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Abstract:

This stwdy invesiigates the relationship between hrand placement in Egyplion movies and
brand awareness. Data were collected from 332 stndent in commers college in Cairo,
Mamsoara, and Ismailia. This study employes statistical analysis using Spss (o test the
hypothicses, The findings showed that there is n significant pasitive relationship between
bramd placement and brand awzreness.

{Keywords: brand placement — brand awareness)
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