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Abstract 

Placement marketing has become an important means of brand marketing. With 
the rise of web platform like Youtube, music video (MV) has spread all over the 
world. As a result, brand placement in music video has turned to be a new trend. This 
study is focused on the factors that influence the consumers’ brand attitude in the 
course of brand placement in music video and examination with Structural Equation 
Modeling. The purpose is to discuss if brand placement degree and original brand 
attitude will influence the consumers’ brand attitude and further induce their 
behavioral intention after they watch the music videos.  

On placement degree hypothesis, previous placement marketing literature 
suggests a positive correlation between placement degree and placement attitude; 
however, this study reveals a remarkable negative correlation between them in respect 
of the placement in music video. On advertising attitude hypothesis, this study 
justifies the positive correlation between placement attitude and brand attitude.  As for 
the reason, MV is subject to the length of song which makes storytelling impossible. 
Thus, there is no choice but formal placement via sound or image. 

Key Words: Product Placement, Brand Placement, Attitude, Involvement  

Part I: Introduction 

Balasubramanian (1994) defines placement marketing as a paid placement of 
representative commodities or images (e.g. product or brand logo) in movie or 
television products for the purpose of publicity. According to Piccalo (2004), over 
41% of American families overlook television advertising intervals by watching 
digital images online. Therefore, placement marketing has become another marketing 
strategy in addition to traditional television advertising. Vranica (2004) points out that 
more than 1,000 brands adopt that means in the United States, including global top 
100 enterprise, such as Procter & Gamble, PepsiCo and HP. Through placement 
marketing, the enterprises expect to heighten brand or product recognition among the 
audience. They even hope that the audience will change their attitude towards the 
brand and further generate purchasing intention just because a leading character uses 
it in the play. Stanley (1988) gives an example that the sales volume of Nick&Nora 
rises by 35% when a leading character wears such America-wide known pajamas in 
the play. 

According to the views of Plambeck (2010) and Shayon (2010), brand placement 
was mainly focused on the entertainment media with storylines in the past, such as 
movies and televisions, but recently, product placement has been extended to the form 
of music vision. A main reason lies in the development of Internet technology. It 
pushes music video out of regional stage in the form of MTV to the global arena via 
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the channels like YouTube. For instance, a partnership was established between Vevo 
(a MV website) and YouTube in 2009, which allows more people click and watch 
music videos and placed brands therein. Taking Lady Gaga’s Telephone as an 
example, its click-through rate (CTR) exceeds 63 million times within 24 hours after 
it was uploaded to YouTube. As Plambeck (2010) points out, when appreciating music 
video, the audience also fix their eyes on the placed brands from time to time, such as 
HP and LG. 

Besides sale of CDs, record companies can also make money by placing other 
brands in the music videos. In the past, MV was deemed an exhibition of creativeness 
and content. Now, many enterprises take MV as a channel of communication and 
sales to other. Through broadcast of music videos may create advertising effect for the 
brand. 

To conclude, brand placement in music video is helpful in improving brand 
awareness and influencing the attitude and behavior of the consumers as audience. 
Therefore, this study is made to discuss which factors will influence the audience’s 
attitude and behavior towards brand when they are watching movies with product 
placement. 

Part II: Literature review 

Placement Marketing, also named Product Placement or Brand Placement, is a 
means often used by marketing staff recently. According to Balasubramanian’s 
definition (1994), brand placement means that marketing personnel realize product 
and brand placement in movies and TV programs by way of payment. Through 
review of previous definitions of product placement, this study defines product 
placement as a paid placement of product or brand in entertainment media content 
with an attempt to influence the audience’s attitude and behavior towards brand or 
product. 

One of the classifications of placement marketing, Gupta & Lord (1998) makes a 
classification as per presence manner of a product in media, including visual only, 
audio only and combined audio-only. And also divides product placement into 
prominent placement and subtle placement as per position or duration of presence.  

No matter what kind of classifications, the researches indicated there is a positive 
co-relationship existing between placement degree and post-observation brand 
attitude when product is placed into the musical videotape. 

Fishbein&Ajzen (1975) pointed out that attitude was dynamic which came from 
learning, was a reaction produced by the conforming of the positive or negative of a 
particular thing. The positive and negative attitude of the consumers to the advertising 
will affect the attitudes of consumers to the brand and the behavioral intention 
(Mitchell & Olson, 1981; Shimp 1981). The research on attitude in the past mostly 
can be divided into two main directions. One was the Tripartite View of Attitude; 
other was The Unidimensionalist View of Attitude. 

Attitude was earliest used for the research on advertising effect in 1992. It was 
advertising to play important role in arising the feelings of the consumers. Until 1985, 
the advertising effect was clearly defined to be: “through the stimulation of viewing 
the specific advertising, it can make the consumers having the response on tending to 
like or dislike the product"(Silk & Vavra, 1974; Lutz, 1985). In the advertising effect, 
the attitude of the consumers to the advertising is the mediator variable. The 



consumers would product the emotional response by viewing the advertising, which is 
called viewer response profile, and used for measuring the advertising effect 
(Schlinger, 1979; Wells, Leavitt, and McConville, 1971). 

Part III: Methods of Research and Empirical Result 

In this research, we took two musical videotapes of different placement degrees 
as research objects, and take brands related to “sports and leisure garment” as 
placement objects. The research samples are northern college students. We handed out 
96 questionnaires and had 96 interviewees fill in the questionnaires, altogether 
rendering 192 valid samples. To prove our hypothesis, we adopt the linear structure 
relation (LISREL 8.30) developed by Jöreskog and Sörbom (1993) as the analysis 
tool to prove the hypothesis presented in this research. 

The data values in the study were close to every standard. Among this, chi-
square/df was less than 3；CFI, NFI and NNFI were all more than 0.9；GFI and 
AGF were also higher than standard value 0.85；and RMSEA less than 0.07. It was 
found from every value that, model fitness of questionnaire was more than standard. It 
indicated that this model fitness was very well. 

This study reveals when product is placed into music video, there is negative 
correlation between placement degree and placement attitude was different to 
previous research results. 

In the light of this study result, the study inferred that different media-type would 
make impact on attitude of audience to placement. There was many researches 
concerning placement marketing in the past, but most were films, TV shows. Its main 
characteristics were story which caused audience to receive advertising information 
when they were watching film. In addition, they made emotional reactions to the story 
to change their attitude to brand placement. Being limited to length of songs and song 
lyrics, music video can only place brand in form lacking of expatiation. When the 
degree of brand placement was higher, consumer can feel definitely brand placement 
as watching MV. They would generate exclusion in their attitudes because they 
thought the nature of MV was distorted into advertisement. 

Part IV: Conclusions and recommendations 

The study results help enterprises to seek placement content and way. Especially, 
enterprises must consider characteristic of their song and time limitation when they 
want to place their products or brands into music video. The issue marketing staff 
should pay more attention to is how to develop the best efficiency of product 
placement in limited space and time. The difference between music video and film or 
television is music video only has 5 to 10 minutes without enough story expatiation. 
Continuous show in this limited time easily causes audiences make MV equal to 
advertisement, even feel being deceived. On the contrary, music video in network 
video platform is easy to spread into all over the world due to its time limitation. This 
feature is definitely a chance for transnational enterprises. The key contribution of the 
study is to provide enterprises with suggestion for placement degree of brand placed 
into MV. 
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