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Abstract 

In this research nostalgic product placements in narrative media were studied with regard 

to enjoyment, and whether they influenced brand/product evaluations in a more positive manner 

compared to current product placements. A 2x2 between-subjects experimental design with two 

levels of brand placements: retro products versus current products, and two levels of product 

placement setting: nostalgic setting vs current setting was used to study this rationale. An 

experimental replication factor with two levels: denim clothing vs portable music devices were 

also included to control for product types, and aid generalization. In total 390 participants from 

multiple countries (80 percent from the United States of America) have filled in the entire 

questionnaire and were exposed to one of the eight clips. The eight clips were shorter versions of 

real movie or TV-series and were between 1.5 – 3 minutes in length. Results showed that retro 

product placements were evaluated in a more positive manner compared to current product 

placements. The effect of retro product placements on brand heritage and placement enjoyment 

were mediated by nostalgic feelings. Novel effects of the role of nostalgia in the product 

placements context were found in this study. Theoretical and practical implications for 

advertising scholars, policy makers, and marketing communication personnel are included. 
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Introduction 

In the last couple of years, the number of movies and TV series that are set in the 1980s 

has been outstanding (Freeman, 2017). Movies and TV series such as: Stranger Things, IT, Super 

8, The Americans, Glow, The Nice Guys, American Made, and Goldberg’s all take place in the 

1980s and are very popular. Besides movies/TV series inspired by this era, there are also a lot of 

movies/TV series that are direct remakes of media titles from the 80s such as: 21 Jump street, 

Robocop, Ghostbusters, Karate kid, Fuller House, Tron, The A-Team, Footloose, and Poltergeist 

(Metzger, 2017). The reason why the 1980s are a popular setting for movies and series is because 

of nostalgia. Two or more generations are both capable of relating to the 80s, from a personal 

experience or from a more vicarious point of view, which makes it interesting for advertisers 

(Schauer, 2017). Especially when the number of product placements in media narratives are 

considered. In 2014 the total expenditures in product placement rose to 6 billion dollars. Growth 

estimates indicate that product placement expenditures will increase to over $11 billion in 2019 

(PQ Media, 2015).  

Even though nostalgia plays an enormous role in pop culture like movies and TV series, 

research that tries to clarify the relation between nostalgia, and product placements is scarce. 

This is surprising because Muehling and Pascal (2011) already have investigated whether 

nostalgic ads work better than non-nostalgic ads and if this differs between personal and 

historical/vicarious contexts. These findings suggest that nostalgic brand advertisements work 

better than non-nostalgic brands advertisements. 

Research done in the product placement context shows that when brands play a crucial 

role in the plot of the narrative, or are used by main characters, they are more effective in the 

evaluation of the brand (Dens, de Pelsmacker, Wouters, & Purnawirawan, 2012). Other results 

noted that brands/products that are included in a prominent way could in fact change people’s 

attitudes and beliefs about the placed brands/products (Dens et al., 2012; Russell, 2002; van 

Reijmersdal, Neijens, & Smit, 2009; Yang & Roskos-Ewoldsen, 2007).  

Schindler and Holbrook (2003) state in their article that movies, movie stars, and fashion 

apparel that were popular during the childhood of an individual could influence consumer’s 

preferences in the future and even for the rest of their lives, which is nostalgia in a nutshell.  

Sedikides, Wildschut, Routledge, and Arndt (2015) describe nostalgia as: “the ability of 

individuals to draw strength and motivation from memories of close others, memories of 
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childhood and meaningful memories of important moments through one’s life” (p. 53). It could 

in fact operate as psychological resource that can be assessed to deal with discomfort, loneliness, 

and anxiety, which are the result of self-discontinuity.  

Media psychology research suggests that narratives could help to overcome everyday 

threats to the self-concept. Greenwood (2008) concluded in her study that anxiety and negative 

affect could lead to more enjoyment into entertainment. Narratives help people to subjectively 

experience themselves without the limitations/boundaries of the self, which is also known as 

temporarily expanding boundaries of the self (Johnson, Slater, Silver, & Ewoldsen, 2016; Slater, 

Johnson, Cohen, Comello, & Ewoldsen, 2014). 

Recent research in the field of product placement already started to combine these 

insights to deepen the current understanding about this research topic. Gillespie, Muehling, and 

Kareklas (2018) have investigated whether product placement fit (cognitive- and affective fit) 

influenced the enjoyment towards the narrative, and influences the evaluation of the brand or 

product. Products and brands that have a high cognitive and affective fit resulted in higher 

evaluations of enjoyment and brand and product related responses such as attitudes (Gillespie et 

al., 2018).  

Although recent product placement literature started to use a multidisciplinary approach, 

the role of nostalgia is still unknown. The combination between these new research insights with 

nostalgia, and media entertainment studies, are expected to clarify the role of nostalgia on the 

evaluation of product placements in narrative media. Nostalgic narrative media could in fact 

work in the same way or better than the processing of nostalgic advertisements. Firstly, 

individuals — due to their memories from childhood — could identify in a more profound way 

with the narrative or the problems/issue which the main character is exposed to. Besides personal 

nostalgia, narratives with vicarious nostalgic content should work in a more suitable way via 

nostalgic shows and movies than through advertisements. This because narratives could help 

individuals transcend beyond their subjective boundaries, which also foster negative affect, and 

therefore increase the enjoyment people experience. As earlier described the enjoyment that 

people experience has a positive influence on the brand evaluation of the placed product.   

To investigate this gap in the literature, the following research question is formulated: 

“Do nostalgic product placements — compared to non-nostalgic product placements — in TV 
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series and movies influence the evaluation of the placed product and increase 

enjoyment/nostalgic emotions people feel while watching media narratives?” 

The contribution of this study is threefold. The effects of nostalgia on enjoyment and the 

evaluation of brands are being explored. Do nostalgic brand/product placements increase the 

enjoyment people experience watching narrative media? And if so, does the setting/time were the 

narrative takes place play an important role? Secondly, this research needs to further deepen our 

understanding about whether nostalgia could work as a psychological resource for attaining or 

maintaining self-continuity through media narratives, and if this could be important for creating 

enjoyment, and positive brand/product evaluations, such as brand attitudes, and brand heritage.  

Besides scientific relevance, this study also needs to enrich our knowledge about whether 

nostalgic product placements could be seen as a subliminal way to seduce consumers. The 

ethical, and policy related topics such as the effectiveness of the current policies regarding 

product placements, and the potential danger for consumers to be misled by advertisers will be 

discussed.  

Theoretical Framework 

In this chapter, the theoretical framework is discussed. A literature review of prior 

product placement, media psychology, and nostalgia studies is being provided to build the 

conceptual model of this research study. The relationships between the constructs are explored, 

which results in the hypotheses and research questions.    

Product Placement 

Since the beginning of media entertainment, product placements were integrated into 

different narrative media like movies and TV series. Product placements are: “All the paid 

inclusions of branded products or brand identifiers through audio and/or visual means, within 

mass media programming” (Fennis & Stroebe, 2016 p. 417). Despite this definition of product 

placements, there is a lot of discussion between scholars about the terminology in attitudinal 

constructs, such as attitudes towards the product placement, attitudes towards the brand 

placement, attitudes towards the brand placements, brand attitudes, product attitudes and so on. 

Most scholars use brand placements and product placements as synonyms for each other, while 

there is a clear difference between the two entities (Davtyan & Cunningham, 2017). Daytyan and 

Cunningham (2017) state that brand placements include all properties of the brand, which are the 

services, and organizational aspects, while the term product placement only targets the specific 
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product inclusion in the narrative media. This does not mean that attitudes towards the product 

placement only relate to the product itself. 

Balasubramanian, Patwardhan, Pillai, and Coker (2014) have investigated which 

attitudinal constructs in the advertising context were useful for product placement purposes. The 

authors concluded that attitudes towards the character, and attitudes towards the movie both 

correlated with attitudes towards the product placement. Attitudes towards the product placement 

effects the attitudes people have with the entire brand (Balasubramanian et al., 2014). The 

current study use the construct enjoyment due to the product placement (placement enjoyment), 

which is a combination between the attitudinal construct attitudes towards the product 

placement, attitudes towards the movie, and narrative enjoyment, which will be discussed later in 

this theoretical framework.    

 Research shows that people see product placements as a subtle way of advertising 

products in narrative media (Fennis & Stroebe, 2016). However, consumers are usually not 

consciously processing brand messages in narrative media (Russell, 2002). D’Hooge, Hudders, 

& Cauberghe (2017) also concluded that consumers perceive product placements as less 

persuasive, which makes it more effective in building brand attitudes (D’Hooge et al., 2017). 

Recent studies show that even if consumers are warned by a product placement disclosure at the 

beginning of a movie or TV-series, this disclosure does not affect their enjoyment or the 

evaluation of the placed brands (van Reijmersdal, Boerman, Buijzen, & Rozendaal, 2017). Van 

Reijmersdal et al. (2017) concluded that the effect of product placement disclosures on attitudes 

differ between adolescents and adults. Adolescents were less likely to activate persuasion 

knowledge, and thus evaluate the brand or product in a more positive way compared to adults.  

The previously described results about the effectiveness of product placements in 

entertainment are in contrast with traditional advertising studies which state that the prominence 

of advertised products may influence the advertised brand in a less favorable way, due to the 

higher persuasion knowledge (Friestad & Wright, 1994). Gillespie and Joireman (2016) 

concluded that the positive evaluation of the placed brand or product only resulted in higher 

brand/product attitudes if people were less aware of the persuasive attempt, which makes it 

consistent with the earlier effects found in product placement literature. Research shows that, the 

activation of persuasion knowledge, mostly occurs in product placements which are embedded in 

television series or movies in a prominent way, or when the product placement is shown more 
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frequently during the narrative or TV show (van Reijmersdal et al., 2017). D’Hooge and 

colleagues (2017) concluded that feelings evoked by movie scenes could affect attitudes towards 

the brand or product, when frequently being exposed to the brand while watching a movie. In 

their research, feelings were measured only by positive or negative sentiment. Other emotions 

felt such as nostalgic feelings could therefore be an addition to our current understanding of the 

processing of product placement information.  

Nostalgic feelings and consumer preferences on brand, and product attitudes 

Memories and experiences related to someone’s past life and childhood can shape taste, 

brand preferences, behavior, and attitudes in the future (Braun-LaTour et al., 2007; Stach, 2017). 

Schindler and Holbrook (2003) concluded in their study that movies, fashion apparel, and movie 

stars that were popular during the childhood of an individual can influence consumer’s 

preferences in the future and even for the rest of their lives. These memories and experiences are 

better known as nostalgia. 

Sedikides, Wildschut, Routledge, and Arndt (2015) state that: “Nostalgia is the ability of 

individuals to draw strength and motivation from memories of close others, memories of 

childhood and meaningful memories of important moments through one’s life” (p. 53). Nostalgia 

could in fact operate as psychological resource that can be assessed to deal with discomfort, 

loneliness, and anxiety, which are the result of self-discontinuity. Self-discontinuity is the 

perception that the present self is fundamentally different from the past self (Sedikides et al., 

2016). Consumers who thought about a nostalgic experience could foster self-continuity and 

positive self-attributes (Sedikides, Wildschut, Arndt, & Routledge, 2008; Vess, Arndt, Routledge, 

Sedikides, & Wildschut, 2012).  

Researchers Shields and Johnson (2016) concluded based on a literature study that 

nostalgia could also affect emotional attachment to a brand. This because people associate 

sentimental memories of their non-recent lived past to the brand as well as vicarious memories. 

This process is also known as human associative memory, which is the linking of associations 

via networks in the brain (van Reijmersdal et al., 2009). If two stimuli are combined and 

presented together, these associations could be strengthened (D'Astous & Chartier, 2000; 

Russell, 1998; van Reijmersdal et al., 2009). Retro products, brands with heritage or nostalgic 

brands could as stimuli combined with nostalgia as affect could potentially strengthened each 

other.       
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The advantages of nostalgic retro brands, and products   

Retro brands, heritage brands, and nostalgic brands are being used as synonyms of each 

other. The literature is not very clear about the distinction between different concepts in branding 

and marketing. Brown, Kozinets, and Sherry Jr (2003) used revived and retro products and 

brands as broadly the same concepts. The authors state that: “Familiar slogans, packages, for 

example invoke brand heritage and evoke consumer’s memories for better days, both personal 

and communal” (p. 19). Communal nostalgia is also known as vicarious, which reflect to a 

period or event that is beyond someone’s personal memories. The authors Urde, Greyser, and 

Balmer (2007) came to similar conclusions about the terminology. They think that the concept 

brand heritage could clarify the past, which result in relevant connections for brand usage and 

brand purposes in the present. Retro brands are distinguished from heritage brands because they 

often are related to an epoch or have a personal nostalgic character. In this research study, retro 

brands used define brands that have either a historic connection, personal epoch, as well as a 

personal nostalgic connection.  

The Mini Cooper (new model) is often used as an example for retro products. The 

product combines associations from the past with the comfort, safety, and reliability of products 

which are being designed today (Brown et al., 2003). Besides the Mini Cooper, products such as 

the Fiat 500 (new model), Ford Mustang, and Levi’s Sherpa Truckers jacket are all products 

which suits this definition. There are more reasons why retro brands/products are considered as 

an asset towards the competition. 

First of all, the heritage of a retro brand plays an important role. Brand heritage refers to 

historical associations consumers have with a brand (Rose, Merchant, Orth, & Horstmann, 

2016). For example, historic associations for the brand Coca-Cola are American, patriotism, 

globalization, Santa Claus, and Christmas (Brown et al., 2003).  

 The heritage of a brand influences numerous brand related attributes such as sincerity, 

image differentiation, and distinctiveness (Keller & Richey, 2006). This results in an increase in 

brand equity, which reduces perceived risks, and leverages brand associations (Aaker, 2004; 

Keller & Richey, 2006; Merchant & Rose, 2013). Research shows that brands with heritage, 

compared to more novel brands, are more stable during times of crises. The most important 

reason behind this notion is that consumers are feeling more secure buying these products 

(Merchant & Rose, 2013). Kessous (2015) also found that consumers feel more attached to 
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nostalgic brands and are therefore more likely to evaluate the nostalgic brand in a more favorable 

way. The author describes three attachments, people could have with brands in the context of 

nostalgia, which are temporal (time), spatial (homesickness), and social (need to belong). The 

three dimension of nostalgic attachment differ but also overlap with each other in the sense that 

sweet nostalgic memories/emotions trigger one or multiple dimensions at the same time 

(Kessous, 2015).  

 

RQ1: Do people evaluate familiar retro brands in a more positive way compared to familiar 

current brands?   

 

Emotional responses to nostalgic advertisements. Researchers Shields and Johnson 

(2016) also concluded, based on a literature study, that nostalgia could affect emotional 

attachment to a brand. This is because people associate sentimental memories of their non-recent 

lived past to the brand. In order to manipulate these associations, research in the advertising 

discipline suggests to use elements such as songs, jingles, and visual imagery as stimuli (Havlena 

& Holak, 1991). 

Marchegiani, and Phau (2010) state that nostalgia is very often be described in the 

literature as an emotional process instead of a cognitive memory process. The latter influences 

the type of and order of thoughts that individuals have. This notion makes sense because 

advertising is, in its pure form, the combination between thought processing and the retrieval of 

memories (Marchegiani & Phau, 2010). The notion of the previous described combination is not 

new and already been explored by Edell and Burke (1987), which state that there is a relationship 

between the ad-evoked emotions (feelings) and the formation of attitudes towards the 

brand/product.  

 De Pelsmacker and colleagues (2013) are referring to the concept of feelings transfer, and 

state that due to affect, people are more likely to evaluate information more positively, such as 

brand/product attitudes. Media entertainment, and more particularly, product placements in 

narrative media, are all about the transfer of feelings, which explains why people are more likely 

to evaluate the brand in a more positive way compared to advertisements.  

Zhao, Muehling, and Kareklas (2014) state that nostalgic feelings could be memorized 

and even be reconstructed when individuals were exposed to affective primes. In their study the 
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affective prime were presented as printed advertisements with both nostalgic references from 

earlier days and past tense sentences, such as: “Do you remember the times you were a kid? Ace 

Ventura ..., Beanie Babies..., Nintendo 64..., the Macarena..., Tickle Me Elmo? Life was great 

back then. And still is!” (p.251). 

Muehling and Pascal (2011) have investigated whether nostalgic ads work better than 

non-nostalgic ads and if this differs between personal and vicarious contexts. The findings 

suggest that nostalgic brand advertisement work better than non-nostalgic brands advertisements. 

If individuals could relate the advertisement to personal memories instead of vicarious memories 

the ad even performed better on the brand related attributes: thoughts, positive feelings, and 

attitudes towards the advertisement. The above research results were conducted in a traditional 

advertising context. Based on the above information, one might expect that the effects of 

nostalgia also improve the evaluation of product placements in narrative media. The following 

hypotheses are thus formulated:  

 

H1: Retro product placements in narrative media will positively influence (a) placement 

enjoyment and (b) brand heritage, compared to current product placements. 

H2: The effect of retro product placements on (a) placement enjoyment, (b) brand heritage is 

expected to be mediated by nostalgic feelings, such as that the positive influence of retro product 

placements is transmitted through nostalgic feelings 

Narrative enjoyment and the evaluation of product inclusions  

 In the previous section, nostalgia was discussed in relation to brands, product 

preferences, product placement, emotions, and with advertising in general. This section gives 

additional explanations why nostalgia could work in media entertainment.  

There are multiple motivations and reasons why people consume narratives. Research 

shows that enjoyment could be the most important motivation to consume narratives (Vorderer, 

Klimmt, & Ritterfield, 2004). Vorderer and colleagues state that the construct enjoyment is not 

only the collection of feelings (affect) but also has physiological and cognitive components. If 

people watch a narrative, and they are caught in a state of enjoyment they mostly experience 

multiple emotional responses in a short time interval, such as relief, tension, delight, and 

enjoyment (Vorderer et al., 2004).  
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When exposed to a narrative, individuals tend to reflect on the information with regard to 

their own situation. This process is also known as self-referencing and influences attitudes 

towards an object and could change people’s perceptions of the world (Green, 2004). An 

example of self-reference in the context of narrative media is when the story, the main character 

or the setting in which the story takes place are closely related to the audience. Research in the 

context of product placement suggests that higher levels of narrative enjoyment could in fact 

result in more favorable attitudes towards the brand/product (Gillespie & Joireman, 2016; 

Gillespie et al., 2018). The effect of narrative enjoyment on brand evaluations is even stronger 

when levels of persuasion awareness in consumers are low.  

Boundary expansion and its effect on nostalgia, and narrative enjoyment. Narrative 

enjoyment is a psychological response to intrinsically rewards (Johnson, Slater, Silver, and 

Ewoldsen, 2016). However, enjoyment is not the only psychological response people experience 

while consuming narratives. Media psychology research suggests that narratives could help to 

overcome everyday threats to the self-concept and increase well-being (Johnson et al., 2016; 

Slater & Cohen, 2016; Slater, Johnson, Cohen, Comello, & Ewoldsen, 2014). Narratives help 

people to subjectively experience themselves without the boundaries of the self. This relates to 

enjoyment because to enjoy yourself one needs to suspense from reality (Vorderer et al., 2004). 

Through narratives, individuals can experience past and future, places near, far, and 

situations beyond people’s imagination (Slater & Cohen, 2016). The authors Johnson, Slater, 

Silver and Ewoldsen (2016) refer to the following limitations: “capabilities (or the lack thereof) 

beyond their own, other relationships (wonderful or awful), and life in other times and places” 

(p. 387). The idea of experiencing situations beyond your limitations is also referred to as 

temporarily expanding boundaries of the self (Slater, Johnson, Cohen, Comello, & Ewoldsen, 

2014, TEBOTS). 

The TEBOTS approach in combination with the earlier described nostalgia emotions 

might suggests that narratives that have nostalgia scenes included, let us (re)experience 

important places, memories, and times, as well as takes us to places which are not familiar to us 

before. The inclusion of these nostalgic elements could help individuals to overcome feelings of 

discontinuity, and thus let people experience more enjoyment watching the narrative.  Based on 

the above information, one might suggest that enjoyment would lead to more favorable product 

evaluations. This relation could even be stronger when people are able to transcend beyond their 
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subjective boundaries. Research by Johnson and colleagues (2016) showed that boundary 

expansion could increase levels of enjoyment experienced while watching the narrative.    

 

H3: The effect of retro product placements on (a) placement enjoyment (b) brand heritage is 

expected to be mediated by narrative enjoyment, such as that nostalgic placements lead to more 

enjoyment, which leads to more positive brand/product evaluations. 

H4: The effect of retro product placement on (a) placement enjoyment, and (b) brand heritage is 

expected to be serially mediated by boundary expansion and narrative enjoyment. Such as that 

nostalgic placements will lead to more boundary expansion, which lead to more enjoyment, 

which will lead to more positive brand/product evaluations.  

Character identification, retro brands, and product placement 

As described in the above sections, nostalgic feelings can be activated by different 

triggers such as characters, persons, and movies from past lived memories. In media 

entertainment literature, the role of identification with characters is being discussed in a wide 

variety of contexts, and is mostly found to clarify variance in the relationship between the 

brand/product placement and the evaluation of the brand/product (Gillespie et al., 2018). When 

main characters in the narrative used the product or brand and viewers like and could identify 

themselves with the character, the evaluation of the brand were more favorable (Yang & Roskos-

Ewoldsen, 2007).  

Looking at the context of entertainment itself, most researchers concluded that one of the 

requirements to be entertained is that the viewer could in a way relate to the media character 

(Cohen, 2001; Igartua, 2010). Vorderer and colleagues (2004) also suggests that when 

individuals can relate to the main characters of the narrative they are more likely to enjoy the 

media narrative.  

In the media entertainment and product placement literature a lot of different definitions 

and concepts of identification are described. In this research study the definition of Slater and 

Rouner (2002) will be used: “Identification is the process in which an individual perceives 

another person as similar or at least as a person with whom they might have a social 

relationship” (p. 178).  In recent years, the construct identification with characters has been 

included in the extended ELM model and tested in numerous entertainment education related 
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studies (Moyer-Gúse, 2008, 2015; Slater & Rouner, 2002). Moyer-Gúse (2008) concluded that 

higher levels of identification with the characters in an entertainment education program could in 

fact reduce counter-arguing and selective avoidance. 

In order to identify with a media character, the viewer needs to be able to compare his 

own identity with that of the media character. Cohen (2001) describes four dimensions that are 

important in this process: shared feelings with the character, sharing the same perspective as the 

character, having the same goals as the character, and being able to be absorbed, during the 

narrative, which is in line with narrative enjoyment studies.  

More recent research suggests that there are factors which could withhold identification 

with the character to take place. If the perspective of a character does not match the perspective 

of the person itself, quick judgements about the relationship with the media character are being 

made, which result in two broad choices (good and bad guy) (Knoll, Schramm, Schallhorn, & 

Wynistorf, 2015). Research shows that manipulating the likability of a media character in a 

positive way could result in more favorable quick judgements and thus foster higher levels of 

identification (Tal-Or, & Cohen, 2010; Hoeken & Sinkeldam, 2014; van Krieken, Hoeken, & 

Sanders, 2017).  

The four dimensions of identification (Cohen, 2001) and the distinction of the two 

categories (bad and good guy) could be closely related to the nostalgic evoked emotions 

described by Natterer (2014). Natterer describes the nostalgic response emotions as follows: 

“these nostalgic feelings can be triggered most successfully by familiar, popular, and 

frequently used stimuli/media, such as persons, objects (e.g., media itself), events, or 

topics that lie in the distant past when targets were young (e.g., childhood, teenager years, 

and early 20s)” (2014, p.175).  

Thus, one might suggest that when people could relate to a character or to the product which is 

used by the character, because of fond memories from their childhood, the relationship with the 

character could be increased. Therefore, the brand or product which is used by the character, 

could be evaluated in a more positive way. If one of the main characters is using a retro brand 

that people find nostalgic, the effect could even be stronger. Based on the information above the 

following hypotheses are formulated: 

 

H5: The effect of retro product placement on (a) placement enjoyment (b) brand heritage is 
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expected to be mediated by character identification, such as higher levels of character 

identification will result in more positive brand/product evaluations. 

H6: The effect of retro product placement on (a) placement enjoyment (b) brand heritage is 

expected to be serially mediated by character identification and narrative enjoyment. Such as 

higher levels of character identification will result in higher levels of narrative enjoyment and 

therefore will more likely result in more positive brand/product evaluations.  

Placement setting and the role of nostalgia in narratives  

Russell (2002) was one of the first scholars in the product placement field who 

investigated the role that audiovisual media representation has on the effectiveness of the product 

or brand which is included in the media narrative. The scholar concluded that modality 

(audiovisual inclusion of the brand/product), and the plot connection are very important factors 

that work complementary to each other. Incongruent situations such as a high level of plot 

connection in combination with visual and audio representation of the brand could be 

counterbalancing and in fact harm the brand. The distinction between (in)congruent and 

congruent situations is not that simple. A modern device in a time travel scene, or the inclusion 

of a retro brand in a current setting as fashion item, could have a plot connection and therefore 

become congruent.  

 Information processing in narrative media. Yang and Roskos-Ewoldsen (2007) have 

extended the work of Russell, and combined it with insights from cognitive studies about 

comprehension with the landscape model (van den Broek, Young, Tzeng, & Linderholm, 1999). 

Landscape models can tell us more about which information is being activated by people that are 

watching or reading a narrative. Humans are by nature not capable of processing every piece of 

information at the same time and view concepts in the same way as a landscape (van den Broek 

et al., 1999). Yang and Roskos-Ewoldsen tested whether the salience of product placement as 

information concept could affect the comprehension of the story and if so influence the 

evaluation of the brand placement. In their experiment, they were testing three levels of visual 

brand placements which are: background placement, used by the main characters and a story 

implementation. The latter could also be seen as a story enabler, which in the context of product 

placement is an object that plays an important role in the plot of the movie and helps the movie 

to proceed, such as Reese’s Pieces in the movie E.T. (Yang & Roskos-Ewoldsen, 2007).  
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Congruent product placements improve attitudes. More recent research in this area 

suggests that product placements which are congruent in terms of levels of cognitive and affect 

could clarify more about the role that the setting/plot play in the evaluation of the brand 

(Gillespie & Joireman, 2016; Gillespie, Muehling, & Kareklas, 2018). Gillespie et al. (2018) 

concluded that both cognitive- and affective fit were significant predictors of attitudes towards 

the brand, such as that high levels in both cognitive and affective fit resulted in more favorable 

attitudes towards the brand. If the research described above is combined with the description of 

nostalgia and retro brands one might suggests that brand placements in nostalgic settings could in 

fact result in higher levels of attitudes towards the brand placement. The plot and the time in 

which the narrative takes places are more recognizable for the narrative-viewer and thus the 

viewer is more likely to process deeper levels of information concepts which are described by 

Van den Broek et al. (1999). Based on the information above the following predictions are 

formulated: 

  

H7: placement setting will moderate effects on (a) placement enjoyment, and (b) brand heritage, 

via (c) nostalgic feelings, or via (d) narrative enjoyment, such as that nostalgic placement 

settings will produce more positive effects compared to non-nostalgic placement settings, when 

product placement are retro. 

 

RQ2: Do the inclusion of retro brands have more effect on enjoyment than cultural references? 

 

Individual differences to proneness for nostalgia 

Nostalgia is an emotion that is felt by almost everyone, but research about individual 

differences in this context is scarce and inconsistent (Wildschut, 2010). Holbrook and Schindler 

(2003) have investigated the link between age and nostalgic preferences over multiple studies. 

They found that age and nostalgia proneness are not related to each other in the establishing of 

car preferences. Holbrook (1993) found similarly results in a study about aesthetic preferences in 

cultural products. Older people tend to choose more often for older films and people which are 

prone to nostalgia were more interested in musicals.  

More recent advertising studies shows that people that are more prone to nostalgia 

evaluate the brand in a more positive way (Merchant & Rose, 2013).  
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Therefore, the product quality, the brand image, and the feelings towards the brand could 

be affected in a more positive manner by consumers (Reisenwitz, Iyer, & Cutler, 2004).  

Merchant and Rose (2013) have included the relation between nostalgia proneness on 

brand heritage in their research design, and found that this relation is significant. Higher levels of 

nostalgia proneness resulted in more positive brand heritage associations.       

Baldwin, Biernat, and Landau (2015) concluded that nostalgia is especially interesting 

when people feel confused about their self-concept. This because nostalgia could help people to 

define themselves, which is in line with the earlier discussed TEBOTS. Nostalgic memories from 

past lived lives could thus influence the product or brand preferences (Baldwin et al., 2015). 

For people who are more prone to nostalgia and could retrieve product/brand memories 

from childhood (personal nostalgia), will more likely evaluate the nostalgic retro brand in a more 

favorable way, than those who are less prone to nostalgia and could not retrieve product/brand 

memories from childhood. The following hypothesis is formulated:      

 

H8: Nostalgia proneness will moderate effects on (a) placement enjoyment, and (b) brand 

heritage, via (c) nostalgic feelings, such as that higher levels of nostalgia proneness will show 

stronger effect on the brand/product evaluation, compared to lower levels of nostalgia proneness, 

when product placements are retro. 
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Figure 1 Conceptual model 

Method 

Participants 

The data that was used to test the hypotheses were collected using the online survey 

software Qualtrics, which was distributed on Amazon Mechanical-Turk (MTurk) on April the 

27th. In total 473 participants started the online survey and 390 of them completed the entire 

survey and satisfied the terms that were preregistered. 61.5% of the participants were male, the 

mean age of the sample was 35.75 years (SD = 12.01 ±), 43.6% of the participants had a bachelor 

degree, 17,9% have some college credits, but no degree, 12.3% have a master degree, and 8.5% 

had an associate degree. 

Design 

This study used a 2x2 between-subjects experimental design with two levels of brand 

placements: retro products vs current products, and two levels of product placement setting: 

nostalgic setting vs current setting. Media related studies general lack of message homogeneity, 

because media itself is extraordinarily heterogeneous as Reeves and colleagues stated (2016). 

The latter results most of the time in type 1 errors and therefore in false conclusions. To aid 

generalization, in this research study an extra replication factor, which is product category with 
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the two levels: denim clothing vs. portable music devices were included in the research design 

(Slater, Peter, & Valkenburg, 2015; Reeves, Yeykelis, & Cummings, 2016).     

The two dependent variables in this study are placement enjoyment, and brand heritage. 

The participants were assigned to one of the four research conditions.  

Power Analysis  

A priori power analysis with G*Power 3.1 found that 387 cases are needed for .80 power 

to detect a small effect of ηp
2= .02, f = .14 (following effect sizes in Eisend & Tarrahi, 2016; 

Wildschut, Sedikides, Routledge, Arndt, & Cordaro, 2010; Yang & Roskos-Ewoldsen, 2007).  

Stimuli 

Selection of nostalgic brands. For the selection of retro brands, a strict set of criteria was 

used which are similar to the procedure Kessous, Roux, and Chandon (2015) used for their 

research. First, only brands that have a competitive intensity were considered in the selection 

procedure. This means that the brands/products needed to have a certain brand familiarity, 

annually revenue, and worldwide image. Secondly, the brands needed to have a transgenerational 

component, which means that the brands/product were used/worn by different generations. This 

automatically means that the brands are older than average. Thirdly, the brands/products needed 

to be unisex (control for gender). Based on this earlier research (Kessous, Roux, & Chandon, 

2015) Finally, in line with the second criteria the brand/product needed to have a hedonic 

component in order to be perceived as nostalgic in the first place. Based on these four criteria the 

brands/products were selected: Levi’s 501 jeans, Levi’s jacket, Converse Chuck Taylors All 

Stars, and the Sony Walkman. To equally match these nostalgic brands with current 

brands/products most of the same criteria were used. The biggest differences between the two 

categories is the nostalgic element and the transgenerational component. The brands Apple 

(iPhone/iPod EarPods) and, Levi’s (501 jeans) fit the criteria as current brands/products. 

 Selection of movie clips. As an operationalization of the earlier described media 

heterogeneity problem, there have been included two movie clips per condition, which resulted 

in 8 clips. Furthermore, the inclusion of more brands per condition also helped to control for 

brand familiarity, brand preferences and brand usage. Lastly, the inclusion of a replication factor 

increased similarity across movie clips and thus minimize differences in scenes, plot or 

characters. 
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The stimuli which were used in this research study are short versions of real scenes from 

movies and TV-series which were released between (2011 – 2018) to guarantee that the movie or 

TV-series themselves were not considered as nostalgic. Just like the selection of brands a set of 

criteria is used to filter the movie clips. The most important criteria were that the logo or 

universally recognizable brand attributes were clearly visible in the product placement inclusion. 

Across the conditions that were compared with one other the movie clip needed to be similar in 

term of genre, duration, characters, plot, brand exposure time, and if the product/brand was 

worn/used by the main character(s). In Table 1 all the movies/TV series that have been used in 

this research study are presented. 

Table 1 

The selection of brands, products and movies/TV-series  

Condition Setting Brand/product  Movie   

R/NS 80’s Levi’s retro jacket/Sony 

Walkman 

Super 8/ Stranger Things S2E1 

C/NS 
 

60’s/80’s Levi’s 501 jeans/Apple EarPods 11.22.63 S1E1 / Dark S1E7 

C/CS Present Apple EarPods/Levi’s 501 jeans Baby Driver / The Avengers: Age of Ultron 

R/CS Present Sony Walkman/Levi’s jacket, 

and Converse All Stars 

Guardians of the Galaxy / Riverdale S2E13 

R = Retro brand/product, C = Current brand/product, CS = Current setting, NS = Nostalgic 

setting. S=Season, E=Episode 

 

Procedure 

Participants were requested to read the introduction text that included the purpose of the 

research, and an informed consent (see Appendix A). After reading the introduction text, 

participants were asked to evaluate brands on familiarity, liking, and usages (current, past and 

childhood usage). After the evaluation of the brands, participants needed to rate the 

entertainment titles included in this research (watching and liking). To increase the likelihood 

that participants could recognize the brands/products respectively brand logo’s, and product 

images were provided (See Appendix A).  

Before participants watched the clip, they were instructed to read the storyboard text that 

contained information about the story, the setting, and other essential information to understand 
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the clip such as the poster of the entertainment title (See Appendix A). The participants were also 

informed about the inclusion of product placements in the short movie clip. After participants 

saw the clip, they were asked to memorize the movie clips they just saw, and answer three to five 

questions, depending on the dichotomous responses. The questions were related to the product 

placement included (dichotomous plus open-ended), the intertextual references (dichotomous 

plus open-ended), and the time period in which the scene occurred (open-ended).  

After the completion of the manipulation check, the following sections with questions 

and scale items were presented to the participants: boundary expansion, character identification, 

narrative enjoyment, nostalgic feelings, nostalgia proneness, attitudes towards the product 

placement, brand heritage, persuasion knowledge, background information (demographics, and 

media usage), and the retro check (see measurements manipulation check).   

After the completion of the online survey the participants were shown to a debrief and 

thus were informed about the real purpose of the research study.   

Measurements  

Brand heritage. The dependent variable brand heritage was measured with a modified 

version of the Brand heritage scale from (Merchant & Rose, 2013). The scale consists 6 of the 

original 12 items, which were measured with a 7-point Likertscale (1 = strongly disagree, to 7 = 

strongly agree). The following items were used: “respected brand”, “a brand with heritage”, 

“reputable brand”, “a trustworthy brand”, “an authentic brand”, and “a brand that has managed 

the tough times as well as the good times”. The brand heritage scale was found to be highly 

reliable (6-items; α =.915).  

Brand familiarity, brand attitudes, and brand usage. To measure whether participants 

were already familiar with the brands and the media entertainment titles before the experiment, 

questions related to the familiarity, attitudes and usages of these brands/media entertainment 

titles were asked. Brand familiarity (both portable music devices and denim clothing) were 

measured using a 5-point Likert scale (1= not familiar at all, to 5 extremely familiar). The brand 

attitudes were measured using a 7-point Likert scale (1 = dislike a lot, to 7 = like a lot). For both 

the brand familiarity as the brand attitudes scales, the brands used in the manipulation were 

combined with 4 distractors. To measure product familiarity, three dichotomous questions were 

asked about the usage of all the products used in the experiment, that include the current usage of 

the product, the past usage of the product, and the usage of the product during childhood.  
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The second set of questions were related to the media entertainment titles that were 

selected for this experiment. First participants were asked whether they watched the movies/TV-

series and secondly if they liked the movies/TV-series.  

Brand familiarity, brand attitudes, brand usage, and familiarity to media entertainment 

titles are used as covariates to control for pre-existing justifications/preferences.   

Persuasion knowledge. To measure persuasion knowledge the three item 7-point Likert 

Recognition of Advertising scale from (Boerman et al., 2012; Ham, Nelson, & Das, 2015; van 

Reijmersdal, Boerman, Buijzen, & Rozendaal, 2017) was used. Participants were asked to what 

degree they believed that the product/brands in the clip (brands or products they were shown to) 

were to “make you like the brand”, “sell the brand/product”, and “influence you” (1 = strongly 

disagree, to 7 = strongly agree). The 3-items that measured persuasion knowledge were very 

reliable (α =.922). 

Narrative enjoyment, and placement enjoyment. To measure the variable narrative 

enjoyment a single question was used. The participants were asked: “To what extent do you like 

the clip from the movie or TV-series?” (ranging from 1 = I didn’t like it at all, to 10 = I liked it 

very much). To measure placement enjoyment, three items from the Gillespie, Muehling, and 

Kareklas (2018) scale were used: “The reference to [brand/product] added to my viewing 

experience”, “The [brand/product] reference made the show more enjoyable to watch”, “The 

[brand/product] reference made watching the show a more pleasurable experience” (1 = strongly 

disagree, to 7 = strongly agree). The combined scale-items were considered as very reliable (3-

items; α =.954). 

Nostalgic feelings. To measure nostalgic feelings, three constructs: general, personal, and 

vicarious nostalgic feelings were used. For the selection of the items the highest CFA loading 

were exploited. The construct general nostalgic feelings consisted of three items from the evoked 

nostalgia scale adapted from (Pascal, Sprott, & Muehling, 2002). The general statements were 

measured with the following 7-point Likertscale items: “This movie clip reminds me of the good 

old days”, “This movie clip brings back memories of good times from the past”, and “This movie 

clip evokes fond memories”. The construct personal nostalgic feelings were measured using 

items from (Muehling & Pascal, 2011; Natterer, 2014) and adjusted to media entertainment 

purposes. The following items were formulated: “This movie clip makes me think about persons, 

places, or things from my youth”, “This movie clip makes me reminisce about a time in my life”, 
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and “This movie clip was a pleasant reminder of my past”. The following items (Muehling & 

Pascal, 2011; Natterer, 2014) were used to measure the vicarious nostalgic feelings construct: 

“This movie clip gives me positive feelings about a time before I was born”, “This movie clip 

represents the good old days, before I was born”, and “This movie clip makes me reminisce 

about a time before my birth”. For the above 9-items the following scale was used (1 = strongly 

disagree, to 7 = strongly agree).  The three subscales of nostalgic feelings were combined and 

were very reliable (9-items; α = .954). 

Character identification. The construct character identification was measured using the 

Cohen (2001) identification scale. The first two items were removed because they measure 

absorption instead of identification. The remaining 8-items which were measured using a 7-point 

Likert scale (1 = I strongly disagree, to 7 = I strongly 

 agree) and were such as: “I was able to understand the events in the program in a manner 

similar to that in which character X understood them”, “I think I have a good understanding of 

character X”, “I tend to understand the reasons why character X does what he or she does”, 

”during viewing, I felt I could really get inside character X’s head”, “at key moments in the 

show, I felt I knew exactly what character X was going through”, ”while viewing the program, I 

wanted character X to succeed in achieving his or her goals”, “While viewing the show I could 

feel the emotions character X portrayed”, and “when character X succeeded I felt joy, but when 

he or she failed, I was sad”. The character identification was considered as very reliable (8-items; 

α = .929).   

Boundary expansion. The construct boundary expansion was measured using the 10-

items TEBOTS scale from Johnson, Slater, Silver, and Ewoldsen (2016). The items were 

measured using the original 11-point response scale (0 = not at all, to 10 = very much) and were 

modified to fit the research design. The following six items were selected and used: “When you 

watch the movie clip, did you experience what it was like to be someone else (that is, one or 

more of the characters in the story)?", “... Being in a time or place other than where you are 

now?”, “…. Facing situations and challenges other than those in your own life?”, “... Getting to 

know people you would never otherwise know?”, ”What it might be like to relate others in ways 

different than you normally do yourself?”, and “... Doing things the characters did, that you 

haven’t done before?”. The four remaining items (1, 4, 5, 9) were overlapping other constructs 
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or, due to the duration of the clips (2-3 minutes) considered as not suitable, and were therefore 

removed. The reliability of the boundary expansion scale was very reliable (6-items; α = .851).  

Nostalgia proneness. The construct nostalgia proneness was measured using 7-items 

from the Southampton Nostalgia Scale (Routledge, Arndt, Sedikides, & Wildschut, 2008). The 

original 7-point Likertscale were used (1 = Not at all, to 7 = Very much) with the following 

items: “How valuable is nostalgia for you?”, “How important is it for you to bring to mind 

nostalgic experiences?”, “How significant is it for you to feel nostalgic?”, “How prone are you to 

feeling nostalgic?”. For the following two items: “How often do you experience nostalgia?”, 

“Generally speaking, how often do you bring to mind nostalgic experiences?” the 7-point 

Likertscale ranging from (1 = Very rarely, to 7 = Very frequently) was used. The item 

“Specifically, how often do you bring to mind nostalgic experiences?” was measured using a 

drop-down menu with the following options (7 = At least once a day, 6 = Three to four times a 

week, 5 = Approximately twice a week, 4 = Approximately once a week, 3 = Once or twice a 

month, 2 = Once every couple of months, 1 = Once or twice a year). The 7-item nostalgia 

proneness scale was very reliable (α = .939). 

Manipulation Check 

To test whether the manipulation was successful, four manipulation related questions 

were asked. First, two questions about the product placements (dichotomous and an open-ended) 

were asked. Secondly, participants were asked if they saw any intertextual references 

(dichotomous and open-ended. Thirdly, participants were asked with an open-ended question to 

name the time period the clip took place. Lastly, a retro check was added at the end of the survey 

to evaluate the 6 products used as stimuli in this experiment.  

Statistical Analysis  

The hypotheses were tested using SPSS 25 with the Hayes (2017) PROCESS 3.0 module. 

The following statistical tests were conducted: One-way ANOVA, Simple mediation, Parallel 

mediation, Serial mediation model. In Appendix B you will find the overview per hypothesis.  

Descriptive Statistics   

In Table 1, the most important descriptive statistics are presented. Most of the participants 

are male (61.5%) from the United States of America, have a mean age of 35.75 (SD = 12.01), 

watch on average 2.84 hours a day to media such as movies and series, and have an average 

educational level of 6 which is equal to an associate degree. The most popular genres were 
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action, comedy, sci-fi, drama, and documentary. These movies and series are mostly watched via 

Netflix, Cable TV, Amazon Instant Video, and DVD/Blu-ray. Before the experiment 35% of the 

participants was familiar to the media title they were about to see. Most participants already 

watched the media titles Guardians of the Galaxy, Stranger Things, and The Avengers: Age of 

Ultron. Out of the 8 featured media titles, the same three titles are also liked the most. 

Participants were mostly familiar to the brand Levi’s (clothing) and evaluated the same brand as 

the most likeable of the five clothing brands. Samsung and Sony (M = 4.37) were the most 

familiar brands in the portable music devices category, closely followed by Apple (M = 4.36). 

Samsung (M = 5.79) was also the most likeable brand of the five portable music devices brands 

listed in the survey.  

 The overall enjoyment people experienced watching the clips from this survey was (M = 

7.41; SD = 2.35). The most popular clip in terms of enjoyment was Guardians of the Galaxy (M 

= 7.91; SD = 2.16), and the worst evaluated clip was Riverdale (M = 6.48; SD = 2.94). 
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Table 2 
Descriptive Statistics 

Variable (N = 390)   M SD 
Gender (male) .61 .48 
Age 35.75 12.01 
Country of origin USA .75 49.73 
Education 6 1.78 
Netflix usage .63 - 
Cable TV .55 - 
Amazon Instant Video .36 - 
DVD/Blu-ray .24 - 
Media time (hours) 2.84 .10 
Genre Action .54 - 
Genre Comedy .50 - 
Genre Sci-Fi .34 - 
Genre Drama .33 - 
Genre Documentary .27 - 
Product placements (noticed any product placements) .64 .48 
Product placements (named the target product)  .51 .50 
References to other media entertainment .41 - 
Media familiarity (media titles) .35 .48 
Guardians of the Galaxy (watched) .66 .50 
Stranger Things (watched)  .56 .49 
The Avengers: Age of Ultron (watched) .44 .49 
Guardians of the Galaxy (liked) 1.25 .61 
Stranger Things (liked)  1.27 .63 
The Avengers: Age of Ultron (liked) 1.38 .65 
Familiarity Levi’s (apparel) 4.17 .89 
Brand attitude Levi’s (apparel) 5.55 1.37 
Familiarity Samsung (media) 4.37 .79 
Brand attitude Samsung (media) 5.79 1.30 
Sony Walkman (most retro product) .88 .43 
Apple EarPods (least retro product) .24 .33 
Brand heritage  5.78 .96 
Narrative enjoyment 7.41 2.35 
Placement enjoyment 4.07 1.73 
Nostalgic feelings 4.17 1.83 
Boundary expansion  5.58 2.81 
Character identification 4.87 1.21 
Nostalgia proneness 4.88 1.43 
Persuasion knowledge  5.09 1.42 

N = total participants, M = mean, SD = standard deviation.  
The measurements of the above descriptive could be found in the method section of this study. 
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Results 

Manipulation Check   

Movie clips. To test whether the manipulations used in this experiment were successful, 

three dichotomous questions plus two open-ended questions were included in the survey in the 

first part of the survey. The first set of questions that were included are related to the clip that the 

participants saw, the inclusion of product placement(s), references to other media entertainment, 

and lastly in which time period the clip took place. The second part of the manipulation was 

about the six products used in this experiment, six dichotomous questions were presented to see 

whether the products were seen as retro or current.  

In terms of noticing product placements, 64% of the participants indicated that they saw 

one or more product placements in the clips. After categorizing, which was done by the author of 

this research study, the open-ended product placement answers, 50% of the 250 people who said 

they saw a product placement, named the target product placement. The percentage of 

participants who saw a reference to other media entertainment was 41.6%. This percentage could 

be considered as pretty high, because of the fact that three clips did not contain references to 

other media entertainment.  

Participants who filled in the open-ended question about the time period could name in 

50% of the cases the exact year or the time period in which the movie scene took place. 

Participants who saw: Guardians of the Galaxy, Super 8, Stranger Things, and Baby Driver were 

more likely to notice the product placements and the cultural references included in the clip. 

Product stimuli. The Sony Walkman (88.2%) was the most retro product used in the 

experiment followed by the Converse Chuck Taylor All Stars (70.5%), the Levi’s trucker’s jacket 

(57.9%). The products that were mostly seen as current were: Apple EarPods (76.2%), and the 

501 jeans of Levi’s (50%).  

Even though Levi’s was evaluated as the brand with the highest level of brand heritage, 

the denim products were not considered as either retro or current. The Levi’s products used in the 

experiment were not necessary considered as retro nor current products, which contradicts a 

previous study conducted by Rose, and colleagues (2016) that illustrated that people who 

attribute a brand with more heritage, have more historical associations related to the brand. 

Participants could identify products placements, and references to other media entertainment that 

were included in the clip, but were thus not able to classify all the products with the same 
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accuracy. Because of these arguments, the manipulation could be considered as partially 

successful. The findings of this research study needed to be treated with caution.    

Hypotheses Testing 

 MANOVA multivariate tests. The effects of the experimental factors (including the 

replication factor) were first tested in a 2x2x2 between-subjects MANOVA with placement 

enjoyment, brand heritage, character identification, boundary expansion, narrative enjoyment, 

and nostalgic feelings as dependent variables. Using Hotelling’s Trace statistic, there was a 

significant interaction effect between the experimental of factors retro product and nostalgic 

placement setting on the dependent variables, LLH = 0.030, F(5,378) = 2.259, p = .048, ηp
2= 

0.029. The remaining main-effects, interactions, and univariate results, which are not necessary 

for the testing of the hypotheses are presented in Appendix C in Tables 9 t/m 18.  

 The univariate results from the MANOVA analysis were used to test H1. Hypothesis 1 

stated that retro product placements in narrative media positively influence (a) placement 

enjoyment and (b) brand heritage, compared to current product placements. The results showed 

that retro product placements (M = 4.28, SD = 1.706) had a significant higher effect on 

placement enjoyment compared to current product placements (M = 3.89, SD = 1.740), F (1, 

388) = 4.83, p = .029, ηp
2 = 0.012. Participants that were exposed to retro product placement 

reported higher levels of placement enjoyment compared to non-retro product placements. H1a is 

thus supported.   

There was a significant effect of the retro product placements (M = 5.95; SD = 0.792) on 

levels of brand heritage compared to non-retro product placements (M = 5.63; SD = 1.069), F (1, 

378.055) = 10.536, p = > .001, ηp
2 = 0.027. People that were exposed to retro product placements 

reported higher levels of brand heritage compared to non-retro product placements. H1b is 

therefore supported. The mean scores of all possible combinations between the three 

experimental factors on the DV’s brand heritage and placement enjoyment are presented in Table 

3.  
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Table 3 
Brand heritage and Placement enjoyment means per condition 

 Brand heritage Placement enjoyment 

Condition Setting M (SD) N  M (SD) N   

Retro brand 
(Sony) 

Nostalgic setting 5.95 (.63) 47  4.58 (1.39) 47   

Retro brand 
(Levi’s) * 

Nostalgic setting 5.84 (.93) 46  4.00 (1.76) 46   

Retro brand 
(Sony) 

Current setting 6.09 (.68) 46  4.70 (1.68) 46   

Retro brand 
(Levi’s and 
Converse) * 

Current setting 5.92 (.90) 43  3.83 (1.85) 43   

Current brand 
(Apple) 

Current setting 5.29 (1.31) 55  3.71 (1.91) 55   

Current brand 
(Levi’s) 

Current setting 6.10 (.62) 50  4.09 (1.83) 50   

Current brand 
(Apple) 

Nostalgic setting 5.41 (1.08) 53  4.06 (1.73) 53   

Current brand 
(Levi’s) 

Nostalgic setting 5.78 (.95) 50  3.71 (1.44) 50   

 N’s range from 43 - 55 due to randomization of the conditions. The products used are Apple EarPods (current 
product), * Levi’s (Sherpa) truckers jacket (retro product), Levi’s 501 dark blue (current product), Sony Walkman 
(retro product), and Converse Chuck Taylor All Stars (retro product).    

 

Simple mediation. A simple mediation (model 4) was conducted using the Hayes (2017) 

PROCESS macro in SPSS. Hypothesis 2 that stated that the effect of retro product placements on 

(a) placement enjoyment, (b) brand heritage is expected to be mediated by nostalgic feelings, 

such as that the positive influence of retro product placements is transmitted through nostalgic 

feelings. more likely this influence the evaluation of the brand/product in a positive way. In both 

analyses, the variables of nostalgic placement setting, narrative enjoyment, boundary expansion, 

and character identification were included to control for covariance. The IV in this analysis was 

retro product placement, the mediator was nostalgic feelings, and the DVs were placement 

enjoyment and brand heritage. All the analyses in this research study used the bootstrap method 

with a 95% confidence interval and 5,000 bootstrap samples (Hayes, 2017).  

Results from the bootstrap interval confirmed that the indirect effect was significantly 
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different from zero, b = .2832, SE = .07, 95% CI [.165, .415.] The direct effect, b = .1037, SE 

= .09, p = .435, 95% CI [-.157, .364] was, due to the inclusion of the mediator, a non-significant 

relation, which means there is evidence for full mediation via nostalgic feelings. There is enough 

evidence to support H2a.   

To test H2b, the same mediator and IV were included, the DV was brand heritage. Results 

of the bootstrapped interval indicated that the indirect effect was not significant different from 

zero, b = 0.011, SE = .03, 95% CI [-.04, .06]. Thus, we need to conclude that there is no 

evidence to support H2b.  

Mediation and serial mediation. Model 80 of the Hayes (2017) PROCESS 3.0 macro 

was used to test H3, H4, H5, and H6. In the analysis, the DVs were placement enjoyment, and 

brand heritage, the IV was retro product, and the mediators were character identification, 

boundary expansion, and narrative enjoyment. The covariates in this analyses were: placement 

setting, narrative enjoyment, boundary expansion, and character identification. The path 

coefficients of both enjoyment placement and brand heritage can be found in Table 4. 

Mediation hypothesis 3. Hypothesis 3 stated that the effect of retro product placements 

on (a) placement enjoyment, and (b) brand heritage is expected to be mediated by narrative 

enjoyment was tested using model 80. The indirect effect through narrative enjoyment on the DV 

placement enjoyment was, b = .0022, SE = .01, 95% CI [-.007, .016], which is not significantly 

different from zero. There was no evidence to support H3a. The indirect effect of the mediator on 

the DV brand heritage was, b = -.0011, SE = .01, 95% CI [-.04, .013], which is not significantly 

different from zero. There was no evidence to support H3b.   

Serial mediation hypothesis 4. Hypothesis 4 stated that the effect of retro product 

placement on (a) placement enjoyment, and (b) brand heritage is expected to be serially mediated 

by boundary expansion, and narrative enjoyment. The hypothesis was tested using model 80. The 

serial mediation of narrative enjoyment, via boundary expansion on both DVs enjoyment 

placement, and brand heritage were not significantly different from zero. The indirect effects 

were respectively (placement enjoyment), b = .0022, SE = .004, 95% CI [-.006, .011], and (brand 

heritage) b = -.0109, SE = .007, 95% CI [-.028, .0003]. For both H4a and H4b there was not 

enough evidence to support the hypotheses.  

Mediation hypothesis 5. Hypothesis 5 stated that the effect of retro product placement on 

(a) placement enjoyment, and (b) brand heritage is expected to be mediated by character 
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identification, such as higher levels of character identification will result in more positive 

product/brand evaluations was tested using model 80. The indirect effects through character 

identification on both DVs were evaluated. The indirect effect of M on the DV placement 

enjoyment was not significantly different from zero, b = -.076, SE = .03, 95% CI [-.031, .018]. 

Thus, there was no evidence to support hypothesis 5a. The indirect effect through character 

identification on the DV brand heritage was significantly different from zero, b = -.0537, SE 

=.04, 95% CI [-.12 to -.0063]. The effect was negative, which is the opposite effect as 

hypnotized. Thus, there no evidence to support H5b.  

Serial mediation hypothesis 6. Lastly, hypothesis 6 stated that the effect of retro product 

placement on (a) placement enjoyment, and (b) brand heritage is expected to be serially mediated 

by character identification, and narrative enjoyment. Such as higher levels of character 

identification will result in higher levels of narrative enjoyment, and therefore will more likely 

result in more positive evaluations of the product/brand was tested using model 80. The indirect 

of the serial mediation on the DV enjoyment placement was, b = .002, SE = .004, 95% CI 

[-.005, .011], which was not statistically different from zero. Therefore, H6a was not supported. 

The indirect effect of the serial mediation on DV brand heritage did not resulted in a significantly 

effect, b = -.0098, SE = .01, 95% CI [-.027, .0007]. Thus, H6b could not be supported.   

Simple moderation, and moderated mediation hypothesis 7. Hypothesis 7 stated that 

placement setting will moderate effects on (a) placement enjoyment, and (b) brand heritage, via 

(c) nostalgic feelings, or via (d) narrative enjoyment, such as that nostalgic placement settings 

will produce more positive effects compared to non-nostalgic placement settings, when product 

placements are retro. The moderated mediation macro in Hayes (2017) PROCESS was used to 

run model 85. The mediators of the model are nostalgic feelings, and narrative enjoyment, the IV 

was retro product placements, and the DVs were placement enjoyment, and brand heritage 

(separate models). The moderator in this model was nostalgic placement setting. The covariates 

were: boundary expansion, character identification, and nostalgia proneness. 

Simple moderation hypothesis 7. The interaction between retro product placement and 

placement setting resulted in a non-significant moderation, b = -.5046, SE = .25, p = .0512. H7a 

could therefore not be supported. 

 The results indicated that there was a non-significant interaction between retro product, 

and placement setting, b = -.127, SE = .17, p = .475. The moderator placement setting does not 
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moderate effects on the relation between retro product placement, and brand heritage. Thus, there 

is no evidence to support hypothesis 7b.  

Moderated mediation hypothesis 7. The index of moderated mediation indicated that 

placement setting does not moderate the effect of retro brand placement via nostalgic feelings on 

brand heritage, b = -.0106, SE = .02, 95% CI [-059, .026].  

The results from the index of moderated mediation showed that placement does moderate 

effects of the relation between retro product placement, via nostalgic feelings on placement 

enjoyment, b = .2015, SE = .11, 95% CI [.0018, .438]. When the moderator placement setting 

was nostalgic, the indirect effect was, b = .3544, SE = .09, 95% CI [.196, .539]. In non-nostalgic 

placement settings, the indirect effect was, b = .1530, SE = .08, 95% CI [.0029, .310]. There is 

thus partial evidence to support hypothesis 7c, placement setting only moderates the relation 

between nostalgic feelings on the DV placement enjoyment.   

The indices of moderated mediation of narrative enjoyment on both the relation of retro 

brand placement on DVs brand heritage and placement enjoyment resulted in non-significant 

results. The indices are respectively (brand heritage), b = -.203, SE = .02, 95% CI [-.078, .0192], 

and (placement enjoyment), b = -.0082, SE = .02, 95% CI [-.023, .053]. Based on these results 

there was no evidence to support H7d.      

Simple moderation, and moderated mediation hypothesis 8. Hypothesis 8 stated that 

nostalgia proneness will moderate effects on (a) placement enjoyment, and (b) brand heritage, 

via (c) nostalgic feelings, such as that higher levels of nostalgia proneness will show stronger 

effect on the brand evaluation, compared to lower levels of nostalgia proneness, when product 

placements are retro. 

 To test hypothesis 8, the Hayes (2017) PROCESS macro was used to run model 8. The 

following variables were IV retro product placement, M nostalgic feelings, W nostalgia 

proneness, DVs enjoyment placement and brand heritage (separate models). The covariates in 

the models were boundary expansion, character identification, placement setting, and narrative 

enjoyment.  

 Simple mediation hypothesis 8. The results of the simple moderation showed that there 

was no interaction effect between retro brand placement and nostalgia proneness for both DVs 

placement enjoyment and brand heritage (See Table 6). There was thus no evidence to support 

H8a/b.  
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 Moderated mediation hypothesis 8. The indices of moderated mediation for both 

placement enjoyment and brand heritage were not significantly different from zero. The indices 

are respectively (placement enjoyment), b = .0282, SE = .04, 95% CI [-.042, .0993], and (brand 

heritage), b = -.0017, SE = .005, 95% CI [-.0128, .007]. There was no evidence to support H8c.  
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Table 4 
Mediation Effects H2 H3, H4, H5, and H6 

  Brand heritage                                    Placement enjoyment  

 Simple mediation Serial mediation Simple mediation Serial mediation 

Total  .302 (.09) *** .237 (.09) * .387 (.13) ** -.027 (.13) 

Direct  .291 (.09) *** .291 (.09) ** .1037 (.13)  .104 (.13) 

X → M1 .576 (.11) *** -.210 (.09) * .576 (.11) *** -.210 (.12) *  

X → M2 - -.776 (.20) *** - -.776 (.20)  

X → M3 - -.178 (.18) - -.178 (.18) 

M1 → Y .019 (.04) .270 (.06) *** .4915 (.06) *** .054 (.08) *  

M2 → Y - -.043 (.03) - .168 (.04) ***  

M3 → Y - .058 (03) * - -.022 (.04)  

Indirect M1 .011 (.03) 

[-.04, .06] 

-.0537 (.04) 

[-.12, -.0063] 

.2832 (.07) 

[.165, .415] 

-.076 (.03)  

[-.031, .018] 

Indirect M2 - -.035 (.02)  

[-.011, .086] 

- -.0756 (.03)  

[-.145, -.025] 

Indirect M3 - -.011 (.01)  

[-.04, .0132] 

- .0022 (.01)  

[-.007, .016] 

Indirect (M1, M3) - -.0098 (.01) 

[-.027, .0007] 

- .002 (.004) 

[-.005, .011] 

Indirect (M2, M3) - -.0109 (.007) 

[-.028, .0003] 

- .0022 (.004) 

[-.006, .011] 

Note. Unstandardized coefficients with standard errors in parentheses. 95% CI in brackets. Simple mediation (M1 = Nostalgic feelings, Covariates = Placement 

setting, Narrative enjoyment, Boundary expansion, Character identification). Serial mediation (M1= Character identification, M2 = Boundary expansion, M3 = 

Narrative enjoyment, Covariates = Placement setting, Nostalgic feelings.  Significant mediation in bold. * <.05, ** <.01, *** <.001 
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Table 5 
Moderated Mediation Effects H7  
 Brand heritage Placement enjoyment 
Direct effect .3423 (.12) ** .1051 (.13)  
X (retro brand) → M1 (nostalgic feelings) .302 (.14) * .302 (.14) * 
X (retro brand) → M2 (narrative enjoyment)  -.005 (.25) -.0050 (.25)  
M1 (nostalgic feelings) → Y  -.026 (.04) .506 (.05) *** 
M2 (narrative enjoyment) → Y .055 (.03) *  -.022 (.04) 
Interaction X*W (retro brands x nostalgic placement) -.127 (.18) -.5046 (.25) 
Interaction (X*W) M1 .398 (.21) .398 (.21)  
Interaction (X*W) M2 -.368 (.35) -.368 (.35) 
Conditional direct effect (non-nostalgic placement setting) .3423 (.12) ** 

[.097, .587] 
.3440 (.18)  
[-.011, 699] 

Conditional direct effect (nostalgic placement setting) .2150 (.13) 
[-.042, 472] 

-.1607 (.19) 
[-.533, .212] 

Index of moderated mediation (M1 nostalgic feelings) -.0106 (.02) 
[-.059, .026] 

.2015 (.11) 
[.0018, .438] 

Conditional indirect effects (non-nostalgic placement setting) M1 -.0081 (.02) 
[-.043, .023] 

.1530 (.08) 
[.0029, .310] 

Conditional indirect effects (nostalgic placement setting) M1 -.0187 (.03) 
[-.085, .0437] 

.3544 (.09) 
[.196, .539] 

Index of moderated mediation (M2 narrative enjoyment) -.203 (.02) 
[-.078, .0192] 

-.0082 (.02) 
[-.023, .053] 

Conditional indirect effects (non-nostalgic placement setting) M2 -.0003 (.015) 
[-.031, .032] 

-.0001 (.010) 
[-.021, .024] 

Conditional indirect effects (nostalgic placement setting) M2 -.0206 (.02) 
[-.064, .012] 

-.0083 (.02) 
[-.023, .053] 

Note. Unstandardized coefficients with standard errors in parentheses. 95% CI in brackets. Moderated mediation 1 (X = Retro brand, M1 = Nostalgic feelings, 

M2 = Narrative enjoyment, Covariates = Boundary expansion, Character identification, and Nostalgia proneness, W1 = Nostalgic placement setting). Significant 

(moderated) mediation in bold. * <.05, ** <.01, *** <.001 
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Table 6 
Moderated Mediation Effects H8  

 Brand heritage Placement enjoyment 

Direct effect .1461 (.33) .1356 (.48) 

X → M1 (nostalgic feelings) .1913 (.38) .2198 (.39) 

M1 (nostalgic feelings → Y) .1273 (.04) *** .4938 (.06) *** 

Interaction (X = retro brand x W nostalgia proneness) .0276 (.06) -.0064 (.09) 

Interaction (X = retro brand x W nostalgia proneness) M1 (nostalgic feelings) .0571 (.07) .0571 (.07) 

Conditional direct effect low levels of nostalgia proneness  .2059 (.07) [.060, .370] .1134 (.19) [-.263, .489] 

Conditional direct effect mean levels of nostalgia proneness .2462 (.06) [.130, .378] .1043 (.13) [-.157, .366] 

Conditional direct effect high levels of nostalgia proneness .2865 (.08)  

[.133, .456]  

.0951 (.18) [-.272, .462]  

Index of moderated mediation (M1 nostalgic feelings) -.0017 (.005) 

[-.0128, .007] 

.0282 (.04) 

[-.042, .0993] 

Conditional indirect effects low levels of nostalgia proneness (M1) -.0127 (.02) 

[-.059, .025] 

.2059 (.07) 

[.060, .3702] 

Conditional indirect effect mean levels of nostalgia proneness (M1) -.0152 (.02) 

[-.063, .030] 

.2462 (.06) 

[.130, .3787] 

Conditional indirect effects high levels of nostalgia proneness (M1) -.0177 (.03) 

[-.074, .036] 

.2865 (.08) 

[.133, .4559] 

 Note. Unstandardized coefficients with standard errors in parentheses. 95% CI in brackets. Moderated mediation 2 (M1= Nostalgic feelings, Covariates = Placement setting, 

Boundary expansion, and Character identification, W = Nostalgia proneness).  Significant (moderated) mediation in bold. * = <.05, ** = <.01, *** = <.001 
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Secondary Analysis 

In the secondary analysis section, the two research questions are discussed. To test the 

first research question which was: “Do people evaluate familiar retro brands in a more positive 

way compared to familiar current brands?” a bivariate correlation between brand familiarity, and 

brand attitudes (liking) was conducted. The brands Sony, and Converse were used as retro 

brands, and Apple, and Diesel were used as current brands in this analysis. Because the products 

of Levi’s were used in both the current as well as the retro conditions, the brand was not included 

in this analysis. The results which are presented in Table 7 indicated that brand familiarity were 

correlated with the liking of the brand for both current brands as well as for retro brands. When 

looking at the descriptive statistics, the mean scores of the separate brands illustrated that Sony 

and Apple were the most familiar brands in the retro and the current brand categories. Sony and 

Apple had almost the same familiarity score respectively (M = 4.37), (M = 4.36), but the brand 

attitude scores differ between the two brands. The brand attitude of the retro brand Sony was 

higher evaluated (M = 5.75), then the current brand Apple (M = 5.13). The familiarity of the retro 

brand Converse (M = 3.75) was a bit higher than the current brand Diesel (M = 2.83), but were 

considerably lower than Sony and Apple. The evaluation of the less familiar brands was also in 

favor of the retro brand Converse (M = 4.96) compared to the current brand Diesel (M = 4.28), 

but because the correlation of Converse was a bit weaker, one might speculate that for unfamiliar 

brands the opposite effect could occur. There is thus enough evidence to suggest that familiar 

retro brands are evaluated in a more positive way compared to familiar current brands.  

 

Table 7 
Correlations between brand familiarity scores, and brand attitudes for the different brands  

 Converse (attitude) Sony (attitude) Diesel (attitude) Apple (attitude) 

Converse (fam) .465 ** - -  - 

Sony (fam) - .620 **  - -  

Diesel (fam) - - .605 ** - 

Apple (fam) - - - .385 ** 

N = 390. Fam = brand familiarity, attitude = brand attitudes.  ** p < .01. 
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 The second research questions which was: “Do the inclusion of retro products have more 

effect on enjoyment compared to cultural references?” was tested using OLS regression with 

retro brand, and references to other media entertainment as the IVs and narrative enjoyment as 

DV. The results indicated that both retro product as well as references to other media 

entertainment had no significant effect on the level of experienced narrative enjoyment, F (2, 

387) = .603, p = .548. The effect of retro brand was, b = -.118, SE = .24, p = .629. The effect of 

references to other media entertainment was, b = .289, SE = .27, p = .287. There is thus no 

evidence found that cultural references (references to other media entertainment) influenced the 

enjoyment people experienced more than the inclusion of retro products. The model with both 

independent variables explained only 5.6% of the variance. 

 

Follow-up Analyses 

 Rerunning of the primary analyses. In this paragraph the follow-up analyses, that were 

described in the pre-registration document were conducted. The primary analyses were 

conducted with extra covariates, which were replication factor, brand/media familiarity, and 

brand attitudes. In Appendix C, and D all the path coefficients, and MANOVA results while 

controlling for the additional covariates, could be found. Secondly, the sub constructs of 

nostalgic feelings were tested separately1.  

Table 8 gives an overview of all the supported/rejected hypotheses from both the primary 

analyses as well as the follow-up analyses. In this section only results that are fundamentally 

different from the primary analyses were discussed.  

The results of the follow-up analyses suggest that H4b is changed into a nearly 

significant serial mediation. The indirect effect through boundary expansion, via narrative 

                                                
 

1 Due to a technical error with the survey software Qualtrics, the data of the variables attitude 

towards the product placement, and chronological age have been lost. The variable placement enjoyment 

was treated as a substitution for the attitudes towards the product placements dependent variable. The 

suggested follow-up analyses that contained the variable chronological age will be excluded from this 

study. The whole preregistration could be assessed via the following web link: 

https://osf.io/x6ds5/?view_only=dc2b2a4d8d3d4a6e839bee0703cf41a7      
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enjoyment was, b = -.0091, SE = .006, 95% CI [-.0243, .0000]. The direction of the indirect 

effect was negative, which is the opposite as hypothesized. Besides this negative indirect effect, 

the direct effect was still significant after the inclusion of the two mediators in the model, b = 

2420, SE = .08, p = .0104.  

The simple moderation between nostalgic placement setting on the relation between retro 

product placements on the enjoyment placement resulted in a significant interaction (H7a), b = 

-.5381, SE = .25, p = .0320. The conditional effect of the focal variable on the dependent variable 

indicated that people have higher levels of placement enjoyment, when placement setting was 

non-nostalgic, b = .3630, SE = .17, 95% CI [.0182, 7078]. When placement setting was 

nostalgic, people tend to have lower levels of placement enjoyment, b = -.1751, SE =.18, 95% CI 

[-.5377, .1875]. This conditional effect was not significant different from zero. Even though the 

interaction of H7a is significant, the hypothesis could not be accepted. This because the effect is 

contrary to what was expected before conducting the study.   

 

Table 8 

Overview hypotheses supported or rejected 

 Primary analyses results Follow-up analyses results 

H1a/b H1a/b are both supported H1a/b are both supported 

H2a/b H2a is supported, H2b is rejected H2a is supported, H2b is rejected 

H3a/b Both H3a/b are rejected- Both H3a/b are rejected 

H4a/b Both H4a/b are rejected H4b opposite effect as hypothesized and 

thus rejected, H4a is rejected. 

H5a/b H5b opposite effect as hypothesized, and 

thus rejected 

H5b opposite effect as hypothesized, and 

thus rejected 

H6a/b H6a/b are rejected H6a/b are rejected 

H7a/b/c/d H7a/b/d are rejected. H7c is partially 

supported (only for the DV enjoyment 

placement) 

H7a/b/c/d are rejected 

H8a/b/c H8a/b/c are rejected H8a/b/c are rejected 

Note: Follow-up analyses extra covariates were: replication factor, media familiarity, brand familiarity, and brand attitudes.  
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 Nostalgic feelings constructs tested separately. In addition to the rerunning of the 

primary analyses, vicarious, personal, and general nostalgic feelings were tested as distinct 

mediators. The same IV, and DVs, and covariates as described in hypothesis 2 were used in this 

analysis. A simple mediation (model 4) was conducted using the Hayes (2017) PROCESS macro.  

 The results suggested that vicarious nostalgic feelings were not mediating effects of retro 

brand placements on brand heritage, (indirect effect) b = -.0224, SE = .01, 95% CI 

[-.0546, .0009]. The indirect effect of the relationship between retro product placement, and 

enjoyment placement was not significant either, b = .0683, SE = .04, 95% CI [-.0014, .1535].  

The indirect effect of personal nostalgic feelings on the relationship between retro 

product placement on brand heritage was not significant, b = .0399, SE = .03, 95% CI 

[-.0077, .0959]. The indirect effect of personal nostalgic feelings on the relationship between 

retro product placement on placement enjoyment was significant, b = .2402, SE = .06, 95% CI 

[.1361, .3588]. Due to the inclusion of the mediator, the direct effect became non-significant, b = 

1466, SE = .13, 95% CI [-.1190, .4122]. 

The indirect effect of the mediator general nostalgic feelings on the relationship between 

retro product placement on levels of brand heritage was significant, b = .0603, SE = .03, 95% CI 

[.0080, .1203]. After the inclusion of the mediator, the direct effect was still significantly 

different from zero, that indicates there is partial mediation.  

Results indicated that the relation between retro product placements on placement 

enjoyment was mediated by general nostalgic feelings, b = .2531, SE = .06, 95% CI 

[.1407, .3867]. After the inclusion of the mediator, the direct effect changed into a non-

significant relation, b = .1328, SE = .14, 95% CI [-.1367, .4022], which indicates that there is 

evidence for full mediation. 

The results showed that people tend to react differently depending on the evoked 

nostalgic feelings. This could be an indication that nostalgic feelings work in a more abstract 

way than beforehand thought. A possible explanation could be that people could not relate to the 

clips in a personal or vicarious manner, because the situations presented were not familiar. 

Nostalgic moments such as weddings, graduation, birthdays, first girl/boyfriend etc. could in fact 

trigger the sub constructs in a more deliberative way compared to time periods. 
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Discussion 

Summary of Findings 

In this research study, the effects of retro product placements in TV series and movies on 

the evaluation of the brand, enjoyment experienced, and emotions people felt while watching 

media narratives were investigated. In the survey, retro product placements were compared to 

current product placements in both nostalgic placement settings and non-nostalgic settings. The 

results of this study partially indicate that the effect of nostalgia in product placement in media 

narratives works. In this section, the results from this research study will be summarized and 

compared with relevant literature from the product placement, advertising, media psychology, 

and communication sciences discipline.   

This research study shows that people report higher levels of placement enjoyment, and 

brand heritage, when the products included were retro compared to current. This is in line with 

previous research conducted by Muehling and Pascal (2011) which concluded that nostalgic 

advertisements work better than non-nostalgic advertisements. In their study the effects were 

stronger for people that could relate to the nostalgic feelings in a personal manner compared to 

nostalgic feelings in a vicarious context.  

Nostalgic feelings were studied as a mediator between retro brand placements and 

placement enjoyment, and brand heritage. It was predicted that higher levels of nostalgic 

feelings, meaning that people felt more nostalgic feelings while exposed to the clip, resulted in 

more positive brand evaluations. The results from this research study showed that nostalgic 

feelings influenced levels of placement enjoyment. There was no evidence that nostalgic feelings 

also mediated levels of brand heritage. These findings are not in line with the studies from Rose, 

Merchant, Orth, and Horstmann (2016), and Shields and Johnson (2016) that concluded that 

nostalgic emotions influenced the formation of brand associations such as brand heritage. 

However, when the sub construct general nostalgic feelings were used as a mediator, the effects 

on brand heritage became significant. The ad-evoked emotions (feelings) and the formation of 

attitudes towards the brand that were tested by Marchegiani and Phau (2010) in the context of 

nostalgia, could also be true for product placements in narrative media.  

Vicarious nostalgic feelings did not result in significant differences on both placement 

enjoyment and brand heritage. This is not in line with previous research by Merchant and Rose 

(2013) that found evidence that vicarious nostalgic advertisements also yield positive brand 
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attitudes. A possible explanation why participants had low levels of vicarious nostalgic feelings 

while viewing the clips, could be because the participants were on average 34 years old, and 

therefore unable to relate to the time period.   

Besides the proposed mediator nostalgic feelings, the effect of retro brand placements on 

placement enjoyment, and brand heritage was predicted to be mediated by narrative enjoyment, 

such as that nostalgic placements lead to more narrative enjoyment, which leads to more positive 

brand evaluations. The results from this study indicated that the enjoyment people experienced 

while being exposed to the clip, does not mediate the relation on either placement enjoyment or 

levels of brand heritage. These results are not in line with previous studies conducted by 

(Gillespie & Joireman, 2016; Gillespie et al., 2018) that concluded that higher levels of narrative 

enjoyment would result in more favorable attitudes towards the brand. There are two possible 

reasons why the current results were not in line. Firstly, because Gillespie and Joireman (2016) 

used a low vs. high narrative enjoyment experimental factor. Secondly, Gillespie and colleagues 

(2018) used textual narratives as stimuli material compared to video material in the current study.    

Likewise, mediator boundary expansion did not affect the relation between retro brand 

placements on levels of brand heritage, and placement enjoyment. The predicted serial mediation 

via boundary expansion through narrative enjoyment only became significant for levels of brand 

heritage, after including the extra covariates brand/media familiarity, preexisting brand attitudes, 

and the replication factor (portable music devices vs. denim clothing). The effect was negative, 

which is contrary to what was hypothesized. The findings of the current study are partly in line 

with previous research, such as that the relation between boundary expansion on levels of 

narrative enjoyment are significant. Slater and colleagues (2014) concluded that people that 

experienced a situation that was beyond their imagination were more likely to enjoy the 

narrative. The proposed serial mediation on levels of brand heritage and placement enjoyment 

were not found. There are two possible explanations why participants were not able to transcend 

beyond their subjective boundaries. The narratives used in the current study are not distinctive 

enough from participants’ everyday lives. This notion is supported by the fact that participants 

were not always very accurate in naming references to other media entertainment, and noticing 

the exact time period in which the narrative took place. Furthermore, the lower levels of 

vicarious nostalgic feelings felt could also be an indication that participants were not able to 

relate to the narrative in a vicarious manner.  



NOSTALGIC PRODUCT PLACEMENTS IN NARRATIVE MEDIA 44 

The same goes for the mediator character identification, which was suggested to mediate 

effects on narrative enjoyment, which should influence levels of brand heritage, and placement 

enjoyment. The results from the current study suggests that there was partial evidence that 

character identification influence levels of brand heritage, but the direction of the effect was 

negative instead of the hypothesized positive effect. This is not in line with previous studies, 

which state that people who could identify themselves with a character in the narrative are more 

likely to evaluate products or brands in a more positive way (Moyer-Gúse, 2008; Yang & 

Roskos-Ewoldsen, 2007). Previous research shows that to be enjoyed by media, one most feel a 

certain connection with the character (Cohen, 2001; Igartua, 2010; Vorderer et al., 2004). One of 

the explanations why the proposed serial connection did not occur in this research study, could 

be because people were only exposed to a clip for approximately 1.5-3 minutes. Furthermore, 

only 35% of the participants were familiar to the media title before they were exposed to the clip. 

Past research suggests that increased levels of familiarity with narrative elements, such as the 

characters, events, and the setting will more likely result in more engagement with the story, and 

thus help to connect with the character (Gillespie & Joireman, 2016; Green, 2004).  

In addition to these explanations, the study conducted by Natterer (2014) declared that 

nostalgic feelings could be triggered most successfully by stimuli such as personas or objects 

that were popular during the childhood, teenage years, and early 20s of a person. The findings 

from the current study suggests that the retro products could in fact evoke these feelings. Based 

on the slightly negative relation between character identification and levels of brand heritage, 

one might think that participants did not experience the character as a person who they could 

relate to when they were younger, which results in a opposite effect as found in this current 

study.  

The combination between length, familiarity, and lack of identification are plausible 

reasons why the expected mediation effect of character identification on brand evaluations were 

not found in this current study. The current study also tested whether the effects of retro brand 

placements in narrative media differ between nostalgic and non-nostalgic placement settings 

(current time periods vs. retro time periods). The findings indicated that all the hypothesized 

effects were not significantly different from zero when controlled for additional covariance. 

Based on these results, one might suggest that the setting in which the narrative takes places is 

less important for the processing of information, and therefore on levels of placement enjoyment, 
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and brand heritage. Van den Broek and colleagues (1999) stated that information concepts such 

as the time period (place) in which the narrative takes place, will result in deeper processing of 

information concepts. The latter is true if people are familiar to the time period or place in which 

the narrative takes place. Placement settings that were congruent with the product placement did 

not result in more positive results, which is not in line with previous studies conducted by 

Gillespie and colleagues (2018) The authors stated that cognitive fit could in fact result in more 

positive brand evaluations.  

The results from the time period manipulation check indicated that only half of the 

participants was able to name the current time period in which the narrative took place. 

Moreover, the mean age of the participants in the study was 34 years old, which could be 

considered too young to personally witness the 1980s. Combined with the earlier discussed 

explanation regarding the length of the clips could be an indication that participants did not have 

enough time to process all the information concepts included in the narratives.   

Lastly, the findings of the current study concluded that nostalgia proneness did not 

moderate effects on placement enjoyment, and brand heritage, via nostalgic feelings. Results 

indicated that age and proneness to nostalgia are not correlated to each other, which is in line 

with the study conducted by Schindler and Holbrook (2003). However, previous research stated 

that people which are more prone to nostalgia are more likely to evaluate a retro brand in a more 

favorable way compared to people that are less prone to nostalgia (Merchant & Rose, 2013; 

Reisenwitz et al., 2004), which is not in line with the current findings. A possible explanation 

why the current findings are contrary to previous studies could be because not all the products 

were considered as retro or current. The Levi’s (Sherpa) Truckers jackets were in 58 percent of 

the cases be seen as retro, while the Sony Walkman, and the Converse All Stars were more retro 

with respectively 88 percent, and 70 percent.   

Theoretical Implications 

This research offers support for the mechanism of nostalgia in narrative media product 

placements. The key contribution of the current study is not solely the supportive findings for the 

comparison between retro product placements versus current product placement, but also novel 

findings due to the combination of the following disciplines: product placements, persuasion 

knowledge, nostalgia, and media psychology. The three most important theoretical implications 

will be discussed below.  
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Firstly, nostalgic feelings can be evoked by retro brand placements in narrative media, 

and positively influence brand evaluations such as brand heritage, and placement enjoyment. The 

clips used in the survey mostly trigger general nostalgic feelings, which foster the evaluation of 

the brand in a significant way. These findings suggest that the concept of feeling transfer, which 

state that people, because of affect, will be more likely to process persuasive information via the 

low elaboration peripheral route. The general nostalgic feelings work as a peripheral cue, which 

results in more positive brand attitude formation (de Pelsmacker, Geuens, & Bergh, 2013). These 

research findings further deepen our knowledge about the effect of emotions and the processing 

of information during the consumption of narrative media. In general, persuasion knowledge is 

mostly being activated when a product placement is included in the narrative in a prominent way, 

or when the product placement is shown more frequent during the scene (van Reijmersdal et al., 

2017). Gillespie and colleagues (2016) found that higher levels of narrative enjoyment and lower 

levels of persuasion knowledge had a positive effect on the evaluation of brands that were 

included in the narrative. The results from this current study suggest that the activation of 

persuasion knowledge works in a distinctive way when nostalgic feelings are evoked by the clip.  

Secondly, the current study also investigated whether the constructs of narrative 

enjoyment, character identification, and boundary expansion affected the evaluation of the 

products included in the narrative. These constructs are derived from media psychology models 

such as the extended ELM (Moyer-Gusé, 2008, 2015), identification (Cohen, 2001), and 

TEBOTS (Slater et al., 2014), and were considered applicable for testing the effects of nostalgia 

in narrative media. The proposed mechanism which was that narrative enjoyment, identification, 

and boundary expansion would reduce selective avoidance, and counter-arguing, which could 

increase the enjoyment people experience, and thus would foster brand evaluations. This notion 

is only partly true. The mediation of character identification, and boundary expansion on levels 

of narrative enjoyment was significant as expected in previous studies (Cohen, 2001; Johnson et 

al., 2016; Moyer-Gusé, 2008). The proposed serial mediation of both character identification, 

and boundary expansion through narrative enjoyment on levels on both DVs were not found.  

Thirdly, the current research further deepens our understanding about whether nostalgia 

works as a psychological resource for attaining or maintaining self-continuity through media 

narratives, and if this could be important for creating enjoyment and positive brand evaluations. 

Zhao, Muehling, and Kareklas (2014) state that nostalgic feelings could be remembered and even 
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be reconstructed when individuals were exposed to affective primes. In their study, the affective 

prime were presented as printed advertisements with both nostalgic references from earlier days 

and past tense sentences. In the current study, 5 out of the 8 clips contained cultural references to 

other media entertainment. The findings illustrated that noticing cultural references did not result 

in higher levels of narrative enjoyment. The same goes for the inclusion of retro products 

compared to current product placements. The data available showed that people were not able to 

transcend beyond their boundaries, because the mean score were considered as low, which could 

be an indication that people were not (re)experiencing memories, places or times that were 

familiar to them. This notion is supported by the fact that people felt more general nostalgic 

feelings instead of vicarious, and personal nostalgic feelings. More research needs to be done to 

further investigate this specific manner.  

Practical Implications 

The results from this research study provide practical implications for both policymakers, 

marketing communication, and advertising personnel such as marketing managers, campaign 

planners, film producers, and creative strategists. In the first part of this section the practical 

relevance for marketing communication, and advertising personnel are discussed. In the last 

paragraph, the policy-related and ethical consequences, which are related to the effectiveness of 

retro product placements are dealt with.  

Both brand heritage and placement enjoyment were higher in the retro product group 

compared to the current product group. Previous research showed that consumers could develop 

tactics to control their psychological responses towards advertisements and other persuasive 

messages, which is better known as persuasion knowledge (Friestad & Wright, 1994). The 

current findings related to persuasion knowledge indicated that participants that saw retro 

product inclusions had briefly the same persuasion knowledge as people that were exposed to 

current product placements. Despite the same level of persuasion knowledge, people evaluated 

the retro brands in a more positive way. A possible explanation for this difference could be found 

in the fact that people felt more general nostalgic feelings watching a clip with a retro product 

inclusion compared to people that saw a current product placement. This illustrates that even a 

clip with a short narrative could evoke nostalgic feelings. Watching a movie or TV-series in a 

relax setting could possibly increase the effect even more.  

The viewing of narrative media that includes nostalgic elements is concerning from an 
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ethical and policy point of view, because product placement disclosures, a tactic developed by 

the Federal Communications Commission (FCC) and the European Union (EU), to protect the 

population from the persuasive nature of product placements, are not working properly (van 

Reijmersdal et al., 2017). Boerman, van Reijmersdal, and Neijens (2012) concluded that people 

find it more difficult to make a clear distinction between media content and branded 

entertainment, such as product placements. Results from an eye tracking study conducted by 

Boerman, van Reijmersdal, and Neijens (2015) indicated that people’s attitudinal persuasion 

knowledge were only triggered when they saw the product inclusion (conceptual persuasion 

knowledge). The retro products such as the Sony Walkman, Converse All Stars, and the Levi’s 

(Sherpa) Truckers jackets could be seen in a different way compared to the current product 

placements. A possible explanation is that people saw the products in the experiment as nostalgic 

references just like the Nintendo 64, and Beanie Babies in the study conducted by Zhao, 

Muehling, and Kareklas (2014). As a result, conceptual persuasion knowledge were not triggered 

after the exposure to the retro product inclusions.  

Simply stating that the EU and the FCC should revise the rules regarding embedded 

advertising is too obvious. The results of this study could be used as extra evidence that support 

the Notice of Inquiry (NOI) from 2008 that state that consumers need to be protected against 

overcommercialization and further saturation of media entertainment (FCC, 2008). The current 

study proofs that evoked nostalgic feelings could potential harm impressionable individuals like 

children and elderly, such as that children’s attitudes could be shaped, which could influence 

consumer preferences in the future (Schindler & Holbrook, 2003). Especially because this study 

indicates that people will evaluate familiar retro products/brands in a more favorable way 

compared to unfamiliar products/brands. Familiar brands are mostly owned by bigger 

companies, which automatically means that these companies have the budgets to invest in 

product placing as promotion channel  

Limitations 

The current study had three major limitations. The first limitation that needed to be 

discussed was related to the clips that were used. The eight clips used in the research study 

cannot be considered as homogenous. The duration of the clips differed in length (1.5 – 3 

minutes), the characters in the clip were not always the main characters in the narrative, and the 

brand exposure were not the same in every clip. Reeves and colleagues (2016) concluded that 
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homogenous media stimuli are not portraying a realistic situation, because media itself could be 

considered as extraordinarily heterogeneous. Scholars in the media psychology discipline 

(Reeves et al., 2016; Slater et al., 2015) suggested that there are a couple of methodological 

solutions to increase validity. To meet validity criteria, two brands per condition were selected, 

and in total 8 clips were used in the study. Due to the inclusion of more clips per condition, the 

degree of differences across the clips was minimized.   

Furthermore, real scenes from movies and TV-series were used, instead of clips that were 

filmed/produced to fit the experiment. This could be seen as a strength.  

The duration of the clips could be a reason why people were unable to transcend beyond 

their temporarily boundaries of the self, and were not able to process all the information 

provided in the clips, such as the time period, plot connection, and character motives. 

Participants need to watch whole episodes of a TV-series or a longer part of a movie, which 

creates a more realistic situation. Research already showed that people are more likely to 

establish knowledge structures or schemas after more frequent exposure to a target (Hayes-Roth, 

1977; Marks & Olson, 1981). The main reasons why the current study choose for shorter clips 

were: participants could lose interest in the clip/survey, and it is more expensive to recruit 

MTurkers for a more time costly survey. Nevertheless, there are still too many questions 

unanswered, which makes longer clips a first suggestion for future research.  

The results from the current study indicate that there could be a difference between the 

importance of a character in the narrative and the effectiveness of the product placement. 

Participants that saw the Super 8 clip were less positive towards the product placement Sony 

Walkman, compared with people that saw the Guardians of the Galaxy clip. The shop attendant 

in the clip Super 8 played a minor role, while Peter Quill is the main character in Guardians of 

the Galaxy. The study conducted by Natterer (2014) stated that personas/characters that were 

popular during childhood, teenage years, and during the early 20s of a person could trigger 

nostalgic feelings more easily. For future research, it would be better to include an extra 

experimental factor (popular character during childhood vs less popular character during 

childhood) to the research design.  

In addition to these explanations, the study conducted by Natterer (2014) declared that 

nostalgic feelings could be triggered most successfully by stimuli such as personas or objects 

that were popular during the childhood, teenage years, and early 20s of a person. The findings 



NOSTALGIC PRODUCT PLACEMENTS IN NARRATIVE MEDIA 50 

from the current study suggests that the retro products could in fact evoke these feelings. Based 

on the slightly negative relation between character identification and levels of brand heritage, 

one might think that participants did not experience the character as a person who they could 

relate to when they were younger, which results in a opposite effect as found in this current 

study.  

The second limitation of this study is the discrepancy in the replication factor. The 

portable music devices Apple EarPods, and the Sony Walkman were seen as respectively current 

and retro products. However, the retro and current products in the category denim clothing were 

not always considered as either retro or current. People found it difficult to categorize the 

products of the brand Levi. The findings from the product usage related questions revealed how 

participants saw the products. Most of the participants did not wore the retro jackets during their 

childhood or own the jackets in the present. It could be that people were not aware of the fact 

that they wore Levi’s jackets in their youth or because they were confused because they wore 

replica denim jackets from another brand.  

The third major limitation of this research study is the usage of MTurk as recruiting 

platform. Sharpe, Wessling, Huber, and Netzer (2017) have investigated whether MTurkers use 

false identify or ownership to get selected for paid research surveys also known as character 

misrepresentation. The authors concluded that this is mostly true in paid MTurk samples. 

However, most of the participants in this study are from India, England, Spain, and the United 

States of America. This diversity could be an indication that the arguments are not applicable to 

this study. Furthermore, Kees, Berry, Burton, and Sheehan (2017) have conducted a meta-

analysis with student samples, professional samples and MTurk samples and concluded that 

MTurk workers were the most reliable in advertising studies. MTurk increased the data quality of 

this research study, which enables us to achieve the power that was required to generalize 

research findings. 

Future Directions  

The current research focused on the effects of retro brand placements in different 

placement settings in narrative media, that resulted in new knowledge and interesting effects. 

However, more research is required to further explore and deepen our understanding of the 

effects of nostalgia in narrative media. The limitations of this research study combined with the 

current findings resulted in the follow suggestions for future research directions.   
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Firstly, only explicit measurements were used to measure placement enjoyment, brand 

attitudes, brand heritage, and brand familiarity. Research in the advertising discipline (Brunel, 

Tietje, & Greenwald, 2004; Gibson, 2008; Maison, Greenwald, & Bruin, 2004) suggests that 

implicit measurements could help to tell more about people’s spontaneous behavior and 

preferences, which in combination with explicit measurements could measure brand attitudes in 

a more accurate manner. Not only do implicit measures increase the accuracy of the actual brand 

attitudes, but also tell us more about the processing and role of nostalgic feelings during the 

exposure of media narratives. A suggestion for future research is to include implicit measures 

such as Affect Misattribution Procedure (Payne & Lundberg, 2014; AMP) or Implicit 

Association Test (Greenwald, McGhee, & Schwartz, 1988; IAT).  

Secondly, in this current study nostalgic placement settings were classified in time 

periods (1980s vs. present), which did not result in significant moderation effects. As Sedikides 

and colleagues (2016) stated that the mind of human beings is peopled, which indicate that 

nostalgic moments such as weddings, graduation, birthdays, first girl/boyfriend etc. could in fact 

be more effective and easier to relate to compared to time periods. Combined with these 

findings, more feeling constructs such as social connectedness, feelings of loneliness, and sense 

of belonging are suggested to be included in future research. The current study provided 

evidence that nostalgia might work in the context of narrative media and could affect the 

evaluations of brands, but there is more data needed to state that nostalgia works in the 

psychological manners as described in the theoretical framework.  

Conclusion 

Scholars have researched the effects of product placements on consumer responses for 

over three decades. The current results showed that retro product placements were better 

evaluated on both placement enjoyment, and brand heritage compared to current product 

placements. This study shows that just like nostalgic advertisements, short narratives are also 

able to evoke general nostalgic feelings, and that nostalgia as an affect could alter the 

relationship between retro product placement and the evaluation of these product inclusions. The 

big difference compared to nostalgic advertising research is that the influence of personal 

nostalgic, and vicarious nostalgic feelings were only partly found in product placements context. 

Personal nostalgic feelings did only mediate effects on placement enjoyment.  
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The results further showed that boundary expansion, character identification, and 

narrative enjoyment, did not (serial) mediate effects on the evaluation of the retro products. Also, 

the setting in which the narrative took place, and individual differences due to proneness to 

nostalgia, did not moderate retro product/brand evaluations. However, more research is needed to 

state that the above variables do not affect or influence the evaluation of product placements in 

narrative media. This study provides enough evidence that state that further investigation the 

effects of nostalgia in product placements is beneficial.   
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Appendix A 

Stimuli Material 

 

Product images and logo’s 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

Figure 3 Levi's 501 

Figure 4 Levi’s Truckers jacket  

Figure 2 Levi's Sherpa truckers jacket 
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Figure 5 Sony Walkman 

Figure 6 Apple Earpods 

Figure 7 Converse Chuck Taylor All Stars 
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Posters media titles used in the survey  
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Storyboard per movie/TV-series 

Stranger Things 

It's 1984 and the citizens of Hawkins, Indiana are still reeling from the horrors of the 

Demogorgon and the secrets of Hawkins Lab. Will Byers has been rescued from the Upside 

Down but a bigger, sinister entity still threatens those who survived. 

 

In the first episode of the second season the boys go to the Palace arcade, where they find 

that someone with the name "MADMAX" has beaten Dustin's high score in "Dig Dug" by over 

100,000 points. The next day at school, they meet a new student from California named Max, 

who immediately captures the affection of Lucas and Dustin. Dustin believes she is 

"MADMAX" but Lucas is skeptical. How is this new student Max and could she be the same 

person as MADMAX? 

 

The clip you about to see contains product placement. 

 

The text used in the storyboard of Stranger Things is adopted from 

http://strangerthings.wikia.com/wiki/Stranger_Things/Season_2 and modified for research 

proposes. 

 
Super 8 

In the summer of 1979, six friends spent their time making a zombie movie with an 8mm 

camera. While filming at the local railway depot, they see one of their teachers, Dr. Woodward, 

turn his truck onto the track and drive into an oncoming train which derails. As they continue 

trying to make their film, they realize that an extra-terrestrial was being carried on that train and 

is now loose in the community. 

 

One of the police officers was interested in what happened on that summer evening and 

confronts the U.S. Army that are investigating the crash site. He afterwards returns to the police 

station where he shared his experiences and suspicion. The next scene starts shortly after the 

conversation between the police officer and the sheriff. 

  



NOSTALGIC PRODUCT PLACEMENTS IN NARRATIVE MEDIA 69 

The clip you are about to see contains product placement. 

 
The text used in the storyboard of Super 8 is adopted from 

https://www.imdb.com/title/tt1650062/plotsummary?ref_=tt_stry_pl and modified for research 

proposes. 

 

Guardians of the Galaxy  

On planet Earth in 1988, young Peter Quill sits in the waiting room of a hospital, 

listening with headphones to "Awesome Mix Tape no. 1". His grandpa comes out and gets him so 

he can say goodbye to his mom, who is dying of cancer. His mom gives him a present and tells 

him his father was an angel and that Peter is just like him. 

  

The scene you are about to see takes place 26 years after these events and is set on the 

planet Morag. An adult Peter Quill, a.k.a. Star-Lord, is searching for a mysterious Orb. While 

searching on Morag he is listing to the same mixtape as when he was a child.   

  

The clip you are about to see contains product placement. 

 

The text used in the storyboard of Guardians of the Galaxy is adopted from 

https://www.imdb.com/title/tt2015381/plotsummary?ref_=tt_stry_pl and modified for research 

proposes. 

 
Riverdale  

After the death of one of the rich and popular Blossom twins on the 4th of July 2016, the 

small town of Riverdale investigates the murder. The series starts in September, the beginning of 

a new school year, that brings with it new students, relationships, and reveals the mysteries of the 

past 4th of July. 

  

In the second season, all the mysteries about the history of Riverdale are about to unveil 

including the story about Hiram Lodge, the father of the girlfriend of one of the main characters 

Archie Andrews. In the scene you are about to see, a FBI agent is interrogating Archie about the 

crimes and criminal activities that Hiram could have committed. 



NOSTALGIC PRODUCT PLACEMENTS IN NARRATIVE MEDIA 70 

  

The clip you are about to see contains product placement. 

 

The text used in the storyboard of Guardians of the Galaxy is adopted from 

https://www.imdb.com/title/tt5420376/plotsummary?ref_=tt_stry_pl, and 

https://en.wikipedia.org/wiki/Riverdale_(2017_TV_series) and modified for research proposes. 

 
Dark 
In the beginning of 2019, events take place in a small German town called Winden. The 

story soon spreads to include storylines in 1986 and 1953 via time travel, as certain characters of 

the show's core families slowly becoming aware of the existence of a wormhole in the cave 

system beneath the local nuclear power plant, under the management of the influential 

Tiedemann family. 

  

During the first season, the secrets of the Kahnwald, Nielsen, Doppler, and Tiedemann 

families begin to be revealed, and their lives start to crumble as the ties between the disappeared 

children and the history of the town and its citizens becomes evident. In the scene, you are about 

to see, Jonas (one of the children) has used the wormhole in the cave and returned to 1986 to find 

his missing friend.   

 

The clip you are about to see contains product placement. 

 

The text used in the storyboard of Dark is adopted from 

https://www.imdb.com/title/tt5753856/plotsummary?ref_=tt_stry_pl and modified for research 

proposes. 
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11.23.63 

Imagine having the power to change history. Would you journey down the "rabbit hole"? 

Jake Epping, an ordinary high school teacher, is presented with the unthinkable mission of 

traveling back in time to prevent the assassination of John F. Kennedy on November 22, 1963. 

Jake is willing to live in the past in order to solve perhaps the greatest mystery of the 20th 

century - who killed JFK, and could it have been stopped? 

  

In the scene you are about to see, Al Templeton reveals the time portal to October 1960 in 

his closet to his friend, Jake Epping. The English teacher is going back in time using the time 

travel device for the second time. He experiences the 1960’s for the second time with his own 

eyes. 

The clip you are about to see contains product placement. 

 

The text used in the storyboard of 11.23.63 is adopted from 

https://www.imdb.com/title/tt2879552/plotsummary?ref_=tt_stry_pl and modified for research 

proposes. 

 

 Baby Driver 

Baby is a getaway driver in Atlanta, Georgia. When he was a child, a car accident killed 

his parents and left him with tinnitus, which he blocks out by listening to music. He ferries crews 

of robbers assembled by Doc, a criminal mastermind, to pay off a debt he incurred after stealing 

one of Doc's cars. Baby has almost paid off his debs to Doc and is close to freedom. However, 

Doc views Baby as a sort of good luck charm, and, using threats of violence, to keep him into the 

criminal world. 

 

After the first getaway scene, Doc is debriefing the crew and is dividing the earnings. In 

the next clip, Baby is going for a walk to grab coffee for the entire team. 

  

The clip you are about to see contains product placement. 
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The text used in the storyboard of 11.23.63 is adopted from 

https://www.imdb.com/title/tt3890160/plotsummary?ref_=tt_stry_pland modified for research 

proposes. 

 

 The Avengers: Age of Ultron  

When Tony Stark and Bruce Banner try to jump-start a dormant peacekeeping program 

called Ultron, things go horribly wrong and it's up to Earth's mightiest heroes to stop the 

villainous Ultron from enacting his terrible plan. The unexpectedly sentient Ultron, believing he 

must eradicate humanity to save Earth, eliminates Stark's A.I. J.A.R.V.I.S. and attacks the 

Avengers at their headquarters. Escaping with the scepter, Ultron uses the resources in Strucker's 

Sokovia base to upgrade his rudimentary body and build an army of robot drones. A worldwide 

backlash over the resulting destruction send the team into hiding at a safe house. 

  

In the scene, you are about to watch Tony Stark and Captain America are discussing the 

approach/strategy to stop the A.I. program Ultron at the safe house.   

  

The clip you are about to see contains product placement. 

 

The text used in the storyboard of 11.23.63 is adopted from 

https://www.imdb.com/title/tt2395427/plotsummary?ref_=tt_stry_pl and modified for research 

proposes. 
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Informed Consent 

Principle Investigator: Benjamin Johnson, Vrije Universiteit Amsterdam, b.k.johnson@vu.nl 

 

Thank you for your interest in this study. This is a consent form for participation in the research. 

It concerns important information about the research and what is expected of you if you decide 

to participate. Your participation is voluntary. Please read the information carefully. Feel free to 

ask questions before you decide whether or not to participate. To participate you must be 18 

years old or older, and you may only participate once. 

 

Goal: The goal of this research is to understand more about people’s attitudes toward consumer 

goods, and their experiences while watching film and television entertainment. 

 

Tasks: If you choose to participate, you will be asked a number of questions about yourself and 

your opinions on different products and programs. You will watch a 2 to 3 minute video clip and 

give your opinions on the clip. The questionnaire is presented in English. Some clips may use a 

foreign language, but will have English subtitles. We recommend you take the study on a laptop 

or desktop computer, and you will need the sound turned on. 

 

Duration: The research will take about 20 minutes. You may leave the study at any time. 

 

Risks and benefits: The risks of participating in this study are minimal and no greater than the 

risks that you experience in daily life. Please note that the video clip may involve violence or 

strong language. Moreover, you can not expect an increase in direct benefits from participating. 

By taking this study, you help advance social scientific research with regard to communication 

phenomena. 

  

Confidential: We will not collect any identifying information about you. Any potentially 

identifying information, such as an MTurk code, will be removed from the data before analysis. 

So, there will be no possibility to trace your answers back to you. Efforts will be made to keep 

your participation confidential.  
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Participant's rights: You may refuse to participate in this investigation without consequences or 

loss of benefits to which you are otherwise entitled. By agreeing to this form, you do not give 

personal legal rights that you have as a participant in this research. If you decide to withdraw 

your participation after the fact, you may email us within 24 hours and request that we destroy 

your responses. You can print this page for your own archive or you can request a copy by 

contacting Benjamin Johnson via b.k.johnson@vu.nl. 

  

Contact information and questions: Dr. Benjamin Johnson supervised the investigation. If you 

have any other questions about the study, please contact him via b.k.johnson@vu.nl or +31 (0) 

20 598 9778. For questions regarding your rights as a participant in this study or to discuss other 

research related concerns or complaints, you can contact someone who is not part of the research 

team, Rob Kloppenburg of VU Social Sciences via +31 (0) 20 598 6850. 

  

Thank you for your time and participation. 

  

Sjors Houtveen, Master Student, Vrije Universiteit Amsterdam, s.houtveen@student.vu.nl 

 

Please note that this survey will be best displayed on a laptop or desktop computer, and requires 

sound.  Some features may be less compatible for use on a mobile device. 
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Outro text 
Thank you for participating in this study. We would like to give you more information 

about the study you participated in. The purpose of this study was to investigate why people love 
movies with nostalgic elements, but are also interested whether objects such as nostalgic 
brands/products could increase the enjoyment people experience while watching movies/series. 
You were assigned to watch a clip with product placement, and the product may have been 
nostalgic and the scene may have been set in the past. We are examining how these differences 
affect viewer experiences and opinions toward the product placement and brand.  

 
We ask that you not discuss the nature of the study with others (especially other MTurk 

workers), as that might influence the results. 
 
If you want to withdraw from this research because of the advertising elements, you can 

e-mail b.k.johnson@vu.nl within 24 hours after the completion of the survey. Your data will be 
excluded from the dataset. 

 
If you have any other questions about the study, please contact him via 

b.k.johnson@vu.nl or +31 (0) 20 598 9778. For questions regarding your rights as a participant 
in this study or to discuss other research related concerns or complaints, you can contact 
someone who is not part of the research team, Rob Kloppenburg of VU Social Sciences via +31 
(0) 20 598 6850. 
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Appendix B 

Statistical Analysis Scheme 

 

Hypotheses Statistical analysis  

H1: Retro product placements in narrative media will positively influence (a) 

placement enjoyment and (b) brand heritage, compared to current product 

placements 

MANOVA combined with 

univariate results 

H2: The effect of retro product placements on (a) placement enjoyment, (b) 

brand heritage is expected to be mediated by nostalgic feelings, such as that the 

positive influence of retro product placements is transmitted through nostalgic 

feelings 

HAYES PROCESS Parallel 

mediation model 4 

H3: The effect of retro product placements on (a) placement enjoyment (b) 

brand heritage is expected to be mediated by narrative enjoyment, such as that 

nostalgic placements lead to more enjoyment, which leads to more positive 

brand/product evaluations. 

HAYES PROCESS Parallel 

mediation model 80 

H4: The effect of retro product placement on (a) placement enjoyment, and (b) 

brand heritage is expected to be serially mediated by boundary expansion and 

narrative enjoyment. Such as that nostalgic placements will lead to more 

boundary expansion, which lead to more enjoyment, which will lead to more 

positive brand/product evaluations. 

HAYES PROCESS model 80 

H5: The effect of retro product placement on (a) placement enjoyment (b) 

brand heritage is expected to be mediated by character identification, such as 

higher levels of character identification will result in more positive 

brand/product evaluations. 

HAYES PROCESS model 80 
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H6: The effect of retro product placement on (a) placement enjoyment (b) 

brand heritage is expected to be serially mediated by character identification 

and narrative enjoyment. Such as higher levels of character identification will 

result in higher levels of narrative enjoyment and therefore will more likely 

result in more positive brand/product evaluations. 

HAYES PROCESS model 80 

H7: placement setting will moderate effects on (a) placement enjoyment, and 

(b) brand heritage, via (c) nostalgic feelings, or via (d) narrative enjoyment, 

such as that nostalgic placement settings will produce more positive effects 

compared to non-nostalgic placement settings, when product placement are 

retro. 

HAYES PROCESS model 85 

H8: Nostalgia proneness will moderate effects on (a) placement enjoyment, 

and (b) brand heritage, via (c) nostalgic feelings, such as that higher levels of 

nostalgia proneness will show stronger effect on the brand/product evaluation, 

compared to lower levels of nostalgia proneness, when product placements are 

retro. 

HAYES PROCESS model 8  
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Appendix C 

Multivariate- and Univariate results 

Table 9 
MANOVA Multivariate results (primary analyses) 

               LLH df F Sig. ηp
2 

Retro brand  .103 5, 378 7.777 .000 .093 
Nostalgic placement setting .011 5, 378   .847  .517 .011 
Replication factor .041 5, 378  3.094  .009 .039 
R x P .030 5, 378  2.259 .048 .029 
R x REP .053 5, 378  4.024 .001 .051 
P x REP .027 5, 378  2.029 .074 .026 
R x P x REP   .022 5, 378  1.642 .148 .021 

  Note: R = Retro, P = Nostalgic placement setting, REP = Replication factor. 

Table 10 
MANOVA Multivariate results (follow-up analyses) 

               LLH df F      Sig.     ηp
2 

Retro brand  .094 5, 375 7.042 .000 .086 
Nostalgic placement setting .012 5, 375 .868  .503 .011 
Replication factor .051 5, 375 3.809  .002 .048 
R x P .026 5, 375 1.957 .084 .025 
R x REP .056 5, 375 4.165 .001 .053 
P x REP   .021 5, 375 1.577 .165 .021 
R x P x REP .017 5, 375 1.311             .258             .017 

Note: Covariates media familiarity, brand familiarity and brand attitudes were included. 
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Table 11 
MANOVA Univariate results for retro brand on the dependent variables (primary analyses) 
 

  Sum of Squares df Mean Square F Sig. ηp
2 

Nostalgic feelings 33.013 1, 382 33.013 13.497 .000 .034 
Brand heritage 9.030 1 ,382 9.030 10.536  .000 .027 
Placement enjoyment 14.161 1, 382 14.161 4.825  .029 .012 
Boundary expansion .173 1, 382 .173 .022 .882 .000 
Character identification .380 1, 382 .380 .266 .606 .012 

 
 

Table 12 
MANOVA Univariate results for retro brand on the dependent variables (follow-up analyses) 
 

  Sum of Squares df Mean Square F Sig. ηp
2 

Nostalgic feelings 16.505 1, 382 16.505 8.288 .004 .021 
Brand heritage 5.154 1 ,382 5.154 8.421  .004 .022 
Placement enjoyment 4.622 1, 382 4.622   1.912  .168 .005 
Boundary expansion 10.623 1, 382 .173 10.623 .202 .004 
Character identification .462 1, 382 . 462    .390 .533 .001 
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Table 13 
MANOVA Univariate results for replication factor on the dependent variables (primary analyses) 
 

  Sum of Squares df Mean Square F Sig. ηp
2 

Nostalgic feelings 3.659 1, 382 3.659 1.838 .176 .005 
Brand heritage .226 1 ,382 4.811 5.613  .018 .014 
Placement enjoyment 12.227 1, 382 12.227 4.166  .042 .011 
Boundary expansion 1.933 1, 382 1.933 .245 .621 .001 
Character identification .568 1, 382 .568 .398 .529 .001 

 
 

Table 14 
MANOVA Univariate results for replication factor on the dependent variables (follow-up analyses) 
 

  Sum of Squares df Mean Square F Sig. ηp
2 

Nostalgic feelings     .202 1, 382 .202 .101 .750 .000 
Brand heritage 4.775 1, 382 4.775 7.803  .005 .020 
Placement enjoyment 13.883 1, 382 13.883 5.717  .017 .015 
Boundary expansion 1.205 1, 382 1.205   .185 .667 .000 
Character identification .416 1, 382 .416   .351 .554 .001 
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Table 15 
MANOVA Univariate results for the interaction retro brand *nostalgic placement setting on the dependent variables (primary 
analyses) 
 

  Sum of Squares df Mean Square F Sig. ηp
2 

Nostalgic feelings 15.794 1, 382 15.794 6.457 .011 .017 
Brand heritage .002 1, 382 .002 .002  .961 .000 
Placement enjoyment .051 1, 382 .051 .017  .896 .000 
Boundary expansion 13.150 1, 382 13.150 1.665 .198 .004 
Character identification 3.407 1, 382 3.407 2.387 .123 .006 

 
 

Table 16 
MANOVA Univariate results for the interaction retro brand *nostalgic placement setting on the dependent variables (follow-up 
analyses) 
 

  Sum of Squares df Mean Square F Sig. ηp
2 

Nostalgic feelings 9.322 1, 382 9.322 4.681 .031 .012 
Brand heritage .022 1, 382 .022   .036  .850 .000 
Placement enjoyment .595 1, 382 .595   .245  .621 .001 
Boundary expansion 4.841 1, 382 4.841   .744 .389 .002 
Character identification 1.566 1, 382 1.566 1.321 .251 .003 
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Table 17 
MANOVA Univariate results for the interaction retro brand * replication factor (denim clothing) on the dependent variables 
(primary analyses) 
 

  Sum of Squares df Mean Square F Sig. ηp
2 

Nostalgic feelings 12.142 1, 382 12.142 4.964 .026 .013 
Brand heritage 12.964 1, 382 12.964 15.127  .000 .038 
Placement enjoyment 13.211 1, 382 13.211 4.502  .026 .012 
Boundary expansion 34.262 1, 382 34.262 4.338 .038 .011 
Character identification 16.632 1, 382 16.632 11.650 .001 .030 

 

 

Table 18 
MANOVA Univariate results for the interaction retro brand * replication factor (denim clothing) on the dependent variables 
(follow-up analyses) 
 

  Sum of Squares df Mean Square F Sig. ηp
2 

Nostalgic feelings                5.375 1, 382 5.375  2.699 .101 .007 
Brand heritage 9.415 1, 382 9.415 15.384  .000 .039 
Placement enjoyment 5.498 1, 382 5.498   2.264  .133 .006 
Boundary expansion  15.514 1, 382 15.514   2.384 .123 .006 
Character identification  11.827 1, 382 11.827   9.981 .002 .026 
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Appendix D 

Mediation Effects Follow-up Analysis 

Table 19 
Mediation Effects H2 H3, H4, H5, and H6 follow-up analysis with extra covariates 

  Brand Heritage                                    Placement enjoyment  

 Simple mediation Serial mediation Simple mediation Serial mediation 
Total  .2451 (.08) ** .2194 (.08) ** .3317 (.13) * -.0302 (.13) 
Direct  .2420 (.08) ** .2420 (.08) ** .1080 (.13)  .1080 (.13) 
X → M1 .5248 (.11) *** -.2434 (.09) *  .5248 (.11) *** -.2434 (.10) *  
X → M2 - -.8091 (.20) ***  - -.8091 (.20) ***  
X → M3 - -.2010 (.18) - -.2010 (.18) 
M1 → Y .0059 (.04) .2151 (.05) ** .4263 (.06) *** .1038 (.08)   
M2 → Y - -.0715 (.02) ** - .1636 (.04) ***  
M3 → Y - .0496 (02) * - -.0343 (.04)  
Indirect M1 .0031 (.02) 

[-.0384, .0424] 
-.0523 (.02) 
[-.1063, -.0108] 

.2238 (.06) 
[.1171, .3489] 

-.0253 (.02)  
              [-.0787, .0166] 

Indirect M2 - .0579 (.03)  
              [.0167, .1093] 

- -.1324 (.05)  
               [-.2533, -.0426] 

Indirect M3 - -.0100 (.01)  
             [-.0331, .0083] 

- .0069 (.01)  
              [-.0108, .0357] 

Indirect (M1, M3) - -.0090 (.006) 
[-.0241, .0002] 

- .0062 (.01) 
[-.0070, .0236] 

Indirect (M2, M3) - -.0091 (.006) 
[-.0243, .0000] 

- .0063 (.007) 
[-.0074, .0216] 

Note. Unstandardized coefficients with standard errors in parentheses. 95% CI in brackets. Simple mediation (M1 = Nostalgic feelings, Covariates = Placement 
setting, Narrative enjoyment, Boundary expansion, Character identification). Serial mediation (M1= Character identification, M2 = Boundary expansion, M3 = 
Narrative enjoyment, Covariates = Placement setting, Nostalgic feelings.) Extra covariates: Replication factor, Media familiarity, Brand attitudes, and Brand 
familiarity.  Significant mediation in bold. * <.05, ** <.01, *** <.001 
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Table 20 
Moderated Mediation Effects H7 Follow-up analysis 
 Brand Heritage Placement enjoyment 
Direct effect .2732 (.11) * .3630 (.17) * 
X (retro brand) → M1 (nostalgic feelings) .3231 (.15) * .3231 (.15) * 
X (retro brand) → M2 (narrative enjoyment)  -.0221 (.25) -.0221 (.25)  
M1 (nostalgic feelings) → Y  .0075 (.04) .4393 (.06) *** 
M2 (narrative enjoyment) → Y .0490 (.02) *  -.0385 (.04) 
Interaction X*W (retro brands x nostalgic placement) -.0658 (.16) -.5381 (.25) * 
Interaction (X*W) M1 .4027 (.21) .4027 (.21)  
Interaction (X*W) M2 -.3764 (.35) -.3764 (.35) 
Conditional direct effect (non-nostalgic placement setting) .2732 (.11)  

[.0568, .4896] 
.3630 (.17)  
[.0182, 7078] 

Conditional direct effect (nostalgic placement setting) .2074 (.12) 
[-.0202, 4351] 

-.1751 (.18) 
[-.5377, .1875] 

Index of moderated mediation (M1 nostalgic feelings) .0030 (.02) 
[-.0326, .0395] 

.1769 (.10) 
[-.0049, .4014] 

Conditional indirect effects (non-nostalgic placement setting) M1 .0024 (.01) 
[-.0257, .0295] 

.1419 (.07) 
[.0073, .2892] 

Conditional indirect effects (nostalgic placement setting) M1 .0054 (.03) 
[-.0508, .0572] 

.3188 (.09) 
[.1659, .5141] 

Index of moderated mediation (M2 narrative enjoyment) -.0185 (.02) 
[-.0691, .0183] 

.0145 (.02) 
[-.0186, .0754] 

Conditional indirect effects (non-nostalgic placement setting) M2 -.0011 (.013) 
[-.0279, .0262] 

-.0009 (.012) 
[-.0247, .0283] 

Conditional indirect effects (nostalgic placement setting) M2 -.0195 (.02) 
[-.0598, .0084] 

.0154 (.02) 
[-.0146, .0684] 

Note. Unstandardized coefficients with standard errors in parentheses. 95% CI in brackets. Moderated mediation 1 (X = Retro brand, M1 = Nostalgic feelings, M2 = Narrative 

enjoyment, Covariates = Boundary expansion, Character identification, and Nostalgia proneness, W1 = Nostalgic placement setting). Extra covariates: Replication factor, Media 

familiarity, brand familiarity, and Brand attitudes. 

Significant (moderated) mediation in bold. * <.05, ** <.01, *** <.001 

 



NOSTALGIC PRODUCT PLACEMENTS IN NARRATIVE MEDIA 85 

 

Table 21 
Moderated Mediation Effects H8 follow-up analysis 

 Brand heritage Placement enjoyment 

Direct effect .2069 (.29) .2659 (.46) 

X → M1 (nostalgic feelings) .2487 (.37) .2487 (.37) 

M1 (nostalgic feelings → Y -.0333 (.04) .4202 (.06) *** 

Interaction (X = retro brand x W nostalgia proneness) .0060 (.05) -.0324 (.09) 

Interaction (X = retro brand x W nostalgia proneness) M1 (nostalgic feelings) .0418 (07) .0418 (.07) 

Conditional direct effect low levels of nostalgia proneness  .2268 (.12)   

[-.0128, .4663] 

.1596 (.19)  

[-.2289, .5481] 

Conditional direct effect mean levels of nostalgia proneness .2380 (.08)  

[.0781, .3978] 

.0995 (.13)  

[-.1597, .3588] 

Conditional direct effect high levels of nostalgia proneness .2449 (.11)  

[.0254, .4644]  

.0625 (.18)  

[-.2935, .4185]  

Index of moderated mediation (M1 nostalgic feelings) -.0014 (.004) 

[-.0107, .0061] 

.0176 (.03) 

[-.0433, .0793] 

Conditional indirect effects low levels of nostalgia proneness (M1) -.0129 (.02) 

[-.0525, .0181] 

.1623(.07) 

[.0349, .3241] 

Conditional indirect effect mean levels of nostalgia proneness (M1) -.0155 (.02) 

[-.0563, .0218] 

.1949 (.06) 

[.0939, .3245] 

Conditional indirect effects high levels of nostalgia proneness (M1) -.0171 (.02) 

[-.0632, .0238] 

.2150 (.07) 

[.0864, .3738] 

Note. Unstandardized coefficients with standard errors in parentheses. 95% CI in brackets. Moderated mediation 2 (M1= Nostalgic feelings, Covariates = Placement setting, 

Boundary expansion, and Character identification, W = Nostalgia proneness). Extra covariates: Replication factor, Media familiarity, brand familiarity, and Brand attitudes.   

Significant (moderated) mediation in bold. * <.05, ** <.01, *** <.001 
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Appendix E 

Pearson Correlation (In)Dependent Variables 

Table 21 

Correlations between demographics, and (in)dependent variables 

Variables 1 2 3 4 5 6 7 8 

Gender - -.276** -.073 -.215** -.214** -.223** -.158 -.070 

Age -.276** - .077 .058  .051 -.021 -.013 -.049 

Education -.073 .077 - .181** .098* .038 .099* .050 

Boundary 

expansion 

-.215** .058 .181** - .705** .488** .701** .613** 

Nostalgic feelings -.214** .051 .098* .705** - .565** .625** .518** 

Nostalgia 

Proneness 

.-.223** -.020 .038 .488** .565** - .455** .365** 

Character 

identification 

-.158** -.013 .099* .701** .625** .445** - .642** 

Narrative 

enjoyment 

-.070 -.049 .050 .613** .518** .365** .642** - 

N = 390. * p < .05. ** p < .01.
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