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Abstract 

 

The purpose of this research paper was to explain how product placement in games influences the 

consumer’s attitude towards the brand. The aims during this work with the purpose in mind were to 

utilize quantitative methods in the pursuit of fulfilling the objective of answering how certain 

placement strategies can affect individual consumer’s attitudes. 

As said, quantitative methods are used in combination with deductive reasoning, hence meaning 

that researchers of this paper make use of such programs like google docs questionnaire (for 

collecting data and creating surveys), SPSS statistics (for measuring the given data and assembling 

patterns/relationships). Since these kinds of methods were used, it means that both primary and 

secondary sources were made use of by the authors. 

Findings concerning the research put forward in this paper indicates that the most significant kind 

of placement strategy which is motivated why its significance value, is Plot and narrative placement. 

research presented in this work is represented by three hypotheses. H1- screen placement, H2 - script 

placement and H3 plot placement. All hypothesis except the third one was accepted through 2 

produced positive results (H2, H3) while one produced negative results (H1). 

 

As a wrap-up summary of this, consumers who play games seem to have a more positive attitude 

towards brands utilizing screen and plot placement rather than script placement. Hence having a 

better attitude when it comes to product placement in games compared from the previous studies. 

Researchers suggest using qualitative research to cover for more factors concerning product 

placement in games which may affect consumers'' attitude toward brands. This together with a 

further focus on random sampling may produce an interesting result. 
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1. Introduction 

 

1.1 Background   

Product placement in games can be defined as a specific type of placement which can put products 

or brands embedded in games (Nelson, 2002). Product placement in games is a method for the 

companies and marketers to use to influence the consumers affective and cognitive behaviour, 

which can be combined with brand attitude (Balasubramanian, Karrh & Patwardhan, 2006). In the 

1980s, the first product placement appeared in video games. Putting brands in electronic games or 

using the brand as a game (advergaming) is not a new marketing approach (Nelson 2002). The 

most common goals for advertisers to use product placement in games is to increase brand 

awareness (Lee & Faber, 2007) and more consumers can be reached (Parreño, Berros & Manzano, 

2017). 

 

Analysts predict that the potential of product placement in games will lead to a five billion dollar 

market (Nelson, 2002). The cost for static in-game product placements are estimated at $50,000-

$500,000 depending on how large the game is between medium to large scale console games 

(Howard, 2019). Meanwhile, in the recent years, according to Statista (2019) it is shown that from 

the year of 2011 to the year of 2020 the total amount of value of which the advertisement market 

has grown (and will grow) in specifically the video game market is around 2741 billion dollars 

(Statista, 2019).    

 

 Product placement can be described as various products portrayed within various entertainment 

outlets. Brands or products are filmed in different entertainment programs for promotional 

purposes. Presenting the product or brand can be done through visual and audio dimensions in 

order to make the audiences hear and see the brand (D’Astous & Chartier, 2000). Product 

placement can be referred to the incorporation of products or brands in various types of media 

entertainment such as Television, radio, movies, music videos and video game. It is also shown 

that product placement has been used in media programming for more than a hundred years which 

(Nebenzahl and Secunda, 1993 and Rosen, 1990). (McCarty, 2004) discussed the aim of using 

product placement is to make positive associations toward the placed product and/or brand, in 

order to have a positive shift in brand attitude.  
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Product placement continues to be a significant practice within the advertising and comprehensive 

marketing communications in which marketers drive their way into content far more aggressively 

than ever before (Williams, Petrosky, Hernandez & Page 2011). At the same time, video games 

have become the major significant source of young people's entertainment and video games 

(Nelson 2002).  According to Esposito, (2005) are defined as a game which we play from an 

audio-visual apparatus and which can be based in a story. Video games are becoming increasingly 

popular and widespread. Especially for most young people, they are spending a lot of time playing 

games (Eglesz, Fekete, Kiss & Izso, 2005). According to the Statista, (2019) it is shown that from 

2012 to 2019 the value of the video game industry has kept increasing from 52.8 billion US 

dollars to 123.54 billion US dollars. Therefore, because of the growth of the booming video 

game/computer game market, the expansion of the video game/computer game industry has grown 

as a whole, which consequently has made advertisers as well as marketers, acknowledge 

computer/video games a functional advertising vehicle (Kim & McClung, 2010). Terlutter and 

Capella, (2013) discussed further that in the video game market, advertisers see the potential of 

the growing market and try to use video games to approach consumers in an engaging and indirect 

way. 

Thus, advertisers have noticed an important change in the individuals' entertainment-related 

interests and at the same time, because of the changes, spawning the in-game advertising era 

(Nelson, Keum & Yaros, 2004). Which Nelson (2002) also says represents a potentially powerful 

marketing channel. In this regard, product placement in games has emerged from product 

placement. 

  

 

1.2 Problem Discussion 

The company's main objective with product placement is to increase brand awareness as much as 

possible (Chang, Newell & Salmon, 2009). However, according to Ephron quoted in Gillespie, 

Muehling and Kareklas, (2018) the problem with increasing of brand awareness may does not 

always led positive brand awareness which means it may also will led negative impact on the 

brand itself , which Cowley and Barron (2008) and Homer (2009) agree upon. While other studies 

about product placement, there has been a lot of criticisms about product placement and it creates 

a lot of negative comments and bad reputation for the brands (Kaikati & Kaikati 2004; Nebenzahl 
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& Jaffe 1998; Sutherland 2006; Schmitt, Wagner & Kirch 2007; Gupta, Balasubramanian & 

Klassen 2000; Hudson, Hudson & Peloza 2008). Some of the critiques can be according to Gupta 

et al.., (2000),  Nebenzahl and Jaffe, (1998)  Kaikati  and  Kaikati  (2004) that product placements 

are advertisements in disguise and can be labelled as ‘least ethical form of advertisements’. While, 

Sutherland, (2006) said in the article that non- profit consumer advocacy groups such as 

Commercial Alert and the Centre for Science in the Public Interest, has suggested banning product 

placement in the US. Others factors that the consumers have concerns about in relation to product 

placement are how certain product placements affect children and therefore generate a negative 

effect towards the brand (Schmitt et al.., 2007 ; Hudson et al.., 2008).  

 

However, even though consumers have had concerns and negative attitudes towards brands 

carrying out product placement before, studies have indicated that there are some mixed attitudes 

towards brands when product placement are in a new environment such as games. Some articles 

show in their results consumers positive perspectives, such as the article by written by Tina and 

Buckner (2006). The result shows that most players are very receptive towards advertising 

messages through product placement in games, furthermore positive attitudes towards the product 

or brand that is displayed within the game are kept. However, there are also articles which have 

different opinions, those articles show negative perspectives when it comes to product placement 

in games. For example, Tormala and DeSensi (2008); Cowley and Barron (2008) stated that when 

the placements are over-prominent it will impact consumer’s attitude towards the brand 

negatively. Consumers are refusing the advertising message due to the messages causing them to 

lose focus on the game itself. However, the results in the article by Nelson et al.., (2004) shows 

that most attitudes toward product placements in games overall were neutral, neither positive nor 

negative. This concludes that different authors have shown different results of consumer’s 

attitudes towards product placements and that's why it is important how product placements are 

placed in the video game. This indicated that the cause of the different attitudes towards product 

placement is based on how the companies want it to blend into the game according to (Vashisht, 

2017). Rössler & Bacher (2002); Tsai et al. (2007) also indicated that consumers attitude towards 

product placement are due to the specific placements. In that regard, there has not been enough 

research in terms of what kind of attitudes the consumers have towards the brand through different 

product placements in game. Furthermore, the companies should think about how to invest the 

product placement in games so it does not become a negative attitude toward the brand. In that 

conclusion, if the marketers want to find out how the product placement in games can affect 

consumers' attitudes towards brands more specifically, Russell (1998) and Tuten and Solomon 
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(2015) stated that there are three-dimensional concepts that are important in product placement 

which are: screen placement, script placement and plot placement.  

1.3 Purpose 

The purpose of this thesis is to explain how product placement in games influences the consumer’s 

attitude towards the brand. 
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2. Theoretical Framework 

 

2.1 Product placement in Game 

2.1.1 Screen placement 

Tiwsakul ,Hackley and Szmigin, (2005) and Russell, (2002) made it clear that the strategy of 

screen placement, is by all means a visual type of placement. The placement strategy involves 

strategically settling a brand/product into a moment of a scene of a television/movie. Different 

levels of screen placements do though exist and hence, could depend on the kind of angles which 

the scene reveals or possibly the number of the appearances of which the brands takes place in. 

The utilization of screen placements becomes possible through the use of the visual dimension of 

communication. Hence, the visual channel does serve as a way to construct a reasonable 

circumstance/context in which a plot or narrative is grounded (Solomon & Englis 1994; Solomon 

& Greenberg 1993). A product placement which focuses on the strategy of screen placement 

fixates its attention to visually incorporate a brand into the scenery of what the viewer has the 

possibility of seeing on screen. This strategy is the most common form of placement. (Tuten & 

Solomon, 2015).  

 

Screen placement in itself can have different degrees depending on what it is based on and 

depending on the number of screen appearances, the style of the camera shot etc. Screen 

placement in itself would also be classified as the visual component out of the three components 

necessary in the placement dimensions. This is because pure screen placement would initiate 

visual processing in order to de-crypt/de-code or understand. According to the research finding of 

different articles, some research findings imply that screen placement would possibly be more 

valuable when it comes to mnemonic ability and especially decoding ability/accuracy 

(Russell,1998). 

 

 The article “The Elaboration Likelihood Model: Current Status and Controversies” written by 

(Petty & Wegener, 1998). By specifying the persuasive impact of different types of cues in a 

message, the result indicates from this study that there exist two different sorts of strategies 

(equally persuasive while also being dramatically different) for product placement fractionators in 

the visual dimension. Product placement could be placed merely in the background of scenes 
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visually, or it could be utilized by fusing screens and audio together, hence connecting it to the 

plot of entertainment. Both of these techniques, while being dramatically different, seem to be 

equally as persuasive. Findings suggest the decision of not negotiating arrangements of placement 

which incorporate close integration of the chosen brand placed with the plot of dialogue. Instead, 

this source recommends the technique of simply trying to show the brand visually appearing on 

the screen. This is done in a way without any auditory reference or relating to the plot in any way. 

This strategy is what the authors recommend being the best placement forward (Petty & Wegener, 

1998). 

 

2.1.2 Script placement  

The second dimension is the auditory dimension, or the verbal dimension, refers to how 

the brand is mentioned verbally in the dialogue and it is called a script placement. This type of 

Placement also has different degrees which depends on what context the brand is 

Mentioned, how many times it is mentioned and in which way it is mentioned through the 

tone of voice or place in the dialogue (Russell, 2002). 

 

According to Russell, (2002) script placement is a tactic to introduce verbal or auditory mentions 

of the brand in a dialogue. These verbal mentions include the brand itself, the name, its attributes 

and characteristics and even songs. Script placement is varying in degree depending on how much 

context is mentioned in the dialogue about the brand. 

 

Rolandelli, Wright, Huston and Eakins (1991) further explained that auditory channel in script 

placement that information presented about a brand or product is inherently more meaningful than 

visual information. This is because auditory information about a product in product placement can 

be processed to the individuals without them looking at the show. 

 

As an example of this in form of script placement, in the game Metal Gear Solid: Peace Walker, 

the character could both drink and eat a multitude of brand product wares such as the soda 

Mountain dew, the snack Doritos, and even making the character spray itself with the hygiene 

product Axe. All of this was possible in the game entertainment in order to affect the experience in 

various ways such as affecting attributes. A common note from the individuals in question who 

enjoyed the game was when product script placement is done right, which means that realism 

became an effect of the placement; it enhanced the experience for the game enthusiast rather than 
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worsened. Hence, incorporating brand/product placement in the form of scripting strategy by 

instituting realism enhances and heightens the enjoyment for users. (Solomon & Tuten, 2015). 

 

Some findings according to Russell (1998) suggest that even if screen placement may be a 

notoriously well-established way of placement. Script placement may arguably be better in 

general just because of the fact that most of the cognitive processes which deal with and predict 

human behaviour are verbal and considering that, specifically, script placement deals with 

processes in which have audio processing in itself. It can also be beneficial according to Russell, 

(2002) if that is paired with a cross-promotional campaign, where the connection between the 

brand and the show are obvious in cooperation.  

 

2.1.3 Plot placement  

The last form of a strategy commonly used in video games to promote products and brands in 

games is what some would call in game immersive advertising. Opportunities in which can be 

created out of this are interactive product placement, brand in-game experiences, and game 

integration between the brand and the game. When discussing product placement in the 

film/movie industry this way of immersive strategy is called plot placement which can also be 

used in games (as being another word for the term) (Solomon & Tuten, 2015). 

 

The art of plot placement considers situations in how one would involve/incorporate the brand into 

the story of the game itself, however, it being in a substantive manner. When being exposed to 

some form of plot placement, product placement research suggests that firms brands when 

representing products can heighten and be enhanced. These brands can achieve enhanced brand 

attitudes, recall and recognition and even increase purchases among potential customers who are 

exposed to games which are including brand messages (Solomon & Tuten, 2015). Plot placement 

deals with the process of having the brand's message connected to the plot; hence, it is the 

connection component of the two dimensions placement, visual channel and audio channel 

together (Russell, 2002). 

 

Tiwsakul et al.., (2005) stated that plot placement is combined with visual and verbal components. 

In this placement, a product or brand is taking a part of the plot or take an important place in the 

storyline. It is important to connect between brand reference and plot subtlety. Such as the product 

placement in Hollywood movies, the portrayal of the brand must be shown in a story in order to 
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offer a significantly powerful narrative context to improve brand identity. The result from 

Holbrook and Grayson, (1986) also show that however lower plot placement do not have many 

effects to the story, higher plot placement contribute a major thematic element.  

 

By utilizing plot placement in the game and having interactivity with consumers, Green and Brock 

(2000) show in particular, the research examining narrative transportation hypothesis. The 

hypothesis expresses psychological simulation, as a method of narrative, making individuals 

engaged or lost in the story. Escalas (2004) argues that when respondents envision themselves 

utilizing a product in a story setting, they do not distinguish between the weak and strong reason 

for purchasing the product. That is, when respondents are immersed in the story, they are 

distracted from advertisement and do not consider it seriously. Moreover, if the psychological re-

enactment summons positive emotions, those reactions get transferred to the advertised product.  

 

2.2 Attitude Toward Brand  

To be able to understand attitude toward brand it is important to understand what a brand is. 

Kotler and Gertner, (2002) explained that a brand can be defined as a “name, term, sign, symbol, 

design, or a combination of them which can identify the goods or service of one seller or a group 

of sellers and to differentiate them from the other. Brands in that regard according to Kotler and 

Gertner, (2002) can evoke consumer’s behaviour. Which Eagly and Chaiken (1993) further 

discussed in their article that a brand can be evaluated such as positive or negative which Mitchell 

and Olson, (1981) defined it as attitude towards the brand and ”individual’s internal evaluation of 

the brand”. 

2.2.1 Cognitive (Thoughts & Beliefs): 

This elements of what attitude motives and motivations may become dependent on what is based 

on the individuals/consumers personal belief, knowledge or opinions about certain objects or issue 

such as the fuel consumption or a cars reliability(Evans, Jamal & Foxall, 2009; MacKenzie, Lutz 

& Belch, 1986). This element hence becomes important in order to reflect in what way a consumer 

perceives a case or situation to be. However, these beliefs themselves may not be one hundred 

percent accurate /precise in terms of objective assessment of reliability. Even in the case that there 

is a mismatch between reality and what a consumers beliefs are, this aspects of cognitive thoughts 

and beliefs still carry importance in order to understand consumers perceived belief (Evans et al.., 

2009). 
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Findings indicate that attribute beliefs concerning the product did envelope a grand effect towards 

the attitudes of brands (Mitchell & Olson, 1981). Hence, the component of cognition (cognitive 

consumer behaviour) will likely lead to the chained creation of attitudes which are tilted towards 

the positive end of the likert scale. Furthermore, attitudes which are positive will believable lead 

to an end result of more long term favourable consumer behaviour (Wolin, Korgaonkar & Lund, 

2002). 

For an affective attitude to exist there should primarily exist a motivation for this attitude 

preferably created by an attribute. An attitude towards a brand could hence be created by the brand 

containing an attribute which created this attitude. In this case a utilitarian attribute. This 

utilitarian attribute is characterized by being more cognitively driven, hence instrumental and goal 

oriented, which causes them to be an attribute which fulfils functional need or practical task. A 

cognitive attitude of a brand could therefore be assembled or created by an attribute which appeals 

to function or fulfils a purpose and believed to be meaningful (Dhar & Wertenbroch., 2000). 

 

2.2.2 Affective (Feelings & Emotions): 

This aspect of motives and motivations inspiring attitude consist of a consumer’s emotions and 

feelings towards a matter of an entity. These kinds of feelings themselves may be negative or 

positive. However, even though these motives of emotions are considered its own it is furthermore 

partly based on pre created beliefs towards and entity of which the consumer holds (Evans et al.., 

2009). 

 

An attitude of a brand may compromise aspects of the cognitive element in terms of associations 

connected with the brand as well as a strong emotional component. This would encompass an 

extent to which a company would have the ability to create ties with the customers in form of 

emotional ties (Walla, Brenner & Koller, 2011). The authors of “Beliefs attitude behaviour 

towards web advertising” written by Wolin et al.., (2002) subsequently supports the affective part 

of consumer behaviour as well as the cognitive part. Authors state that the effective part also 

likely lead to forming positive attitudes as well as leading to long term positively consumer 

behaviour. The ones with the occupation of marketing may want to consider the design and 

structure of brand content which utilize effective form of messages in favour of brands which 

would be able to trigger consumers emotionally. In the scenario where consumers would be 

exposed to positive sentimental expressions in the social media context, contagion which are 
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emotional may take place and connect them into experiencing the same kinds of pleasurable 

emotions. Consumers are likely to become supporters of a brand possibly based on their 

supportive attitudes in consequence. 

Also, for a cognitive attitude to exist there should primarily exist a motive for this attitude 

possibly created by an attribute. An attitude towards a brand could therefore be created by the 

brand containing a certain characteristic which created this attitude. In this case a hedonic 

attribute. Dhar and Wertenbroch, (2000) explain this hedonic attribute as being categorized 

through being an affective and sensory experience or aesthetic. Hence, it is emotional and 

therefore connected to feelings. A brand/ good which are consummated by being effective are 

therefore hedonic and could potentially create an affective attitude. 

 

 

2.2.3 The relationship between product placements in game and consumers' attitude towards 

the brands 

 

The result from ”Enjoyment of Advergames and Brand Attitudes'' shows when participants use 

product- relevant product in product placement in game it will effects stronger positive attitude 

toward the brand. Meanwhile, comparing between product-relevant product placement in game 

and product-irrelevant product placement in game, product-relevant product placement in game 

has much higher impact on positive attitude toward brands (Wise, Bolls, Kim, Venkataraman & 

Meyer, 2008). When placed a well- known brand in the game, consumers will have more positive 

attitude on it. Since consumers have underlying knowledge and understanding on well-known 

brands so they will have less native attitude toward these brands (Chan, Petrovici & Lowe 2016).  

 

Vashisht (2017) shows how to place the brands in product placement in game is an important 

game-specific factor that affects consumers' attitude toward brand. When product placement 

placed brands prominently in the game, consumers will have negative attitude on the brand (Chan 

et al.., 2016). Meanwhile, higher prominence of product placement will increase consumers' 

refusal to persuasion attempts, which will bring the negatively affects consumers’ perception of 

the brand (Choi, Lee & Li, 2013). On the contrary, when the game has less prominent placements 

it may influence the audiences have lower level of cognition which can impact less scrutiny and 

more positive attitude toward the brand (Chan et al.., 2016) 
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3 Conceptual Framework 

Screen Placement 

Finding from Chan et al. (2016); Russel, (2002) indicate that the action of overexposing brands 

may result in creating negative brand attitudes. Marketers have under a significant amount of time 

believed that advertisement exposure of a higher amount was to lead to stronger effects, hence, 

these findings becomes counterintuitive towards these marketers. Meanwhile, overexposing 

brands was exceedingly found to affect attitudes towards them since placement strategies became 

perceived as unnatural and were hence discounted. 

 

H1: Screen placement in games affects consumer’s attitude negatively towards brand. 

 

Script Placement 

Findings seem to indicate that attitudes concerning brands were more positively in a context where 

plot connection and modality are congruent. Hence, an auditory sort of strategy which appeals to 

the audio sensory channel is effective under a placement-situation where auditory means are used 

and there is a high connection to the plot. Script placement, therefore, may show more 

effectiveness under plot connection environments (Russell, 2002). 

 

H2: Script placement in games affect consumers attitude positively towards brand 

 

Plot Placement 

The finding from (Russell, 2002) shows that lower plot visual stimuli did positively affect 

attitudes towards the brand. Under the lower plot visual condition, the relationship between low-

realization of the brand/product and positive attitude is consistent. Under a circumstance where 

plot placement is utilized, product placement findings suggest that brands representing the product 

in a scene, for example, could potentially enhance brand attitudes (Solomon & Tuten, 2015). 

 

H3: Plot placement in games affect consumers attitude positively towards brand. 
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Figure 1. Conceptual model  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

13 
 

4. Methodology  

 

4.1 Research approach 

According to Bryman and Bell (2015) a research approach in the scientific article can be 

approached in many different ways. What has been used a lot in the research approach are 

deduction or induction and if the research are quantitative and qualitative research.   

 

4.1.1 Quantitative research 

According to Bryman and Bell (2015) many researchers use either qualitative or quantitative 

research or in some case, both as a research strategy. In this case it is important to distinct what 

qualitative and quantitative research is. 

 

Bryman and Bell (2015) explained that quantitative research is constructed as a research strategy 

that emphasizes quantification in the collection and analysis of data. Quantitative research can also 

be described as a collection of numerical data that shows the relationship between theory and 

research as deductive. Barnham (2015) further explained that quantitative research is often used 

for finding “facts” which shows elicit numbers and percentage. Furthermore, to be able to show 

numbers the research questions are often in “what” format, which it can be in surveys. Bryman 

and Bell (2015) discussed that doing surveys which is the most common method can be an 

example of collecting data for quantitative research. In quantitative research it is important to 

structure and formalize the questions correctly so the interviewees understand clearly before 

handing out the surveys. The reason why it is important to structure and formalize the questions 

correctly is because the researchers should not interact and disturb the interviewee since it can 

influence and affect the outcome of the results. In other words, the researchers are often 

“invisible” when the interviewee is doing the survey. 

 

In this study, the researchers are using quantitative research in order to collect and analyse a large 

amount of population. Since the paper is focused on consumers' attitude towards brands, through 

product placement in games, high transparency of quantitative approach could increase data’s' 

replicability and reliability (Bryman & Bell, 2015). 
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4.1.2 Deductive research 

Bryman and Bell (2015) further explain that inductive approach is often used for qualitative 

research. For deductive approach Hyde (2000) explained that it is a theory testing process which 

commences with an established theory or generalization and later seeks to see if the theory applies 

to specific instances. According to Bryman and Bell (2015) deductive approach is the opposite of 

inductive approach and it is commonly used for quantitative research. 

 

For this thesis, the research approach will be deductive since the hypotheses used for this thesis 

are bases on previous known theories and then tested in the process of establishing that theory 

further. In other words, a known theory that was later tested through collected empirics which in 

this case the phenomena is product placement in games.  

 

4.2. Research Design  

A research design refers to an overall strategy that the researchers use for how to collect, measure 

and analyse data. A research design can described as a blueprint or a guide of what method should 

be used for the research (Bryman & Bell, 2015). There are four importance’s which can be 

included in the research design; explain the causal connections between two or more than two 

variables. Generalizing to larger number of people more than just a small part of the investigation. 

To understand individual's behaviour and get into their behaviour in a specific social context. To 

know how to appreciate of individual's social phenomena as well as their interconnections 

(Bryman and Bell, 2015).  Meanwhile, there are four type of research design; descriptive, 

correlational, quasi-experimental and experimental. 

 

In this research, the purpose of this research is to explain how the product placement in game can 

affect consumers' attitude toward brand. Therefore, the researchers of this study need to selected a 

research design method which can help them to research the causality between two variables. 

 

4.3. Primary Data and Secondary data 

In a market study, there are two different kinds of empirical data in how to collect information and 

it is categorized as primary data and secondary data (Rabianski, 2003). 
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In primary data, the researchers gather the information first hand. The information and facts are 

collected for the purpose of the research field. The methods for using the primary data researchers 

commonly use are either direct observation or by explicit questioning of people. By the use of 

these two methods the researchers can gather accurate information (Rabianski, 2003). 

 

In secondary data, the researchers gather information from secondary sources such as sources 

from previous works, Internet, books, etc (Rabianski, 2003). In other words, according to Bryman 

and Bell, (2015) the data that is collected for the research has been interpreted at least one time. 

They further discussed that in secondary data the researchers do not need to be involved in 

collecting the data like in primary data. Secondary data are often used to save time, cost and fewer 

waste data compared to primary data. 

 

4.4. Data collection method 

A data collection method is a process of collecting information from the sources to find the answer 

for the research problem which in this case test the hypothesis to then evaluate the outcomes. Data 

collection method can be divided into two categories: secondary method and the primary method 

(Bryman & Bell 2015). In this case, the research for this thesis is a quantitative approach and 

therefore the methods that will be used are survey, questionnaire and content analysis. 

 

4.4.1 Survey 

A questionnaire is a collection of administered to respondents. What it means is there is a number 

of questions that the researchers have prepared in the questionnaire where the respondents fill in 

the answers. Questionnaire method is commonly used in quantitative research and the aim of the 

questionnaire is to collect a number of the respondents' attitudes, beliefs and opinions. By these 

collections of data the researchers gather, it will help the researchers to see what the respondents 

like or dislike a certain thing, etc. Usually, when the questionnaire is made and ready to be hand 

out, the researcher will not be there or interacts with the respondents for the purpose of not 

influence the respondents' answer. In that case, it is important that the questions made by the 

researchers are easy to understand (Bryman & Bell, 2015).  
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4.4.2 Content analysis  

As an example, if an individual would be interested in finding out how much mass media show 

and write about the subject of nature on the internet, questions such as this might prove to be 

useful to that cause: 

Which newspaper performed quickest in generating interest in the topic? At what in the media did 

the interest of the topic begin to decline? At what point in time did the items of the topic first 

begin to appear? In the order for questions such as these to be answered, the one way to ensure 

that, that happens is to utilize what is called a content analysis. A content analysis is a research 

strategy for which has the objective of systematically describe the quantitative manifest of 

communication. It is any kind of strategy which involves creating inferences through objectively 

and systematically establishes specific attributes of messages (Bryman & Bell, 2015). 

 

The two most important qualities of this technique known as the content analysis are “objectivity” 

and “systematicity”. The attribute of objective is useful in the sense that there needs to be 

transparency when assigning raw material into categories so that the analysts personal biases. This 

for the reason of making sure that individuals who are analyzing do not intrude with personal 

biases in the working process. The importance “Systematicity” is emphasized for the reason that 

application of the rules should be done in a consistent manner so that biases are again suppressed. 

The end result of these two kinds of qualities makes it possible so that anyone can utilize the rules 

and come up with similar end result (Bryman & Bell, 2015). 

 

The procedure of the so called analysis represent the key points that once formulated, rules given 

means that they can be utilised thoroughly and without intrusion of personal biases. 

The rules in questions may possible represent authors/analysts or researchers interest or concerns 

and hence, only in this way a sort of bias would occur. However, analysis process does mean that 

the actual result is not an extension of personal biases (Bryman & Bell, 2015). 

  

4.5. Data Collection Instrument 

 

4.5.1 Operationalization and Measurement of Variables 
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Operationalization incorporates measuring concepts which researchers have taken a certain 

interest in. This procedure of operationalisation (originally derived from physics in order to 

measure such concept such as temperature and or velocity) (Bryman & Bell, 2015) 

By creating an operationalization also come the following methodology of describing related 

measurement and related variables. The art of measurement means that symbols or numbers are 

represented in form of characteristics of the objects they represent. Measurement is hence, the 

characteristics and therefore not actual object directly but rather indirectly. Consumers are not 

directly measured but the characteristics of them are, such as; attitudes, preference or perception. 

The two main reasons for why numbers are assigned in marketing research are 1: numbers create 

an opportunity for analysing statistics and resulting data, 2; the numbers themselves make way for 

communicating rules and results of the measurement done. Same set rules should hence be 

standardized for all of the relevant variables. Same kind of measurement and same kind of rules 

and rules must not change over time (Malhotra 2010). 

 

Theoretical 

constructs 

Types of 

measurement 

Indicator  Description & 

source 

Question 

 

Screen placement 

(Visual) 

Seven-Point Liker 

scale 

1- Strongly 

Disagree 

5 - Strongly Agree 

 

 

Starting      

point 

The general 

question of 

consumers’ attitude 

toward brand 

through screen 

placement in game. 

 

 

 

I dont mind when I see 

brands/product placed in the 

game 

  

 

 

 

 

 

 

Screen placement 

(Visual) 

 

 

 

 

Seven-Point Liker 

scale 

1-Strongly Disagree 

5 - Strongly Agree 

 

 

 

 

 

 

Visuality 

Tiwsakul et al.., 

(2005) and 

Russell,( 2002) 

stated that the 

placement strategy 

involves to 

strategically settle a 

brand/product at a 

moment of a scene 

of game. 

  

  

I like when a product or 

brand can be seen in the 

game I play, for example a 

brand sign in the background 
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Screen placement 

(Visual) 

 

Seven-Point Liker 

scale 

1-Strongly Disagree 

5 - Strongly Agree 

 

 

 

Frequency 

Tiwsakul et al.., 

(2005) and 

Russell,( 2002) 

Different levels of 

screen placements 

do exist and depends 

on the number of the 

appearance of which 

the brands takes 

place in. 

 

 

I like to see brands/products 

in the games I play more 

often. 

 

 

 

Script placement 

(Audio) 

 

Seven-Point Liker 

scale 

1-Strongly Disagree 

5 - Strongly Agree 

 

 

 

Starting 

point 

The generally 

question of 

consumers’ attitude 

toward brand though 

Script placement in 

Game 

 

 

 

   I have no problem with   

hearing the brand/product in 

the game, e.g: song or  

dialogue 

 

Script placement 

(Audio) 

 

Seven-Point Liker 

scale 

1-Strongly Disagree 

5 - Strongly Agree 

 

 

 

 

   Audio 

According to 

Russell, (2002) 

script placement is a 

tactic to introduces 

verbal or auditory 

mentions of the 

brand in a dialogue 

 

 

    

I like when characters in the 

games I play talk about a 

brand/product. 

 

 

 

 

Script placement 

(Audio) 

 

 

Seven-Point Liker 

scale 

1-Strongly Disagree 

5 - Strongly Agree 

 

 

 

Realism 

According to 

Russell, (2002);  

Tuten & Solomon, 

(2015) script 

placement is a tactic 

to introduces verbal 

or auditory mentions 

of the brand in a 

dialogue. These 

verbal mentions 

include the brand 

itself, the name, its 

attributes and 

characteristics and 

even songs. 

  

  

I like sounds, jingles or 

music in the games I play 

which relates me to a brand 

or product 

 

 

 

Plot placement 

 

Seven-Point Liker 

 

 

Starting    

point 

 

The generally 

question of 

consumers’ attitude 

 

I have no problem when a 

brand can be both seen and 

heard in the game at the 
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(Visual & Audio) 

 
scale 

1-Strongly Disagree 

5 - Strongly Agree 

 

toward brand 

through plot 

placement in Game 

 

same time. 

 

 

 

Plot placement 

(Visual & Audio) 

 

Seven-Point Liker 

scale 

1-Strongly Disagree 

5 - Strongly Agree 

 

 

  

Importance 

In this placement, a 

product or brand is 

taken a part of the 

plot or take an 

important place in 

the storyline. 

(Tiwsakul et al.., 

2005) 

 

 

 

I like it when brand/product 

have a useful meaning to 

play in the story of the 

games. 

 

 

 

 

 

 

Plot placement 

(Visual & Audio) 

 

 

Seven-Point Liker 

scale 

1-Strongly Disagree 

5 - Strongly Agree 

 

 

 

 

 

Immersive 

Tuten and Solomon, 

(2015) shows The 

last form of a 

strategy commonly 

used in video games 

to promote products 

and brands in games 

is what some would 

call in game 

immersive 

advertising. 

 

 

I like it if brands advertised 

in the games I am playing are 

interactive with the storyline 

of the games. 

 

 

 

Consumers' 

attitude toward 

brand  

Seven-Point Liker 

scale 

1-Strongly Disagree 

5 - Strongly Agree 

 

 

Relevancy 

The result 

from"Enjoyment of 

Advergames and 

Brand Attitudes'' 

shows that when 

participants use 

product- relevant 

products in product 

placement in games 

it will affect attitude 

towards the brand 

positively (Wise et 

al,.2008). 

 

 

 

I appreciate the brand more 

when it fits the placement. 
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Consumers' 

attitude toward 

brand  

Seven-Point Liker 

scale 

1-Strongly Disagree 

5 - Strongly Agree 

 

Utility 
Findings indicate 

that attribute beliefs 

concerning the 

product did 

envelope a grand 

effect towards the 

attitudes of brands 

(Mitchell & Olson, 

1981).  

 

 

I appreciate when a brand 

fulfills something for me. 

Consumers' 

attitude toward 

brand  

Seven-Point Liker 

scale 

1-Strongly Disagree 

5 - Strongly Agree 

Emotion The authors of 

“Beliefs attitude 

behaviour towards 

web advertising” 

Wolin et al.., (2002) 

subsequently 

supports the 

affective part of 

consumer behaviour 

as well as the 

cognitive part. 

authors state that the 

effective part also 

likely lead to 

forming positive 

attitudes as well as 

leading to long term 

positively consumer 

behaviour. 

 

 

I like that a brand gives 

me positive feelings.  
 

 

 

 

Table 1: Operationalization table of the concepts 

 

 

4.5.2 Questionnaire design 

Questionnaires that are answered through respondents themselves are one of the principal 

instruments for gathering information by using of a social survey design (Bryman & Bell, 2015). 

When generating a questionnaire, objects of questions are created that require the respondent tires 

pond to a collection of questions or statements. Participant answers will be transformed into 

numerical shape and statistically analysed. These objects have to be reliably operationalizing the 

key principles information with specific and unique research questions and must be applicable and 

suitable to the target team (Rattray and Jones, 2007). 
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There are a range of scales that might be utilized when doing a questionnaire. These produce 

various sorts or levels of data and that will impact the analysis options. Such as Likert scale 

(Bryman & Bell, 2015). The concept of scaling is something which could be considered an 

extension of measurement itself. It involves making a continuum of which one can locate 

measured objects (Malhotra, 2010). The example from Bryman and Bell, (2015) shows the 

number ‘5’ can be represent ‘strongly agree’; the number ‘4’ is equal to ‘agree’; the number ‘3’ 

can means ‘neutral'. Frequency scales might be utilized when it is critical to set up how frequently 

a target demeanour or occasion has happened. All things in between are slight variations of how 

strongly a recipient agree or disagree with the statement (Malhotra, 2010).  

Furthermore, during the questionnaire development it requires pilot work in order to refine 

wording and content for the items inspired questions. To content validity, those items can be 

created from various sources which include consultation with specialists within the field, proposed 

respondents and review of related literature. Additionally, the importance concerning type of 

questions, language used and arrange of items may all contribute to biased content. Consideration 

must be given to the arrange in which items are displayed additionally, also permit respondents to 

expand upon answers and give more in profundity reactions, free content reaction or open 

questions may also be included. Respondents may welcome this opportunity (Bryman & Bell, 

2015). 

 

In this study, the researchers designed the questionnaire with 18 questions in total, where 2 are 

control questions which can know whether the participant can meet requirements and 4 of them 

are basic questions such as gender, age and occupation. All the questions are close questions in 

order to help participants can take less time to do the questionnaire and also easy to follow every 

question. All the questions are explained clearly and easy to understand. Meanwhile, the 

researchers use Likert scale (one to five) to each questions (expect the control questions and 

general questions). 

 

4.5.3 Pretesting 

Pre-testing means to test the questionnaire to a small group of participants to identify and 

eliminate the potential problem. pre-testing can help the researchers to improve their 

questionnaire, even the best questionnaire can be improved by doing pre-testing. In the general 

rule, the questionnaire has to adequate pre-testing before sending it out (Malhotra, 2010). 
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By doing pre-testing, the researchers can avoid when the respondents have any problem or 

misunderstanding with the questions in the questionnaire. If the participants do not understand the 

questions clearly, it will affect the reliability and the validity of the result. However, after the pre-

testing there is some problem of the questionnaire may show up, the researchers can find solutions 

to solve these problems. (Bryman & Bell, 2015) 

 

In the study, there are 17 people were chosen to pre-test the questionnaire and it was sent to them 

online. Those 17 people are included people from different genders, occupations, ages… etc. 

During the pre-testing, all the participants did their questionnaire by themselves and there is no 

effect by anyone else. After the pre-testing, the researchers asked the feedback from the 

participants, all of them think the structure of the questionnaire is clearly, the language and 

questions are easy to follow. With all the positive feedbacks, the researchers can start to send out 

the questionnaire. 

 

4.6. Sampling 

Sample can be explained as the part of the population that is selected for investigation. It is a subset 

of the population (Bryman and Bell, 2015). Choosing a research sample is a necessary step in any 

research project because it is infrequently practical, efficient or ethical to analysis whole generation. 

The purpose of doing quantitative sampling approaches is to take a delegate test from the 

population. Thus, the consequences of analysis the example would then be able to be summed up 

back to the population. To selected an appropriate approach is depends on the purpose of study 

(Byrne, 2001) 

 

(Bryman & Bell, 2015) also mentioned that the method of selection can be based on two different 

approaches which are: a probability approach and a non-probability approach.  

Probability sampling can be described as an approach which has been selected using random 

selection so that each unit have the same chance to be chosen. It is typically assumed that a 

representative sample is mostly to be the result when this approach of selection from the 

population is utilized. The purpose of using probability sampling is to measure sampling error to a 

minimum. Nonetheless, non-probability approach can be explained as a method which has not 

been chosen utilizing a random selection method. In other words, that means some part of units 

have more chance to be selected than others (Bryman & Bell, 2015).  
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Because the researchers do not have enough time and the restrictions of resources, the researchers 

will choice non-probability sampling as their study approach. Meanwhile, there are three different 

types of non-probability; convenience sampling, quota sampling and snowball sampling. 

However, in this study, Due to the convenience, the researchers will only use convenience 

sampling and snowball sampling as their study approach. Convenience sampling refers the 

researchers will selected the participants who are convenient accessibility. And snowball sampling 

refers the researchers can use a small group of the participants they have contact with in order to 

get more contacts through them (Bryman and Bell, 2015). In this study, researchers will send the 

questionnaire through the Internet, such as Facebook and Instagram, and get more participants 

from their friends.  

 

4.6.1 Sample selection and data collection procedure 

It is hard to define how big the sample size should be. Determining the sampling size is complex 

and involve, it is based on several considerations (Malhotra, 2010). For example, one of the 

considerations of sampling size is the matters of time and cost at such a juncture (Bryman & Bell, 

2015). Meanwhile, one of the most basic and important considerations is Absolute size. It means 

with the increasing number of the size of a sample, the precision of a sample will also increasing 

(Bryman & Bell, 2015). According to a formula for calculating the sample size, the minimum 

number of participants show be ‘number of participants>50+8*’number of independent variables’ 

(Green, 1991). In this research, there are three independent variables, so the minimum number 

should be: 74 (units), so the researchers have to get more than 74 units in order the make the 

research effectively. 

 

 Because the purpose of this research is to explain how the product placement in game can effects 

consumers' attitude toward the brands, it is about the relationship between those two variables. 

Since the research will focus on game, so the researchers will only selected the participant who is 

playing the game as their target group.  By using convenience sampling and snowball sampling, 

most participants are researchers' friends or through their friends. and all the questionnaire are 

send out from social media accounts, such as Facebook, Snapchat, Twitter...ect. 

The researchers get 114 units replied in total, so that is more than minimum numbers. 
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4.7. Data analysis method 

4.7.1 Entering data, coding the data and cleaning data 

After the researchers get the answers from survey, the researchers need to enter all the data into a 

software program which can help researchers to do the statistical analysis, it is called Statistical 

Package for the Social Sciences (SPSS) (Bryman and Bell, 2015). In quantitative research, codes 

can be seen as tags which used on data about people or units in order to analysis the data easily. 

By doing this, researchers can assign the data relating to separate every variable into different 

groups, each of groups can be considered to be a variety of the variable in question. After doing 

this, use numbers to assign the each variety which can use computer to process the information 

(Bryman & Bell, 2015). Meanwhile, the data clean is after the researchers got the responses from 

survey, they need to do the consistency checks and treatment of missing responses.   

 

in this research, researchers will code the data into four groups, the questions of Screen placement 

were coded as Screen 1-3, and the script placement were to be coded as ScriptP1-3 and the plot 

placement were be coded as Plot 1-3, the depends variable is consumers' attitude toward brand 

were be coded as ConB 1-4 and the control questions were coded as Cont 1-4, there are two 

qualification questions in this study, since the paper will focus on the person who plays games so 

the qualification questions will be " Do you play games?" and "Have you ever seen or heard 

mentions of brands/ products in games you’re playing?" the qualification questions whether the 

participants will answer the questions with Yes or No, if he or she answered both qualification 

questions with Yes then he or she could continue to do the rest of the questionnaire. In this 

research, there is no data should be cleaned from the survey since the qualification questions were 

required to be answered in order to do the rest of questions. Meanwhile, the researchers also 

settled all the questions should be answered mandatorily so there is no missing data from this 

research.    

 

4.7.2 Descriptive Statistics 

Descriptive statistics are the numerical and graphical method that is used to organize, present and 

analyse data (Fisher & Marshall, 2009). They further explained that descriptive statistics are used 

to describe the variable in a sample that is dependent on the level of measurement. Of those kinds 

of measurement that are most common to describe the variable is dispersion and central tendency. 

Descriptive statistics according to Fisher and Marshall, (2009) have different types of measures 
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such as frequency distribution, means and standard deviation which standard deviation are the 

measure type of dispersion.  

 

To further measure out the data and the shape of the variables, Cain et al.,, (2017) explained in the 

article that to be able to read and understand the variables the researcher also use skewness and 

kurtosis. Skewness can be described as the mean of the sample which can take any value between 

negative infinity and positive infinity. This can also be for symmetric distribution such as a normal 

distribution there the expectation of skewness is 0. If the skewness is not 0 then the skewness will 

indicate that the distribution will “lean” to either positive or negative. This can also be described 

as if the skewness is positive then the skewness will have a right tail and negative will have left 

tail. Cain et al.., (2017) then explained what kurtosis is. Kurtosis can be associated with tail, 

shoulder and peakedness of a distribution. It often measures the increase of peakedness or 

decrease with flatness. In this case if the kurtosis is 0 then the kurtosis will have normal 

distribution. However, according to Field, (2009) discussed if the kurtosis show positive value 

then it will indicate a pointy and heavy-tailed distribution and if it turns into negative value, it will 

indicate a flat and light-tailed distribution. 

 

 

4.7.3 Statistical Package for the Social Sciences ( SPSS )  

SPSS is a software that has been used to calculate and statistical analysing quantitative data. With 

the help of SPSS it will help the researchers to conduct the results in a spreadsheet of the software 

and then use the result to build charts and tables. What can be included in the SPSS software are 

different kinds of basic statistical tests and multivariate analyses such as T-test, chi-square tests, 

Anova, correlations, regression, nonparametric tests, factor analysis and cluster analysis (SPSS, 

2019).  

 

4.7.4 Correlation analysis 

According to Field, (2009) a correlation analysis is a method to investigate a relationship between 

two variables. The two variables could be related into three different ways such as positively 

related, negative related and not related. To be able to express the relationship between the two 

variables statistically, a measurement can be used which is the correlation coefficient to carry out 

and interpret correlations. Bryman and Bell (2005) further explained that with the help of the 
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correlation coefficient, the scientist can provide information about probability to their hypothesis 

which later according to Field, (2009) can be tested that the correlation is different from zero (i.e 

different from ‘no relationship). 

 

When measure out the correlation how two variables are related to each other. The correlation 

coefficient number should lie between -1 and +1. When the coefficient number is +1, it indicates a 

perfect positive relationship between the two variables. If the coefficient value turns out to be -1, 

then it will indicate a perfect negative relationship between the two variables. However, if the 

coefficient number land on 0, it will indicate that is no linear relationship at all. If somehow the 

correlation coefficient number is below -1 or above +1 at the end results of the test, you can be 

sure something has gone wrong during the calculation process (Field, 2009). Taylor (1990) further 

explained that if correlations coefficient number would be 0.35 and under, then the value of the 

correlation would generally be considered as low or weak correlations. Between 0.36 to 0.67 

coefficient the correlation will be considered modest or moderate and 0.68 to 1.0 coefficient the 

correlation will be considered strong or high while 0.90 and up coefficient the correlation will be 

very high. 

 

4.7.5 Regression Analysis 

Regression analysis is one of the most commonly used statistical methods in practice, this method 

are mostly focus on examining the relationships between dependent variables and multiple 

independent variables. Regression analysis can be applicated in many scientific fields such as 

medicine, biology, economics, sociology, etc. The purposes of doing regression analysis can be 

explained in three- folds: 

(1) Establish a causal relationship between response variable y and regressors X1,X2….,Xn  

(2) Predict y based on a set of values of X1, X2…., Xn 

(3) Screen variables X1, X2…., Xn to identify which variables are more important than others and 

then to explain the response variable y so the causal relationship can be determined more 

efficiently and accurately (Yan and Su, 2009). 

 

Linear regression analysis is one type of regression analysis which to explain or predict the 

relationship between a dependent variable and one or more independent variables, when the case 

have only one variable is named the simple linear regression. However, if there are more than one 

explanatory variable then it called with multiple linear regression. In the other words, the researchers 
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will use simple linear regression when they want to examine the relationship between one 

independent variable and one dependent variable. Meanwhile, the researchers will use multiple linear 

regressions if they examine two or more independent variables (Yan & Su, 2009). 

 

F- value In the multiple linear regression, Bryan and Bell (2015) discussed that to be able to measure the 

significant level relationship between the dependent and independent variable it is  has to be able to evaluate 

the F-value. Bryan and Bell (2015) further explained there are three standards of the significant level which 

the researchers are following for testing the hypothesis. Those are either 90%, 95% and 99% of the significant 

level. 

 

4.8. Quality criteria 

4.8.1 Content validity 

Content validity can be called as "face validity" it a systematic approach to evaluate how well the 

content of a scale can represent the measurement. The researchers need to ask some other people 

to examine if the measure of scale items can cover the whole parts of domains. Which means if 

there is any of the major dimensions is lacking the scales designed is adequately. Validity is a 

subjective nature, Even though the content is validity but it still cannot represent the sufficient 

measure of the validity of a scale. However, when examining criterion validity it can helps with 

scale scores to be more formal evaluated. For doing the measuring whether the content is validity, 

the researchers can ask some professors who did relevant researches in the past, for helping the 

researchers to evaluate their questionnaires (Malhotra, 2010).  

 

In this study, the researchers found some relevant researches and scientific articles. At the same 

time, researchers were asked the help from two professors who are specialists from the marketing 

field to examines the questionnaire more than two times. After then the researchers asked some 

participants to do the peer researches which can help the researchers to test whether the 

questionnaire is easy to understand and also to enhance content validity. 

 

4.8.2 Construct validity 

Construct validity is the concept which has the attribute of addressing the question concerning 

what characteristics or what construct the scale is measuring. A researcher which is attempting to 
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answer a theoretical question concerning why scales work and what deductions may be considered 

concerning the underlying theory, is addressing construct validity. Furthermore, a sound theory 

concerning the nature of construct being measured and how it connects with other constructs is 

needed for the fulfillment and creation of an valid construct validity. 

Out of the group of all validities t to establish, construct validity is by far the most difficult one to 

do. This because of the fact that the concepts itself requires three sub-concepts to take into 

consideration in order to establish it. These parts are: convergent validity (how scales may 

correlate positively with other types of measure of the same construct), discriminant validity (how 

a measure may not may not correlate with other construct from which it is supposed to differ, and 

demonstrate lack of correlation), and finally nomological validity (How scales correlates in 

theoretically predicted patterns and paths with measures of related but different constructs 

(Malhotra, 2010). 

 

4.8.3 Reliability  

Reliability is about whether the results of a study are repeatable (Bryman & Bell, 2015). The word 

of reliability is mostly used to measures the result which are devised for concepts in business and 

management. To measure whether the concept is reliability or not, the procedures have to insure 

that the result has to replicable by someone else (Bryman & Bell, 2015). Malhotra, (2010) further 

explained that there are different kinds of reliability studies and for this research the authors has 

used internal consistency reliability. Malhotra, (2010) explained that internal consistency 

reliability is used to investigate and compare summated scale where several respondent are 

summoned to form a total score. Each item measures some aspect of the construct measure of the 

whole scale and the items should be consistent in what they indicate towards the characteristics. 

The measure for internal consistency according to Malhotra, (2010) is coefficient alpha, or in 

another word, Cronbach's alpha. Cronbach's alpha is used in quantity data analysis and it measures 

the average of all possible split-half coefficients resulting from different ways of splitting the scale 

items. The values of Cronbach’s alpha varies from 0 to 1, and a value of 0.6 or less indicates 

satisfactory internal consistency reliability (Malhotra, 2010).  
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4.9. Ethical Considerations  

Every paper should consider some form of consideration to societal issues as well as ethical issues 

to their work and these considerations should largely be bases in principles. 

General discussions surrounding ethical considerations of business research tends to revolve 

around specific issues of which may recur in different guises. The principles of ethical 

considerations can be usefully broken down into four main categories: 1. If there is harm to 

participants, 2. if there is a lack of informed consent, 3. if there is invasion of privacy or 4. if 

theres is deception involved (Bryman & Bell, 2015). 

Researches which are likely to harm an individual is unacceptable from an ethical perspective. 

Harm considered to participants can either be seen as physical harm, harm to self-esteem or 

possible harm to one's career even (Bryman & Bell, 2015). 

The problematic issue with collecting and maintaining consent based information is one of the 

largest taking debates in business research ethics. The discussions around this subject mostly tends 

to revolve around is usually know as covert or disguised observation. Hence, a participants 

identity is made anonymous for the sake of the participants. Principly, prospective research 

participants ought to be offered as much information as possible, which would equate to “as much 

as to make an informed decision concerning if they actually do or do not want to be a part of the 

survey (Bryman & Bell, 2015). 

The principle concerning fully informed consent furthermore entails that even when an 

individual's is aware that they are being asked to be included in research they should still be 

informed about the all-around research process. Another ethical issue which could be imposed on 

researchers whose research included people and the information about their life is invasion of 

privacy (Bryman & Bell, 2015). 

It is not an acceptable way of conduct to make transgressions on the one part of life which 

individuals hold most dear, in the pursuit of research. Privacy in this case is hence linked to the 

previous notion of respondents having an informed consent since informed consent is given on the 

grounds that an understanding of what participants involvement is to require. In the least, a 

participant needs to comply or acknowledge that the right to privacy has been surrendered so far 

as the information collected tin the survey goes. Though there is a difference between 

surrendering the right to privacy completely and simply understanding that the privacy concerning 

the information which is given is surrendered (this can be especially less privacy intrusive if 

respondents offer their information anonymously) (Bryman & Bell, 2015). 
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The very last ethical issue concerns deceptions and goes into the idea that researchers could be 

possibly “not upfront about their intentions or and process of work”. It basically occurs under a 

situation where authors do no illustrate their research as what it actually is but instead something 

else. Deception on scale could potentially be widely spread in research to some degree according 

to Bryman and Bell (2015). The motivations behind this deception is often in the want of limiting 

participants understanding of the research for the purpose of possibly making respondent manifest 

more natural answers. Certain code of ethics seemingly condone the kind of restricted way ethics 

scholars wish to make research be in to pursuit of assembling data which contain naturalness 

(Bryman & Bell, 2015). Concerning this work and this paper, there does not seem to many ethical 

concerns relating to the research made by the authors that need to be taken into account because of 

following reasons(largely because of anonymity being a factor). The possibility of potential harm 

come to respondents of this papers are seemingly unlikely since both anonymity and promises of 

anonymity are given to respondents by researchers. Harm may or may not only be possible in 

terms of self-esteem if respondents feel regret of sharing information or a lack of trust in the 

researcher. Because of anonymity though this seems unlikely. 

Second and fourth possible problem: lack of consent and deception also seems unlikely since a 

cover letter. The purpose of this letter is to inform the potential respondent about what the survey 

as about and the consent which they are giving to the researchers by filling it out. This information 

provided by the letter should cover for lack and information and definitely deception since it 

provides relevant information and inventions of collected data provided by respondents. A 

problem may only occur if respondents refuse, misses, or do not comprehend the letter. 

Seemingly, this is also unlikely. The final ethical consideration concerns invasion of privacy. An 

invasion of privacy seems fairly improbable considering that if previous ethical considerations are 

accounted for, respondents are willingly sharing information which they feel they can confidently 

share. As stated before, since anonymity is promised to participants, ethical issues are unlikely to 

occur. 

 

4.10. Societal consideration  

 

According to Bryman and Bell (2015) the researchers must consider what kind of studies the 

researchers are publishing to the society. Bryman and Bell (2015) further explains that societal 

issues can occur and affect society if the research studies in some way change behaviour of 
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individuals either positively or negatively. The researchers for this paper have taken social 

consideration when conducting this study about product placement that it should not affect in 

some way the society in a negative way. However, if the research is correct and have some merit 

to it. It can possibly mean that the marketers can use this information to exploit further for 

business purposes which in turn can affect external consumers from the questionnaire. Consumers 

who may not appreciate the marketer’s kind of research such as what is presented in this paper. 

5. Result 

5.1. Descriptive statistics 

 

The information gathered in this paper is based on the statement suggested by Bryman and Bell 

(2015) “business research”, that all data is coded after what the survey of the paper aims to find out. 

Authors and fieldworkers worked in relation to what data was found and put the data information 

into the program SPSS for the purpose of further analysis of collected information. Furthermore, 

another objective was to describe the details of the total sample used in the research and hence, 

descriptive statistics was utilized and included. 

The total amount of respondents who decided to complete the survey created by the authors of this 

work were 114. However, 22 respondents out of the total value of 114 were invalid/ not suitable for 

adding information on to the survey and hence needed to be cleaned from the work. (The reasons of 

determining if a respondents information was invalid and unfit for usage was determined in two 

questions: 

1, “Do you play games”  

2 “Have you ever seen or heard a brand or product in game”, 

Concerning variables surrounding general questions, the surveys respondents had a percentage of 

23.7 % which were females, while there was a 55.3% of respondents who were males. Concerning 

the age of the respondents of the questionnaire, 67.5% out of the total amount were between 18-28 

years of age, this was the highest filed out age group of the survey. On the other hand, the lowest 

age group of the questionnaire was 40 years old and above and had a percentage of 2.6%. The work 

also considered the control question regarding occupation. the highest category filled in by the 

respondents regarding this question were “student” which had a percentage of 53.5%. 1.8% out of 

the respondents filled out the category of “other” which showed itself to be the lowest choice of 

occupation category. 
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Lastly, another control question of great importance was regarding the frequency of gaming activity 

by the respondents. These questions had the purpose of determining how fit a potential respondent’s 

information was for the survey. Since it would check if the individual in question was active enough 

in games to be classified as valid sample. The highest filled out choice of gaming frequency was 

“Every day” which had a percentage of 32.5% while the lowest was “every second week” and had a 

percentage of 7.9%.  

 

Researchers of this paper have utilized the method of descriptive statistics, hence such concepts 

and values like mean, standard deviation, maximum and minimum values, kurtosis and skewness. 

Respondents information was collected and reshaped into credible data through having individuals 

answer their opinions and beliefs concerning questions about independent and dependant 

variables. Answers were shown by allowing respondent to fill in a number between 1 to 5 

describes their maximum or minimum/positive or negative attitude towards a statement. This 

method is based on the so called Likert scale which is a concept from (Bryman & Bell 2015).  

As can be seen from the table shown below, the lowest mean value from the questions stated in 

the questionnaire is Script_2 (2.84) while the highest mean value of the answered questionnaire is 

ConA_2 (3.78) 

Concerning mean average of the independable in the table shown below. The variables of plot had 

the highest average mean out all independent variables (3.32). Most items of variables have mean 

value around 3. Meanwhile, the standard deviation of the variable depicted below in the table, the 

lowest value of all variables is ConA_1 which has 0.992, However, this highest variable from 

standard deviation is ConA- 3 which has 1.248.  

Skewness is a value which is discussed and structured second too lastly in the table. The values of 

skewness should be expected to be somewhere in between 1 and -1 in order for it to be depicted as 

valid. In this research all of variables are accepted since every variable of skewness are under 1 

and over  -1. Kurtosis is the last value which is described in table 2.  This number depicted in the 

table should contain a number in between 3 and -3. If these requirements are met then the value 

can be seen as acceptable. 

Variable Minimum Maximum Mean Std. 
Deviation 

Skewness Kurtosis 

Screen_1 1 5 3.61 1.087 -0.498 -0.295 

Screen_2 1 5 3.28 1.092 -0.174 -0.416 

Screen_3 1 5 2.98 1.114 -0.124 -0.328 
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Script_1 1 5 3.21 1.211 -0.203 -0.839 

Script_2 1 5 2.84 1.128 0.119 -0.733 

Script_3 1 5 3.0 1.089 -0.156 -0.501 

Plot_1 1 5 3.29 1.190 -0.193 -0.817 

Plot_2 1 5 3.42 1.169 -0.423 -0.554 

Plot_3 1 5 3.27 1.130 -0.324 -0.451 

ConA_1 1 5 3.73 1.088 -0.82 0.277 

ConA_2 1 5 3.78 0.992 -0.65 0.033 

ConA_3 1 5 3.39 1.248 -0.543 -0.598 

 

Table 2: The descriptive statistics of the independent and dependent variables 

 

 

 

 

 

5.2. Quality Criteria 

 

5.2.1 Reliability: Cronbach’s Alpha 

 

When researchers were examined the reliability of this research, the Cronbach's Alpha value had 

been used in this research, Cronbach Alpha is a approach which can ensure reliability. As seen in 

the table 3 the lowest Cronbach's Alpha value is the variables of Script placement which has 

0.701,Thus in this research the minimum value of Cronbach’s Alpha are over- 0.6 so all of these 

variables are reliable. 

 

Variable Cronbachs Alpha Number of items 

Consumers attitude towards 
brand 

0.757 3 

Screen placement 0.757 3 

Script placement 0.701 3 

Plot placement 0.737 3 
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Table 3: The Cronbach’s alpha of the independent and dependent variables. 

 

 

 

 

5.2.2 Validity: Correlation Analysis 

 

In this research, the researchers were selected value of Pearson correlation as an approach in order 

the test the validity of this research. According to Hair et al., (2010) the correlation of independent 

variables should be between -0.8 and 0.8, then the correlated it is accepted. It is clearly to see in 

the table 4, the lowest Pearson correlation value was 0.572 and the highest Pearson correlation 

value was 0.612, Thus, all the variables are valid.  

 

Variable Screen Script plot 

Screen 1   

Script 0.612** 1  

Plot 0.572** 0.601** 1 

 

** Correlation is significant at the 0.01 level (2-tailed). 

Table 4: Correlation analysis of the independent variables 
 
 

 

5.3. Hypotheses Testing 

The method for this part of the paper, which the researchers have collected data for has been vital 

for the procedure of this work. The way forward in terms of result which has been applied, was 

through linear regression analysis. The relevant variables such as independent variable and 

dependant variables could be displayed in a clearer way and was used in order to establish if a 

relationship between the two variables existed. The very first model which can be seen in the table 

below of this chapter is model 1, which brings up calculated numbers concerning control 

questions/general questions. These questions include such things like age, gender, occupation and 

playing frequency. The following models which are illustrated in this same table concern model 2 

all the way to model 5. They describe the values given from examining relationships between 

independent and dependant variables. Independent variables include things such as screen, script 

and plot while the only dependant variable simply becomes consumer’s attitude toward brands.  
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In the table five, result outcome relating to the regression was investigated with dependant variables which 

can be illustrated in the paper. Individual control variables such as Frequency, occupation, age, gender was 

taken into which of them can have significant impact on consumers’ attitude toward the brands. However 

none of the control variables seemed to have any significance in terms relation to consumers attitude 

toward brands. 

 

It is clearly seen in Table 5, that the result of model 1 shows the F-value is 2.223 while the 

significant level showed 0.073 which are under 0.1. It means that the control variable had 

significant influence on the dependent variable, this also represent that Adjusted R2 is valid and it 

is 0.051 These values shows that the control variables explain 5.1% of  consumers’ attitude 

towards brand,  however there are 94.9% are influenced by other factors. because of  the 

researchers will not be centered on the control variables so the control variables will not be 

analyzed further more.  

 

Meanwhile, the aim of this paper is to explain how the product placement in game can affect 

consumers’ attitude toward brands (more specifically with screen placement, plot placement and 

script placement). The result comes from the three hypotheses where the F-value in model 5 

shows 14.240 and the significant level is 0.000. According to this result, the dependent variables 

have been impacted by independent variables. Thus, after the results, the researchers can begin to 

test all hypotheses. 

 

The basis for if a hypothesis becomes accepted or not relies on the fact of significance level. 

H1,significance level is resulted being at 0.004 which would indicate that the hypotheses 1 is been 

rejected. The same conclusion includes the hypothesis 2 since its significance value was illustrated 

to be 0.772, so the hypothese 2 is also been rejected. The only hypothesis which in the end was 

accepted out of all of the researchers hypothesis was H3 which ended up having a significance 

number of 0.000. 

 

Furthermore, statistics relevant for the hypothesis 1, 2 and 3 (screen, script and plot) are more 

detailed since they stated if a hypothesis was accepted or rejected. This section included detailed 

numbers from the model 5, such as R2 (0,543), Adjusted  R2 (0,505), Std. Error of the Estimates 

(0.64386), F-value (14.240) Sig(0.000)., Degrees of Freedom (df) Regression (7). The Value of, 

Adjusted  R2 (0,505) in model 5, indicates that around 50.5 % of consumers would possibly be 

influenced by the variables mentioned, such as screen placement, script placement and plot 
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placement. Others 49.5% may influence by other factors.  

 

 
 

Exp. 
sign 

Model 1 
Control 

Model 2 Model 3 Model 4 Model 5 Result  

Intercept 
 

5.062 

(0.567) 
2.745 

(0.576) 
3.025 

(0.629) 
1.531 

(0.616) 
1.246 

(0.593) 

 

Control Variable 

Age 
 

-0.207 
(0.197) 

-0.198 
(0.160) 

-0.173 
(0.173) 

-0,082 
(0.152) 

-0.112 
(0.146) 

 

Gender 
 

-0.054 
(0.208) 

0.000 
(0.170) 

0.033 
(0.184) 

-0.027 
(0.158) 

-0.001 
(0.153) 

 

Occupation 
 

 

-0.148 
(0.156) 

-0.094 
(0.127) 

-0.138 
(0.136) 

0.097         
(0.126) 

0.054 
(0.123)  

Frequency 
 
 

 
-0.175 
(0.067) 

-0.129 
(0.055) 

-0.111 
(0.059) 

0.002 
(0.053) 

-0.002 
(0.050)  

Independent variables 

Screen placement H1 ：Screen placement in games affect consumers attitude negatively towards brand. 

H1: - 
 

0.568 
(0.086) 

  
0.294 

(0.101) 
 

Rejected* 

 

Script Placement H2 ： Script placement in games affect consumers attitude positively towards brand 

H2: + 
  

0.483 
(0.093) 

 
  0.030 
 (0.105) 

   
   Rejected* 

Plot Placement H3: Plot placement in games affect consumers attitude positively towards brand. 

H3: + 
   

0.705 
(0.085) 

0.498 
(0.108) 

 

Accepted* 
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R2 
 

0.093 0.405 0.314 0.482 0.543 
 

Adjuste
d  R2 

 
0.051 0.371 0.276 0.452 0.505 

 

Std. Error 
of the 

Estimate
s 

 
0.89111 0.72553 0.77947 0.67740 0.64386 

 

F-value 

 
Sig. 

 
2.223 

 
0.073  

11.731 

 
0.000 

7.866 

 
0.000 

15.988 

 
0.000 

14.240 

 
0.000 

 

Degrees 
of 

Freedom 
(df) 

Regressi
on 

 
4 5 5 5 7 

 

 

*p<0.10; **p<0.05; N=92 

S.E. (standard error) is presented within parenthesis for each of the independent variables. 

Table 5: Multiple Linear Regression 
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6. Discussion 

 

6.1 Hypothesis 1 

Hypothesis 1 is based on the questions surrounding screen placement shown in previous tables in 

this paper. The expected result of this paper was anticipated to show that the hypothesis of screen 

placement was significant and therefore negatively numbered. However, as illustrated in the result 

of this paper in the “hypothesis testing”, findings were calculated to illustrate that H1 was in fact 

not significant and therefore rejected. H1 did in fact disprove itself since it demonstrated with a 

significance number of 0.004 that screen placement in fact did show positive connections to 

consumers attitudes which was no expected by the researchers of this paper. The result was 

expected to be negative, hence so that negative attitudes would be connected with screen 

placement, but this was apparently not the case. For these reason we reject the hypothesis 1 since 

negative attitudes were not found to be aimed towards screen placement. 

Both Russell (2002) and Chan (2016) state that their findings reveal that overexposure could be a 

causing reason for why screen placement could ultimately be viewed as rather negative since 

overexposure is mostly connected with this line of strategy. These authors argue that the actions of 

exposing screen placement at a higher frequency may lead to an increasing effect of negative 

attitude towards the brand. Chan and Russell discuss that the placement itself becomes perceived 

as unnatural and negative. 

The papers H1 followed this line of thought, however, the following results revealed to not be 

congruent with what previous theoretical framework predicted. Instead H1 became rejected since 

screen replacement resulted in a positive significant number instead of a negative one. In other 

words, results became opposite of what expected previous scholars thought. 

 

6.2. Hypothesis 2 

In this research, H2: Script placement in games affect consumers attitude positively towards a 

brand. However, from the table 6, the result of multiple linear regression model shows that 

hypothesis H2 is rejected, because the significant value of H2 was 0.772. Which means it is much 

higher than the standard number (0.05), so the result from this research shows that script 

placement in game affect consumers attitude negatively towards brand.  
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The research from Russell (2002) found consumers' attitudes toward brands more positive when a 

games plot connection and modality are congruent. Hence, an auditory is an effective strategy 

which can affect consumers' attitudes positively when it is under a placement-situation where 

auditory means are used and there is a high connection to the plot. Research from (Rolandelli et 

al,. 1991, Tuten and Solomon, 2015) explained that auditory script placement which presents a 

brand or product gives a more meaningful experience than visual information. When the 

brand/product placement connects with scripting strategy it will improve the realism and higher 

enjoyment of users. In those articles all of the authors show that script placement can affect 

positive consumers' attitudes toward a brand.  

 

However, in this research, the result shows the total opposite of what previous researches have 

argued. When only considering the relationship between consumers' attitudes towards brands and 

script placements, the significance level shows 0.000. (shows in table 5, model 3) These results 

show that there is a positive relationship between these two variables. However, in model 5, when 

it comes the final model the result shows the significant value becomes not significantly 

(0.772) which means when considering the Script placement with screen placement and plot 

placement, the result changed to negatively. Therefore, consumers' will have positive attitude 

toward the brands by script placement if it without other factors. 

 

6.3. Hypothesis 3 

Hypothesis 3 (H3) refers to plot placement in games and it was believed that this form of 

placement would affect consumers attitudes positively towards a brand. The data result in the 

multiple linear regression showed that H3’s significant value is 0.000, which means it is accepted. 

The result of the conducted hypothesis matches with the expectation of the researchers. With this 

result the researchers can conclude that the consumers will have a positive attitude with the help of 

plot placement towards the brand. This is the same as Russell, (2002) stated that lower plot visual 

stimuli did positively affect attitudes towards the brand. As well as what Escalas (2004) shows in 

the result “ if the psychological re-enactment summons positive emotions, those reactions get 

transferred to the advertised product/ brand” If we look at the table 4 and compare the other 

independent variables, plot placement has the greatest effect when it comes to attitude towards the 

brand. The beta value on H3 was 0.498 and in that regard showed that the customers are more 
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affected when it comes to plot placement and is influence of the customer’s attitude towards the 

brand.  

 

 

  

Figure 2: The result of how product placement in game can affect consumers' attitude toward the 

brand  
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7. Conclusion  

In this study, the research was aimed to explain how the product placement in game can affect 

consumers' attitude toward brand such as screen, script and plot placement.  The research was also 

aimed to see if the product placement in games has a different attitude towards the brand 

compared than the previous studies that indicates product placement gave a negative impact to the 

brands. The result after analysing the data which was conducted for this research shows 

hypotheses of screen placement and script placement have been rejected. This means the screen 

placement has positive relationship with consumers' attitude toward the brand and the script 

placement has negative relationship with consumers attitude towards the brand. However, for the 

plot placement, the result showed that the hypothesis which the researcher conducted if the plot 

placement has a positive relationship with the consumer’s attitude toward the brand was accepted. 

 

Thus, as a summary, both screen placement and plot placement have positive relationship with 

consumers' attitude toward the brands. On the contrary, Script placement shows the relationship 

negatively. This indicates that the consumers who plays games has a more positive attitude 

towards the brand using screen and plot placement than script placement but also a better attitude 

when it comes to product placement in games compared from the previous studies. 

 

8. Implications, Limitations and Future Research 

8.1. Theoretical Implications 

According to the research from Russell (1998) and Tuten and Solomon (2015) there are three-

dimensional concepts are important in product placement which are: screen placement, script 

placement and plot placement. And also Vashisht (2017) shows to understand how to placed the 

brands in product placement in game is an important factor which can affects consumers' attitude 

toward brand. However, there are no researches about how to placed product placement in game 

can affect consumers' attitude toward the brand more specifically which incorporate with those 

three- dimensional. Due to this, this research contribute the theoretical implications in how each of 

product placement (Screen placement, Script Placement and Plot Placement) in game can affect 

consumers' attitude toward brand. 
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8.1.1 Managerial Implications 

The managerial implication for this research is for helping the companies that want to invest 

money in product placement in games. But also how brand or the product should be placed the 

best way in the games so the consumers that plays the game have a positive attitude towards the 

brand which in this case screen, script and plot. As the results indicated in this research, the 

companies should think about when putting the brand or product into the game, they should 

consider either using screen placement or plot placement. The consumers indicates according to 

the research gave a more positive attitude towards the brand when screen placement and plot 

placement was placed in the game compared to the script placement that gave negatively attitude. 

It is also important for the companies to in a creative way to place the brand or product so it fits 

the story of the game and enhance the realism of the game so it looks like the real world. Which in 

this regard according to the study, the consumers placed the most important factor of product 

placement in games.  

 

  

8.2. Future Research  

For the future research, the researchers suggest to use qualitative research to indicate more factors 

through the product placement in game which will affect consumers' attitude toward brands. 

Meanwhile, in this research because the limitation of the time so the researchers only can get a 

small part of sampling, and most participants are students, so it would be interesting if other 

researchers can use random sampling approach to get more different kind of samplings .   

 

 

8.3. Limitations  

 Since the researchers were focus on how product placement in game can affect consumers'' 

attitude toward the brand, according to three-dimensional, the researchers found that is was hard to 

find articles which is about script placement. so the research literature from previous was limited. 

Meanwhile, the research is about the product placement in game, thus, researcher can only do the 

survey with people who play games or have been play games before, due to this, the participants 

of this researchers are limited and it was hard to find the participants who can satisfy the require. 
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Index 

 

 
 

Control Variable Frequency Percentage 

CQ_1   

Yes 100 87.7 

No 14 12.3 

CQ_2   

Yes 100 87.7 

No 14 12.3 

Descriptive statistics of the control variables 
 
 
 
 

General variable Frequency Percentage 

GenQ_1   

Female 27 23.7 

Male 63 55.3 

Other 2 1.8 

Total 92 80.7 

Missing 22 19.3 

Total (missing included) 114 100 

GenQ_2   

17 or under 4 3.5 

18-28 77 67.5 

29-39 8 7 

40 or over 3 2.6 

Total 92 80.7 



 

 

X 
 

Missing 22 19.3 

Total(Missing included) 114 100 

GenQ_3   

Student 61 53.5 

Worker 26 22.8 

Unemployed 3 2.6 

Others 2 1.8 

Total 92 80.7 

Missing 22 19.3 

Total(missing inlcuded) 114 100 

CenQ_4   

Every day 37 32.5 

Three to six times a week 27 23.7 

One to two tims a week 14 12.3 

Every second week 9 7.9 

Less than above 27 23.7 

Total(missing inlcuded) 114 100 

Descriptive statistics of the general variables 
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