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Abstract: Brand placement is used as an alternative advertising strategy. This 
case study aimed at investigating its efficacy in music videos in the UK, Spain and 
Italy through surveys. The first research question aimed at determining the 
degree of association between nationality and brand familiarity. Results have 
reported a directional association for half the brands advertised. The second 
research question aimed at determining the correlation between brand 
familiarity and brand recall. This study demonstrated that the greater the 
familiarity of the brand, the more likely it is to be recalled after watching a music 
video. The third research question aimed at determining whether participants 
were more aware of brands that they had not previously heard of after watching 
the music videos. Results showed similar responses of participants either 
agreeing or disagreeing with the statement and similar results were obtained for 
the Italian and British samples. It could be concluded that brand placement in 
music videos is especially effective in certain cultures and situations. 
 
Keywords: Brand Placement; Music Videos; Brand Awareness;  

Brand Recall; Brand Familiarity; Cross-cultural Study. 

 
 
Resumen: El brand placement es utilizado como una estrategia publicitaria 
alternativa. Este estudio de caso tuvo como objetivo investigar su eficacia en 
videos musicales en Reino Unido, España e Italia a través de encuestas. La 
primera pregunta de investigación tuvo como objetivo determinar el grado de 
asociación entre la nacionalidad y la familiaridad con la marca. Los resultados 
mostraron una asociación direccional para la mitad de las marcas anunciadas. La 
segunda pregunta de investigación tuvo como objetivo determinar la correlación 
entre la familiaridad con la marca y su recuerdo. Este estudio demostró que 
cuanto más familiar es una marca, más probable resulta que se recuerde después 
de ver un video musical. La tercera pregunta de investigación tuvo como objetivo 
preguntar a los participantes si después de ver el vídeo musical eran más 
conscientes de las marcas que no conocían. Los resultados mostraron respuestas 
similares de participantes que estaban de acuerdo o en desacuerdo con la 
declaración y se obtuvieron resultados similares para la muestra italiana y la 
británica. Se podría concluir pues que el brand placement en videos musicales es 
especialmente efectivo en determinadas culturas y situaciones. 
 
Palabras clave: emplazamiento de marca; vídeos musicales;  

conocimiento de marca; recuerdo de marca; familiaridad de marca;  

estudio intercultural. 
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1. Introduction 
This study aims at investigating brand placement effectiveness in music videos 
in three countries. Brand placement has been extensively used as alternative 
advertising strategy and it is becoming increasingly relevant with the purpose 
of endorsing brands implicitly in a storytelling context. It could be argued that 
messages and stories conveyed with the combination of music, prove to be 
more powerful and effective than traditional advertising messages. As will be 
seen later, several authors underline the need of empirical research on this 
subject, especially in the context of music videos and cross-culturally in 
European regions. Hence, given the considerable amount of research 
undertaken on the subject of brand placement, and the scarce attention given 
to brand placement in music videos at a cultural level; this study aims to fill said 
research gap. 

Specifically, this paper is based on carrying out a cross-cultural case 
study focused on The United Kingdom, Spain and Italy. These countries have 
been selected for having different cultures. The United Kingdom is part of the 
Anglo-Saxon culture, Spain belongs to the Francophile culture and Italy has its 
own culture (Perlitz and Seger, 2004). As an example, Italian and British people 
are characterized by having a strongly masculine culture (more assertive and 
less caring and nurturing), by comfortably living with the fact that the future is 
uncertain and by closely guarding their private space. Just the opposite 
happens in Spain. Furthermore, in both Spain and Italy, less powerful members 
of organizations and institutions accept and expect that power can be 
distributed unequally; a situation that does not occur in the United Kingdom 
(Perlitz and Seger, 2004). 

1.1. Aim and objectives 

The aim of this case study is to determine brand placement effectiveness in 
three European countries -Italy, Spain and The United Kingdom. The following 
objectives represent how the research will be analysed and discussed to 
accomplish the main goal: 

a) Critically reviewed academic literature on brand placement in music 
videos, with specific regards to the pop genre and the video clip selected, 
and providing definitions of brand familiarity, recall and awareness as 
measures of effectiveness. 

b) Conduct an empirical investigation on brand familiarity and nationality 
as execution factors and their effect on brand recall and awareness as 
dependent variables, by collecting convenient and limited sample data 
within the populations of the three countries. 
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c) Analyse, discuss and compare the collected primary data obtained from 
the three countries and organise it according to individual factors, 
dependent variables and countries. 

d) Outline limitations of the study, draw conclusions and suggest further 
opportunities for research. 

1.2. Background of brand placement in music videos 
Brand placement is recognised by Karrh (1998) and Ginosar and Levi-Faur 
(2010) as a relatively recent advertising strategy generated from the need of 
marketers to infiltrate advertising clutter, pursuing a natural and implicitly not-
profit driven content incorporation (Mikołajczyk, 2015). Solomon and Englis 
(1994) introduce for the first time the term «reality engineering» to describe 
the effort of marketers to shape social images that represent areas of public life 
through popular cultural vehicles; a definition that can be naturally integrated 
into Karrh’s (1998) notion of consumer acceptance of brand images, 
considered consumption symbols, as part of everyday life. 

A comprehensive definition of brand placement is: 

Product placement -also known as product brand placement, in- program 

sponsoring, branded entertainment, or product integration -is a marketing 
practice in advertising and promotion wherein a brand name, product, 
package, signage, or other trademark merchandise is inserted into and 

used contextually in a motion picture, television, or other media vehicle for 
commercial purposes (Williams et al., 2011, p. 2). 

Van Reijmersdal, Neijens and Smit (2007) argue that visual arts and 
entertainment, such as tv series, shows and songs allow marketers to reach a 
wider audience given their distinctive repeatability. The author further discusses 
how brand placement in the mentioned media channels is rather effective due to 
the amplifying factor of associating a popular actor or artist with the product 
advertised (Williams et al., 2011), hence providing promotional strength to the 
brand and increasing its awareness and purchasing potential. People prefer to be 
able to communicate directly with companies and feel empowered in 
establishing their interests in online communities (Prahalad and Ramaswamy, 
2004), which can be addressed by creating valuable online content that attracts 
viewers and reaches their hearts and minds (Falkow, 2010 as cited in Williams 
et al., 2011). Omarjie and Chiliya (2014) state that brand placement strategies in 
music videos have increased, specifically in the pop, rap and RnB genres, and 
suggest that the launch of YouTube in 2005 and fast internet connection already 
available on new smartphones provide straightforward access to music videos 
(Plambeck, 2010), offering marketers a lucrative, yet less expensive, medium to 
advertise brands to targeted consumers. 
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1.3. The background of brand familiarity  

and recall across cultures 
There is controversy when assessing the monetary value of brand placement in 
music videos, given that no sophisticated model has been developed by 
practitioners (Craig‐Lees, 2008). For this reason, Balasubramanian, Karrh and 
Patwardhan (2006) have developed a comprehensive and integrative 
framework for academics and practitioners to contribute to academic literature 
in the attempt to collect data based on various execution and individual factors, 
processing and effects of brand placement, through a combination of certain 
stimuli.  

Regarding individual-difference factors, brand familiarity will be 
assessed across cultures. «Brand familiarity is a unidimensional construct that 
is directly related to the amount of time that has been spent processing 
information about the brand, regardless of the type or content of the processing 
that was involved» (Baker et al., 1986). Nelson (2002), Balasubramanian, Karrh 
and Patwardhan (2006) and Omarjee and Chiliya (2014) argue and 
demonstrate with their respective studies that brand familiarity has an effect 
on brand recall, i.e. they argue it is a contributing factor in remembering and 
recognising brands displayed or mentioned in branded entertainment. Brand 
familiarity «captures consumers’ brand knowledge structures, that is, the 
brand associations that exist within a consumer’s memory» (Campbell and 
Keller, 2003, p. 293) and is defined as the extent to which a brand is well-known 
or not. Thus, it is argued that cultural context will have a significant role in 
determining how familiar certain brands are compared with others in different 
countries. 

A noteworthy mention in terms of placement modality is required to 
justify the choice of the music video employed in the research study. Extensive 
literature on brand placement in movies shows higher levels of brand recall 
when the product was mentioned and showed, since the dual-coding factor 
enhances audio-visual placement effectiveness (Bressoud, Lehu and Russell, 
2010). However, in the literature available for product placement in music 
videos, visual placement has showed higher recall than combined audio-visual 
or audio placements (Plambeck, 2010).  

In terms of information processing, explicit aided memory recall 
measures will be adopted. Balasubramanian, Karrh and Patwardhan (2006) 
argue that explicit memory is recorded by direct tests of recall, where 
intentional effort is made by participants to recollect information from recent 
stimuli. Brand recall, which can be defined as the «consumers' ability to retrieve 
[a] brand when given the product category, the needs fulfilled by the category, 
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or some other type of probe as a cue» (Keller, 1993, p. 3), has been frequently 
employed in previous literature as cognitive measure of effectiveness (Chan, 
2012).  It can be argued that this effect from placement, as outlined by 
Balasubramanian, Karrh and Patwardhan (2006), is the most recurring one in 
determining brand placement effectiveness. Although extensive literature is 
available for brand placement recall in movies and tv programmes, there is 
sporadic empirical research on music videos as the media vehicle in brand 
placement (Krishen and Sirgy, 2016). Karrh (1998) further argues that brand 
recall measures are more appropriate for explicit, hence for more conscious 
test processing rather than implicit unconscious processing. Brand memory is 
influenced, as stated, by brand familiarity and it is premise for consequent 
brand awareness, that is, for «a rudimentary level of brand knowledge 
involving, at the least, recognition of the brand name» (Hoyer and Brown, 1990, 
p. 141). As stated by Omarjee and Chiliya (2014) and Macdonald and Sharp 
(2003), the music-video brand placement stimuli positively contributed to 
participant’s awareness of recalled brands, which will be consequently 
introduced in the consumer’s consideration set at the moment of purchase, 
hence improving chance for purchase intention after exposure. 

According to Chan (2012) there is scarce literature available on cross-
cultural studies outside The United States of America and, therefore, identifies 
a need for further empirical research to assess brand placement effectiveness 
cross-culturally. Thus, assessing brand familiarity for the brands placed in the 
music video shown to participants of three different cultures, to then deduct 
consequent brand awareness after exposure and explicit recall testing, is 
deemed to contribute to international advertising communication measures for 
global brands. 

2. Literature review 
Hudders et al. (2012) point out that consumers feel increasingly overwhelmed 
by advertisement messages and commercials across traditional media channels 
and argue that it is for this reason that marketers are seeking new 
opportunities to develop innovative strategies to reach potential customers 
effectively. Brand placement represents an effective advertising strategy and 
an alternative to traditional advertising. The importance of which has been 
accentuated over the years. Chan (2012) asserts the relevance of cultural 
studies on this subject with the purpose of outlining differences and similarities 
among cultures, regarding brand familiarity and awareness. 
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2.1. Brand placement in music videos 
Newell, Salmon and Chang (2006) identify the first ever recorded brand 
appearance of a UK soap manufacturer, «Lever Brothers», in a Lumière film in 
1896. Despite sporadic product integrations throughout the following years, 
the phenomenon of brand placement was formally coined and identified in the 
1980s (Chan, 2012). Brand placement became widely used as an advertising 
strategy after the first most successful incorporation of Reese’s Pieces in the 
1982-movie E.T.: The Extra-Terrestrial, with a registered sales increase of 65% 
within a month (Tsai, Wen-Ko and Liu, 2007).   

As Karrh (1998) anticipated in his progressive brand placement review, 
brands are increasingly incorporated in mass media content. Due to consumer 
sophistication (Chan, 2012), media fragmentation and proliferation, a 
predictable decay in traditional advertising efficacy and zapping, consumers’ 
resistance towards adverts (Balasubramanian, Karrh and Patwardhan, 2006), 
it is argued that brand placement continues to be an important and effective 
strategy within advertising to reach targeted consumers and non-users 
(Mackay et al., 2009; The Economist, 2005).  Matthes, Schemer and Wirthet 
(2007) report that factors including, but not limited to, the message being 
embedded in the editorial content, the transformational nature with high levels 
of disguise and obtrusiveness and the likelihood to be processed 
empathetically, represent advantages of placement strategy effectiveness when 
compared to traditional advertising measures. A systematic review on brand 
placement collects a relatively comprehensive archive of definitions, 
highlighting different nuances of interpretation in previous literature (for 
further reading see Chan, 2012). 

This riskier, however increasingly common, practice is integrated into 
mainstream media, including, films, TV programs, video games and music 
videos (Stephen and Coote, 2005). Advertisement in the music industry has 
started from the creation of commercials visually and audibly similar to music 
videos, given the overlapping of creatives (Pendleton, 1988), where such 
similarity led to defining music videos «infotainment» or «advertorials» (New 
York Times, 1989 as cited in Englis, Solomon and Olofsson, 1993), to then 
develop into «song product placements», «Adsongs» including a sponsor’s 
name, subsequently sold on radio airtime and available on compact disk and 
cassette for the public (Wriite Radio Adsong, 1997 as cited in Karrh, 1998).  

From the launch of MTV-Europe in 1987, the music industry has deeply 
changed with the evolution of technology, enabling consumers to discover and 
listen to music by streaming online without the need of purchasing physical 
products (IbisWorld, 2019), with streaming subscriptions revenue figures for 
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£516m in 2018, compared to £241m in physical formats (Mintel, 2019). The 
IBIS report further states that product endorsements are increasingly 
widespread with artists incorporating specific brands in their music videos and 
marketers seeking to gauge consumer trends for accurate targeting. YouTube’s 
popularity overshadows the free music streaming apps in the market segment, 
which results in 83% of UK population preferring this music-listening platform 
(Mintel, 2019).  

Both Chang (2003) and Schemer et al. (2008) assert the increasing 
importance of the trend of brand placement in music videos, since it reduces 
the production costs of music videos (Roozen and Claeys, 2009) and, equally 
important, it offers competitive advantage because music videos evoke both 
emotions (Englis, 1991) and a certain involvement with the video narrative and 
artist (Sun and Lull, 1986). Plambeck (2010) reported Mr. Caraeff’s, ex Vevo 
CEO, and Mr. Feldman’s, Vice President, Brand Partnerships & Sports Marketing 
at Atlantic Records, views on brand placement in the music industry, who argue 
that Lady Gaga’s «Telephone» YouTube video shows complementarity in a 
successful collaboration between brands and music companies and highlight 
another advantage of this practice, being the permanence of brands placed in 
the video rather than disappearing in its prior 15-second ad. According to a PQ 
Media report in 2010 as cited in Plambeck (2010), overall paid product 
placement declined 2.8 percent, while the money invested in product 
placement in music videos grew 8 percent compared to the previous year. 
Despite the rise of product placement practices in music videos, only a handful 
of studies have conducted empirical and correlational research on this subject 
(Krishen and Sirgy, 2016). 

2.2. Brand familiarity and recall as measures of effectiveness 

Russell and Belch (2005) clarify that industry practitioners have just recently 
started to address the issue of effectiveness measures in product placement, 
whose tools and key measurement formulas, whether they focus on monetary 
value or outcome-oriented assessments, have yet to be systematically 
determined. Carr (2005) further discusses this consideration, arguing that 
although several dependent measures are employed to assess effects on 
consumer audiences, from traditional hierarchy of effects to attitudes, these 
would inevitably fall into measures of traditional advertisement effectiveness, 
hence asserting that there is currently no sophisticated operating model for 
product placement evaluation. 

In this study, brand recall will be employed, since it is the most pragmatic 
dependent variable, frequently used to determine placement effectiveness 
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(Chan, 2012; Karrh, 1995; Russell and Belch, 2005). Recall is assessed as a 
cognitive processing measure, where respondents are required to respectively 
retrieve information or opinions and judge whether or not a certain stimulus 
has been previously seen (Brennan, Dubas and Babin, 1999; Nelson, 2002). 
Karrh (1995) reports that product placement practitioners consider the 
measure of aided recall to be important, a measure that assesses recall after the 
participant has been provided with a cue. Rossiter and Percy (1983) note that 
brand awareness is the most basic communication variable influenced by brand 
placement in the traditional hierarchy of effects, with an ultimate increment in 
sales. Brand awareness is defined by Alba and Chattopadhyay (1986) as the 
prominence of a brand in memory, hence its enhanced salience in a specific 
product category may obstruct recall of competing brands. As a result, since it 
is argued that individuals do not continue expanding their evoked sets, an 
increased salience of one brand might cause others in the same product 
category to be excluded from the consideration set (Moran, 1990). Finally, 
Babin and Carder (1996) assert that awareness varies on a spectrum from 
recognition to recall, which allows the consumer to identify the brand at the 
moment of purchase. 

In terms of individual factors, Balasubramanian, Karrh and Patwardhan 
(2006) claim that brand familiarity has an effect on placement recall (see figure 
1). Regarding brand familiarity Brennan and Babin (2004) note that since 
familiar brands produce stronger product categories associations, they are 
more accessible in memory. However, Balasubramanian, Karrh and 
Patwardhan (2006) report that the phenomenon known as Von Restoff effect 
(Wallace, 1965) or the isolation effect (Huang, Scale and McIntyre, 1976) may 
influence the recall of brand placements (Balasubramanian, 1994).  
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Figure 1. The proposed model framework 

 

 

 

 

 

 

 

 

Source: Balasubramanian, Karrh and Patwardhan (2006). 

The rationale upholding this statement is that unfamiliar stimuli are less 
expected, hence attract superior attention and produce higher recall (i.e. 
cognitive outcome) than familiar stimuli. Nelson (2002) found evidence of said 
hypothesis, by demonstrating that brands regarded as less familiar by 
participants are recalled better. Thus, it is argued that consumers that are more 
accustomed to see well-known brands, may decrease their attention when 
exposed to familiar brand placements.  

With regards to modality, Smith’s (1985) classification is regarded by 
Chan (2012) as the «simplest and most exclusive one»: three placement groups 
are divided into visual, audio and combined audio-visual. There is extensive 
research asserting that visual- or audio-only placements might be unnoticed by 
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the viewers, hence leading to lower brand recall and recognition (Argan, 
Valioglu and Argan, 2007; Gupta and Lord, 1998; Law and Braun, 2000; Van 
Reijmersdal, Neijens and Smit, 2007). However, it can be argued that these 
studies were testing tv programmes and movies as stimuli and so it may not be 
possible to generalise these results in other media. Some research has showed 
mixed results of effectiveness (Lord and Putrevu, 1993) and in a more recent 
study, specifically where music videos were used as stimuli, visual product 
placement prominence resulted to be more effective than subtle or audio-only 
placement (Roozen and Claeys, 2009). For this reason, in this study the stimuli 
music video includes visual-only product placements. 

2.3. Cross-cultural studies 
In 1983, White argued that the international popular music industry was 
expanding with the purpose of overcoming national and cultural barriers 
worldwide. A Passport report containing recent data acquired in the past five 
years from Italy, Spain and The United Kingdom reports respectively 24, 20 and 
25 million YouTube active monthly users in 2018 (Euromonitor International, 
2019).   Chan’s (2012) review highlights the need to analyse product placement 
effectiveness across cultures, given the limited research conducted in the past 
years, which has rarely focused on non-US cultural environments (Tiwsakul 
and Hackley, 2009). The importance of further investigation has been subject 
to mention in previous literature, where scholars and practitioners believe that 
placement effects might vary according to macro-cultural factors (Homer, 
2009; Karrh, 1998; Stern and Russell, 2004), hence conducting large-scale 
quantitative studies is highly recommended (Tiwsakul, Hackley and Szmigin, 
2005) to provide further guidance on standardisation and adaptation practices 
in marketing communication (Gould, Gupta and Grabner-Kräuter, 2000).  

Previous literature states that placement is a form of marketing 
communication, its effects may be influenced by communication approaches 
and societal-level factors that shape consumers’ cultures, hence their responses 
to advertising (Okazaki, Mueller and Taylor, 2010). The international trait of 
brands makes them appealing to more cultures according to the brand values, 
image and availability in that country (Kotabe and Helsen, 2004). Whether a 
brand is well-known or not, depends on the brand perception from different 
cultures, the advertising broadcasted in said countries and their availability at 
the point of purchase. Hence, an increase in brand awareness of specific brands, 
after stimuli exposure through brand placement in music videos, might have a 
positive effect in the overall communication strategy in global brand 
management (Kotabe and Helsen, 2009). 
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In this case study, the effect of brand familiarity will be analysed cross-
culturally in terms of its impact on brand recall. Brand familiarity might impact 
differently on cultures according to their previous knowledge and perception 
about the brands advertised in the music video (House et al., 2004). Chan, 
Petrovici and Lowe (2016) further suggest adopting a cross-cultural approach 
in understanding international advertising practices as brand media vehicles. 
This empirical study aims at contributing to international communication 
strategy research, with the purpose of assessing if brand placement in music 
videos is a viable choice for marketers to advertise fewer familiar brands to a 
cross-cultural audience, in order to increase their brand awareness, and 
ultimately enhancing their purchase intention. 

3. Methodology 

3.1. Research strategy 
As anticipated in the introduction chapter, this case study aims at 
understanding and determining whether there are differences in brand 
familiarity and recall of brand placement in music videos within three 
European cultures. The strategy adopted in this case study is the survey and 
will be conducted by employing free-of-charge online forms to gather data. The 
survey will be distributed among the network of acquaintances that the 
researchers have in several workplaces in the three selected countries (The 
United Kingdom, Spain and Italy) between March and April 2020. Firstly, 
respondents will answer sociodemographic and brand awareness questions. 
Secondly, the respondents will watch the music video «Telephone» by the artist 
Lady Gaga on YouTube.  A link of the video was be available in the survey. As 
previously commented, this music video shows complementarity in a 
successful collaboration between brands and music companies. Specifically, 
this music video has been chosen for being one of the most representative of 
the use of brand placement (Rodriguez-Lopez and Perez-Rufi, 2017). In fact, it 
has caught the attention of the academy and has already been used to study, for 
example, if the third-person effect is related with the viewing of products in 
video clips (Schmidt, 2011) and if the effects of brand-unspecific product 
placement disclosures are moderated by product placement frequency 
(Matthes and Naderer, 2015).  Finally, the respondents will answer questions 
about brand placement. The online survey has been prepared, adapted and 
translated by the researchers. A relevant point to mention involves the amount 
of extra time required for cross-cultural comparative studies, given the 
complexity of research scale’s construct and equivalence (Cadogan, 2010). 
Thus, ensuring adaptation of research procedures, instruments and scales 
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across cultures, especially when language translation is required (Chan, 2012) 
are considered to be highly significant.  

3.2. Data collection techniques 
This case study will adopt quantitative research design, given the nature of its 
research strategy and its versatile applicability in an international-online 
context described above. This is a mono method quantitative study, where 
survey questionnaires will be distributed to non-probability convenience 
sampling respondents through Google Forms questionnaires and the type of 
questions will be designed as multiple choice1. Walsh et al. (2015) underline 
the association between the positivist philosophy and quantitative research 
methods, hence further justifying this choice.  

Saunders, Lewis and Thornhill (2019) argue that the questionnaire is the 
most commonly used data collection method within the survey strategy, and 
since each respondent answers the identical set of questions, it represents an 
effective way of gathering responses from a large sample. Using this method 
will aid the researchers in better collecting and quantifying data, making it 
possible to generalise results beyond the sample and applying them to the 
population (Galpin and Krommenhoek, 2013).  

The quantitative research design is thus believed to be the most 
appropriate and useful when examining measures of brand placement 
effectiveness of brand recall in a cross-cultural context, on which hypotheses 
will be based. Furthermore, given the size and extent of the research to 
undertake, and the translation of the questionnaire, a self-completed 
quantitative survey research design will be more practical and manageable for 
the researchers in the collection and analysis of data among three cultures.  

3.3. Analysis framework 
IBM SPSS Statistics will be employed as the chosen statistical analysis software 
and Google Forms will be used to design and distribute the online 
questionnaires across the three countries (Field, 2013). Excel will also be used 
to examine the information collected. Data will be analysed with the support of 
these statistical frameworks to draw graphs and diagrams, which will facilitate 
data visualisation to compare data and reach conclusions (Saunders, Lewis and 

 
1 Since this research is based on a case study, the community of the United Kingdom, Spain and 
Italy is invited to fill the same questionnaires used in this research to accumulate more data:  

- Questionnaire link to Google Forms ENGLISH: https://forms.gle/AgSJj3v7bqwQ6RDC6 
- Questionnaire link to Google Forms SPANISH: https://forms.gle/CM6EUDQnHSxPvL2J6  
- Questionnaire link to Google Forms ITALIAN:  https://forms.gle/GargqgUMgU64vbdD7 

https://forms.gle/AgSJj3v7bqwQ6RDC6
https://forms.gle/CM6EUDQnHSxPvL2J6
https://forms.gle/GargqgUMgU64vbdD7
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Thornhill, 2019). Using said frameworks will help when organising the data 
collected and classifying them into categories of nationality according to 
variables of brand familiarity, nationality, brand recall and brand awareness 
and their correlation. Aforementioned themes will be discussed from gathered 
data in order to contribute to research with generalisable results, to prove or 
disprove hypotheses. 

4. Findings and discussion 

4.1. Report on sample 
The questionnaire collected responses from 115 respondents, 33 of which are 
British, 35 are Spanish and 47 are Italian. In terms of gender there is a female 
prevalence among respondents, 39 are male and 4 transgender participants. 
With reference to age, it should be noted that the majority of the respondents 
are young (see table 1).  

Table 1. Data sample 

Nationality Age Gender 

British = 33 18-24 years old = 39 Male = 39 

Spanish = 35 25-34 years old = 28 Female = 71 

Italian = 47 35-44 years old = 17 Transgender = 4 

 45+ years old = 31 Prefer not to say = 1 

Source: self-made. 

4.2. Brand familiarity and nationality 
The chi-square statistic2 has been employed to test the relationship between 
the categorical variable of nationality with the independent variables of each 
brand’s familiarity recorded in the questionnaire. 

Table 2 shows the percentage of brand familiarity (B.F.) organised 
according to the respondents’ nationality. Each brand familiarity percentage is 
matched with the corresponding chi-square value, in brackets, against the three 
nationalities. The statistical significance is also reported. 

 
2 Chi-square is a statistic that is very sensitive to sample size, so its use is considered appropriate 
for studies that analyze between 100 and 200 cases and is considered less reliable when the 
sample size is outside this range (Martínez Serna, 2004). Therefore, given that 115 respondents 
participated in this research, it could be stated that its use is appropriate. 
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Table 2. Nationality and brand familiarity 

Nation

a-lity 

Virgin 

mobile 

B.F. 

Dr. 

Martens 

B.F. 

Ray 

ban 

B.F. 

Beats 

B.F. 

Doom  

B.F. 

Coke 

diet B.F. 

Chanel 

B.F. 

Miracle 
whip 

mayo 

B.F. 

British 
23.5% 

(33.09) 

*** 

22.6% 

(6.34) 

* 

23.5% 

(6.50) 

* 

23.5% 

(21.12) 

*** 

7.8% 

(9.57) 

* 

26.1% 

(24.17) 

*** 

23.5% 
(4.32) 

7.8% 

(12.06) 

** 

Spanish 
14.8% 

(33.09) 

*** 

16.5% 

(6.34) 

* 

23.5% 

(6.50) 

* 

16.5% 

(21.12) 

*** 

7.8% 

(9.57) 

* 

15.7% 

(24.17) 

*** 

21.7% 

(4.32) 

2.6% 

(12.06) 

** 

Italian 
7.0% 

(33.09) 

*** 

31.3% 

(6.34) 

* 

39.1% 

(6.50) 

* 

12.2% 

(21.12) 

*** 

1.7% 

(9.57) 

* 

14.8% 

(24.17) 

*** 

36.5% 

(4.32) 

0.9% 

(12.06) 

** 

***p<.001 | **p<.005 | *p<.05 

Source: self-made. 

Figure 2 displays the brand familiarity percentages reported above for 
each nationality, with the purpose of providing visual support to the discussion 
that follows. 

Figure 2. Brand familiarity per nationality 

 

Source: self-made. 

The outcomes have been organised according to the type of results 
obtained from the questionnaire, rather than following their display order in 
the table and chart above. The first research question aims to determine 
whether nationality, in this case used as indicator to associate the nations’ 
participants to their corresponding cultural contexts, can be considered a 
predictor of brand familiarity, i.e. if a person’s nationality has an impact on their 
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knowledge of certain brands due to the brand’s availability and communication 
strategy in that specific country.  

The results regarding the brands Virgin Mobile, Beats, Coke Diet and 
Miracle Whip Mayo report a significant (p<.001 – p<.005) directional association 
between nationality and brand familiarity, with chi-square values ranging from 
33.09 and 12.06. These demonstrate that the three different nationalities 
contribute to the prediction of brand familiarity for four of the eight brands 
placed in the music video, thereby rejecting the null hypothesis of independence 
between the two variables. Conversely, a significant directional association 
between nationality and brand familiarity is observed in Dr. Martens, RayBan 
and Doom.  For Chanel, the directional association is insignificant, showing that 
there is little association between nationality and brand familiarity.  In this case, 
the chi-square values are between 9.57 and 4.32. Therefore, these results 
demonstrate that three different nationalities do not influence brand familiarity 
scores for the other four brands placed in the music video, thereby accepting the 
null hypothesis of independence between the two variables. Nevertheless, it is 
worth mentioning that, although the brands advertised do not belong to the same 
company or corporation, there appears to be a product category similarity 
among the eight brands allocated in the two association groups. Notably, Virgin 
Mobile and Beats can be categorised as technology-related brands, Coke Diet and 
Miracle Whip Mayo as food-related brands and Dr. Martens, Ray Ban, Doom and 
Chanel as fashion-related brands. This association may suggest that the 
communication plan of technology and food brands is focused on a national-
based strategy, whereas the communication strategy of fashion brands is based 
on an international approach.  

In terms of brand familiarity percentages, a noteworthy difference for each 
brand highlights how certain brands are generally more recognised than others, 
regardless of their nationality, and how others are strictly dependent from their 
popularity, the degree of widespread familiarity with the brand, in that specific 
country. Specifically, Virgin Mobile (23.5%), Beats (23.5%), Coke Diet (26.1%) 
and Miracle Whip Mayo (7.8%) are brands that are more familiar to the British 
sample; Dr. Martens (31.3%), Ray Ban (39.1%) and Chanel (36.5%) are better 
known to the Italian participants; the Spanish participants report interesting 
results, which are harder to categorise. Results demonstrate that Spanish 
participants have an overall medium score of brand familiarity.  In some cases, 
this is higher than the brand familiarity for Italian participants (Virgin Mobile 
14.8%, Beats 16.5%, Doom 7.8%, Coke Diet 15.7% and Miracle Whip Mayo 
2.6%).  In some cases, the brand familiarity score for Spanish participants is close 
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to the score for British participants.  For some brands the scores are equal for 
British and Spanish participants (Ray Ban 23.5% and Doom 7.8 %). 

Overall, the results demonstrate that the brands that have recorded a lack 
of association, namely Dr. Martens, Ray Ban and Chanel are familiar to all three 
nationalities, or equally unfamiliar (Doom), and that their advertising strategy 
and product availability across these countries is consistent.  

4.3. Brand familiarity and brand recall 
The analysis of the data related to this research question required the use of 
chi-square as well, and it was employed to test the relationship between each 
the value of brand familiarity with the correspondent brand recall scores 
recorded in the questionnaire. The data refers to overall results for these two 
variables without taking into consideration nationality as a differential factor. 
The percentage shown refers to the 103 participants that answered «Yes» to 
question number 6: «Have you seen any brands/products in the music video 
you just watched?», used as an indicator of overall brand recall. 

Table 3 shows the percentage of brand familiarity for each brand, the 
corresponding brand recall percentage and the percentage of people that were 
familiar with the brand but did not recall it. The statistical significance and the 
chi-square value, in brackets, are also reported.  

Table 3. Brand familiarity and brand recall 

Brand 
Brand Familiarity  

Total 

Brand  

Recalled 

Brand  

Not Recalled 

Virgin Mobile 47.3% 34.0% (4.20)* 9.7% 

Dr. Martens 71.8% 24.3% (2.76) 47.6% 

Ray Ban 91.3% 48.5% (1.29) 42.7% 

Beats 53.4% 38.8% (32.37)*** 14.6% 

Doom 16.5% 0.0% (.61) 16.5% 

Coke Diet 55.3% 36.9% (15.02)*** 18.4% 

Chanel 85.4% 27.2% (4.00)* 58.3% 

Miracle Whip Mayo 8.7% 5.8% (7.76)** 2.9% 

***p<.001 | **p<.005 | *p<.05 

Source: self-made. 

Figure 3 displays the information provided in the table above, with the 
purpose of providing visual support to the discussion that follows. The 
percentages represented refer to the brand familiarity scores against the brand 
recall values for each brand. 
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Figure 3. Brand familiarity and brand recall 

 

Source: self-made. 

The second research question aims at validating Nelson’s (2002) findings 
on the correlation between brand familiarity and brand recall, i.e. the more 
familiar a brand is, the less likely it is to be recalled after stimuli exposure. 
These findings have been upheld by Balasubramanian, Karrh and Patwardhan 
(2006), in reference to the Von Restoff effect introduced by Wallace (1965), 
who claims that unfamiliar stimuli will be less expected and for this reason, 
they will attract more attention than familiar stimuli, thus they will be recalled 
better. 

The results regarding Virgin Mobile (34.0% brand recall against 47.3% 
brand familiarity), Ray Ban (48.5% against 91.3%), Beats (38.8% against 
53.4%), Coke Diet (36.9% against 55.3%) and Miracle Whip Mayo (5.8% 
against 8.7%) report a high brand familiarity-brand recall ratio. These findings 
provide further empirical support to Brennan and Babin’s (2004) study, which 
claims that familiar brands produce stronger product categories associations, 
making them more accessible for the memory. In other words, these results 
assert that, for the brands reported above, the higher the brand familiarity, the 
more likely they are proven to be recalled. Nevertheless, the reported findings 
contradict Nelson’s (2002) hypothesis of opposite correlation between the two 
variables, hence providing empirical support to its counterargument.  
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Conversely, results regarding Dr. Martens (24.3% brand recall against 
71.3% brand familiarity), Doom (0.0% against 16.5%) and Chanel (27.2% 
against 85.4%) report a low brand familiarity-brand recall ratio, hence 
confirming Nelson’s (2002) hypothesis of opposite correlation. In other words, 
for the abovementioned brands, the higher the brand familiarity, the lower the 
brand recall values after stimuli exposure. Furthermore, Balasubramanian, 
Karrh and Patwardhan’s (2006) argument regarding the von Restoff effect, is 
also reinforced by these findings, demonstrating that participants that were 
familiar with Dr. Martens, Doom and Chanel, were not able to recall them after 
exposure, due to the lack of a surprise effect while watching the music video. On 
the other hand, these results exhibit contradictory findings in regard to 
Brennan and Babin’s (2004) study, proving that, for these specific brands, 
familiarity produced weaker product categories association, making them less 
accessible in memory.  

The research available on this subject is based upon the assumption that 
there is a correlation between the two variables of brand familiarity and brand 
recall. In this study, the researcher has considered this assumption and tested 
it with 8 chi-square tests for each brand, with the objective of verifying this 
hypothesis with empirical data. The results reported for the brands Beats and 
Miracle Whip Mayo demonstrate that there is a directional association between 
the two variables, albeit not significantly larger than expected values; namely 
Beats chi-square expected value was 22.37, compared with the actual outcome 
of 32.37, and Miracle Whip Mayo chi-square expected value being 2.45, 
compared with the relatively higher outcome of 7.76. In regard to the other six 
brands placed in the music video, there appears to be no correlation between 
brand familiarity and brand recall scores, as the individual chi-square tests 
suggest that the results obtained are largely due to chance. These results may 
question the validity of the hypothesis of correlation between the two variables, 
hence confirming that brand familiarity has no impact on brand recall, as well 
as the proportionality between the two. 

Overall, the prevalent results demonstrate that five out of eight brand 
recall percentages, namely Virgin Mobile, Ray Ban, Beats, Coke Diet and Miracle 
Whip Mayo, represent a large portion of their corresponding brand familiarity 
scores, hence suggesting a directional correlation between the two variables; 
the more familiar a brand is, the higher are the chances for its recall after brand 
placement. 
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4.4. Brand recall and brand awareness 
In regard to the third and last research question, the results provided by Google 
Forms responses and further Excel analysis have allowed the researchers to 
gather the following data for discussion. The last question asked in the survey, 
question number 8 «Do you agree with the following statement: ‘After watching 
this music video, I am more aware of brands I did not know’?», aimed to ask the 
respondents a direct question that required judgement and reflection after 
watching the video and completing the questionnaire.  

Considering the abovementioned 103 respondents, that have stated 
positive brand recall after watching the music video, results on brand 
awareness are relatively similar for positive and negative responses. 53 
respondents confirm that their knowledge about previously unfamiliar brands 
has improved after watching the video, while 50 respondents disagree with the 
statement above, thus considering their brand awareness towards unfamiliar 
brands unchanged after stimuli exposure. It can be argued that the influence of 
brand placement on recall at the point of purchase is categorised as an 
unconscious process, thus respondents that rationally disagree with that 
statement might be influenced by brand placement without acknowledging or 
even realising it at the moment of purchase.  

These overall brand awareness results have been further analysed 
against nationality, employed as differential factor, to identify any differences 
between brand awareness scores among the three countries. The British 
respondents are significantly inclined to believe that their knowledge about 
previously unfamiliar brands has improved after watching the music video, 
reporting a strong percentage of 59.3% of positive brand awareness against 
40.7% of those British respondents rejecting the statement. The Italian sample 
shows scores similar to the British sample, reporting a lower 55.3% of Italians 
agreeing to the statement against a 44.7% of respondents stating an unvaried 
brand awareness of unfamiliar brands after stimuli exposure. On the other 
hand, the Spanish participants differ from the Italian and British samples. The 
majority of the respondents, namely 62.1% of the total of the Spanish sample, 
disagrees with the notion of being positively influenced by brand placement in 
the music video in terms to their knowledge about unfamiliar brands, while 
only 37.9% of them believes to be more aware of unfamiliar brands after 
watching the video.  

Rossiter and Percy (1983) assert that brand awareness is the variable 
that is firstly influenced by brand placement in the traditional hierarchy of 
effects, with the ultimate purpose of increasing sales for the brand advertised. 
Overall, the eight brands placed in the music video have been positioned with 
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the purpose of increasing both brand awareness and contribute to decision 
making at the point of purchase. It can be argued that according to the results 
obtained, 53% of participants are more aware of these brands and possibly will 
be influenced by these brand placement strategies in their future decision-
making processes, when considering a purchase within that product category. 
The majority of the British and the Italian participants believe, as Alba and 
Chattopadhyay (1986) argue, that these placements have contributed to a 
prominence of these brands in their memory, thus enhancing the salience in 
these specific products’ category, with the possibility of obstructing recall of 
competing brands. Conversely, most Spanish respondents do not consider the 
exposure to brands placed in the music video as a contribution to their evoked 
sets of brands in that product category, thus possibly being not consciously 
influenced in their decision making at the moment of purchase of said brands. 

Another relevant mention in terms of the results obtained is the 
percentage of people that have declared their tendency to notice brands in 
music videos and the corresponding portion that actually noticed brands in this 
specific music video. 14.8% of all respondents do not tend to notice brands in 
music videos and actually did not recall any in the music video used in the study, 
while 49.6% of the respondents admit their usual tendency to notice brands in 
music videos, and then recalled them in the video used in the study. These 
results suggest that there is a considerable percentage (26.9%) of respondents, 
who, although they do not tend to notice brands in music videos, then they did 
recall some in this case.  

5. Conclusions, limitations and recommendations 

5.1. Conclusions 
The aim of this case study was to contribute to academic literature, by 
providing empirical evidence of several variables that influence brand 
placement effectiveness in music videos. The literature review outlined 
previous research regarding brand placement in music videos, presenting how 
different variables contribute to brand placement effectiveness, and introduce 
the subject of culture used as a variable in the study. The significance of brand 
memory and brand awareness has been demonstrated with the purpose of 
correlating them to the concepts of brand familiarity and nationality, variable 
used as measurable alternative to culture. The researchers have conducted 
primary quantitative data collection to verify the extent of the correlation 
between nationality and brand familiarity, and how this ultimately impacts on 
brand awareness through brand recall.  
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As for the first research question, the objective was to determine the 
impact nationality has on brand familiarity. Findings showed a directional 
association for Virgin Mobile, Beats, Coke Diet and Miracle Whip Mayo between 
the variables of nationality and brand familiarity and a lack of association for 
Dr. Martens, Ray Ban, Doom and Chanel. This suggests a possible product 
category correspondence of results, demonstrating a national advertising 
strategy for two technology-related brands and two food-related brands, and 
an international advertising strategy for four fashion-related brands.  

In terms of the second research question, the goal was to discover 
whether the previously tested hypothesis of correlation between brand 
familiarity and brand recall is validated for this study and to assess the 
directionality of association between the two variables. Results have 
demonstrated that there is an actual correlation between their brand 
familiarity and brand recall scores only for the brands Beats and Miracle Whip 
Mayo. These results are consistent with Brennan and Babin’s (2004) study that 
hypothesises a directional association between the two variables; for the 
abovementioned brands, the more familiar they are to respondents, the higher 
the chances for their recall after stimuli exposure.  

The last research question aimed at identifying a conscious correlation 
from respondents between brand recall of unfamiliar brands and their 
consequent brand awareness. Previous research has recognised the 
importance of brand awareness, as a key factor contributing to an ultimate 
increase in sales for the brand. When asking respondents to determine whether 
they believe their brand awareness of previously unfamiliar brands had 
increased after watching the music video, similar results have been reported 
for both positive and negative answers among all the eligible respondents. On 
the other hand, when introducing nationality as differential variable, the 
majority of the Italian and British respondents consciously reported that their 
knowledge about previously unfamiliar brands had increased after brand 
exposure in the music video, whereas the prevalent opinion among Spanish 
participants disagrees with the statement. 

Finally, it could be concluded that, the greater the familiarity of the brand, 
the more likely it is to be recalled after watching a music video. Therefore, 
brand placement in music videos does not seem to be a viable choice for 
marketers to advertise fewer familiar brands to a cross-cultural audience in 
order to increase their brand awareness, and ultimately enhancing their 
purchase intention. It seems to be more advisable to include brands that are 
known to the audience. Moreover, it could be said that brand placement in 
music videos contributes to a prominence of these brands in the memory of 
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British and Italian participants only. This situation could later favour the 
purchase of these brands for said participants. Therefore, it could be concluded 
that brand placement in music videos is especially effective in certain cultures 
and situations. 

5.2. Limitations 

The study resulted in the collection of questionnaire responses from only 115 
respondents, factor which may hinder the possibility of findings generalisation. 
Moreover, the sample obtained is not equal by age (39 people between 18-24 
years old, 28 between 25-34 years old, 17 between 35-44 years old and 31 more 
than 45 years old), gender (39 male, 71 female, 4 transgender and 1 person who 
preferred not to say) and country (33 respondents from The United Kingdom, 
35 respondents from Spain and 47 respondents from Italy), which leads to a 
possible imbalance in the analysis undertaken on the total number of 
participants. Another limitation was the scarce research available on 
quantitative cross-cultural studies, thus the researchers have reported the 
findings of culture literature in this study and formulated a hypothesis to 
demonstrate with the conducted survey.  

5.3. Recommendations for future research 
Throughout the analysis undertaken for the study, the researchers have 
identified several opportunities for further research on this subject. The 
Balasubramanian, Karrh and Patwardhan’s (2006) framework provides several 
alternatives of variables available in terms of execution factors, individual 
factors, processing and effects from placement which take into consideration 
cognitive, affective and conative effects. This study has only focused on 
cognition effects, however, there is a widespread interest in affective outcomes 
(see Chan, 2012), which would require testing for brand attitudes, thus 
highlighting influencing factors, such as likeability of the artist, identification 
with the character, storytelling involvement, product category interest, while 
using culture as differential factor. The music video contained more brands 
than the eight employed in the research, so it could be interesting to extend the 
study to all the brands placed in the music video, with brand prominence 
categorisation. If replicated, the study could then provide non-gradient scales 
and open questions to identify topics of interest and obtain samples that are 
more similar by age and gender to analyse results by using these variables as 
differential factors, as different ages and genders are susceptible to distinct 
appeals and modalities, according also to the product type advertised. Another 
possible line of investigation could include the identification of the viewer with 
the brand. Finally, given the importance of unconscious processing, further 
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research could address brand awareness, by testing the respondents in the 
shopping environment, in regard to the decision-making process, to determine 
brand placement effectiveness as contributing factor to an increase in sales.  
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