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Abstract 
 
People in today’s society are constantly fed with a quantity of information, of which a large 
part consists of commercial messages in various forms. Media consumers’ faith in 
conventional advertising has come to a point where a focus towards new ideas is required. 
The brand is in focus when a message is presented in traditional advertising, in contrast to 
product placement when the entertainment occupies the consumer’s primary attention. It 
can be necessary to hide the commercial message, because consumers may be looking 
differently on advertising in entertainment media than on traditional advertising. This thesis 
deal with product placement and how it can be adapted to new situations unveiled beyond 
traditional media. We have noticed that car retailers are offering discount on new cars to 
taxi owners. When scrutinizing this phenomenon more in-depth, there seems to be 
resemblance with product placement. This is, however, not included in the definitions of 
product placement, as they only deal with media. The purpose of this thesis is to find out if 
the available theories on product placement can be applied to situations other than media. 
To find out, we performed a case study of Bilkompaniet Sigoro AB in Luleå, which is a car 
retailer for General Motors and other brands. After interviewing two mid-level managers in 
the company, we compared their answers with current definitions and found some 
resemblance when it comes to a local market. 
 



Sammanfattning 
 
Människor i dagens samhälle matas dagligen med mängder av information. En stor del av 
denna utgörs av kommersiella budskap i olika former. Mediakonsumenternas svaga tilltro till 
reklam kräver en fokusering från konventionella metoder mot nya idéer. När ett budskap 
presenteras i traditionell marknadsföring är märket i fokus, till skillnad från produktplacering 
då konsumentens primära uppmärksamhet är fokuserad på underhållningsmediet. Det kan 
vara nödvändigt att dölja reklamen, eftersom konsumenter kan se annorlunda på reklam från 
ett underhållningsperspektiv än via mer traditionell reklam. Det här arbetet handlar om 
produktplacering och hur det kan anpassas till nya situationer som dykt upp bortom 
traditionell media. Vi har uppmärksammat att återförsäljare av bilar erbjuder rabatt på nya 
bilar till taxiägare. När man börjar studera företeelsen mer i detalj går det att se likheter med 
produktplacering. Detta inkluderas inte i definitionerna av produktplacering, eftersom de 
endast tar upp produktplacering i media. Syftet med denna studie är att ta reda på om de 
tillgängliga teorierna om produktplacering kan appliceras på andra situationer än media. Vi 
påbörjade en fallstudie på Bilkompaniet Sigoro AB i Luleå. Bilkompaniet är återförsäljare av 
bilar för General Motors och andra bilmärken. Efter att ha intervjuat huvudaktörer på 
företaget jämförde vi deras svar med hur gällande definitioner ser ut. Vi kom fram till att det 
finns likheter vad gäller en lokal marknad. 
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1 Introduction 
tarting off this thesis, this introductory chapter will provide a brief background to product 
placement and introduce the problem area that will be examined. The purpose of the study 
and the research questions will be derived from the problem discussion and presented at the 

end of the chapter. 
 

1.1 Background 
Advertising can, as defined by Jobber (2004, p. 423), create awareness of a company, a brand, 
an event, or a solution to a problem. According to Rotfeld (2006), consumers have always 
been able to avoid mass media advertising. Television breaks would be the time to make 
snacks or go to the toilet, magazine readers could turn the page and newspapers could have 
entire sections tossed aside. Moreover, preset buttons on the car radio made it possible to 
easily shift station when the listener did not want to hear the commercials. According to 
Ulanof (2007), the prospect of people using technology to skip commercials panicked TV 
networks when digital video recorders launched in the late 1990s. According to Gupta, 
Balasubramanian, and Klassen (2000), these circumstances encourage sponsors to explore 
alternative media or non-traditional communication such as product placement. 

Product placement is defined by Hackley, Tiwsakul, and Preuss (2008) as the practice of 
placing brands into non-advertising media and is also sometimes referred to as brand 
placement or even entertainment marketing because it has migrated from movies to TV and 
radio programming, computer games, books, popular songs and stage plays. According to 
Russell (1998), it differs from advertising in the fact that it is mostly indirect and does not 
usually intend to provide the viewers with factual information about the product. Hackley, 
Tiwsakul, and Preuss (2008) suggest it may be the implicit and potentially deceptive nature 
of product placement, which makes it attractive to brand owners. 

According to Lee and Faber (2007), consumers may be looking differently on product 
placements in entertainment media than on traditional advertising in a couple of ways. With 
traditional advertising, consumers typically recognize the function of the brand message, 
which activates consumer skepticism and persuasion knowledge, which in turn can serve to 
counteract and limit persuasive effects. Product placement is less likely to activate these 
defense mechanisms. When attending to traditional advertising, the brand message is the 
primary focal activity for the viewer. With product placement, however, consumers are 
consciously attending to the entertainment content, which occupies their primary attention 
(ibid). 

Ulanof (2007) claims that all types of companies are searching for new ways of getting their 
products in front of television viewers and that subtle product placement have paved the 
way for blatant in-show promotions. Rotfeld (2006) agrees that the future of advertising lies 
in doing a better job of hiding the sales message in the news or editorial content of the 
media. 

In a study made by Galician (2004, p. 22), automobiles turned out to be the most dominant 
type of product placement in movies during the three years studied, with 21% of the 
appearances featuring an automobile. In an analysis examined by Karrh (1998), of the top 
25 American movies from 1991, the films contained an average of over eleven brand 
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appearances, with automobiles and foods the product categories most frequently 
represented.  

A fairly recent example of a well-integrated product placement is presented by How Stuff 
Works (No date). The Audi RSQ concept car plays a central role in the futuristic action film 
“I, robot”. The car was created for the movie and has a fully developed interior and exterior. 
The car manufacturer worked with the director of the movie and set designers to achieve a 
concept that both Audi and the movie people were happy with. In the creative partnership 
between a car manufacturer and Hollywood, we may be looking at the future of this type of 
advertising; products that are not simply chosen to fill a role that benefits both parties, but 
products that are created to fill that role (ibid). 
 

1.2 Problem discussion 
Jobber (2004, p. 423) states that creating company awareness helps to legitimize a 
company, its products and representatives to its customers. He argues that instead of 
customers saying, “I’ve never heard of them”, their response might be “They are quite well 
known, aren’t they?” In this way, according to Jobber (2004, p. 423), advertising may 
improve the acceptance of products and salespeople. Furthermore, brand awareness is an 
obvious precondition of purchase and can be achieved through advertising. Once a clear 
position in the minds of the target audience has been established, Jobber (2004, p. 427) 
claims, the objective of advertising may be to remind consumers of the brand’s existence, and 
to reinforce its image. Balasubramanian (1994) believe that because ad messages are 
relatively short, success at generating association often requires an obtrusive and expensive 
campaign of message repetition. In contrast, he argues, product placement is relatively less 
expensive, lasts considerably longer and permits repetition in a natural fashion. 

According to Lehu (2007, p. 5), the exact definition of product placement is uncertain. 
There are, however, a variety of definitions on product placement constructed by various 
researchers. Jobber (2004, p. 616) defines product placement as the deliberate placing of 
products and/or their logos in movies and television, usually in return for money. According 
to Lehu (2007, p. 1), the expression “product placement” or “brand placement”, essentially 
describes the location or, more accurately, the integration of a product or a brand into a film 
or televised series. It is also possible to find commercial insertions within other cultural 
vehicles, such as songs or novels. According to Karrh (1998), product placement is the paid 
inclusion of branded products or brand identifiers through audio and/or visual means 
within mass media programs. Balasubramanian (1994) defines product placement as a 
prominent example of a hybrid message, or a paid attempt to influence audiences that does 
not identify the sponsor. Hackley, Tiwsakul, and Preuss (2008) define product placement as 
the practice of placing brands into non-advertising media. Hudson and Hudson (2006) 
realize that product placement as a practice and by definition has evolved over the years. 
These various definitions bring perplexity to an already complex topic. They are not 
uniform and do not cover many of the latest aspects of product placement. While the 
preconditions in the product placement area have changed rapidly over the last years, the 
definitions have not. The present definitions seem to be outdated and not in line with all the 
opportunities new technology can offer. 

Russell (1998) concludes that the product placement industry is evolving as a result of the 
growing problems of audience fragmentation and cynicism among consumers toward media 
messages. According to a study made by Galician (2004, p. 32), an astounding one-quarter of 
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the running time in top-grossing Hollywood movies contained some kind of brand message 
within the movie itself. Karrh (1998) argues that movie- and television show producers may 
be particularly receptive to product placements because of the increasing cost of making 
shows. Jobber (2004, p. 617) adds that, by choosing an appropriate movie or television 
show, specific market segments can be reached. He also suggests that brands that are seen 
being used rather than appearing in a paid-for advertisement add credibility, as they can be 
associated to certain uses. According to Gupta, Balasubramanian, and Klassen (2000), 
moviemakers argue that the use of brand name products in a movie enhances realism by 
lending a natural “everyday” touch to its setting. It would be meaningless to let movie 
characters enter restaurants, stores, or gas stations with no names on them (ibid). 

Hackley et al (2008) assume that product placement can affect people below their level of 
conscious awareness, as consumers are not necessarily aware that the brand reference they 
see within their entertainment has a promotional motive. Although many consumers will 
argue in all sincerity that they are not influenced by advertising, it does not make them 
immune to deception. However, when placements are poorly integrated into the TV show 
or movie, Hackley et al (2008) argues, they tend to be resisted by consumers because of the 
negative effect clumsy placements have on the quality of the viewer’s entertainment 
experience. According to Lehu (2007, p. 224), the brand denies itself the opportunity to 
form a more affective relational link if it chooses to have a purely commercial tone. He also 
notes that the power of testimonial by a friend or family member in favor of a brand has 
nothing in common with the random aspect of an advertising argument presented over 30 
seconds during a commercial break on television. 

Lee and Faber (2007) reflect that the majority of research on product placement has 
focused on brands placed in movies or television programs. Consequently, the possibilities 
for use of product placement beyond media are not well researched. There are, however, 
many new exciting ways to create awareness of a brand that actually fits within the 
definition of product placement. A growing branch of product placement is to place 
products into everyday life of people. Consumers today, according to Karrh (1998), are 
more likely to both accept brand images into areas of public life that were formerly 
“commercial-free” and to see brands as a natural part of everyday life.  

To summarize, the future of product placement lies in making subtle placements that adds 
credibility. Instead of presenting an ad to the customer, companies are trying to convince 
the customer through channels that cannot be associated directly with the company and 
therefore is more trustworthy. An example of such a channel might be a family member or 
someone that already owns the product in question. When buying a car, for instance, 
assurance is added if someone who owns the car testifies that it is a reliable vehicle.  The 
customer can for instance view the performance of the car in everyday usage by taking a taxi. 
It is often not a coincident that a certain car brand is used as a taxi, as many car retailers are 
giving discount to taxi owners solely on the fact that they are taxi owners. The different car 
brands are placed in traffic and associated with a taxi company much in the same way that 
brands are placed in movies and other forms of entertainment. However, the definitions of 
product placement do not incorporate this phenomenon.  
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1.3 Purpose and research questions 
The purpose of this thesis is to find out if the available theories on product placement can be 
applied to situations other than media. This can be summarized in two research questions 
(RQ). 
 
RQ1:  How can product placement motivate a car retailer to offer taxi owners discount? 
RQ2:  How does discount to taxi owners fit within the definitions of product placement? 
 

1.4 Delimitations 
For the purpose of this study, the expression taxi owner refers to an individual taxi owner. 
Most taxi companies are organized as a joint company where the separate taxi owner owns a 
taxi and one share of the joint company. Consequently, the term taxi owner does not include 
the whole company. 

Furthermore, it is important to understand the difference between product placement and 
vehicle wrap ads. We assume that the phenomenon when car retailers discount new cars to 
taxi owners may be some form of product placement. Vehicle wrap ads, on the other hand, is 
a thin vinyl coating that lets you put a company logo or other types of messages on the 
exterior of a car and easily change them as well. Thus, there is a distinct difference between 
the two, and therefore essential to stress that this thesis is focusing on product placement 
and not vehicle wrap ads. 
 

1.5 Thesis outline 
The thesis is divided into six different parts; introduction where the topic as well as problem 
discussion and purpose is introduced, literature review where relevant literature is 
summarized, method where the strategic choices are motivated, a presentation of the 
empirical data gathered from the interview and then a chapter covering an analysis of the 
data. Finally, conclusions and implications will be discussed and suggestions for future 
research are presented. 
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2 Literature review 
sing books and academic articles have been the primary means of finding data for this 
thesis. This chapter will review relevant literature and at the end of the chapter a 
conceptual framework will be presented in order to narrow down the supply of literature 

to the most suitable theories in relation to the RQs. 
 

2.1 Advertising and publicity 
Wild, Wild, and Han (2006, p. 413) call the process of sending promotional messages about 
products to target markets marketing communication. Balasubramanian (1994) states that 
in order to expose media audiences to product related information, organizations often rely 
on two non-personal communication devices, namely advertising and publicity. According 
to Balasubramanian (1994), one of the important distinctions between advertising and 
publicity can be seen in their respective definitions. That is, according to the author, 
advertising refers to communications that are paid for, and which clearly identify the 
message sponsor, while publicity represents messages that are not paid for, and which do not 
identify the sponsor. From these definitions, Balasubramanian (1994) have formulated a 
structure of pros and cons when considering the message and its perceived source that can 
be seen in Figure 1.  
 

 
Figure 1: Hybrid message creatively combine advertising and publicity concepts 
Source: Adapted from Balasubramanian (1994) 
 

According to Balasubramanian (1994), a key advantage with advertising in regard to the 
message element is that the sponsor has control over its content and format, which is not the 
case of publicity where such control is in the media’s hands and thus a key disadvantage. The 
perceived source element is important because it directly influences message credibility. 
Because the actual message source, the sponsor, is not identified in publicity it is a key 
advantage as audiences tend to perceive the media as the legitimate source of any featured 
brand related story and as a result publicity appears credible and objective. In contrast, 
advertising messages have a key disadvantage because they are often viewed with widespread 
uncertainty, because of its obvious and usual purpose, financial gain to the sponsor (ibid). 
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According to Balasubramanian (1994), viewed from the sponsor perspective, both 
advertising and publicity have shortcomings. Neither advertising nor publicity provides the 
desirable "benefit-mix" whereby the sponsor retains control over the message while the 
audience perceives the message as credible. This could explain the growing popularity of 
another distinct genre of marketing communication, which promises this benefit mix. 
Communications in this genre can be characterized as hybrid messages because they 
creatively combine key elements from the definitions of advertising and publicity (i.e., they 
are paid for and do not identify the sponsor) such that their respective advantages are 
consolidated, and their shortcomings are avoided (ibid). 
 

2.1.1 Hybrid messages 
According to Balasubramanian (1994), hybrid messages include all paid attempts to 
influence audiences for commercial benefit using communications that project a non-
commercial character; under these circumstances, audiences are likely to be unaware of the 
commercial influence attempt and/or to process the content of such communications 
differently than they process commercial messages. Karrh (1998) believes that by 
combining elements of advertising and publicity, hybrid messages may generate more 
persuasion than traditional advertising. The author provides an example where a hybrid 
message in the form of a video news release was generating more persuasive impact than a 
similarly constructed advertisement because the credibility audience members gave a 
television news program over a more traditional approach. 

Balasubramanian (1994) states that most advantages associated with hybrid messages 
appear to be rooted more in perception than in reality. Sponsors rarely have concrete 
evidence that hybrids offer real advantages over other forms of marketing communications. 
Nevertheless, the growth of hybrids indicates that many sponsors perceive them as valuable. 
Further, he also discusses that hybrid messages are characterized by several disadvantages, 
some of which are not readily apparent. The audience impact of hybrids appears to be less 
direct and less immediate, in comparison to traditional communication devices such as 
advertising. These problems are compounded by the lack of reliable measures to assess the 
cost/benefit tradeoff of hybrids (ibid). 
 

2.1.2 Brand awareness 
According to Morton and Friedman (2002), research has established product placement as 
an effective marketing communications tool that has the ability to build awareness, generate 
recall, and shape attitudes. de Chernatony and McDonald (1998, pp. 15-16) state that 
brands are an integral part of the society, as people are exposed to brands every day. 
According to the authors, functional differences between brands are narrowing due to 
technological advances, but the emotional differences are more sustainable. Having a 
functional advantage, such as a particular car design, may be a competitive advantage today, 
but over time it becomes dated. Furthermore, when associating a brand with particular 
values, such as being honest and dependable, these values have a greater chance of lasting as 
they are more personally meaningful and thus help ensure the survival of the brand. Before a 
product is positioned in the mind of a buyer, the buyer must be aware of the product. 
Products of which the buyer is aware are part of the evoked set. The process is one of the 
buyers becoming aware of the product, developing an attitude about the product and then 
acting (ibid).  
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According to Dwyer and Tanner (2006, p. 314), advertising can create awareness because of 
its ability to reach many prospective buyers. According to Keller (1993), brand awareness is 
mostly represented either as brand recognition or brand recall. Furthermore, brand 
awareness involves the likelihood that a brand name will come to mind and the ease with 
which it does so. It also consists of brand recognition and brand recall performance. Brand 
recognition relates to consumers' ability to confirm prior exposure to the brand when given 
the brand as a cue. In other words, brand recognition requires that consumers correctly 
discriminate the brand as having been seen or heard previously. Brand recall relates to 
consumers' ability to retrieve the brand when given the product category, the needs fulfilled 
by the category, or some other type of probe as a cue. In other words, brand recall requires 
that consumers correctly generate the brand from memory (ibid).  

Dwyer and Tanner (2006, p. 314) believe that consumers' brand awareness is likely to be 
high when they perceive the quality of the brand to be high. Furthermore, Keller (1993) 
states that brand awareness plays an important role in consumer decision making for three 
major reasons. First, it is important that consumers think of the brand when they think 
about the product category. Raising brand awareness increases the likelihood that the brand 
will be a member of the consideration set, the handful of brands that receive serious 
consideration for purchase. Second, brand awareness can affect decisions about brands in 
the consideration set, even if there are essentially no other brand associations. Finally, brand 
awareness affects consumer decision-making by influencing the formation and strength of 
brand associations in the brand image. A necessary condition for the creation of brand image 
is that a brand node has been established in memory, and the nature of that brand node 
should affect how easily different kinds of information can become attached to the brand in 
memory (ibid). 
 

2.2 Product placement 
Karrh (1998) claims that paid brand appearances are increasingly important in practice and 
have become a big business. Brand-name products are more and more included as an 
inseparable part of mass media programs. In some of these cases, creative professionals 
involved with the programs strategically use brands to create particular impressions on the 
audience. On other occasions, those brand appearances are a promotional tool, appearing as 
a result of cash, barter, or some other form of consideration supplied from an advertiser to 
the program’s creator (ibid). 

As Hackley, Tiwsakul and Preuss (2008) note, product placement in movies or TV shows 
can bring both more realistic scenes for viewers through lower production costs and greater 
sales of the placed product. They claim that the practice has had a degree of approval by 
audiences of movies and TV shows. Morton and Friedman (2002) state that consumers' 
belief towards product placement activities may influence their acceptance of placements in 
general. 

According to Hudson and Hudson (2006), many product placement professionals believe 
that the best placements are subtle ones, and the seamlessness of the product placement is 
an important factor in judging its success. The authors also claims that how and by whom a 
product is used is important, as characters on the screen that use the same brand as the 
viewer can contribute to the relationship between audience and characters, and product 
placement’s association with celebrity can increase its credibility. According to Morton and 
Friedman (2002), a product's appearance in movies, however subtle, represents a brand 
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contact that can be used to shape impressions and ultimately motivate consumer action. 
The authors support the idea that positive product portrayals in movies can contribute to a 
consumer's decision to use the product, while negative portrayals can hinder use.  

According to Balasubramanian (1994), the objective of the careful integration process is 
not to hide the product placement itself, but to hide its commercial intent. Thus, the 
placement is designed to stand out, and also to appear in context. Hudson and Hudson 
(2006) claim that product placement is penetrating every form of media, and exemplifies 
how advertisers rather create a game around a product instead of just place their brands 
within a well-known title. The authors identify this phenomenon as branded entertainment 
and define it as “the integration of advertising into entertainment content, whereby brands 
are embedded into storylines of a film, television program, or other entertainment medium. 
This involves co-creation and collaboration between entertainment, media and brands”. In 
short, it can be illustrated as a convergence between advertising and entertainment. They 
state that branded entertainment coincides with the rise of reality television, but is also 
commonplace in scripted shows, where products are woven in during development. 
 

2.2.1 Arguments for use of product placement 
Morton and Friedman (2002) claim that the practice of product placement has grown due 
to the high level of message clutter in traditional advertising media combined with the 
increased fragmentation of media audiences. Further, the authors argue that product 
placement gives marketers an alternative means for gaining product exposure through a 
media context where targeted audiences may be particularly receptive. 

Gupta, Balasubramanian, and Klassen (2000) point out four distinctive ways in which 
brand name products may enter movie scripts. Companies can ask for studios to place their 
brands in return for a fee. In the same way, studios may approach marketers to use their 
products within a movie. Studios may also use brands without contacting marketers, or 
placement deals may be settled through independent product placement firms. Because of 
the tremendous success of the placement of Reese’s Pieces candy in the movie E.T. where 
sales increased by 66% in the three month following the movie’s release, marketers interest 
in product placement have grown. Because of the message reach and long life provided by 
movies, marketers see placements as a unique way of popularizing and immortalizing their 
brands. Hollywood movies typically attract a worldwide audience in the cinema, followed 
up by an extended life in home settings (ibid).  

According to Gupta et al (2000), moviemakers argue that the use of brand name products in 
a movie enhances realism by lending a natural “everyday” touch to its setting. It would be 
meaningless, the authors exemplify, to let movie characters enter restaurants, stores, or gas 
stations with no names on them. They also claim that in general, studios are motivated to 
make placement deals, directly with marketers or indirectly through product placement 
firms, for economic benefit. If brand name products are placed for a fee, studios receive 
compensation that makes up for the cost of movie production. Such arrangements save 
them the effort and expense of buying/renting products (e.g., cars, trucks) or services (e.g., 
use of air terminals, restaurants) needed for movie production (ibid). 

According to Morton and Friedman (2002), there are many examples of how a product's 
appearance in a movie resulted in an increase in brand performance. Sales, revenues, or web 
hits are only three examples that the authors mention. According to them, product 
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placement has emerged as a possible alternative for product promotion. When measured in 
marketing terms, such audience receptivity can be the difference between reaching sales and 
profitability objectives and falling short of them entirely. The goal for marketers is to ensure 
product placement outcomes reflect the former and not the latter.  

According to Morton and Friedman (2002), managers must actively assess product 
placement opportunities as they would other promotion tools, to ensure that the product's 
appearance works in synergy with its image and competitive positioning in the market. The 
authors also discuss that the effect of product placement can be predicted on a variety of 
different variables. Furthermore, the authors showed how the combination of visual and 
verbal placement provided a recall rate higher than that of visual only. The research result of 
Brennan, Duba and Babin (1999), presented by Morton and Friedman (2002), concluded 
that on-set placements results in a higher recognition rate than a creative background prop. 
Gupta and Lord (1998) determined that characteristics such as large size, central position 
on the screen and integration into the action of the scene render a product depiction 
prominent, vivid and memorable relative to a subtler placement. 
 

2.2.2 Modes of product placement 
Russell (1998) notes that placement types vary along two main dimensions: visual and 
auditory, and a third dimension being a combination of the two. A purely visual type of 
placement involves placing the brand in the background of a show in one of two ways: either 
through creative placement, which integrates the brand into the film, such as with billboard 
advertisements in street scenes; or through on-set placement, which positions the product 
on the film set itself, such as food brands placed in kitchen scenes. Visual placements can 
have different degrees, depending on the number of appearances on the screen, the style of 
camera shot on the product. d’Astous and Séguin (1999) refer to this as an implicit product 
placement, where the placement plays a passive role and is presented without being formally 
expressed as for example the actors of a show is wearing a particular brand of cloth. 

According to Russell (1998), the second dimension is auditory or verbal. This type of 
placement refers to the brand being mentioned in a dialogue. There are also varying degrees 
of audio placement, depending on the context in which the product is mentioned, the 
frequency with which it is mentioned, and the emphasis placed on the product name; tone 
of the voice, place in the dialogue, character speaking at the time, etc. 

In some cases, the product becomes part of the plot, taking a major place in the story line or 
building the personality of a character. This type of placement constitutes the third 
dimension of Russell’s (1998) framework. It consists of any combination of visual and verbal 
components and can be conceived as the degree of connection between the product and the 
plot. A mere mention of the brand combined with a brief appearance of the product on the 
screen is considered low intensity. However, in cases where the actor is clearly identified 
with the brand, or where the brand becomes a central part of the plot, such cases constitute 
high intensity plot placement. d’Astous and Séguin (1999) claim that when a brand is 
formally expressed within a show it is an integrated and explicit product placement and an 
example would be where a pizza of some brand is delivered in a scene where the characters is 
starving. 

Russell (1998) points out that recent research in consumer behavior has identified 
individual differences in processing styles as a determining factor of the effectiveness of 
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visual and verbal messages. Plot placements that rely on both visual and audio are according 
to the author information that will produce higher levels of brand recall. 
 

2.2.3 Pricing 
According to Lehu (2007, p. 70), the price of a placement is impossible to determine in 
absolute terms. Figure 2 illustrates the correlation of the initiator of the placement and the 
one bearing the costs.  The author explains that at one end of the scale (left side in Figure 2), 
a sum is paid by the media provider (a movie studio or television set) to the owner of a 
product or brand for a placement, because the screenplay requires a certain specific, and 
indispensable, prop or product. In the middle of the scale, there is no payment but simply 
provision of goods by a brand, most commonly done by a form of barter arrangement. At the 
other end of the scale (right side in Figure 2), certain very favorable placements can 
represent an investment for a product wishing to participate in the project making the 
product owner willing to pay for it. 

 
Figure 2: Placement cost scale 
Source: Constructed from Lehu (2007, p. 70) 
 

According to Lehu (2007, p.70), it is not possible to give exact prices for a “standard” 
product placement, given that there simply is no standard placement. Gupta and Lord 
(1998) claim that despite the large amount of money spent on product placement, 
assumptions about its effectiveness appear to be based primarily on anecdotal rather than 
empirical evidence. However, Lehu (2007, p. 70) has stated that the following 
mathematical formula is often quoted: if an initial “classic” visual placement cost X dollar, 
the same placement with the spoken mention of the brand will cost 2X dollar. As for the 
same placement, but with the product being used by one of the actors, it is safe to assume on 
average 3X dollars. Balasubramanian (1994) gives a practical example of just that, as when 
Walt Disney Company outlined the following cost schedule for its movie Mr. Destiny, in 
letters addressed to marketers: $20,000 for a visual product display, $40,000 for a brand-
name mention and visual, and $60,000 for an actor to use the product. 
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2.3 Conceptual framework 
Obviously, not all theories presented in the literature review are relevant to answer the RQs. 
They are provided to give a deeper understanding of the topic. In this conceptual 
framework, the theories we find most suitable for each RQ will be listed. The theories will be 
divided on those related to RQ1 first, followed by those related to RQ2. These theories will 
be analyzed in Chapter 5 and then further discussed in Chapter 6. 
 

2.3.1 Theory used to answer RQ1 
For RQ1, how can product placement motivate a car retailer to offer taxi owners discount, 
arguments from Chapter 2.1.2, dealing with brand awareness, will be used. Also, various 
arguments for use of product placement from Chapter 2.2.2 will be discussed. A list of used 
theories is provided below. 

» de Chernatony and McDonald (1998) 
» Dwyer and Tanner (2006) 
» Hudson and Hudson (2006) 
» Keller (1993)   

 

2.3.2 Theory used to answer RQ2 
Regarding RQ2, how does discount to taxi owners fit within the definitions of product placement, 
the following theories will be discussed. Hybrid messages, discussed in Chapter 2.1.1, are 
combining the key elements from advertising and publicity so that their respective 
advantages are consolidated, and their shortcomings are avoided. The statement by 
Balasubramanian (1994) that product placement is a prominent example of a hybrid 
message, is opening up to a discussion on the definitions of product placement mentioned in 
Chapter 1.2. A list of used theories is provided below. 

» Balasubramanian (1994)  
» Hackley, Tiwsakul, and Preuss (2008) 
» Karrh (1998) 
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3  Methodology 
efore presenting further data, it is necessary to describe the methods used in the collection of 
data for the study, as well as the problems that occurred. The choices are based on the 
research purpose and research questions. There will also be a discussion on the arguments 

on which the choice of sample was based. 
 

3.1 Research purpose 
According to Saunders, Lewis, and Thornhill (2007, p. 133), there are three different 
research purposes to practice: exploratory, descriptive, and explanatory. The authors point 
out that a research project can have more than one of these purposes. 

Saunders et al (2007, p. 133) state that the exploratory study is conducted to find out what 
is happening, to ask questions and to assess phenomena in a new light. They list three 
principal ways of conducting exploratory research; a search of literature, interviewing 
experts in the subject, or conducting focus group interviews. Moreover, the authors stress 
the flexibility of exploratory research and how important it is to be able to change direction 
if new data appear or new insights arise. Saunders et al (2007, p. 134) explain that when 
conducting a descriptive study, the purpose is to portray a given situation without any 
further conclusions. According to the authors, it is necessary to have a clear picture of the 
researched phenomena prior to the collection of data. As an example given by the authors, 
descriptive research is often used in management and business research. According to 
Saunders et al (2007, p. 134), an explanatory study establishes an explanation on the 
relationships between the variables in the researched situation. The exploratory study best 
describes the research purpose of this thesis, which was to find out if the available theories 
on product placement can be applied to situations other than media.  
 

3.2 Research strategy 
According to Denscombe (2000, p. 9), a researcher has to do a number of different 
strategical choices, each with its own pros and cons.  There is no strategy that is right, but 
there are strategies that might be more suitable than others when it comes to handle a 
certain question formulation. Denscombe (2000, p. 12) lists five research strategies; survey, 
experiment, case study, action research and ethnographic research. He defines a case study as 
a deep focused study of one or a few units. The research is based on relations and processes 
in their natural environment where the researcher uses numerous sources and methods.  
Denscombe (2000, p. 53) argues that the benefit with using a case study is that a case study 
is suitable for the needs when doing small-scale research by its ability to concentrate the 
efforts on one single scope of the survey. He also argues that a case study is suitable for 
research that test or create theories. What is more, Denscombe (2000, p. 41) claims that it is 
increasingly common to use case study in social research, with emphasis on studies in small 
scale. However, the drawbacks that Denscombe (2000, p. 53) mentions about case study are 
that the researcher has to be utterly careful to make generalizations from the result, as it 
might reduce credibility. Another issue can be to define the boundaries of the study in a 
definite and univocal fashion. 

Our intention with this study was to test the theories of our chosen topic against the 
practice of a local retailer. To do this we needed to have a research strategy that allow us to 
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investigate our sample in its natural environment. Furthermore, the study was small in scale, 
which made the ability to concentrate the efforts on a single scope necessary. We wanted to 
study the sample on a deep and detailed level, which made a case study as research method 
the most appropriate choice. 
 

3.3 Research approach 
According to Saunders et al (2007, pp. 117-118), when using a deductive research approach, 
a hypothesis is developed and then tested with an appropriate research strategy. An 
alternative approach is the inductive approach, in which you collect data and develop 
theory as a result of your data analysis. Saunders et al (2007, p. 487) believe that when 
commencing a research project from a deductive point of view, you will seek to use existing 
theory to shape the approach that you adapt to the qualitative research process and to 
aspects of data analysis. Qualitative research, according to Denscombe (2000, pp. 203-207), 
has an open research design and is well fitted for small-scale studies with a great deal of 
interference from the researcher. He defines quantitative data as a prerequisite and specific 
analysis in large scale by a neutral researcher. 

In this thesis, the purpose was to find out if the available theories on product placement can 
be applied to situations other than media. Consequently, the best choice for this thesis was a 
deductive research approach from a qualitative point of view, because the study was small in 
scale and the information we needed was hard to get by numbers and statistics. To get access 
to relevant theory we started the search by defining a number of keywords; “product 
placement”, “brand placement”, “branded entertainment”, “advertising”, and “publicity”. We 
searched on the LTU library homepage, looking for research articles. The Emerald and 
Ebsco databases were utilized as the primary tools. In addition, we searched for books on the 
subject in the university library and found a couple that were suitable. 
 

3.4 Data collection 
Now that we had chosen to perform a qualitative case study, it was important to pick a 
suitable data gathering method. Saunders et al (2007, pp. 10-12) state that you can use 
primary or secondary data or a combination of them both. The authors state that primary 
data can be gathered by observation or interviews. Denscombe (2000, pp. 132-133) 
mentions that if your research requires handling of delicate data, interviews, compared to 
other research methods, can make it easier to access and interpret susceptible information. 
This suggested that an interview might be the appropriate choice for the case study. 
Furthermore, Saunders et al (2007, p. 315) believe that it is necessary to conduct a 
qualitative interview where it is essential for you to understand the reasons for the decisions 
your respondents are taking as well as their attitudes and opinions. They also claim that 
semi-structured and in-depth interviews provide an opportunity to generate the answers 
where the interviewees can explain or build on their responses. Thereby, using a semi-
structured interview seemed like a fine choice for the study we were about to perform 
mainly because marketing and strategy often are susceptible information. By having a semi-
structured interview we wanted the respondents to be able to elaborate their responses. We 
believe the alternative of having a more structured interview to be lacking as the 
respondents was not that familiar with the vocabulary and therefore a more open interview 
allowed them to explain their thoughts in more common words.   
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As explained by Saunders et al (2007, pp. 248-259), secondary data include both 
quantitative and qualitative data and is used in both descriptive and explanatory research. 
There are three main subgroups of secondary data; documentary, survey-based, and those 
compiled from multiple sources. Written documents can also include books, journal and 
magazine articles, and newspapers. Those research projects that make use of documentary 
secondary data often do so as a part of a within-company action research project or a case 
study of a particular organization. For many RQs and objectives, the main advantage of using 
secondary data is the enormous saving in resources. Furthermore, time constraints mean 
that secondary data provide the only possibility to undertake extensive studies. The authors 
also note that as secondary data is collected for a specific purpose that differs from your 
purpose, it may not always be appropriate for your RQs (ibid). 

Secondary data has been the foundation for our frame of reference because we were 
conducting a case study with a limited timeframe that makes it hard to have all data from 
primary sources. We have applied a documentary approach from the secondary data 
subgroup. The secondary data was gathered from books and academic articles on the subject 
of product placement. In addition, we have used complementary web-based material. 
 

3.5 Sample selection 
Saunders et al (2007, p. 206) think that you need to select a sample for all RQs where it 
would be impracticable to collect data from the entire population. Sampling techniques are 
a range of methods that enable you to reduce the amount of data you need to collect by 
considering only data from a subgroup rather than all possible cases or elements. It is equally 
important no matter which data collection technique that is used. Furthermore, sampling 
saves time, as the organization of data collection is more manageable as fewer people are 
involved. The results will also be available more quickly as there are fewer data to enter. 
Purposive sampling is a sampling technique that let the researcher use its judgment to select 
cases that will best enable you to answer your RQs and to meet the objectives. This form of 
sample is often used when working with very small samples such as in case study research. 
Although small samples can be viewed as a disadvantage because the risk of a complete 
different case, it can be beneficial because any patterns that do emerge are likely to be of 
interest. A subgroup is heterogeneous sampling, which enables the collection of data to 
describe and explain the key themes that can be observed, but also enable you to document 
uniqueness (ibid). 

The main criteria when choosing the research object were that it needed to offer taxi owners 
discount. We realized that a study on one retailer would give us enough perspective, and the 
fact that we had a limited timeframe helped motivate that choice. The benefit of choosing 
more than one retailer is considered not adding corresponding value to the thesis. In 
addition, we thought that the study object should operate locally, as the limited timeframe 
did not allow us to travel far distances. Furthermore, we wanted to investigate a retailer that 
sell a diversity of brands, in order to see if they are getting different preconditions from the 
manufacturers. Bilkompaniet Sigoro AB in Luleå sells a variety of car brands. Saab, Opel, 
Chevrolet, Fiat, Iveco, Suzuki, and Isuzu are all distributed through Bilkompaniet. We felt 
that they were an appropriate choice, as they not only fit the above criteria; they have 
recently been selling an increased amount of Opel cars to taxi owners throughout Luleå. As 
they operate locally, we had an advantage because we could get in touch with them in our 
native language, thus eliminating linguistic misunderstanding. We interviewed the service 
manager and the sales manager, both members of the board of directors. 
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3.6 Data analysis 
Saunders et al (2007, p. 152) assume that it is possible to use a theoretical framework 
against which you will analyze your data. If you are working deductively this framework may 
have given rise to the hypothesis that you are testing in your research. Furthermore, they 
claim that the theory will shape the conclusions, which make it necessary to choose an 
appropriate theoretical framework. We had two inputs of data; existing theories, displayed 
in the literature review and the data gathered in the interview displayed in the empirical 
data chapter. The literature review was summarized in the conceptual framework, to get an 
overview of the most suitable theories for each of the RQs. Open questions were used to 
collect qualitative data from the respondents, being recorded in writing by the interviewer, 
as suggested by Saunders et al (2007, pp. 474-475). Then, the data was matched with the 
theory and conclusions and recommendations were formulated. 
 

3.7 Quality standards 
According to Thurén (2004, p. 22), it is important to consider validity and reliability. He 
stresses the fact that another researcher should be able to use the method to gain the same 
results. In this way, he claims, you can get a more reliable result. He also states that if you 
perform correct research, it has high reliability. Saunders et al (2007, p. 206) define 
reliability as to the extent to which your data collection techniques or analysis procedures 
will yield consistent findings. Saunders et al (2007, p. 149-150) discuss the importance of 
choosing a neutral time when the respondent may be expected to be neither looking forward 
to the weekend, nor with the working week in front of them. They also mention how 
important it is to notice subject or participant bias, that is, interviewees may have been 
saying what they thought their bosses wanted them to say. Furthermore, they argue that it is 
important to ask questions that lessen the possibility for misinterpretation. The threat to 
reliability, they claim, will be less if using a high degree of structure on the interview. 
Moreover, Thurén (2004, p. 22) discuss validity and claim that it demands that the research 
has been conducted on the selected object only. Saunders, Lewis and Thornhill (2007, p. 
150) argue that validity has to do with whether the findings are really about what they 
appear to be about. A problem that occurred was the sparse selection of theoretical models 
on the topic of product placement. The volume and sophistication of product placement 
have grown rapidly, easily outpacing research efforts in the field. The topic is unexplored in 
comparison to other marketing research. In addition, most studies are more than a decade 
old. At that time, other circumstances were present, making some of the theories 
questionable today. 

According to Saunders et al (2007, p. 320), the key to a successful interview is careful 
preparation. Accordingly, we had thoroughly developed an interview guide (see Appendix) 
and reviewed it with our supervisor to avoid misunderstanding and misinterpretation. The 
semi-structured interview was carried out on a Wednesday morning, on request from the 
respondents. As the interview was agreed-on in advance, the respondents may have been less 
stressed and more focused on the questions. Moreover, the interview was conducted in a 
relaxed setting over a cup of coffee. This, and the fact that the interview questions were 
constructed to create discussion, may have made the respondents more openhearted in their 
answers. In Swedish media, product placement is a relatively new concept, making it hard to 
find companies that consider these issues using academic expressions and thinking. We 
interviewed the service manager and the sales manager, both members of the board of 
directors, hence avoiding participant bias. Consequently, there was a need to rephrase the 



 

16 

interview questions to make our intentions clear, not using the correct vocabulary. 
However, by doing so, the risk of misinterpretation from the respondents might have 
affected their responses. Furthermore, as we performed the interview in Swedish, there was a 
requirement to translate the essentials to English for this thesis. This had to be performed 
carefully to prevent misunderstanding. 

The purpose of this thesis is to find out if the available theories on product placement can be 
applied to situations other than media. We made the assumption that the retailer was 
responsible for the discount, something we found out to be partly incorrect at the interview 
with the retailer. As we learned, it was the manufacturer that gives the retailer directions on 
how much to offer as a discount. The thought was still there, however the retailer was not 
the initiator of the approach.  
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4 Empirical data 
his chapter will start by providing an introduction of the company. Then, the empirical 
data gathered from the interview with the two sample respondents will be presented as a 
summary of the responses that was obtained. The data will form a base for the analysis that 

will follow in the next chapter. 
 

4.1 Company background 
Bilkompaniet Sigoro AB is a complete service car retailer situated in four cities in 
Norrbotten; Boden, Kalix, Piteå and its main location and headquarters in Luleå. The 
company offers service and sale of eight brands: Saab, Opel, Chevrolet, Suzuki, Fiat, Izuzu, 
Iveco and Daewoo as well as sale of spare parts. Bilkompaniet have 80 employees and an 
annual turnover of 270 million SEK. They sell cars mainly to corporate customers 
particularly in Luleå, whereas in the smaller cities the proportional amount of individual 
customers is larger. Through the manufacturers, Bilkompaniet offer discount for taxi owners 
when buying a Saab or Opel.  
 

4.2 Interview essentials 
The practical application of the taxi discount is ultimately decided by Bilkompaniet. They 
do however receive directions from the manufacturers, in this case Saab and Opel, which are 
both owned by General Motors. Bilkompaniet receives directions regarding how much 
discount they are going to give and which additional equipment that is going to be included 
in order to attract taxi owners as customers. The discount is a fixed percentage that is the 
same regardless of car brand and model. The difference in terms of customization and 
including additional equipment differ between brands. 

In addition to the discount of a set percent off the price of the car, Saab includes features 
such as station wagon, leather seats, a larger battery and automatic gearbox in the offering. 
Because of their size (Saab is the second most selling car brand in Sweden), Saab has 
developed a preset configuration for taxi owners, including the features above. In contrast, 
Opel cannot provide a corresponding preset configuration for the Swedish market because 
of the excessive costs as they sell relatively few cars in that market. If ordering an Opel as taxi, 
the retailer has to make a build-to-order configuration. 

Bilkompaniet only receives a small payment when delivering cars with taxi discount, which 
means that their profit margin lowers on these sales. To sell a service agreement is a way for 
Bilkompaniet to make money beyond the actual sale of the car. It has to be subscribed to at 
the time of purchase of the car but as a result the buyer qualifies for a 36-month taxi 
warranty. 

According to the respondents, the manufacturers who offer discount for taxi owners believe 
it to be good publicity for their brand to deliver taxi cars. It is seen as local advertising that 
taxi customers are getting exposed to and get to travel with their car. Bilkompaniet does not 
advertise their taxi offerings through any media. In addition, they have chosen not portray 
their company logo on the outside of any taxi car. They do, however, target taxi owners by 
attending certain events, where they display the most suitable models. The respondents 
addressed the difficulties with targeting small local taxi owners, as they have a busy schedule 
and not much time to spare. Because taxi owners work in shifts, a large part of the work force 
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is always occupied, making it difficult to arrange any meetings to display their cars more in-
depth. This makes it impossible to get high attendance at an auto fair, the respondents claim. 
As an example, they mentioned taxi owners coming to Luleå from the midland with a 
patient visiting the regional hospital. When the taxi driver is waiting to take the patient back 
home, is the only time during working hours that the driver can spare. 

Furthermore, the respondents are convinced that clean, relatively new cars are giving better 
publicity than old cars that are not so well taken care of. They believe that a ragged and 
untidy taxi can link negative associations to the car brand. However, Bilkompaniet does not 
deny any taxi owner to purchase a car. 

Bilkompaniet have a policy not to talk big about their products and services for commercial 
purposes. As the respondents say, it is difficult to prove a statement such as “our company is 
the best in the market”. Therefore, they believe in a more neutral approach and prove their 
qualities to the customer instead of telling them what to believe. 
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5 Data analysis 
ast chapter was dealing with the empirical data gathered from the interview. In this chapter, 
the data will be balanced against relevant theories taken from the conceptual framework 
presented in the literature review.  

 

5.1 Analysis of RQ1   
According to Morton and Friedman (2002), research has established product placement as 
an effective marketing communications tool that has the ability to build awareness, generate 
recall, and shape attitudes.  After the arguments for use of product placement, there will be a 
discussion on brand awareness and how it is linked to product placement. 
 

5.1.1 Arguments for use of product placement 
According to Morton and Friedman (2002), product placement has emerged as a possible 
alternative for product promotion. Sales, revenues, or web hits are three examples the 
authors mention of how a product's appearance in a movie resulted in an increase in brand 
performance. Gupta, Balasubramanian, and Klassen (2000) argue that product placement is 
seen as a unique way of popularizing and immortalizing brands, mainly because movies have 
a long life cycle.  

In most cases, a taxi only provides a local experience. The respondents view the fact that taxi 
customers are getting exposed to and get to travel with their car as local advertising. While 
Hollywood movies, as Gupta et al (2000) suggest, have a cinema audience followed up by an 
extended life in the living room, a taxi journey does not last nearly as long. 

The respondents argue that instead of telling the customer what to believe through 
advertising, it is much more trustworthy to prove their qualities to the customer. According 
to the respondents, the manufacturers they are in contact with believe that it is good 
publicity for their brand to deliver taxi cars. When taxi customers get to travel with the 
brand, the car is in a natural context and the experience might be perceived as more reliable. 
According to Gupta et al (2000), the use of brand name products in a movie enhances 
realism by letting movie characters be surrounded by restaurants, stores, or gas stations with 
well-known established brand names. According to Balasubramanian (1994), the objective 
is not to hide the product placement itself, but to hide its commercial intent. Bilkompaniet 
have chosen not to expose their company logo on vehicle wrap ads on the exterior of the taxi 
cars they sell.  Hence, no one can directly link Bilkompaniet to be actively pushing for the 
brand to be a taxi. Thus, Balasubramanian (1994) argues, the placement is designed to stand 
out, and also to appear in context, but without being advertising in traditional form. 
 

5.1.2 Brand awareness 
Dwyer and Tanner (2006, p. 314) believe that consumers' brand awareness is likely to be 
high when they perceive the quality of the brand to be high. The respondents are convinced 
that it is good publicity for their brand to deliver taxi cars, as taxis are perceived to be of 
good quality, given that they are driven such a large distance. de Chernatony and McDonald 
(1998, pp. 15-16) state that brands are an integral part of the society and every day we have 
endless encounters with brands. The fact that taxis are an integral part of our society makes 
the car brands exposed to many people. 
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According to Hudson and Hudson (2006), many product placement professionals believe 
that the best placements are subtle ones, and the seamlessness of product placement is an 
important factor in judging its success at creating awareness. A taxi is seamlessly integrated 
into traffic, thus making it much like a subtle product placement. 

The authors also claim that how a product is used and by whom is important, as characters 
on the screen that use the same brand as the viewer can contribute to the relationship 
between audience and characters, and product placement’s association with celebrity can 
increase its credibility. A taxi owner that is satisfied with the brand and the retailer is more 
likely to talk positively about the brand. A taxi owner that has driven a car many thousand 
kilometers may be more reliable than an ad, and might openly advertise a positive message 
about the car. When associating a brand with particular values, such as being honest and 
dependable, these values have a greater chance of lasting as they are more personally 
meaningful and thus help ensure the survival of the brand. 
 

5.2 Analysis of RQ2 
A comparison will be made between the taxi discount phenomenon and product placement 
by examining the definitions of product placement. It is motivated by an introductory 
discussion on hybrid messages. 
 

5.2.1 Hybrid messages 
According to Balasubramanian (1994), hybrid messages includes all paid attempts to 
influence audiences for commercial benefit using communications that project a non-
commercial character that do not identify the sponsor. Bilkompaniet provides local taxi 
owners with a discount if they purchase a new car. The discount can be seen as means of 
publicity according to the respondents. Additionally, Bilkompaniet have chosen not to 
portray their company logo on the outside of taxi cars and as a result the sponsor cannot be 
identified on the individual automobiles. However, the brand is very much evident, but 
shown in a non-advertising setting.  
 

5.2.2 Definition 
Balasubramanian (1994) states that a product placement is a prominent example of a 
hybrid message. Jobber (2004) defines product placement as the deliberate placing of 
products and/or their logos in movies and television, usually in return for money. According 
to Karrh (1998), product placement is defined as the paid inclusion of branded products or 
brand identifiers through audio and/or visual means within mass media programs. Finally, 
Hackley, Tiwsakul and Preuss (2008) define product placement as the practice of placing 
brands into non-advertising media.  

Figure 3 was developed for this thesis to summarize and simplify product placement. A 
sponsor owns a product or a brand and wants an established vehicle in a specific media to 
showcase it in a way that is neither advertising nor publicity. This vehicle is in most cases 
appreciated by some kind of audience. By providing the placement vehicle with incitements 
to showcase the product or brand, the sponsor can make the audience aware of the product 
or brand but the audience cannot identify the sponsor to be responsible for the message. To 
the audience, the message appears in a natural context with no apparent promotional 
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purpose. Consequently, the audience finds the message to be trustworthier than a direct 
commercial message, i.e. an advertisement or TV-commercial.  

The two main parts that the various definitions have 
in common are first that the sponsor compensates 
the placement vehicle in some way and second that 
the brand is placed in a non-advertising media. First, 
the sponsor provides a discount to the buyer (i.e., the 
taxi owner). It can be seen as if the manufacturer 
pays the taxi owner through the retailer to indirectly 
advertise the brand by presenting it in everyday 
traffic. In other words, it is a paid attempt to 
influence audiences that does not identify the 
sponsor, with the sponsor being the retailer. Second, 
if assuming that the media is everyday life, it can also 
be assumed that a car that is sold to a taxi owner and 
discounted by the manufacturer is placed in traffic to 
be associated with the values and qualities that 
people believe the taxi firm possess. 

Figure 3: Product placement  
Source: Authors own interpretation 
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6 Conclusions and implications 
nding this thesis, this final chapter will show the result of the study by answering the RQs. 
The conclusions for each RQ are derived from the analysis in the previous chapter. A 
discussion dealing with both implications as well as our standpoint is provided. Also, 

recommendations for further research are presented. 
 

6.1 Conclusions RQ1   
How can product placement motivate a car retailer to offer taxi owners discount? 

The respondents find it to be local advertising that taxi customers are getting exposed to 
and get to travel with the cars they are selling. They are convinced that a clean, relatively 
new car is giving the taxi customer a better experience, which may also give a better liking of 
the car brand. Likewise, they believe that an untidy taxi can link negative associations to the 
car brand. 

By offering discount, it is possible to assume that taxi owners purchase a new taxi more 
often, as it is more affordable. This, in turn, may keep the taxi more in shape and give taxi 
customers a better experience. It is, however, impossible for the retailer to get total control 
over the car. They do provide a service agreement, which can keep the car in better shape. 
On the other hand, they do not deny any taxi owner to purchase a car, making it possible 
that those taxi owners who not take care of their taxi give bad publicity to the brand.  

It is the local car retailer that receives the direct publicity, because when a potential 
customer in Luleå spots a Saab or Opel, they will have to visit Bilkompaniet to purchase it. 
In a way, the car retailer is synonymous with the car brand, as the only way to purchase the 
specific car locally is through the authorized retailer. Most taxi customers are local residents, 
and therefore most of them know where to purchase the car in which they are traveling, 
hence giving the local retailer the benefits of notification. One way to look at it could be that 
the retailer is promoting its products on a local market by allowing taxi owners to have 
beneficial deals on their cars. 

Consequently, the answer to RQ1 is that a car retailer can gain brand awareness by offering 
taxi owners discount upon purchase of a new car. 
 

6.2 Conclusions RQ2 
How does discount to taxi owners fit within the definitions of product placement? 

The researched phenomenon of the car retailer’s willingness to give a discount to taxi 
owners can be characterized as a hybrid message, given that the phenomenon is 
distinguished as paid for and do not identify the sponsor. The phenomenon has elements 
that belongs in the definition of advertising and publicity but is clearly not a form of 
advertising and it can neither be characterized as publicity. The term hybrid message is 
however not as distinct and developed as the two which can be explained because of its 
relatively newer origin. The taxi phenomenon does however fit well in the category of a 
hybrid message. By comparing a more prominent form of hybrid message namely product 
placement with the concept of placing car brands as taxi in the everyday traffic the 
resemblance is noticeable. However, one distinct difference is that product placement is by 
definition only appearing in some form of entertainment media. This could be because by 

E 
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placing products in media the message reaches out to a larger audience more inexpensively. 
Another possibility could simply be that product placement has evolved beyond media but 
the theories have not covered it properly. 

Although it has been a concept that dates back a number of decades, progress in research has 
not been made until quite recently. In addition, advertising has grown to the point of 
saturating the audience, which makes an alternative such as product placement a viable 
choice to develop further through research. It may be because of technical advancement in 
mediated areas, such as technologies that allow people to skip advertisement. However, 
product placement also has its drawbacks if it is too obvious. This makes it necessary to 
research the possibilities to apply it beyond media. 

The answer to RQ2 is that there are indications that the research phenomenon fits within 
the definitions of product placement, although it cannot be consolidated at this point. 
 

6.3 Implications and recommendations 
The findings are that there is thinking in terms of product placement and that a car retailer 
might gain from increased brand awareness if they are making their car brands visible to 
more people in a non-advertising setting. The connections are, first, that the phenomenon 
can be seen as a hybrid message, and second, that it is appearing in non-advertising media, on 
the premise that everyday life can be seen as a media. The phenomenon can be characterized 
as a variant of product placement, but it is important to stress the fact that product 
placement cannot be utilized as the sole mean of promotion in this specific case. It is, 
however, increasingly successful as part of a complete promotional strategy. 

Furthermore, we have come to the conclusion that the retailer is not the one responsible for 
the discount to taxi owners. The interview revealed that the retailer receives directions from 
the manufacturer to sell cars with a discount to taxi owners. The manufacturer delivers the 
car with a specified percent discount off the price, as well as included additional equipment. 
It seems that it is the car manufacturer that is thinking in terms of product placement, not 
the retailer. This does not change the outcome of this thesis, but open up for an interesting 
discussion. 

The implication is that the phenomenon of taxi owners receiving discount upon purchase of 
a new car, can be related to product placement. However, we can exclude the retailer from 
further research on this specific purpose. The topic needs more research, which lead us to 
recommend deeper interviews with car manufacturers and their marketing department, to 
clarify how they argue in the matter. Further, we recommend studies on whether the taxi 
discount has given the car manufacturer value to their brand. We also recommend further 
studies on the topic of product placement beyond media. 

Product placement is not so well explored by researchers and many books and articles 
debate problems that were present one or two decades ago. Hence, we suggest that an 
update of the definitions of product placement is needed. We would like to define product 
placement as the practice of deliberately placing brands into non-advertising settings. There 
are indications that this is true; however, it cannot be determined because there is not 
enough evidence yet. This case shows one phenomenon and validation is needed by further 
research on similar phenomena. 
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Appendix 1 

Appendix 
 

INTERVJUGUIDE 

 
1. Vänligen presentera dig och din befattning på företaget. 

 
2. Hur ser taxirabatten ut? 

» Vem beslutar om rabatten; ni eller tillverkaren? 
» Hur skiljer sig rabatten för olika märken? 
» På vilka grunder baseras nivån på rabatten? 
» Olika kriterier beroende på märke? 
» Hur fungerar samarbetet med tillverkaren? 

 
3. Vad har ni att tjäna på att erbjuda en rabatt? 

» Är det för att få bolaget intresserat av märket; köper en kanske fler köper, 
alltså en större kund? 

» Hur påverkas rabatten av att taxi bilen syns mycket i trafiken? 
» Vad ger ni kunder i allmänhet för incitament att köpa era märken? 
» Hur påverkas andra kunders uppfattning av att en taxiägare köper ett visst 

märke, tror ni? 
» Är det för att en taxi servas mera ofta som de är värda en rabatt? 

- Hitta fel snabbt och få respons eftersom taxibilar rullar mycket? 
- Vilka kopplingar finns mellan erbjudna rabatter och serviceavtal? 

» På vilket sätt skapar taxirabatten ett kommersiellt värde åt företaget? 
 

4. Vilka eventuella positiva och negativa effekter ser ni av taxirabatten och hur 
utvärderar ni dem? 

» Påverkar något annat i verksamheten? 
 

5. Vad är det uttalade målet med taxirabatten? 
» Har något delmål redan uppnåtts? Lärdomar? 

 
6. Vilken identitet vill ni förmedla? 

» Hur vill ni med ert företag och de bilmärken ni säljer framstå bland 
allmänheten? 

» Det ni uttryckte i svaret ovan, hur påverkar det era erbjudanden till olika 
taxiåkare? 

 
7. Hur sköter ni er reklam/marknadsföring i övrigt? 

» Vilken roll har demobilar i er marknadsföringsstrategi? 
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INTERVIEW GUIDE 

 
1. Please introduce yourself and your position at the company. 

 
2. How is the taxi discount taking shape? 

» Who ultimately decide on the discount; you or the manufacturer? 
» How is the discount different for the various brands? 
» On what grounds is the level of the discount based? 
» Are there different criteria for the various brands? 
» How is the cooperation with the manufacturer working? 

 
3. What are the benefits for you to provide such a discount? 

» Is it to make the taxi company interested in the car brand; if one buys maybe 
more taxi owners buy, that is, a larger customer?  

» How is the discount affected by the fact that the taxi is exposed in traffic? 
» What incentives do you give to your customers to purchase your products? 
» How are other customers’ feeling about that a taxi owner is buying a certain 

car brand, do you think? 
» Is a taxi owner worth a discount because they are more frequently in for 

service?  
- To find faulties quick and get response as a taxi? 
- What are the connections between discount and service agreement? 

» In what way is the discount creating value for your company? 
 

4. Which contingent pros and cons can you see regarding to the discount and how are 
they evaluated? 

» Is something else within the business affecting? 
 

5. What is the expressed goal with the discount? 
» Has any sub target been achieved? What have you learned from this? 

 
6. Which identity do you want to put across? 

» How do you want to appear to the general public with your company and 
the car brands you sell? 

» With the answer above in mind, how does it affect your offerings to taxi 
owners? 

 
7. How is your company pursuing other marketing strategies? 

» What role has demo cars in your marketing strategy?  
 
 


