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Abstract 
 
Abstract  
 
The concept of product placement itself is nothing new. The area is; however, 
experiencing a significant growth due to the difficulties of reaching the consumers with 
traditional advertising. The ongoing debate and discussion concerning product placement, 
traditional theories and academic articles provided the foundation for conducting this 
thesis. Based on this, the aim of this thesis was to gain a deeper understanding of this area 
and specifically about the process of product placement and the criticism aimed towards 
product placement. More specifically, the research questions posed, dealt with how the 
process of product placement is handled and how the criticism is handled. A case study 
served as our research strategy where data was collected through a telephone interview 
with the respondent, Peter Carnello, CEO at Inbetween Entertainment AB. The study 
shows how an agent works with product placement. Furthermore it shows that product 
placement agencies are involved very early in the process of movie making. They can 
even come with their own ideas in order to make a better movie. Moreover, the study 
shows on an interest from the agent to increase the acceptability of product placement. 
 
 
 
 
 
 
 
 



Sammanfattning 
 
Sammanfattning 
 
Konceptet produktplacering är inte en ny företeelse. Området är inne i en avsevärd tillväxt 
fas på grund av svårigheterna att nå fram till kunderna genom traditionell marknadsföring. 
Den pågående debatten och diskussionen kring produktplacering i både traditionella 
teorier och akademiska artiklar har legat till grund för denna uppsats. Med detta som 
bakgrund, var målet med denna uppsats att få en djupare förståelse för detta område och 
speciellt hur processen bakom en produkt placering går till och även hur man hanterar 
kritiken riktad mot produkt placering. En fallstudie användes som undersökningsstrategi 
där informationen var insamlad genom en telefonintervju med respondenten Peter 
Carnello, VD på Inbetween Entertainment AB. Studien visar hur en agent arbetar med 
produkt placering. Den visar även att agenten är involverad mycket tidigt i film 
produktionen. Dem kan även komma med förslag på hur man kan göra filmen bättre.  
Studien visar även på ett intresse från agenten att öka acceptansen av produkt placering. 
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Introduction 
 

1. Introduction 
 
In this first chapter, we will present a background on the subject of product placement. It 
will be followed by a problem discussion and an overall purpose of the thesis. Last, the 
research questions to be addressed in this study will be stated.   

1.1 Background 
 
No one who has seen the Swedish movie Hamilton, featuring Peter Stormare, can have 
missed the close ups on Statoil, Ericson and Telia. Whenever we sit down in front of the 
TV we are exposed to commercial messages in the commercial breaks but also during the 
film or program. The actors use a certain product or as Hamilton use an Ericson mobile 
phone with a Telia sim-card. The visibility and attention accorded to such products in the 
movie script may not be accidental. Moviemakers are known to deliberately place brand 
name products in films in exchange for a fee and/or promotional benefit provided by 
marketers of these products. This concept is known as product placement. (Gupta et al, 
2000) According to d’Astous and Chartier (2000), a product placement is the inclusion of 
a product, a brand name or the name of a firm in a movie or in a television program for 
promotional purposes.  
 
There are many examples of a product’s appearance in a movie resulting in an increase in 
brand performance (Morton & Friedman, 2002). What began as a practice for 
authenticating scenes in movies has emerged as a viable alternative for product promotion 
(ibid). Because of the proliferation of advertisements and the consequent difficulty in 
getting commercial messages to reach and influence potential customers, product 
placement appears as an interesting alternative to traditional marketing communication 
tools (d’Astous & Chartier, 2000). Morton & Friedman (2002) continue with that product 
placement gives marketers an opportunity to expose their products through a media 
context where targeted audiences may be particularly receptive.  

1.2 Problem discussion 
 
Getting messages across to target audiences through television has become more difficult 
due to several factors: active viewer avoidance of TV ads by zipping and zapping (Olney 
et al, 1991, as referred to in Gupta et al, 2000), passive viewer avoidance of TV ads, 
fragmentation of TV audiences and television clutter (Lawrence 1989, as referred to in 
Gupta et al, 2000).  
 
According to Morton and Friedman, marketers view product placement in movies as an 
important part of the integrated marketing communications mix because of the unique 
benefits it offers over traditional media. Among the leading benefits associated with 
product placement is that movies, television and other media have a long shelf life 
stemming from syndications and video rentals that continue after the initial period of 
release (Karrh, 1998). The long shelf life also makes product placement an efficient 
investment in terms of cost per thousand (Morton & Friedman, 2002).  
 
Unlike traditional advertising messages, product placement also provides a venue where 
products can be portrayed and possible demonstrated realistically in the context of a 
movie scene (Curtis 1999, as referred to in Gupta et al, 2000). The naturalistic 
environment is not only important to filmmakers but to marketers as well (Gupta et al, 
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2000). Gupta et al (2000) continues with that moviemakers want to have products placed 
in their movies since the use of brand name products increase the realism by lending a 
natural “everyday” touch to its setting. It would be meaningless, for example, to show 
movie characters entering restaurants, stores or gas stations with no names on them. 
However, Gupta et al (2000) also claims that consumer advocates question the 
moviemakers’ argument that placement enhance realism in movies. They assert that the 
level and scope of product placements have reached excessive levels. 
 
Gupta et al (2000) quote Scott (1998) who says that brand name products may enter 
movie scripts in one of four ways. Companies can solicit studios to place their brands in 
return for a fee, studios may approach marketers to use their products within a movie, 
studios may use brands without contacting marketers or placement deals may be finalized 
through independent product placement firms who represent marketers. 
 
Gupta et al (2000) state additional reasons for moviemakers to take product placement 
with the economical benefit. If brand names are placed for a fee the moviemakers will 
receive compensation that offsets the cost of production (Rosen, 1990, as referred to in 
Gupta et al, 2000).  
 
According to Gupta et al (2000), marketers insist that movie placements feature their 
brands in a positive way. Unless this requirement is satisfied, marketers cannot avoid the 
potential for movies to damage brands instead of helping them (ibid.). For example, 
Caterpillar Inc. actively discourages attempts by moviemakers to place its products in a 
negative way with threats of legal action (ibid.). Morton and Friedman (2002) add, that 
similar to advertising, the product’s appearance with, or used by, an actor featured in a 
movie can bolster its creditability by imbuing it with traits of the movie character or of the 
actual actor personalities cast in character roles.  
 
Although there are numerous benefits with product placements Gupta et al (2000) discuss 
strong criticisms of product placements in movies. According to Gupta et al (2000) the 
leading criticism involves the ethical implications of product placements on the audiences 
exposed to them. One ethical factor is the placement of ethically-charged products (e.g. 
cigarettes and alcohol) and this has drawn strong criticism from consumer advocates 
(Gupta et al, 2000). In addition to this consumer advocacy groups insist that product 
placement takes advantage of unsuspecting viewers because it is deceptive (Berkowitz 
1994 as referred to in Gupta et al, 2000). Gupta et al (2000) quotes Parascope (1997); 
“The idea of advertising which affects people below their level of conscious awareness, so 
that they are not able to exercise conscious control over their acceptance or rejection of 
the messages creates ethical issues for both marketers and consumers”. In advertising 
messages, the sponsor is clearly identified, however this is not always the case in product 
placement (Gupta et al, 2000).  
 
Morton and Friedman (2002) quote Bauder (1999) to say that new technology in movies 
and television is fuelling ethical dilemmas by blurring the line between commercial 
messages and entertainment. Bauder (1999, as referred to in Morton & Friedman 2002) 
claims that for example, products can be digitally added to a scene in order to reach a 
desired market. According to Morton and Friedman (2002), critics believe that this 
practice takes advantage of unsuspecting viewers since they might not realize that the 
products were not originally part of the scene during filming but were added to target a 
specific viewing audience.  
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In addition to this Gupta et al (2000) quotes Amos (1991) who state that movie audience 
are captive. They mean that those who attend movie theatres have no way of tuning out 
marketers’ messages in movie placements. With this Gupta et al (2000) mean that 
consumers may view “hidden but paid” messages that raise ethical concerns. For this 
reason, several consumer groups are openly critical of movie placements (ibid.). The 
consumer advocates do not want to ban product placements but instead they insist that 
audiences be informed about the sponsors of placements at the beginning of the movie 
(Amos, 1991 as referred to in Gupta et al, 2000). There is not much research done about 
how product placement agencies deal with the process of product placement and how the 
criticism is handled.  

1.3 Purpose 
 
Based on the discussion above the purpose of this thesis is to: 
 
Get a better understanding of the process of product placement and handling of the 
criticism towards product placement as practiced by product placement agencies.  
 
To guide us in our research we are addressing the following two research questions. 

1.4 Research questions 
 

1. How can the process of product placement as practiced by product placement 
agencies be described? 

 
2. How can the response towards criticism of product placement by product 

placement agencies be described? 

1.5 Delimitations of the thesis 
 
Due to limited time and the fact that there are many aspects within this research area, we 
have narrowed down the focus of the study. The study will confine itself to the marketing 
agency’s perspective and would not cover the consumer perspective. 
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2. Literature review 
 
In the previous chapter an introduction and background to the research area of this study 
was presented, as well as, the general purpose together with the research questions. This 
chapter will present the literature review based on the purpose and will end up in a 
conceptual framework.  
 
Introduction 
 
There are many studies made on the subject of product placement. It would be impossible 
to cover all of the theories about the subject, therefore this literature review chapter will 
focus on theories made that cover the research questions stated in the previous chapter. To 
get an understanding of what product placement is there will first be an explanation of the 
phenomenon of product placement. Then literature that covers the first research question, 
the process of product placement will be presented. Literature for the second question, the 
criticism, will follow.  
 
According to d’Astous and Chartier (2000) a product placement is the inclusion of a 
product, a brand name or the name of a firm in a movie or in a television program for 
promotional purposes. However, Karrh, (1998) do not agree with the name product 
placement. Karrh believes that it should be called brand placement instead. This is since it 
is generally a particular brand, rather then a product type, which is highlighted (ibid.) 
However, the word that will be used in this thesis is product placement and not brand 
placement since product placement is a more widespread word. In addition to this, Russel 
(1998) ads that product placement 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.  
 
Gupta et al claim that marketers’ interest in placements grew tremendously following the 
celebrated placement success of Reese’s Pieces candy in the popular movie E.T. Sales of 
this brand leaped 66 percent in the three months after the film was released (ibid.). Since 
that time, the practice of product placement has grown significantly (Karrh et al, 2003). 
Karrh (1998) say that one reason to the growth of product placement is a desire on the 
part of advertisers to take advantage of the special characteristics of movies, popular 
television shows and other media. Movies and popular television shows also have a truly 
global reach that is very attractive to global marketers (ibid.).  
 
Gupta et al (2000) say that marketers see placements as a way of popularizing and 
immortalizing their brands because movies provide excellent message reach and a long 
message life. 
 
According to Karrh (1998) product placements generally occur in feature films through 
one of two intermediaries – placements agents and movie studios. Placement agents 
function as middleman between advertisers and movie producers, and may work on either 
an ad hoc or retainer basis. Studios typically have their own departments to handle 
products placement opportunities and may work with agents as well (ibid.). While some 
placements are done for cash payment, the vast majority (over 85%) are estimated to be 
done on a barter basis, where the product or service is simply traded for exposure in a film 
(Bunish, 1995 as referred to in Karrh, 1998). Karrh continues with that some retailers 
have become involved, too.  Stores such as Gap and Armani have established special              
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“studios service stores” through which costume designers can “borrow” clothing to fit the 
cast of a program (Sullivan, 1997 as referred to in Karrh 1998). 
 
Karrh (1998) say that advertising agencies are not heavily involved in film placements, 
unless the placement involves cross-promotion into media advertising. There are several 
reasons for this: placement evolved from corporate public relations efforts; specialized 
placement agencies have come to dominate the market: the size of the market overall is 
not attractive to many ad agencies; and the product placement does not fit into a typical 
buying framework (Turcotte, 1995 as referred to in Karrh 1998).  
 
According to Gupta et al (2000), when placement firms negotiate with moviemakers on 
behalf of marketer’s clients, the marketer retains considerable control over the 
placement’s content and context. Usually, such firms review movie scripts far in advance 
of movie production and provide directions on how and where to place brands for 
maximal audience impact. Additionally, they pursue placements in movies that are likely 
to attract audiences whose profiles match the target market characteristics of the placed 
product (ibid.). 
 
According to Karrh (1998), a product placement may also be a link to larger deals 
involving integrated promotional arrangements. These tie-ins may include advertising, 
point-of-purchase displays, product sampling and other tools. Gupta et al (2000) ads that 
although promoting movie typically entails a large budget, tie-in agreements provide 
significant cost saving to moviemakers. Additionally, tie-in arrangements often involve 
special displays or contests administrated by marketers of the placed products.  
 
Karrh (1998) claims that movie studios do not offer testing on the result of placements 
and placement agencies only occasionally hire outside research firms to do testing for 
their clients. 

2.1 Process of product placement 
 
Russel (1998) uses a three dimensional framework of product placement. He claims that 
there is three different ways of place products in a movie. The first dimension is screen 
placement, second is verbal placement and the third is plot placement.  
 

1. Screen placement.  Russel (1998) states that this is a purely visual type of 
placements which involves placing the brand in the background of a show in one 
of two ways: either through creative placement, which insinuates the brand into 
the film, such as outdoor advertisements in street scenes; or through on-set 
placements, which positions the product on the film set itself, such as food brands 
placed in kitchen scenes.  

 
2. Verbal placement. This type of placements 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 voice, place in 
dialogue, character speaking at the time, etc.)(ibid.).  

 
3. Plot placement. In some cases, the product becomes part of the plot, taking a 

major  place in  the story line or  building  the persona of a character. It consists of  
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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 scene is considered 
low intensity. However, in cases where the actor is clearly identified with the 
brand, for example the Kenny Rogers’ Roasted Chicken episode in “Seinfeld” is 
considered high intensity plot placements. (ibid.). 

 
Karrh et al (2003) believes that dual-mode placements have more impact upon viewers’ 
memory for the brand than do placements executed through dimension only. A study by 
Gupta and Lord (1998, as referred to in Karrh et al, 2003) found that an audio mention of 
the brand without a visual depiction produced a higher recall rate than did a visual 
placement without audio reinforcement.  
 
The pairing of a brand with a character would focus more attention to the brand, while 
also prompting more thinking about match between brand/character paring itself (Karrh et 
al, 2003). Karrh (1998) claims that when an actor mentions a brand name in dialogue, 
recognition reportedly ranges from 50 to 75 percent. However when an actor is shown 
using the brand without any verbal mention, recognition is reportedly 40 to 60 percent 
(ibid.).  
 
Russel (1998) believes that a successful product placement transforms the experience of 
the use/consumption of the product to match that depicted in the show and that the 
transformational power of product placement relies on a conditioned transfer of affect 
motivated by the influential role of television and cinema. 
 
After an immense study Gupta et al (2000) listed five guidelines to think about to succeed 
with a product placement.  These are as follows: 
 

1. Repetition. Repetitious messages, identified in prior research as problematic for 
viewers of television advertisements, appear to be a problem for movie goers as 
well. Results suggest that marketers should avoid repetitive showing of brands in 
placements.  

 
2. Realism. There was general agreement among respondents that the use of product 

placements should be realistic within a movie’s context. In additions to this, 
marketers should avoid placements that display their products very prominently. 

 
3. Restrictions. Respondents appeared uncertain about the commercial nature of 

placements including whether or not some categories of products (e.g. guns, 
alcohol and tobacco) ought to be restricted to certain types of movies.  

 
4. Refund. Respondents who dislike advertising tended to agree that placements 

represent “commercial in disguise”. Some moviegoers questioned why they 
should pay full price for a movie that had been partly funded by commercial 
sponsors via placements. Marketers and moviemakers should explore incentives to 
attract moviegoers who dislike advertising, such as offering refunds if dissatisfied 
with placements. Additionally, it will be useful to let viewers know that 
placements will appear in movies before they actually do. 
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5. Regulation. Finally, given the overwhelming survey sentiment opposing 
government regulation of placements, marketers can and should aggressively 
lobby to preserve their right to use placements.  

 
In a study made by d’Astous and Chartier (2000) they found both positive and negative 
sides of different strategies of product placement. On the positive side, consumer memory 
of a placement is enhanced when the principal actor is present and when the placement is 
positively evaluated (ibid.). d’Astous and Chartier (2000) also claims that consumer 
evaluations of placement are more positive when the principal actor is present, when the 
placement is manifest and when it is well integrated in the movie scene. On the negative 
side, consumer memory declines when a placement is judged as unacceptable and when it 
is well integrated in the movie scene (ibid.)  
 
Manifest placements are better liked than subtle placements but they are also perceived to 
be more unacceptable (d’Astous & Chartier, 2000). The degree of perceived integration of 
the placement in the movie scene is positively linked to liking and negatively linked to 
perceived unacceptability, but it also has a negative impact on memory (ibid.). 
 
Pardun and McKee (1996, as referred to in Karrh et al 2003) surveyed 89 advertising 
agency media directors, 70 percent of whom considered themselves knowledgeable about 
product placements. When the directors were asked to list the most important ten factors 
about placements they listed; “national viewing potential”, “price of the placement”, and 
“theme of the movie” as the most important factors. “Action in the movie”, “international 
viewing potential” and “movie producer” was judged least important (ibid.). 
 
Karrh et al (2003) made a survey aimed to 61 placements professionals and they received 
28 replies. The survey aimed to find out the importance of executional factors of product 
placement leading to effective placements. The respondents were received a list of 
different executional factors which they were asked to list the importance of each factor 
on a scale from one to seven, where seven is extremely important. The most important 
executional factor was that the product or service was portrayed in a favourable light.  
 
TABLE 2.1 Importance of executional factors 
 
Survey Item  Mean 
The product or service is portrayed in a favourable light 6.92 
The product or service is shown is use 6.00 
The brand name is mentioned in dialogue 5.92 
The brand is shown for a long period of time 5.85 
The placement receives publicity from the news or trade press 5.77 
Competing brands are not shown in the film 5.69 
The movie earns box-office success 5.62 
The movie receives critical acclaim 5.35 
The lead actor is associated with the brand 5.31 
The product or service is shown in familiar situations 5.23 
The placement repeats themes from the brand’s traditional advertising 4.96 
The product is used or shown in a new or novel way 4.85 
 
Source: Adapted from Karrh et al 2003. 
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2.2 Criticism toward product placement 
 
In a survey made by Nebenzahl and Secunda (Karrh, 1998) of 171 students, most 
respondent did not object to placements, were tired of traditional commercials and would 
prefer less obtrusive advertising tools such as product placements. Less then one third of 
the respondents responded negatively to placements or believed that they should be 
banned. I addition to this, only 12 percent of the respondents would pay extra to see a film 
free of placements (ibid.). Further on, in a study made by Gold and Gupta (1997) they 
found out through a survey that more frequent movie viewers found placement to be more 
acceptable. Further, only a minority of the respondents believed placements of cigarettes 
or guns to be acceptable, while 60 percent of the respondents believed placements of 
alcoholic beverages to be acceptable (ibid.). According to Gold et al (2000) males were 
also more accepting of product placements of ethically charged products, such as 
cigarettes, alcohol and guns. There were no differences for other products (ibid). Gupta & 
Gold (1997) believes that ethical concerns about product placements may be seen as a 
precursor of attitudes toward the placement, toward the brand and toward its purchase.  
 
Karrh (1998) quotes Solomon and Englis who use the term “reality engineering” to 
describe the successful efforts of advertisers to shape the social images presented through 
popular cultural vehicles. As a result of these efforts, consumer today are more likely to 
both accept brand images into areas of public life that were formerly “commercial free” 
and to see brands and their identifiers as a natural part of everyday life (ibid.).  
 
Karrh (1998) quotes Miller (1990), who is among critics who believe moviemaking itself 
suffers from practices such as product placement. Since producers often send scripts to 
placement agents before beginning filming, and may in some cases modify films around 
products, the “basic decisions of filmmaking are now often made, indirectly, by the 
advertisers, who are focused not on a movie’s narrative integrity but only on its viability 
as a means of pushing products” (ibid.). It has been alleged by some critics that product 
placement have a negative economic impact in that moviegoers will develop a favourable 
opinion of products that are associated with the glamour of Hollywood and ignore other 
more functional, product centred factors, an objection similar to that raised about the use 
of persuasion in advertising (Rothenberg 1991, as referred to in Gupta & Gold, 1997). 
 
Gupta et al (2000) also list some criticism; they say that in advertising messages, the 
sponsors are clearly identified; therefore, the audience readily recognizes the commercial 
character of such messages. Further on, audiences have the option of avoiding ads easily 
(e.g. while watching TV, one can flip channels or engage in other activities). Placements 
offer a sharp contrast to ads on both these counts. First, although the law requires 
broadcast programs to clearly announce any sponsorship, moviemakers are not required 
by current regulations to identify sponsors of product placements (ibid.). As a result, 
movie audiences may be unaware of the commercial intent of placements 
(Balasubramanian 1994 as referred to in Gupta et al, 2000). As mentioned earlier Amos 
(Gupta et al, 2000) showed on an interest from consumer advocates to have the audience 
informed about placement at the beginning of the movie.  Gupta et al continues with if the 
list before the beginning of the movie (e.g. in the opening credit) gets too long, members 
of the audience can make an informed decision whether they want to watch the movie.  
 
According to Gupta et al (2000), a few critics favour reducing ticket price for movies that 
contain placements. The normative rationale here is that moviemakers should share their 
economic benefit (from placements) with movie audiences. A related issue is whether 



Literature review 
 
movie viewers (including those who visit theatres with no expectations of watching paid 
placements and those who hate seeing placements motivated by commercial intent) are 
entitled to a partial or full refund of ticket prices (ibid.).  
 
Gupta et al (2000) also claims that movie placements of ethically charged products (e.g. 
cigarettes and alcohol) have drawn especially strong criticism from consumer advocate. 
Since movies are commonly broadcast on television, cigarette brand placements in movies 
have been characterized as attempts to circumvent the ban on television advertising for 
cigarettes. Karrh (1998) ads to this by quoting Turcotte that some studios refuse to put 
branded cigarettes in their films for fear they will be perceived as supporting smoking 
among teens.  
 
Since marketers generally retain substantial control over the product placement process 
while movie audiences generally remain unaware of this control, therefore at one extreme, 
critics can argue that audiences are misled when branded products are disguised as movie 
props (Gupta et al, 2000). Further on, to the extent that full disclosure of the 
circumstances surrounding any product placement is unavailable, movie audiences are not 
fully conscious of the marketer’s influence attempt (ibid.). 
 
According to the Swedish “Granskningsnämnden för radio och TV”, there is no law 
against product placements in movies. However, if a strong and unmotivated focus would 
be on a product or a company there is a risk that the movie would break against the law. 
This would lead to that the production company has to pay a certain fee. 

2.4 Conceptual framework 
 
In order to get a better understanding of product placement and the criticism toward it we 
have addressed two research questions, stated earlier.  However, in order to investigate the 
research questions we have constructed a conceptual framework where the main issues 
regarding the topic are listed. These factors will later be the basis of questions which will 
be used in the interview for data collection. The same framework will later form as basis 
for data analysis. 
 
The theories used in this study are chosen since this is the main theories regarding product 
placement. Other studies made on the subject are referring to these studies and in addition 
to this the authors use themselves or the other authors we chose as references.  
 
On the following page a visual form of the conceptual framework will be presented. A 
conceptual framework can be explained as the main dimensions to be studied, the factors 
or variables, and the presumed relationship among them (Miles & Huberman, 1994). 

2.4.1 Describing the process of product placement 
 
How does a placement occur? 
Karrh (1998) claim that a placement generally occur in movies through either placement 
agencies or through movie studios. Gupta et al (2000) ads that the placement agent 
receives the script long before production begins. Therefore we want to study how a 
placement occurs. 
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Control 
We want to investigate who are in charge when deciding how a product placement will 
look like. We have based our analysis on Gupta et al (2000) who claim that the marketer 
retains considerable control over the placement content and context since firms review 
movie scripts far in advance.  
 
Successful placement sets 
When doing a placement in a movie there is several theories how to do it. We have based 
our analysis on Karrh (1998), Russel (1998) and Gupta et al (2000). Both Karrh (1998) 
and Russel (1998) discuss the different placement strategies such as screen, verbal and 
plot placement. Karrh (1998) discuss the importance of using both verbal and visual to 
increase the success of a placement. Gupta et al (2000) listed five guidelines to think 
about when doing a successful placement. In addition to this we also base our analysis on 
d’Astous and Chartier (2000) who agree with Karrh et al (2003) and state that using an 
actor will increase the success of a placement. 
 
Measuring of the effect of a product placement 
Since Karrh (1998) claims that movie studios do not offer testing of the result from a 
product placement, we want to investigate if this is the case. 
 
Important factors of Product placement 
To investigate which factors that are important when deciding what product to use in a 
placement and also how the placement will look we will base our analysis on Karrh et al 
(2003) who did a survey to find out the importance of executional factors of product 
placement and to find out what brand characteristics leading to effective placements. 

2.4.2 Describing the criticism toward product placement 
 
Criticism against product placement 
To investigate the criticism against product placement we have based our analysis on 
Gupta et al (2000) who listed criticism towards product placement as a promotional tool. 
However, according to Salomon and Englis (as referred to in Karrh 1998) people today 
are more acceptable to product placements in their everyday life. In addition to this Miller 
(1990, as referred to by Karrh 1998) claims that product placement harms the art of movie 
making.  
 
Ethically charged products 
In order to investigate how ethically charged products are used we have based our 
analysis on Gupta et al (2000) who claims that ethical charged products have drawn 
especially strong criticism from consumer advocate.  
 
Information about placements 
Due to the criticism against product placement we want to examine how to handle the 
criticism with information to the viewers based on Amos (as referred to by Gupta et al, 
2000) or with reduced ticket price (Gupta et al 2000). 
 
Regulations  
Since Gupta et al (2000) listed in the five guidelines the importance of handling 
regulations we want to investigate how this is handled. 
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Figure 2.1 Conceptual framework 
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3. Methodology 
 
Previous chapter brought up an overview of literature and theories connected to the 
purpose and research questions of this thesis. In this chapter we will discuss and justify 
our methodological choices concerning our research. Furthermore, the chapter contains 
a description of the purpose of this research, the research approach and strategy, data 
collection methods, sample selection, the data analysis, and it ends with a discussion 
concerning the quality standards of the research. 

3.1 Research purpose 
 
Research can be classified as being exploratory, descriptive or explanatory studies (Yin, 
1989). 
 
Exploratory research 
Research is designed to allow the investigator to just “look around” with respect to some 
phenomenon, with the aim being to develop suggestive ideas (Reynolds, 1971). The 
purpose is to gather as much information as possible concerning a specific problem. 
Exploratory research is often used when a problem is not well known, or the available 
knowledge is not absolute (Patel & Tebelius, 1987). According to Yin (1994) the research 
should be as flexible as possible and conducted in a way that provides guidance for 
procedures to be engaged during the next stage. 
 
Descriptive research 
The objective is to provide a description of various phenomenons’s connected to 
individuals, situations or events that occur (Patel & Tebelius, 1987). The purpose might 
develop empirical generalizations. One such generalization begins to appear, they are 
worth explaining, which leads to theory development (Reynolds, 1971). Moreover, 
descriptive research is often used when a problem is well structured and there is no 
intention to investigate case/effect relations (Wiedersheim-Paul & Eriksson, 1999). 
 
Explanatory Research 
The goal is to develop a precise theory that can be used to explain the empirical 
generalizations that evolved from the second stage (Reynolds, 1971). Based on this, the 
researcher formulates hypotheses that are tested empirically (Patel & Tebelius, 1987). Yin 
(1994) says that the study is explanatory when the focus is on cause-effect relationships 
explaining what causes produced what effects.  
 
The research purpose and research questions of this thesis indicate that this study is 
primarily descriptive and partially exploratory. Exploratory since a focus on how agencies 
work with product placement and especially how they handle criticism is not fully 
exploited and not sufficient research have been done in this field. However, it is in our 
intention to describe the area of research and draw some conclusions on the collected 
data, which makes the study descriptive.  

3.2 Research approach 
 
The research approach is either quantitative or qualitative (Patel & Tebelius, 1987). A 
quantitative approach is characterized by selectivity and distance to the object of research 
whereas a qualitative approach is characterized by nearness to the object of research (Yin, 
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1994). Both approaches have their strengths and weaknesses and neither one of them can 
be held better then the other. The best research method to use for a study depends on that 
study’s research purpose and the accompanying research questions (ibid.). A quantitative 
approach implies the search for knowledge that will measure, describe, and explain the 
phenomena of our reality. Qualitative research is the search for knowledge that is 
supposed to investigate, interpret and understand the phenomena by the means of an 
inside perspective (Patel & Tebelius, 1987). 
 
As a result of these explanations, we can point out that our research is qualitative. The 
research questions posed will provide answers that cannot be quantified or measured in 
numbers. Moreover, since our intention with this thesis is to explore and describe, but also 
to find as complete and detailed information as possible, thus a qualitative study is the 
method that suits us best. 

3.3 Research strategy 
 
According to Yin (1989) there are five primary research strategies in the field of social 
sciences: experiments, surveys, archival analysis, histories, and case studies. Each 
strategy has its own advantages and drawbacks depending on three conditions: 
 

• The type of research question posed. The primary questions in this study ask how 
and why. 

• The extent of control an investigator has over actual behavioural events. In this 
study, the investigators have no control over actual behavioural events, but will 
merely observe and conduct interviews. 

• The degree of focus on contemporary, as opposed to historical, events. This study 
is focused on the how and why of a contemporary event. 

 
These conditions and how they are related to the five strategies are shown in Table 3.1. 
 
Table 3.1 Relevant Situations for Different Research Strategies 
 

 
Source: Yin, 1989, p. 17 
 
Based on these facts, we can determine that a case study as a method of collecting data on 
our research questions is the best suitable research strategy for this thesis. In more detail a 
case study is an empirical inquiry that investigates a contemporary phenomenon within its 
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real-life context; when the boundaries between phenomenon and context are not clearly 
evident; and in which multiple sources of evidence are used. Most of the time, case 
studies are to prefer when “how” and “why” questions are looked upon, when the 
investigator has little or no control over an event, and when the focus is on a 
contemporary phenomenon within some real-life context. (Yin, 1989) As mentioned, we 
will use a case study strategy for this thesis. This is since we feel that it is the most 
suitable strategy given the purpose and research questions.  

3.4 Data collection 
 
According to Yin (1989), there are six sources of evidence that can be the focus of data 
collection for case studies: documentation, archival records, interviews, direct 
observations, participant-observation, and physical artefacts. Each of these will be briefly 
explained in table 3.2.  
 
Table 3.2 Sources of Evidence 
 

 
Source: Yin, 1989, pp. 85 
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According to Patel & Davidson (1994), there are three kinds of question methods: 
questionnaires, telephone interviews, and personal interviews. 
 

• Questionnaires are sent to the respondents who answer them without any 
explanations or influence from the researcher. Questionnaires cannot be to long or 
to exhaustive because this might lead to unanswered questions. 

• By using telephone interviews the interviewer can pose more complex questions 
and explain any misunderstandings. However, the time is often limited when using 
telephone interviews. 

• Personal interviews give an even better chance to explain the questions and to 
avoid misunderstandings, and the duration of the interview can be rather long. 
(Patel & Davidson, 1994) 

 
The type of data collection method that was used in this study was a telephone interview. 
The reasons for us having telephone interview were the limited time and the far distance 
between the respondents and us, the researchers. By using telephone interview we as 
interviewers could also explain the questions asked in a way that was understandable for 
the interviewed and hence, receive detailed answers, within a limited time (60 minutes). 
The telephone interview also enabled us as researchers to make sure that the respondents 
understood our questions, in a way that is not possible if there is no conversation. 
Furthermore, the interviews in this study were focused interviews, because before the 
telephone interviews an interview guide (Appendix A & B) containing the main issues 
was conducted, which was developed from our conceptual framework. This guide was 
then used as a base for our questions during the interviews. 

3.4.1 Primary and Secondary Data Collection 
 
According to Patel & Davidson (1994), two types of data can be collected, primary and 
secondary data. Primary data is recognized as data that is gathered for a specific research 
in response to a particular problem through, for example, interviews, questionnaires, or 
observations. Whereas secondary data may already have been collected for another 
purpose. Secondary data information can be obtained through various kinds of documents, 
for example, research reports, annual reports, books, and articles. (Wiedersheim-Paul & 
Eriksson, 1999) For this case study we have chosen to use both primary and secondary 
data collection methods. As mentioned above telephone interviews were used as data 
collection method. That is a primary data collection method, which provided us with a 
deeper knowledge of the case in this study. Secondary data was collected and used for 
background information regarding the topic product placement. The secondary data 
sources have been academic articles and studies concerning the subject. However, since 
the area is a rather new and unexploited phenomenon very little research has been done 
concerning it. Especially concerning how agencies work with the process of product 
placement and the criticism toward it. 

3.5 Sample selection 
 
When conducting research, it is often impossible, impractical or too expensive to collect 
data from all the potential units of analysis included in the research problem. Thus, a 
smaller number of units, a sample, are often chosen to represent the relevant attributes of 
the whole set of units, the population. Due to the fact that samples are not perfectly 
representative of the population from which they are drawn, the researcher cannot be 
certain that the conclusions will generalize to the entire population (Graziano & Raulin, 
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1997). We limited our sample selection to companies which are active in product 
placement in Sweden. Based on this we contacted companies that met these requirements 
and that we found interesting to investigate. Another criterion for our selection was their 
willingness to be included in our research. The company that became the subject of our 
case study was Inbetween Entertainment AB. Inbetween Entertainment AB is active as an 
agent in product placement. When we contacted the company and presented our subject 
they were able to refer us to the most knowledgeable and suitable persons within the 
company, who could answer our questions. Based on this the person interviewed at 
Inbetween Entertainment AB was the CEO, Peter Carnello. The telephone interview with 
Peter Carnello was conducted on the 11th of April at 14.00. 

3.6 Data Analysis 
 
According to Yin (1989), every case study should begin with a general analytic strategy. 
These general analytical strategies, with regards to the cases studied, provide the 
researcher with a system by which he/she can set priorities for what it is he/she needs to 
analyze and why (ibid.) The way in which the data will be analyzed is very important for 
studies and for this study; it will involve the analysis of the words collected via telephone 
interviews and direct observations. Miles and Huberman (1994) state that a qualitative 
data analysis focuses on data in the form of words, and that the analysis consists of three 
concurrent flows of activity: 
 

• Data reduction. The process of selecting, focusing, simplifying, abstracting, and 
transforming the data. The purpose is to organize the data so that final conclusions 
can be drawn and verified. 

• Data display. Taking the reduced data and displaying it in an organized, 
compressed way so that conclusions can be easily drawn. 

• Conclusion drawing/verification. Deciding what things mean – noting 
regularities, patterns, explanations, possible configurations, and propositions. 

 
This suggestion is what the analysis of this thesis will be based on. The data collected for 
each research question is reduced and simplified through the use of within-case analysis, 
where the empirical data of our case is compared to our conceptual framework, all 
according to Yin (1989). Once the data reduction and data display are done conclusions 
on each research question will be drawn based on the findings in this thesis. 

3.7 Validity and Reliability 
 
There are two important concepts one should keep in mind when writing a report, validity 
and reliability. Validity is the ability of a chosen instrument to measure what it is 
supposed to measure. Reliability is the extent to which research results would be stable or 
consistent if the same techniques were used repeatedly. Moreover the way the measuring 
is conducted and how the information is processed affect the reliability. (Wiedersheim-
Paul & Eriksson, 1999) The role of reliability is to minimize the errors and biases in a 
study (Yin, 1994). According to Yin (1994), the quality of empirical research can be 
judged by conducting four specific tests. 
 
Since case studies are a type of empirical research, these four tests can also be applied 
when judging the quality of case study research. The four different tests will be presented 
in Table 3.3 below. 
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Table 3.3 Four Tests for Judging the Quality of Case Study Research 
 

 
Source: Adapted from Yin 1994, p.33 
 
To increase the construct validity of this study, we have used triangulation in order to 
obtain evidence from multiple sources. That is, from telephone interviews and 
documentation. Moreover, we have also showed our interview guide to other people to 
make sure that it was understandable. By explaining our subject when first contacting the 
researched companies they were able to direct us to the person most suitable and 
knowledgeable for answering our questions. This we believe has increased the validity for 
this thesis. To further improve the validity we used a tape recorder when conducting the 
telephone interview, by doing so we could avoid any misinterpretations, but also be able 
to double-check the answers afterwards. The validity is however, lowered due to the fact 
that we translated our interview guide into Swedish, which in the translation process 
unintentionally can have received the wrong meaning. According to Yin (1989) internal 
validity only concerns causal or explanatory studies, where an investigator is trying to 
determine whether an event lead to another event. Internal validity is inapplicable to 
descriptive or exploratory studies, which are not concerned with making causal statement 
(Yin, 1989). As mentioned, external validity deals with the issue of knowing whether the 
findings from a case study can be generalized. To improve the reliability of our thesis we 
informed the respondents in advance about the main content of the interviews to give 
them the opportunity to prepare themselves, in order to provide us with accurate answers. 
Moreover, to increase the reliability we also contacted the interviewed company at several 
occasions, through e-mail, in order to make sure that we had perceived their answers 
correct.  
 



Empirical data 
 

4. Empirical data: The case of Inbetween Entertainment AB 
 
In this chapter we will present the empirical data collected through personal interview in 
the form of a case study. The interview was conducted via telephone with Peter Carnello, 
CEO at Inbetween Entertainment AB. 

4.1 Company background 
 
Inbetween Entertainment AB was founded by Peter Carnello in Stockholm in the 
beginning of 2004.  Before Inbetween Entertainment AB was founded, Peter Carnello was 
active in the business of product placement for about thirteen years with other companies. 
He also worked in the music industry where he developed contacts with several influential 
people. During this period he travelled to Los Angeles and it was during this time he saw 
the opportunity with product placement. He sees him self as an entrepreneur who brought 
the concept with product placement to Sweden. 
 
Inbetween Entertainment AB is a company specialized in product placement in movies. In 
addition they also work with the music industry and TV.  About seventy percent of the 
main business is done in the movie industry. It usually begins with a product placement 
but in some cases it might not be a placement. Sometimes Inbetween Entertainment AB 
works with cross promotion and in some cases with the top financing of the movie 
production. However, normally it begins with a product placement which then leads to 
cross promotion and top financing. As Mr. Carnello puts it; “we bring together larger 
resources to the movie productions”. Inbetween brings together more money so the movie 
production company can make more and better film. In exchange the paying company 
will receive not only exposure in the movie but also possibilities for promotion off screen.  
 
The first movie that Mr. Carnello was involved in was “Vendetta”, 1993 and it had 
première in 1995. At this time the market was much different compared with today. He 
had to fight hard for his ideas but he perceived and followed up his work with 
involvement in the movie “Jägarna”.   
 
Mr Carnello counts on that the turnover for 2005 will be between fifteen to sixteen 
million Swedish Crowns. However, Peter Carnello does not believe that these figures 
reflect the reality of Inbetween Entertainment AB. This is since Inbetween works a lot 
with remuneration. When Inbetween gets a contract with a production they work a lot 
with projects and networking. They consult the right people for the right projects. There 
are only three employees at Inbetween.  
   
Today there are not many competitors on the market. There are five or six companies that 
strictly work in the same field of business as Inbetween, namely product placement. 
However, there are still other companies that are competing with Inbetween, such as 
advertising agencies and movie production companies.  
 
The market for product placement is a fast growing market. The view of buying 
commercial is totally different today; it is not allowed to be as expensive as it used to be. 
The most important factor for the growth is that it is harder to reach the consumers today. 
The consumers does not watch commercial as they did before. Mr. Carnello believes that 
it is important to reach the consumer in places where he is most accessible. Therefore it is 
important to get the companies into the movie scripts and that is what Inbetween does. In 
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addition to this the movie industry need the money from the business world in order to 
produce better movies.  
 
Peter Carnello does not believe that product placement is the best promotional tool for 
companies to use. There are several other ways to reach the consumers; it depends on 
what you want to connect with. It also depends in which context and which target group 
you want to reach. 

4.2 Process of product placement 
 
Due to the fact that Peter Carnello and that way also Inbetween have been in the business 
for such a long time, Inbetween have a daily contact with the movie industry. Inbetween 
has created this relationship with the industry over the years they have been active. The 
company have a personal relationship with producers, directors, writers, actors and the 
production companies. Mr. Carnello believes that Inbetween has a good knowledge about 
which productions that will be made and what Inbetween can contribute within that 
production. It can be everything from an idea of a movie, a synopsis, to a finished movie 
script. Inbetween is involved very early in the production. A lot of the work Inbetween 
does is to read movie scripts where they try to find suitable placements. 
 
The first thing that Inbetween does is to read movie scripts from a consumer perspective. 
The company wants to find out if the consumers are willing to pay to watch the movie, 
first of all in the cinemas. The question is if the movie is good enough, otherwise the 
placements will not reach the target audience. In this step Inbetween does not look into 
product placements.  
 
The next step is to break down the script into small parts. They extract the suitable scenes, 
such as the car scenes, the bank scenes and the restaurants scenes. Then Inbetween try to 
visualize the scene and how the director will shoot the scene. This way they try to find 
suitable places for a product placement.  For Inbetween it is important to be commercial 
but in the same time see it from an artistic perspective. The company sees itself as in the 
middle of art and commerce.  
 
The last step before deciding how the actual placement will look like is to find suitable 
companies for the product placement. Earlier it was exclusively Inbetween who took 
contact with suitable companies. However, nowadays more and more companies take 
contact with Inbetween in order to find ways to place their products. Inbetween becomes 
an important link between the movie production companies and the placing companies. 
The companies who contact Inbetween can have different goals with the placement. It can 
be to build brand image, increase sales or to launch new products. 
 
When it comes to how the placement will look like it is cooperation between Inbetween, 
the movie production company and the company who is buying the placement. Mr. 
Carnello ads that “money has influence”. However, in the end it is the producer and the 
director who has the final decision. Since Peter Carnello and Inbetween have been in the 
business for a long time and have a good relationship with the involved parts, there are 
seldom any major problems with the placements. Inbetween knows how far they can go 
with the product placement without disturbing the movie. However, in some cases 
Inbetween can even change the story to be able to show the product. Sometimes this can 
even provide something good to the movie. An example to this is in the movie “Lilla 
Jönssonligan”. When Peter Carnello read the script he saw an opportunity to put two 
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scenes together. One of the scenes was in small store. He got the idea to place the two 
well known guys from the “ICA” commercial in that store. He contacted “ICA’s” 
advertising agency and the production company and they rewrote the scenes.  However, in 
the long run it all comes to extensive cooperation between all involved parties.  
 
When showing the product in a movie, Inbetween believes that the most powerful way of 
undertaking a placement is when the product or service brings the story forward. That is 
when the product or service is included in the story. For example in the movie “Jägarna” 
the poachers have their hang around next to a Statoil gas station. This way Statoil is used 
in the story.  It is also valuable when a character in the movie says something positive 
about the product. Inbetween thinks that it is much more powerful when saying a brand 
name rather then showing it. The value can increase if it is a famous actor who says it. For 
example; Tom Cruise says something positive about Nike or Reebok. One kind of 
placement does not exclude the other and not one placement is better than the other. It all 
depends on the context and how the placement will look like. The placement can be a 
close up, naming of the brand or be in the background. Today Inbetween does not work as 
much with close-ups as they did before. Earlier they could have a close-up on a credit 
card for a longer time. One aspect is also how many times the placement is repeated. A 
placement can be shown several times. The first might be mentioned and later in the 
movie it will be shown.  Inbetween believes that if a placement is repeated the same way 
several times without providing anything to the story it might be harmful for the 
placement. For example in the movie “Hamilton” where there are several close-ups on a 
Statoil card. This can be annoying for the viewer and this way harm the placement. 
However, if the product is included in the story you can repeat the placement without 
annoying the viewer. For example; a car that used by the hero, it can not be shown only 
once, since the hero uses the car throughout the movie. This way it is a repeated 
placement that comes natural in the movie. It is important for Inbetween that the 
placement is natural and trustworthy. Furthermore, it also gives the placement a positive 
effect if the placed product saves the life of a character in the movie or helps to create a 
happy ending.  
 
When dealing with realism in the movie, Peter Carnello emphasize the importance of 
cooperation between all parts. It is all about common sense. When Inbetween read movie 
scripts they do not only try to find places where to make placements but they also give 
their opinion how to make the movie better. It is important for Inbetween that it will be a 
successful movie with a lot of viewers. This increases the possibilities to find companies 
who are willing to perform placements. Even if a movie has plenty of placement 
possibilities but the script is not good enough, Inbetween will not get involved. Moreover, 
Peter Carnello believes that it is a big attitude difference toward product placement 
between Swedish and International movies among the consumers. For example; no one 
minds the placements in a new James Bond movie but if a Swedish movie would look the 
same more people would frown upon that. 
 
Inbetween does not believe that the viewers think so much about the placements they saw 
during the movie if they are not a prospective buyer. If the viewer is a prospective buyer 
they will recall the placement much more. That is why it is important for the companies to 
use product placements in their communications.  
 
One major weakness in the business is the lack of measure of the effects of the placement 
and Mr. Carnello believes that this is typical for Sweden. This is due to the difficultly of 
measurements. Inbetween would need to hire a measuring company which would be as 
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expensive as the placement itself. However, the company who buys the placement does 
not buy on contact costs but instead on feelings. There is no statistic on how successful a 
placement has been. Due to this Inbetween can not charge as much as they could if they 
had statistic figures from earlier placement.  
 
When it comes to the price of a product placement, Inbetween says that every placement 
is unique. It all comes to negotiating about how to show the product, the frequency to 
show it, the kind of movie, distribution of the movie and off screen activities.   

4.3 Handling of criticism 
 
Peter Carnello believes that product placement is a kind of subliminal advertising. 
Another word for subliminal advertising is insidious advertising. However, Mr. Carnello 
say that if it would be such a negative thing with product placement he would not be able 
to talk about it. Mr. Carnello ads that no products in a movie are shown without a reason 
and that in a movie nothing is coincidental. Peter Carnello also believes that people are 
well aware and more approving towards product placements today.  
 
Inbetween does not believe that product placement harms the art in the movies. The only 
time it is harmful is when it is bad movie. It is important to find the right products 
depending on what kind of movie it is. With wrong products in the wrong place it could 
be harmful.  
 
For a long time Peter Carnello has been advocating for information to the viewer about 
which companies that has cooperated with the production in the pretext. That means that 
the companies who have placed products will be shown in the beginning of the movie. He 
thinks that it will not harm the company or the movie. It will instead show that the 
company is a partner in the production. This will also be good promotion for the 
company. He also believes that it is better to be open about the placements to the viewer. 
This way it might be more acceptable with placements for the viewers. He believes that 
the market will accept information to the viewers in a near future. Peter Carnello also 
advocates reduced ticket prices since the appearance of product placements in the movie. 
He wants to see it from the viewer’s point of view and that way create value for the 
viewer by reducing the ticket price. However, he does not consider it possible that a 
movie will be free of charge for the viewer since there are not large enough audiences in 
Scandinavia.  
 
Inbetween does not work with placements of cigarettes since Peter Carnello does not like 
cigarettes himself. However, Inbetween have no restrictions towards placements of 
alcoholic products. Though, it is not likely that they place that kind of products in a kid’s 
movie. Inbetween does not have a policy towards these kinds of products; it is all about 
common sense. Mr. Carnello sees an international trend towards placements of cigarettes. 
It gets more common that it is exchanged for alcoholic products instead. Alcoholic 
products have existed in movie for a long time and Mr. Carnello explains this due to the 
fact that alcoholic commercial has been banned from television. This way the companies 
saw opportunity to market their products.  
 
Inbetween does not work with any regulations towards product placements since there are 
not regulations towards movie that appear in cinema. There are only regulations that 
control TV-productions.  
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5. Analysis 
 
The previous chapter we provided the empirical data collected for this thesis in the form 
of a case study. In this chapter we will conduct a within-case analysis that compares the 
empirical data of Inbetween Entertainment AB with the conceptualized theories in chapter 
two in order to discover similarities and/or differences. 

5.1 Describing the process of product placement 
 
How does a placement occur? 
As described earlier in the literature review chapter, Karrh (1998) states that advertising 
agencies are not heavily involved in placements instead it is specialized placement 
agencies who dominate the market. In comparison with the Swedish market this is the 
case since Inbetween Entertainment AB has specialized themselves in product placements 
towards the movie industry. They also work as a middle man between the movie 
production companies and the product placing companies. This also agrees with Karrh’s 
theory (1998) about the placement agency’s function as a middle man. 
 
Inbetween receives the movie script long before the production starts which agree with 
the theory stated by Gupta et al (2000). However, Gupta et al (2000) only state that the 
placement agency receive the script before production starts and does not explain how the 
agency works to implementation of the placements. In the case of Inbetween, they first of 
all only get involved if it is a good script. Then they extract the suitable scenes, such as 
the car scenes, the bank scenes and the restaurants scenes. Then Inbetween try to visualize 
the scene and how the director will shoot the scene. This way, Inbetween try to find 
suitable places for a product placement.  
 
Control 
Gupta et al (2000) only state that the placement agency provides directions on how and 
when the placements are shown. In Inbetween’s case, they have a deeper influence on the 
scripts. Inbetween can give advice on things in movies that does not have to do with the 
placements and can even come with suggestions how to make the story better. It is very 
important for Inbetween that the movie will be a good movie with a lot of viewers.   
 
When deciding how the placement will look like it is cooperation between the movie 
production company, the product placing company and Inbetween. Nevertheless, in the 
end it is the producer and the director who has the final call but as Peter Carnello stated; 
money has influence. This disagrees with the theory stated by Gupta et al (2000) since 
they claims that the marketer retains considerable control over the placement’s content 
and context. 
 
Successful placement sets 
Both Karrh (1998) and Russel (1998) discuss the different placement strategies such as 
screen, verbal and plot placement. Inbetween believes that it is much more powerful when 
saying a brand name rather than showing it. This supports the theory by Karrh (1998). 
However, when showing the product in a movie, Inbetween believes that the most 
powerful way of undertaking a placement is when the product or service brings the story 
forward. Further on, Peter Carnello ad that no placement strategy is better then the other 
and does not exclude the other. It all depends on the context. 
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Analysis 
 
A placement can be shown several times in a movie. The first might be mentioned and 
later in the movie it will be shown. This way, Inbetween increase the impact of the 
placement. This agrees with the theory by Karrh (1998) who discuss the importance of 
using both verbal and visual to increase the success of a placement. However, this 
disagrees with Gupta et al (2000) who claims that repetition is harmful for the placement. 
Peter Carnello believes that if the product is included in the story you can repeat the 
placement without annoying the viewer. However, Inbetween believes that if a placement 
is repeated the same way several times without providing anything to the story it might be 
harmful for the placement. 
 
Inbetween strongly believes that using a famous actor to mention a product increase the 
value of a product placement which supports the theory by d’Astous and Chartier (2000) 
who agree and Karrh et al (2003) who believes that using an actor will increase the 
success of a placement. This also agrees with the survey Karrh (2003) made on important 
executional factors. 
 
When dealing with realism in the movie, Peter Carnello emphasizes the importance of 
cooperation between all parts. It is all about common sense. This agrees with Gupta et al 
(2000) who listed in his five guidelines the importance of realism. 
 
Control of product placement 
Just as Karrh (1998) claims that movie studios do not offer testing of the result from a 
product placement, Inbetween does not test the result from the placements. This is since 
Inbetween would need to hire a measuring company which would be as expensive as the 
placement itself.  

5.2 Describing the criticism toward product placement 
 
Criticism against product placement 
Gupta et al (2000) listed some criticism against product placement and thought that in 
normal advertising messages the sponsor is clearly identified. Therefore product 
placement could be seen as subliminal advertising (ibid.). Peter Carnello agrees that 
product placement is a kind of subliminal advertising or insidious advertising. However, 
if product placements would be such a negative thing he say that he would not be able to 
make the interview and talk about this subject with us. He also believes that people today 
are more acceptable toward product placement which supports the theory by Solomon and 
Englis (as referred by Karrh 1998).  
 
Inbetween does not believe that product placement harms the art of the movie which 
disagrees with the theory stated by Miller (1990, as referred to by Karrh 1998) who 
thought that placement is harmful for the art. Instead Inbetween thinks that they can 
contribute to make it a better movie since they see the movie from a consumer 
perspective. However, Peter Carnello ads that product placement might be harmful if it is 
a bad movie.  
 
Ethically charged products 
According to Gupta et al (2000) ethically charged products have drawn especially strong 
criticism from consumer advocates. Inbetween has no restrictions towards alcoholic 
products. However, they do not work with cigarettes at all since Peter Carnello does not 
like cigarettes. Peter Carnello claims that he uses common sense when deciding what to 
place.  
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Information about placements 
Amos (as referred to by Gupta et al, 2000) said that consumer groups in U.S. have been 
advocated for information in the opening credit about the placements in a movie. This is 
something that Peter Carnello has been worked with for a long time. He does this since he 
believes that it is better to be open about the placements towards the viewer. This way the 
placements will be more acceptable for the viewer. In addition to this it will bring more 
attention to the companies involved.  
 
Gupta et al (2000) said that a few critics favour reducing ticket price for movies that 
contain placements. This is also something that Peter Carnello has advocated for. By 
reducing the ticket price he wants to create value for the viewer.  
 
Regulations  
Gupta et al (2000) suggested for the placement agency to lobby in order to preserve their 
right to use placements. However, according to Peter Carnello there are no regulations 
towards product placement in movies that appear in cinema in Sweden today. Therefore 
Inbetween does not work towards any regulations today. 
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6. Conclusions and recommendations 
 
In the previous chapter we analyzed the empirical data gathered from the interview. In 
this chapter we will draw some conclusions about the findings and also answer our two 
research questions. At the end of the chapter we will also give suggestions for further 
research and state implications for theory and management. Finally we will give 
recommendations on further research. 

6.1 How can the process of product placement as practiced by product 
placement agencies be described? 
 
Concerning the empirical data received from the first research question we have found 
that Inbetween Entertainment AB is heavily involved in the movie production process. 
Since Inbetween have a good relationship with all involved parties and possess a large 
insight in the movie industry, they become involved very early in the process.  
 
More specifically, we found that a placement occurs through cooperation between the 
movie production company and Inbetween. We found that Inbetween receives scripts long 
before production start. They read the script to ensure it is a good movie with a large 
audience potential. We even found that Inbetween can come with suggestions on how to 
make the movie better. After Inbetween has ensured that it is a movie that they want to 
work with they break down the script in small parts to find places where to place 
products. When such place is founded they contact suitable companies for placing their 
products. Most of the times it is Inbetween who contact the placing companies but it get 
more common with companies that contacts Inbetween in order to place their products.  
 
When looking at who has the control of deciding how the placement will look like we 
found that it all comes back to cooperation between all the involved part where Inbetween 
works as a link between the movie production company and the business world. However, 
as Peter Carnello put it: ‘money has influence’. Therefore we can draw the conclusion that 
the placing company has a large influence on how the placement will be shown.  
 
We found that the most powerful way of undertaking a product placement is when the 
product in included in the story. However, we also found that it is also valuable when a 
character say something positive about a product, it is more powerful to say a brand name 
rather then showing it. The value might increase if it is a more famous actor who says it. 
An interesting thing that we found that disagreed with the theory was that repetition is a 
good way of increase the value of a product placement. However, it can be harmful when 
it is repeated the same way several times without providing anything to the story. We also 
found that when undertaking a placement it is common to show the same product in 
several different ways. The first time it might be mentioned and later on be shown. It 
depends on the context how the placement will look like. 
 
We found that the way of showing products have changed since the beginning. Before, it 
was more close-ups on products for a longer time. However, today they work more with 
including the product in the story. 
 
An interesting fact that we found was the lack of measurements of the effects of product 
placement in a movie. We found that companies do not place products on contact cost but 
instead on feelings. Inbetween are interested to measure the effects but since it is too 

 
25 



Conclusions and recommendations 
 
expensive they do not. However, if they would measure the effects they would probably 
be able to charge more for placements.  
 
Based on our findings, we can specifically conclude that: 
 

• For a product placement agency it is very important to have a strong and close 
relationship with all involved parties.  

 
• The agency is involved very early in the process. They receive scripts long before 

production starts. 
 
• The agency breaks down the script in small parts in order to find suitable places to 

place products. 
 
• The agency has more influence over the movie than it is commonly thought. They 

can come with suggestions how to make the movie better. However, it all comes 
back to relationships again. 

 
• The most powerful way of undertaking a placement is using the product in the 

story, also called plot placement. 
 
• Surprisingly there is no measuring or evaluation done of the impact or 

effectiveness of a placement. 

6.2 How can the response towards criticism of product placement by 
product placement agencies be described? 
 
In view of the empirical data received from we have found that Inbetween Entertainment 
AB work toward the viewers in order to increase the acceptability of product placements.  
 
More specifically, we found that Inbetween has advocated for information in the pretext 
about which companies who have been involved in the production. Also reduced ticket 
price has been interesting for Inbetween. We consider it interesting that Inbetween tries to 
please the viewer through information and reduced ticket price. This way Inbetween will 
increase the acceptability of product placements and that way increase the business as 
well.  
 
Surprisingly, we found that Inbetween and Peter Carnello talks openly about product 
placement as a kind of subliminal advertising or insidious advertising. However, we may 
agree with Peter Carnello that if it would such a negative thing with product placement, he 
would not be able to talk about it. We also found that nothing in a movie is shown without 
a reason.   
 
Inbetween claims that they do not have any restrictions towards ethically charged 
products in movies. However, we found that Inbetween does not work with cigarettes 
since Peter Carnello does not like cigarettes. We believe that this could be called a policy 
towards cigarettes. Furthermore, we found that it is not likely that they place alcoholic 
products in a child movie. It all comes back to common sense. 
 
We also found that there are not regulations towards movies that appear in cinema. 
Therefore Inbetween does not have any regulations to work towards. 
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Based on our findings, we can specifically conclude that: 
 

• Inbetween works to increase the acceptability of product placements by pleasing 
the viewer through information and reduced ticket price. 

 
• Inbetween views product placement as a kind of subliminal advertising. This is 

was the most surprisingly we found since this is the part that receives most 
criticism from consumer groups in US. 

 
• Inbetween has a “kind” of policy towards ethically charged products. It is all about 

common sense that determines. 
 

• There are no regulations towards product placement in movies to take in 
consideration. 

6.3 Implications for management 
 
The overall recommendation to the managers of companies active in the area of product 
placement is to measure the impact of a placement. We do not consider it necessary to 
measure every placement but with statistic figures on the impact they would probably 
have to charge more for a placement.  
 
Since this is a criticized industry, managers should work in order to please the viewers 
through information in the pretext about placements. Moreover, when showing a 
placement, managers should avoid showing the product the same way several times. This 
may annoy the viewer and might harm the product.  

6.4 Implications for theory 
 
The purpose of this study has been to explore and describe a phenomenon within a 
specific research area. We have aimed at increasing the understanding of this 
phenomenon by answering the research questions connected to the process of product 
placement and the handling of criticism toward it, and thus made a contribution to 
previous research. When we compared the empirical data with the theory we found that a 
lot agreed with the theory. Some parts disagreed with the theory. All this is explained 
earlier in this chapter. However, we found some parts that were not mentioned in theory: 
 

• The product placement agency tries to make the movie better by improving the 
script. 

 
• It is getting more common than before with companies who contact product 

placement agencies in order to place their products. 
 

• There is an attitude difference towards product placement among the viewer in 
Sweden compared internationally.  

 
In drawing conclusions at the end we have also begun to explain certain phenomena, all of 
which need further research consideration.  
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6.5 Suggestions for Further Research 
 
Product placement is a vast field of research, within which much is yet to be discovered. 
Our research has only investigated a small part of it, namely the process of product 
placement and the handling of criticism toward it. While writing on this thesis, several 
interesting issues related to the subject have appeared. Some of the issues especially 
caught our attention and based on these, our suggestions are: 
 

• Research should be done on the impact of a placement among the viewers. This is 
necessary in order to see if the concept of product placement is profitable. 

 
• It would also be interesting to investigate how the consumer attitude toward 

product placement and especially toward ethically charged products. 
 

• This thesis explains how Inbetween Entertainment AB works with product 
placement, we believe that it would be interesting to investigate and compare how 
other agencies work with this. 

 



List of references 
 

LIST OF REFERENCES 
 
d’Astous, A. & Chartier, F. (2000). “A study of factors affecting consumer evaluations 
and memory of product placements in movies.” Journal of current issues and research in 
advertising, Vol. 22, Issue 2, p. 31-40. 
 
Denscombe, M. (2000). Forskningshandboken. Lund: Studentlitteratur. 
 
Gould, S. J., Gupta, P. B., Grabner-Kräuter. (2000). “Product placement in movies: A 
cross-cultural analysis of Austrian, French and American Consumers’ attitudes toward 
this emerging international promotional medium.” Journal of advertising, Vol. 29, Issue 
4, p. 41-58. 
 
Granskningsnämnden för radio och TV [http://www.grn.se/faq/faq_content.asp]  
Available: 30/3-05 
 
Graziano, A.M. & Raulin, M.L. (1997), Research Methods – A Process of Inquiry. (3rd 

ed.), New York: Addison-Wesley Educational Publisher Inc. 
 
Gupta, P. B. & Gould S. J. (1997). “Consumers perceptions of the ethics and acceptability 
of product placements in movies: Product category and Individual differences.”  Journal 
of current issues and research in advertising, Vol. 19, Issue 1, p. 37-50. 
 
Gupta, P. B., Balasubramanian, S. K. & Klassen, L. M. (2000). Viewers’ Evaluations of 
product placements in movies: Public policy issues and managerial implications. Journal 
of current issues and research in advertising, Vol. 22, Issue 2, p. 41-52. 
 
Karrh, J. A. (1998). Brand placement: A review. Journal of current issues and research in 
advertising, Vol. 20, Issue 2, p. 32-49. 
 
Karrh, J. A., McKee, K. B, & Pardun, C. J. (2003). “Practitioners’ evolving views on 
product placement effectiveness.” Journal of advertising research, Vol. 43, Issue 2, p. 
138-147. 
 
Miles, M.B. & Huberman, M.A. (1994), Case study Research, Design and Methods. 
Thousand Oaks, CA: Sage Publictaions 
 
Morton, C. R & Friedman, M. (2002). “I saw it in the movies”: Exploring the link 
between product placement beliefs and reported usage behaviour. Journal of current 
issues and research in advertising, Vol. 24, Issue 2, p. 33-40. 
 
Patel, R. & Davidson, B. (1994), Forskningsmetodikens Grunder; att Planera, 
Genomföra och Rapportera en Undersökning. Lund, Sverige: Studentlitteratur 
 
Patel, R. & Tebelius, U. (1987). Grundbok I forskningsmetodik. Lund: Studentlitteratur. 
Publications, Inc. 
 
Reynolds, P.D. (1971). A primer in theory construction. New York: MacMillian 
Publishing. 
 

 
29 

http://www.grn.se/faq/faq_content.asp


List of references 
 
Russel, C, A. (1998). “Toward a framework of  product placement: Theoretical 
propositions.” Advances in consumer research, vol 25, p. 357-362.  
 
Wiedersheim-Paul, F. & Eriksson, L.T. (1999). Att utreda, forska och rapportera. Malmö: 
Liber Ekonomi. 
 
Yin, R.K. (1989), Case Study Research: Design and Methods. Newbury Park, US: Sage 
 
Yin, R.K. (1994). Case study research: Design and methods. Thousand Oaks: Sage 
Publications Inc. 



Appendix A 
 
Interview Guide – English Version 
 
A: Company Presentation 

1. History 
• By who and when was the company founded? 

1. Main products/services (Why product placement?) 
2. Annual turnover 
3. Number of employees 
4. Competitors 

 
B: General questions regarding product placement 

1. How did product placement in Sweden begin? 
2. Does the market grow? 
3. How does the market work? 
4. How do you look at product placement? 

• Is it a good promotion tool 
 
C: The process of product placement 

1. How does the placement begin? 
• Who contacts who? 

2. Who decides how the placement will look like? (agent/producer/company) 
• Who is the decision maker? 

3. How do you show a product in a movie? (What placement in what movie) 
• Screen / verbal / plot  
• Verbal/ Visual (What is most common/important)  

4. What are the important factors to think about when doing a placement? 
• How do you work to maintain the realism of the placement? 
• Do you repeat the placement several times? 

5. Do you use actors to increase the product placement? 
• How do you use the actors? 

6. Do you measure the effects of a placement? 
• IF YES: How? - IF NO: Why? 

7. Important factors of product placement  
 
D: Ethical issues regarding product placement 

1. There are people who think product placement is subliminal advertising. What do you 
think about that? 

2. There are people who think product placement harms the art of the movie. What do you 
think about that? 

3. How do you work with ethically charged products? (guns, cigarettes, alcohol) 
4. What do you think about to give the viewer information about the placements in a movie 

before the movie begins? 
• Reduced ticket price? 

5. How do you work with regulations regarding placements today? 
• Granskningsnämnden: With strong focus on a product in a movie it could generate a 

fee. How do you avoid this but show your product anyway?

 



Appendix B 
 
Interview Guide – Swedish Version 
 
A: Företagsfakta 

1. Historia 
• Av vem/vilka och när grundades företaget? 

2. Huvudprodukter/service 
3. Omsättning (SEK) 
4. Antal anställda 
5. Konkurrenter 

 
B: Generella frågor kring produkt placering 

5. Hur började produkt placering i Sverige 
6. Växer marknaden? 
7. Hur fungerar marknaden?   
8. Hur ser du på produkt placering? 

• Är det ett bra promotion verktyg? 
 
C: Produkt placerings processen 

1. Hur startar processen? 
• Vem kontaktar vem? 

2. Vem bestämmer hur placering ska se ut? (agenten/producenten/företaget) 
• Vem är besluts fattare? 

3. Hur visar ni en produkt i en film? (Vilken placering i vilken film?) 
• Screen / verbal / plot 
• Verbal/ Visual (Vad är vanligast/viktigast)  

4. Vilka faktorer är viktiga för att lyckas med en produkt placering? 
• Hur arbetar ni för att bibehålla realismen i filmen? 
• Repeterar ni placering flera gånger? 

5. Använder ni skådespelare för att förhöja placeringen? 
• Hur använder ni skådespelarna? 

6. Hur mäter ni effekten av en placering? 
• OM JA: Hur? - OM NEJ: Varför? 

7. Viktiga faktorer angående produkt placering  
 
D: Etiska aspekter kring produkt placering 

6. Det finns personer som anser att produkt placering är en form av subliminal 
marknadsföring. Vad tycker du om det? 

7. Det finns personer som anser att produkt placering skadar film konsten. Vad tycker du om 
det? 

8. Hur arbetar ni med etiskt laddade produkter? (vapen, cigaretter, alkohol) 
9. Vad tycker du om att ge film publiken information om placeringar i en film innan filmen 

börjar? 
• Reducerat biljett pris? 

10. Hur arbetar ni med regleringar emot produkt placering idag? 
• Granskningsnämnden: Med en stark och omotiverad fokus på en produkt skulle det 

kunna ge böter. Hur undviker ni detta men ändå visar  produkten?  

 




