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This dissertation contributes to the body of literature on consumer behavior and 

marketing communication by exploring how brand mentions in music influence memory, 

attitudes, and purchase intentions. Even though the definitions of product placement have 

expanded to include a variety of media, there is no scholarly literature that explores this 

phenomena.  More importantly, there are conceptual differences between product 

placement and brand mentions that differentiate this form of promotion.   

Thus, two studies were conducted to test the influence of brand mentions on hip-hop 

consumers ages 18-36.  Study One (n=204) used a hip-hop song created specifically for 

this research with four brands in the lyrics with varying degrees of prominence in the 

song and congruence with hip-hop culture.  Three fictitious press releases were also used 
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to manipulate perceived initiator.  A 3x2x2x2 repeated measures with between subjects 

design was employed to analyze the effects of the executional factors (prominence and 

congruence), perceived initiator and primary beneficiary, along with involvement on the 

dependent variables.  In Study Two, 30 in-depth interviews were conducted to gain a 

deeper understanding of the phenomena in Study One.   

The overall findings suggests that brand mentions may be an effective tool to increase 

brand awareness.  In Study One, highly prominent, incongruent brands were remembered 

more in comparison to high prominent congruent brands, but this effect was reversed in 

the low prominent conditions. In addition, 87% of the subjects were able to recall at least 

one brand mentioned in the song.  Highly involved participants had more favorable 

attitudes towards the brands than low involved participants.  However, the difference was 

most evident in the rating of congruent brands.  The hypothesized interaction between 

perceived initiator and involvement was not supported.  Additionally, the findings did not 

support the predicted effects of perceived primary beneficiary.  However, findings in 

Study Two reveal possible explanations.  Study Two also revealed four emergent themes 

that influence the effectiveness of brand mentions in hip-hop music:  third person effect, 

authenticity, consumer skepticism, and ethics.  The current research is the first attempt to 

tackle this phenomena empirically.  Thus, there were some limitations as well as many 

future research directions. 
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Chapter 1 

 

Introduction and Purpose 

 
Doesn’t like dice games, with sharpies and frauds 

Won’t go to Harlem, in Lincolns or Fords 
The Lady’s a Tramp, Frank Sinatra 

 

―Shake it like Jell-O, make the boys say hello 

‗Cause they know I'm rockin' the beat‖ 

1, 2 Step, Ciara ft. Missy Elliott 

 

Deutschmarks or dollars 

American Express will do nicely, thank you. 

Private Dancer, Tina Turner 

 

Shawty Whachu Think Bout That 

Find Me In The Grey Cadillac 

Buy You a Drank , T-Pain 

 

―Take me out to the ball game, 

Take me out with the crowd. 

Buy me some peanuts and Cracker Jack” 

Take Me Out to the Ball Game, Jack Norworth 

 

The words above are not snippets of commercial jingles. In fact, they represent a 

minute example of the many brands that are mentioned in music lyrics.  Interestingly, the 

presence of brands in music is not a new phenomenon.  Particularly, Jack Norworth‘s 

baseball anthem Take Me Out to the Ball Game was written in 1908.  Since then, the 

phenomena have spread across genres and continents.  For example, in 1936, French 

artist Marie Dubas recommended the pharmaceutical brand Charbon Belloc in Le Tango 

Stupefiant (The Narcotic Tango) and in 1947 Andre Bourvil mentioned Jeep in Le 

Bougie. According to Lehu (2007), the presence of brands in French music has remained 

prevalent including brands such as Cartier, Ferarri, Harley Davidson and Dom Perignon.  
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American music has reflected this popularity of brands as well.  For example, Janis Joplin 

revealed her tongue in cheek desire for a Mercedes-Benz on the 1971 album Pearl, and 

the Eagles mentioned Tiffany and Mercedes in Hotel California.    

The hip-hop classic, Rapper’s Delight by Sugar Hill Gang (1979), introduced 

brand mentions into hip-hop.  In particular, the lyrics include references to the Lincoln 

Continental and Cadillac brands along with repeated mentions of Holiday Inn in the 

chorus.  Run DMC was also an early leader in the history of brand references in hip-hop 

music.   The group‘s 1986 hit, My Adidas, mentioned the brand 22 times in the song, 

which later led the company to give the rappers a shoe contract.  More recently, the spike 

in brand presence in music has been attributed to hip-hop artists.  In fact, PQ Media 

estimated that companies are investing approximately $30.4 million in the placement of 

brand names and products in songs, despite the valence of the mention (Lehu, 2007).  

While some artists argue that the use of the brands are a reflection of artistic power, 

others have openly recognized having been paid to mention certain brands in their lyrics.  

This promotional tactic has formed a new sector of brand placement in media.  This 

dissertation contributes to the consumer behavior and marketing communications 

literature by exploring how brand mentions in hip-hop music influence brand related 

cognition (recall), affect, and purchase intention.  

As noted previously, not all brand mentions are paid; however, there are instances 

in which payment occurs. Under these circumstances, paid brand mentions may be 

categorized as a form of product placement and/or masked art hybrid messages.  (For 

further explanation, please see the Hybrid Messages section on page 9.) While the 
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product placement literature has expanded to include a variety of media, there is no 

research that explores the effectiveness of brand mentions in music (Balasubramanian, 

1994; Steorz, 1987; Karrh, 1998). Nevertheless, product placement research provides 

some insight for investigating how brand mentions affect recall, attitude towards the 

brands, and purchase intentions.  In contrast, there is limited research exploring masked 

art hybrid messages.  Interestingly, brand mentions that are completely artistic and lack 

payment complicate the categorization of this tactic. Thus, I use two studies in which I 

apply processing theories such as the Elaboration Likelihood Model, McCracken‘s 

Meaning Transfer Model, and the Persuasion Knowledge Model to investigate the 

complexity of brand mentions in music (Petty, Cacioppo, and Schumann, 1983; 

Balasubramanian, 1994; McCracken, 1989; Friestad and Wright, 1994).   

  Specifically, the first study employed a 3x2x2x2 within subjects design with 

between subject variables to test the effects of 1) prominence of the brand mention, 2) 

congruence of the brand with hip-hop culture, 3) perceived initiator of the brand mention, 

and 4) involvement of the participant with hip-hop music and culture.  In Study Two, 30 

in-depth interviews were conducted with hip-hop enthusiasts to extend the findings in 

Study One.  Overall, my research contributes to the consumer behavior and marketing 

communications literature by developing and/or applying fresh methodological 

approaches to understanding brand mentions.   
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Overview of the Chapters 

Chapter 2 contains a review of the extant literatures on hybrid messages with a 

focus on product placement and brand mentions.   In Chapter 3, the theoretical 

framework and corresponding hypotheses for this research are addressed.  Chapter 4 

presents the methodology and analysis of Study One.  Chapter 5 follows with the 

methods, results, and discussion of Study Two.   Finally, Chapter 6 provides an overview 

of the results, practical and academic implications, limitations and future research.    
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Chapter 2 

Literature Review 

Culture represents a psychological and emotional programming that partly 

determines attitudes and behavior (Briley and Aaker, 2006). Consumer behaviorists 

suggest that culture impacts persuasion, cognition, affect, and behavior (Luna and 

Peracchio, 2001; Williams and Qualls, 1989; Aaker and Maheswaran, 1997).  More 

importantly, research has also demonstrated that culture helps to provide clarity and 

predictability to consumer choices (Gaines and Reed, 1995; Zhang and Neelinkavel, 

1997).  The culture that is embodied in hip-hop music and related social norms and 

behaviors is the interest of the current research.  

 

Hip-Hop Culture 

There has been some inconsistency regarding the precise inception of hip-hop 

culture; however, most trace its origins to the inner city of New York in the 1970‘s 

(Watkins, 2005; George, 1992; Rose, 1994; Osumare, 2001). Some scholars argue that 

hip-hop culture offered struggling urban youth a positive outlet to cope with the harsh 

realities of urban life (Rose, 1994; Lipsitz, 1994). Afrikka Bambataa, an icon within hip-

hop culture, stated that he used hip-hop as a way to engage young people in creative 

activities.  Particularly, he taught youth to use creative word play or rapping (similar to 

African storytelling) competitions to handle disputes (Alim, 2006).  The culmination of 

rapping or emceeing along with three other elements (break dancing, graffiti art, and 
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deejaying) remains the most prevalent definition of hip-hop culture (McLeod, 1999; 

Rose, 1994; Watkins, 2005).  The following section will briefly describe each element.  

Graffiti art is the visual element of hip-hop culture and includes a unique logo, 

signature, or style established by an individual or group of graffiti writers that is painted 

or marked on a public space (Maxwell, 1997).  Signatures are also called tags and 

represent the writer‘s graffiti name. Breaking, break dancing or b-boying/girling refers to 

the dancing element of hip-hop culture (Maxwell, 1997; Rose, 1994).  Break-boys/girls 

would dance during an instrumental break or bridge in the music being played by the 

deejay (Dalecki, 2006). The use of turntables to intertwine or loop rhythmic beats and/or 

songs is the act of deejaying. Skilled deejays are expected to flawlessly mix music in 

some cases cutting backwards and forwards within one or more songs (Maxwell, 1997; 

Bennett, 1999).   The last element of hip-hop to emerge was the vocal component:  

emceeing and rapping.   The task of early emcees was to instruct the break dancers and 

exhort the crowd.  Interestingly, the evolution of emceeing led to the popularization of 

modern day rap.  According to George (1992), rap originates from African storytelling 

and slave narratives.  A similar linguistic adaptation include signifying or ―playing the 

dozens‖ which is described by Labov (1972) as the use verbal word play usually focuses 

on the competitor‘s mother and tends to use hyperbolic insults.  However, modern day 

rap is defined as ―a narrative form of vocal delivery which is spoken in a rhythmic patois 

over a continuous backbeat‖ (Bennet, 1999, p. 78).  (More information on the origin of 

rapping/emceeing, graffitting, break dancing or deejaying can be found in Maxwell 

(1997), Rose (1994), Toop (1991), Stapleton (1998), Spiegler (1996), George (1992), and 
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Watkins (2005).)  As previously noted, past definitions of hip-hop refer only to the 

culmination of the four elements without considering the other factors frequently used to 

characterize or describe culture.  Thus, in this research, hip-hop culture is defined as the 

shared fashion, music, dance, art, swagger/attitude, language, and experiences of anyone 

participating or consuming one or more of the four elements (Osumare, 2001; Motley and 

Henderson, 2007; Smitherman, 1997; Androutsopoulos, 2003; Alim, 2006).   

In the past twenty years, hip-hop culture has moved from the ―margin to 

mainstream‖ (Stapleton, 1998).   Similar to other popular music cultures, hip-hop‘s 

transition has received much attention from cultural and educational powerhouses in the 

United States.  In fact, the Smithsonian added an exhibit to honor the history of hip-hop, 

National Geographic completed an extensive ethnographic study of the cultural 

phenomena across the globe, and Harvard‘s Hip-hop Archive has gained popularity as a 

scholarly institution (Motley and Henderson, 2008; Abe, 2007; McBride, 2007).  

Concurrently, consumer data suggests the growing importance of hip-hop culture 

in the market.  In particular, there are approximately 50 million hip-hop consumers in the 

United States and more than 100 million worldwide, with the coveted 18 to 34-year-old 

segment comprising 66 percent of this group (Motley and Henderson, 2008; Kaikati and 

Kaikati, 2004). Additionally, hip-hop consumers are diverse in race, ethnicity, and 

socioeconomic status (Watkins, 2005).  While many would agree that hip-hop is rooted in 

African-American culture (Rose, 1994 Nelson, 1992; Kitwana, 2002; Watkins, 2005), 

Latinos have played a part in its dissemination (Smitherman 1997; Cutler 2007).  

However, in 1992 when hip-hop launched into the mainstream, a new face in hip-hop 
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emerged.  With the introduction of Yo! MTV Raps, white suburban youth began to adopt 

and mimic the cultural fashion and behavior presented by hip-hop artists (Spiegler, 1996).  

As of 2007, about 40 percent of American hip-hop consumers are white with a similar 

proportion living in suburban areas (Alloy Access, 2007).  The spread of hip-hop culture 

throughout the world has also expanded the demographics of the group.  Hip-hop 

research has noted an adoption of the culture from Japan to Australia (Motley and 

Henderson, 2008; Maxwell, 1997).  As expected, the growth of the hip-hop consumer 

segment has increased spending across certain product categories.  In particular, Alloy 

Access (2007) noted the hip-hop consumer market has $90 billion in annual discretionary 

spending across the entertainment, technology and fashion categories, and it is estimated 

to grow to $644 billion by 2010 (Brown and Washton, 2006).     

In an effort to reach this vital segment, marketing practitioners have responded by 

developing nontraditional events, advertisements, sponsorships and hybrid messages that 

fall within the four cultural elements of hip-hop (George, 1992; Simmons, 2001; 

Watkins, 1998; 2005).  Since hip-hop music has remained the strongest connector 

between the members of hip-hop culture (Watkins, 2005), marketers have started seeking 

opportunities for their brands to be mentioned in the music. In 2003, there were 82 brand 

names referenced in hip-hop songs noted in the Billboard Top Twenty, and 105 brands 

mentioned in the same list in 2004 (James, 2004; 2003).  While there were only 62 brands 

mentioned in the 2005 report, the beverage and weapons categories exceeded the 

previous years (James, 2005).   
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At a glance, brand mentions are most comparable to hybrid messages, more 

specifically product placement and masked art hybrid messages.  However, there are 

distinct differences that make brand mentions in music unique.  Thus, it is important to 

define each construct and identify similarities and differences in order to further 

investigate brand mentions in hip-hop.   

 

Hybrid Messages 

Consumer skepticism, promotional avoidance, and clutter have caused many 

marketers to turn to less intrusive methods of reaching consumers, such as hybrid 

messages (DeLorme and Reid, 1999; Gupta and Lord, 1998; Karrh, McKee, and Pardun, 

2003; Balasubramanian, 1994).  Balasubramanian (1994) defines hybrid messages as paid 

attempts to persuade consumers with communications that project a non-commercial 

tone.   In addition, hybrid messages are subcategorized in two ways: emergent or 

established.  Emergent hybrid messages in comparison to established hybrid messages 

have less notoriety, regulatory attention, and history. Examples of established hybrid 

messages include product placement, program tie-ins and program length commercials 

while emergent hybrid messages include masked spokespersons, masked news, masked 

celebrity and masked art hybrid messages.   Program tie-ins are a contractual agreement 

between a product sponsor and program source.  With this type of hybrid message the 

brand agrees to buy advertising spots in exchange for exposure during the program.  

Program length commercials are synonymous with infomercials.  Product placement, 

which will be described in great detail in the following section, is defined in the current 
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research as the paid inclusion of a brand in media programming. Alternatively, emergent 

hybrid messages generally encompass promotional tools that mask the promotional intent 

of a celebrity or spokesperson, news programming, or art form.  As noted earlier, brand 

mentions are most similar to two types of hybrid messages:  masked art hybrid messages 

and product placement.  See Table 2-1 for an overview of the construct applied in the 

current research.   

Masked art hybrid messages include “any work of art (painting, sculpture, song, 

or literary work) that features branded products with deliberate (but usually not obvious) 

commercial intent.”  For example, a series of Bantam romance novels gave a detailed 

description of the female protagonists’ hair color that matched the hues of the new line of 

Clairol’s hair-dye.  As a promotional tie-in, 50-cent coupons were included for the brands 

written into the novel (Aslop, 1988; cited in Balasubramanian, 1994).   

Table 2-1:  Overview of Constructs 

 Product 

Placement 

Masked Art 

Hybrid Messages 

Brand 

Mentions 

Brand 

Hijacking 

Paid Yes Yes Yes/No No 

Commercial 

Intent 

Yes, but not 

obvious 

Yes, but not 

obvious 

Yes/No 

Brands can be 

mentioned by an 

artist 

No 

Control over 

product 

placement 

Partial:  depends 

on  other factors 

such as plot 

connection, etc. 

Partial:  depends 

on the contractual 

agreement 

between media 

and brand. 

Partial:  depends 

on contractual 

agreement or 

payment 

None 
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However, the most popular and regulated hybrid message is product placement 

(Avery and Ferraro, 2000; Balasubramanian, 1994; Adamson, 1996; Wenners, 2004).  

Even with new technological developments, consumers are unable to escape the 

commercial content of products and brands placed in movies, video games, or in this 

case, hip-hop music.  Longer life cycles of product placement serve as a benefit as well:  

DVD/video releases, frequent air play of songs, and video game play provide repetitive 

exposure  to the placed brands (Morton and Friedman, 2002).  For example, ―Pass the 

Courvoisier,‖ a popular hip-hop song by Busta Rhymes, was played more than 97,000 

times on the air (Roberts, 2002). Consequently, the definition of product placement has 

changed along with its popularity. 

Steortz (1987) first described product placement as the insertion of a brand name 

or trademarked package or product in a film, music video, or television show.  Nebenzahl 

and Secunda (1993) expanded the idea by incorporating payment into their definition of 

product placement.  In their research, product placement is ―the inclusion of consumer 

products or services in motion pictures distributed to theaters by major Hollywood 

studios in return for cash fees or reciprocal promotional exposure for the films in 

marketers‘ advertising programs" (Nebenzahl and Secunda, 1993, p. 2).  

Balasubramanian (1994) described product placement as a paid product message intended 

to influence a movie or television audience via a planned, inconspicuous placement of a 

branded product into the movie or television program. His definition offered information 

about the intent of the advertiser as well as the covert nature of the placement but 

remained limited to movies and films.  Karrh (1998) included more media types in his 
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definition by recognizing product placement as the "paid inclusion of branded products or 

brand identities, through audio and/or video means, within mass media programming" 

(Karrh, 1998, p. 11).   For the purpose of the current research, product placement is 

defined as a planned and paid (or bartered) yet inconspicuous insertion of a brand name, 

logo, or product within audio and/or video mass media.   

When compared to traditional forms of marketing communications, product 

placement diverges on two crucial dimensions: the presentation of the sponsor and the 

importance of the commercial message (Nebezah and Jaffe, 1998).  In traditional 

advertising, the sponsor of the message or product is clear to the audience.  

Consequently, the persuasive intent of the message is salient as well.  In most cases, the 

communication message is secondary to the persuasive message (Nebezah and Jaffe, 

1998; McCarthy, 2004).  Alternatively, product placement and other forms of hybrid 

messages are frequently used to disguise the sponsor and commercial intent and align the 

brand with the desirable characteristics of the medium in which it is embedded.  While 

the purpose of the placement by the brand is persuasive, good placements should fit into 

the context of the story and are usually secondary to the communication message (high 

plot connection). In essence, ensuring that the audience understands the storyline or 

communication message is most important compared to the promotion or persuasive 

message about a brand placed in the media.  Based on these dimensions, brand mentions 

in music (particularly paid) may be considered a form of product placement and masked 

art hybrid messages.   
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Figure 2-1:  Categorization of Brand Mentions 

  
 

From a definitional standpoint, assumed payment and commercial intent 

complicate the categorization of brand mentions in hip-hop as either a product placement 

or masked art hybrid message. While some artists have recently received payments for 

the mentions, many of the brands that are heard in the lyrics are artistically motivated, 

unpaid, and lack commercial intent (on behalf of the brand).  In these cases, the 

placement of the brand within the music may be used to enhance the plot or status of the 

artist or serve as a tribute to the brand (Kiehl, 2004).  Subsequent endorsement deals 

(following a brand mention) also obscure the classification of brand mentions.  For 

example, an artist may not receive compensation up front for a brand mention, but may 

later receive sponsorship for a concert or post hoc payment for the placement.  Thus, 

brand mentions in music are defined as paid or unpaid inclusion of a brand in the lyrics of 

Hybrid 
Messages

Established

Product 
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in Music

Other Forms
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movies, etc.)
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(novels, etc.)
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a song. With this in mind, it is difficult to characterize brand mentions as easily as other 

branded messages in mass media.   

Brand mentions in music, product placement and hybrid messages are similar in 

that brand owners have little control over the depiction of the brand (Gangadharbatla, 

2006).  This concept of control is even more evident in brand mentions that are initiated 

by the artist or brand hijacked (Motley, Henderson, and Ferguson, 2008).   Wipperfurth 

(2005) suggests that brand hijacking occurs when consumers shift the brand image or 

identity in a different direction than what was planned by the brand.  This form of co-

branding has popularized many luxury products within the hip-hop market (i.e., Cristal, 

Tommy Hilfiger, and Prada).  Responses to brand hijacking by the actual  brand holders 

have been mixed.  While some companies have quietly reaped the benefits of the growth 

within the hip-hop consumer segment, others have openly recognized their disapproval of 

their brands being connected to hip-hop culture (Spiegler, 1996).  For instance, the 

managing director of Louis Roederer champagne (Cristal‘s holding company), Frederic 

Rouzaud, characterized the popularity of the brand with hip-hop consumers as 

―unwelcome attention.‖   In response, Jay Z (a popular hip-hop mogul and rap artist)  

publicly  denounced the brand, removing it from his lyrics and personal life (Asim, 

2006).  While popular press highlighted the controversy both online and in print, the 

ramifications of this conflict have not come to fruition in sales or brand attitude data.   

Despite the growing presence of brands in music, there are no studies that 

empirically examine its effectiveness.  The current research is designed to fill this gap.  

Notwithstanding the aforementioned conceptual discrepancies between brand mentions 
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and popular hybrid messages, product placement and masked art hybrid message 

literature seems most appropriate as a foundational base.  However, masked art hybrid 

messages have remained understudied while product placement has received much 

attention in research.   Therefore, the following section will present a detailed overview 

of the product placement literature as well as popular press articles and sales data 

regarding brand mentions.   

 

Brand Mentions in Music 

Brand mentions have seemingly become a popular trend in music, particularly in 

hip-hop.  As previously noted, the effectiveness of this form of promotion has not been 

tackled in research.  Thus, sales data and popular press examples will be used to 

demonstrate some possible effects of mentioning brands in hip-hop music. 

 In 2003, Petey Pablo mentioned Seagram‘s Gin in his popular song Freek-A-Leek.  

Following the mention, Seagram‘s noticed a two-digit sales increase (Graser, 2005).  

Similar results were reported by Courvoisier in 2002 after the release of Pass the 

Courvoisier by Busta Rhymes and P. Diddy.  These effects were minimal when 

compared to the brand rejuvenation experienced by Cadillac following more than ten 

mentions of the brand‘s Escalade line in hip-hop lyrics in the early 2000‘s.  Sales data 

demonstrated the most dramatic change within the age demographic.  In fact, the average 

age of a Cadillac owner decreased by 12 years (Lehu, 2007).   However, the effects of 

brand mentions, or the pursuit of them, are not always as lucrative.  Consumers 

responded negatively when it was revealed that McDonald's sought to pay artists to 
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mention the Big Mac in their songs (Graser, 2005; Kiley, 2005).  Besides the presentation 

of sales data and media reports, the literature examining the effect of brand mentions in 

music is limited.  Thus, the following section will give a detailed review of a similar 

tactic -- product placement. 

 

Product Placement 

Some authors have suggested that product placement dates back to the mid 1890's 

at the birth of films (Newell and Salmon, 2003).  However, the influence of product 

placement was not recognized until 1938 when Clark Gable removed his undershirt in It 

Happened One Night, which allegedly caused sales of undershirts to sink (Zazza, 2003; 

Gangadharbatla, 2006).  Some other popular examples include: Mildred Pierce (1948), 

which showed Joan Crawford drinking Jack Daniels whiskey (Nebenzahl & Secunda, 

1993) and Destination Moon (1950), which showcased four space travelers drinking 

Coca-Cola and wearing Lee jeans.  However, placements during this period were not as 

organized or intentional (Avery and Ferraro, 2000).  For instance, the Jack Daniels boxes 

shown in Mildred Pierce were originally used as props and gifts for the cast members and 

not as planned placements by the brand (Spillman, 1985).  In more recent history, product 

placement agreements can range from a mere appearance in a scene to fully integrated 

tie-ins such as the BMW Z3 tie-in with GoldenEye of the James Bond movie franchise 

(Fournier and Dolan, 1997; Moon and Herman, 2002).  With a tie-in contract, the brand 

is allowed to remind or inform the consumer that their brand  is placed in the film.  In the 
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case for BMW, this included giveaways, special product orders, and traditional forms of 

promotions (Lehu, 2007).   

In the 1980‘s, the interest in product placement grew after a soft-spoken 

extraterrestrial was lured from its hiding place with Reese‘s Pieces candy in the 

blockbuster movie E.T. (Karrh, McKee, and Pardun, 2003).  Following this placement, 

Reese‘s reported a short term 65 percent sales increase (Miller, 1990; Gangadharbatla, 

2006).  Along these lines, Red Stripe beer, a Jamaican-based brand, noted a 50 percent 

surge in sales after its appearance in The Firm (Neer, 2004). Television placements have 

also noted similar effects. For instance, Nick and Nora pajamas reported a 35 percent 

increase in sales between 1995 and 1998 when Calista Flockhart wore the pajamas in her 

role as Ally McBeal (Carter, 2000; Stanley, 1998; Russell and Stern, 2006). Overall, 

product placement deals have grown in popularity and price. In 2004, television 

placements in the United States increased by 46 percent (Kaplan, 2005).  Additionally, 

the market value of product placement across all media increased from $3.5 billion in 

2004 to $4.2 billion in 2005 (Kim and Lennett, 2006). By 2010, non-paid or barter 

product placement is expected to increase to $13.96 billion (Kaplan, 2005).  In addition, 

Fawcett (1993) found more than 1,000 brand placements during a 24-hour period spread 

over four network television stations. Consumer reactions to product placement have left 

both practitioners and researchers with some interesting findings.  The following 

paragraphs will discuss these findings in detail.  

After surveying 171 college students, Nebenzahl and Sucunda (1993) found that 

respondents preferred covert marketing tactics such as product placement when compared 
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to traditional tools.  In addition, a study by Daugherty and Gangadharbatla (2005) 

suggests that consumers found product placement to be more effective at stimulating 

interest than traditional advertising.  Research has identified several factors that affect the 

acceptance of product placement.  Past research has demonstrated that younger audiences 

are more likely to buy a product when it is associated with an actor or actress  whom they 

admire (DeLorme and Reid, 1999).  Similar to more traditional advertising, an 

individual‘s overall attitudes towards advertising or promotional tactics can affect the 

effectiveness of a placement (Shimp, 1981; Mitchell and Olson, 1981; Lutz 1985; La 

Ferle and Lee, 2002; DeLorme and Reid, 1999; Gupta, Balasubramanian, and Klassen, 

2000; Daugherty and Gangadharbatla, 2005; Gangadharbatla, 2006).  From a cross-

cultural view, Americans are more accepting of product placement in films.  Karrh, et al. 

(2001) found that Americans are more attentive to the brand placements than are 

Singaporeans.  Additionally, their findings suggest that Singaporeans focus more on the 

ethics of, and governmental restrictions on, product placement.  In comparison to Chinese 

consumers, American consumers were more positive; however, both groups exhibited 

higher levels of skepticism when product placement included ethically charged products 

such as tobacco and alcohol (MacKechnie and Zhou, 2003).  Therefore, product type is 

another factor that influences the reactions of the public to product placement.  More 

specifically, the promotion of vice products through product placement has gained a great 

deal of attention from consumer advocacy groups, researchers and the media (Grube, 

1993).  Some argue that product placement that promotes vice products is far more 

deceptive than traditional advertising because consumers are not as aware of the 
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persuasive content and are more vulnerable (Bergman, 1989).  In addition, research has 

shown that participants are less accepting of placements for vice products; however, this 

effect was moderated by the consumer‘s movie watching frequency and gender (Gupta 

and Gould, 1997).  Overall, individuals who watched movies more often or who were 

male were more tolerant of ethically charged placements. 

The literature also indicates that age may impact the response to product 

placement.  According to a global study conducted by WPP Group's Mediaedge, 

"younger consumers respond better to product placement in movies and are more likely 

to consider trying a product based on seeing it in a film.‖ (Hall, 2004).  Furthermore, 16 

to 24-year-olds were on average eleven percent more likely to notice a product placement 

than 35 to 44 and 45 to 54 year-olds.   

Overexposure has also been shown to negatively alter attitudes towards product 

placement (DeLorme, Reid, and Zimmer, 1994).  Repeated placements of a product or 

brand within media may suggest a promotional tone. However, in situations where the 

placements appear natural and enrich the theme and plot, audiences responded positively 

(Holbrook and Grayson, 1986).  Friedman (1986) and Karrh (1994) further argued that 

consumers may feel the use of branded messages in media serves as a reflection of the 

growing commercial content of American society. While general responses to product 

placement offer some insight, the effectiveness of these tactics are much more important.  

Therefore, the following section will give a detailed review of the literature that explores 

the effectiveness of product placement. 
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Effectiveness Measures 

The majority of existing product placement research has mainly dealt with 

placements in films.  Through content analyses and qualitative and experimental studies, 

researchers have found results that both support and deny the effectiveness of this form of 

promotion (Auty and Lewis, 2004; Steorz, 1987; DeLorme, Reid, and Zimmer, 1994).    

In particular, the literature consists of studies relating to the execution and effects of the 

placements on the responses of consumers (DeLorme, Reid, and Zimmer, 1994; Gupta 

and Lord, 1998; Karrh, 1994; Russell, 2002). While memory (i.e., recall and recognition) 

has remained the most popular method of measuring the effectiveness of product 

placement among academic researchers and practitioners, attitude change and purchase 

intentions continue to be understudied (Babin and Carder, 1996; Baker and Crawford, 

1996; Vollmers and Mizerski, 1994; Karrh, 1994).  As such, measures of product 

placement effectiveness typically are said to be less definitive than measures of 

traditional advertising effectiveness (Karrh, 1994).  However, Fisher and Wagner (2004) 

propose three types of measures of the effectiveness of product placement.  Similar to a 

hierarchy of effects discourse, the authors suggest that measures can be designated as 

cognitive, affective, or behavioral (Fisher and Wagner, 2004).  For example, measures 

such as recall and recognition are categorized as cognitive; measures of attitude, salience 

and arousal are categorized as affective, and measures of purchase intentions and actual 

behavior are categorized as behavioral (Gangadharbatla, 2006).  The following section 

incorporates major findings regarding product placement and its measures. 
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Cognitive Measures:  Memory and Awareness  

While somewhat inconclusive, some research has shown support for the 

connection between memory and product placement (Law and Braun, 2000; Auty and 

Lewis, 2004; Babin and Carder, 1996). For example, in Babin and Carder‘s (1996) study, 

participants in the experimental group recalled the brands that were placed in the film 25 

percent better than those in the control group, who did not see the film. However, Karrh 

(1994) reported that unfamiliar brands were recalled only in highly prominent or upfront 

placements.   Despite the results, the most frequently used measure of product placement 

effectiveness has been explicit and implicit memory (Law and Braun, 2000).  These are 

discussed, in turn, below. 

Explicit memory measures provide a direct reference to exposure and are usually 

operationalized by free recall, aided recall, and recognition (Karrh 1994; Auty and Lewis, 

2004; D‘Astous and Chartier, 1999). In a study conducted by Law and Braun (2000), it 

was found that exposure to product placement increased recall and recognition. Steortz‘s 

(1987) findings showed that participants could recall 38 percent of the brands in a film 

they viewed a day earlier.  The effects of this type of promotion can have a vast range.  

For instance, a study by Ong and Meri (1994) showed that recall rates varied from five 

percent to seventy eight percent following exposure to two movies.  While explicit 

measures have been recognized as one method of gauging the effect of product 

placement, research has also found that some placements are processed subconsciously 

and  thus are not accessible to one‘s conscious thought (Shapiro, McInnis and Heckler, 

1997; Law and Braun, 2000).   Therefore, researchers have also sought to examine 
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implicit measures as well. Implicit memory measures typically do not offer respondents a 

direct reference to the stimuli or exposure and therefore attempts to tap into a 

respondent‘s subconscious memory.  Examples of indirect memory tasks include word 

stem completions, perceptual identification, and purchase intentions scenarios (Merikle 

and Reingold, 1991). According to Krishnan and Trappey (1999), implicit memory 

testing has become a recommended measure of the impact of exposure.  In fact, studies 

have shown that participants may be affected by stimuli and have no awareness of the 

effect (Shapiro, MacInnis, and Heckler, 1997), while explicit measures tap into conscious 

memory.  However, Petty, Cacioppo and Schumann (1983) have shown that there is a 

lack of correlation of memory with other effectiveness measures such as attitudes.  

Mackie and Asuncion (1990) argue that this lack of correlation challenges the 

effectiveness of memory as a predictor of persuasion.  Thus, in the current research, I will 

also consider affective and behavioral measures as discussed below. 

 

Affective Measures:  Attitudes  

 As noted previously, there is limited research on the attitudinal effects of product 

placement.  However, a majority of the findings of this literature suggest that product 

placements have minimal influence on the assessment of the brand (Ong and Meri, 1994; 

Yang, Roskos-Ewoldsen, and Roskos-Ewoldsen, 2004; Vollmers and Mizerski, 1994; 

Babin and Carder, 1996).  For instance, Babin and Carder (1996) found no attitudinal 

impact (on the brands) in their study of participants exposed to Rocky III.   Alternatively, 

Russell's (2002) findings suggested that auditory placements with a significant role in the 
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storyline and visual placements with an insignificant role in the storyline were more 

persuasive than condition in which the scenarios were reversed.  In her research, 

persuasiveness was measured based on attitude change.   

 

Behavioral Measures: Choice/Purchase Intentions 

Likewise, the literature investigating the effect of product placement on behavior 

is diminutive as well (Auty and Lewis, 2004; Baker and Crawford, 1996; 

Gangadharbatla, 2006).  Auty and Lewis (2004) studied the choice behavior of children, 

exposing half to the movie Home Alone with a Pepsi placement and the other half to a 

similar clip but without branded products.  After seeing the clip, the children were invited 

to get a cup of Pepsi or Coke.  The results revealed a significant difference in a child‘s 

beverage choice based on their viewing of the branded or unbranded clip (Auty and 

Lewis, 2004).  In an earlier study conducted by Baker and Crawford (1996), brands 

placed in the stimuli had purchase intention scores that were 16 percent higher than 

brands noted by the participants as their favorites.  The context of a placement also 

affects the extent to which it will be received.   

 

Factors Impacting Effectiveness 

Research contends that viewers' attitudes toward a television program and the 

context and valence of the placement affects the effectiveness of product placement 

(Kamin et al., 1991; Law and Braun-LaTour, 2004).  In traditional advertising, the 

viewers' liking of the television program positively affected their attitude toward the 

advertisement and the brand (Murry, Lastovicka, and Singh, 1992).  In addition, 
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advertisements shown during programs that induced a happy mood were evaluated more 

positively (Kamin, et. al., 1991).  According to Law and Braun-LaTour (2004), product 

placement is also entrenched within the emotional context of the program, movie, game, 

or song.  Similar to the affective response of classical conditioning, Baker (1999) 

proposed that pairing a branded product with a pleasant scene may cause the good 

feelings connected to the scene to shift to the brand.  However, this concept is 

complicated because a consumer can experience a variety of both negative and positive 

feelings during one exposure (Russell, 2002).  Thus, there is a risk of the brand being 

associated with a negative feeling.  While negative contexts have been shown to increase 

recall in comparison to a positive context, the negative scene itself may cause negative 

attitudes toward the product / brand. 

Direct positive or negative references to the brand in product placement can 

influence effectiveness, as well.  Morton and Friedman (2002) argue that there is a 

positive correlation between depiction and effect.  Thus, a positive portrayal will have a 

positive impact on the consumer‘s response and vice versa.  While there is no known 

literature that explores the effects of neutral placements, mere exposure theory may offer 

some insight.  The mere exposure effect is described as a familiarity with and/or 

favorability towards a brand or product based solely on exposure to or contact with the 

brand or product (Janiszewki, 1993; Zajonc, 1968; Miller, 1996; Gangadharbatla, 2006).  

This unwarranted familiarity was also evident in Holden and Vanhuele's (1999) study of 

hypothetical brands.  The results revealed that participants mistakenly thought fictitious 

brands were famous after being exposed to the brand name the previous day.  However, 
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repetition and previous attitudes were shown to mediate this effect (Auty and Lewis, 

2004; Bargh, 1994; Zajonc, 1968).  According to Zajonc (1968), repeated exposures 

improve the likelihood of favorability.   Bargh (1994) argues that consumers are not as 

passive and prior attitudes towards the brand mediate this process, particularly in 

persuasion.  Due to the way in which music is consumed, it is expected that frequency 

may play an integral role in the recall of and familiarity with brand mentions as well. 

Research also asserts that the execution of a placement can impact its effectiveness, as 

discussed below.   

 

Execution and Effectiveness  

There are three main execution factors:  modality, plot connection, and 

prominence (Gupta and Lord, 1998).  The existing literature on modality has focused on 

―encoding differences between visual and auditory information‖ and the visual element 

sets the context or ‗stage‘ of the story (Russell 2002).  However, the auditory element 

carries the script (in television / movies).  Furthermore, Rolandelli, et. al. (1991) suggest 

that auditory information is inherently more meaningful because it can be heard even 

when viewers are not watching.  They also found that audiovisual placements were 

recalled better  than visual-only placements. Steortz‘s (1987) research supports this 

notion as well.  Her findings demonstrate that participants exposed to audiovisual had 

higher average recall scores in comparison to those with only auditory or visual 

placements (Steorz, 1987).  Alternately, Gupta and Lord‘s (1998) results showed no 
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significant difference in recall of visual and audiovisual placements.   Since only music is 

being evaluated in this study,  the focus will be on the auditory elements of modality.  

Plot connection is the degree to which the brand is incorporated into the story 

(Russell, 1998).  In essence, a low level of plot connection would not enhance the story, 

while a high level of plot connection may play a major thematic role in the story 

(Holbrook and Grayson, 1986; Russell, 2002).  Similarly, Brennan, Dubas, and Babin 

(1999) examined the effects of plot connection and exposure on recognition scores.  Their 

findings revealed that placements that were an integral part of the story were better 

remembered.  D‘Astrous and Chartier (2000) demonstrate the influence of plot 

connection in their research in which perceived level of plot connection positively 

correlated with liking and negatively correlated with recall.  Conversely, Roberts, Cowen, 

and MacDonald (1996) found that recall was enhanced when the product was integrated 

into the story.  Studies conducted by Pardun and McKee (2000) revealed that 

practitioners also believed that brands that relate to the theme of the program are better.   

When applied to hip-hop, a brand with high plot connection enhances the realism of the 

lyrics and meaningfully contributes to the story.  Even further, high plot connection is 

expected considering the creative and clever word play required in the genre (Alim, 

2006). 

Finally, prominence refers to how noticeable the product or brand is placed, 

whether in the background or up front.  Gupta and Lord (1998) found that prominently 

placed products were recalled and recognized better than those that appeared subtly. In 

Study One, a mention of the brand in the chorus (of the lyrics) would constitute high 
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prominence.  For example, in the lyrics below, the product Air Force Ones (a brand of 

tennis shoe) is repeated in the chorus and also serves as the name of the song.   

―I said give me two pair 

(cause) I need two pair 

So I can get to stompin in my Air Force Ones 

(Big boys) stompin in my Air Force Ones‖ 

Air Force Ones, Nelly (2002) 

 

Conversely, a single mention of the brand in the verse may be considered less prominent.  

For instance, Kanye West, a popular hip-hop artist, references Ferrari only once in the 

second verse in the song Good Life. 

―So I roll through good 

Y'all pop the trunk, I pop the hood, Ferrari 

Good Life, Kanye West (2007) 

 

 Other factors that may enhance the prominence of a brand mentioned in the 

chorus versus the verse are repetition, recency and primacy.  Consumer behavior 

literature has shown that repeated exposure or repetition enhances memory (e.g. Burke 

and Srull 1988; Zajonc, 1968; Ferguson, 2005).  Essentially, repeated exposure provides 

consumers with additional opportunities to process or elaborate on the message which 

leads to better brand recall and top of the mind awareness (Pham and Vanhuele, 1997).  

Additionally, primacy and recency literature would support this notion as well.  

According to Tan and Ward (2006), memory is impacted in a U shaped pattern. In 

essence, information that is received first and last will be best remembered.  In the 

primacy condition (first), subjects have time to rehearse the information they received 

and thus it is stored in long term memory which in turn increases memory.  Alternatively, 
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in the recency condition, the new information is stored in short term memory and easily 

recalled because it easily retrieved.  However, recency effects tend to diminish when 

there is a long span of time between the stimuli and the recollection period. Because the 

chorus is repeated and mentioned at the beginning and end of the song, based on the 

previous findings: 

H1:  Highly prominent brands will have higher recall scores than low 

prominent brands. 

 

Summary 

The present chapter explores the literature on hybrid messages with a focus on 

brand mentions in music and product placement.  Specifically, brand mentions have been 

empirically understudied; thus, reiterating the importance of the current research.   

Additionally, this chapter provides historical and sales data alongside popular press 

articles to conceptually define this growing phenomenon.  In particular, this research tests 

the implications of brand mentions in the context of hip-hop music.  Therefore, hip-hop 

literature was also included in the chapter.   Product placement literature was used to 

offer insight on the impact of brand mentions in music as well.  While much of the 

product placement research employed an experimental approach, content analyses and 

qualitative studies were also used to investigate consumers‘ and practitioners‘ attitudes 

and responses. The majority of the findings suggest that product placement influences 

recall much more than attitudes or purchase intentions.  Consequently, research on the 
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latter (attitudes and purchase intentions) is somewhat limited in comparison to the 

literature examining recall.   

Product placement research has also identified three main factors that influence 

the effectiveness:  modality, plot connection, and prominence.  Because this study 

examines brand mentions in music, modality would not be an appropriate factor to 

examine.  In addition, the effect of plot connection is somewhat elusive when applied to a 

music-only context.  Thus, prominence is manipulated and tested.   
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Chapter 3 

Theoretical Framework 

 Below, I discuss theoretical links and constructs to better understand brand 

mentions and how they influence affect, memory, and purchase intentions of hip-hop 

consumers.  Furthermore, I employ three popular theories used to explain product 

placement effects:  1) Persuasion Knowledge Model, 2) Meaning Transfer Model, and 3)  

Elaboration Likelihood Model (Petty, Cacioppo, and Schumann, 1983; Balasubramanian, 

1994; McCracken, 1989; Friestad and Wright, 1994).  As demonstrated in the overview 

of the literature, the use of covert marketing tactics by advertisers has increased, 

particularly because consumers are more aware and skeptical of traditional advertising 

practices.  The Persuasion Knowledge Model explains why these covert tactics tend to 

work better.  Alone the model is unable to capture other elements that may influence the 

effectiveness of brand mentions in music, particularly, the impact of congruity and 

symbolic meaning.  However, the Meaning Transfer Model bridges this gap.  In addition, 

inconsistency in consumer involvement also effects the processing of marketing 

communications.  To incorporate this effect, the Elaboration Likelihood Model was 

included as well.  The following sections will explore each model in detail and 

extrapolate hypotheses. 

 

Persuasion Knowledge Model 

The Persuasion Knowledge Model (PKM) suggests that one‘s knowledge of a 

persuasion attempt influences their response to the attempt.  Overall, consumers are 
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expected to respond differently in non-persuasive environments. Furthermore, consumers 

that are more aware of persuasive attempts tend to develop better self control methods 

and more evaluative responses. Additionally, these knowledge structures are assumed to 

develop over time as consumers are exposed to them.  

Figure 3-1:  Persuasion Knowledge Model 

 

 
 

(Friestad and Wright, 1994) pg 2 Journal of Consumer Research 

 

In order to fully understand this model, one must first examine its terms.  Targets 

refer to the people whom the persuasion attempt is meant to reach.  Conversely, agents 

are whomever the target perceives is responsible for making the persuasion attempt and 

‗coping‘ describes a consumer‘s response.  For the purpose of the current study, hip-hop 

consumers are the targets and either hip-hop artists or corporations with placements in the 

songs are the agents.  A persuasion attempt refers to the target‘s perception of the agent‘s 
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behavior to influence his/her attitudes, decisions, beliefs, or actions.  In addition to 

persuasion knowledge, agent and topic knowledge are said to interact to determine the 

coping behavior of the target.  

 In conditions where product knowledge or topic knowledge are greater than 

persuasion knowledge, a target may refer to these forms of knowledge instead.  Since 

there is no set formula to determine when product, topic or agent knowledge is used, it 

can change depending on the situation.  However, research has shown that targets that 

have strong persuasion knowledge can generally detect persuasion tactics and tend to 

exhibit more restraint.  For example, an attempt not perceived by consumers as a 

persuasive tactic ―may result in greater compliance, as the action itself does not evoke 

persuasion knowledge or accompanying coping behaviors‖ (Williams, Fitzsimons, and 

Block, 2004).  Conversely, a perceived persuasive attempt may cause consumers to 

exhibit protective coping behavior in response to the tactic.  Campbell and Kirmani 

(2000) argued a similar premise in their research on salespersons and persuasion 

knowledge.  In their research, participants would use persuasion knowledge to evaluate a 

salesperson when an ulterior persuasion motive was perceived to cause the salesperson‘s 

behavior. In the current research, therefore, the PKM would predict that if consumers 

perceive a brand mention as a persuasion tactic, the mention will have less impact on 

consumer behavior.   

H2a:  Participants that perceive the advertiser is the initiator will have lower 

attitude scores than those that perceive the artist is the initiator.     

H2b:  Participants that perceive the advertiser is the initiator will have lower 
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purchase intention scores than those that perceive the artist is the initiator.   

However, there are conditions when PKM does not hold true.  As previously 

noted, Petey Pablo mentioned Seagram‘s Gin in the popular song,  Freek-A-Leek.  In fact, 

the artist literally stated ―I want to give a shout out to Seagram‘s Gin cuz I drink and they 

paying me for it.‖  As a result, Seagram‘s Gin reported a double-digit sales increase 

following the mention (Graser, 2005).  As previously mentioned, consumers responded 

negatively when it was revealed that McDonald's sought to pay artists to mention the Big 

Mac in their songs (Graser, 2005). But what spurred this difference in consumer 

response? Perhaps Russell Simmons‘s comment regarding the McDonald‘s brand 

placement deal introduces another possible mechanism that explains hip-hop consumers' 

coping behavior.   

―…the deal was all good. But, … may not get off the ground because the firm 

handling it leaked the story… rappers could write lyrics about how they are getting all 

this money from McDonald's for writing a song about Big Mac… the theme is about 

young African-Americans exploiting McDonald's desire to exploit hip-hop.‖  Business 

Week (Kiley, 2005).    

 

Therefore, I propose that consumers‘ attitudes towards the brands will depend 

how the consumer frames the message.  While message framing is typically 

operationalized based on the benefits of using the product or the negative results of not 

using the product (Maheswaren and Meyers-Levy, 1990), in this research framing will 

refer to who is perceived to benefit most from the placement (perceived primary 

beneficiary).   

H3a:  Participants that perceive the advertiser is the primary beneficiary will 

have lower attitude scores than those that perceive the artist is the primary 
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beneficiary.     

H3b:  Participants that perceive the advertiser is the primary beneficiary will 

have lower purchase intention scores than those that perceive the artist is the 

primary beneficiary.     

In summary, the Persuasion Knowledge Model proposes that consumers are more 

likely to engage in coping behavior when they perceive persuasive motivations.  More 

importantly, this behavior tends to cause consumers to be protective and less responsive 

to the attempt.  Based on this line of thought, it is presumed that hip-hop consumers will 

respond negatively to the brand mentions in hip-hop when they perceive it as a persuasive 

attempt.  Particularly, these attitudes will arise when the advertiser is the perceived 

initiator of the brand mention.  Popular press has noted instances in which PKM does not 

hold true.  Thus, perceived primary beneficiary is expected to affect consumer responses 

to brand mentions as well.  The following section explores the Meaning Transfer Model, 

another theoretical justification as to factors which moderate the responses of hip-hop 

consumers to brand mentions in hip-hop.  

 

Meaning Transfer Model 

McCracken (1986) first argued that advertising shifts a cultural or symbolic 

meaning from the world outside of the brand to the brand (See Figure 3-2).  Symbolic 

meanings could refer to many factors including demographic categories such as age, 

gender or status as well as personality or lifestyle type. The three-phase model begins 

with an already existing cultural meaning embodied by an object, person, etc.  Next, the 
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meaning transfers to a brand or product and finally to the life of the consumer. From a 

practitioner‘s view, the transfer process begins when an advertiser chooses the meanings 

they would like for the product. The advertiser surveys and identifies objects, persons, 

and context that already have this symbolic meaning.  This, in turn, would offer a 

concrete and visible form for the consumers to associate the product.  Once the meanings 

have been transferred to the product, they must then move to the consumer.  ―Consumers 

must take possession of these meanings and put them to work in the construction of their 

notions of the self and the world‖ (McCracken, 1989).  Similarly, hip-hop music and/or 

artists have a symbolic meaning, which can be transferred to products placed in the music 

and vice versa (Wiles and Danielova, 2005; Russell, 1998, 2002).   

Figure 3-2:  Meaning Transfer Model 

 

 

(McCracken, 1989 p. 315) Journal of Consumer Research 

Batra and Homer (2004) argue that brands are connected to a particular cultural 

meaning in a way that the consumer can see fundamental similarity, and then that cultural 

meaning becomes a part of the brand.  McCracken (1989) continued this premise when 



 

36 

 

examining celebrity endorser effects.  In this case, the symbolic meanings consumers 

attribute to a celebrity endorser will eventually transfer to the brand with the 

consideration that there is ―congruence‖ between the celebrity and the brand. Kahle and 

Homer (1994) present this concept as the product match-up hypothesis.   Essentially, the 

symbolic meaning of an endorser should match the product uses and/or brand image.  For 

instance, a celebrity with a tough or rugged symbolic meaning endorsing a beauty 

product may be less effective than an attractive endorser promoting the product.    

Batra and Homer (2004) tested this theory in their research studying 

nonverbalized personality associations of celebrity endorsers.  In their study, participants 

were presented with ads with different celebrity endorsers and products that were 

pretested to evoke either a classification of fun or sophistication.  The purpose of this 

design was to test whether the ad‘s endorser raised or lowered the brand image when 

compared to the control group that had no endorser.  The findings suggested that the 

endorser with the congruent classification (fun or sophistication) induced an increase in 

brand beliefs.  

Research has also demonstrated  incongruity as well (Mandler, 1982; Heckler and 

Childers, 1992; Schmidt and Hitchon, 1999; Meyers-Levy and Tybout, 1989; Fiske and 

Pavelchak 1986; Sujan, 1985; Russell, 2002).  Russell (2002) describes incongruity in 

product placement as a mismatch of plot connection and modality.  She argues that visual 

stimuli induce less elaboration than auditory stimuli.  Similarly, low plot connection 

generates less elaboration than high plot connection.  Therefore, auditory placements 

with a lower level of plot connection and visual placements with higher plot connections 
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are mismatched or incongruent.  Although this definition was conceptualized in a product 

placement environment, it relies on the use of both auditory and visual placements.  Thus, 

other definitions of incongruity were sought in traditional advertising literature.   

Past research has applied social cognition research to define and explain 

incongruity (Goodman, 1980; Mandler, 1982; Meyers-Levy and Tybout, 1989).   

Essentially, incongruity refers to an inconsistency between consumers‘ preexisting 

schemata or expectations and new information (Goodman, 1980).  Goodman 

conceptualized this term on two dimensions: relevancy and expectancy (Goodman, 1980; 

Heckler and Childers, 1992).  Relevancy is described as the extent to which the 

information detracts or contributes to the primary message being communicated.   In 

contrast, expectancy refers to the degree to which information follows a pre-established 

conceptual pattern.  In this research, the primary message is based on hip-hop culture 

which includes the shared fashion, music, art, language, dance, etc. of individuals 

participating in at least one of the four elements.  Thus, incongruity in this context refers 

to the extent to which a brand coincides with the themes (primary message) of hip-hop 

culture. Additionally, brands that do not follow the pre-established conceptual patterns of 

the culture are considered incongruent.   

Mandler (1982) extends this premise in which he asserts the importance of 

incongruity in elaboration and memory.  He argues that incongruent information requires 

more cognitive elaboration to process and, as a result, attention and memory are 

enhanced. Alternatively, he proposes that congruent stimuli evokes less attention and in 

turn is less memorable (Heckler and Childers, 1992).  Therefore,  
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H4a:  Recall scores will be higher for incongruent brands mentioned in the 

stimuli than the congruent brands. 

Consequently, empirical literature has also shown that incongruent information or 

placements influence the evaluation (Schmidt and Hitchon, 1999; Meyers-Levy and 

Tybout, 1989; Lee and Mason, 1999).   It seems the increased attention required to 

process incongruent information also cues the consumer to question the intent of the 

placement.  In turn, the placement may trigger counter-arguing on the basis of the 

consumer‘s persuasion knowledge and negatively impact attitudes and purchase 

intentions (Friestad and Wright, 1994).  Thus,  

H4b:  Attitudes towards congruent brands will be more positive than those 

for incongruent brand mentions.   

H4c:  Purchase intention scores for congruent brands will be higher than 

those for incongruent brand mentions.   

As previously mention, involvement can impact the processing and in turn the evaluation 

of marketing communications.  Thus, the following section will examine the Elaboration 

Likelihood Model and extrapolate applicable hypotheses. 

 

Elaboration Likelihood Model 

 

 The Elaboration Likelihood Model (ELM) of persuasion was developed by Petty 

and Cacioppo (1986) to explain the routes to attitude change or persuasion.  A basic 

assumption of the model is that a person‘s likelihood to elaborate or think about a 

message determines the route by which the message will be processed. Elaboration is 
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operationalized through two variables:  a consumer‘s ability (capability to process) and 

motivation (desire to process).  Ability can be further explicated as the cognitive 

resources or knowledge needed to examine the message.  Motivation may include 

personal relevance or involvement (Engel and Blackwell, 1982; Petty, Cacioppo and 

Schumann, 1983), accountability, or need for cognition.   In situations where both 

motivation and ability to process a message are present, the model suggests that the 

central route of processing is most likely. In the central route, attitude changes tend to be 

more permanent and resistant to change.  When both variables are absent, individuals 

proceed through the peripheral route.  In the peripheral route, consumers rely more on 

cues such as spokesperson credibility and attractiveness.  In this context, it may include 

attitudes toward and perceived credibility of media (song) or perceived endorser (artist).  

While there are many different definitions of involvement, there is significant agreement 

that high involvement processing occurs when messages have a greater personal 

connection (relevance).  Alternatively, low involvement messages elicit less personal 

connection and tend to be less relevant (Petty, Cacioppo and Schumann, 1983; Engel and 

Blackwell, 1982).  Thus, individuals exhibiting high involvement with hip-hop music and 

culture should process brand mentions in the music differently.  As noted previously, 

research argues that congruity enhances affective and behavioral responses (Lee and 

Mason, 1999; Meyers-Levy and Tybout, 1989;   Even further, organizational culture 

research has noted that individuals with high involvement (exhibit congruency with their 

organizational culture) tend to have more favorable affective responses towards 

congruent dimensions within the organization (O'Reilly, Chatman & Caldwell, 1991; 



 

40 

 

Sheridan, 1992; cited in Harris and Mossholder, 1996).  In this research, this principle 

would be applied in the following ways:   

H5a:  High involved participants will have higher attitude scores for 

congruent brands than low involved participants.   

H5b:  High involved participants will have higher purchase intentions for 

congruent brands than low involved participants. 

Based on existing ELM literature, stronger messages are expected to be more 

persuasive to highly involved individuals while peripheral cues will be more persuasive 

for individuals with a low level of involvement (Whittler and Spira, 2002).  Involvement 

can also impact how product placements are perceived.  According to Bhatnagar, Aksoy, 

and Malkoc (2004), highly involved individuals tend to detect persuasive intent in 

product inclusions.  Even further, when the placement is detected, highly involved 

consumers are likely to develop feelings of betrayal and possibly a backlash.  Thus, an 

individual with low involvement with hip-hop may be more focused on the theme and 

rhythm and miss the lyrics which include the brand.  However, a more involved hip-hop 

listener (with more experience with the music) may be more attentive to the lyrics and 

interested in buzz surrounding the placement.  With this in mind, I expect involvement to 

moderate the effectiveness of the placements.   

H6a:  High involved participants will exhibit more negative attitudes towards 

the brand when the advertiser is the perceived initiator of the brand 

mention.   
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H6b:  High involved participants will have lower purchase intention scores 

towards brand when the advertiser is the perceived initiator of the brand 

mention.   

Hip-hop literature suggests another split within the hip-hop community in regards to 

involvement.  The differences between ―old school‖ and current hip-hop has moved to 

the forefront of the hip-hop music debate (Waktins, 2005; McCleod, 1999).  This factor is 

best captured by age since younger hip-hop enthusiasts tend to have less experience with 

―old school‖ than older enthusiast.    

―Young people nowadays think that real hip-hop is what they hear on the 

radios or what they see on MTV.‖  DJ Brian G (McCleod, 1999) 

 

Kitwana (2002) reinforces this premise in his description of the three subgroups of the 

hip-hop generation:  younger, middle, and older.  Particularly, he noted that members of 

each subgroup of the hip-hop generation may define hip-hop culture and artists 

differently.  For instance, members of the younger hip-hop generation may identify The 

Hot Boys as hip-hip, middle hip-hop generation may believe Wu Tan Clan is hip-hop, 

and  older audiences may recognize KRS One as hip-hop.  Interestingly, each of these 

artists offers very different symbolic and cultural meanings to the term hip-hop.  To 

control for these effects, age will be included in this research as a covariate (See Figure 

3-3).    

 

Summary 

Figure 3-3 contains a graphic representation of the factors I propose influence the 

effectiveness of brand mentions in hip-hop.  In particular, following relationships are 
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hypothesized: 

 Persuasion Knowledge Model literature suggests that participants who perceive 

the artist as the agent will respond more positively in purchase intention scores 

that those who perceive the advertiser as the agent.   

 Research exploring the Meaning Transfer Model asserts that incongruity assists in 

memory enhancement but may negatively affect attitudes and purchase intentions. 

 Based on ELM, involvement is expected to influence the effects of prominence, 

congruency and framing on dependent variables. 

 

Figure 3-3:  Graphical Representation of Effects 
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Chapter 4 

 

Study One 

In the current research, I argue that the effectiveness of brand mentions in hip-hop 

music is contingent on congruence, prominence, perceived primary beneficiary, and 

perceived initiator.  Additionally, it is hypothesized that these effects will be more 

pronounced in participants that are highly involved with hip-hop.  Therefore, this study 

investigates the following hypotheses: 

H1:  Highly prominent brands will have higher recall scores than low prominent 

brands. 

 

H2a:  Participants that perceive the advertiser is the initiator will have lower attitude 

scores than those that perceive the artist is the initiator.     

 

H2b:  Participants that perceive the advertiser is the initiator will have lower 

purchase intention scores than those that perceive the artist is the agent.   

 

H3a:  Participants that perceive the advertiser is the primary beneficiary will have 

lower attitude scores than those that perceive the artist is the primary beneficiary. 

 

H3b:  Participants that perceive the advertiser is the primary beneficiary will have 

lower purchase intention scores than those that perceive the artist is the primary 

beneficiary. 

 

H4a:  Recall scores will be higher for incongruent brands than the congruent brands. 

 

H4b: Attitudes towards congruent brands will be more positive than those for 

incongruent brand mentions.   

 

H4c: Purchase intention scores for congruent brands will be higher than those for 

incongruent brand mentions.   

 

H5a:  High involved participants will have higher attitude scores for congruent 

brands than low involved participants.   
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H5b:  High involved participants will have higher purchase intentions for congruent 

brands than low involved participants. 

 

H6a:  High involved participants will exhibit more negative attitudes towards the 

brand when the advertiser is the perceived initiator of the brand mention.   

 

H6b:  High involved participants will have lower purchase intention scores towards 

the brand when the advertiser is the perceived initiator of the brand mention.   

 

 

Methodology 

Study One used a 3 (agent:  artist, advertiser, or control) x 2 (involvement:  high 

vs. low) x 2 (congruency:  congruent vs. incongruent) x 2 (prominence:  high vs. low) 

mixed experimental design including 2 within subject variables congruency and 

prominence (Table 4-1 shows the between and within group conditions).  Thus, subjects 

were exposed to all brand mentions, but were randomly assigned to the priming scenarios 

which manipulated perceived initiator.  Subjects were asked who initiated the placement 

and this rating was used as a manipulation check and analysis.  Perceived primary 

beneficiary was also used as a between subjects variable for applicable hypotheses.  The 

within subject design was chosen to decrease the within-groups variance (Russell, 2002).  

Undoubtedly, there are limitations to using this type of design which were carefully 

considered when constructing the experimental environment (Russell, 2002). 

Table 4-1:  Conditions 

 

 High Prominence Low Prominence 

High 

Involved 

Incongruent  

Artist  

Congruent 

Artist 

Incongruent  

Artist 

Congruent 

Artist 

Incongruent 

Advertiser 

Congruent 

Advertiser 

Incongruent 

Advertiser 

Congruent 

Advertiser 

Incongruent 

Control 

Congruent 

Control 

Incongruent 

Control 

Congruent 

Control 
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Low 

Involved 

Incongruent  

Artist  

Congruent 

Artist 

Incongruent  

Artist 

Congruent 

Artist 

Incongruent 

Advertiser 

Congruent 

Advertiser 

Incongruent 

Advertiser 

Congruent 

Advertiser 

Incongruent 

Control 

Congruent 

Control 

Incongruent 

Control 

Congruent 

Control 

 

Sample 

Respondents (n=204) were recruited from four distinct universities across the 

United States and hip-hop and social websites. In addition, snowball sampling was used 

to supplement the sample size and provide a more representative sample of hip-hop 

consumers. The survey invite email or web posting provided the researcher‘s contact 

information and link to the study. Additionally, respondents were asked to forward the 

email to potential respondents that met the sample requirements.  All subjects were 

between the ages of 18 and 36 and had been exposed to hip-hop at least one time prior to 

the experiment.    

 

Variables 

 To avoid a bias in the dependent measures, a posttest only questionnaire method 

was chosen since specifically, by referencing the brands in a pretest questionnaire, recall 

scores in particular would be inclined to bias (McBurney and White, 2004).  Recall 

scores, attitudes (towards the brand, artist, song, and label), and behavioral intentions 

were the dependent measures of focus.  Hip-hop culture and music involvement scales 

were used to capture the respondents overall connection to the culture and involvement 

with the music.  As a manipulation check, subjects were also asked who they perceived to 

be the initiator of the placement.   
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Pretest  

Analogous to the sample of interest, fifty hip-hop enthusiasts between the ages 

18-36 completed an online pretest to choose the four brands to be used in the stimulus.  

The brands were selected from two product categories that were frequently found in hip-

hop music:  clothing/accessories and automobiles (James, 2005). Liquor and weapons 

also ranked amongst the top categories mentioned in hip-hop; however, these categories 

were excluded due to the ethical biases that were shown to affect attitudes towards 

traditional product placement.  Study Two reiterated this effect.  Essentially, participants 

were asked to choose two brands from each product category that were the best and worst 

examples of a hip-hop brand. The pretest data showed that Abercrombie and Saturn were 

chosen as least representative of hip-hop brands while Phat Farm and Mercedes Benz 

were considered the best representative.  Participants were also asked to choose a brand 

from each category that was most frequently mentioned in hip-hop music. 

 

Stimuli 

According to Russell (2002), past research would suggest a quasi-experiment to 

test the aforementioned theoretical framework.  In particular, this method uses 

preexisting media with product placement as stimuli.  In the current research, any hip-hop 

song featuring brands would fill this requirement.  However, this method reduces the 

internal validity of the experiment by confounding variable effects. An exploratory study 

testing the influence of brand mentions in hip-hop music on memory emphasized this 

issue.  In fact, the findings suggest that past exposure to the stimuli significantly 
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correlated with recall for both control and experimental groups (Ferguson, 2005).  

Interestingly, one of the participants that was exposed to the unbranded stimuli stated ―I 

did not hear any brands, but I know Kanye (the artist) said Benz and Geico.‖  To reduce 

the effect of these issues, an adapted version of Russell‘s(2002) theatre methodology was 

employed to develop stimuli.  Therefore, the author along with a professional hip-hop 

musician created, the stimulus song, So Fly which included the 4 pretested brands:  

Abercrombie, Phat Farm, Mercedes Benz, and Saturn (See Appendix A and B).  In 

addition, the stimulus song lyrics were written to include one hip-hop and one non-hip-

hop brand in both positions for comparison.  Specifically, Abercrombie and Phat Farm 

were written into the chorus and Mercedes Benz and Saturn were written into the verse.  

For example, the chorus states:  

“I got my Abercrombie on, jeans be Phat Farm.  Paper in my pocket call that 

green parmesan. Huh?  To the haterz I reply, check out how I am fly.” 

 

Three pictures of the artist were also shown at the beginning of the song before the lyrics 

began and remained on the screen until the end of the song.   

 

Prime 

 To increase external validity, the primes were developed into press releases.  

Essentially, the primes were adapted from an actual press release sent out by Roc-a-Fella 

Records (hip-hop label used in the study) in 2007.  The goal of the prime was to test the 

effects of perceived initiator.  The control group viewed a basic press release revealing 

that KJack (fictitious artist) was newly signed to Roc-a-Fella Records.  The treatment 

groups viewed a similar press release which included an extra paragraph that identified 
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the artist/label or the brand as the initiator of the placement (Appendix C1-3).  In 

addition, the treatment primes listed the four brands that were to be mentioned in the song 

as well as two fictitious quotes by company representatives.  Overall, the only difference 

between the press releases was the initiator.   

 

Procedure 

Potential respondents were sent an invitation via email including the link to the 

study‘s home page.  At the opening page, each participant viewed a consent form and 

was asked to click the ‗Next‘ button if they agreed (Appendix D). A block randomization 

setting through Qualtrics randomly assigned respondents to the three conditions:   

 Control:  General Press Release about Artist 

 Treatment 1: Press release where the Artist/Label Initiates brand mentions 

 Treatment 2:  Press release where Brand Initiates brand mentions 

 To ensure that the respondent could hear the stimuli, participants were audibly asked to 

―type the word cat‖ into a password box.  Consequently, participants entering the 

incorrect password were not allowed to continue.  After which, respondents were sent to 

a screen which included pictures and the stimuli, So Fly.   

Questions regarding respondents‘ attitudes towards KJack (artist), Roc-a-Fella 

(label), and So Fly (stimulus song) were presented on the following screen.  Subjects 

were then asked to list the brands they remembered hearing in the stimuli.  The 

subsequent measures included attitudes and purchase intention towards Abercrombie, 

Saturn, Mercedes, Phat Farm, and two dummy brands (Wrangler and Cadillac).  
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Respondents rated their overall attitude towards the brands, artist, label and song on a 

nine point semantic differential scale (bad-good, unsatisfactory-satisfactory, and 

unfavorable-favorable) with -4 and +4 as the anchors (Petty, Cacioppo, and Schumann, 

1983).  Since the measures received a high Cronbach‘s alpha (α>.9) mean attitudinal 

scores were computed and used in the analysis.  Purchase intentions were presented by 

product category.  Thus, participants were asked to indicate how likely they would be to 

purchase the brands mentioned in the stimuli as well as the dummy brands.  A four scale 

measure was used with the following descriptors:   1 = "I definitely would not buy it," 2= 

"I might or might not buy it," 3 = "I would probably buy it," and 4 = "I would definitely 

buy it."  Following the behavioral measures, participants were asked who they perceived 

as the initiator of the placement.  Respondents were then directed to a modified version of 

Phinney‘s (1992) MEIM scale to capture their level of hip-hop culture involvement 

(Appendix E).  In addition to overall hip-hop culture involvement scale, a hip-hop music 

involvement scale was included as well (Zaichkowsky, 1985).  The hip-hop music 

involvement scale contained 20 seven-point items anchored with bipolar adjectives such 

as useless/useful, important/unimportant, and significant/insignificant.  Participants were 

also asked to rank the artist, label and brand that benefitted from the placement 

(1=benefitted most; 3=benefitted least).  As a manipulation check (prime), subjects were 

asked who they perceived initiated the placement.  Typical demographics such as age, 

ethnicity, and birthplace were collected as well.  Participants were not allowed to go back 

in the survey to change answers.  The responses were compiled in Qualtrics, transferred 

to SPSS, and analyzed.  
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Descriptive Statistics 

The sample consisted of 204 subjects with 121 females and 79 males (4 

participants did not respond).  Ethnically, a majority of the subjects were African 

American (61%), followed by Anglo/White (24%), followed by Asian (4%) and Hispanic 

(5%), and followed by Pacific Islander and Native American (.5%).  Eleven subjects 

noted that they were born outside of the United States, but had lived in the United States 

from 2- 18 years. Of the subjects born within the United States, the sample drew from 33 

states including 111 subjects born in Louisiana and Texas.  From an education 

standpoint, 31.7% of the subjects completed some college, 30.2% completed a 4-year 

College Degree, and 23.4% completed a Master‘s Degree.  Least represented were 

individuals who completed a doctorate (2.9%), 2-year College Degree (3.9%), high 

school/GED (4.9%), and some high school (.5%).   

 

Results 

Data was compiled in Qualtrics and later coded and cleaned up in SPSS.  Because 

of the mixed design and repeated measures, the hypotheses were tested using a GLM 

repeated measures analysis with a Type III Sum of Squares for unequal groups (Table 4-

2).  Control descriptive statistics were also calculated to emphasize the results.   The 

participants responses to the involvement measure were summed to create music 

involvement scores (min=20; max=140).  The mean score of 105.65 was used to 

dichotomize the subjects as highly or lowly involved.  The same method was used to 

group subjects based on cultural involvement (M=16.37, min = 6; max=24).  All of the 
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attitude and purchase intention scales yielded a Cronbach‘s α>.90.  Thus, an average for 

each measure was computed and used in the following sections.  To control for the 

effects of age, the variable was incorporated as a covariate.   

Table 4-2:  Sample Size for Conditions 

  N 

Music Involvement Low 

High 

91 

110 

Cultural Involvement Low 

High 

97 

105 

Initiator Control 21 

  Artist/Record Label 120 

  Brand 59 

 

Since covariates should not interact or correlate with the independent variables, 

correlations were obtained to check for a violation of this assumption.  Results from the 

correlations reveal no significant relationships between age and perceived initiator, music 

involvement, and perceived primary beneficiary (p>.05).  For clarity, the findings will be 

grouped by the following measures:  recall, attitudes, and purchase intentions. 

 

Recall Hypotheses Testing 

 In this study, an unaided recall test was administered where respondents were 

asked to list all the brands they remembered hearing in the song, So Fly.  Table 4-3 shows 

recall scores.  Overall, approximately 86% of the participants recalled at least one of the 

brands mentioned in the stimuli (Table 4-4).    
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Table 4-3:  Recall Scores 

 

Brand Prominence Congruence Recall 

Abercrombie Chorus Incongruent 164 

Phat Farm Chorus Congruent 115 

Saturn Verse Incongruent 19 

Mercedes Verse Congruent 49 

 

 

Table 4-4:  Total Recall 

 

  Frequency Percent Cumulative Percent 
 0 27 13.2 13.2 
  1 54 26.3 39.7 
  2 88 42.9 82.8 
  3 23 11.2 94.1 
  4 12 5.9 100.0 

  Total 204 100   
 

 

While only 36 subjects recalled one brand in the verse, 67 subjects recalled at least one 

brand mentioned in the chorus.  This difference is even more evident when comparing the 

combined recall scores delineated by prominence.   In this case, 52% of the subjects 

recalled both brands in the chorus while only 9% of the same subjects recalled both 

brands mentioned in the verse.  When considering congruency, Abercrombie 

(incongruent brand) was recalled by 80% of the subjects while 56% recalled Phat Farm 

(congruent brand).  Alternatively, the recall scores for the verse were inverted.  More 

precisely, 24% of the subjects recalled hearing Mercedes while 9% recalled hearing 

Saturn (Table 4-6) 
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Table 4-5:  Abercrombie vs. Phat Farm Recall Scores 
   

  

  

Phat Farm Total 

  0 1 

Abercrombie 

  

0 31 9 40 

1 58 106 164 

Total 89 115 204 

  

  

Table 4-6:  Saturn vs. Mercedes Recall Scores 
 

 Mercedes   

  0 1   

Saturn 0 152 33 185 

  1 3 16 19 

Total 155 49 204 

 

  To test the effects of the hypotheses, a 3 (perceived initiator) x 2 (involvement) x 

2 (congruency) x 2 (prominence) mixed model ANOVA was conducted using SPSS 

GLM repeated measures.  The recall measures were dichotomous and equal to one if the 

subject correctly noted the brand in their unaided recall responses and zero otherwise.  As 

specified by the Persuasion Knowledge Model, subjects that perceive the advertiser as the 

initiator will respond differently than one who perceives the artist/label as the initiator.   

Thus, in the analysis perceived initiator ratings were used as the between subjects 

variable instead of the treatment groups along with age.   

The analysis revealed a significant main effect for prominence (F (1, 193) = 

13.845, p<.001) qualified by a significant interaction of prominence and congruency 

(F(1, 193) =  8.185, p<.05).  Therefore, more prominently placed brands improved recall, 

but the prominence x congruency interaction qualified this effect. Considering the 

aforementioned raw recall scores, the interaction was expected.  Essentially, incongruity 
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improved the recall of brands found in the chorus while the incongruity decreased the 

recall of brands found in the verse (Abercrombie, M=.750; Phat Farm, M=.543; Saturn, 

M=.087; Mercedes, M=.242).  Thus, hypothesis 4a is partially supported.  When the 

analysis included cultural involvement as the involvement measure, almost identical 

results were yielded for the significant main and interaction.  Table 4-7 shows the means 

for the analyses including cultural involvement as the involvement measure.  Therefore, 

the following sections will only report the analysis for music involvement unless a 

significant difference between the two involvement measures occurs.   

Table 4-7:  Means:  Recall Scores (Prominence*Congruency) with Cultural 

Involvement 

  

 Mean 

Std. 

Error 95% Confidence Interval 

      Lower Bound Upper Bound 

Abercrombie .737(a) .037 .664 .809 

Phat Farm .518(a) .046 .427 .608 

Saturn .076(a) .027 .023 .130 

Mercedes .232(a) .040 .152 .311 
a  Covariates appearing in the model are evaluated at the following values: Age = 25.7400. 

 

 

Attitudes Hypotheses Testing 

The attitudinal hypotheses were also tested with a 3x2x2x2 mixed methods ANOVA 

using SPSS GLM repeated measures (Table 4-8).  Hypothesis 2a was not supported by an 

insignificant main effect for perceived initiator (F(2,193) = 1.2285, p>.05).   Since the p 

value was greater than .05 for the interaction between perceived initiator and involvement 

(F(2,193)=.720, p>.05), hypothesis 6a was also rejected. Nonetheless, the analysis 

yielded a significant main effect for involvement (F(1,193)=6.3179, p≤.05) and 
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congruency (F(1,193) = 22.495, p<.001).  However, this effect was qualified by a 

significant within by between subjects interaction (involvement*congruency).  More 

importantly, further analysis of the simple contrasts of means supported the hypothesized 

effect of congruence (involvement); therefore, hypothesis 5a is supported (F(1,193) 

=3.895, p≤.05).  Essentially, highly involved participants reported more positive attitudes 

toward congruent brands.   

Table 4-8:  Tests of Between-Subjects Effects 

 

Source 

Type III 

Sum of 

Squares Df 

Mean 

Square F Sig. 

Perceived Initiator 23.693 2 11.847 1.228 .295 

Music Involvement 59.587 1 59.587 6.179 .014 

Perceived Initiator * 

Music Involvement 
13.880 2 6.940 .720 .488 

Error 1861.317 193 9.644     
 

  

 Perceived primary beneficiary was also expected to affect the attitude scores of 

participants.  As a measured variable, respondents were asked to rank whom they 

perceived benefitted most between the artist, brand, and record label.  The data was 

compiled and recoded into a grouping variable based solely on who participants 

perceived benefitted most (rating of 1).  The measure produced unequal groups, thus, a 

Type III Sum of Squares option was used in the analysis as well.  As Table 4-9 

demonstrates, subjects most frequently perceived that the brand benefited the most from 

the placement.  Alternatively, Table 4-10 revealed that the artist was most frequently 

perceived as benefitting least.  However, to test the hypothesized effect of perceived 

primary beneficiary, a 3x2x2x2 mixed methods ANOVA was conducted in SPSS GLM 
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repeated measures with perceived primary beneficiary as the between subjects variable 

(instead of the perceived initiator).  The measure yielded insignificant results for the 

effects of perceived primary beneficiary on attitudes (F(3,191) = 1.686, p>.05).  

Therefore, hypothesis 3a is not supported as well. 

Table 4-9:  Distribution - Benefited Most 

 

 Frequency Percent Cumulative Percent 

 Missing 17 8.3 8.3 

 Artist 33 16.2 24.5 

 Brand 110 53.9 78.4 

 Record Label 44 21.6 100.0 

 Total 204 100.0  

 

 

Table 4-10:  Distribution – Benefited Least 

 

 Frequency Percent Cumulative Percent 

 Missing 15 7.4 7.4 

 Artist 88 43.1 50.5  

 Brand 39 19.1 69.6  

 Record Label 62 30.4 100.0  

 Total 204 100.0    

  

 

Purchase Intentions Hypotheses  

 

 A similar GLM analysis was run with purchase intentions as the dependent 

measure.   The GLM did not uncover a significant main effect for perceived initiator 

(F(2,193) = 1.722, p>.05; thus hypothesis 2b was not supported.   Additionally, 

hypothesis 6b was not supported since no significant interaction was found between 

perceived initiator and involvement (F(2,193)=.042, p>.05).  The effect predicted by 

hypothesis 4c and 5b was supported.  In particular, there was a significant interaction 
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between involvement and congruency on purchase intentions (F(1,193) = 5.708, p<.05).  

In contrast to the attitude variables, there was a significant difference in the purchase 

intention score of participants that perceived the brand versus the artist was the perceived 

primary beneficiary (F(3,191 = 8.480, p<.05).  However, an analysis of the means did not 

support the hypothesized effect; therefore hypothesis 2b is not supported. 

 

Discussion 

 As predicted, recall improved when brands were placed in the chorus. 

Alternatively, there was no significant main effect with the congruency variable, 

However, these findings were qualified by a significant interaction between prominence 

and congruency.  Interestingly, the proposed relationship between recall, prominence and 

congruency was supported by the recall scores in the high prominent condition, but 

reversed in the low prominent condition.  Thus, Abercrombie, the incongruent high 

prominent brand was recalled more than Phat Farm, the congruent high prominent brand 

and Mercedes, the congruent low prominent brand was recalled more than Saturn, the 

incongruent low prominent brand.  I propose three explanations for the difference found 

in the recall scores in the interaction effect.  Mandler‘s (1982) premise of moderate 

incongruity is one possible justification for the inconsistency.  In this research, 

elaboration and memory is impacted by incongruity in an inverted U pattern (Mandler, 

1982). Therefore, the discrepancy between the recall of Saturn and Abercrombie could be 

attributed to a difference in incongruity levels.  Another possible explanation emerged 

after further analysis of the pretest results. In the pretest,  participants indicated that 
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Mercedes was the most mentioned automobile brand in hip-hop music.  Consequently, 

subjects may have recalled the presence of Mercedes in the song because of expectation 

and familiarity with hearing the brand in hip-hop music not necessarily the stimuli.  

However, the best explanation for this interaction was noted by Karrh (1994). His 

research suggested that product placement is more effective for increasing brand salience 

when the brand is ―less familiar‖ and prominently placed.  With this line of thought, the 

interaction was expected. 

This research also sought to investigate how attitudes were influenced by brand 

mentions.  Results demonstrated that more favorable attitudes were attained for congruent 

brand compared to incongruent brands.  As predicted, highly involved participants had 

higher attitude scores (Table 4-11) and purchase intentions for congruent brands.  

Table 4-11:  Attitudes Means Involvement * Congruency Interaction 

 

  Mean 

Std. 

Error 95% Confidence Interval 

       Lower Bound Upper Bound 

Low  Incongruent 4.278(a) .254 3.776 4.780 

  Congruent 5.353(a) .246 4.869 5.838 

High Incongruent 4.678(a) .221 4.242 5.114 

  Congruent 6.398(a) .213 5.977 6.819 
a  Covariates appearing in the model are evaluated at the following values: Age = 25.74. 

 

Counter to the predicted hypotheses, perceived primary beneficiary or perceived 

initiator did not have an effect attitudes.  The lack of significant differences between 

consumers that perceived the brand as the initiator and those that perceive the artist as the 

initiator may be partially due to the prime or manipulation.  While there was a significant 

correlation between the randomized designated treatments and the perceived initiator 
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response, it was not strong (r(202) =.148, p>.05).  Additionally, a cross-tabulation table 

(designated treatment * perceived initiator) revealed that some subjects that were primed 

with the brand as the initiator perceived the artist was the initiator (and vice versa).  

Alternatively, product placement literature has found little support suggesting that 

product placement influences affective and behavioral measures (Gangadharbatla, 2006).  

Consequently, few experimental studies found results that demonstrate the effects of 

product  placement on attitudes and purchase intentions (Russell, 2002; Baker and 

Crawford, 1996; Auty and Lewis, 2004 ).   

While the analysis revealed a significant main effect for perceived primary 

beneficiary (purchase intentions), an analysis of the purchase intention mean scores did 

not support the hypotheses. More importantly, all of the mean scores for purchase 

intentions centralized at the neutral response (2=I might or might not buy).  Thus, a 

significant difference in the means would not imply a substantive difference in purchase 

intentions.   

 

Summary 

This study was designed to extend the hybrid messages literature by investigating 

the effects of brand mentions in hip-hop music on various dependent measures.  A 

3x2x2x2 within subjects design with between subjects was employed with perceived 

initiator, music involvement, and perceived primary beneficiary as the between group 

variables.  Additionally, four brands were chosen based on congruency with hip-hop 

culture and placed in the chorus and verse to manipulate prominence.  Significant main 
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effects demonstrated that prominence and incongruity improved memory.   However, this 

effect was qualified by an interaction that showed a reverse effect of incongruity in the 

verse (Karrh, 1994).  The attitude and purchase intention hypotheses were supported by 

two within by between subject interaction.  This finding indicates that highly involved 

participants have more favorable attitudes towards and were more likely to purchase 

congruent brands.  Interestingly, all of the predicted effects of perceived primary 

beneficiary and perceived initiator and involvement were not supported.  Therefore, the 

purpose of Study Two was to explicate the phenomena found in Study One and gain 

clarity regarding the effects of perceived initiator and perceived primary beneficiary.     
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Chapter 5 

Study Two 

Generally, I sought to extend the prior study by conducting in-depth interviews in 

which hip-hop enthusiasts could share their experiences and feelings towards brand 

mentions in hip-hop music.  

 

Methodology 

 

In Study Two, 30 in-depth interviews were conducted over a two month period to 

further explore the findings of Study One.  Subjects were recruited in various ways 

(Motley, Henderson, and Baker, 2003).   For example, some participants were recruited 

on social and hip hop websites while others were personal contacts of the interviewer.  

Some informants were identified through a snowballing technique; at the end of each 

interview, the informant was given the researcher‘s contact information to distribute to 

their friends, family or co-workers that fit the sample guidelines (Wooten, 2006).  Other 

informants provided potential subjects‘ information following the interview.   

 

Discussion Guide & Interviewing Technique 

The interview discussion guide was developed with the consultation of two 

professors and one doctoral student with extensive qualitative research experience 

(Burkhalter and Thorton, 2007).  Most of the questions were open ended and allowed the 

respondents to elaborate about their thoughts (Drumwright, 1996).  Additionally, the 
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discussion guide was designed to elicit responses regarding recall and consumption of 

brands frequently mentioned in hip-hop music (Appendix F).    

The guide was relatively structured and was pretested through three in-depth 

interviews with hip-hop enthusiasts from different regions of the United States.  

Inevitably, questions were removed, restructured, or added when answers became 

redundant or when new issues were presented by the informant that required additional 

probing for clarity (Wooten, 2006).  Since research has shown that the accommodation of 

the linguistic style can improve communication and likeability (Giles, 1973; Holland and 

Gentry, 1999), the language used by the interviewer was adjusted to accommodate the 

linguistic style of the informant (Alim, 2006).  Thus, some questions were rephrased by 

the interviewer to improve communication; however, great care was taken to ensure that 

the integrity of the question remained.    

 

Procedure 

Prior to the interview, subjects were asked to provide their age, interview time, 

and preferred method of interaction (i.e. phone, in-person, etc.).  In general, informants 

were expected to have some involvement with hip-hop music prior to the interview and 

be aware of the presence of brands in hip-hip music.  Therefore, informants were asked to 

1) describe their involvement with hip hop and 2) provide examples of brands and/or 

product types they had seen or heard in hip-hop music/videos.  Subjects were further 

probed with questions regarding their consumption behavior of hip-hop music such as 

where and when they listen to or purchase hip-hop music as well s their favorite artists.   
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The interviews were conducted, in person and through the Internet (i.e. Skype 

with a web camera).  Additionally, the interviews varied in length depending on the 

informants experience with hip-hop music and culture; however, each interview lasted 

approximately 45 minutes and was digitally recorded.  Data collection, verbatim 

transcriptions, and analysis were conducted concurrently.  This process helped to identify 

new, yet relevant questions to ask in subsequent interviews (Wooten, 2006).   

 

Sample 

Informants were between the ages of 18-34 and identified themselves as current 

listeners of hip-hop music and / or watchers of hip-hop videos. Video watching qualified 

the informant as a listener of hip-hop music since videos are set to the music.  The sample 

was approximately equal in the number of men and women and included informants from 

across the United States as well as two currently living in London, England and 

Capetown, South Africa. The sample included five Anglo/White informants, three Asian 

informants (Asian Indian, Asian American, and Korean), one Hispanic, Middle Eastern, 

and Bi-racial informant and nineteen African American informants.   

 

Analysis 

As noted previously, the interviews were digitally recorded and transcribed 

verbatim.  Overall, data were analyzed using many of the operations specified by Spiggle 

(1994):   iteration, categorization, comparison, and abstraction.  Since the data collection 

and analysis process was concurrent, foregoing operations influenced succeeding ones; a 

process recognized as iteration.  According to Moisander and Valtonen (2006), the first 
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stage in qualitative analysis is becoming familiar with the data; thus, each of the 30 

transcripts were read and re-read several times.   During this stage of analysis, common 

terms and references were noted and later included in the node development used to 

analyze the data with qualitative research software.  In addition, the data were 

categorized based on the informants‘ responses regarding 1) their purchase behaviors of 

brands that were mentioned in hip-hop music, 2) brand or products they were opposed to 

being mentioned, 3) favorite artist type, 4) recalled brands, 5) tone and attitudes towards 

artists that mention brands, and 6) attitudes towards brands that were mentioned in hip-

hop music.  Nudist 6 software was also used to mine the data and identify the frequency 

of common terms, norms or categories found in the transcripts (QSR International, 2002).  

For example, a node was created that searched the transcripts for references to brand 

mentions as a form of advertising or marketing.  The output of possible responses were 

reviewed to ensure the data in fact met the qualifications of the node and noted.   

Abstraction and comparative analysis (Glaser and Strauss, 1967) was also used to 

explore the data.  According to Spiggle (1994), abstraction is a higher level of 

categorization in which the categories are collapsed into theoretically grounded 

conceptual constructs.  A comparative analysis was used to explore any nuances found in 

the informant‘s responses within each abstracted categories.  These operations, in 

particular, were employed to identify emergent themes.  In addition, the themes should be 

interpreted as a way of explaining how people respond to brand mentions in hip-hop 

music, another popular music culture known for its anti-establishment and 

commercialization sentiments (Mcleod, 1999).  Therefore, the following section 
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interweaves major findings, extant literature, and emergent themes found in the 

informants‘ responses. 

 

Results 

The analysis of the data suggests that brand mentions in music were effective at 

increasing awareness and recall of brands across a wide range of product categories.   In 

addition, four primary themes emerged to elucidate this phenomena:  third person effect, 

and consumer skepticism, authenticity, and ethics regarding vice products.  Authenticity 

and consumer skepticism were quite complex and included several factors that should be 

employed in future research exploring perceived initiator.  Additionally, the informants‘ 

responses exhibited some interweaving of psychological and sociological consumer 

ambivalence (Otnes, Lowrey, and Shrum, 1997).   

Specifically, clothing, automobiles, alcohol, jewelry, technology, and luxury 

brands were most prevalent in the data.  Content analyses of the hip-hop lyrics found  in 

the 2003, 2004  and 2005 Top Twenty Billboard songs supported this finding (James, 

2005; 2004; 2003).  The data also suggests the importance of prominence in brand 

mentions in music.  In particular, informants tended to recall brands that were a part of 

the chorus such as Courvoisier and Air Force Ones. 

It matters if it's being said over and over again, like....oh. I remember a 

song ... I don't want to rap, but it keeps saying like... Air Force Ones... I 

think it's Nelly....  

Asian American, 22, Female 

 

Oh my goodness. There was a song ... “Air Force Ones” ... I mean the 

amount of sneakers that were sold because of that song is just ridiculous. I 
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mean, when the song “Pass the Courvoisier” came out, I mean, people 

were ordering Courvoisier.   

Middle Eastern, 26, Female 

While this finding is similar to that of past research that examines prominence and 

memory (e.g. Gupta and Lord, 1998), research has shown that memory does not 

predict purchase behavior (Mackie and Ascuncion, 1990).  Thus, the following 

theme explores informants‘ self reported purchase behavior of brands mentioned 

in hip-hop music.    

 

Third Person Effect:  They might buy it, but I won’t.  

While few participants agreed to having purchased a brand because it was heard 

in a hip-hop song, most informants recalled instances in which someone they knew had 

purchased a brand because of its presence in a hip-hop song.  Davison (1983) describes 

this as the third person effect.  In the perceptual component, he argues that people believe 

that the effect of mass communication is greater for others (third person) than for 

themselves. The data would suggest a similar effect in the responses of hip-hop 

consumers.  The following responses are from informants that stated they had never 

purchased a brand because they heard it in a hip-hop song.  When asked about others 

whom they believed purchased brands because of a hip-hop song, they stated:    

A lot of people in general started buying Air Forces because of the Nelly 

song, “Air Force Ones,”... that was what I was thinking about. I know a 

lot of people didn't wear Air Forces until that song came out…. Nelly had 

a big influence on people. So once he made a whole song about one kind 

of shoe, I think people thought it was, like, the cool thing to do. 

African American, 21, Male 
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Yeah, I see a lot of guys that will only recognize stuff. Like I had on some 

Marc Jacobs shades, and they recognized the Marc Jacob shades because 

Lil Wayne mentioned them in a song. So, I mean, I don't think they would 

have recognized them if Lil Wayne did not tell them ... said it in a song. 

 African American, 18, Female 

Nelson and Mcleod (2005) found similar results in the responses of teenagers regarding 

product placement.  Particularly, high brand conscious teens were more likely to 

recognize the effects of product placement on their behavior compared to low brand 

conscious teens.   The behavioral component of the third person effect further suggests 

that people take actions to prevent the influence noted in the perceptual component.  This 

concept of coping was also found in another emergent theme in the data. 

 

Consumer Skepticism:  No matter what you say, the brand is benefitting! 

Besides a contractual payment (from a brand) and sparse references to status 

enhancing possibilities for an artist, informants perceived that the brand was the main 

primary beneficiary.   

But I would assume that the company always gets the greater advantage 

because the company is going to have the more savvy investors backing 

them up….So simple economics would tell me that the company always 

benefits more or else they wouldn't take the time to invest ... their money 

into this rapper or hip-hop artist.  

White, 23, Male 

 

Even so, the attitudes‘ of respondents was not overwhelmingly negative.   In fact, 

positive references to the brand included an admiration for their strategic business 

practices which included getting their brands into hip-hop culture.  Negative responses 

focused on how branding impacts of creativity as well as product category concerns.  

However, most of the responses were laced with an attitude of expectancy.     
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They're in the business to make money, so I can't blame them for going to 

the artist to do it 

Asian Indian, Male, 29 

 

Because I feel like... everybody knows brands are trying to get out there 

however they can. They're trying to advertise. 

African American, Male, 23 

 

I think that's just a tactic {brand mentions in hip-hop music} just like any 

other, and me being in that type of world, I think people have to find 

different approaches to connecting their brand with people. So I don't 

really see anything wrong with it. 

African American, Female, 25 

 

With the brand being perceived as the major primary beneficiary, many hip-hop 

enthusiasts believed the artist should be compensated for mentioning brand names in their 

music.  In fact, some informants scorned artists that included brands without payment.   

Artist mentioning brands without being paid ... I think they're getting 

ripped off. I think they're not realizing ... from a business standpoint or an 

investment standpoint, they're failing to realize the potential that they 

could make, you know, money on that.   

White, Male, 23 

I think it's kind of stupid, because they're making money for other brand 

names and they're not reaping the benefits from it. You know, they 

basically ... to me they're being pimped, but they're, making somebody else 

money. And they running their mouth about that.  

African American, Male, 28 

 

However, informants qualified this idea by noting they would rather a situation in which 

the mention is completely artistic and unpaid.   

I feel like they're advertising for free. But in the same sense, it doesn't necessarily taint 

the music for me, because I know they're doing it because they want to do it, not because 

they want money, you know. 

African American, Male, 23 
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Consumers‘ skepticism towards advertising is one of the major reasons for the 

growing popularity of tactics such as product placement (Gupta and Lord, 1998).  

Generally speaking, hybrid messages are designed to appear non-commercial.  However, 

many informants‘ feelings about brand mentions contradicted the entire purpose behind 

this type of covert marketing.  Moreover, their responses referred to brand mentions in 

hip-hop as promotion and advertising. 

I don't think a bad thing or a good thing. Really, because I mean, it's just 

advertising. They're going to advertise one way or another and if ... they 

feel that's a good way to get to their audience or their target market, I 

think it's fine. 

African American, Male, 21 

Well it's just another form of marketing. It's just another way for them to 

get at us and market things to us and try get us to buy things that we don't 

necessarily need or want. 

Hispanic, Female, 28 

 

It's basically a promotion ... a promotion... It's another outlet for 

promotion, just get their name out there and to get their product out there. 

African American, Female, 21 

In turn, many informants indicated the use of coping behavior similar to the claims of 

PKM.  In particular, respondents noted they would not stop listening to hip-hop artists 

despite the presence of commercial tactics.  Instead, they would engage guarded coping 

mechanisms when listening to songs in which a persuasive attempt is detected (Friestad 

and Wright, 1994).  

I feel like this is a situation of “buyer beware.” That if I'm listening to 

music, and somebody is promoting something, I'm going to assume that 

there's some transaction of capital happening. And that, whether they 

express it or not…I'm going to assume that's what's going on. And so I 

don't need them to say it. 

White, Male, 30 
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Well, I guess it would like, change my view of them. I don't know if it 

would necessarily make me not want to listen to them or stop buying their 

albums, but it would definitely give me pause and I would think ... maybe 

twice about them as an artist or as a person. 

Hispanic, Female, 28 

 

Like they bought out, you know. They're not truly users of the product. 

They didn't set the trend. They were paid to set the trend, which is 

ridiculous. I wouldn't want to follow that. But I'd still listen to the music, 

because it has a nice beat 

Asian, Female, 22 

 

Informants also offered insight that may explain the lack of support for the hypothesized 

effect of perceived initiator (found in Study One). The data revealed there are a variety of 

factors that affect perceived initiator that may difficult to capture in an experimental 

environment, particularly with a new or fictional artist.  With this in mind, consider the 

three ways in which a brand can be mentioned and an initiator identified.  Obviously, the 

artist and brand can contractually agree upfront to the placement.  Alternatively, brand 

mentions can be completely artistic and unpaid.  The juxtaposition between the two is the 

brand approaching the artist post a mention and offering payment. However, the passage 

below demonstrates other components that can influence perceived initiator.   

I would say that it is the most valid or most appropriate if it's initiated by 

the artist, and it's not compensated monetarily… people who listen to 

music feel like they have an intimate connection with the artist..and their 

representing their dreams, and that if they found out that it wasn't really 

their views…I just feel like they would feel betrayed…if I found out that 

you had been telling me to go buy a new pair of Pumas because they said 

that they would give you a free pair if you conned 10 of your friends into 

getting a pair, you know, I'd want my 20 bucks from you 

White, 27, Female 

This response included factors such as emotional attachment and past experiences with 

the artist.  Findings also suggest the importance of the artist‘s perceived authenticity. 
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Authenticity   

According to Hess (2005), authenticity or ―realness‖ is crucial in successfully 

building credibility in the hip-hop community. However, the struggle of an artist to be 

authentic but successfully capitalize on the popularity of hip-hop has remained a popular 

debate (Hess, 2005; Motley and Henderson, 2008).    

“Standards of authenticity within rap music have often challenged 

commercial success, as artists and listeners maintain allegiance to a 

nostalgic authenticity of the culture’s brief existence outside the recording 

industry” (Hess, 2005 p300) 
 

Particularly, this dilemma also exists with hip-hop consumers regarding brand mentions.  

In fact, consumer ambivalence was interwoven throughout this theme. Otnes, Lowrey, 

and Shrum (1997) describe consumer ambivalence as the concurrent or sequential 

experience of multiple emotional states because of internal and external factors such as 

people or social norms in marketing contexts; thus, influencing prepurchase, purchase, or 

postpurchase attitudes or behavior. Specifically, the informants below display 

psychological consumer ambivalence by reporting an internal debate regarding brand 

mentions in hip-hop music.  

 

But I do .... on the other side ..., I do think it{brand mentions in hip-hop 

music}  does take away from the music, and take away from the kind of 

realness of it and what the purpose of hip-hop is supposed to be. 

African American, Female, 25 

 

I would be against it, excuse me, because if you're marketing a brand or 

you're marketing something that goes against what you stand for, you're 

being a sellout. So you have to look at it from both perspectives ... you got 

to make your money, but at the same time you got to keep it real. 

Asian Indian, Male, 27 
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While some interviewees displayed utter disdain for paid mentions others were 

sympathetic to ―starving artists.‖   After further analysis of the data, sociological and 

cultural dimensions of ambivalence became apparent as well.  Particularly, references to 

old school vs. commercialized and mainstream vs. underground split the informants‘ 

responses.  Authenticity research added clarity to this categorization and its effects.  Of 

Mcleod‘s (1999) six semantic aspects of authenticity, two were found in the data.  

Accordingly, authenticity is measured by a person‘s ability to remain underground and 

old school versus commercial and mainstream.  Even further, informants held similar 

standards regarding artists that  mentioned brands in their lyrics.  For example, some 

informants noted a level of disappointment if an ―underground or conscious‖ rapper 

would accept payment for a brand mention, but expected ―commercial artists‖ to 

participate in this type of activity. 

Like I expect Nelly to put shit in his videos, but if somebody like Talib 

Kweli had a video that was full of the same crap ... like I think the 

audience that has ears for him would perhaps take notice and take offense 

more so than, like, the teeny-bopper crowd that's buying an album 

because it's on the top 10 in i-tunes.  

White, Female, 27 

Being categorized as authentic or ―real‖ emerged as a theme with both the artist and 

listeners.  In fact, feelings of superiority were evident in the responses of some 

informants.  As proposed in Study One, being a ―true hip-hopper‖ (high involvement) or 

just a ―follower‖ (low involvement) moderated attitudes and consumption.   

For the true hip-hoppers, we do things just because we just do it that way. 

Then you've got the followers like we were just talking about. They're just 

doing it because that's what hot right now, and a lot of them are just going 

through a phase. 
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Mixed/Bi-racial, Male, 32 

 

Popular press and scholarly research exploring hip-hop culture have also uncovered some 

components of authenticity that are believed to have negative ramifications (Watkins, 

2005; McLeod, 1999; Quinn, 2005).   For instance, misogyny, violence, and the use of 

drugs and alcohol have remained popular themes in certain types of hip-hop music.   

Quinn (2005) noted that St. Ides, one of the popular malt liquor brands promoted in 

gangster rap during the 1990‘s, reinforced one‘s status of an authentic member of that 

subculture.  In addition, he argued that the popularity of the forty-ounce bottle of malt 

liquor was made iconic by gangster rappers.   In the current research, the strong presence 

of vice product brand mentions in hip-hop music emerged as a theme as well.     

 

Ethical Concerns:  Vice Products--What we love to hate. 

 Consumer advocacy groups have argued that hybrid messages such as product 

placements are more deceptive than traditional advertisement.  The argument rests on the 

premise that consumers are unaware of their persuasive intent and effects it can have on 

behavior (Grube, 1993).  The ongoing debate about product placement being considered 

commercial speech is minimal compared to the heated discussion within the hip-hop 

community about artistic ability regarding lyrics that promote vice products (Watkins, 

2005).   This concern was evident in the statements by many informants in regards to 

products they were against being mentioned in hip-hop.  The general sentiment was a 

concern for influence that artist that mention vice products had on youth and susceptible 

communities.  
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I just don't think ... it's cool to get compensated for something that it's ... 

that is or could potentially be  ... harmful to, like I said, to an individual or 

to a certain race of people. 

African American, Male, 29   

 

Further analysis revealed that alcohol and cigarettes were the biggest concern. 

But it's almost, like, selling your soul. Because as an artist, you know you 

have this influence, and so you know that when you promote something 

good or bad you know that kids are going to follow what you say…and 

whether you're the one smoking a cigarette or not, some kid is going to see 

you rapping or singing about it, and see you do it in a video, and they're 

going to mimic it, whether you do it in your real life or not. 

African American, Female, 26 

 

I wouldn't be too happy with Kool, because I understand that, you know, 

it's not  healthy to smoke and understanding that a large majority of those 

that do listen to hip-hop are, you know, teenagers, and that would promote 

that type of behavior within that group, and  really wouldn't be a good 

thing. 

White, Female, 25 

 

It's difficult when you get into like, alcohol ... just you know consumers of 

hip-hop, you know, some of them ... I don't know really like the age range 

of the groups and stuff like that ... and you know, underage drinking..so I 

don't know..endorsing, you know, alcohol is not good if there's a lot of 

kids listening. 

Hispanic, Female, 28 

 

Interestingly, many of the informants‘ purchase behavior reflected the perceived effects 

of alcohol brands being mentioned in music. 

Well I mean, when Busta Rhymes came out with “Pass the Courvoisier,” I 

went out and bought that brand, and every time I see Courvoisier, that's 

all that comes to mind. 

African American, Male, 28 

I remember Lady Sovereign's song ... where she mentions getting drunk on 

Stella and I was like, “What's Stella,” and I had to, like, immediately go 

find a place in Austin that sold it because it was some Scottish beer and .. 

so yeah I was like, “This girl's cool, and I want to drink the beer she 

drinks.” 
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White, Male, 34 

 

Similar results have been found for the effects of rap music videos on health risk 

behavior (Wingood, et al., 2003).  Seemingly, adolescents who were exposed to great 

amounts of rap videos exhibited riskier sexual health behavior.   

 

Summary 

 

Study Two demonstrates that hip-hop enthusiasts are affected by brand mentions 

in music.  In particular, informants recalled various brands and product categories found 

in hip-hop music.  Brands mentioned repeatedly such as in the chorus were more 

frequently remembered in the interviews.   Purchase behaviors were elusive.  To some 

extent, informants were able to recall instances in which they purchased a brand because 

it was mentioned in a hip-hop song. The remaining respondents tended to exhibit the 

third person effect, noting that hip-hop music did not affect their purchase decisions, but 

influenced others.  Further analysis revealed that authenticity, a multifaceted concept 

within hip-hop culture, was influenced by consumer ambivalence.   Can an artist truly be 

authentic but accept payment for brand mentions?  Should artist be paid since brands are 

benefitting from the mentions?  In particular, authenticity was operationalized on two 

dimensions:  mainstream versus underground and commercial versus old school.  

Variation on these dimensions existed in attitudes towards artists and other hip-hoppers 

and moderated the informants‘ expectations of both groups.  As presented in Study One, 

participants perceived that the brand benefited most with both paid and unpaid mentions.  

In contrast to some ideals of authenticity, many informants thought that artist should be 
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paid for mentioning brands in their music.  However, hip-hop consumers qualified this 

proposal by stating they would prefer unpaid artist mentions. 

In addition, Study Two elucidated the concept of perceived initiator by 

introducing emotional factors that may affect this categorization.  Findings also 

demonstrate that consumers engage in coping behavior when they perceive persuasive 

motivations underlie brand mentions in hip-hop music.  Finally, the data took an ethical 

turn in which informants expressed some concerns with the overwhelming presence of 

vice products/brands in hip-hop music.  Additionally, analysis of the consumption 

narratives reemphasized these concerns and provided partial support regarding the 

effectiveness of brand mentions in hip-hop. The following chapter presents conclusions 

as well as practical and academic implications from the studies‘ findings. Also included 

are limitations in addition to some future research that will address those limitations.   
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Chapter 6 

 

Summary and Conclusions 
 

The purpose of this research was to explore the effectiveness of a popular yet 

understudied phenomenon, brand mentions in music.  Specifically, this research 

investigated this concept within the hip-hop context.  This genre was considered most 

appropriate for this research since hip-hop artists have received the most attention in the 

media regarding the upsurge of brand mentions in music (Graser, 2000; Lehu, 2007).  In 

general, I explore the effectiveness of this tactics on recall, attitude and purchase 

intentions through two studies.  Study One addressed this phenomenon with a 3x2x2x2 

within subjects design with between subjects variables.  The following section provides 

an overview of the findings.   

As expected, prominence improved recall.  In fact, more twice as many 

participants remembered the brands mentioned in the chorus compared to the verse.  

Interestingly, the findings revealed a significant interaction between prominence and 

congruency.  Further analysis of the means demonstrated that incongruity was effective 

for increasing recall in the chorus but not the verse.  Karrh (1994) found similar findings 

in his research on product placement in films.   

The hypothesized effect of congruency was also supported in Study One.  Thus, 

congruent brands received more favorable attitude and purchase intention scores.  This 

effect was also qualified by an interaction with music involvement and congruency.  

Highly involved participants, in particular, had more positive attitudes towards the 

congruent brand.   



 

78 

 

There was no significant interaction between involvement and perceived initiator.  

Thus, highly involved participants did not exhibit lower attitudes and purchase intentions 

when the brand was the perceived initiator. In addition, there was no significant 

difference in the attitudes of individuals that perceived the brand versus the artist 

benefitted most from the placement.  Additionally, individuals that perceived the brand 

benefited most had higher purchase intention scores than those who perceived the artist 

benefitted most.  However, the difference centralized at the neutral rating (2=might or 

might not buy).  More importantly, the findings suggest that the activation of persuasion 

knowledge, in regards to brand mentions in music, is more complex than perceived 

initiator and perceived primary beneficiary.   

The purpose of Study Two was to gain deeper understanding of the results of 

Study One.  Additionally, Study Two sought to add clarity regarding the lack of support 

of the hypothesized effects of perceived initiator and perceived primary beneficiary.  The 

data revealed that informants were able to recall specific brands and in many cases the 

lyrics or artists associated with the placement. While some hip-hop consumers did admit 

to purchasing a brand because of its presence in a hip-hop song, others denied any effect.  

In particular, their response was reminiscent of the third person effect.  Authenticity, a 

key debate within hip-hop culture, also emerged.  Additionally, other components (not 

considered in Study One) of perceived initiator were identified and should be considered 

in subsequent studies.  For instance, emotional involvement and prior attitudes toward the 

artist were impossible to capture in Study One since a fictitious artist was used.  The data 

also revealed that the brands benefited most in spite of the initiator.  This concept was 
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supported in Study One as well. Overall, the impact on brand attitudes was minimal 

except for vice products.  In particular, informants spoke negatively about the growing 

presence of alcohol brands in hip-hop.  Similar to other research, the most passionate 

responses concerned the impressionability of youth and susceptible markets that listen to 

hip-hop.   

 

Contributions 

 

Theoretical Contributions 

Theoretically, the current research provides further understanding of an 

application of the Elaboration Likelihood Model, Meaning Transfer Model, and 

Persuasion Knowledge Model in brand mentions in music.  In particular, some of the 

complex components of the agent/ initiator construct of the Persuasion Knowledge Model 

were revealed in Study Two.   The findings of this research identify factors that can 

impact when, how, and why people engage in coping behavior in response to brand 

mentions in music. While the themes emerged in a hip-hop music context, concepts such 

as authenticity remain prevalent concerns in other genres as well (Fox, 1992; Moore, 

2002).  Thus, it is expected that these themes may be generalizable in examining the 

coping behavior of music listeners of other popular music genres (ie. Rock, Country, 

etc.). 

This research also offers a new application of congruency, an important construct 

shown to affect the transfer of meaning to a brand or product.  The evidence of the 

research demonstrates consistent finding as the product match up hypothesis and 
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celebrity endorser research; however, the operationalization of  congruency was 

dissimilar in that congruency referred to the perceived similar between the product and 

hip-hop culture not the artist.  By operationalizing congruency in this way, this research 

was able to control for the nuances between artists such as locational influences.  This 

research also extended involvement as a construct.   According to Zaichkowsky (1986), 

involvement is a motivational construct; however, in this stream of research, involvement 

influences motivations and ability in the processing of the message presented in the 

music.  Thus, highly involved participants are not only more motivated to process the 

lyrics of the song, but are more capable of understanding and processing the lyrics.   

 

Methodological Contributions 

 This study is the first attempt at measuring the effectiveness of brand mentions in 

music beyond popular press, sales and demographic data.  Additionally, an adaptation of 

Russell‘s Theatre Methodology was applied to an auditory only context, hip-hop music.  

The impact of the manipulation of prominence, an exectional factor used in the product 

placement literature, was consistent in this research as well.  Essentially, more 

prominently placed brands increased recall.   

 

Substantive Contributions 

Based on the findings of this research, advertisers may find it useful to gain a 

presence in hip-hop music.  The results suggest that this method will be most beneficial 

for increasing brand awareness and recognition.   Incongruent brands should seek 

placement in the chorus since brand recall decreased drastically for incongruent brands 
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placed in the verse.  Even when attitudes towards the song and artists are controlled, 

similar effects remain.  However, repetition may attenuate this effect as increased 

exposure to the music increases brand recall (Ferguson, 2005).  The findings of Study 

Two suggest that consumers may be more accepting of arranged brand mentions with 

mainstream artists.  Perhaps, companies making arrangements with an 

underground/conscious artist should remain discreet as possible based on the possible 

backlash revealed in the data.   Additionally, highly involved participants respond better 

to this form of communication that their lowly involved counterparts.  However, frequent 

airplay and/or repetition may equalize this difference.  It may also be beneficial to work 

with more than one artist.  This consideration is especially important considering the 

growing consumer skepticism.  By working with various artists, consumers are exposed 

to more than one spokesperson that represents similar yet different symbolic meanings 

within the music and culture.   

 

Limitations 

Limitations that affect reliability and validity are inherently present within any 

study.  In Study One, the primary limitation was the lack of effectiveness of the prime.  

Essentially, the primes were expected to influence who the participants perceived as the 

initiator.  However, the manipulation check (question asking who they perceived as the 

initiator) demonstrated that the prime was not strong enough.  In some instances, subjects 

perceived the brand as the initiator in treatments where the artist was the initiator and 

vice versa.   
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An additional limitation of the design (Study One) is the potential confound 

between the prominence variable and product category (Russell, 2002).  Since 

automobile brands were placed in the verse and clothing brands were in the chorus, it is 

impossible to completely rule out this confound.  Similarly, order of the brands could 

have affected the results as well.  However, the intricacy of the stimulus development 

made it almost impossible to create many versions of the song (when rhyme is 

considered) to wholly remove these effects.  Thus, future research should use more 

versions of the stimuli with the brands and product categories fully crossed.  Indeed this 

method would be best in examining the effects of the manipulation of prominence and 

congruency. 

The use of real brands is also a limitation of this study since participants may 

have already formed attitudes and purchase intentions towards certain brands.  The 

randomized methodology of the treatment was designed to alleviate this issue; however, a 

pretest-posttest questionnaire or prior consumption measure would be better for 

examining change in or controlling for previously held attitudes.   However, implicit 

memory measures may offer more reliable findings when investigating memory effects in 

the aforementioned example since a pretest may bias recall and recognition measures 

(Russell, 2002).   

As with many experiments, the external validity can be weakened considering the 

setting at which the participants are presented with the stimulus. Furthermore, the way 

the study was administered could have affected the results as well. Online surveys tend to 

have a low level of involvement from the participants.  However, many of the informants 
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in study two mentioned consuming hip-hop music online; thus there is little concern with 

using this method. 

The recruitment process could have also affected the study.  While the approach 

yielded a fairly diverse sample, the process was not as controlled.  Ultimately, both 

studies could be improved with a larger sample sizes.  Particularly, this could have 

impacted the results of Study One since prime was not successful and perceived primary 

beneficiary was not a manipulated variable; thus cell sizes varied.    

 

Future Research 

 

The aforementioned limitations of these studies present many opportunities for 

future research.  As previously noted, prospective brand mention research should 

investigate the same dependent measures with more versions of the stimuli and different 

product categories with varying degrees of incongruity.  Furthermore, applying a stronger 

manipulation may inadvertently influence consumer responses.  Studies should also 

consider long term effects of brand mentions in music by collecting follow up recall 

measures weeks after the original study.  

Research has shown that purchase intentions may not necessarily reflect actual 

behaviors (Morrison, 1979).  Thus, studies tracking actual behavior may be of interest. 

For example, sales data may be collected from a venue that plays hip-hop music.  In 

particular, the researcher would examine sales choices of consumers before and after a 

song is played that features certain alcohol brands.  This type of research increases 

external validity as it captures consumers in a natural setting of consumption.  Future 



 

84 

 

research should also explore the impact of brand placements in music videos.  It may also 

be interesting to compare the effects of other executional factors such as modality and 

plot connection.  Additionally, the effects of prominence in hip-hop videos should be 

investigated as well.  Specifically, this may include logo shots in the video paired with 

brands in the song 

As Study One revealed, the categorization of the artist moderates the expectations 

of consumers regarding brand mentions.  Therefore, future studies should manipulate 

artist categorization to test its affect on attitudes.  Perhaps the use of an established artist 

may be beneficial in this analysis since participants may already hold strong attitudes 

towards the "artist brand."  In turn, coping behaviors (i.e. dissonance reduction or attitude 

management) may be more evident.   Studies should also explore the impact of 

commercial tactics on the "artist brand."   

Research has shown that music videos in particular are consumed by adolescents 

for fashion guidance (Sun and Lull, 1986).  Even further, the current research originated 

from observing adolescents recall brands in hip-hop songs.  Thus, future research should 

also investigate the influence brand mentions have on younger audiences.    

  To further emphasize the effects presented in this research, future studies should 

explore other genres of music.  Particularly, there has been a consistent presence of 

brands in country music.  Ideally, there are common threads between all consumers of 

music; however, underlying cultural themes within each genre could certainly moderate 

consumer responses.   
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Concluding Remarks 

This research has examined how hip-hop consumers respond to brand mentions in 

hip-hop music.  Moreover, this research offers the first empirical investigation of the 

effectiveness of this new promotional tool.  Additionally, the effects of perceived 

initiator, perceived primary beneficiary and involvement were explored to see how these 

factors might affect recall, attitudes and consumption.  Undoubtedly, this research 

provides a deep examination of the emotional dialogue hip-hop consumers experience 

regarding brand mentions in hip-hop.  Nevertheless, the newness of this research area 

warrants more attention in the future.    
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Appendix A 

 

Stimuli 
 

So Fly 
Chorus: 

I got my Abercrombie on, Jeans be Phat-Farm, paper in my pocket call that green parmesan 

(Huh) so to the haters I reply check out how I am fly. (Repeat) 

Verse 1: 

See the misses all love me in my iced out rugby, because I'm such a bad boy like the old school 

puffy, and they have no finger tips so they just can‘t touch me, and I'm high as the sky but I never 

rolled the dutchie, I don't know what else to say but let me make this clear, see I'm flyer than a 

747 or leer, I'm an art aficionado and culture connoisseur. I'm the shit pardon my French, I am the 

manure, in every maneuver I tend to make them scuba, which means I think deep, zero degrees, 

no I'm cooler, than a fan still a man, but they just can't understand how I cop the latest fashions 

and parade expensive brands, stitched logo on my pants coped in the south of France, and a chic 

with a tan to let them know I'm the man, and to the haters I reply check out how I am fly… 

Chorus: 

I got my Abercrombie on, Jeans be Phat-Farm, paper in my pocket call that green parmesan 

(Huh) so to the haters I reply check out how I am fly. (Repeat) 

Verse 2: 

Mercedes E-Class tinted just to freshen up my image, had to hustle just to make it but I never 

been a gimmick, big head money getting printed, just give me my percentage, I'll flip old Saturn 

to a candy whip that's vintage, whenever wherever just believe I'm gonna floss,  was a 5
th
 grade 

boss every time I shot it off, And now  I'm getting more green than putter playing golf, I'm ill 

with the flow so I got a mean cough, just got a PhD in breaking boys off, so suggest you lay low 

if you trying to run your mouth,  and see if I'm in the club you can catch me  by the bar, on my 

grind all the time like I'm porn star, opposite of supernova 'cause I'm a born star, going hard no 

façade, real no talk no mirage, so to the haters I reply check out how I am fly… 

Chorus: 

I got my Abercrombie on, Jeans be Phat-Farm, paper in my pocket call that green parmesan 

(Huh) so to the haters I reply check out how I am fly. (Repeat) 



 

87 

 

Appendix B 

 

Screen Shot:  Stimuli 
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Appendix C-1 

 

Prime:  Brand/Advertiser Initiated Brand Mention 
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Appendix C-2 

 

Prime:  Artist/Record Label Initiated Brand Mention 
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Appendix C-3 

 

Prime:  Control 
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Appendix D 

 

Screen Shot:  Introduction & Online Consent  
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Appendix E 

 

Screen Shot:  Hip-hop Cultural Involvement Scale 
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Appendix F 

 

Discussion Guide 
 

The person you choose to interview needs to be between the ages of 18 and 35.  They 

should be familiar with hip-hop culture and music. Thus, an individual who has no 

contact with hip-hop culture or music is not suitable.   

 

I would like to ask you a few questions that can help me better understand people’s 

attitudes towards hip-hop.  This tape-recorded interview will require between 45 – 60  

minutes of your time.  You may choose not to participate, and if you are uncomfortable at 

any point in time please let me know and I will stop or change direction.  Your answers, 

however, will be very helpful to us in understanding this important topic.  Are you ready 

to begin?  

 

Name:  

Age: 

Birthplace: 

Currently: 

Ethnicity: 

 

Involvement with Hip-hop music 

Screening:  Describe your involvement with hip-hop. 

1. Do you listen to hip-hop music?  

a. If yes, how often do you listen (per week)?   

b. Of the music you listen to, what percentage would you say is hip-hop? 

c. Where/how do you consume hip-hop music? 

2. Do you watch to hip-hop videos? If yes, how often (per week)?   

3. What is your favorite type of hip-hop music or video(southern, edge)? 

 

Filter for recognizing Brands 

4. Have you noticed the presence of company brands in hip-hop music? 

a. If so, can you describe what you have heard?  

i. Probe:  What types of brands or products do you remember? 

5. Have you noticed the presence of company brands or logos in hip-hop videos? 

a. If so, can you describe what you have seen?  

i. Probe:  What brands or types of products are in hip-hop videos? 

 

Attitudes Towards Artists, Companies, and Brands 

6. How do you feel about artists mentioning the names of brands or companies in their 

songs? 

a. Who do you think initiates these placements? 
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b. How appropriate is it for musicians/artists to promote brands in their 

songs/videos? 

c. How does who is responsible for the placement change your perception of the 

appropriateness of brand placement based on?  

d. Who pays for the brand placement? 

i. What are you feelings about companies that pay? 

ii. Probe :  How do you feel about artists that accept payment for 

mentions? 

 Probe:  If an artist is paid should they have to say so in the 

lyrics? For example:  like Petey Pablo in Freek a Leek where 

he refers to Seagrim‘s Gin and says he drink it and they paying 

him for it.  

 

e. How do you feel about artists mentioning brands without being paid? 

 

7. Tell me about the impact of what type of product is mentioned. 
a. Probe: Are there some product types you would be okay with?  Against? 

i. If so,  

 How do you feel about artists that accept payment for mentions 

of product types that you are against? 

ii. What are you feelings about companies that pay but represent product 

types that you are against? 

 

Perceived Beneficiary 

 

8. How do companies benefit when artists mention their brands in lyrics/videos?   

9. How does the artist benefit from mentioning brand in their lyrics or vides? 

10. How does who it benefits matter?   

11. What‘s the difference for videos that incorporate brands? 

 

Advertising & Brand Placement Effects 

 

12. Tell me about people who listen to hip-hop and how they are affected by songs that 

mention company brands?  

a. How does it impact their total hip-hop spending with respect to frequency 

and/or purchase quantities? 

b. Have you ever bought a brand because it was mentioned in a hip-hop 

song/video? 

13. Where would you be more likely to notice them (music videos, hip-hop song)? 

14. Would you be more likely to buy a brand if it were promoted in a music video, hip-

hop song, movie, or traditional advertisement? 

a. Why? 
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15.  What is the relationship between the mention of a brand/product in music and 

advertising? 

16. What makes you hip-hop? 
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