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Abstract 

With increasing restrictions, saturated advertisement markets and advanced technology, 

the conditions of the communication politics have significantly changed and outdated 

the classical instruments. In order to bypass these developments, marketers started to 

strategically promote their products through appearances in movies and television than 

through conventional commercial spots. Additionally, social media has developed to 

one of the latest and most effective communication tools, especially among Generation 

Y, which businesses try to take advantage of. The combination of these two instruments 

created product placement on social media.  

Extensive market research on product placement in movies and television has shown 

that it can be an effective marketing tool if applied correctly. However, the research on 

product placement on social media is limited. Therefore, this paper will investigate 

whether product placement on social media is as effective as in movies and television, 

by answering the following research question:  

What is the impact of product placement on social media on the end-consumer’s brand 

perception and purchase intention? 

To address this issue we developed an online survey based on the theoretical 

background and methodology. The target group was set to social media users of the 

Generation Y worldwide. Subsequently, within a timeframe of three weeks we collected 

217 valid responses that were analyzed with SPSS in order to answer the research 

questions and give managerial implications. 

Our analysis shows that product placement on social media can have a positive 

influence on consumer brand perception and purchase intention. This is particularly 

compounded if the celebrity is liked. However, the analysis also indicates clear signs 

that the Generation Y perceives product placement on social media as unethical. 

However, all in all, it can be said that product placement on social media is a good 

marketing tool if several suggestions and restrictions are taken into account. 
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1. Introduction 

“The goal of social media is to turn customers into a volunteer marketing army.” 

Jay Baer (2012), a marketing and online customer service speaker 

 

1.1 Background 
Consumers are often overwhelmed with the load of marketing messages that demand 

their attention. This has significantly increased during the last 20 years, as nowadays 

more types of media are available (Liu, Chou, & Liao, 2015). As a result, marketers 

have to put greater effort on differentiating from their competitors in order to break 

through the clutter and make their own brand memorable (Solomon, Bamossy, 

Askegaard, & Hogg, 2013). 

 

The most recent media that has made its way into the marketing strategies of companies 

is social media. Even though social media platforms have been existing for quite a while 

now, social media advertising is a new concept that did not exist just a decade ago. It 

quickly transformed into a rapidly growing market and it is expected to generate $11 

billion in revenue by 2017 (Kerr, 2014). Especially among Generation Y, social media 

is very popular and is not only used for communication, but also for information search 

and to look for inspiration. More than 60% of all social media users are part of this 

generation, which includes both genders between 15 and 35 years old (Bund, Heuser, & 

Kunze, 2013). This is just in favor of the marketing managers, as this steadily growing 

cohort is becoming a more and more important target group due to its size and 

significant purchasing power (Parment, 2012). However, also the enormous growth of 

social media makes it harder to deliver the marketing messages in a memorable way. 

Therefore, product placement has recently been introduced, especially because of its 

efficiency (Liu et al., 2015). Product placement is defined by Chan and Haley (2014) as 

an intentional and paid placement of products, services, or brands into media content. 

Until now, this concept was successfully used in movies and television, but has recently 

been adapted to social media (Ephron, 2003). This way, the companies can take 

advantage of the opportunities offered by the way social media works and get direct 

access to their specific target market (Meldrum, 2014). The basic idea is that celebrities 

and bloggers include all kinds of products and services for companies in their daily 

posts. However, the companies do not want it to look like a strategically placed product, 

but rather like a genuine endorsement or love for the product, which is the main 

difference to traditional advertising (Meldrum, 2014). 

 

1.2 Problem Discussion 

Product placement on social media has recently attracted the public’s attention due to a 

revelation of the fashion blogger and so called micro celebrity Essena O'Neill. The 

Australian revealed to her 612,000 Instagram followers that most of her posts were 

posed, rather than real (Hunt, 2015). She states that she was encouraged by companies 

to advertise their products against a payment of up to several thousand US dollars per 

post (Hunt, 2015). This has caused extreme reactions on the part of the end-consumers, 



 

 

 

2 
 

as most of them assumed they had been witnessing Essena's real life and honest 

recommendations. Subsequently, this scandal raised the question if product placement 

on social is actually an effective marketing tool. Especially because product placement 

on other media is more and more seen as a persuasion attempt of the marketing industry 

and might therefore be seen as misleading (Cowley & Barron, 2008). 

 

1.3 Research Purpose 

In previous research about product placement in television and movies, it has been 

shown that product placement influences brand perception and purchase intention 

positively (Liu et al., 2015). Their research also addressed the importance of product 

prominence, presentation, and the endorser. Furthermore, the ethical aspect of product 

placement has been addressed by critics as they argue it would be a persuasive 

marketing tool (Cowley & Barron, 2008). As nowadays product placement found its 

way to social media platforms, we are aiming to measure if aforementioned effects also 

apply for this media. Therefore, the research question for this report is as follows: 

 

What is the impact of product placement on social media on the end-consumer’s brand 

perception and purchase intention? 

 

Later on, the research question will be divided into more detailed hypotheses. These 

will be based on the theoretical background and therefore, they can be found in the end 

of chapter 3. 

 

1.4 Delimitations 

It is evident that the market research under the given circumstances entails several 

limitations. Firstly, the time frame in which the research is to be conducted is set to only 

a few weeks, which is very short and does not allow us to do a thoroughly investigation 

on the topic. Secondly, we only have limited access to topic relevant data which makes 

it harder to prove and support the findings of our research. Furthermore, the chosen 

sampling method, convenience sampling, does not represent the entire population and 

can therefore only be generalized in limited form. Subsequently, the recommendations 

as well as the given arguments have to be handled with care and are to be understood as 

suggestions in a certain direction. These can be used as possible approaches for 

companies wanting to make use of product placement on social media in the future. 

 

1.5 Contribution 
Our research contributes to topic relevant knowledge of online marketers and academia 

as it provides insights into the effects of product placement on consumer behavior. 

Online marketers will benefit from our research because they will gain additional 

knowledge about consumers’ brand perception and purchase intention when product 

placement is used on social media. Based upon the findings of our research, they will be 

able to decide whether product placement on social media is a useful tool for their 

specific marketing strategies or not. And if so, how to correctly implement it to achieve 
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the best possible outcome. Academia will profit from our findings by gaining additional 

insights into the existing knowledge gap about product placement on social media. 

 

1.6 Disposition 
The next chapter provides an overview of the research and information about the topic 

that is currently available. Subsequently, a theoretical background to the topic will be 

given to explain relevant theories and models that are used in the research at hand. 

These consist of product placement, the balance theory (indirect celebrity endorsement), 

the end-consumer’s brand perception and purchase intention. Following to the next 

chapter, the methodology on how to address the research problem will be described. A 

part of the methodology is the description of the quantitative online survey which 

includes the descriptive research design. The sample used for the research consists of 

social media users of the Generation Y within our social networks, which means that the 

sampling method used is a convenience sampling. The following chapter includes the 

findings of our empirical research. The results of the survey will be presented and 

subsequently analyzed with the data interpretation program SPSS. Based on the 

outcome of the analysis, the conclusion and recommendations will be presented. 

 

1.7 Thesaurus 
Brand perception: the perception or attitude consumers have towards a certain brand. 

Consumer behavior: the study of individuals or groups and the processes they use to 

select and use products or services to satisfy their needs and the impact these processes 

have on the consumer and society. 

Generation Y/millennials: the generation of people born during the 1980s and 2000s and 

that grew up with access to technology. 

Product placement: a marketing strategy in which products are advertised in an indirect 

way which is mostly not noticed as advertising by the consumers, for example in 

movies where a certain brand is used by one of the actors. 

Purchase intention: the intention of consumers to buy a certain product in the future. 

Social media: term for all online platforms on which the content is created by the users 

and interaction with other users is the main point. 
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2. Theoretical Background 

This chapter consists of the existing literature, concepts, and theories that are 

appropriate for our study. Firstly, the current literature on the topic is reviewed and 

after that the relevant concepts and theories that need understanding for our research 

are explained. 

 

2.1 Literature Review 

In this subchapter, previous research on the topic of our study will be summarized and 

evaluated. This allows us to establish our research, based on the existing literature. In 

order to address our research question concerning product placement on social media, 

we want to provide more insights into both aspects. Firstly, we will explain the 

development and usage of social media to give a general overview. This will lead to the 

construct of product placement, its history, effectiveness, and ethical issues. These are 

important to understand the concept and process of our research at hand.  

 

2.1.1 Social Media 

Social media has become a huge part of modern society and businesses are trying to 

take advantage of that. This section describes the history of social media and how they 

have evolved to an important part of the current media landscape. Furthermore, the 

current literature on social media marketing will be reviewed. 

  

2.1.1.1 History 

Communication has always been part of human society. Mass-media evolved to a tool 

to reach more people with communication messages and its history goes back to the 

early 19
th

 century (Goff, 2013). In this century, the steam-powered rotary press was 

introduced and this led to a newspaper industry in which organizations were able to 

communicate to a general public through a unique channel. Goff (2013) continues by 

mentioning the electronic media such as radio and television that extended this model in 

the 20th century. However, in the final decades of the 20
th

 century, the Internet came up 

and moved in as a new type of media (Goff, 2013). Within the rise of the Internet, 

different types of communication have evolved. Firstly, electronic-mail changed how 

society communicated on the computer, allowing people to send messages to their 

contacts at any time of the day. Later, it was instant messaging that became more 

popular as a form of online communication (Morrow, 2014). Thus, Internet makes it 

possible for people to respond to communication messages and interact with one 

another and therefore it differentiates itself from aforementioned mass-media channels. 

Goff (2013) describes the Internet as a major component of an expanding mix of media 

that together serve large and small audiences that are increasingly diverse, fragmented 

and active. With over 75% of all Internet users, today’s biggest online media is the so 

called social media (Adis, Ing, Osman, Razli, Pang, Sondoh, & Majid, 2015). Over 

three billion people accessed the Internet in 2015 (Adis et al., 2015), this accounts for 

2.25 billion social media users. Bradley (2010) defines social media as a set of 

technologies and channels targeted at forming and enabling a community of participants 
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to productively collaborate. Social media belongs to Web 2.0, which means that the 

content is created, initiated, circulated, and used by consumers with the intention of 

sharing knowledge about personalities, activities, issues, products, brands, and services 

(Liu, Chou, & Liao, 2014). Thus, social media is a consumer generated media. During 

the past few years, social media has emerged from just being a basic tool for 

collaborative creation and sharing of content to becoming an important part of the 

present media landscape (Weinberg, 2009). Therefore, the media space is nowadays 

increasingly controlled by consumers instead of media firms that controlled media space 

in the previous centuries, as observed by McKelvie and Picard (2008). The 21
st
 century 

is witnessing an explosion of Internet-based communication messages, transmitted 

through these media channels (Mangold & Faulds, 2009). 

 

2.1.1.2 Social Media Usage 

Social media covers a wide range of sources of online information which includes 

blogs, collaborative websites, social networking sites and content sharing websites 

(Mangold & Faulds, 2009). Even though Singh, Lehnert, and Bostick (2012) found that 

social media usage is not the same in all countries around the world, the most popular 

social media worldwide are social networking and content sharing platforms such as 

Facebook, Twitter, LinkedIn, Instagram, and YouTube. Especially since these platforms 

have created translated content to effectively communicate with non-English users. 

With over 1.5 billion active users (Facebook, 2015), Facebook is by far the most used 

social networking platform worldwide. After Facebook, YouTube has the most active 

users worldwide with over one billion, which equals about one-third of all people on the 

Internet (YouTube, 2015). The third most popular social networking website of 

aforementioned platforms is Instagram with over 400 million active users (Instagram, 

2015). 

  

More than 60% of all social media users are part of the Generation Y (Statista, 2016), 

also known as millennials, with an age between 15 and 35 years (Kaplan & Haenlein, 

2010). They are the very first generation that spends big parts of their lives in a digital 

environment and about 90% of this generation uses at least one social media platform 

on a daily basis (Bennett, Maton, & Kervin, 2008). Generation Y is the biggest group of 

active social media users. However, also Generation X, between 35 and 44 years old, is 

increasingly joining social media platforms (Kaplan & Haenlein, 2010). 

  

It may not come as a surprise that companies in different industries have started to use 

social media as a part of their marketing strategies to reach out to the crowd and 

promote their brands, products, and services. Companies are actively using social media 

to create brand communities, gain consumer insights, and enhance product or brand 

awareness (Singh et al., 2012). They are trying to deepen connections with consumers 

and hope to persuade engagement and eventually create purchase intention (Kirtis & 

Karahan, 2011). Gunawan and Huarng (2015) found out that the social influence that is 

generated by social media, for example by word-of-mouth of other social media users, 

affects consumers’ perception towards products or brands and their purchase intention. 
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However, it is important that there is credibility and transparency concerning the shared 

information: the higher the number of credible sources and their information 

transparency, the higher consumers’ purchase intention on social media sites (Gunawan 

& Huarng, 2015). Anyhow, using social media for marketing purposes offers 

advantages in time, audience, relations, and costs (Kirtis & Karahan, 2011). This helps 

companies to communicate their messages efficiently and effectively with different 

target groups in massive scales (Richardson, Gosnay, & Carroll, 2010). However, the 

consumer's ability to communicate with one another on social media platforms limits 

companies in the amount of control they have over the content. This shift in the 

information control is dramatically influencing the way consumers receive and react to 

market information (Mangold & Faulds, 2009). As a consequence, marketing managers 

are trying to find ways to incorporate social media into their marketing strategies (Li & 

Bernoff, 2008). Kaplan and Haenlein (2010) recommend companies to carefully choose 

the right format of media and ensure the positioning of messages delivered through 

these formats. Liu et al. (2013) suggest that product placement is considered one of the 

most important social media marketing strategies. Therefore, in the following section, 

this concept will be addressed. 

 

2.1.2 Product Placement 

The conditions and possibilities of the communication politic have changed 

significantly during the last years. Political restrictions, advanced technology, high costs 

and the saturated advertisement market have outdated the classical advertising 

instruments (Schumacher, 2007). However, marketing managers have come up with a 

solution that avoids these issues and included product placement in their marketing 

strategies. Product placement is described as an advertising technique to subtly promote 

products through appearances in film, television, or other media (Business Dictionary, 

2015). Part of it is an agreement between product manufacturer and the media company, 

that is usually paid to display the specific product (Business Dictionary, 2015). 

 

2.1.2.1 History 

Product placement itself is not new to the marketing world. In fact it is an old marketing 

practice that has been used for over a century now (Newell, Salmon, & Chang, 2006). It 

was firstly introduced by Unilever, deliberately placing their Sunlight Soap in a 

Lumière film back in the 1890s (Sung, de Gregorio, & Jung 2009). However, producers 

as well as marketers did not immediately see the benefits. Therefore, it roughly took 

another 90 years for both industries to become fully aware of this effective marketing 

tool and to organize it into perfection. While in the meantime there were several brands 

placing their products in movies, Steven Spielberg was the one actually revolutionizing 

this tool (Vonderau, 2009). In 1982, he signed a contract with the brand Hershey 

whereupon E.T. introduced the company's Reese's Pieces to the broad audience, which 

made them a success. The most successful examples however, might be the James Bond 

movies. The Bond franchise has until now endorsed worldwide known brands such as 

Bollinger champagne, Aston Martin cars, Church's shoes, Samsonite suitcases, Smirnoff 

vodka, and Rolex/Omega watches (Kuhn & Westwell, 2015). It is estimated that all 
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placements in the movie Die Another Day contributed around $160 million to the 

movie's production costs (Kuhn & Westwell, 2015). 

 

Not only movies are influenced by product placement, but also television. In the early 

1950s soap manufacturers such as Procter & Gamble, Palmolive, and Lever Brothers, 

started to sponsor television shows as well (Hiskey, 2010). With the years, also the 

advances in digital technologies rose and have granted the audience enormous control 

over the content of consumption. Nowadays, viewers can easily skip commercial 

breaks, which automatically downplays the potential of traditional television 

advertisement (Avery & Ferraro, 2000). As a result, marketers turned more and more to 

product placement and it became just as popular as in movies. In 2012, companies spent 

$8.25 billion on product placements on television alone and the number is expected to 

double by 2017 (Rose, 2014). The US account for two thirds of these spendings 

followed by Brazil, Mexico, Australia, Japan, India, and China as emerging players in 

the product placement industry (Nelson, 2006). 

 

However, during the 1990s, with increasing use of social media platforms, the 

marketing tool eventually found its way into the Internet (Villafranco & Zeltzer, 2006). 

Social media has evolved to offer various formats of consumer-generated content such 

as blogs, social networks, content sharing websites, etc. (Liu et al., 2015). These are 

nowadays used by consumers to educate themselves and others about products, brands, 

services, and issues (Nielsen BuzzMetrics, 2006). Companies now start taking 

advantage of this by directly accessing their specific target market (Meldrum, 2014). 

They start using these social platforms to promote brands, products, and services by 

having celebrities, bloggers, or social media influencers create posts incorporating a 

promotional message in order to advertise the product on social media (Liu et al., 2015). 

It is a fast growing new kind of economy and especially Instagram evolved to a popular 

platform for companies. According to Harper's Bazaar (2015) American brands spend 

about $1 billion on these paid Instagram posts every year and the number is still 

increasing. 

 

2.1.2.2 Effectiveness of Product Placement 

Experience with movies and television shows that product placement is the most 

effective and efficient if not consciously noticed by the audience (Ephron, 2003). As 

researches show, subtle placements, those that are only shown in the background and 

harder to notice, create a higher and more positive attitude than prominent placements, 

those that are noticeable (Ferraro & Avery, 2000). This also applies to social media as 

an exploratory research by Liu et al. (2015) shows. The effectiveness is significantly 

influenced by the product prominence and presentation. The results indicate that subtle 

placement on social media indeed leads to a better attitude towards advertising. 

Therefore, brands on social media want it to look casual rather than imitating an 

advertisement in a magazine (Harper's Bazaar, 2015). Experts say that this is the reason 

why it is especially effective because for the users it seems very credible (Meldrum, 

2014). van Reijmersdal (2009) summarized it and said that prominent placement in fact 
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does affect the memory positively, but on the other hand has a negative effect on the 

audience's attitude. 

 

All in all, product placement nowadays has grown into a well developed marketing tool 

with documented strategic values that spread from cost effectiveness, brand awareness 

to purchase decisions regarding television and movies (Scott & Craig-Lees, 2010). 

However, there is a downside to it as well, as even product placement can backfire and 

influence these strategic values negatively. The audience is sensitive to this and starts 

complaining about the regular infomercial-like scenes in TV shows and movies as well 

(Rose, 2014). It does increase the recall and recognition of a brand to a certain extent, 

but at the same time the viewers realize that eventually it is all a persuasion attempt of 

the marketing industry (Cowley & Barron, 2008). The increase of perceived prominence 

of products and brands being placed intentionally leads to negative attitudes and beliefs 

(van Reijmersdal, Neijens, & Smit, 2009). The same seems to be applying to social 

media. In the recent years, it became more and more public that most social media 

influencers do not share their everyday life, but get paid for every post that includes a 

product. However, the research investigating the effects of product placement on social 

media on the end-consumer is very limited and is in need of further research. 

 

2.1.2.3 Legal Issues and Critics 

The European Union defined the conditions under which product placement is permitted 

in 2007 and nowadays has stricter regulations than the rest of the world (AVMSD, 

2012). As mentioned in the EU-policies for audiovisual media services, product 

placement is allowed in fictional programs such as movies and TV shows that are 

considered as light entertainment. News, shows for children, political, and religious 

programs however, do not allow any product placement whatsoever. Also cigarettes, 

tobacco as well as medication, only available on prescription, are not allowed to be 

placed in any kind of program. However, in the European Union, this does not apply to 

social media because to date there are no legal regulations defined. It is a gray area and 

still not quite considered advertising or media in that sense (Sas, 2015). Despite the 

legal issues this new economy has to struggle with a lot of critics being described as 

unethical and misleading. As a result, the Australian Association of National 

Advertising expanded its definition of advertising and included social media and 

blogging (Sas, 2015). As a reaction, Instagram feared a user backlash and introduced 

“sponsored content” in Australia, which means that brand advertising in posts needs to 

be marked as such (Sas, 2015). To date, there are no reports indicating if this was 

successful. 

 

As seen in the previous subchapters, product placement has been an effective marketing 

tool for a long time. However, with the increasing use of the Internet, product placement 

has found its way to social media. To understand how this affects consumer behavior, 

we will address relevant theories and mechanisms in the following subchapters. 
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2.2 Concepts and Models 
The following subchapters provide additional information about theories, models, and 

methods that are necessary to understand in order to follow the process of our market 

research. The main constructs being explained are the balance theory, brand perception, 

and purchase intention. The balance theory was chosen because product placement on 

social media involves an endorser. The model explains how the use of this endorser 

influences the consumer’s attitude towards a product or brand. All three concepts are 

relevant, as our research question aims to investigate the effects of product placement 

on brand perception and purchase intention.   

 

2.2.1 Balance Theory 

The balance theory was first introduced by Heider in 1958 and is described as a 

motivational theory of attitude change. As seen in Figure 1, the theory consists of a 

three-point cognitive structure with relationships among each other (Heider, 1958). 

Each, so called triad contains a person and their perception (P) of an attitude object (O) 

and a third person or object (X) (Solomon et al., 2013). According to Chang and Cheng 

(2014), individuals are always looking for a balance within the triad. Are the structures 

imbalanced, the individual will change his or her attitude or cognition until the balance 

is restored (Chang & Cheng, 2014). However, this balance can be positive or negative, 

depending on the feelings the individual has towards the other actors (Woodside & 

Chebat, 2001). 

   Figure 1. Heider's P-O-X-Model. 

 

Figure 1 shows, how this act of balancing creates the basis for celebrity endorsement. 

Marketers hope to transfer the celebrity's popularity (X) to their products (O) in order to 

change the person’s (P) attitude (Basil & Herr, 2006). However, creating such a strong 

relationship between a product and a person can backfire easily, if the public's opinion 

of the endorser shifts from positive to negative (Solomon et al., 2013). Furthermore, it 

can cause an imbalance, if the star-product unit-reaction is questioned (Solomon et al., 

2013). However, in order to successfully make use of the balance theory, the user 

should not only like the endorser, but also understand the connection between endorser 

and the endorsed product. According to a research by Gurel and Atay (2011), celebrities 

that match the attributes of the endorsed product tend to be much more effective. This 



 

 

 

10 
 

construct is called the match-up hypothesis. However, it is not completely investigated 

how a good match is defined.  

 

This theory connects with our research because one of our aims is to investigate how the 

attitude towards a celebrity influences brand perception and purchase intention. 

Therefore, these concepts are explained in the following subchapters. 

 

2.2.2 Brand Perception 

Consumers’ perceptions draw a certain reputation of a brand and this reputation 

influences consumers’ willingness to buy the brand. This certain reputation is referred 

to as brand equity (Chi, Yeh, & Yang, 2009). According to Munn (1960), a consumer’s 

perception of a specific brand is depending upon its physical qualities, such as 

container, packaging, price, advertising, promotion, and merchandising. However, 

perceived quality seems to be one of the most important factors to determine a certain 

perception towards a brand or product (Chi et al., 2009). Consumers create perceptions 

after subjective evaluations of a product (Chi et al., 2009), in which opinions and 

experiences of others play a big role (Kotler & Armstrong, 2010). The evaluations 

consumers make are seen as a key aspect of their willingness to engage with a product, 

as these evaluations are mostly based on information that the consumers have access to 

and are willing to process (Chi et al., 2009). Consumers form attitudes towards products 

or brands after these evaluations and based on these attitudes, a perception towards a 

brand is developed (Gupta & Gould, 1997). Xu, Nickel, Machado, and Hajiyev (2015) 

explain that attitudes are formed by emotions and are often long-term stable and do not 

change without the influence of outward factors. 

 

Another important factor is word-of-mouth, it is always transpiring due to the emerging 

social media and its brand communities, it is important for companies that consumers 

create positive attitudes and perceptions towards their brands. Negative word-of-mouth 

spreads fast and could result into a disaster, while positive word-of-mouth could help a 

brand differentiate itself among the competition, as consumers are likely to create 

positive attitudes towards the brand. Chi et al. (2009) suggest that a positive brand 

perception leads to purchase intention. Therefore, it is important for businesses to know 

how consumers perceive their brand, since it can influence consumer behavior. As 

mentioned before, perceived quality plays a big role in the creation of attitudes and 

perceptions. Moreover, previous research found that the way of advertising through 

product placement can influence brand perception positively (Gupta & Gould, 1997). 

Our aim is to find out if aforementioned effects also apply to product placement on 

social media. 

 

2.2.3 Purchase Intention 

Research on product placement from Brennan and Babin (2004) has shown that product 

placement influences purchase intention. Whitlar, Geurts, and Swenson (1993) define 

purchase intention as a purchase probability, associated with an intention at the 

percentage of individuals that will actually buy the product. Bradmore (2010) comes up 
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with the following definition: “The likelihood that a consumer will buy a particular 

product, resulting from the interaction of his or her need for it, attitude towards it and 

perceptions of it and of the company which produces it.” Both definitions suggest a 

certain complexity in measuring purchase intention. Therefore, in order to understand 

purchase intention, the buyer decision process of Kotler and Armstrong (2010) is to be 

understood. 

 

2.2.3.1 The Buyer Decision Process 

The first step in the buyer decision process is the recognition 

of a need or a problem of a consumer. These needs or 

problems can be set off by both internal or external stimuli 

(Kotler & Armstrong, 2010). 

 

The second step in the process is information search. 

Consumers can use different types of sources for their 

information search: personal sources such as family, 

neighbors and friends; commercial sources such as 

advertising or salespersons; public sources such as mass 

media and experimental sources in which they examine or use 

the product. Consumers also make use of reference groups in 

their information search. Reference groups are groups that 

consumers identify themselves with and companies therefore 

often hire celebrities to endorse their products to appeal to 

people’s reference groups (Tanner & Raymond, 2012). Kotler and Armstrong (2010) 

argue that most information is searched for through personal sources, including 

reference groups, as consumer-generated content is seen as a more legitimate source and 

consumers highly value recommendations of others. Within an online community, 

consumers take others’ opinions into account when doing a search for a product, brand, 

or service (Assaf, Cunha, & Kubista, 2011).  

 

The third step consists of evaluating alternatives, where consumers process information 

in order to make a final choice (Kotler & Armstrong, 2010). The evaluation procedure 

consumers follow is not always the same, as it differs for each individual and it can be 

based on calculations and logical thinking, as well as on intuition and impulse. In this 

stage, the consumer ranks the different options and makes purchase intentions (Assaf et 

al., 2011). 

 

The fourth step is the actual purchase, when a consumer decided to actually buy the 

highest ranked option (Kotler & Armstrong, 2010). There are, however, factors that may 

affect the actual purchase decision of the highest ranked option. These factors are 

attitudes of others and unexpected situational factors such as income and price of the 

product (Assaf et al., 2011). 

 

Figure 2. The Buyer 

Decision Process. 
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The last step in the decision process involves evaluation of the purchase afterwards. 

This consists of the comparison between perceived performance and expected 

performance of a product or service (Kotler & Armstrong, 2010). The level of 

satisfaction will lead to either positive or negative word-of-mouth, which influences 

other’s decisions from step two of this process (Assaf et al., 2011). 

 

The Internet in general nowadays widely influences the buyer’s decision-making 

process and therefore purchase intention, as it is easier for consumers to search 

information and analyze different options (Nielson, 2011). As today’s Internet users 

spend a lot of their online time on social media platforms, it is interesting to know 

whether product placement on social media influences the decision making process. 

 

2.3 Hypotheses 
The marketing decision problem of our study is to investigate whether product 

placement on social media is an effective marketing strategy for companies or not. 

Therefore, our marketing research problem is to find out what the impact of product 

placement on social media is on the end-consumer’s brand perception and purchase 

intention. In order to answer this research problem, several aspects need further 

investigation. Gupta and Gould (1997) found, for example, that advertising through 

product placement in movies influences brand perception positively. In order to research 

this matter for social media, we hypothesize the following: 

  

H1a. Product placement on social media has a positive influence on brand perception. 

 

The scandal that inspired us to write about this topic evolved when a celebrity blogger 

revealed that her posts were sponsored and that she got paid to place products in her 

posts. A lot of comments were going viral as a result of this announcement, stating that 

product placement is misleading and unethical. To investigate this matter and its 

influence on brand perception, we composed following hypothesis: 

  

H1b. Brand perception is affected negatively, when product placement is seen as 

 unethical. 

 

Basil and Herr (2006) state that celebrity endorsement is mostly used to transfer the 

celebrity’s popularity to their products in order to change the consumer’s attitude 

towards the product. However, if the opinion of the consumer about the endorser is 

negative, the relationship between the consumer and the product that is endorsed by this 

endorser can backfire (Solomon et al., 2013). Chang and Cheng (2014) explain this with 

their finding that individuals are always looking to find a balance within the triad of 

relationships among the actors and entity as explained in the balance theory. Therefore, 

to successfully use celebrity endorsement, the audience should have a positive attitude 

towards the celebrity to create a positive attitude and perception towards the endorsed 

product (Solomon et al., 2013). To investigate this matter for product placement on 

social media by celebrities, we hypothesize the following: 
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H1c. A positive attitude towards a celebrity has a positive influence on brand 

 perception. 

  

Brand perception is one aspect in our marketing research problem. However, we also 

want to measure the effects of product placement on social media on purchase intention. 

Previous research on product placement of Brennan and Babin (2004) suggested that 

product placement influences purchase intention. To investigate this effect for product 

placement on social media, the following hypothesis is drawn: 

  

H2a. Product placement on social media and purchase intention have a positive 

 correlation. 

  

The buyer decision process of Kotler and Armstrong (2010) provides insights in the 

process of purchase intention. The second step of this process consists of information 

search and Assaf et al. (2011) found that consumers take others’ opinions into account 

when doing research online. Celebrities are often used to influence the decision making 

process because consumers identify themselves with so called reference groups, that 

value certain celebrities and their opinions (Tanner & Raymond, 2012). In their 

information search, consumers also make use of these reference groups. We are 

interested in knowing how celebrities influence the buyer decision process and 

therefore, we hypothesize the following: 

  

H2b. A positive attitude towards a celebrity influences purchase intention positively. 

 

This chapter provided theoretical background in the form of literature review and 

relevant concepts and theories to our research. Based on this background, hypotheses 

have been composed with the aim of filling in the existing knowledge gaps about 

product placement on social media. The method that we will use in our research and that 

is most suitable to test these hypotheses will be described in the next chapter.   
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3    Methodology 

In this chapter we will discuss the selection of an appropriate scientific methodology. 

This includes the research philosophy, approach, strategy, and method as well as the 

sample selection. Furthermore, the quality of the research at hand will be discussed. 

 

3.1 Research Philosophy 
According to Saunders, Lewis, and Thornhill (2012), research philosophy is defined as 

the development and nature of knowledge. It clarifies the researcher's view on how they 

perceive the world, which has a significant effect on the research strategy and 

methodology that is chosen as part of the approach (Saunders et al., 2012). Easterby-

Smith, Thorpe, and Lowe (2002) explain the significance of understanding this 

philosophy and define three reasons: Firstly, if the researchers understand the 

philosophy, the chosen method can be refined and clarified. This is relevant for the 

whole market research process and is tightly connected to the second reason. This 

reason says, that the gained knowledge that comes with the understanding of the 

philosophy construct, helps the researchers to avoid inappropriate and unrelated 

methods and assists to eventually achieve significant results. Thirdly, understanding the 

concept of research philosophy and its benefits allows the researchers to be more 

creative and free in their choice of the research method. 

 

Saunders et al. (2012) present three different terminologies of the research philosophy 

which are positivism, non-positivism/interpretivism, and realism. The interpretivist 

approach is one possible option, but it focuses more on the details of a phenomenon in 

order to understand and eventually analyze this behavior in a subjective manner 

(Saunders et al., 2012). Subsequently, this approach is associated with the qualitative 

research design (Malhotra, Birks, & Wills, 2012). The other possible philosophy is 

realism, which focuses on the existing beliefs and defines how individuals react towards 

real existing situation (Johnson & Christensen 2010). However, we choose the positivist 

research philosophy as appropriate for our research. The main goal of this approach is to 

observe and describe a phenomenon from an objective viewpoint (Hinkelmann & 

Witschel, 2013). Therefore, facts and theories are used and tested as a tool to explain 

people's behavior and eventually obtain credible data (Veal, 2006). This is a big 

advantage of the positivist approach as it scientifically studies phenomena in the manner 

of natural science (Malhotra et al., 2012). It deals with numbers and can be easily 

analyzed, which is naturally intertwined with quantitative methods (Saunders et al., 

2012). Therefore, we consider this the appropriate approach for our research and it will 

form the basic plan for the methods and procedures used during the whole process. This 

means that we will collect primary data in order to use the resulting numbers and their 

interpretation to support or reject certain hypotheses. These hypotheses are developed to 

address issues that have not been fully investigated in previous research. The 

philosophy also underlines the use of a survey tool to acquire the needed information, 

which additionally supports our choice. 
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Due to the aforementioned reasons, the chosen research philosophy for our research at 

hand is the positivism philosophy. However, this construct is tightly connected with the 

research approach, that is to be discussed in the next paragraph. 

 

3.2 Research Approach 
When conducting a research, it is unavoidable to aim for a research approach that 

conforms well to the chosen type of research. Depending on the research itself, the 

research approach can be inductive or deductive. According to Bryman (1988), the 

deductive approach is based on theories and hypotheses which are tested with the help 

of the research and eventually supported or rejected. However, the inductive approach 

on the other hand avoids this and aims to find certain patterns in order to create new 

theories. 

 

According to Saunders et al. (2012) the deductive approach 

is the most applicable for the previously chosen positivism 

philosophy. Also the nature of our research indicates the 

deductive approach, as it is based on a theoretical framework 

of secondary data (Malhotra et al., 2012). There have been 

several researches about product placement in movies and 

television, which serve as a theoretical framework for the 

research at hand. However, there has only been limited 

research about the effect of product placement on social 

media. Therefore, the aspects that are addressed in our 

research, resemble the issues emerging from the literature 

review established beforehand. This process is called 

deductive reasoning and typically results in hypotheses 

(Malhotra et al., 2012). As seen in figure 3, the approach is a 

process that starts with the secondary research as the theory, 

formulates hypotheses based on the background, observes the hypotheses and 

eventually confirms or rejects these. 

 

The positivism research philosophy and the deductive research approach together form 

the basis for the research design itself and already give first directions on how to 

proceed with the research. The method that goes together with the positivism 

philosophy and the deductive approach will be discussed in the following paragraph. 

 

3.3 Data Collection Method 

Two types of different data sources are possible in order to gather relevant information 

for our research: primary and secondary data (Saunders et al., 2012). Primary data are 

information that are newly uncovered for the first time and specifically tailored for 

certain researches (Adams & Brace, 2006). Secondary data on the other hand, are those 

that already exist in form of the Internet, textbooks, and articles (Saunders et al., 2012). 

For our research we will make use of both sources in order to achieve the best possible 

results. Obtaining secondary data is the first step. Therefore, already existing 

Figure 3. The 

Deductive Approach. 
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information regarding product placement, social media as well as different theories and 

models are gathered in order to provide a background and a basic understanding of the 

topic dealt with in our research (Adams & Brace, 2006). This background information is 

the theory that is necessary in order to create hypotheses. The next step is the primary 

research, which represents the observation within the chosen deductive research 

approach. As already mentioned before, there is only limited research about product 

placement on social media. Therefore, the research itself will reveal new information 

about this topic that have not been uncovered in this form so far. These primary data 

will be used to test the hypotheses that are composed in the previous chapter and will 

eventually be supported or rejected by obtaining new and unique information. 

 

All in all, both forms of data sources are necessary for this research and need to be 

combined in order to achieve the best possible results. First, secondary data are gathered 

to give relevant background information which will eventually form the basis for the 

primary research that will uncover new information about this topic. However, the 

research design, which will be discussed in the following paragraph forms the whole 

framework for conducting the project and gives relevant details for the necessary 

procedure (Malhotra et al., 2012). 

 

3.4 Research Design 

There is a number of different research designs that exist, with each one having 

different advantages and disadvantages. However, the goal is to find the design that 

enhances the outcome in order to achieve the best possible results. In the previous 

subchapter, a broad approach has already been developed. However, this subchapter 

will clarify the practical aspects. 

 

There are two major types of research designs that can be used to conduct a primary 

research: exploratory and conclusive. Exploratory research aims to examine unknown 

territory, whereas the conclusive design is used to verify insights and to investigate 

relationships between variables (Blythe, 2013). Therefore, for our research the 

conclusive design is chosen. The main reason for this is that the extensive research, 

previously done on product placement in movies and television, gives a perfect 

background for hypotheses, to test if the same effects apply for product placement on 

social media. Exploratory research indeed gives deeper insights to the issue (Malhotra et 

al. 2012), but the conclusions drawn from the conclusive research are necessary in order 

to understand if and where these deeper insights are even necessary. 

 

The conclusive research design is furthermore divided into descriptive and causal 

research (Malhotra et al., 2012). Our research will make use of the descriptive method. 

This type of research can focus on more than one variable at the same time and can be 

conducted to describe a situation and customer's and competitor's opinion towards a 

specific topic (Sarstedt & Mooi, 2011). This is very important for the research about 

product placement on social media, as we are aiming to focus on more than one variable 

such as brand perception, purchase intention, and ethical issues. Furthermore, the 
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background developed in the previous chapter about social media and product 

placement gives a specific idea about what is to be researched. This goes together with 

the aim of the descriptive method, that is to create a clear picture of what is real, rather 

than assumed (Adams & Brace, 2006). The results of this method will provide an 

accurate description of the aspects, this research is focusing on (Sarstedt & Mooi, 2011). 

These can be analyzed with the use of statistics to eventually support or reject the 

hypotheses. 

 

Another important part of the descriptive research method is the time frame the project 

takes place in. It is necessary to investigate if the information that are established with 

the help of the survey are needed at a single point in time or over a longer period 

(Adams & Brace, 2006). Additionally, it is an important factor whether the respondents 

are questioned only once or several times. There are two different types of research 

concerning the time frame: cross-sectional and longitudinal research. 

 

We choose the cross-sectional design, just like most market researches, which means 

they are created to investigate a single problem and collect data at one point in time 

from any given sample group (Riley, 2012). They can be either single cross-sectional or 

multiple cross-sectional (Malhotra et al., 2012). The method used in the research at hand 

will be single cross-sectional. This means that only one sample is drawn by obtaining 

information from this sample only once (Malhotra et al., 2012). Cross-sectional designs 

have the advantage of representing the sampling and also the participants will not get 

caught in a response bias, but there are also several disadvantages to this method 

(Malhotra et al., 2012). The amount of data collection and the accuracy is a lot higher 

when choosing the longitudinal design. However, this method is mostly used to detect 

changes, which will not be possible for this research due to the limited time.  

 

To sum it up, our research will make use of the descriptive research design, which is a 

type of conclusive research. Furthermore, the time frame and sample group can be 

classified as a single cross-sectional research. All this information together forms the 

basic framework for the research method and process, which will be discussed in the 

following paragraph. 

 

3.5 Research Method 
The research method describes how the necessary data is collected and is based on the 

aforementioned research design. A descriptive research that is conducted single cross-

sectional, offers three types of procedures that can be done in order to collect the 

quantitative data: observational research, case study, or survey (Kowalczyk, 2015). 

 

The necessary information for the project at hand will be collected with the help of a 

self-completion questionnaire and therefore is categorized as a survey. Data from many 

different respondents are collected by asking each of them the exact same questions. A 

standardized questionnaire assures and simplifies this procedure (Adams & Brace, 

2006). The questionnaire is to be completed by the individual respondents without an 
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interviewer or researcher being involved, which is a big advantage as there is no 

interviewer bias (Malhotra et al., 2012). Furthermore, a survey can be send out to a 

larger number of potential respondents either via distributing it online, via email, or 

private message, which usually leads to a high response rate (Adams & Brace, 2006). 

Therefore, this method is the most efficient and effective one for our research due to its 

time and cost savings as the means available are limited (Malhotra et al., 2012). The 

survey is going to be conducted online and will be accessible for different devices such 

as smartphones, tablets, and computers, which ensures portability and immediacy of the 

data collection (Malhotra et al., 2012). 

 

The survey will mostly consist of fixed response alternative and scale questions; open-

ended questions are left out due to the difficulties in analyzing them. However, as seen 

in Appendix A, the survey is divided into six different parts.  

 

1. A short screener to immediately detect respondents who qualify for our survey, 

which means that they are part of the Generation Y. This screener includes 

personal questions such as the age, nationality, and gender.  

2. General questions regarding the user's social media use.  

3. Questions focusing on the consumer’s engagement with product placement. 

4. Questions to find out if product placement on social media leads to purchase 

intention. 

5. The respondents are shown social media posts with product placements and the 

post is followed by a few questions regarding their reaction to the brand and the 

celebrity in this post.  

6. Questions regarding the ethical aspects of product placement on social media to 

find out whether this is an issue for regular users or not.  

 

To measure the last four parts, seven factors are created that consist of several 

questions. The factor of product placement was measured with a five item-seven-point 

scale, based on Raju’s (1980) study in which the degree to which a person reads 

advertisements and gathers information was measured. The scale was reported by Raju 

to have a reliability (Spearman-Brown) of .761 and .842 for both examples used in his 

study, respectively (Bruner & Hensel, 1954). Two factors for brand perception were 

created: both positive and negative brand perception. They were both measured with a 

four item-seven-point scale, adopted from the study of Edell and Burke (1987) where 

feelings towards advertisements were measured. The R² estimates for their dimensions 

of feelings towards ads as predictors ranged from .63 to .78 and therefore their scale 

was proven valid (Bearden, 1998). We have not been able to find appropriate scales to 

measure brand perception for our study and therefore, this scale has been chosen. This 

decision is supported by the study of Faircloth, Capella, and Alford (2015), that states 

that brand attitude directly affects brand image and brand perception. Purchase intention 

was measured with a 4 item-seven-point scale, based on the study of Lastovicka (1983) 

with a reliability (Cronbach’s alpha) of .846 (Bruner & Hensel, 1954). Two factors for 

celebrity endorsement were created: both a positive and negative attitude towards the 
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celebrity. These factors are based on the study of Osgood, Suci and Tannenbaum (1957) 

in which attitudes towards advertisements were measured. Their scale was reported to 

an alpha of .73 and therefore reliable (Bruner & Hensel, 1954). Also, the scale of Edell 

and Burke (1987) as used in the factor of brand perception, was used to measure the 

attitudes towards celebrities (Bearden, 1998). The factors were measured with a 4 item-

seven-point scale. Finally, the ethics factor was measured with a five item-seven-point 

scale, based on the study of Obermiller and Spangenberg (1998) in which they 

measured skepticism towards advertising. Their scale was proven reliable with 

coefficient alpha estimates of .85 and .86, respectively (Bearden, 1998). 

 

To sum it up, our research will be conducted with the use of a self-completion 

questionnaire, that mostly contains scale questions. Generally, the survey will focus on 

the purchase intention, brand perception and ethical issues regarding product placement 

on social media. The sampling method used for this survey will be discussed in the 

following subchapter. 

 

3.6 Sampling Method 
Due to the limited means for the market research at hand, we have to choose a target 

group that can easily be accessed and that is familiar with social media. Furthermore, 

we can limit the target population to both genders between 15 and 35, which equals the 

Generation Y (Bund et al., 2013) as this group represents more than 60% of all social 

media users (Statista, 2014). Additionally, this generation is becoming more and more 

important for marketers due to their increasing size and significant purchasing power 

(Parment, 2012). However, there are several different sampling techniques, that can 

generally be distinguished into probability and nonprobability sampling. 

 

We choose the convenience sampling as the most appropriate sampling method for our 

research. The convenience sampling is a type of nonprobability sampling, which means 

that we, as the researcher, can consciously decide who to include in the sample 

(Malhotra et al., 2012). Convenience sampling is the most commonly used technique 

and selects people based on their availability and willingness to respond (Gravetter & 

Forzano, 2015). This method is time saving and the least expensive because the samples 

are easily accessible (Malhotra et al., 2012). However, this technique is also considered 

as relatively weak due to several disadvantages as we have no guarantee for 

representativeness and an unbiased sample (Gravetter & Forzano, 2015). Therefore, the 

sample size will at least be around 200 respondents in order to somewhat be able to 

generalize the outcome of the research. Nevertheless, the convenience sampling is the 

chosen technique as we can make use of our networks and access them directly via 

different social media platforms. This, at the same time, ensures that the respondents are 

users of social media and immediately qualify for taking part in the survey. 

 

All the information explained within the last sub chapters form the basis of the 

questionnaire for our survey that will be distributed with the help of the convenience 
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sampling method. However, in order to be categorized as a testable survey, it needs to 

fulfill certain requirements that are discussed in the next paragraph. 

 

3.7 Research Quality 
Reliability, validity, and generalizability are very important factors that every research 

should fulfill in order to be categorized a testable research (Shuttleworth, 2008). 

According to Malhotra et al. (2012) reliability describes the extent to which a research 

is able to yield consistent results if the exact process would be repeated. The positivism 

research philosophy uses theories in order to achieve the desired consistent and 

unbiased data (Malhotra et al., 2012). Therefore, our research should be able to 

positively answer the following questions that, according du Saunders et al. (2012), 

define reliability: 

 

1. Will the same results be uncovered if the research is conducted on other 

occasions? 

2. Will other observers obtain the same results? 

3. Is the analysis from the raw data transparent? 

 

These three questions show, that quantitative data collection has a clear advantage in 

regard to reliability. The questionnaire that is used in our survey guarantees a high level 

of standardization as every respondent will be asked the exact same question. This also 

means that the questionnaire will only be distributed in English, to avoid changes in 

meaning and enhance the reliability of the survey (Rand, 2015). Furthermore, is the 

survey to be completed by each respondent individually, which immediately eliminates 

an interviewer and interviewee bias. Therefore, our research can be considered to be 

reliable as the unlimited repetition possibilities guarantee stable and consistent results 

(Phelan & Wren, 2005). However, reliability alone is not sufficient enough, the research 

additionally needs a certain degree of validity (Phelan & Wren, 2005).  

 

Validity describes the extent to which the findings of the research truly represent the 

characteristics of the measured phenomenon (Malhotra et al., 2012). The construct is 

divided into several different validities, from which these three are the most relevant for 

the research at hand: content validity, construct validity, and discriminant validity. 

Content validity addresses the content of the scales used in the research and whether or 

not they represent the measuring task at hand (Gravetter & Forzano, 2015). This type of 

validity can be ensured by using more than just one question per category that is to be 

investigated (Malhotra et al., 2012). Therefore, all relevant aspects of the research such 

as brand perception, purchase intention as well as the ethical aspect of product 

placement on social media are addressed within several questions each. Secondly, the 

construct validity, which is very difficult to ensure and measures how and if the used 

scales actually work and behave as expected (Gravetter & Forzano, 2015). An attempt 

to establish the construct validity can be done through survey pilots. By handing out our 

survey to test persons we were able to investigate, whether or not the scales are 

appropriate for the particular question. Lastly, the discriminant validity ensures that 
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there are no correlations between constructs that are supposed to differ (Malhotra et al., 

2012). This validity can be ensured by carefully setting up the questionnaire and 

separately investigating the data for each construct. Even though the given validities can 

be ensured to a certain extent by the use of a well-structured survey, this method also 

has a downside. This is that structured questions and fixed-response alternative 

questions, which are the ones mainly used in self-completion questionnaires, usually 

result in a loss of validity (Malhotra et al. 2012). This especially applies for the beliefs 

and feelings of respondents as the mentioned question types require to choose from 

predetermined answers.  

 

The survey is only partially generalizable due to the limited sample group. Therefore, 

the results cannot necessarily be applied to the population as a whole, but do give an 

idea of how the Generation Y thinks about product placement on social media 

(Malhotra et al., 2012). 

 

3.8 Summary 

This chapter forms the basis for the market research at hand. To sum up the previous 

chapter, this research is based on the positivism research philosophy and the deductive 

research approach. These provide the framework for the study and give a direction in 

which the research methodology is going. Based on this, the research will firstly make 

use of the secondary data to create hypotheses that are used for the primary data 

collection. The primary data collection is conducted with a descriptive research design, 

which is part of the conclusive design. However, regarding the timeframe we choose a 

single cross-sectional method as the most appropriate approach for our research and the 

available means. The research method that is the most suitable for the aforementioned 

characteristics is a survey. Therefore, a self-completion questionnaire is developed that 

mostly consists of fixed response alternative and scale questions. Furthermore, the 

questionnaire is divided into four parts which will cover the three topics purchase 

intention, brand perception and ethics. The sampling method is chosen with the help of 

a convenience sampling with the aim to get a minimum of 200 social media users 

between the age of 15 and 35 to respond to the survey. Our research will furthermore be 

considered as reliable and valid, and therefore ensures the research quality, but the 

results cannot necessarily be applied to the population as a whole.  

 

  



 

 

 

22 
 

4 Empirical Findings and Data Analysis 

This chapter gives an overview of the findings collected with the help of the online 

survey regarding demographical data, social media use and additional findings. 

Furthermore, we analyze the findings with SPSS and explain the method of analysis that 

is used in order to eventually reject or support the five suggested hypotheses. 

 

4.1 Data Extraction and Cleaning 

The online survey was published in Qualtrics, an online research software, and 

distributed through different social media channels such as Facebook. All responses 

were collected within a time frame of three weeks. After deactivating the survey for 

further use, the results can directly be downloaded and converted into SPSS, a statistical 

analyzing software, that was used for the further procedure of our results.  

 

In total, 245 responses were collected online. 13 of the responses had to be eliminated 

because they stated to be older than 35 or younger than 15 years and therefore did not 

match the target group of Generation Y. Another 15 responses had more than 25% of 

the data missing, which is too much to impute without causing biased estimates and 

therefore results in an exclusion of these responses (Lodder, 2013). However, in a few 

remaining cases where less than 25% of the data was missing, we imputed these missing 

data by replacing the values with the mean of non-missing items in order to resemble 

the respondents opinion (Lodder, 2013). After processing and cleaning all data, 217 

valid responses (N=217) remained, which equals 88.6% of the sample collected in the 

first place. As our goal was set to a minimum of 200 respondents, this is a satisfactory 

outcome. Unfortunately, a response rate could not be determined as the survey was not 

only sent to the respondents privately, but also posted publicly on social media in order 

to achieve the most responses possible. Therefore, it was not possible for us to know 

how many users our posts reached to calculate the response rate. 

 

Eventually, before starting the analysis, we reversed the scoring of negatively keyed 

items occurring in question 8_3 and question 8_5 in order to be able to compute 

variables and compare the mean values (Pallant, 2005). 

 

For the demographic data, we observed the frequencies to be able to indicate whether 

the respondents fit into the group of Generation Y. However, for the analysis of the five 

hypotheses we determined the mean values of each question in order to get an overview. 

Additionally, we created variables, which we analyzed with the help of regression and 

correlation analysis. 

 

4.2 Demographic Data 
Due to the distribution of the survey via social media it can be assumed that all 

respondents are users of some kind of social media channel such as Facebook, 

Instagram, or YouTube. This is the reason why we did not include a separate screener 

for this question. However, further screening questions include the gender, age, and 
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nationality. To summarize the data we use descriptive statistics, in form of frequencies. 

The results as seen in Appendix B show that 71.4% of the final sample group are 

female, whereas only 28.6% are male. Figure 4 shows the age groups of our respondents 

and the major age group consists of respondents between 21 and 25 years old, 

represented by 65.9% of N as seen in Figure 4. Furthermore, the figure shows that the 

remaining respondents consist of 3.7% between 15 and 20 years old, 24.4% between 26 

and 30 years old and 6.0% between 31 and 35 years old.  

 

 
       Figure 4. How old are you? 

Regarding the nationalities, it can be said that the sample group mostly consists of 

Germans (34.6%), Dutch (32.7%), and Swedes (6.9%). The remaining 25.8% involve 

26 other nationalities from all over the world.  

 

4.3 Social Media Use 
The next part of the survey is created to get more insights into the social media use. In 

order to get a clear overview of the results, we created the mean values of each question 

that are presented in the tables. In regard to the social media use, it turns out that 99.1% 

of all respondents use Facebook as a social media and both YouTube and Instagram are 

used by 67.3% of the respondents (see Table 5).  

 

 

  Figure 5. What types of social media do you normally use? 
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Additionally, it can be seen that 75.1% of all respondents state that they follow at least 

one celebrity, blogger, or athlete on one of the mentioned social media. As seen in Table 

1, more than 4.0% of these follow 30 or more celebrities, bloggers, or athletes on both 

Instagram and Facebook and can therefore be categorized as a heavy user, whereas it is 

only 0.9% on YouTube. It is shown that 5.5% of Instagram users, 2.3% of Facebook 

users, and 3.7% of YouTube users follow between 21 and 30 celebrities. More than 

50.0% of the respondents are light users and follow between 1 and 20 celebrities, 

bloggers, or athletes on each mentioned social media platform.  

 

Table 1. How many celebrities/bloggers/athletes do you follow? 

 Instagram Facebook YouTube 

<11 32.2% 52.5% 46.5% 

11-20 20.3% 14.3% 3.2% 

21-30 5.5% 2.3% 37% 

>30 4.6% 4.1% 0.9% 

Missing 37.4% 26.7% 45.6% 

Total 62.6% 73.3% 54.4% 

 

4.4 Variable Analysis 
In this subchapter, we will explain the results of our analysis for each variable by giving 

the mean values. A 7-point Likert scale was used for all questions mentioned in the 

following subchapters, with 1 being strongly disagree and 7 being strongly agree.  

 

4.4.1 Product Placement 

As seen in Table 2, the respondents agreed with the statements that they follow 

celebrities because they inspire them (4.64) and that they often look for celebrities’ 

posts out of curiosity (4.31). On the other hand, most disagreed with the statement that 

they often look for more information about products they see included in celebrities’ 

posts (3.07). The answer if they get bored seeing celebrities including products in their 

posts was answered almost neutrally and scored a 3.46. However, most people 

disagreed that they rarely pay attention to posts of celebrities that contain too much 

product information (2.95). In general it can be said that the respondents are curious 

about and feel inspired following celebrities. On the other hand, they do not look for 

more information and do not pay attention when the posts contain too much 

information. 
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Table 2. Mean Values Product Placement 

 

I follow 

celebrities 

because 

they inspire 

me. 

I often look 

for 

celebrities' 

posts out of 

curiosity. 

I get very bored 

seeing celebrities 

including 

products in their 

posts. 

I often look for more 

information about 

products I see 

included in 

celebrities' posts. 

I rarely pay attention 

to posts of 

celebrities that 

contain too much 

product information. 

Mean 4.64 4.31 3.46 3.07 2.95 

N 163 217 217 217 217 

Std. Deviation 1.571 1.796 1.590 1.698 1.504 

 

4.4.2 Purchase Intention 

Table 3 shows that the respondents were on average neutral about the statement whether 

they think about how the shown product from a celebrities' post might be useful (3.53). 

However, they were more negative towards the other three statements that include 

getting more information about the shown product (3.29) and thinking about reasons 

why the shown product should be bought (3.17). The most negative mean of only 2.8 

was scored by the question that asked if the respondents would recommend products 

from celebrities’ posts to others. The average of all mean values result in a 3.2, which 

shows that the results are neutral, but more prone to the negative direction, especially 

when it is about recommending the shown products. 

 

Table 3. Mean Values Purchase Intention 

 

When I see celebrities 

including a product in 

a post on social media, 

I think about how the 

shown product might 

be useful for me. 

When I see celebrities 

including a product in a 

post on social media, I 

am interested in getting 

more information about 

the product. 

When I see celebrities 

including a product in a 

post on social media, I 

think of reasons why I 

would buy the shown 

product. 

I would 

recommend 

products that 

celebrities 

include in their 

posts to others. 

Mean 3.53 3.29 3.17 2.80 

N 217 217 217 217 

Std. Deviation 1.610 1.544 1.534 1.409 

 

4.4.3 Brand Perception 

In order to answer the next questions, our respondents were shown a social media post 

including a celebrity promoting a product, which can be seen in Appendix A. However, 

Table 4 shows that the attributes representing a positive attitude towards the shown 

product placement (interested, inspired, convinced, and excited) only score an average 

of 3.27, which is below neutral. The negative attributes on the other hand (annoyed, 

skeptical, bored, misled) scored a 3.79 which is slightly above neutral. These results 

show that our respondents in general have a more negative attitude towards the product 

placement as shown in our post. 
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Table 4. Mean Values Brand Perception 

How does the product placement as shown in the post make you feel? 

  Interested Inspired Convinced Excited Annoyed Skeptical Bored Misled 

Mean 3.59 3.36 3.15 2.96 3.75 4.06 3.83 3.51 

N 217 217 217 217 217 217 217 217 

Std. 

Deviation 
1.617 1.691 1.517 1.522 1.555 1.587 1.578 1.381 

 

4.4.4 Attitude Towards Celebrities 

Subsequently, the respondents were asked about their opinion towards the celebrity 

shown in the post. Here both the positive attributes (interested, inspired, convinced, and 

excited) and the negative attributes (annoyed, skeptical, bored, and misled) scored all 

over the average of 3.5 Table 5.  

 

Table 5. Mean Values Attitude Towards Celebrities 

How does the celebrity as shown in the post make you feel?  

  Interested Inspired Convinced Excited Annoyed Skeptical Bored Misled 

Mean 4,00 3,72 3,55 3,50 3,70 3,82 3,65 3,52 

N 217 217 217 217 217 217 217 217 

Std. Deviation 1,620 1,593 1,499 1,549 1,530 1,500 1,572 1,447 

  

4.4.5 Ethics 

The last part discusses ethical issues and is about whether or not the respondents see 

product placement on social media, performed by celebrities, as unethical. As seen in 

Table 6, the second statement scored the lowest value of 2.85 which shows that most 

respondents do not think that product placement is a reliable source of information 

about the quality and performance of products. On the other hand, the highest and 

slightly positive value of 3.56 was scored by the last statement ‘I believe product 

placement is informative’. However, all mean values together lead to an average of 

3.12, which shows that the respondents tend to categorize product placement as 

unethical. 

 

Table 6. Mean Values Ethics 

How much do you disagree or agree with the following statements? 

  

Product 

placement is 

generally 

truthful. 

Product placement is a 

reliable source of 

information about the 

quality and performance 

of products. 

In general, product 

placement presents 

a true picture of the 

product being 

advertised. 

Most product 

placement is 

believable. 

 I believe 

product 

placement is 

informative. 

Mean 3,17 2,85 2,95 3,07 3,56 

N 217 217 217 217 217 

Std. 

Deviation 
1,405 1,433 1,462 1,349 1,423 
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4.5 Hypotheses Tests 
Before conducting our analysis, we combined the items of our survey into seven 

different variables that help to test our hypotheses. The variables we created can be seen 

in the following tables (Table 7-13). 

 

In Table 7, an overview of the items that have been used to create the variable of 

Product Placement is given. The items were created based on the scale of Raju’s (1980) 

study that tested the degree to which people read advertisements and gather information.  

His scale proved high reliability (.761 and .842) and measured a similar concept. We 

had to do a few adjustments to the items of his scale to match them with our study. 

 

Table 7. Variable Product Placement 

Product Placement 

Q8_1 I follow celebrities because they inspire me. 

Q8_2 I often look for celebrities’ posts out of curiosity. 

 Q8_3 I get very bored seeing celebrities including products in their posts. 

 Q8_4 I often look for more information about products I see included in celebrities’ posts. 

 Q8_5 I rarely pay attention to posts of celebrities that contain too much product information. 

 

In the following Table 8, it is shown how the variable of Positive Brand Perception is 

computed. The scale is based on the study of Edell and Burke (1987) in which attitudes 

towards advertisements were measured. This scale was chosen for our study to measure 

consumers’ attitudes towards products placed in a post on social media. Faircloth et al. 

(2015) state that brand attitude directly affects brand perception and therefore this scale 

was adapted to our study. 

 

Table 8. Variable Positive Brand Perception 

Brand Perception (Positive) 

Q14 How does the product placement as shown in the post make you feel? 

Q14_1 Interested. 

Q14_2 Inspired. 

 Q14_3 Convinced. 

 Q14_4 Excited. 

 

The following table shows how the variable of Negative Brand Perception is created. 

The items in this scale are also based on the study of Edell and Burke (1987) and 

involve the negative attitudes consumers may have towards a product that is placed in a 

post of a celebrity on social media. 
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Table 9. Variable Negative Brand Perception 

Brand Perception (Negative) 

Q14 How does the product placement as shown in the post make you feel? 

Q14_5 Annoyed. 

Q14_6 Skeptical. 

 Q14_7 Bored. 

 Q14_8 Misled. 

 

The variable of Purchase Intention is created with the items as seen in Table 10. The 

items are based on the study of Lastovicka (1983) and adapted to our study in order to 

measure purchase intention accounted for by product placement on social media. 

 

Table 10. Variable Purchase Intention 

Purchase Intention 

Q15_1 When I see celebrities including a product in a post on social media, I think about how the shown 

product might be useful for me. 

Q15_2 When I see celebrities including a product in a post on social media, I am interested in getting more 

information about the product. 

 Q15_3 When I see celebrities including a product in a post on social media, I think of reasons why I would 

buy the shown product. 

 Q15_4 I would recommend products that celebrities include in their posts to others. 

 

In Table 11, an overview of the items is given that have been used to create the variable 

of Ethics. Five items are used to create this variable and they are based on a study of 

Obermiller and Spangenberg (1998). In this study, skepticism towards advertising was 

measured. In order to measure skepticism towards product placement on social media, 

the items from Obermiller and Spangenberg (1998) were adjusted to our study. 

 

Table 11. Variable Ethics 

Ethics 

Q17_1 Product placement is generally truthful. 

Q17_2 Product placement is a reliable source of information about the quality and performance of products. 

 Q17_3 In general, product placement presents a true picture of the product being advertised. 

 Q17_4 Most product placement is believable. 

 Q17_5 I believe product placement is informative. 

 

In the following table, it is shown how the variable of Positive Attitude Towards 

Celebrities is computed. Motivated by the research of Osgood et al. (1957), the similar 

scale of Edell and Burke (1987) was chosen for the measurement of this variable. The 

scale was adapted to our study to measure consumers’ attitudes towards celebrities that 

include product placement in their posts on social media. The original scale includes 

both positive and negative attitudes, but for our study they were split up for the creation 

of two variables: Positive and Negative Attitude Towards Celebrities. 
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Table 12. Variable Positive Attitude Towards Celebrities 

Attitude Towards Celebrites (Positive) 

Q16 How does the celebrity that is shown in the post make you feel? 

Q16_1 Interested. 

Q16_2 Inspired. 

 Q16_3 Convinced. 

 Q16_4 Excited. 

 

The variable of Negative Attitude Towards Celebrities was created with the negative 

items of aforementioned scale of Edell and Burke (1987). An overview of these items is 

given in Table 13. 

 

Table 13. Variable Negative Attitude Towards Celebrities 

Attitude Towards Celebrities (Negative) 

Q16 How does the celebrity that is shown in the post make you feel? 

Q16_5 Annoyed. 

Q16_6 Skeptical. 

 Q16_7 Bored. 

 Q16_8 Misled. 

 

In order to test the hypotheses that we created for our research, regression and 

correlation analyses are conducted. Regression analysis is a statistical tool for the 

investigation of relationships between variables (Sykes, 1993). As we are aiming to 

measure these relationships, regression analysis is applicable for our study. 

Furthermore, Draper and Smith (1998) state that regression analysis is an appropriate 

tool to test hypotheses. With regression analysis, we are aiming to measure the causal 

effect of one variable upon another (Sykes, 1993). For example the effect of product 

placement on social media on brand perception, to test our first hypothesis.  

 

The second test used for the analysis of the hypotheses is the Pearson correlation 

analysis or product moment correlation. This test is used to understand the relationship 

between two metric variables, but in contrast to the regression analysis, no distinction 

between dependent or independent variables is made (Malhotra et al., 2013). Within the 

correlation test, a scatterplot helps to determine if there is a relationship, which is then 

specified with the help of Pearson (R value). According to Malhotra et al. (2013) this 

test summarizes the strengths of association between two variables and indicates what 

kind of relationship exists. The regression analyses and Pearson correlation tests are 

performed in the following subchapters. 

 

4.5.1 Variable Correlation Test 

A correlation analysis is used before the multiple regression to investigate the 

multicollinearity, that shows if that there are correlation problems. According to Pallant 

(2005) multicollinearity exists when variables highly correlate (r=.9). Table 14 shows 
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that our highest R value is .757 which is still below the minimum of .9 and therefore 

shows that multicollinearity does not exist in our results. This is good for our analysis 

because an existing multicollinearity does not contribute to a good regression model 

(Pallant, 2005). Table 14 also shows that all correlations are statistically significant as 

most p-values are below .01 and all of them below .05. 

 

Table 14. Correlation Variables 

 
Product 

Placement 
Purchase 
Intention 

Positive 

Attitude 
Celebrity 

Negative 

Attitude 
Celebrity Ethics 

Positive 

Brand 
Perception 

Negative 

Brand 
Perception 

Product 

Placement 
Pearson 

Correlation 
1 .542** .293** -.170* .344** .441** -.376** 

Sig. (2-tailed)   .000 .000 .030 .000 .000 .000 

N 163 163 163 163 163 163 163 

Purchase 

Intention 
Pearson 

Correlation 
.542** 1 .384** -.157* .389** .503** -.262** 

Sig. (2-tailed) .000   .000 .021 .000 .000 .000 

N 163 217 217 217 217 217 217 

Positive 

Attitude 
Celebrity 

Pearson 

Correlation 
.293** .384** 1 -.500** .358** .754** -.439** 

Sig. (2-tailed) .000 .000   .000 .000 .000 .000 

N 163 217 217 217 217 217 217 

Negative 

Attitude 

Celebrity 

Pearson 

Correlation 
-.170* -.157* -.500** 1 -.238** -.432** .757** 

Sig. (2-tailed) .030 .021 .000   .000 .000 .000 

N 163 217 217 217 217 217 217 

Ethics Pearson 

Correlation 
.344** .389** .358** -.238** 1 .394** -.287** 

Sig. (2-tailed) .000 .000 .000 .000   .000 .000 

N 163 217 217 217 217 217 217 

Positive 
Brand 

Perception 

Pearson 
Correlation 

.441** .503** .754** -.432** .394** 1 -.487** 

Sig. (2-tailed) .000 .000 .000 .000 .000   .000 

N 163 217 217 217 217 217 217 

Negative 
Brand 

Perception 

Pearson 
Correlation 

-.376** -.262** -.439** .757** -.287** -.487** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000   

N 163 217 217 217 217 217 217 

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 

Knowing that multicollinearity does not exist and all correlation are significant, we can 

proceed with our hypotheses tests. 
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4.5.2 The Influence of Product Placement on Social Media on Brand 

 Perception 

Our first hypothesis is designed to test if and how product placement on social media 

influences brand perception and is defined as follows: 

 

H1a. Product placement on social media has a positive influence on brand perception. 

H0.   Product placement on social media does not have an influence on brand  

perception. 

 

In order to test this hypothesis and the null hypothesis, the variables of product 

placement and positive brand perception were used in the regression analysis. Firstly, 

both variables were tested with Cronbach’s Alpha for reliability as seen in Appendix C. 

Chronbach’s Alpha measures the internal consistency and therefore the reliability. This 

means that the measure would show similar results under the same conditions in another 

research (Chiappelli, 2014). The variable of product placement proved a reliability of 

.556 and the variable for positive brand perception proved a reliability of .915. The 

minimum recommendation for Cronbach’s Alpha has been set to 0.7, however, ranges 

from 0.55 have been considered to be acceptable as well (Turconi, Celsa, Rezzani, 

Biino, Sartirana, & Roggi, 2003). Thus, the variable of product placement has an 

acceptable reliability, whereas the positive brand perception has a high reliability.  

 

In the regression analysis, product placement is the independent variable and positive 

brand perception is the dependent variable. The dependent variable is the one that is 

tested to be influenced by the independent variable. The findings of our regression 

analysis show that the independent variable has a relationship with the dependent 

variable, as the Pearson Correlation, also called R value, is .441 (see Table 15). R 

represents the correlation coefficient that ranges from -1 to 1 and the closer to 1 the R 

value is, the stronger the relationship in the analysis (Pallant, 2005). According to 

Hinkle, Wiersma, and Jurs (2003), there is a moderate positive correlation. 

 

Table 15. Pearson Correlation Hypothesis 1a 

 Positive Brand Perception Product Placement 

Pearson Correlation Positive Brand Perception 1.000 .441 

 Product Placement .441 1.000 

Sig. (1-tailed) Positive Brand Perception . .000 

 Product Placement .000 . 

N Positive Brand Perception 217 163 

 Product Placement 163 163 

 

The B value measures how strongly the independent variable influences the dependent 

variable (Zen, 2011). It also shows whether this relationship is positive or negative. As 

seen in Table 16, the B value in our analysis is positive (.671) and therefore, the 
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relationship between product placement on social media and positive brand perception 

is positive.  

 

Table 16. B Value Hypothesis 1a 

Model Unstandardized Coefficients 

Standardized 

Coefficients t 
 

Sig. 

 B Std. Error Beta   

1 (Constant) .642 .432  1.489 .139 

 Product Placement .671 .108 .441 6.242 .000 

 

With significant values, we can conclude that there is a strong and positive relationship 

between product placement on social media and positive brand perception. Thus, 

product placement on social media positively influences brand perception and therefore, 

we reject the null hypothesis and support the first hypothesis H1a. 

 

4.5.3 The Influence of Ethical Issues on Brand Perception 

The second hypothesis suggests that when product placement is seen as unethical, it 

affects the consumer’s perception of the brand that is shown in the placement 

negatively. Hypothesis 1b and the null hypothesis are defined in the following way: 

 

H1b. Brand perception is affected negatively, when product placement is seen as  

unethical. 

H0. Brand perception is not affected, when product placement is seen as  

unethical. 

 

In order to test our second hypothesis and the null hypothesis, the regression analysis 

was conducted as seen in Appendix E with the variables of ethics and negative brand 

perception. First, both variables were tested for reliability with Cronbach’s Alpha. The 

variable of ethics proved a reliability of .856 and the variable for negative brand 

perception proved a reliability of .866 (see Appendix C). As the minimum 

recommendation for Cronbach’s Alpha has been set to 0.7 (Turconi et al., 2003), both 

variables prove a high reliability. In this regression analysis, ethics is the independent 

variable and negative brand perception is the dependent variable. 

The B value detects the direction of the relationship between the variables. As seen in 

Table 17, our B value is negative (-.392) and therefore, the relationship between ethics 

and negative brand perception is also negative. 
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Table 17. B Value Hypothesis 1b 

Model Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

 B Std. Error Beta   

1 (Constant) 4.815 .248  19.400 .000 

 Ethics -.329 .075 -.287 -4.397 .000 

 

To detect the strength of the relationship, the R value can help us. The R value in our 

analysis is -.287 (see Table 18) and therefore we can conclude that there is a low 

negative correlation between our variables. This means that there is a weak, but 

negative relationship between the independent and dependent variable. 

 

Table 18. Pearson Correlation Hypothesis 1b 

 Negative Brand Perception Ethics 

Pearson Correlation Negative Brand Perception 1.000 -.287 

 Ethics -.287 1.000 

Sig. (1-tailed) Negative Brand Perception . .000 

 Ethics .000 . 

N Negative Brand Perception 217 217 

 Ethics 217 217 

  

We can conclude from our analysis that there is a low negative relationship between 

ethics and negative brand perception. This relationship is not very strong, but present. 

Thus, ethical issues in product placement on social media do not influence brand 

perception negatively. With these findings we cannot support hypothesis 1b and 

therefore this hypothesis is rejected and the null hypothesis is supported. 

 

4.5.4 The Influence of the Attitude Towards a Celebrity on Brand Perception 

Our third hypothesis is created to test if a consumer’s positive attitude towards a 

celebrity positively influences the consumer’s perception towards the brand that is 

placed in the celebrity’s post. The third hypothesis and the null hypothesis are defined 

as follows: 

 

H1c. A positive attitude towards a celebrity has a positive influence on brand  

perception. 

H0. Attitudes towards celebrities do not influence brand perception. 

 

This hypothesis and the null hypothesis are tested with a regression analysis in which 

the variables of positive attitude towards celebrities and positive brand perception were 

used. The results of this analysis can be seen in Appendix F. Before the regression 

analysis, both variables were tested with Cronbach’s Alpha for reliability. The variable 

of positive attitude towards celebrities proved a reliability of .941 and the variable for 

positive brand perception proved a reliability of .915 (see Appendix C). Turconi et al. 
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(2003) stated that the minimum recommendation for Cronbach’s Alpha was set to .7 and 

as our variables are both values of .9, they show a high reliability. In the regression 

analysis, positive attitude towards celebrities is the independent variable and positive 

brand perception is the dependent variable that we want to measure. 

  

The Pearson Correlation in our analysis has a value of .754 (see Table 19) and this 

shows that the independent variable has a relationship with the dependent variable. The 

R value in our analysis is close to 1 and therefore, we can conclude that the relationship 

between our variables is strong. 

 

Table 19. Pearson Correlation Hypothesis 1c 

 Positive Brand Perception Positive Attitude Celebrity 

Pearson Correlation 

Positive Brand Perception 1.000 .754 

Positive Attitude Celebrity .754 1.000 

Sig. (1-tailed) 

Positive Brand Perception . .000 

Positive Attitude Celebrity .000 . 

N 

Positive Brand Perception 217 217 

Positive Attitude Celebrity 217 217 

  

The B value helps us to determine whether this relationship is positive or negative. As 

seen in Table 20, the B value is positive (.741) and therefore, the relationship between 

the positive attitude towards celebrities and positive brand perception is positive. 

 

Table 20. B Value Hypothesis 1c 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 

(Constant) .528 .174  3.026 .003 

Positive Attitude Celebrity .741 .044 .754 16.835 .000 

  

With highly significant values, we can conclude from our analysis that there is a strong 

and positive relationship between attitudes towards celebrities and positive brand 

perception. Thus, a positive attitude towards a celebrity on social media positively 

influences brand perception and therefore, we reject the null hypothesis and support 

hypothesis 1c. 

 

4.5.5 The Correlation Between Product Placement on Social Media and 

 Purchase Intention 

The fourth hypothesis suggests that there is a positive relationship between product 

placement on social media and purchase intention. Hypothesis 2a and the null 

hypothesis are shown below: 
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H2a. Product placement on social media and purchase intention have a positive  

correlation. 

H0.    Product placement on social media and purchase intention do not have a  

correlation. 

  

To be able to reject or support the hypothesis and the null hypothesis, the correlation 

between the two variables product placement on social media and purchase intention is 

being tested as seen in Appendix G. In this case, there is no independent or dependent 

variable identified. Therefore, this analysis does not make use of the regression test like 

all of the other tests, but the correlation analysis. The first step, before the scatterplot is 

conducted, is to figure out the Cronbach’s Alpha, to see whether the variable is reliable. 

As it can be seen in Appendix C, the value reliability is tested with .856, which 

indicates that the variable is highly reliable. The next step is a scatterplot, which is 

conducted to be able to visually inspect the relationship between the mentioned 

variables (Pallant, 2005). The scatterplot can be used to see both the direction and 

strength of the relationship. Whereas a perfect correlation between the two variables 

would form a straight line, it can be seen in Figure 6 that our results are a little more 

spread out, but still centered. This indicates an existing but not very strong relationship. 

However, a straight line could be drawn through the cluster, upwards from the left to the 

right corner, which indicates a positive relationship between product placement on 

social media and purchase intention. This shows that the variables are related linear with 

straight line, which makes them suitable for a correlation analysis (Pallant, 2005). 

 

Figure 6. Scatterplot Hypothesis 2a. 

 

In this case we are performing a Pearson product-moment correlation coefficient, which 

is ideal for quantitative variables. As seen in Table 21, in our case the R value (.542) 
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indicates a moderate positive relationship between product placement on social media 

and purchase intention, according to Mukaka (2012).  

 

Table 21. Pearson Correlation Hypothesis 2a 

 Product Placement Purchase Intention 

Product Placement Pearson Correlation 1 .542 

Sig. (2-tailed)  .000 

N 163 163 

Purchase Intention Pearson Correlation .542** 1 

Sig. (2-tailed) .000  

N 163 217 

 

For the aforementioned reasons, the null hypothesis can be rejected. H2a on the other 

hand, can be supported, as the findings show that there is a significant positive 

correlation between product placement on social media and purchase intention. 

 

4.5.6 The Influence of Attitude Towards a Celebrity on Purchase Intention 

The fifth and last hypothesis addresses, if a positive influence towards a celebrity can 

influence the purchase intention positively. Hypothesis 2b and the Null hypothesis are 

to be tested and analyzed and are worded as follows: 

 

H2b. A positive attitude towards a celebrity influences purchase intention positively. 

H0. Attitudes towards celebrities do not influence purchase intention. 

 

To reject or support these hypotheses a regression analysis with the two variables 

purchase intention and positive attitude towards celebrities is performed as seen in 

Appendix H, where the purchase intention is identified as the dependent variable. 

Cronbach's Alpha is used to test the reliability of both variables. The test results in 

reliability of .886 for purchase intention and .941 for the independent variable, positive 

attitude towards a celebrity (see Appendix C). As already mentioned before, the 

minimum recommendation for the Cronbach's Alpha is set to 0.7. Therefore, both 

variables have a high reliability. The following analysis helps to test how the dependent 

variable is influenced by the independent variable. However, the Pearson correlation 

coefficients (R) shows whether this relationship is positive or negative (Malhotra et al., 

2013). As seen in Table 22, in our case, the R value is .384. According Mukaka (2012), 

this means that there is a low, but present positive relationship. 

 

Table 22. Pearson Correlation Hypothesis 2b 

 Purchase Intention Positive Attitude Celebrity 

Pearson Correlation Purchase Intention 1.000 .384 

Positive Attitude Celebrity .384 1.000 

Sig. (1-tailed) Purchase Intention . .000 

Positive Attitude Celebrity .000 . 

N Purchase Intention 217 217 

Positive Attitude Celebrity 217 217 
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Additionally, the B value also tells us the direction of the relationship. Similar to the R 

value it is .351, which again indicates that a positive attitude towards a celebrity has a 

positive influence on purchase intention (see Table 23).  

 

Table 23. B Value Hypothesis 2b 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.902 .228  8.357 .000 

Positive Attitude Celebrity .351 .057 .384 6.106 .000 

 

The mentioned results are the reason why the null hypothesis can be rejected and the 

hypothesis 2b can be supported, which means that the positive attitude towards a 

celebrity has a low positive influence on the purchase intention. 

 

4.6 Summary 
The results of the analysis show that H1a, H1c, H2a, and H2b can be supported, 

whereas H1b is rejected, which is again summarized in the following table. Within the 

scope of the next chapter, we will discuss the implications of these findings for 

marketers.  

 

Table 24. Hypotheses Test Summary 

H1a. Product placement on social media has a positive influence on  

          brand perception. 
Supported 

H1b. Brand perception is affected negatively, when product placement    

          is seen as unethical. 
Rejected 

H1c. A positive attitude towards a celebrity has a positive influence on  

         brand perception. 
Supported 

H2a. Product placement on social media and purchase intention have a   

         positive correlation. 
Supported 

H2b. A positive attitude towards a celebrity influences purchase   

          intention positively. 
Supported 
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5 Conclusion 

This chapter will wrap up the last chapters and eventually draw conclusions and 

provide practical managerial implications. Additionally, we will discuss the limitations 

of this research and give suggestions for future research. 

 

5.1 General Conclusion  
The intention of this research is to develop practical managerial implications and 

contribute to the existing research about product placement in order to form a basis for 

future research. Therefore, the research question we were aiming to answer with this 

research was stated as follows: 

 

What is the impact of product placement on social media on the end-consumer’s brand 

perception and purchase intention? 

 

As mentioned in the theoretical background, the majority of research about product 

placement on television and in movies shows that it is indeed an effective tool, if 

implemented correctly. Based on this research, we formulated five hypotheses that are 

extensively discussed earlier in this paper. In order to test these hypotheses, we 

conducted a descriptive research in the form of an online survey. The findings of our 

regression and correlation analysis showed that product placement on social media has a 

positive influence on brand perception and purchase intention. This especially applies 

when the end-consumers additionally have a positive attitude towards the celebrity 

promoting the product. Furthermore, the results showed that product placement on 

social media is seen as unethical. 

 

Thus, our research question can be answered positively and provides practical 

managerial implications and suggestions for marketers on how to improve their product 

placements on social media. The results are further explained in the following 

subchapter. 

 

5.2 Discussion 
In order to answer the research question and to provide suggestions for marketers about 

product placement on social media as a marketing tool, the findings of the analysis will 

be discussed for each hypothesis separately. 

 

H1a. Product placement on social media has a positive influence on brand perception. 

  

Our respondents showed different attitudes towards brands that are used in product 

placement on social media, varying from negative to positive. The mean score for the 

variable that measures the negative attitude towards the brand was higher than the 

positive variable. However, the correlation analysis showed a positive relationship 

between product placement on social media and positive attitude towards the shown 

brand. At the same time, this analysis showed a negative relationship between product 
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placement on social media and a negative attitude towards the brand. Therefore, the 

negative attitude towards the brand is not accounted for by product placement on social 

media. This shows that the negative attitude is mainly formed by other factors that we 

have not been able to measure in our research. It could for example be that the 

respondents already have a negative attitude towards a certain brand and that product 

placement does not help to make this better. What we can say, however, is that the 

positive attitude is accounted for by product placement on social media and by showing 

this with our regression analysis, the first hypothesis was supported. These findings 

support the previous research by Gupta and Gould (1997) that also found that product 

placement in movies influences brand perception positively. With the following two 

hypotheses, we aimed to measure how the factors of ethics and attitude towards the 

celebrity influence brand perception through product placement. 

  

H1b. Brand perception is affected negatively, when product placement is seen as  

unethical. 

  

The respondents in our research tended to see product placement on social media as 

unethical, as most of them believe it is not a reliable source of information. However, 

we found that this does not affect the brand perception in a negative way, which means 

that the second hypothesis is rejected. One possible explanation for this could be the 

consumer’s attitude towards a brand. The stronger the attitude towards this brand, the 

less likely it is affected by outward factors such as ethical issues (Xu et al., 2015).  

 

H1c. A positive attitude towards a celebrity has a positive influence on brand  

perception. 

 

Our analysis showed that there is a strong relationship between a positive attitude 

towards a celebrity and positive brand perception. Furthermore, the correlation analysis 

also showed a strong relationship between a negative attitude towards a celebrity and 

negative brand perception. This means that the attitude that people have towards the 

celebrity that places the product in a post affects their perception towards the brand in 

the same direction. The finding corresponds with the balance theory that was mentioned 

in the theoretical background, which explains how marketers use a celebrity’s 

popularity to their products in order to change the customer’s attitude towards the 

product. This theory also describes how the use of a celebrity that people do not believe 

can backfire and influence their attitude towards the product negatively.  

 

H2a. Product placement on social media and purchase intention have a positive  

correlation. 

  

For the questions about purchase intention, our respondents also showed various 

responses, varying from negative to positive. The average mean score to the purchase 

intention questions was more prone to the negative direction, especially because of the 

question about recommending the products to their friends. However, the correlation 
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analysis showed a significant positive correlation between product placement on social 

media and purchase intention. This means that there is a positive linear relationship 

between both variables and that they tend to increase together. These findings support 

the research of Brennan and Babin (2004) that also shows that product placement 

influences purchase intention positively. We can thus say that if people are more open 

to product placement on social media, purchase intention may be influenced positively. 

On the other hand, if people already have an intention to purchase the placed product, 

they may become more open to product placement.  

  

H2b. A positive attitude towards a celebrity influences purchase intention positively. 

 

Our analysis showed that there is a relationship between positive attitude towards a 

celebrity and purchase intention. Even though the strength of this relationship is not 

very strong, it is a positive relationship that was measured. This means that the celebrity 

that is used for product placement is important, not only for the creation of positive 

attitude towards the product but also to stimulate purchase intention. Tanner and 

Raymond (2012) defined that celebrities are often used to appeal to people’s reference 

groups. These reference groups play an important role in the information search stage of 

the buying decision process by Kotler and Armstrong (2010). Therefore, it is important 

that the celebrity is liked by the target group and seen as a legitimate source of 

information.  

 

After aforementioned findings, the answer to the following research question “What is 

the impact of product placement on social media on the end-consumer’s brand 

perception and purchase intention?” can be given. We can say that product placement 

on social media can impact the end-consumer’s brand perception and purchase intention 

positively. It will, however, not affect every person and marketers should also keep in 

mind that some people perceive product placement on social media as unethical. 

Furthermore, the celebrity that is chosen has a big impact on the direction of the attitude 

towards the brand that is created and if purchase intention is stimulated or not.  

5.3 Managerial Implications 
According to our study, product placement on social media is indeed an effective, 

efficient and target group-specific marketing tool for marketers to promote their 

products among Generation Y. Marketers can use the tool to not only create a positive 

brand perception, but even to increase the likelihood of purchase. The most important 

aspect to consider is the celebrity that is chosen for the product placement. It is therefore 

important for marketers to make sure that the celebrity they use for product placement is 

liked by their target group, in order to influence a positive brand perception and increase 

the purchase intention. For the marketers, that means they have to do a thoroughly 

research beforehand to find out which celebrity is particularly liked by the specific 

target group of the promoted product or brand. All in all, product placement on social 

media is a good marketing tool that impacts end-consumer’s brand perception and 
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purchase intention positively. However, it is important that the target group likes the 

endorser and that they see him or her as a credible source of information. 

 

On the other hand, managers should keep in mind that our research shows that it is 

perceived as unethical and unreliable. This is a very important insight which shows that 

the line between effective and ineffective product placement is very thin. Therefore, 

marketers have several different options to deal with this. Firstly, they can try to be 

more transparent about their product placement deals with celebrities to not give the 

target group the feeling of being deceived. Another option is to try and work with very 

subtle product placements without obviously prepared picture descriptions as it is done 

with product placement in movies and television. Therefore, we suggest marketers to do 

a careful and critical analysis of their customers before deciding on implementing a 

strategy that involves product placement on social media. 

 

All in all, it can be said that this new marketing tool can be an effective way to target 

group-specifically promote products among users of the Generation Y. However, it 

should not be used injudicious, but rather requires a lot of preparation work and 

research. However, if the findings of our research are followed, marketers can use the 

tool very well to create positive brand perception and increase the purchase intention. 

 

5.4 Academic Implications 
Our study contributes to academia in several ways. Firstly, we gave a general overview 

of the phenomenon product placement on social media, since the research on this topic 

is still limited. Therefore, it can be used as a basis for further research that will be 

explained further in this chapter. 

 

Our research supports the idea that the previously identified effects of product 

placement in movies and television also apply for product placement on social media. 

These effects are that it influences brand perception and purchase intention positively. 

Furthermore, the balance theory is also applicable for product placement on social 

media because our research shows that the attitude towards the celebrity has an impact 

on the brand perception and purchase intention. 

 

5.5 Limitations 
A limitation of the current study was the short timeframe in which it was to be 

conducted and limited means that were accessible, for which we have not been able to 

do a thoroughly investigation on the topic. We have, for example, tested the effects of 

product placement on social media in general, but were not able to investigate the 

differences between different types of product placement such as subtle and prominent 

product placement. With the chosen research method, we have also not been able to find 

explanations for why our respondents perceive a brand positively or negatively for 

example. Finding out these explanations requires a more in-depth study. Furthermore, 

our study tested the effects of product placement on social media in general and did not 

distinguish between effects of product placement on different social media platforms. 



 

 

 

42 
 

For this reason, we are not able to make very specific recommendations for marketers 

about which type of product placement on which social media platform they should use. 

Therefore, suggestions for further research are given in the next subchapter. 

 

Another limitation of our study is the chosen sampling method of convenience 

sampling, which was mainly chosen because of the limited timeframe and accessibility 

of means to conduct the research. Convenience sampling does not represent an entire 

population due to its inherent bias and therefore, we can only generalize the results in 

limited form. Subsequently, the recommendations as well as the given arguments in our 

study are to be handled with care and have to be understood as suggestions in a certain 

direction. These can be used as possible approaches for marketers that want to make use 

of product placement on social media in the future, as well as for future research to gain 

more, in-depth knowledge about the phenomenon of product placement on social media. 

Recommendations for future research are given in the following subchapter. 

 

5.6 Suggestions for Future Research 

With this research we wanted to test the impact of product placement on social media 

on the end-consumer’s brand perception and purchase intention. Not much research has 

been done on the topic so far. However, our findings include managerial implications, 

but as seen in the previous sub chapters and also the methodology of this research, the 

findings are not fully generalizable. Furthermore, our findings show that there is a 

positive relationship between product placement on social media and purchase intention 

and brand perception, which shows that deeper insights are necessary to fully 

understand the effects. Therefore, we recommend to do further research on this topic by 

conducting a qualitative, exploratory study. That way it is possible to find out more and 

especially deeper information about how end-consumers are influenced by product 

placement. Furthermore, it was mentioned in the limitations that we only tested one 

kind of product placement on social media in our research. This leaves sufficient room 

for researches on the different types of product placement such as subtle or prominent 

placement. 

 

Additionally, it would help to specify the managerial implications to conduct further 

research on the different types of social media. It would help marketers to know which 

social media are the best platforms for product placement and have the most influence 

on end-consumers or, on the other hand, which ones are not particularly suitable for 

product placement.  

 

Another very interesting part of our findings is that most end-consumers perceive 

product placement as unethical. Therefore, it would be interesting to get more and 

deeper information about this construct. Here, an exploratory study might help to clearly 

understand what is perceived as unethical and how marketers can overcome this. 
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Appendix  A:  Questionnaire  
	  
	  
	  
	  
	  
	   	  

	  

Q2  
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Q5  

Q6  



In the following questions, we are interested in your opinion about this post. 
	  

	  
	  
In the following questions, we are interested in your opinion about this post. 
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Q8  
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Q8_2  

Q8_3  

Q8_4  

Q8_5  

Q15_1  
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Q15_3  

Q15_4  



In  the  following  questions,  we  are  interested  in  your  opinion  about  this  post.    
(Male  respondents)  
  

  
  
In  the  following  questions,  we  are  interested  in  your  opinion  about  this  post.  
(Female  respondents)  
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Q16_1  
  
Q16_2  
  
Q16_3  
  
Q16_4  
  
Q16_5  
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Appendix C: Reliability Variables 
Product Placement 

 



 

 
 
  



 

Positive Brand Perception 

 

 
  



 

Negative Brand Perception 

 

 
  



 

Ethics 

 

 



 

 



 

Positive Attitude Towards Celebrity 

 
  



 

Negative Attitude Towards Celebrity 

 
  



 

Purchase Intention 
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Appendix E: Regression Analysis Hypothesis 1b 
 

 

 
  



 

 
  



 

 



Appendix F: Regression Analysis Hypothesis 1c 
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Appendix G: Correlation Analysis Hypothesis 2a 
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Appendix H: Regression Analysis Hypothesis 2b 
 

 

 
  



 
  



 

 




