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The Effect of Plot Placement on Consumers’ Brand Image
Evaluation —A Case Study of Converse
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Abstract

The positioning of brand image is a key factor affecting the consumers’ brand identity and the
brand value judgment. Facing the emotional consuming trendency, the means of plot placement has
become an effective way to convince consumers. To analyze the effects of four movies with plot
placement on consumer’s brand image evaluations, the brand-Converse is used as an example in this
study. To explore the difference between the subjects’ evaluations, the evaluation of non-seeing the
movies and of seeing the movies were compared. In use of the factors analysis and paired t test, to
analyze the effects of lead player, stage setting, difference extent and fetch of placement etc. on brand
value enhancement.

Keywords : Placement marketing, Kansei, Brand image
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