnaire was sent out on the 25th of March and the data collection 
process was closed on the 6th of April. We calculated our potential respondents based on 350 
send out online questionnaires, starting to multiply the constructs with the asked questions, in 
order to get the amount of potential respondents. For the aim of our thesis, we multiplied five 
constructs with 25 questions, leading to 125 potential respondents (MacCallum, Widaman, 
Zhang & Hong, 1999). Given uncompleted questionnaires, we cleaned the 302 submitted 
questionnaires to 213 valid questionnaires, which is a response rate of 60,86% (Saunders et al., 
2012). According to Jin (2011) a representative response rate for Internet questionnaires is 
around 6-15 %. Since the response rate in this study was 60,86%, this high response rate could 
be explained since the questionnaire was personally sent out to the respondents, selected on two 
criteria. To further ensure the validity of our judgemental sample, we integrated two selection 
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questions in the beginning of the questionnaire, confirming the selective criteria of age and 
access to German TV programmes. If both questions could be answered with a ‘yes’, the 
respondents could continue, if not, the questionnaire was ended. Our questionnaire included 
questions regarding the age, gender, education and occupation of the respondents. We 
moreover asked about their general brand perception, attitudes towards brand as well as their 
perception and attitude after a showed sequence of the baking show ‘Das große Backen’ and 
their attitudes towards product placement practices. Within the baking show ‘Das große Backen’ 
Dr. Oetker is the only brand that is shown and thus also in the sequence shown to the 
respondents. However, for the sake of this research we additionally asked the respondents about 
three more German baking brands namely RUF, Nestlé and Mondamin, so as to not place too 
much focus on Dr. Oetker, as the actual brand we are interested in within this research. 
Regarding the age, our target age range was for this study was from 20 to 59 years. We could 
collect a majority of 59,2% of the responses from respondents aged between 20 and 39, which 
means 126 persons. Therefore 40,8% of the responses was conducted by persons aged 40 to 59 
(87 persons). Given the slightly uneven age distribution, we could not draw reliable conclusions 
concerning the age difference and attitude. Coming to the gender, most respondents were 
female, with 123 responses and 57,7%. Men answered 43,3%, which means 90 respondents were 
male. 
 

  
Figure 5 - Age and Gender of respondents   

 
For the representativeness of the study, we furthermore decided to use control variables in the 
questionnaire. These control variables included the highest education level and occupation of 
the respondents, as well as television consumption and brand knowledge. Taking the highest 
education level into account, we could find out that 19,7%, which means 42 respondents, have 
finished high school with ‘Abitur’, 20,2% resulting in 43 respondents graduated on Master-level 
and the majority of 23,5%, resulting in 50 respondents graduated on Bachelor-level. When it 
comes to the control variable of occupation, the majority of the 213 respondents were currently 
employed, resulting in 50,2% or 107 respondents. Followed by 32,9% of students, resulting in 70 
respondents of this occupation group. Only 0,5% (1) of the respondents were retired. 
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Figure 6 - Education of the respondents 

 
 

 
Figure 7 - Occupation of the respondents 

 
The third control variable within the quantitative research of this thesis was if the respondents 
did something else while watching television shows. Due to the outcome of the questionnaire, 
46,9% did sometimes something else besides and just one respondent less, resulting in 99 and 
46,5% were doing something else while watching television shows. Only 6,6% solely watched 
television shows, which means 14 out of the 213 respondents. Furthermore, we also asked about 
the brand knowledge of our respondents, to better make conclusions on the influence of product 
placement. We therefore could find out, that 96,2% know Dr. Oetker, which was the majority of 
the responses, followed by Nestle with 88,7% and only 55,9% know the German baking brand 
RUF. After the respondents watched the sequence, we asked if they have watched the show 
before. 36,6% were watching the show before, 61,5% were not and 1,9% did not know if they 
were watching it before or not. 
 



 

 38 

 
Figure 8 - Focus on TV and TV consumption of the respondents 

 

4.4 Descriptive Statistics 
  
The following part is providing descriptive statistics based on our four developed constructs, 
namely ‘Brand attitude’, ‘Perception after having watched the sequence’, ‘Attitude after having 
watched the sequence’ and ‘Attitude towards PPL practices’. We did so, to explain the provided 
variables and determine their central tendency. For this study, we measured the central 
tendency with the mean and the standard derivation. The mean value is the average value of the 
entire data and the standard derivation is showing to what extent the values differ from the 
mean (Saunders et al., 2009). Presenting the mean and the standard derivation makes our 
result more comprehensible and helped us to describe our results further and analysis in a lucid 
manner (Saunders et al., 2009). 
 

4.4.1 Brand attitude 
  
The brand attitude was measured with a 7-point Likert-scale (1= I strongly agree; 7= I strongly 
disagree) and based on the agreement or disagreement of six statements asking about the like of 
the brand and whether or not they would buy and use the brand. The score for a positive 
attitude towards the brand and whether or not the brand is good are similar with a mean of 2,21 
and 2,25 for Dr. Oetker and 3,51 and 3,38 for Nestlé. Aligning to these results, the preference to 
buy a certain brand is scored with 2,86 for Dr. Oetker and 3,82 for Nestlé in the mean score. 
This could result in a correlation of a positive attitude towards a brand, the like to a certain 
brand and a preference in purchasing. Having a closer look on the standard deviation, it was 
interesting to observe similar values for all questions and brands, with a standard deviation of 
1,3 for Dr. Oetker and 1,8 for Nestlé. This explained a more positive variance and agreement in 
respondent’s answers for Dr. Oetker than for Nestlé. According to our results, Dr. Oetker had a 
more positive attitude and purchasing preference than Nestlé. 
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Table 1 - General perception I - (1= I strongly agree; 7= I strongly disagree) 

 
A similar result could also be found for the like of a brand and whether or not the respondents 
would buy the brand, with mean scores of 2,27 and 2,62 for Dr. Oetker and 3,29 and 3,85 for 
RUF. This result could mean, that when respondents did not like a brand, such as RUF, they 
also did not buy this brand. We moreover could find out, that our respondents paid attention on 
brands, when buying products (Mean= 2,92; St. D.= 1,3). 

  
Table 2 - General perception II - (1= I strongly agree; 7= I strongly disagree) 

 
After these questions four more general questions about brand attitude, without asking about a 
specific brand, were asked. Outstanding out of the four were the questions about the general 
observation of brands in German TV programmes with a mean of 2,90 and if the person relies 
on a brand by choosing a product with a mean value of 3,27. It was likely that the respondents 
observe brands on television. They were also likely to rely on brands when it comes to choosing 
products, even though the mean is higher, it still showed that the respondents somewhat agree 
with the statement. 
  

4.4.2 Perception after having watched a sequence of the baking show ‘Das 
große Backen’ 
  
Results to the like of the baking show itself were positive (Mean= 2,65), when people were 
watching the show before. A majority of respondents perceived Dr. Oetker placed in the 
sequence of the baking show, resulting in a mean of 0,81 (1=yes; 0=no) followed by having 
perceived no brand at all (Mean= 0,16) and some respondents mentioned having seen Nestlé in 
the sequence, with a mean score of 0,03. This result could effect, since the product placement 
could be perceived unconsciously and causing to the response ‘I have not seen any brand’. 
  
In Table 3, the mean values of respondent’s perception after having watched the sequence are 
shown. Some variance between the mean values could be observed, however a similarity 
between the brands was also observable, since Dr. Oetker was perceived most and Nestlé least. 
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Dr. Oetker was thus seen twice (Mean= 2,58) and heard (Mean= 1,52) once, being overall 
perceived most, with a mean score of 3,2.   

 
Table 3 - Perception after having watched the sequence – (1=No brand; 7=More than five 
brands) 

 

4.4.3 Attitude after having watched a sequence of the baking show ‘Das 
große Backen’ 
  
After the respondents watched the sequence with a PPL of the brand Dr. Oetker, they had to 
answer similar attitude questions than before the sequence, towards the four brands. The first 
question was again asking if the respondents knew the brand before the sequence. Dr. Oetker 
was the brand that most agreed on knowing, with a mean of 1,47. RUF on the other hand was 
the least known brand with a mean of 3,06. By looking back to the question in the beginning, 
which brand the respondents knew, we could notice that it is the same outcome. Most of them 
knew Dr. Oetker and the least of the people knew RUF, before and after having watched the 
sequence. 

 
Table 4 - Attitude after having watched the sequence I – (1= I strongly agree; 7= I strongly 
disagree) 

 
The brand with the most positive perceived attitude (Mean=3,01), as well as the brand in which 
usage was considered the most (Mean=2,96) was Dr. Oetker. Nestlé was both times perceived as 
less positive (Mean=3,86) and the usage was also considered less, whereas in the usage question 
RUF reached the same mean as Nestlé (Mean=3,77). 
 

 
Table 5 - Attitude after having watched the sequence II - (1= I strongly agree; 7= I strongly 
disagree) 
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In the three questions, demonstrated in table 6, Dr. Oetker was always marked as the most 
positive brand. The mean of the like of Dr. Oetker was 3,08, whereas the mean of the like of 
RUF only reached 3,85. The mean value of Dr. Oetker for the question, if respondents would 
prefer to buy the brand after having watched the sequence was 3,17 and RUF reached a higher 
mean of 3,93, meaning a lower attitude. For the question if respondents perceived the brand as 
a good brand, most respondents believed Dr. Oetker to be a good brand, with a mean score of 
2,98, whereas RUF again reached a less positive mean score of 3,78. Having a closer look on the 
standard deviation, it was interesting to observe almost similar values for the three questions 
and brands, with a standard deviation of 1,6 for Dr. Oetker and 1,4 for RUF. This explained a 
more positive variance and agreement in respondent’s answers for RUF than for Dr. Oetker. 
Having a closer look on the standard deviation, it was interesting to observe similar values for 
all questions and brands, with a standard deviation of 1,4 for RUF and 1,6 for Dr. Oetker. This 
explained a more positive variance and agreement in respondent’s answers for RUF than for Dr. 
Oetker. However, according to our results, Dr. Oetker had a more positive attitude and 
purchasing preference than RUF. 

 
Table 6 - Attitude after having watched the sequence III - (1= I strongly agree; 7= I strongly 
disagree) 

 

4.4.4 Attitude towards product placement practices 
 
In the last section of the questionnaire the respondents were asked about their attitude towards 
product placement as a practice. The mean of 2,54 for the question if the respondents were fine 
with the use of PPL in German TV programmes showed that most of the respondents agreed on 
this point. However, the respondents just somewhat agreed with the statement that PPL makes 
the benefit of the product more tangible to them (mean=3,28). The most negative mean with 
3,92 reached the statement that product placement was influencing the respondents to buy the 
product. However, this also indicated that the respondents did somewhat agree to being 
undecided.  
 

 
Table 7 - Attitude towards PPL practices - (1= I strongly agree; 7= I strongly disagree) 
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4.5 Reliability and validity   
 
As mentioned in the methodology part, Cronbach’s alpha as indicator was calculated with SPSS, 
in order to determine reliability. Besides testing the reliability of the collected data it also 
secured the internal consistency of our four constructs. This indicates the degree to which the 
items that make up the scale ‘hang together’ (Pallant, 2005). Based on our testing in SPSS, we 
could find out that all our constructs had a higher Cronbach’s alpha than the minimum value of 
0,7 (Saunders et al., 2012). For the fourth construct, the reverse item was removed, to ensure a 
high Cronbach’s Alpha. Generally, questions with more than 10% missing data should be 
removed (Hair et al., 2007), which was not the case for this study, having 100% valid data. 

4.5.1 Cronbach’s Alpha 
 
In Table 8, the Cronbach alpha is presented for each construct, including all brands. According 
to Saunders et al. (2012) a Cronbach Alpha value below 0,7 is not satisfying, since that indicates 
that the construct is not internally reliable. The value can vary from 0 to 1. However a value 
above 0,7 is satisfying. All the Cronbach Alpha values of our constructs were above 0,7, 
demonstrating internal reliability. Our created constructs of ‘attitude before’ (value=0,940), 
consisting of 24 items, and ‘attitude after’ (value=0,957), consisting of equally 24 items, even 
reach a high value. The construct of ‘perception after’ had a value of 0,830, which was satisfying 
and showed that it was internally reliable. The lowest value has the construct of ‘attitude PPL’ 
with 0,766. This construct only consisted of three items, but had a fourth item while 
questioning. This fourth item was a reserved question we took out, in order to make the 
Cronbach alpha value more reliable and satisfying.   
 

 

Table 8 - Cronbach's Alpha 

 

4.5.2 Cronbach’s Alpha - Only including the brand Dr. Oetker 
 
In Table 9, the Cronbach alpha is presented for each construct, summarising the reliability of 
scales. This table only took the brand Dr. Oetker into account, since this was the placed brand in 
the sequence of ‘Das große Backen’. The values considering the scale of the attitude before and 
after having watched the sequence were around 0,9, which was more than appropriate. The 
table also shows that the Cronbach alpha values for the variables considering the perception 
after having watched the sequence and towards product placement practices. Since we asked a 
negative formulated question in the construct ‘Attitude towards product placement practices’, 
we reversed the answers of this question. However, for the calculation of the reliability, this 
question was not taken into account. The values of both constructs were above the limit of 0,7 
with values of 0,757 and 0,766. These variables were accepted as reliable and could therefore be 
used again at another time to measure the same object. However, we moreover calculated a 
second time the internal consistency of two constructs considering the attitude before and after 
having watched the sequence. The difference to the first time was that this time we only used 
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five items in each construct, since we wanted to correlate both constructs in a later point of the 
empirical investigation. The reliability values in this second calculation were accepted as 
reliable, with values of 0,940 for respondent’s attitude before and 0,963 for after having 
watched the sequence.  
 

 
Table 9 - Cronbach's Alpha only including Dr. Oetker 

 

4.6. Hypotheses testing 
 
In the following we are clarifying different tests, we have conducted in SPSS, such as an 
independent-sample t-test, a paired-sample t-test and a correlation. These tests helped us, to 
answer our main hypothesis H0 and the two sub-hypotheses H1 and H2 supporting H0. The 
result of every single test for every hypothesis, whether accepted or rejected was further 
supporting the answer to our research question, since we conducted these three hypotheses in 
order to give evidence to our research question. As mentioned, H0 was supported by H1 and H2, 
which was thus leading the order of the presentation of the following hypotheses. 

 

H1: Women are more likely to perceive the product placement brand in a baking 
show than men.  
 
An independent-sample t-test was conducted to find out whether there was a statistically 
significant difference in the mean scores for two different groups, namely men and women 
measured on the continuous variable of brand perception (Pallant, 2005). The mean values of 
both groups are shown in the table below. 
 

 
Table 10 – Independent-sample t-test - Perception of women and men 
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As mentioned in the introduction and according to IfD Allensbach’s (2015b) study, German 
women prefer watching cooking shows with 15,6% than men with 5,3%. However, as described 
in the table 10, a little difference between the two mean values exists. This shows that men have 
a higher mean value (Mean=8,16; SD=3,97) and therefore recognised more brands than women, 
with a slightly smaller mean value (Mean=8,07; SD=3,51). Also interesting to note was the 
simultaneous increase in the mean value and the standard deviation, explaining a positive 
variance and agreement in respondent’s answers. In order to understand the mean values as 
well as standard deviations, it was important to know that for the purpose of this hypothesis we 
used the second construct, asking about the attitude towards Dr. Oetker after having watched 
the sequence and including 6 items.   
 
Also presented in the table, is the Levene test showing the equality of variances. This value is 
telling whether the variation of scores for the two used groups, i.e. men and women, is the same. 
For this testing, the significance for Levene’s test is equal to 0,863 and given that it is larger 
than 0,05 it means that the assumption of equal variances has not been violated (Pallant, 2005). 
We further concluded that we had no significant difference between our two groups in brand 
perception, since the probability value (Sig. (2-tailed)) has a value of 0,856 and is therefore 
above the 0,05 value of significance. The magnitude of the differences in the means was very 
small with an eta squared value of 0,00016. 
 
This independent-samples t-test was conducted to compare the brand perception scores for men 
and women. Resulting in no significant difference in scores for women (Mean=8,07; SD=3,51) 
and men (Mean=8,16; SD=3,97) as well as a very small magnitude of the differences in the 
means (eta squared=-0,00016). We interpreted the eta squared values considering Cohen’s 
(1988) guidelines: 0,01=small effect, 0,06=moderate effect, 0,14=large effect. It explains that 
only 0,016 per cent of the variance in perception of product placement is explained by the 
gender.  
 
In conclusion, this test helped us to find out that women are not more likely to perceive the 
product placement brand in the sequence of the baking show than men, which means that men 
and women recognise brands almost to the same extent.  
 

H2: A relationship between the attitude towards the PPL brand after having 
watched the sequence and the attitude towards product placement exists. 
 
We conducted a correlation analysis in order to test if connections between the different 
statements within the hypothesis H2 exist. A correlation moreover describes the direction and 
strength of the linear relationship between the two variables, namely the attitude towards PPL 
brand after the sequence and attitude towards PPL practice. In order to test this, we used two 
constructs of questions. The construct for the attitude towards the PPL brand (Dr. Oetker) after 
watching the sequence contains five questions and the construct of attitude towards PPL as a 
practice contains three questions. Within the correlation analysis the Pearson’s correlation 
coefficient can have values from -1 to +1. This is indicating, whether the correlation is positive or 
negative. Is the correlation positive this means that the variables increase. More concrete, if one 
variable is increasing the other one also increases (Pallant, 2005). In the correlation analysis of 
H2 we could find a positive correlation, since both variables indicated a positive value. The 
attitude towards Dr. Oetker after having watched the sequence shows a value of 1 and the 
attitude towards PPL practice shows a value of 0,501. The shown values are in between 0,5 and 
1, which indicates a perfect positive correlation (Pallant, 2005). Moreover we could notice a 
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statistical significance, which is shown with the probability value Sig.(2-tailed), in the table 11. 
The results of our research are statistically significant. 
 

 
Table 11 – Correlations - Attitudes 

 
In conclusion the correlation analysis showed that our hypothesis H2 was accepted, and that a 
relationship between the attitude towards the PPL brand after having watched the sequence and 
the attitude towards the product placement as a practice exist. The respondents had a positive 
attitude towards the PPL brand after having watched the sequence, which is also demonstrated 
with the mean scores, as well as an overall positive attitude towards product placement as a 
practice. That shows that if someone perceives the PPL brand after having watched the sequence 
as positive, they also perceive product placement as a practice in a positive way. This also works 
the other way, given the example a person perceives the PPL brand as negative after having 
watched the sequences, this person thus also perceive product placement as a practice as 
negative. A strong relationship between the attitude towards the PPL brand after having 
watched the sequence and the attitude towards PPL was given. 
 

H0: PPL in a baking show changes consumer's attitude towards a certain brand 
to a more positive attitude after having watched the sequence. 
 
To testify H0, a paired-sample t-test was conducted to check if consumers significantly changed 
their attitude towards products that were actually placed in a television programme, in a 
positive way. This test was performed because many previous studies did not find significant 
changes in consumer’s attitude, when it came to product placement. 

Paired-sample t-tests suit best for situations when researchers have only one group to test, but 
collect data on two different occasions or under two different conditions (Pallant, 2005). Even if 
the data were not collected separately in this study, it was thought appropriate to use this 
technique since the questions concerning attitude were asked at different times, namely before 
and after having watched the sequence of the baking show ‘Das große Backen’. Usually paired-
sample t-tests require randomly selected sample. However, since we had a rather large sample 
with more than 30 respondents (Pallant, 20o5), a non-random sample would also be acceptable.  

Before and after the showed sequence, respondents were asked to assess their attitude towards 
the placed product, but also towards three more brands, in order to reduce the possibility that 
the respondents might understand which the placed brand really was. Moreover, it is important 
to know that for the purpose of this hypothesis we used the two different constructs, asking 
about the attitude towards Dr. Oetker before and after having watched the sequence, both 
including five items. This simplified the understanding of the mean value as well as of the 
standard deviation in the following table 12.  
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Table 12 - Paired sample t-test - Attitude change 

 
As presented in table 12, the result indicates a statistically significant change (difference in mean 
values of 7,8) in respondent’s attitude towards the placed brand, Dr. Oetker in the study at hand. 
At this point, it should be mentioned, that we were only considering the questions asking for the 
attitude towards Dr. Oetker. Before having watched the sequence the attitude is worse 
(Mean=24,5; SD=9,7) compared to the attitude after having watched the sequence (Mean=16,7; 
SD=7,9). Given, that the probability value, also described as Sig (2-tailed) is smaller than 0,05 
with a value of 0,000, we could conclude that there was a significant difference between our 
measurements before and after having watched the sequence. Also interesting was the 
simultaneous decrease in the mean and the standard deviation, explaining a positive variance 
and agreement in respondent’s answers. Moreover, the eta squared statistic (o,51) indicated a 
large effect size and let us conclude that a substantial difference in consumer’s attitude towards 
Dr. Oetker was given before and after the sequence. We also used Cohen’s (1988) guidelines for 
this eta squared. However, we were aware that many other factors could also have influenced 
the increase in consumer’s attitude towards Dr. Oetker as placed brand. 

This study was measuring consumer’s brand attitude change by comparing the differences 
between the attitude towards the placed product before and after having watched the showed 
sequence in the questionnaire. We were aware, that this environment is not real and that it 
could have changed the results, making the viewer more sensitive to brands than in their normal 
environment. 

In conclusion, this test was accepted, since the placement of Dr. Oetker products in the sequence 
of the baking show ‘Das große Backen’ changed positively consumer's attitude towards Dr. 
Oetker after having watched the sequence.  
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5. Analysis  

Within this chapter we make use of the elaborated frame of reference in order to analyse our 
empirical data retrieved from our findings of the questionnaire and SPSS.  
 
In order to be able to present accurate data analysis we made a connection with the prior 
chapters, namely the empirical findings and our conceptual model. This data analysis was also 
leading to significant answers of our research question as well as covering the problem 
discussion. For a better understanding of this analysis, we also connected our empirical results 
with the theory mentioned earlier in the frame of reference and concluded this section with our 
interpretation. 
  
We started with an analysis and interpretation of the descriptive statistics, to establish an 
understanding of the gathered data and in the next step to answer the research question. In 
order to do this, we looked closer at the ‘perception and attitude towards PPL and brands’ as 
starting point of our conceptual model, as well as the ‘product placement’, ‘screen placement’ 
and ‘integrated explicit PPL’ in our conceptual model, having been the independent variables. 
Regarding the dependent variables we examined the two theories, namely the perceptual 
process and the ELM and the resulting dependent variable ‘perception towards brand’ and 
‘attitude change towards PPL’. This investigation was helping us to answer our research 
question, analyse the content, interpret its meaning and illustrate new theoretical findings. In 
order to do so, we revised our conceptual model, since the conducted research gave us a new 
perspective of the topic. It could be shown that only the stimuli sight and sound are needed in 
the context of PPL and that a relationship between ‘perception and attitude towards PPL and 
brands’ and ‘perception and attitude change towards PPL’ exists. 
 

 
Figure 9 - Our revised conceptual model 
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5.1 Descriptive statistics 
 
As indicated in the empirical findings we built four different constructs, to better analyse our 
responses of the questionnaire. The constructs summed up questions about consumer’s attitude 
towards brands in general, the perception as well as attitude after having watched the sequence 
of the baking show and respondent’s attitude towards PPL practices. In this section we interpret 
the mean value, also known as the arithmetic average, within each construct, to establish an 
understanding of our gathered data. The smaller the mean value the more positive the 
respondent was towards the asked answer and thus its perception or attitude. The use of the 
mean value as a measure that allowed us to better compare and discuss the outcome and get a 
particular understanding of the big picture. 
  
The first analysed construct was about consumer’s attitude towards brands in general. 
According to the mean values in this construct, the attitude towards Dr. Oetker was the best, 
having the most positive overall attitude towards Dr. Oetker, perceiving this brand the most 
often as good and preferring to buy Dr. Oetker. The worst attitude towards a brand had Nestlé, 
when considering the mean value, which was in any case the highest and thus had the worst 
attitude. The respondents answered, as having a bad attitude towards Nestlé could perhaps be a 
result of negative news reporting about child labour, unethical promotion, manipulation, 
pollution and more in relation to the Swiss multinational food and beverage company Nestlé. 
These negative headlines are leading to boycott and moreover designate Nestlé to one of the 
most hated companies in the world (Andrei, 2015). 
  
However, coming to two questions within this construct, where the respondents were asked 
about their general like towards the four listed brands as well as which brand they usually buy, 
the respondents did not disagree with Nestlé but with RUF this time, having the worst mean 
value. However, respondents also agreed with Dr. Oetker in these questions the most. This 
outcome could be as a result of the respondents knowing the brand RUF less than Dr. Oetker, 
Nestlé and Mondamin, despite all four brands are well known brands in the German baking 
sector. Another interpretation of this outcome was, that even if Nestlé had a negative image, 
titled as one of the most hated companies in the world, it could show that the respondents had a 
negative attitude towards Nestlé, however still having liked and bought its products. 
  
Coming to the second construct about consumer’s perception after having watched the sequence 
of the baking show, we concluded out of our empirical results, that the respondents did perceive 
the right brand (i.e. Dr. Oetker) as the placed brand. However, respondents believed, besides 
having seen candidates using the brand, to also have heard candidates talking about Dr. Oetker, 
which was not the case. It could have been, that this question was interpreted in a way that 
respondents have heard the candidates talking about the product without saying the brand 
name, since the candidates were talking about the product they were using, which indeed was a 
Dr. Oetker product, but the brand name was mentioned at no time. Moreover it is interesting to 
observe that the respondents were under the impression they had seen and heard about Nestlé 
in the shown sequence of the questionnaire. Nestlé was neither shown, nor mentioned at any 
time in the sequence. We could imagine that this result occurred, since Nestlé as multinational 
food and beverage company, with more than 8000 brands (Andrei, 2015) is well known by the 
respondents and thus seen as substitute of products used in the sequence of the show ‘Das große 
Backen’.  
  
The third construct was analysing the outcome of consumer’s attitude after watching the 
sequence of the baking show and the interesting result was that outcome did not change 
compared to the second construct, which asked about the attitude before the sequence. The 
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most positive attitude towards a brand had still Dr. Oetker and the worst were Nestlé and RUF. 
Also after having watched the sequence RUF was the less known brand, which made sense, 
according to the fact that RUF was not shown in the sequence and could therefore not be known 
better after the sequence. Same for the less positive attitude towards a brand, which was also 
again Nestlé. Therefore Nestlé and RUF were also the two brands that respondents would have 
used the least compared to the other brands and Dr. Oetker again as the most positive brand. 
These results were gratifying, since an attitude change towards a brand, except for Dr. Oetker, 
would not have been understandable under the conditions of the study. 
  
Our last construct added questions about respondent’s attitude towards product placement 
practices together. This showed that respondents of the questionnaire were fine with the use of 
PPL in German television programmes, but also that PPL subsequently did only have a small 
influence. The respondents state moreover that the placement of products was only slightly 
influencing their buying behaviour, since PPL was also only somewhat making the product more 
tangible for them. 
 

5.2 Independent Variables 
 
After consumer’s perception and attitude towards PPL and brands was build, the second part of 
our conceptual model started with the independent variables, which was product placement in 
the baking show. This variable was classified into screen placement and integrated explicit PPL. 
The product placement of the brand Dr. Oetker in the show could be classified as a screen 
placement, since the Dr. Oetker’s products were shown several times during the sequence. 
Screen placement occurred when a brand was presented on the screen, but neither part of the 
plot, nor of the script (Russel, 1998). Given the fact, that the brand Dr. Oetker was indeed shown 
with a range of different baking products in the show, but neither part of the plot, nor of the 
script screen placement was justified in this case. Moreover the product placement in the show 
‘Das große Backen’ could be classified as integrated explicit PPL, as mentioned earlier, since the 
products of Dr. Oetker were playing an active role within the show (D’Astous & Seguin’s, 1999). 
More concretely, the brand name ‘Dr. Oetker’ was clearly shown and the benefits and attributes 
were demonstrated through the baking candidates. The candidates used different Dr. Oetker 
products while baking and always made sure to show the brand logo to the camera. This way the 
viewer of the show was unconsciously confronted with the product placement of the Dr. Oetker 
products. 
  
In conclusion, the respondents have perceived the product placement of the Dr. Oetker products 
as a screen placement and integrated explicit PPL, which ensured that the products were placed, 
used and shown in the show without being integrated into the plot. Nevertheless the 
participants in the show clearly used the products and talked about the usage and benefits of 
these, as D’Astous & Seguin’s (1999) describe it in their theory. 

5.3 Dependent Variables 
 
The dependent variables built the third part of our conceptual model. In the following all three 
hypotheses were analysed, all of them involved the dependent variables. All of the three 
hypotheses were linked back to our conceptual model and answered the research question in the 
end. 
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5.3.1 Hypothesis 1 - Women are more likely to perceive the product placement brand in 
a baking show than men 
 
To prove whether H1 was accepted or not, we used the independent-samples t-test, measuring 
the difference in the mean value of our male and female respondents. Doing so, we were able to 
see that men have recognised slightly more brands than women. However, according to some 
tests within the independent-samples t-test, such as the Levene test for the equality of variances 
or the probability value, we could conclude that no significant difference between men and 
women in brand perception was given. This outcome could also be demonstrated by only 0,016 
per cent of the variance in perception of product placement that was explained by the gender. 
This meant in the context of Dr. Oetker, that men and women more or less perceived product 
placement in the same way and therefore also have seen the placed product of Dr. Oetker in the 
shown sequence equally often. According to our test, this hypothesis was rejected. 
 
The reason for this result could only be speculated, since many unknown factors that were not 
taken under consideration occurred in the analysis of this hypothesis. Nevertheless, one earlier 
mentioned reason why women would have been more likely to perceive product placement, is 
due to the increase of women watching cooking and baking shows in the last years in Germany 
(IfD Allensbach, 2015b). Arguing for men and their higher perception of product placement is 
the fact, that more men had a higher affinity to cooking and baking than women. This could be 
claimed, since in 2010 only 11 out of 140 restaurants in the UK, led by women got the coveted 
stars of the Michelin Guide (The Independent, 2010). However, this led us to the conclusion that 
stereotypes did not exist in this context, not stressing the importance of the gender specific type 
of the placed product in a specific show, since men and women were both likely to perceive the 
product in the same way. 
 
According to Solomon et al. (2013) perception focuses on the selection and interpretation of raw 
data and the meaning the individual assigns to this data. As mentioned in the frame of 
reference, the perceptual process, which is part of the conceptual model and influencing the part 
of ‘perception towards PPL and brand’ involves three major stages, namely sensation, attention 
and interpretation. The respondents of this research, either men or women, went through all 
three stages of the perceptual process and finally often perceived equally the placed products of 
Dr. Oetker. 
  
Building a connection of this finding to our conceptual model, we first reviewed the independent 
variable of our conceptual model, which is the product placement of Dr. Oetker in the baking 
show. More concrete the screen placement and the explicit integrated PPL. Since the 
respondents had to watch a designated sequence of the baking show ‘Das große Backen’ where 
Dr. Oetker products were shown and used, they were confronted to the screen placement and 
the explicit integrated PPL. After this, the respondents had to answer several questions 
regarding their perception of placed products in the sequence. As mentioned men and women 
perceived the product placement equally often, which was leading us to the dependent variable 
of the conceptual model, in the part of the perceptual process. 
 
Our research could show, that respondents went through the three major stages of the 
perceptual process, namely sensation, attention and interpretation, since a perception of 
product placement finally occurred. We could thus state a new theoretical conclusion that only 
two stimuli out of the five original were needed, namely sight and sound, to perceive a placed 
product in reality TV.  
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Figure 10 - New theoretical conclusion for H1 

 

5.3.2 Hypothesis 2 - A relationship between the attitude towards the PPL brand after 
having watched the sequence and the attitude towards product placement exists 
 
The correlation analysis for hypothesis 2 proved that a strong relationship between the attitude 
towards the PPL brand after having watched the sequence and the attitude towards PPL as a 
practice exists. It more clearly means that if someone has a positive attitude towards the PPL 
brand after having watched the sequence, they also have a positive attitude towards product 
placement as a practice. This also works the other way around, if a person has a negative 
attitude towards the PPL as a practice this person would also have a negative attitude towards 
the product placement brand after having watched the sequence. In our example of the baking 
show and the brand Dr. Oetker, the respondents had a positive attitude towards Dr. Oetker after 
the sequence and an overall positive attitude towards PPL as a practice. A strong relationship 
between these variables was therefore proved. 
  
In the past, product placement faced ethical issues, not being clearly identified as 
advertisement. People were upset by the use of product placement in television shows, 
considering it as surreptitious advertising. In 2010, legislation was passed, which stated that 
product placement had to be indicated in German television, (Die Medienanstalten, 2016). This 
means, that in the beginning of the TV show and after every commercial break, the indication 
has to be clearly visible to the viewer. Hence, product placement is not surreptitious advertising 
anymore, but clearly indicated. Given to our results, where we were able to find out that the 
attitude towards product placement influences viewer's attitude towards the placed brand in a 
baking show, it seemed that viewers have accepted product placement in German television. 
Due to our findings, it could be stated that viewers who accepted the use of product placement, 
also generated a positive attitude towards product placement and the placed brand. 
 
Linking this finding back to our conceptual model, we started looking at the independent 
variable, namely the product placement of Dr. Oetker in the baking show ‘Das große Backen’. 
Within the questionnaire, the respondents were watching a sequence with Dr. Oetker as PPL. 
After this sequence they indicated a positive attitude towards the brand Dr. Oetker. This was 
shown in the dependent variable section of the model, under ‘attitude change towards brand’. 
Before perceiving the independent variable the respondents already had an attitude towards 
PPL as a practice, which is shown in the ’attitude towards PPL’ part of the model. The outcome 
of these questions was overall positive as well. Finally, it could be said that the two variables 
‘attitude towards brands’ and ‘attitude towards PPL’ in the model had a strong relationship. If 
someone has a positive or negative attitude towards one of the variables, this person also has the 
same attitude towards the other variable. This means for the conceptual model if someone had 
already a negative attitude towards PPL as a practice in general, this person would also have a 
negative attitude towards the PPL brand after having watched the sequence. It further means, 
that if a consumer had a weak attitude towards a brand, but a strong attitude towards product 
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placement, watching a show where this brand was placed was leading to a more positive attitude 
towards the placed brand, after having watched the show.  
 
Due to our research, the theoretical development of our conceptual model was highly 
significant, since this connection between the elements ‘attitude towards product placement and 
the brand’ and the ‘attitude change towards the brand’, did not exist in former studies like this 
so far. This new connection of both elements emphasises the importance of consumer’s 
acceptance towards product placement as a practice, since this was leading to a positive attitude 
towards the placed product, which is important for marketers in this industry.   
 

 
Figure 11 - New theoretical conclusion for H2 

 
5.3.3 Hypothesis 0 - PPL in a baking show changes consumer's attitude towards a certain brand 
to a more positive attitude after having watched the sequence. 
 
In order to test our H0 we conducted a paired-sample t-test. The test showed a statistically 
significant change in the attitude of the respondents towards the placed brand Dr. Oetker. The 
test measured the attitude towards the brand Dr. Oetker before the respondents watched the 
sequences as well as after they watched it. We were aware of the fact that this study was 
conducted under particular conditions and that also other factors were able to influence the 
attitude change of the respondents. Nevertheless, an attitude change after having watched the 
sequences coud be reported and means that product placement has a positive effect on the 
attitude towards the placed brand, Dr. Oetker in this study. 
 
Due to our conducted paired-sample t-test we could observe that an attitude change towards the 
placed brand occurred, since the respondents perceived the brand as more positive after having 
watched the sequence. The ELM, introduced in the frame of reference and part of our 
conceptual model, showed the steps the respondents went through to subsequently feel an 
attitude change. As stated by Petty & Cacioppo (1983) the elaboration likelihood model connects 
persuasion as well as attitude formation and change with motivation and involvement. Linking 
to the hypothesis 0, product placement is perceived by consumers and further proceeded on a 
low-involvement basis via the peripheral route, since the placed Dr. Oetker products do not 
need more information to lead to an attitude change. Connecting this knowledge to our research 
example, means that product placement in a baking show is able to positively influence viewer’s 
attitude towards the placed brand and is moreover able to cause a positive attitude change 
towards this brand. Consequently, viewer’s attitude towards a brand can be changed by PPL in a 
baking show. Overall, it is possible that a viewer acquires a positive attitude towards a brand, if 
this viewer sees the brand in a product placed context. 
 
Linking these results to our conceptual model, we first had a look at the part describes as 
‘attitude towards brand’, which is relating to questions respondents were asked about their 
attitude towards Dr. Oetker before having watched the sequence. We then focused on the 
independent variable, namely the product placement of Dr. Oetker products in the baking show. 
In this research, the PPL was shown in the sequence as part of the questionnaire, which the 
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respondents had to watch. In a last step, we focused on the dependent variables, namely 
‘attitude change towards brand’. This relates to questions the respondents were asked after 
having watched the sequence and again about their attitude towards Dr. Oetker. 
  
In conclusion, our empirical findings confirm our conceptual model. Consumer’s attitude 
towards a brand in a baking show can be changed by product placement. To better understand 
the process the consumer goes through, we illustrated our conceptual model with the example of 
Dr. Oetker, placed in the baking show. In the first place, a consumer has a certain attitude 
towards a brand, i.e. Dr. Oetker. In a next step, the consumer is watching television and now 
perceives the brand Dr. Oetker through product placement, which is shown as the independent 
variable in our model. The consumer goes through the perceptual process, namely the steps 
sensation, attention and interpretation. As explained in the dependent variable of our 
conceptual model, the attitude towards the brand is now changing, due to the ELM. Consumer’s 
attitude towards the brand Dr. Oetker has now, after having watched the show ‘Das große 
Backen’, changed in a positive way. 
 
Our research was able to give evidence, that due to a connection of the perceptual process, the 
ELM and the influence of product placement an attitude change could be studied. The 
connection of these components led us to a new theoretical conclusion to research the influence 
of PPL. 
 

 
Figure 12 - New theoretical conclusion for H0 

 
Consequently, due to our empirical findings, the used theory and our developed model, we were 
able to answer our research question, ‘How does product placement influence consumer’s 
perception and attitude towards a placed brand?’. As mentioned in the analysis, product 
placement influences consumer’s perception and attitude towards the placed brand in a positive 
way. We moreover could show that an attitude change occurred. The answer of our research 
question led us to the fulfilment of our purpose. 

 

5.4 Discussion 
 
Elaborating on our conceptual model, we used the perceptual model and the elaboration 
likelihood model from Petty & Cacioppo (1983) and in order to find background information for 
the thesis at hand, we considered several significant studies. In this discussion, we compared 
these previous results with our findings, even if not all investigations corresponded. A study 
conducted by Homer (2009) revealed that prominent repeatedly placed products could have a 
negative influence on consumer’s attitude, however placing the product more subtly has a more 
positive influence on the consumer. Our research, where products were shown several times 
within the same episode, but placed in a discreet way, reveals the same outcome as Homer’s 
study. We could find out, that product placement has a positive influence on consumers, 
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changing their attitude towards the placed product in a positive way. However, we did not make 
a distinction between subtle and prominent placement, which could have influenced our results.  
 
Russel & Stern’s (2006) study found out that the attitude towards a character in a TV sitcom 
using a product could have influence on consumer’s attitude towards the product. Since we did 
not research this aspect of product placement, namely consumer’s attitude towards a candidate, 
a jury member or the presenter in relation to consumer’s attitude towards the product they are 
using, we were not able to take a statement to this previous outcome of a research, but we 
emphasise this thought in a future investigation. Moreover, the investigation of a study by 
Reijmersdal et al. (2010) showed that the information value of the placed product and the genre 
of the TV show did not have a significant influence on consumer’s attitude, however consumer’s 
evaluation of the TV show did. Our investigation focused on the TV genre of baking shows, could 
find out that, if consumers have a positive attitude towards product placement as a practice, 
they also have a positive attitude towards the placed brand in the baking show. The correlation 
Reijmersdal et al. (2010) have researched between the attitude towards the placed product and 
the attitude towards the TV show evaluation, we did with the correlation between the attitude 
towards product placement as a practice and the attitude towards the placed brand in the baking 
show. Our findings therefore corresponded with Reijmersdal et al. (2010) findings, also having 
identified a positive correlation between both variables. Finally, we compared our findings with 
the evidence of Park & Berger’s (2010) study, which showed that the frequency of watching a 
movie does not have an impact on the attitude towards product placement. Using the media of 
reality TV in our research, with a show most of our respondents had never watched before, the 
sample, which watched ‘Das große Backen’ before showed the same outcome as Park & Berger’s 
study. However, even if our result also was that the frequency of watching the baking show had 
no impact on the attitude towards product placement, we decided to not incorporate it in our 
empirical findings, since the sample size was too small and thus not representative. For the sake 
of this comparison, we however stated a same result as the previous study. 
  
Our study, related to our revised conceptual model, could identify that product placement was 
indeed able to change consumer's attitude towards the placed brand in a positive way and that 
this attitude towards the placed brand was influenced by the attitude the consumer has towards 
product placement. We were able to make this new finding, using product placement as 
independent variable in our conceptual model in order to validate the dependent variables of 
consumer’s perception and attitude change. Latter is the final stage of the peripheral route of the 
ELM. We decided to use this model, to examine if an attitude change occurs with product 
placement in reality TV. As stated in 5.1., an attitude change could be confirmed as well as the 
new fact, that a relationship between the variables ‘perception and attitude towards PPL and 
brands’ and ‘perception and attitude change towards PPL’ exists, induced by the ELM. However, 
even if the ELM was the suitable model to use, in order to identify and examine an attitude 
change, the ELM does not show the frequency of arguments an individual occurs to inspect in a 
given environment (Ho & Bodoff, 2014). We were therefore only able to clarify the degree to 
which a consumer cognitively process a shown product, but not the amount of repetitions the 
user needs to be persuaded by the product to change its attitude towards this product. This 
would have been of interest for example to marketers who wants to maximise their profit. 
Hence, our main restrain of the ELM, trying to understand the effects of product placement on 
consumer’s attitude change, was that it only clarifies the effects of how the information is 
processed, but does not consider consumer’s primary reason to encounter this information. 
Nevertheless, the ELM was with support of the perceptual process, the best suitable theory we 
could use for the purpose at hand. We would strengthen the usage of the ELM in future research 
in the context of our revised conceptual model.  
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With this comparison of previous findings with the outcome of our research, we were able to 
close the gap we found in the beginning of our thesis in the problem discussion, having 
strengthened arguments of previous studies with the results of our research and moreover 
defining a new aspect on theory based on our revised conceptual model. As final statement 
product placement in reality television is able to influence consumer’s perception and attitude. 
It is furthermore able to change consumer’s attitude.   
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6. Conclusion 

This chapter answers the research question of this thesis and draws conclusions based on the 
purpose at hand. We furthermore provide managerial and ethical implications and finally 
elaborate recommendations for future research within this field.  
 
This Master’s thesis is aiming to identify and examine consumer’s perception and attitude 
change towards product placement in reality TV, focusing on the German baking show ‘Das 
große Backen’. Therefore, gaining new insights on an existing relationship between product 
placement, as independent variable and the perception and attitude towards brands and PPL 
practices as well as an attitude change, as dependent variable, was important for our research 
and part of our conceptual model, since only little research regarding this topic currently exists.  
 

6.1 Concluding remarks 
 
Due to our empirical findings, hypotheses testing and analysis, we concluded the following 
remarks: 
 

• Product placement in a baking show changes consumer's attitude towards the placed 
brand in a positive way 

 
As stated, product placement can indeed change consumer's attitude towards a placed brand in 
a positive way. Our study showed that the attitude towards the brand Dr. Oetker was more 
positive after the respondents watched the sequence with Dr. Oetker as placed brand. It 
therefore proved that product placement is able to change the brand attitude in a positive way. 
 

• Women and men perceive product placement in reality almost to the same extent 
 
This result showed that women and men perceive product placement in reality TV almost to the 
same extent, even though women are more interested in cooking and baking shows than men. 
Hence, the gender had no significance on the perception of product placement.  
 

• The attitude towards product placement influences viewer's attitude towards the placed 
brand in a baking show 

 
With this result proved that the attitude towards product placement influences viewer’s attitude 
towards the placed brand in a baking show. If viewers had a positive attitude towards product 
placement as a practice, they also had a positive attitude towards the placed brand after having 
seen it in the baking show. These remarks could also be argued vice versa, which means that if 
viewers had a negative attitude towards the placed brand after having watched the show, they 
also had a negative attitude towards product placement as a practice. 
 

• A new and revised conceptual model with product placement as independent variable 
could be conducted in order to validate the dependent variables of consumer’s perception 
and attitude change.  

 
Our conceptual model was able to visualise that consumers first went through the perceptual 
process only using two stimuli, namely sight and sound, out of the five original stimuli, to 
perceive a placed product in reality TV. Second, our research was able to give evidence, that due 
to a connection of the perceptual process, the ELM and the influence of the PPL an attitude 
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change was given. Finally, a new connection of the elements ‘attitude towards product 
placement and the brand’ and the ‘attitude change towards the brand’ emphasises the 
importance of consumer’s acceptance towards product placement as a practice, since this was 
leading to a positive attitude towards the placed product. This connection between both 
elements did not exist in former studies like this so far. Therefore, our conducted conceptual 
model, based on two adapted theories, namely the perceptual process and the ELM, was highly 
significant due to its unique theoretical development. 
 
Concluding the research of our thesis, we can state that the purpose at hand is fulfilled, since we 
were able to identify and examine consumer’s perception and attitude towards product 
placement in reality TV, focusing on a German baking show. We moreover could prove that an 
attitude change was indeed occurring.  
 

6.2 Implications  
 
Having dealt with the topic of product placement in reality TV and the connection between two 
theories in the last few months, we were able to gather some significant insights related to these 
topics. We believe that this information could be an added value for leaders in their future 
procedures. We therefore summarise some managerial implications, which we were able to 
derive from this research.  
 
Given our results, we first recommend managers to use product placement, like ‘Das gr0ße 
Backen’ did it with Dr. Oetker, since we could find out that this application of product placement 
has an positive effect on the consumer, changing its attitude in a positive way as well as being 
willing to buy the product after having watched the show. This means, to show and use the 
placed product several times in an episode, such as Dr. Oetker was shown and use in ‘Das große 
Backen’. However, we also noticed that the brand name was never said by name, by any of the 
contestants in the show. A useful addition to this way of PPL practice and our second 
recommendation is to better demonstrate the product benefits, showing the usage of the 
product more often. Doing so, the consumer gets a better understanding of the usage of the 
product, which could increase the purchase behaviour. Besides that this study proved that this 
way of product placement as screen placement and integrated explicit PPL in a baking show is 
able to positively change consumer’s attitude, we would still recommend to reference brand’s 
name before the show or when closing it with ‘This show was presented by Dr. Oetker’. This 
could intensify viewer’s awareness for the brand and possibly corroborate its attitude. However, 
the outcome of this research shows, that a positive attitude is reached with the only use of screen 
placement and integrated explicit PPL, which is under circumstances moreover leading to a 
purchase intention. We therefore assume that the currently used approach of PPL is a good 
method, which managers should continue to stick to.  
 
Moreover, we were able to derive an ethical implication from this research. In the past, product 
placement was facing ethical issues, to this time not being clearly identified as advertisement. 
People were upset by the use of product placement in television shows, considering it as 
surreptitious advertising. In 2010, a legislation, which says that product placement has to be 
indicated in the German television, was passed. This means, that in the beginning of the TV 
show and after every commercial break, the indication has to be clearly visible to the viewer. 
Given to our results, where we were able to find out that the attitude towards product placement 
influences viewer's attitude towards the placed brand in a baking show, it seems that viewers 
have accepted product placement in German television, since it is not anymore surreptitious 
advertising, but clearly indicated. From an ethical aspect the viewers accept the use of product 
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placement, which generates a positive attitudes towards product placement and the placed 
brand. 

6.3 Limitations 
 
After having presented the conclusions of this research and looking at the limitations of this 
study, we would like to mention that this research was conducted under restricted conditions, 
such as a limited amount of time, confined access to literature, a rather small sample and no 
financial resources. Even if we see this thesis as highly qualitative, with a strong reliability and 
validity, we are also aware of limitations in this thesis. These led to a weakening of the study, but 
are according to us, essential to mention. 

The time limitation we were facing had an influence on the amount of questionnaires we were 
able to conduct and the profundity of this research. To the latter also leads the applied literature 
that was used under the purpose of sthis thesis. All literature we could find in using university’s 
online and offline library and through some more Internet sources was of high relevance for our 
study, however the access to some specific literature would have made this thesis more 
profound. A further limitation is given through the limited amount of data we gathered. Hence, 
our empirical findings are basing on 213 valid questionnaires, which are indeed representative 
for the purpose of this thesis, but may not lead to results that can be generalised. A limitation 
regarding the generalisation of this thesis further leads to less specific guidelines for marketers 
and advertisers. Aiming for an equal distribution of 50 per cent in our sample, regarding gender 
and age of the respondents, we could not reach this perfect distribution. With a sample of 123 
women and 90 men, from which 126 respondents have an age range from 20 - 39 years and 87 
respondents from 40 - 59 years, female and younger respondents are overrepresented. It could 
therefore be possible, that an equal distribution of gender and age in our sample could have lead 
to a different data outcome and thus leading us to draw another conclusion about women and 
men and their perception of product placement in our research. Based on a lack of financial 
resources, we were not able to study more extensive for the purpose at hand, such as the 
German market, which also lead to the uneven distribution of responses. 

 

6.4 Further research 
      
Besides presenting the limitations of this study, some suggestions for future research can be 
made, given several questions that have been raised, while working on this thesis. Moreover, the 
use of product placement as marketing tool is increasing and given this growth, more research 
in this field needs to be done. 

Our first suggestion is following the last limitation mentioned above. We assume that a more 
adequate research would be possible, with a more even distribution of our sample. As 
mentioned, our sample consists of 126 respondents with an age range from 20 - 39 years and 87 
respondents from 40 - 59 years. With this approach we tried to have a more generally stated 
research, involving different age categories, such as German television stations are using these 
reference audiences to best address their advertising (IP Tagesbericht, 2010). However, a 
broader research including respondents under 20 and over 60, based on an even distribution, 
would be interesting in regards of their attitude towards product placement. 

Second, this study was designed as a cross-sectional study, due to a short time horizon. 
However, to get a more relevant picture of the purpose at hand a longitudinal research should 
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be conducted. In approaching a longitudinal research design, the measurements of the attitude 
and perception of the respondents towards placed products and brands could be more accurate. 
Researchers could for instance measure the attitude and perception before the new season of a 
baking show, such as ‘Das große Backen’ starts, letting the respondents watch the entire season 
of the show and again measure the attitude and perception after the end of the baking show 
season. In this way the effect of product placement might be more reliable and valid. 

Another interesting thought that was raised during the work on this thesis is regarding the way 
product placement is executed. In existing literature as well as in previous research the 
differentiation between subtle and prominent placement is not made. Our thesis was also only 
focusing on one side, namely the use of screen placement and integrated explicit PPL, since this 
sort of placement was applied in ‘Das große Backen’. It would therefore be interesting to conduct 
some further research on this aspect, to find out if the attitude towards a placed brand and PPL 
practices in general change, when prominent placement is used, which is indeed more obvious. 
This also includes to not only show the product and its brand, as it was done in this study, but to 
also mention the brand by name, whether from the candidates or an off-voice. For instance, as 
mentioned in the managerial implications, to reference to brand’s name before the show or 
when closing it with ‘This show was presented by Dr. Oetker’. 
  
The focus of this thesis was on a German baking show, which is only a small part of reality TV 
and therefore also not possible to generalise this results for the entire reality TV genre. 
Considering this aspect, future studies could focus on a broader sector of reality TV, to further 
generalise the attitude towards product placement in reality TV. Moreover, what could also be 
studied, when looking at potential topics for future research is another market. We concentrated 
on the German market, where the interest in cooking and baking show increased in the last 
years (IfD Allensbach, 2015a), however this does not mean it is the case in another country. It 
would be interesting to examine if cultural differences are affecting the attitude towards product 
placement.   
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No Degree

Hauptschulabschluss

Mittlere Reife / Realschulabschluss

Abitur

Bachelor

Master/ Diploma

PhD

Apprenticeship

Meister

Other

English | Deutsch

Questionnaire Masterthesis

This questionnaire is part of the Master Thesis from two stundents in International Marketing at Jönköping University. The purpose is to examine your attitudes towards
reality television, focusing on a German baking show. This survey is expected to take approximately five minutes and will start with a little sequence you should watch in
order to answer the following questions. Please be assured that your responses will be treated with utmost confidentiality and no personal information will be revealed in
any way. Your opinions are very important for the outcome of this research.

Question to your individual

Do you have access to German television programmes?

Yes No

Please indicate your age

under 20 years 20 - 39 years 40 - 59 years over 60 years

Please indicate your gender

female male

Please indicate the highest level of education completed

 Please indicate your employment details

Student Apprentice Working
Housewife-,

man Pensioner
currently

unemployed Other

javascript:void(0);
Appendix 1 - Questionnaire English version 
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under 1 hour

1 - 2 hours

3 - 4 hours

over 4 hours

General questions

Do you usually do something else while watching TV programmes (e.g. checking your phone, using a laptop, using tablet, etc. )?  

Yes Sometimes No

How many hours on average do you watch German TV programmes

Your perception in general

Which of the following brands do you know?

Ich
kenne
keine
der

Marken

I pay attention to the brand names of the products I buy 

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

Your attitude in general

My overall attitude towards the following brand is positive

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

  

  

  

  

I believe the following brand as a good brand

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree
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In general I like the product from the following brand

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

  

  

  

  

In general I buy the products of the following brand

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

  

  

  

  

I prefer to buy the following brand

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

  

  

  

  



28.04.16 16:03Qualtrics Survey Software

Seite 4 von 8https://eu.qualtrics.com/ControlPanel/Ajax.php?action=GetSurveyPrintPreview

Please indicate you opinion to the following statements.

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

The brand name tells me something
about the quality of the product   

I rely on a brand to choose what to
buy   

Due to the brand name I would pay
more for the product   

In general I recognise brands in
German TV programmes   

Block 10

'Das große Backen'

The following sequence you will see is about the reality TV baking show ‘Das große Backen’. This show is about a competition, where several candidates have to bake
pastries according to a weekly theme and based on their result selected for the next round. The theme of the shown sequence is ‘Pure Erotik für den Gaumen’. Please watch
this sequence before answering the following questions.
 

 

Please watch the following sequence  to answer the questions following.
For the purpose of this study you only nee dot watch the sequence from minute 3:30 to minute 7:00. 

Pure Erotik für den Gaumen | Das große Backen | SAT.1

https://youtu.be/V0LfMyEiQIk

Have you ever watched ‘Das große Backen’ before? 

Yes No I do not know

If yes, approximately how many episodes?

If yes, do you like the TV show ‘Das große Backen’?

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

https://www.youtube.com/watch?v=V0LfMyEiQIk
https://youtu.be/V0LfMyEiQIk
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If yes, do you like the following characters in ‘Das große Backen'?

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

Candidates   

Jury   

Presenter   

Ihre Wahrnehmung zu der gezeigten Sequenz

Which brands could you recognize in the showed sequence?

I perceived no brand

How often have you seen the following brands?

   

I perceived no
brand 1 2 3 4 5

I perceived
more than five

brands

  

  

  

  

How often could you observe the candidates using the following brands?

   

I have not seen
the brand 1 2 3 4 5

I have seen the
brand more

than five times

  

  

  

  

How often could you hear the candidates talking about  the following brands?

   

I did not hear
talking about

the brand 1 2 3 4 5

I did hear
talking about

the brand more
than five times



28.04.16 16:03Qualtrics Survey Software

Seite 6 von 8https://eu.qualtrics.com/ControlPanel/Ajax.php?action=GetSurveyPrintPreview

  

  

  

  

Your perception to the shown sequence

I knew the following brands before I have seen the sequence

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

  

  

  

  

After having watched the sequence I am positive towards the following brands 

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

  

  

  

  

After having watched the sequence I believe the following brand as a good brand    

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree
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After having watched the sequence I like the product from the following brand

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

  

  

  

  

After having watched the sequence I would consider to use the following brand

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

  

  

  

  

After having watched the sequence I would prefer to buy the following brand

   

I completely
agree I agree

I somewhat
agree Neither nor

I somewhat
disagree I disagree

I completely
disagree

  

  

  

  

Product placement

Product placement, or brand placement, is a form of marketing communication intended to heighten brand visibility or drive sales by inserting branded material into
entertainment, educational, or informational content. 

Please indicate you opinion to the following statements.

   
I completely

agree I agree
I somewhat

agree Neither nor
I somewhat

disagree I disagree
I completely

disagree
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I am fine with the use of product
placement in German TV programmes   

Product placement is making the
benefit of the product more tangible to
me

  

Product placement does generally not
influence my attitude towards the
placed brand

  

Product placement in German TV
programmes is influencing me to buy
the placed products I have seen

  

Ende

Thank you for your participation
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keinen Schulabschluss

Hauptschulabschluss

Mittlere Reife / Realschulabschluss

Abitur

Bachelor

Master/ Diplom

Doktor/ Professor

Berufsausbildung

Meister

Sonstiges

Fragebogen zur Masterarbeit

Dieser Fragebogen ist Bestandteil der Masterarbeit von zwei Studentinnen des Studiengangs ‘International Marketing’ an der 
Jönköping International Business School in Schweden. Die Absicht dieser Studie ist Ihr Verhalten gegenüber deutschen 
Fernsehsendungen zu untersuchen. Dieser Fragebogen wird voraussichtlich zehn Minuten dauern. Es werden Ihnen generelle 
Fragen gestellt, sowie Fragen zu einer Sequenz, die Sie sich im Rahmen dieses Fragebogen ansehen werden. Bitte beachten Sie, 
dass Sie nicht mehr zu den vorherigen Fragen zurück gehen werden können. Seien Sie versichert, dass Ihre Antworten streng 
vertraulich behandelt werden und dass keine persönlichen Daten in irgendeiner Weise aufgedeckt werden. Ihre Meinung ist von 
großem Interesse für das Ergebnis dieser Studie.

Fragen zu Ihrer Person

Haben Sie Zugang zu deutschen Fernsehsendungen? 

Ja Nein

Bitte geben Sie Ihr Alter an

unter 20 Jahre 20 - 39 Jahre 40 - 59 Jahre über 60 Jahre

Bitte geben Sie Ihr Geschlecht an 

weiblich männlich

Bitte geben Sie Ihren höchsten Bildungsabschluss an

 Bitte geben Sie ihren Berufsstand an

Student Lehrling Berufstätig
Hausfrau, -

mann Rentner, -in
zur Zeit

arbeitslos Sonstiges

Appendix 2 - Questionnaire German version 
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unter 1 Stunde

1 - 2 Stunden

3 - 4 Stunden

über 4 Stunden

Generelle Fragen

Machen Sie gewöhnlich noch etwas anderes während Sie Fernsehsendungen schauen (z.B. Telefon, Tablet, etc. benutzen)? 

Ja Gelegentlich Nein

 Wie viele Stunden pro Tag schauen Sie durchschnittlich deutsche Fernsehsendungen?

Ihre Wahrnehmung im Allgemeinen

Welche der folgenden Marken kennen Sie?

Ich
kenne
keine
der

Marken

Ich achte auf Markennamen bei der Auswahl der Produkte die ich kaufe

Stimme voll
zu Stimme zu

Stimme
teilweise zu Weder noch

Stimme
teilweise
nicht zu

Stimme
nicht zu

Stimme
überhaupt
nicht zu

Ihre Einstellung im Allgemeinen

Im allgemeinen habe ich eine positive Einstellung zu den folgenden Marken 

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu
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Ich glaube dass die folgenden Marken gute Marken sind

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu

  

  

  

  

Im allgemeinen mag ich die Produkte der folgenden Marken

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu

  

  

  

  

Im allgemeinen kaufe ich die Produkte der folgenden Marken

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu

  

  

  

  

Ich bevorzuge den Kauf der folgenden Marken

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu
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Bitte geben Sie Ihre Meinung zu den folgenden Aussagen ab

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu

Der Markenname sagt etwas über die
Qualität des Produktes aus   

Bei dem Kauf von Produkten verlasse
ich mich auf den Markennamen   

Ich bin aufgrund des Markennamens
bereit mehr für Produkte zu zahlen   

Im allgemeinen fallen mir Marken in
deutschen Fernsehsendungen auf   

Block 10

'Das große Backen'

Die folgende Sequenz, welche Sie sich nun ansehen werden, ist ein Ausschnitt der Fernseh-Backshow ‘Das große Backen‘, die Ende 2015 
auf Sat1 lief. In der Backshow geht es um einen Wettbewerb, in welcher die Kandidaten jede Woche zu einem unterschiedlichen Thema 
Kuchen und Gebäck backen müssen. Die Jury entscheidet basierend auf diesem Ergebnis welcher Kandidat in die nächste Runde kommt. 
Das Thema der Show aus der Sequenz, die Sie nun sehen werden, heißt ‘Pure Erotik für den Gaumen’. Bitte sehen Sie sich die Sequenz 
an, bevor Sie die weiteren Fragen beantworten.

 

Bitte schauen Sie sich die folgende Sequenz an, um die weiteren Fragen zu beantworten. 
Hierbei ist für den Zweck dieser Studie der Ausschnitt von Minute 3:30 bis Minute 7:00 ausreichend.
Nutzen Sie Bitte das Video oder den Link, um sich die Sequenz anschauen zu können: 

Pure Erotik für den Gaumen | Das große Backen | SAT.1

https://youtu.be/V0LfMyEiQIk

Haben Sie die Fernsehsendung ‘Das große Backen’ zuvor schon einmal gesehen?

Ja Nein Ich weiß es nicht

Falls ja, circa wie viele Folgen?

https://www.youtube.com/watch?v=V0LfMyEiQIk
https://youtu.be/V0LfMyEiQIk
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Falls ja, mögen Sie die Fernsehsendung ‘Das große Backen’?

Stimme voll
zu Stimme zu

Stimme
teilweise zu Weder noch

Stimme
teilweise
nicht zu

Stimme
nicht zu

Stimme
überhaupt
nicht zu

Falls ja, mögen Sie im allgemeinen die folgenden Charaktere der Fernsehsendung ‘Das große Backen’?

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu

Kandidaten   

Juroren   

Moderatorin   

Ihre Wahrnehmung zu der gezeigten Sequenz

Welche der folgenden Marken konnten Sie in der gezeigten Sequenz wahrnehmen?

Ich habe keine Marke
wahrgenommen

Wie oft haben Sie die folgenden Marken wahrgenommen?

   

Ich habe keine
Marke

wahrgenommen 1 2 3 4 5

Ich habe mehr
als fünf Mal die

Marke
wahrgenommen

  

  

  

  

Wie oft konnten Sie die Kandidaten die folgenden Marken benutzen sehen?

   

Ich habe die
Marke nicht

gesehen 1 2 3 4 5

Ich habe mehr
als fünf Mal die
Marke gesehen
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Wie oft konnten Sie die Kandidaten über die folgenden Marken reden hören?

   

Ich habe über
die Marke nicht
reden gehört 1 2 3 4 5

Ich habe mehr
als fünf Mal

über die Marke
reden gehört

  

  

  

  

Ihre Einstellung zu der gezeigten Sequenz

Bevor ich die Sequenz gesehen habe, waren mir die folgenden Marken bekannt

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu

  

  

  

  

Nachdem ich die Sequenz gesehen habe, ist meine Einstellung zu den folgenden Marken positiv

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu
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Nachdem ich die Sequenz gesehen habe, glaube ich, dass die folgenden Marken gute Marken sind

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu

  

  

  

  

Nachdem ich die Sequenz gesehen habe, mag ich die Produkte der folgenden Marken

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu

  

  

  

  

Nachdem ich die Sequenz gesehen habe, würde ich in Betracht ziehen, die folgenden Marken zu nutzen

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu

  

  

  

  

Nachdem ich die Sequenz gesehen habe, würde ich den Kauf der folgenden Marken bevorzugen

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu
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Produktplatzierung

Der Begriff Produktplatzierung kommt aus der Werbung, der die erlaubte, weil gekennzeichnete Darstellung von Waren, Namen oder 
Marken in Kino- oder Fernsehsendungen gegen Entgelt mit dem Ziel der Absatzförderung bezeichnet.

Bitte geben Sie Ihre Meinung zu den folgenden Aussagen ab

   Stimme voll zu Stimme zu
Stimme

teilweise zu Weder noch

Stimme
teilweise nicht

zu Stimme nicht zu

Stimme
überhaupt nicht

zu

Ich bin mit der Verwendung von
Produktplatzierung in deutschen
Fernsehsendungen einverstanden

  

Produktplatzierung macht für mich den
Nutzen eines Produktes greifbar   

Produktplatzierung beeinflusst meine
allgemeine Einstellung zu dem
platzierten Produkt nicht

  

Produktplatzierung in deutschen
Fernsehsendungen beeinflusst mich
das platzierte Produkt zu kaufen

  

Ende

Vielen Dank für Ihre Teilnahme.


