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Literature Review
Effect of Product Placement in Social Media on Consumer Behaviour: Evidence from Saudi Arabia Fashion Industry.
Product placement involves the advertisement of products and services by featuring them on social media platforms such as a video that targets a big audience. It is also known as an embedded advertisement or marketing. In recent years, this strategy has gained prominence in many industries, and companies use it for marketing their products and building their brands (Voorveld et al. (2018). However, the use of this strategy is not a new thing for the advertisement departments as it has been used for a long time. Product placement is known as "new wine in an old bottle" because it has existed for a long time, and only a few changes have been executed to the strategy. The strategy has been linked to the enhancement of brand and effective advertisement as it enhances the creation of memory in the mind of the consumers. The use of media to advertise products has been linked to the enhancement of decision making among the consumers in purchasing the products.
The increased consumption of digital platforms such as YouTube has enhanced the use of product placement in the advertisement. The strategy ensures that the target customers are accessed through advertisements on various social media platforms. Voorveld et al. (2018) show that 80% of the millennials use digital platforms, which have influenced multiple industries to utilize the platforms in advertising their products to create brands. The fashion industry in Saudi Arabia has used this strategy to change the behavior of consumers. The consistent use of product placement in advertisement leads to gaining more market share for companies through creating value for their products. There are three aspects that product placement enhances among the customers: brand memory, brand attitude, and the intention to purchase the products. 
The use of placement strategy is crucial in enhancing the retention of memory among the customers to the products. The marketers use this strategy to ensure that the products' features are created in the minds of the consumers, distinguishing the brand of the company from other products produced by different business organizations in the market. Busnaina (2015) reveals that the use of product placement in the fashion industry in Saudi Arabia has enhanced consumers' memory, leading to an increase in the purchase of fashion products.
The fashion industry's effort to create brands has been effective in the country by enhancing the memory of consumers through creating a memory concerning fashion products. The use of product placement has been linked to the positive market performance of fashion products via enhancement of the consumers' memory. Therefore, the use of product placement is significant in impacting the reminiscence of consumers. Various fashion brands have revealed the product placement strategy's success in enhancing the creation of memory among consumers. After the use of product placement strategy, the Burberry brand increased the consumers' preference to their products by 37.8% as consumers reported the remembrance of the product (Busnaina, 2015). Enhancing the memory of the consumers ensures that their preference for the product is established. The use of this strategy is valid as Saudi Arabian consumers of the fashion products reported that their product loyalty was enhanced by the creation of the product's memory when the advertisement was done on social media platforms.
Fernandez, Troncoso & Wieland (2015) reveal that the use of product placement enhances the explicit memory of the users on the products by including the people's culture in their advertisement. However, the effectiveness of this strategy depends on factors such as the consistency of advertisements and how the advertisement is linked to social media platforms. Explicit memory involves the unconscious recovery process of information. When there is a consistent advertisement of certain products in the media platforms, the consumers can develop memory, which affects their behavior towards the product, such as their attitude and preference. The brands that are integrated with plots are recognized and remembered often (Fernandez, Troncoso & Wieland, 2015). The awareness of consumers to products is higher when an advertisement is linked to a storyline. The use of product placement in Saudi Arabia have influenced the memory of people in creating memories about their historical identity. The creation of mind on the identity of people about their culture through product placement ensures that people can relate to the products that are in the market.
Clothing is one of the elements used in the advertisement to create the identity of people in Saudi Arabia. The presentation of clothes that display culture a strategy used in product placement to enhance memory. When these products are displayed, they increase the retrieval of memory, which impacts the perception of people towards the purchasing of the clothes. The use of product placement in adornment, jewelry, and dressing code enhances the memory of both women and men, which has influenced the effectiveness of the placement strategy in Saudi Arabia (Grzyb, Dolinski & Kozlowska, 2018). Therefore, the use of culture is significant in creating explicit memory of people about fashion products, which enhances branding.
However, the use of product placement can lead to the creation of bad memories among people. Saudi Arabia is a nation governed by Sharia law. The fashion industry is involved with various products that are not accepted by the law, such as revealing clothes. The presentation of fashion designs that are in contrast with the law can lead to the creation of negative memories of the fashion products, which may hinder consumption. The issue of ethics in product placement affects the effectiveness of product placement in developing branding because people end up relating the fashion industry to a lack of cultural values (Grzyb, Dolinski & Kozlowska, 2018). The adverse impact of fashion products in Saudi Arabia have influenced the marketers to think about changing the marketing strategy by embracing traditional methods. The effect of bad memories when using product placement is linked to the presence of different characters and messages portrayed by the advertisers. When the advertisers are delivering biased messages favoring specific designs, the consumer's memories are influenced adversely. 
Also, the use of product placement in an advertisement for fashion products has affected people's attitudes towards brands. The execution of guerrilla marketing in product placement is one strategy that is used in Saudi Arabia to influence the opinions of consumers towards fashion products (Alrabeeh & Jaramillo, 2018). The use of this strategy has been linked to the appealing nature of products to the consumers. This method is relevant in reducing the marketing cost while increasing the effectiveness via impacting the perception of people towards products. The surprise effect of guerilla strategy is significant in ensuring the opinions of the customers exceed their expectations. The creativity used in this strategy enhances the effectiveness of the social media advertisement in strengthening the customers' positive attitudes towards the products. Small companies utilized guerilla techniques in product placement and the large companies emulated it because of its effectiveness. In Saudi Arabia, the use of this strategy has been revealed to be effective than the use of traditional methods such as billboards and televisions. Following the use of word of mouth in the advertisement process, the perception of customers towards fashion products have been enhanced positively.
The use of guerilla in product placement is useful in the development of the brand through creating the perception of great brands as presented by the fashion industry. However, the use of this strategy can also lead to the creation of negative attitudes among consumers. In support of the information provided by Grzyb, Dolinski & Kozlowska (2018), Alrabeeh & Jaramillo (2018) reveals that the use of guerilla in product placement can lead to the creation of negative attitudes when the ethical issues are not observed. When the advertisement shows products that are not in line with the beliefs and culture of the Arabs, the attitudes of consumers are negatively influenced.
Another study done by Khan (2019) to investigate the impact of social media marketing on the consumers of fashion products in Saudi Arabia reveals that the use of product placement impacts the attitudes of the consumers. When the perspective of consumers is influenced, their loyalty towards the product is also affected. The use of product placement enhances how people perceive the products (either negatively or positively). When the perception of one customer is enhanced, the attitude of other consumers is affected through the sharing of information. A company that has created a great brand through product placement enjoys consistent loyalty from the customers as the attitude of customers towards the products are already enhanced. The use of product placement reveals the nature and quality of the products being sold by a company, which impacts the perception of the customers towards the products through visualizing the products. In Saudi Arabia, the fashion companies that advertise their products using well-known characters who are accepted in society as people of value enhance positive attitudes towards the products. Notably, the use of characters that are perceived as dubious in Arabic communities leads to a negative attitude among the customers. 
However, Alrabeeh & Jaramillo (2018) mentioned that the use of product placement had affected the attitudes of women in Saudi Arabia because of the acceptance of different fashion products. The information provided by the media platforms has influenced women of the Arabic culture to embrace various fashion designs that are influential in the current era. The companies that sell products that are fashionable, as revealed by digital media platforms, have been mentioned by various research to be acceptable by women in Saudi Arabia. The attitudes of people towards fashion have been affected by the use of product placement as different cultures influence people in the world. The cultures from the European countries are accepted more in the current era. The attitude of women towards traditional attires have changed significantly as fashion has transitioned, and many women are attracted by western culture (Alrabeeh & Jaramillo, 2018). Therefore, the companies that advertise products that seem to be fashionable are embraced more than those that have not updated their products to more stylish designs. The concept of the attitudes of consumers in Saudi Arabia has not been established well by research because the information provided shows that both negative and positive attitudes are linked to fashion in Arabic societies. Therefore, there is a need for more studies to be done on the impact of product placement on the attitudes of the Saudi Arabian people.
Research reveals that the intention of the consumers to purchase the product is affected by the use of product placement as an advertisement strategy. A study that was done by Khan (2019) reveals that the use of product placement has affected the intentions of the customers to purchase the fashion products. The research also suggests that the strategy enhances awareness of the products and the loyalty of consumers. The use of social media in the advertisement of fashion products influence the customers to communicate with the sellers as they acquire information about the products which enhance their decisions to purchase the products. The use of traditional methods such as televisions does not allow the communication between the consumer and the seller, which is a hindrance to buying intentions.
The use of product placement ensures that there is instant communication between the consumer and the seller by clicking the links of the advertisements. Therefore, it becomes a time-saving process for the consumers to engage in conversation with sellers to acquire information concerning the products, which ensures that the decisions made to purchase the products are made quickly. The development of branding through the use of product placement is a long-term solution to the companies as it ensures that there is a constant purchase of products by the consumers through the sharing of information by different consumers (Khan, 2019). The use of product placement in Saudi Arabia has been linked to the psychological and emotional attachment of people to fashion products (Khan, 2019). The information provided by Khan is supported by the theory of reasoned action, which states that people make rational decisions where their beliefs result in attitudes. Notably, the research done by Alrabeeh & Jaramillo (2018) reveals that the views of people in Saudi Arabia affect their attitudes towards fashion products. The study shows that the attitudes of people in Saudi Arabia are impacted by the advertisement of fashion products, which affects their decision to purchase the products.
Furthermore, the use of product placement is more effective in the digital era compared to other advertisement modes such as television. Ntsike (2016) reveals that consumers view the use of traditional advertisement methods in the current age as distractive and irrelevant. Most people do not watch televisions or listen to radios because the information they need is adequate in social media platforms. Also, social media is used much more as entertainment platforms by people. Research done by Alhaddad (2018) shows that 90% of people in Saudi Arabia prefer to use social media in receiving and sending information concerning businesses and other activities. This research reveals that the use of product placement is a significant strategy in Saudi Arabia in enhancing the decisions of people to make purchases of fashion products. The use of product placement encourages people to make choices on the variety of products that are advertised. The presence of a variety of products ensures that consumers make the best decisions on which product to buy. Therefore, the use of product placement influences the decisions of the consumers on the purchase of products.  
In conclusion, product placement is a significant element in the advertisement, which impacts the attitude, memory, and intention to purchase the products among people. The use of product placement in advertisement ensures that people can recall the brands because of the creation of images. Research suggests that the use of the character in plots is more effective in the creation of memory. The attitude of consumers is also affected following the cultural presentation of the advertisements. The intention of the consumers to purchase the products is enhanced because of the creation of awareness and loyalty of the consumers. The use of product placement has affected the behavior of consumers to the fashion products in Saudi Arabia through enhancing their memory, attitude, and intention to purchase, which is of importance to be evaluated. 
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