
2006:121 

B A C H E L O R  T H E S I S

Product Placement
The Affect of Modalities in Television

 Daniel Edström
 Per Jervfors

Luleå University of Technology

Bachelor thesis
 Marketing 

Department of Business Administration and Social Sciences
Division of Industrial marketing and e-commerce

2006:121  - ISSN: 1402-1773 - ISRN: LTU-CUPP--06/121--SE



ACKNOWLEDGEMENTS  
Writing this thesis has been an interesting and joyful journey towards its completion. We can 
with all honesty say that we feel very proud of what we have accomplished throughout these 
ten weeks. However, it has been some challenging weeks which eventually have made us 
understand product placement in a more profound and analytical fashion. In addition we have 
improved our skills regarding scientific and academic writing. We would also like to take the 
opportunity to thank our supervisor Mr. Tim Foster, Ph.D. candidate at the Department of 
Industrial Marketing at Luleå University of Technology. He has been a great support and 
throughout the thesis he has given us feedback and assistance which has helped us a great 
deal.   
 
Without the efforts made by the participants of our focus group this thesis would not have 
been possible. Therefore we would like to take the opportunity to thank; Lars Stenberg, 
Magnus Jönsson, Maria Bäckström, Mattias Edström, Sara Eriksson, Sofie Yvling and 
Therese Sundquist for their contributions to this thesis. 
 
Finally, we would like to thank our families and loved ones for their support throughout these 
ten weeks.          
 
 

 
 
 

Luleå University of Technology, 2006-06-02 
 
 
 

Daniel Edström & Per Jervfors 
 

  



ABSTRACT 
People are constantly being exposed to advertisements in different forms, regardless of where 
the ads may appear. However, the development of new technology and the escalation of 
alternative media have made the target audience more difficult to reach.  This fact is one of 
the reasons for the boost of product placement in television. From this the purpose of this 
thesis became to provide a better understanding on how product placement is used in 
television today. To reach this purpose, two research questions were stated, focusing on 
the types of product placement and the affects. Based on these research questions, a literature 
review was conducted, resulting in a conceptual framework that presented the data to be 
collected. A qualitative, case study methodology was employed with data being collected 
through focus group interviews. The findings show that there are different modes of 
presentation affecting the viewer in different ways. Moreover, it became apparent that product 
placement has many benefits over traditional advertising, but there are a number of factors to 
be considered when using it to promote a brand. 

  



SAMMANFATTNING 
Människan är konstant exponerad för reklam i olika skepnader, oavsett var reklamen visar sig. 
Dock så har teknikens utveckling och ökningen av alternativa media medfört så att 
målgruppen är svårare att nå. Detta faktum är ett av de skälen för det markanta lyft av 
produktplacering i TV. Med bakgrund av detta så växte syftet fram för denna studie om att 
skapa en bättre förståelse om hur produktplacering används i TV idag. För att nå detta syfte, 
så ställdes två stycken forskningsfrågor, med fokusering på typer och påverkan av 
produktplacering. Baserat på dessa forskningsfrågor så växte en presentation av befintliga 
studier fram, vilket framdeles ledde till en avgränsning av litteraturen som presenterade den 
data som skulle samlas in. En kvalitativ, fallstudiemetodik blev utförd och datainsamling 
skedde genom en fokus grupp intervju. Resultaten som visas är att olika metoder att 
presentera har olika påverkan på tittarna. Dessutom så kom det fram att produktplacering har 
flera fördelar jämfört med traditionell reklam, men det finns ett antal faktorer att ta hänsyn till. 
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Introduction 

1 Introduction 
The following chapter will provide the reader with some background information on the 
subject of product placement and why it should be considered an important part of the 
communication mix. The problem discussion will then bring up significant factors regarding 
product placement, which will lead to the purpose and research questions for the thesis.   
 

1.1 Background 
A brand image is defined as a subjective mental picture shared by a group of consumers. The 
perception of the brand is dependent on the consumer’s consumption experiences and to 
which extent he or she has been exposed to the marketing communications. Thus, making 
marketing communication an excellent way of giving essence to the brand image (Riezebos, 
2003). However, marketing communication should not exclusively be linked with the 
promotion “P” of the marketing mix, product, place and price also communicates valuable 
characteristics such as quality (Jobber, 2001). Kotler, Wong, Saunders & Armstrong (2005) 
states that the products physical appearance, price and the stores in which the product can be 
found, all communicate something. In order to gain the greatest communication impact all of 
the four P:s must be coordinated, however the promotion mix is the companies’ primary 
communication activity (ibid).    
 
One major issue in developing an effective marketing communication strategy is to 
understand how communication works. The figure below presents the nine elements of the 
communication process (see figure 1).  
 

 
 
Figure 1: Communication Process 
Source: Kotler, et al., (2005)  
 
Sender and receiver make up for the two major parties, the message and the media are the two 
major communication tools and encoding, decoding, response and feedback are the major 
communication functions. Noise is the last element and is commonly explained as the 
unplanned static or distortion during the communication process which prevents the audience 
from receiving the message (Kotler, et al., 2005). 
 
The new technology of today has increased the amount of noise during the communication 
process. Digital Video, recorders like TiVo, Internet broadband and Video on demand are 
services that allow consumers to skip the nonstop commercials broadcasted over the various 
media (Stone & Foroohar, 2005). According to a report published in the Economist (Paying 
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to, 2004) consumers have been more difficult to find, although their media consumption has 
reached an all time high, their feasibility of avoiding such messages have increased with the 
new technology in hand. The report points out that the American advertising business has 
experienced a decrease of the public’s devotion towards paid advertisements by 7% from 
1998 to 2003 (ibid). The two top advertisers in television, General Motors Corp. and Proctor 
& Gamble Co. announced in 2005 that they would spend considerably less on traditional TV 
commercials and focus more on non-traditional marketing such as product placement and 
other similar approaches (Graser, 2006). 
 
Product placement is defined by d’Astous & Chartier (2000) as the correlation of a product, a 
brand name or the name of the company in a film or in a television program for promotional 
purposes. This communication strategy is used to create an increased awareness of the 
product which will hopefully have a positive impact on the customer and eventually lead to 
action taken by the consumer, meaning that he or she in time will buy the product (ibid). 
Product placement can be found in several media, where the two most common are movies 
and television, though the practice of placing brand into media such as lyrics, video games 
and novels is also occurring (Karrh, McKee & Pardun, 2003).  
 
There is evidence proving that product placement has been used by motion pictures even 
before the First World War, but the practice of it became more common during the 1930s. 
Although product placement occurred in several movies during this period the expansion was 
slow, until the late 1960s when movie themes were more reality based and thus making 
product placement a natural part of the stories. But it was not until the early 1970s that it was 
seen as a source of revenue and support for the movie studios struggling budgets. When 
Steven Spielberg’s E.T gulped up Reese’s Pieces in 1982, sales of the candy took a leap by 
65% in three months. The movie constituted the boost of product placement as marketers 
started to realize the effectiveness of the phenomena (Turner, 2004). However this was a time 
when the decision and incentive of placing a product in a movie was solely based on intuition, 
making the activities seen upon as a “Turkish rug market”. Today, much has changed and the 
industry has become more structured and involves two primary parties, placement agents and 
program producer, where agents function as middlemen between marketers and producers. It 
is also common for major studios to have their own product placement department. Other 
stakeholders in the negotiation process are advertising agencies and public relation firms 
(Karrh, et al., 2003). 
 
An estimate of 90% of the products and services that are being exposed are simply traded for 
publicity in the chosen media at no additional cost. On the contrary, the remaining 10% can 
often escalade into enormous deals involving a huge amount of money. A verification of that 
is the James Bond movie Golden Eye where BMW invested an estimated $20 million when 
launching their new Z3 roadster (Karrh, et al., 2003). 
 

1.2 Problem Discussion 
The long shelf life of movies, televisions and other media constitutes an obvious benefit for 
managers, in the sense that the life-span for the integrated message continues to exist long 
after its initial release Thereby making product placement an efficient investment in terms of 
cost per thousand. Product placement also enables marketers to show a product in its natural 
environment, where it can be portrayed and possibly demonstrated realistically in the context 
of the movie scene. To present the product in its natural environment is not only of high 
importance for marketers but also for film-makers (Karrh, et al., 2003). Gupta, 
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Balasubramanian and Klassen (2000) put emphasis on three theories why product placement 
is preferred over traditional advertising; the attribution theory predicts that if the viewers 
believe that the endorser was economically motivated for participating in an ad there is a high 
risk for the product to be attenuated. On the other hand, associating the product with a movie 
actor in a film or TV-show may increase credibility since they apparently have nothing to gain 
financially by using the product within the movie context. Second, classical conditioning 
theory suggests that product placement enables marketers to demonstrate the product in a way 
that is more natural and less expensive than would be the case with traditional forms of 
advertising. Third, the modeling paradigm implies that individuals learn by observing others, 
in other words, when a product is demonstrated by a highly regarded actor in a positive way it 
may lead to desirable consequences of the audience (ibid).    
 
Nevertheless, marketers have to be aware of the potential problems that they could be faced 
with. The lack of control is the main concern that distinguish product placement from 
traditional advertising. Coca-Cola was caught off-guard when their brand appeared in the film 
Natural Born Killers in a scene containing a bloody murder. Other problems concerned with 
lack of control are when a firm, product or brand is cut out from a film or a scene and thereby 
shortening its paid-for promotional mentioning. This occurs due to the fact that program 
producers and placements sponsors operate according to different objectives and with the 
balance of power generally in the hands of the producers (Karrh, et al., 2003). For the 
producers, there is a lot of money to be made of product placement. That is the reason for 
them to be increasingly willing to integrate the product placement as part of their business 
model. For the marketers there is a high incentive to demonstrate its product in its natural 
environment. However, the risk of these facts is that product placement has reached excessive 
levels and it raises the question, do movie audiences tolerate excessive placement? (Gupta, et 
al., 2000) 
 
According to Avery and Ferraro (2000) television is a far more attractive platform for 
utilizing product placement, due to the fact that television can attract a larger audience. It is 
estimated that the average American household has their television set on for 7.2 hours a day, 
almost half of the free time is spent watching television. This behavior is being reinforced by 
the fact that the American audience often watches their favorite show over extended periods 
of time. The authors go on by clarifying the outcome by explaining that they become deeply 
involved in the story lines and develop an intense and persistent loyalty to the program and its 
characters. Brand loyalty is significantly related to the frequency of brand exposure and thus 
making the high level of constant repetition and exposure a great opportunity to place a 
product in television (ibid). 
 
d’Astous and Séguin (1999) explains that product placement in television can be classified 
into three main types; implicit, integrated-explicit and non integrated-explicit product 
placement. An implicit product placement is described as a passive, contextual role where the 
brand, product or company occurs within the program without being formally expressed. All 
types of product placements where the attributes and benefits of the product are clearly 
demonstrated are referred to as integrated-explicit product placement, in other words it plays 
an active role and is formally expressed in the program. A non integrated-explicit product 
placement is whenever the brand or the firm is formally expressed without being integrated 
with the context of the program. An example of such occurrence is at the beginning, during or 
at the end of the program where a message may appear saying “This program was brought to 
you by Ford Motor Company” (ibid).  
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The boom of product placement in television has seen a significant increase over the years, in 
2004 it had grew by 46% and by adding films, magazines, videogames, music as well as TV 
the market was worth $3.5 billion by the same year (Lights, camera, 2005). In the report the 
predictions of Leslie Moonves, the chairman of CBS, is presented and he expects that 75% of 
all scripted prime-time network programs in the nearest feature will contain paid product 
placements (ibid). However, studies about its effectiveness have shown that product 
placement has not been successful for everyone and thereby making it difficult to draw any 
concrete conclusions regarding the reliability of its investment returns (Morton & Friedman, 
2002).          
  
An article in the Automotive News (Product Placement, 2005) presented two different 
examples of product placement, one which was successful and one which did not accomplish 
the desired outcome. The first one was in an episode of NBC’s hit TV-show The Apprentice, 
where Pontiac sponsored an assignment for the competitors by featuring their new Solstice 
roadster at a cost of $1 million. The assignment was simple, have the contestants design a 
brochure for the car that was schedule to arrive in showrooms during the summer. 
Furthermore, Pontiac invited the viewers to visit their homepage, where they could print a 
certificate that guaranteed them an order of the first 1 000 Solstices built. The result was a 
success, all 1 000 cars were sold in 41 minutes, 212 000 viewers visited the homepage, which 
was 1 400% over normal levels, and about 20 000 signed up for an order certificate. The 
article refers to a second example which is Toyota’s involvement in NBC’s boxing reality 
show, The Contender, where the deal was made directly with the shows producers at a cost of 
$16 million making the media and product-integrations fee the highest amount ever paid for 
such a deal. The show did not become a success and the presence of Toyota trucks did little to 
advance the show’s story line and as Toyota had no ratings guarantee they could not go to 
NBC for recourse (ibid).  
   

1.3 Purpose and Research Question 
Based on the discussion above, the purpose of this study is to provide a better understanding 
on how product placement is used in television today 
 
 
Two research questions have been developed below in order to help us gain the knowledge 
necessary to accomplish the stated purpose. 
 
RQ 1. How can the different types of product placement be described? 
 
RQ 2. How does product placement affect the viewer?  
 

1.4 Outline of the Thesis 
The thesis is divided into six chapters, Introduction, Literature Review, Methodology, Data 
collection, Data Analysis and Findings and Conclusions. The introduction will present the 
reader with background information which leads to the problem discussion, together they 
assisted us in constructing the purpose and the research questions for this thesis. The literature 
review presents existing theories in the area of the research questions, a conceptual 
framework was developed in order for us to apply the most suitable theories to our study. The 
methodological approaches that were chosen for this study is presented in chapter three along 
with an explanation about the quality standards that were taken into consideration. Chapter 
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four is a presentation about what the collected data gave us, and the following chapter 
attempts to make sense of the collected data. Finally, the result of the study is presented in the 
final chapter along with conclusions that were drawn. 
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2 Literature Review 
When product placement increased its appearance, marketers as well as networks and studios 
realized that promotional purposes and money were to be made and as a result scientific 
literature arose. This chapter of the thesis will go over relevant literature related to our 
research questions. 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 for this thesis.   
 

2.1 Types of Product Placement 
This section of the chapter will put focus on the different types of product placement. In order 
to obtain knowledge from different visual angles a variety of theories are included.   
 

2.1.1 Dimensions of Product Placement 
The evidence regarding product placement and its affect on brand attitude is still an open 
empirical question (Russell, 2002). If they do affect the attitudes among consumers, the 
question remains whether some placements are more influential than others. She further states 
that it is easier to reach a clearer picture on this issue if product placement is divided into 
different categories. Russell (2002) brings up three dimensions of placement:  
 
     The visual dimension is referred to a screen placement where the brand appears on the 
screen. This category is also divided into different levels depending on how many times the 
brand appears on the screen and in what way the camera shot the product, and so forth.  
     The auditory dimension is the type of product placement that is done verbally and refers to 
when the brand is being mentioned in a dialogue. This could also be done with different 
methods, depending in what way the brand is mentioned in the script, the context of the scene, 
when the brand is verbally spoken of, how many times it appears in the script, in what tone 
and which character that mentions the brand, all these factors are to take into consideration.  
     Plot connection dimension refers to when a brand is not only visualized or verbally placed 
into a program, but also integrated in the plot of the story. There are two different degrees of 
plot connection, lower or higher plot placement, whereas lower plot placement is less 
connected to the story and higher plot placement contributes a lot to the story, meaning that 
the brand plays a major part in the story line or building the persona of a character (ibid).  
 
Furthermore Russell (2002) clarifies the differences between the three dimensions by 
explaining their characteristics. She refers the first two dimensions as modalities, although she 
suggests that they differ in the degree of meaning they carry for the context. The visual 
channel works in the context of creating a more realistic set, while the auditory channel 
carries the script of a television program. Because the script is more fundamental than the set 
and due to the fact that individuals can process auditory information even when they are not 
watching, leads to the conclusion that information presented verbally has a higher degree of 
meaning. The third dimension is characterized as the most important dimension. Higher levels 
of plot connection within a story will contribute the brand with a more memorable image to 
the consumer (ibid).  
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2.1.2 Product Placement Strategies 
In movies product placement has been seen as the addition of brands, products and services in 
motion pictures for promotional purposes. This is a quite limited conception because showing 
the product is only one way of performing product placement, there are other ways to 
integrate a product to a motion picture or a television program. In the case of television 
sponsorship product placement strategies can be classified into three main types; implicit 
product placement, integrated explicit product placement and non-integrated explicit product 
placement (d’Astous & Séguin, 1999). 
 
     Implicit product placement – An implicit placement is when the brand, product or service 
is maintaining a passive role meaning that it is presented within the program without being 
formally expressed. For instance, in a series when a scene takes it place at a Pizza Hut 
restaurant. 
     Integrated explicit product placement – When a placement is integrated explicit the brand 
or the firm is formally expressed within the program, in other word, it plays an active role. 
For instance, in a scene where everybody is starving and they decide to order pizza from Pizza 
Hut.  
     Non-integrated explicit product placement – The brand or the firm is formally expressed 
but not integrated within the program. The brand or the firms name may be presented in the 
beginning, during or after the program. For instance, “This program is (was) sponsored by 
Pizza Hut” (ibid). 
 
d’Astous and Seguin (1999) claims that implicit product placement often is comparable to a 
visual placement of a product, while integrated explicit product placements are more 
connectable to auditory placements or placements where a product is used and mentioned by a 
main star of the television show. Furthermore, the authors state that the three different 
categories of product placement are not mutually exclusive, they could be performed in any 
given program by themselves or together. Moreover, the authors claim that there are few 
pieces of empirical evidence that can be used to predict the different impact on the consumers 
when using different product placement strategies. However, a study presented by d’Astous 
and Séguin (1999) reveals that product placement is preferable over traditional commercials. 
According to this study the movie audience found product placement less disturbing than the 
original commercials. d’Astous and Séguin (1999) integrated these result to their theory about 
types of product placement strategies and concluded that, in the case of television 
sponsorship, implicit product placement is the less interfering type of placement followed, in 
order, by integrated explicit product placement and non-integrated product placement (ibid).  
 
d’Astous and Séguin (1999) presents five different research findings within the area of 
product placement strategies: 
 

1. Because of the lower level of interference, implicit product placement creates a more 
positive reaction among consumers than integrated explicit product placement, which 
on the other hand creates a more positive reaction among consumers than non-
integrated explicit product placement (ibid). 

 
2. An implicit placement is seen upon with a more negative attitude by the consumer 

from a ethical point of view compared to an explicit placement regardless if it is 
integrated or not (ibid). 
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3. A strong link between the sponsor and the sponsored event creates positive consumer 
evaluation and an effective sponsorship (ibid). 

 
4. Since the firm or the brand is integrated within the product placement, its image 

becomes vital in order to produce positive consumer evaluation and ethical reactions 
toward the product placement. The more positive the image of the brand is the more 
positive is the consumers’ reaction to the placement (ibid). 

 
5. The program in which the placement takes part also generates an impact towards the 

product placement. Information/services television magazines lead to a more negative 
ethical reaction from the consumers than any type of product placement in quiz/variety 
shows and mini-series/dramas (ibid). 

 

2.1.3 Three Variations of Product Placement 
According to Wenner (2004) there are three different variations of product placement. Product 
placement in its original form called POPP (plain old product placement), product 
integration which is when a brand or product is creating a content in the presented media, and 
video insertion, a new technology that allows for virtual placement in program content (ibid). 
 
POPP: Product placement evolved from the need of having realistic products in motion 
pictures. In the past, producers or a studio scrutinised the script and then made a judgement 
which products that they were to use. Further contacts were made with a specific 
manufacturer or producer to see if they could close the deal. Nowadays producers make a list 
on product types that will come in hand for the movie or the television show and than put the 
list out for bidding. There is also common that companies or placement agencies tries to make 
contact even in the development stage to lobby the writer in order to get their product into the 
manuscript. Even though the procedure has changed by time the objectives of product 
placement are still the same. The intention for producers is to help present a realistic picture 
of life as we live it and for companies to promote their product, brand or service (Wenner, 
2004).  
 
The advantages with product placement for companies and moviemakers are quite clear; it is 
a win-win situation. The products appear in a natural way and sends out a message which is 
not expected by the audience. The audience is often in a good mood when watching a movie 
and thereby receives the message in a happy receptive state of mind. Product placement is 
also very cost efficient, due to the fact that films and television shows are distributed all over 
the world and that they last for a long time thanks to reruns, etc. In contrary to the benefits 
there are some downfalls with product placement. If the placement is too obvious for the 
audience the outcome will then be that they feel interrupted and that the movie or the 
television series is being transformed into a commercial wheel that just keeps on going. 
Thereby advertisers and producers have to balance the thin line of making the product fit 
naturally into the environment instead of being over exposed (Wenner, 2004).        
 
Product integration: If plain old product placement came from the idea of placing product 
that already is in the script, product integration takes it one step further by creating the script 
around the placement. The last few years nothing has happened in the advertising market, 
viewers are finding ways to neglect television commercials trough zapping and new 
technology such as TiVo. This has made television sponsors create pressure on the networks 
in order to receive new alternative ways of advertising. One of these new alternatives is 
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product integration. Today there are different kinds of integrations, the product can play a 
central role for the ground concept of a series or just be a part of the plot or the theme of a 
show. Product integration has definitely increased due to the many reality shows that have 
emerged, the opportunities have been mutually beneficial and both marketers and producers 
have had to learn quickly in order to keep up with each others demands. For instance, during 
Survivor’s first season one million dollars were spent on product placement. Almost a year 
later when season two kicked-off the spending was up to $12 million on advertising from 
companies that had been able to contain their product integrated with the storyline. According 
to the show’s executive producer Mark Burnett, the products have become so vital for the 
show that he saw them as the 17th character. Product integration was used as a carrot for the 
marketers, as Burnett put it, “You’d better make advertisers feel they’re selling the product, or 
they’re going to find new places to advertise” (Wenner, 2004).  
 
There are benefits developing from product integration, for advertisers the major benefit is 
that they are able to respond to consumers rising habit of avoiding television commercials. 
They can get their message out with the help of the program, blending a commercial message 
with a program makes the program becoming the message. One reason that makes the 
correlation so good is that product integration improve the aspects of credibility, people do 
not see it as an ordinary commercial. For networks, product integration has become a money 
making machine, which makes them more attractive on the market because of the high value 
of promotion they are able to offer companies. Just like POPP, product integration can have 
the negative effect of taking over the storyline or the character if it take to much place and is 
not done in a natural way (Wenner, 2004). 
 
Video insertion: Technology is always striving to come up with new phenomena, in the world 
of advertising one of the new rising technologies is the live-video insertion system (L-VIS). 
L-VIS allows networks to put a digital sign or a digital person or a digital brand into a 
program or a movie. The system is a development from the digital colorizing of black and 
white movies, in the past decade a lot of efforts have been made by sports broadcasters to 
further develop the system. The technology was in the beginning used to insert first down 
lines in American football; however, nowadays it is not an unusual sight to see a brand placed 
on the football field or on the ice of a hockey rink (Wenner, 2004). 
 
Compared with other product placement strategies video insertion does have some benefits. 
Firstly, the mobility of the technology, the product does not have to be in the show or the 
program for ever. For instance, if Coca Cola is sponsoring a program and a scene with a 
fridge full of Coke bottles, digitally made by L-VIS, is shown, the placement could then be 
sold again to Pepsi or 7-up for reruns. In this way money could be made over and over again 
by the networks and the producers. No one knows what the future of television commercial 
holds, but virtual placements is with no doubt a part of it. With interactive television just 
around the corner maybe there will be an opportunity to order a pizza when a scene triggers 
hunger. On the other hand, there are some negative aspects regarding video insertion. First is 
the ethical part of deceiving the audience to think that the product was there in the original 
production. Secondly is the issue of artist rights; writers, producers, actors from movies made 
years ago did not anticipate that the artistic performance they made would in the future be 
changed, thus making it a very fuzzy legal area (Wenner, 2004).     
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2.1.4 Types of Brand Appearances 
Avery and Ferraro (2000) have performed a study and presented a theory on the appearances 
of brands in prime-time television. The two authors have taken several aspects into 
consideration when they carried out their study. The following section will bring up those 
aspects in the study that are linked to different types of product placement. The data for the 
study was collected from 112 hours of prime-time television programming on four major 
networks in the US (ibid).  
 
Avery and Ferraro (2000) start off by looking at different types of program where brand 
appears. They classified the programs into different groups, first by type and then by tone. In 
the section of type the different categories were: cartoon, comedy/skit, documentary, 
drama/series, movie reruns, feature magazine, game show, made-for-TV movie, news 
program, situational comedy, sports and other. In the classification of tone, the programs were 
divided into the following categories: mostly humorous, mostly serious, competitive, mostly 
informative, science fiction and reality based (ibid). The following table presents the result of 
the study (see table 1). 
 
Table 1: Frequency of placements in different types/tones of program 

Type of Program: Mean Number of Brand Appearances
sports 58,25
feature magazine 40,55
news program 35,96
game show 29,91
movie re-runs 17,13
comedy skit 12,5
situational comedy 9,5
others 9,3
cartoon 6,5
documentary 5,25
drama/series 3,1
made-for-TV movie 1,94

Tone of Program:
mostly informative 35,54
competitive 34,27
mostly humorous 10,05
reality-based 9,3
mostly serious 3,28
science fiction 0,88

Total: 14,75  
Source: Adapted from Avery and Ferraro (2000), p. 234 
Note: The higher score of mean number of brand appearance, the more common brands appear. 
  
What should be remembered is that this is a study on how often brands appear on prime-time 
television, not on how often product placement occurs. With that as a reminder Avery and 
Ferraro (2000) explain why sports and news programs has such a high mean number. Sports 
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programs that cover real-life events often display product banners around the field, and news 
clips can for instance be filmed outside of a restaurant-chain. These kinds of brand 
appearances are approximately representing 60 percent of the total appearances in this study. 
But on the other hand, 39 percent of the brands that appeared on prime-time television did that 
in non-commercial programs. These shows are watched frequently and with an audience that 
becomes deeply involved with the context of the program. Thereby making it easy to believe 
that brands that appear in non-commercial programs have the ability to create a symbolic 
value for the consumer and hold the potential to generate new customers for the product by 
being convincing (Avery & Ferraro, 2000). According to Avery and Ferraro (2000), one 
should remember that it is rather difficult to distinguish in what way brands appear. They 
could be placed into the program for advertising purposes and they could also be included in 
the program without any promotional reasons or they could be engineered, meaning that the 
placement is presenting the brand in a favourable light (ibid).    
 
The next aspect that Avery and Ferraro (2000) include in their study is how the brands appear 
and the characteristics of the appearance. They point out two different dimensions to 
categorise product placement: 
 
     Mode of presentation – By mode of presentation the authors’ mean the senses that are 
activated by the stimulus. There are three different modes to present a brand: visual only, 
audio only and combined audio-visual. The brands that only appear visually do not convince 
the audience as much as the brands that are mentioned verbally or both mentioned and 
visually seen. 
     Level of prominence – The level of prominence is explained as the extent to which the 
product placement possesses characteristics designed to make it a central focus of audience 
attention. The most common evidence to tell when the level of prominence is high is when the 
product or the brand is highly visible in both size and screen position, another important 
variable is the products centrality to the scene. Contrary to prominence is subtleness which in 
this case refers to does placements when products or brands are shown in a smaller size, in the 
background, with multiple products or for a shorter period of time (Avery & Ferraro, 2000). 
To clarify why the level of prominence is so important Avery and Ferraro (2000) lean against 
studies in advertising, with results showing that printed ads or pictures that are considered 
prominent are more likely to attract attention among consumers. 
 
Another important aspect of product placements is how the type of character portraying the 
brand affects the viewer (Avery and Ferraro, 2000). There are two ways of pairing the product 
with the character, either explicitly or implicitly. An explicit pairing refers to when the 
product is verbally mentioned by the character, while an implicit pairing is when the product 
is being used, worn or handled by the character. The authors states that, when the brand is 
portrayed by a leading character there is a more positive outcome than when a brand is 
portrayed by real-life characters. This may be because actors portraying themselves are less 
likely to be seen as endorsers for a specific product (Avery & Ferraro, 2000).  
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2.2 The affects of product placement 
This section of the chapter will bring up how product placement can be used to persuade the 
viewers with the desired outcome to enhance their perceptive level of brand image, as well as 
factors for a product placement success. The final section of this chapter will enlighten brand 
recognition and the decisive factors for remembering a brand that was placed in a television 
show.  
 

2.2.1 The Persuasive nature of product placement 
Karrh, et al., (2003) indicates that viewers are aware of the diminishing borders between the 
informing and the persuading aspects of mass media. Gathered theories from cognitive 
response, attitudinal-formation, and involvement perspectives states that an increase of 
integrated marketing communication has developed a “circle of synergy” for viewers, 
meaning that the messages are repeated across media channels from different sources. The 
messages can even be signalled from those channels not considered as traditionally 
advertising-laden. The circle of synergy has helped to establish a distinct and unified brand 
image within the minds of the viewers. Product placement and other integrated marketing 
communications create a consumption constellation where the audience can signal its social 
role by choosing to buy or not to buy a specific product with the means of gaining status or 
avoiding stigmatization (ibid).  
 
Movies are an attractive platform for product placement because it has the power to affect 
moods and social judgement, however the affects are only for a shorter period of time. 
Furthermore, studies have shown that product placement has a greater impact with viewers 
than that of traditional advertising (Karrh, et al., 2003). d’Astous and Chartier (2000) explain 
that the particular environment of the movie theatre enables placements agents to capture the 
attention of the audience in a way that is not possible with for instance television. The fact 
that theatres transmits minimal amounts of noise and distraction, the use of a large screen, 
difficulties in moving around, no zapping and that the lights are off allows for high levels of 
consumer attention (ibid). Moreover, it is claimed that the effectiveness of product placement 
is connected with audience’s observation and the resemblances with the scene, prior 
consumption experiences, empathy with characters, audience involvement with story, 
awareness of the traditional advertisements for the brand and other individual differences 
(Karrh, et al., 2003). Russell (2002) claims that product placement can be much more 
powerful than traditional advertising if they are not perceived as persuasive, the risks are that 
the advertising landscape of today becomes too oversaturated and fragmented. But for many 
viewers and consumers the appearance of a brand can be seen as a natural part of the storyline 
if used in order to enrich the plot, theme and character of the movie. Consumers may feel that 
the increased use of brand names in popular culture might simply just reflect the boost of 
commercial content of American culture. On the contrary there is a risk that brands takes a too 
vital part in the script and viewers might realize that it was placed there to affect their 
judgment. The result may thereby become that they criticize the brands likewise as they do 
with traditional advertising messages. Qualitative research suggests that movie-goers 
welcome the reality enhancement aspects of product placement, but that there is a thin line 
between enriching and over saturating the script, since too much repetition and obvious 
commercial motivations are seen as unacceptable (ibid).  
 
A comparison study between moviegoers in the United States and Singapore showed that the 
American viewers are more likely to understand the purpose of a placement, meaning that 
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they understand why it is there and that it most likely has been money involved when 
featuring the product. In addition they are less concerned with the ethics of placements and 
less likely to support government restrictions on the practice (Karrh, et al., 2003). However, 
research shows that perceived unacceptability of product placement depends on the nature of 
the product, ethically charged products such as; cigarettes, weapons and alcohol are perceived 
considerably less acceptable than placements of ordinary consumer products (d’Astous & 
Chartier, 2000).  
 

2.2.2 Elements for a Product Placement Success 
Karrh, et al., (2003) put emphasis on five executional variables that are decisive factors on to 
what extent product placement will affect the viewer, program-induced mood, opportunity to 
process the appearance of a placed brand, placement modality, priming of the brand 
appearance, and the degree of an objective link between the placed brand and one or more 
program characters. Firstly, field studies shows that recently viewed films evoke different 
levels and types of sympathy, which has a great impact on the viewers’ social judgment. 
Moreover, television programs that signals a happier tone helps to create happier moods, more 
positive cognitive responses and enhanced advertisement effectiveness among viewers. The 
incitement for placement sponsors would thereby be very high to place the product or the 
brand in such program that can create positive moods among the viewers. Secondly, the 
extent to which a viewer can process a brand in a film is of high importance, placement 
prominence and exposure time are two factors concerned with the effectiveness of a 
placement. Karrh, et al., (2003) states that differentiated prominent placements generate a 
higher brand recall. Thirdly, dual mode placements have a higher chance of gaining a 
significant impact in the minds of the viewer than what a visual placement alone would have. 
However an audio mentioning of the brand without the aid of a visual illustration produces a 
higher level of recall than does a visual placement without audio reinforcement. Priming of a 
brand appearance refers to such activities as promoting an appearance in a feature film, but 
priming could also occur for the viewer through memory of a prior consumption experience 
or awareness of previous traditional advertising. Priming can increase the possibility that 
consumers will later on understand advertising information in terms of primed attributes. 
Finally, more focus and attention to the brand can be created if the degree of link between 
brand and character/story are closer and a sense of empathy is developed towards the 
character. Nevertheless, it is claimed that plot placements are assumed to be the most 
effective, meaning that the brand is waved more closely into the story.  
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The table below presents a survey carried out by Karrh, et al., (2003) where 28 respondents 
represented by placement agents, corporate marketing professionals, and movie studio 
representatives and other practitioners were asked to range factors concerning their beliefs 
about executional factors (see table 2). 
 
Table 2: Beliefs about Executional Factors  
 

Survey Item Mean 
The product or service is portrayed in a favorable light 6.92 
The product or service is shown in use 6.00 
The brand name is mentioned in a dialogue 5.92 
The brand is shown for a long period of time 5.85 
The placement receives publicity from 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 is shown in familiar situation 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: Karrh, et al., (2003), p. 144 
Note: All items were marked by respondents along a 7-point scale, ranging from 1 for “not at all important” to 7 for “extremely important.” 
 
It should be noted that a product shown in a positive way was ranked the highest by the 
respondents, whereas they do not rank a demonstration of alternative ways to use the product 
as important as they rank showing the product in its actual context. d’Astous and Chartier 
(2000) explains that the key for a successful placement is to have the product appear naturally 
in the movie’s context and moment. The authors expand their statement by saying that 
consumers can better evaluate the product if it is clearly related to the contents of the 
program. Nonetheless there is a risk with well-integrated placements to become too connected 
with the story-line and thereby making the product less likely to be remembered. Another 
factor that tends to weaken consumer recognition is placements that are viewed as 
unacceptable (ibid).  
 
According to the research by d’Astous & Chartier (2000) consumer reactions can be even 
higher if the product is associated with a positively evaluated stimulus, and especially high 
will the reactions be if the placement is used by a movie star. This is because the viewers in 
those cases are not particularly engaged in product-relevant thinking. The research clarifies 
the difference between manifest and subtle placements, where manifest are those placements 
that without a doubt can be distinguished as a placement, subtle on the other hand represents 
the opposite. There is evidence that manifest placements are more liked than subtle 
placements but on the other hand they are regarded as more unacceptable. The degree of 
perceived integration of the placement in the movie scene is positively linked to liking and 
negatively linked to perceived unacceptability and but it also has a negative impact on 
memory. The authors call for an improved correlation between decision makers’ objectives 
and their anticipated outcome, if the objective is to increase brand awareness, then decision 
makers should consider using positively evaluated and prominent placements. Desirable 
outcomes could also be achieved with the principal actor present. Furthermore, if the 
objective is to boost consumer attitudes toward the placement then decision makers should 
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look for well-integrated placements. However, if both objectives are of high importance, then 
it seems like having the principal actor present a safe strategy (ibid). 
 

2.2.3 Modality vs. Plot Connection and its Affect on Brand Recognition 
Russell (2002) argues that all previous empirical studies regarding the effectiveness of 
product placement have only measured to what extent they have been remembered. The 
problem with this is that it raises questions weather or not the affects for memory are similar 
to the affects for attitude. Russell (2002) claims that there is an absence of correlations 
between memory and attitude and thereby suggests that the memory-attitude relationship is 
not necessarily linear. By this means, research on the effectiveness of product placement 
should investigate both memory and attitude effects. The audiovisual context of product 
placement is another factor that previously has been unexplored, meaning that the difference 
in expected level of meaningfulness between auditory and visually presented information. 
Research on modality of presentation in audio/visual contexts suggests that the visual and 
auditory channels indeed differ in the amount of meaning that they carry (Russell, 2002). It is 
obvious that there could be either a match or a mismatch between modality and plot 
connection when considering the different combinations of modality and plot connection. 
Russell (2002) uses the words congruent and incongruent in order to explain a match versus a 
mismatch in the connection between modalities and plot connection. These modality/plot 
connections are captured visually in the table below (see table 3). 
 
Table 3: Plot vs. Modality 

Plot
Modality Lower Higher

Visual Match                   
(1)

Mismatch         
(2)

Audio Mismatch             
(3)

Match            
(4)  

Source: Russell (2002), p. 308 
 
Russell’s (2002) framework describes the different combinations of modality and plot 
connection, and whether they are a match or not. There are two matching alternative and two 
miss-matches. Matches can take place when displaying a visual placement along with a low 
integration in the plot of the story or when placing the brand auditory together with a higher 
plot connection. When combining modality and plot connection in the other way a miss-
match occurs (ibid).  
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The figures below illustrate the affects that congruent versus incongruent information can 
have on the audiences’ recognition and attitude (see figures 2a & 2b).  

Figure 2a & 2b:  Recognition and Attitude Change Scores 
Source: Russell (2002), p. 313 
 
In figure 2a Russell (2002) visually presents how the different modalities combined with the 
level of plot connection can affect the level of recognition in the mind of the audience. As 
shown in the figure it is apparent that auditory placements receive the highest level of 
recognition regardless of plot connection. Whereas visual placements are highly dependent on 
the level of plot connection in order to receive high recognition scores (ibid).  
 
However, in figure 2b it is apparent that incongruence and congruency becomes more vital in 
order for the placement to gain positive attitudes from the audience. The difference from 
figure 2a is that, the level of plot connection in that figure almost exclusively affects visual 
placements, whereas in figure 2b the level of plot connection has a higher affect on both 
auditory and visual placements. For instance, if the product is mentioned verbally the attitude 
change scores become higher with a higher level of plot connection. Visual placements have 
the opposite affect, meaning that in order to gain a higher attitude change score the level of 
plot connection has to be low (Russell, 2002). 
    
     Incongruency – Russell (2002) claims that incongruent information not always is regarded 
as an ineffective placement. According to some studies within the incongruent literature miss-
matches can improve the memory for the brand because it prompts attention and provokes 
elaboration. Russell (2002) further states that a condition that maximizes memory does not 
necessarily maximize the persuasive nature of the placement. However, incongruence forces 
the viewers to reflect about the reason for the brand’s presence in the show, thus raising the 
viewers’ suspicion and eventually generating a negative attitude towards the product.  
     Congruency – If the modality and the level of plot connection is a match it is more likely 
that it will create a far more positive affect on attitude. This is because an auditory stimulus as 
well as a higher level of plot connection is more meaningful than a visual stimulus and lower 
plot connection. Congruent information is moreover perceived as more acceptable and do not 
make them to reflect on the reason for the products placement in the show (ibid).  
 
Russell (2002) summarizes her framework by stating that auditory placement will be 
remembered better than visual placement regardless the level of plot connection. Higher level 
of plot connection will also generate a better memory of the placement than lower connection 
regardless modality. Contrary to the factors for recognition, congruent information will 
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enhance persuasion while incongruent information has been found to adversely affect brand 
attitudes since such placements appear unnatural and therefore discounted (ibid).  
 

2.2.4 Program Induced Moods 
There have been several studies concerning mood and the effect it has when processing ad 
information, but so far there has only been one that investigates the two fundamental 
dimensions of mood: Arousal and valence (Shapiro, MacInnis & Park, 2002). It is important 
to investigate the two dimensions as they each have their own way of affecting consumer 
behaviour and for the fact that information processing is a central forerunner to attitude 
change and persuasion. Shapiro, et al., (2002) proceeds by suggesting, that a positive mood is 
activated by a gentle environment, thus allowing consumers to rely on the use of prior 
theories (schema driven). This is because the gentle nature of the environment signals no need 
for detailed analysis of the environmental information. The problem with theory-based 
knowledge is that it hampers people to think creatively, form associations, relate activated 
knowledge from memory and form broader categorizations in categorization tasks. On the 
contrary, a negative mood signals that the environment is not gentle and therefore must be 
processed by having adapted reactions considered and implemented. People in a negative 
mood tend not to rely on theories as they are considered not to be suitable and by that their 
processing becomes analytical and externally focused with attention paid to details.  
 
The factors mentioned above raises the question if valence affects whether the processing is 
schema or data driven? Shapiro, et al., (2002) claims that those in a negative valence 
condition process the data in the ad more than those in the positive valance condition which 
leads them to favour non-schema information that is presented in the ad. On the other hand 
those in the positive valence condition show more processing of schema consistent 
information and they might even claim to have recognized schema consistent information 
appeared in the ad regardless of whether it actually did. Shapiro, et al., (2002) summarize the 
hypothesizes by stating that those in a negative valence condition show greater tendency 
towards processing the data in a more analytical fashion and they also have the ability to 
distinguish between schema and non-schema relevant features and its presence in the ad. 
Furthermore, consumers in the positive valence condition will reveal evidence of schema 
based processing (ibid). 
 
Shapiro, et al., (2002) explains that there are two different theoretical approaches on how the 
effects of arousal can be identified; the first assumes that arousal act together with valence, 
meaning that a high level of arousal increases the effects of valence. The second one suggest 
that arousal is not at all dependent of valence and that it affects whether ad processing is deep 
or shallow and not paying any consideration to its nature, if it is schema or data driven. The 
studies performed by Shapiro, et al., (2002) came to support the second alternative; the 
dimension of arousal will in fact influence whether processing is deep or shallow, resulting in 
higher level of arousal producing shallower processing. It has been found that an arousing 
context may serve as a distraction and will thereby result in decreased memory for the 
significant message. Research was carried out during the American Football finals (Super 
Bowl), which was chosen since it is regarded as a highly arousing event. It was investigated 
whether brand recall was higher among the fans from the winning cities or from the loosing 
cities. The study unveiled that fans in the winning as well as the loosing cities recalled fewer 
commercial than did consumers that were from either cities. Lessons learned from this is that 
game-encouraged arousal interfered with ad processing and lowered brand recall. In other 
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words arousal will affect the level of ad processing in the way that a higher level of arousal 
interferes with ad processing.  
 
In order to recapitulate the results of Shapiro, et al., (2002) it should be mentioned that the 
two dimensions of mood, valence and arousal, each separately affect  the processing of 
information in the sense that arousal affects the level of processing and valence influencing 
the nature of processing. A shallow level of processing indicates that the level of arousal is 
high and positive valence promote a greater use of schematic processing, conversely negative 
valence is associated with the greater use of data-driven processing (ibid).   
 

2.3 Conceptual Framework 
When analyzing the issues concerned with product placement as a communication tool, a 
conceptual framework has been developed in order to provide guidance when collecting and 
analyzing data. All of the selected theories have been chosen primarily on their strengths as 
guidelines for collecting data. The conceptualizing framework is presented in ascending order 
in connection to the research questions.  
 
According to Maxwell (2005) the main function of a conceptual framework is to present the 
reader with a conception or model of what is out there, which you plan to study. Justification 
of the selected research area can also be achieved with a conceptual framework. There are two 
key factors to take in to consideration when constructing the conceptual framework: 
 

1. The proposed research needs to correlate well with what is already known, meaning 
that the existing theories need to contribute to the topic. 

2. A summarization of previous theories is not the objective in this section in contrary 
the proposed study should be based on relevant previous work, which gives the reader 
a clear sense of your theoretical approach to the phenomena that will be studied (ibid).   

 

2.3.1 Conceptualization – Types of Product Placement (RQ 1.) 
The theoretical literature that will be included and used in this thesis for comparing and 
analyzing the empirical data collection on the types of placements is Avery and Ferraro’s 
(2000) theory on the types and tone of program where a product placement is apparent. The 
benefits of using this theory is that it likewise this thesis has its focus on product placement in 
television. Moreover, it put emphasis on a broad variety of aspects regarding the issues of 
product placement: 
 
Mode of presentation 

• Visual – The product is visually apparent  
• Audio – The product is mentioned verbally 
• Audio/Visual – The product is both mentioned verbally and apparent 

 
Relation to the program 

• The audience becomes deeply involved with the context of the program 
• Programs have the ability to create a symbolic value 
• Programs have the potential to generate new customers for the product by being 

convincing 
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Tone of program 
• Humorous 
• Serious 
• Competitive 
• Informative 
• Science-fiction 
• Reality based 

 
Level of prominence 

• Prominent – Highly visible in both size and screen position and if the product is 
repeatedly or if it constitute an essential part of the dialogue. It is also considered 
prominent if the placement is central to the action in the scene. 

• Subtle – The product may be more difficult to distinguish and to identify. 
 
Type of pairing with the character  

• Explicit – The product is verbally mentioned by the character. 
• Implicit – The product is being used, worn or handled by the character. 

 
The intention of the placement 

• Placed – Paid for placement 
• Included – Non-paid for placement 
• Engineered – Paid for integrated placement 

 

2.3.2 Conceptualization – Affects of Product Placement (RQ 2.) 
In order to understand how the persuasive nature of product placement as a communication 
tool affects the viewers, reliance upon one of the theories previously presented in the literature 
review will be made. The theories by Russell (2002) have been chosen for further analysis on 
the basis that they correspond well with our research purpose. Two other factors that 
constituted has a decisive factor for selecting Russell (2002) is that her study is fairly recent 
and has a clear focus on product placement in television shows which correlate excellent with 
our forthcoming data collection. The results from Russell’s will work as our guideline for 
describing the affects of product placement: 
 
Recognition 

• Incongruency – Has no affect on recognition. 
• Congruency – Has no affect on recognition 
• A placement with high level of plot connection or an audio placement has a positive 

affect on recognition.  
• A placement with low level of plot connection or a visual placement has a negative 

affect on recognition 
   
Attitude 

• Incongruency – Has a negative affect on attitude 
• Congruence – Has a positive affect on attitude 

 
The presented theories have been chosen on the basis that they have a clear and distinct focus 
on product placement in television. With the assistance of our research questions and the 
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selected theories we will hopefully be able to present a well structured discussion and thereby 
gain an increased understanding in the fields of product placement. 
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3 Methodology 
In this chapter the methodology for collecting data will be presented, along with justifications 
of the choices made. This is done so that we can obtain the necessary empirical data based on 
the conceptual framework presented above. 
 

3.1 Research Purpose 
A research purpose is presented in order to clarify what should be achieved and how the result 
can be used. Eriksson and Wiedersheim-Paul (2001) claims that the intention or purpose with 
a research can be classified in many different ways, we have chosen to focus on three 
categories among others presented by the authors: 
 
     Describe – To describe means that you depict, register and document, but it could also 
mean that you identify and survey. By describing something you also chose perspective, 
aspects, level, terms and notion, observe, register, systematizes, classifies, interpret etc. If any 
reward is to come from describing one should specify what description should be used for, 
what it is that you want to found out and which knowledge you wish to achieve. It is therefore 
essential to have a purpose for the description in order to be meaningful (Eriksson & 
Wiedersheim-Paul, 2001). 
     Explain – According to Eriksson and Wiedersheim-Paul (2001) an explanatory approach 
involves the elements of analyzing causes and connections. The approach is based upon 
starting points of different kind, similar to the approach for describing. It is important to 
specify those and also to present how the explanation will be used and for whom it will be 
made (ibid). 
     Explore – A majority of the exploratory approaches can be seen as efforts to create a better 
base for decision (Eriksson & Wiedersheim-Paul, 2001). There are a number of factors to 
consider: 
 

• Familiarize with the research area 
• Provide an overview on how different problems have been managed previously 
• Map-out in which way various researchers have approached the same or similar issues 
• Collect new data for the new research (ibid) 

 
Eriksson & Wiedershiem-Paul (2001) claims that there is no reason to select only one 
research purpose, preferably and also most likely you will use all three purposes. To 
understand in a positivistic spirit may mean that you construct and are using high-quality 
models for descriptive and explanatory purposes, in other words models that create 
understanding. Understanding can be achieved by interpreting descriptions or explanations 
accordingly from a frame of references and put them into its context (ibid). This thesis 
contains all three purposes with a primarily focus on the descriptive approach. The 
explanatory approach will be somewhat used at the end of this thesis, as it is our intention to 
begin to explain when answering our research questions. The exploratory approach will to 
some extent be used throughout the thesis. 
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3.2 Research Approach 
According to Denscombe (2000) research can be divided into two approaches where the 
qualitative approach is the one chosen for this thesis. Qualitative research is the assembled 
name for a number of different disciplines such as, sociology, social anthropology and social 
psychology. Denscombe (2000) brings up six characteristics that distinguish a qualitative 
approach from other approaches:       
 

• Qualitative research is based upon a transformation of the data that has been observed, 
reported or registered into written words. Meaning that the data transforms, recorded 
interviews becomes transcript, observations are registered in field notes, images are 
described in words. 

• Qualitative research is more suitable for descriptive purposes and it has a clear focus 
on details and thorough descriptions of occurrences and people. 

• Qualitative research is most often associated with research in a smaller scale, since it 
has relatively limited dimension and involves relatively few peoples or situations. This 
fact enables the qualitative research to be more profound and provide with more 
detailed descriptions. 

• Qualitative research has the ability to investigate how things are connected to each 
other, if there are some similarities or dissimilarities, if patterns can be found and how 
people or occurrences relate to each other.  

• The researcher’s role in a qualitative research becomes significantly more apparent in 
the construction of data, since there is a lack of standardized research mechanisms. 

• The basic idea of qualitative research is that the theories and the methods will appear 
during the course of the research and thereby they can not initially be established 
(ibid).  

 
The decision for choosing a qualitative research approach was based on the fact that one of 
the objectives for a qualitative research approach is to explore a limited area in a more 
profound way. Denscombe (2000) claims that the portrayal and theories that this research 
approach generates, is in touch with reality, meaning that the collected data and analysis has 
its roots in the existing conditions of society. In consideration of the limited time that was 
given for this thesis a qualitative research is found more suitable since there is a significant 
difference in analyzing large number of data than small number of data (ibid). 
 

3.3 Research Strategy  
This thesis will utilize a case study as research strategy and this is done in order to assist us in 
achieving an increased understanding of the phenomenon product placement. The criteria for 
choosing the right research strategy is; the type of research question, the extent of control over 
actual behavioral events and  the degree of focus on contemporary events. For this thesis there 
are several reasons for choosing a case study. 
 
Case study is regarded the most suitable strategy when answering research questions in form 
of how and why and when there is no control over behavioral events and in addition it has a 
clear focus on contemporary events (Yin, 1994). Denscombe (2000) points out other 
characteristics that motivates why a case study is regarded more appropriate for this study. He 
explains that a case study should be used when there is an emphasis on one unit for 
investigation, and when details are an important aspect. Moreover, it has a focus on 
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relationship and processes in its natural environment. Finally, it enables the researcher to use 
several sources and different methods which can be used to investigate relations and processes 
that is found interesting (ibid). 
 

3.4 Data Collection  
This case study will utilize four of the six approaches for collecting data presented by Yin 
(1994): Documentation, interviews and a combination of direct and participant observations.    
 
According to Denscombe (2000) documentation most often consists of written material but 
there are however other types of documentation that the research can be based on, for 
example visual sources (images, artifacts etc) and audio (music). These sources all constitute 
a form of documentation which has a value for the research, thus making our intention of 
using television shows a form of documentation which will be further analyzed and 
interpreted (ibid).  
 
A focus group with the assistance of a semi-structured interview will be used in this thesis in 
order to collect data. According to Denscombe (2000) the approach brings forth contributions 
from the respondents who normally are unwilling to contribute and it thereby leads to insights 
that normally would not appear during conventional interviews. However it is important to 
keep in mind that there is always a risk of respondents who refuses to reveal their feelings in 
topics that are considered emotional and private. On the other hand it is not unusual for 
certain respondents to be more extroverted and therefore it is an apparent risk that those might 
suppress other members of the group from expressing their mind. Denscombe (2000) 
continues by pointing out four distinctive and important characteristics of a focus group: 
 

• The discussion often starts off by a kind of stimuli introduced by the moderator with 
the purpose to persuade the respondents focus the discussion to a desired direction. 

• The moderator can play a more active role than is possible during other interview 
techniques. 

• The point of views from the collective is valued higher than that from the point of 
views expressed by the individual. 

• The size of the focus group is most suitable for a number of six to nine persons (ibid). 
 
The strengths of using interviews in the research are because of its direct focus on the case 
study topic and that it provides with perceived casual conclusions (Yin, 1994). According to 
Denscombe (2000) there are three different kinds of research interviews: Structured, semi-
structured and unstructured interviews. A semi-structured interview was chosen for its ability 
to encourage the interviewee to speak their mind and express their opinions. The technique 
invites to profound investigations and especially those that investigates personal experiences 
and emotions. When interviewing in a semi-structured fashion the interviewer has prepared a 
complete list of topics that is to be discussed and questions to be answered. The key-word in 
this technique is flexibility, since it allows for the respondents to expand and clarify on their 
answers as well as the ability for the interviewer to change the order of topics and lead the 
interview into a direction that emerged after an unexpected turn by a respondent (Denscombe, 
2000). 
 
Observations provides the researcher with a very tangible way of collecting data, it is not 
dependent on peoples point of views. More importantly it is reliant on the observation from 
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the eye of the researcher. It is based upon the fact that it sometimes is best to observe what 
actually occurs (Denscombe, 2000).  
 
Yin (1994) separates observations into two different characteristics: Direct and participant 
observations. This is presented visually in the following figure (see figure 3).  
 

 
Figure 3: The elements of observations 
Source: Adapted from Eriksson & Wiedersheim-Paul (2001), p. 16 
 
Direct observations refer to situations where the researcher is present during the course of 
events and absorbs the information that the occurrence gives Yin (1994). This form of 
observation will be utilized in the sense that the person taking notes, during the course of the 
focus group discussion, will observe the interaction and behavior between the participants. 
This is done in order for us to attain such information that can assist us in constructing in-
depth questions.     
 
Taylor and Bogdan (1998) refer to participant observations as a method of collecting data 
where the researcher socially can interact with the informants in their natural environment in 
order to systematically and discreetly collect data. One advantage with the approach is that it 
allows the researcher to stay flexible before, during and after the observation (ibid). 
Participant observations will be employed in the sense that the moderator interacts on a more 
social level with the participants, by for example guiding the group discussion. Denscombe 
(2000) summarizes the pros with using participant observations: 
 

• Technical and statistical equipment is not required and thereby making it an 
undemanding approach to engage in. 

• The natural environment is maintained. 
• Creates greater insights in social processes and thereby making participant 

observations more suitable to handle complex realities. 
• The chain of events can more easily be identified, hence provide an explanation of an 

occurrence.  
• The participants’ opinions are more likely to appear and stay true.    

    
 

 24
 



Methodology 

3.5 Sample Selection 
This section will provide the reader with the factors that were considered decisive for 
selecting the participants and the documentation reviewed by the focus group. 
 

3.5.1 Respondents Selection 
The participants in this focus group consist of seven participants exclusively of students at 
university level from Luleå University of Technology and the University of Umeå. The age-
range spans from 20 to 30 years old, with a next to even distribution of men and women. The 
participants are brought up in a similar environment in the sense of, family, income, 
educational level and geographical area. This group of people was chosen primarily based on 
convenience, meaning that we have easy access to them and we know that they are flexible 
and can participate in the group discussion any day of the week. According to Bloor, 
Frankland, Thomas and Robson (2001) this type of constellation can be referred to as a pre-
existing social group. The advantage with selecting this kind of group is that the individual in 
the group may be less likely to feel any fear of expressing their mind if the group consists of 
people of whom they have prior knowledge. Furthermore, participants are likely to bring up 
shared experiences and events and may challenge any differences between expressed beliefs 
and actual behavior, which will generally promote discussion and debate. By choosing a 
homogeneous group you avoid conflict and the repression of views of certain individual 
(ibid). 
 

3.5.2 Documentation Selection  
The chosen material that will be shown for the focus group consists of two different television 
shows that contain product placement. The first show is the popular syndicated American 
series Seinfeld which was chosen because it is a series that was and still today is extremely 
popular and they were a frequent user of product placement. The Second show that was 
chosen is the increasingly popular reality show American Idol which constitutes a different 
type of program and therefore is interesting to further analyze. According to Avery and 
Ferraro (2000) brands often occurs in programs that have a competitive tone (see table 1), 
which became one of the decisive factors for selecting American Idol as a series to review. In 
addition these programs contains product placement in various forms and were therefore 
chosen for further analysis.  
 

3.6 Data Analysis 
Yin (1994) expresses his feelings about the mistakes that many researchers make, when 
initiating their case study, by claiming that it is not uncommon that they do not have the 
faintest idea about how the pieces of evidence should be analyzed. Yin (1994) therefore 
suggests that researchers should begin with a general analytical strategy; it will help the 
researcher to choose among different techniques and to complete the analytical phase of the 
research successfully. Yin (1994) describes two such strategies: Relying on theoretical 
propositions and developing a case description. Relying on theoretical propositions is the 
method of analysis that will be utilized for this thesis. According to Yin (1994) it is the most 
preferable analyzing strategy because of the fact that the structure and the objectives were 
presumably based on such propositions. These propositions also reflect the research questions, 
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the reviews of literature and create new insights. Developing a case description is not 
regarded relevant due to its descriptive way of collecting data (ibid).  
 
After choosing an appropriate analytical strategy for this thesis a process of the data can take 
its place, which according to Miles & Huberman (1994) is a type of analysis. The elements of 
data analysis are presented as: Data reduction, Data display and Conclusion drawing and 
verification.  
     Data reduction – It is something that occurs even before the data are actually collected by 
developing a conceptual framework, selecting cases, constructing research questions and 
deciding which data collection approaches to choose. The process continuous during the 
entire case study and it works as a tool for sharpening, shortening and structuring the 
collected data. The objective with data reduction is to draw a more understandable conclusion 
from the collected data (ibid).     
     Data display – Miles and Huberman (1994) claims that since the fact that people are not 
capable of interpreting large amounts of information in a proper way, the task will then 
become for the researcher to display the reduced data in an organized and compressed way so 
that conclusions can be more easily drawn. Furthermore, a better display may increase 
validity in the qualitative analysis. The same goes for displays as it goes for data reduction, it 
should be regarded as a part of the analysis.   
     Conclusion drawing and verification – The last stage of the analytical approach is to 
making sense of the collected data; regularities, patterns, explanations, possible 
configurations, casual flows and prepositions needs to be identified and put into words (ibid). 
 
A within-case analysis will be carried out in this thesis by a comparison between the empirical 
data and existing theories. Furthermore, the three stages suggested by Miles and Huberman 
(1994), data reduction, data display and conclusion drawing and verification will be used in 
our analysis. 
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3.7 Validity and Reliability 
According to Denscombe (2000) validity in general can be achieved if the collected data and 
methods are accurate and whether if it reflects the truth and reality and if it covers the decisive 
questions. The following table lists the four widely used tests and the recommended case 
study tactics as well as cross-reference to the phase of research when the tactic is to be used 
(see table 4).  
 
Table 4: Case Study Tactics for Four Design Tests 

Tests Case Study Tactic Phase of Research in 
Which Tactic Occurs 

Construct Validity 

- Use multiple sources 
- Establish chain of 

evidence 
- Have key informants 

review draft case study 
reports 

- Data collection 
- Data collection 

 
- Composition 

Internal Validity 
- Do pattern-matching 
- Do explanation-building 
- Do time-series analysis 

- Data analysis 
- Data analysis 
- Data analysis 

External Validity - Use replication logic in 
multiple-case studies 

- Research design 

Reliability 
- Use case study protocol 
- Develop case study data 

base 

- Data collection 
- Data collection 

Source: Yin (1994), p. 33 
 
In order to obtain constructive validity Yin (1994) brings up three case study tactics; use 
multiple sources of evidence, establish chain of evidence and have key informants review 
draft case study reports.   
 

1. We will collect data through documentation, interview and observation. Denscombe 
(2000) claims that by using triangulation the researcher can gain different types of data 
about the same topic. This can make the researcher see things from different 
perspectives and understand the issue in a much broader and more complete way than 
what could have been possible if only one method had been used for collecting data. 
To see things from a different perspective may increase the validity in the collected 
data (ibid).  

2. In order to establish a chain of evidence the session will be both audio recorded and 
notes will be taken. This is done to minimize the risks of losing out on important 
information that will occur during the data collection. 

3. Key informants will review the interview guide during its composition in order to 
control its feasibility. However, there is always a risk of losing out on important 
information in the stage of translating back and forth (ibid).  

 
According to Yin (1994) the establishment of internal validity is a concern only for casual or 
explanatory case studies. However, since this thesis main approach is exploratory and 
primarily descriptive, the use of internal validity will not be relevant.  
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Denscombe (2000) claims that external validity is the extent to which the result and 
conclusions correspond with existing knowledge within the area and to what extent they are 
transferable to other comparable situations. In order for us to gain external validity Yin (1994) 
proposes to test the findings through replication of multiple case studies, where the theory has 
specified that the same results should occur. 
 
Reliability can be gained if the results of the studies are consequent and reliable, meaning that 
the same results should be achieved time after time and that possible variation in results 
completely depends on variations in the investigated object (Denscombe, 2000). According to 
Yin (1994) there are two tools for increasing the reliability of a study, use a case study 
protocol and develop a case study database. The case study database of this thesis will be 
developed by maintaining the recorded material and written notes as well as statistics and 
articles. According to Yin (1994) the use of a case study database significantly increases 
reliability for the entire case study. 
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3.8 Summary 
The figure presents a summary of the methodological approach that will be carried out during 
the entire research (see figure 4). 
 

 

 

 

 

 

 
 
Figure 4: Methodological Approach 
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4 Data Collection 
This chapter will present the responses that came up during the focus group discussion, after 
reviewing the two TV-series: Seinfeld and American Idol. The session followed the order of 
our conceptual framework presented series by series in the following paragraphs. In the first 
paragraphs the two shows are briefly being presented.    
 
TV-series 1: Seinfeld 
The currently re-running hit TV-show Seinfeld is by many considered as the ice breaker for 
product placement in today’s television. The show was not ashamed of how they used full-
scale integration placements of multiple products that viewer could identify with and, usually, 
laugh at. Although the Federal Communications Commission (FCC) to some extent regulates 
the activities of product placement, Seinfeld was able to continue their extensive product 
placement activities since they had the ratings and for that reason NBC allowed the products 
to be a part of the show (Wanted, 1998). The episode that was reviewed by the focus group is 
the eleventh episode from the ninth season called “The Dealership”. In this episode a total 
number of 15 brands/products are apparent, they all have different level of involvedness and 
have different mode characteristics.  
 
TV-series 2: American Idol 
American Idol is the hit FOX musical reality series that follows three judges around the 
United States in search of the next American Idol, a pop star that truly shines above all the 
rest. With help from the viewers, the judges will decide from thousands of participants who 
will walk away with a record deal and the concluding fame and fortune (TV.com, 2006). The 
show has become well-known for their placements and tallied for more than 3,200 
occurrences of product placement for the entire 2003-04 season, the highest among all prime-
time shows and almost 800 more than its nearest competitor (Idol, Coke, 2004) In an 
interview Steven Schiller, group director for the Coca-Cola Co., Atlanta, says that the soft 
drink’s relationship with American Idol has offered them new opportunities to reach its target 
audience in ways that are relevant and entertaining. He further claims that the scale of the 
relationship has developed identification of Coca-Cola with the show. Mr. Schiller also claims 
that their sponsorships help programs like American Idol to happen (You be the judge, 2004). 
The brands that the show has major marketing deals with for significant product placement, 
with the exception of Coca-Coca-Cola, are: Cingular Wireless and Ford Motor Co. The 
episode that was reviewed by the focus group was the 26th episode from the fifth season. 
 

4.1 Types of Product Placements 
TV-series 1: Seinfeld 
We started off the discussion by identifying the mode of presentation, meaning what products 
they saw and how they were presented. The first product that the group pointed out was the 
SAAB 900, this placement was categorized by the group as an audio/visual placement. It is 
presented in the first scene of the episode, a scene where Jerry, George and Kramer are at a 
car dealership observing a SAAB 900 convertible. The scene continues with Kramer and the 
car salesman taking a test drive with the SAAB 900, a test drive that persists throughout the 
episode. During the test drive the car was both shown visually and mentioned verbally by 
Kramer along with mentioning of specific features. The product was initially mentioned 
verbally as a 900, then after a while it was referred to as SAAB 900. One of the female 
respondents said that she did not really correlate the auditory placement 900 to the brand 
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SAAB. She was also unable to tell that it was a SAAB that was shown visually before they 
mentioned the brand name. She thought the reason for that was her non-existent interest in 
cars and her lack of knowledge regarding the brands of cars. SAAB was shown and 
mentioned several times and in various ways. The next product that was brought up by the 
respondents was the TWIX chocolate bar and just like SAAB they categorized it as an 
audio/visual placement since it described detailed characteristics of the chocolate bar. 
However, both SAAB and TWIX were at times simply a visual or an audio placement, this 
was also noted by the participants. There were also a number of candies mentioned verbally 
throughout the episode and the participants were able to single out the 5th avenue bar, Clarks 
bar, Skittles and a Xerox copy machine, as well as the restaurant Arby’s. However, they failed 
to single out Hersey’s, 100 thousand and Mounds chocolate bars. The products that were 
visually displayed and identified by the participants were; Volvo, Mercedes, Porsche, Sunkist 
and M&M. One respondent claimed that it could be a disadvantage to use an audio placement 
since it at times can be somewhat difficult to identify the product. He continued to point out 
that it is especially difficult if the product is new for the market, it thereby requires more 
detailed descriptions, either verbally or visually. The other respondents agreed, and continued 
by adding that they saw far more pros with a visual placement. For instance, they claimed that 
a visual placement could be more convincing because it often blended in better with the 
environment.  
 
After identifying the products and in what way they were presented, we changed the direction 
of the discussion towards relation to the program, our first question to the focus group was 
for them to describe to what extent the show was able to create involvedness. The group was 
divided in this question, one half felt that they were involved with the context of the show due 
to the fact that they had positive previous experiences of the series Seinfeld. The other half 
who did not feel involved in the show claimed that it was because they had never liked the 
show Seinfeld. We followed up by asking if the products within the program had the ability to 
create a symbolic value for the focus group, just like previous questions the opinions were 
separated. The respondents that felt involved with the show could also claim that they felt a 
symbolic value towards the products presented. One participant identifies himself with 
George and always finds him funny and therefore he developed a positive attitude towards 
TWIX. On the other hand the other respondents did not feel that the products had the ability 
to create a symbolic value for them, simply because the products did not appeal to them. The 
last question brought up within this section was if the program had the potential to convince 
the participants about the products placed in the show. We thereby asked them if they could 
see themselves as potential customers for the products. Yet again the group was divided; the 
half that liked the show was more convinced than the other half of the group. Moreover, some 
of the respondents who were convinced felt that for instance Kramer, who is a scatterbrain 
and not regarded as serious, lacked the ability to convince the participants that the product 
that he was associated with (SAAB 900) in fact is as good as he tried to demonstrate. 
However, the participants pointed out that it would most certainly have made a difference if 
Kramer was associated with for example TWIX. One participant further explained that it does 
not require a special kind of person to convince hem that a chocolate bar is good product, it 
could be anyone since it is just chocolate. It should also be noted that Kramer is a much liked 
character among the participants.   
 
The next issue that we discussed was the tone of the program. The whole focus group agreed 
with placing Seinfeld as a humorous program. Although the program is about the everyday 
life the respondents thought that the show is too exaggerated to be seen as a reality based 
show. However, the participants explained that the humorous tone of the program was not the 
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decisive factor in order to create involvedness, symbolic value or the ability to convince them. 
Instead, the decisive factor was that they liked the show Seinfeld. One participant pointed out 
that even though the program has a humorous tone it is not always a guarantee that it is a type 
of humour that suites everyone, and if you do not like the humour you will most likely not 
like the show. 
 
We then continued the focus group discussion by reflecting over the level of prominence, this 
was done by asking the respondents to describe the differences between the characteristics of 
a prominent and a subtle placement. The respondents unanimously came to the conclusion 
that a placement categorized as a prominent placement is either mentioned verbally or shown 
repetitively for a longer period of time. One of the participants claimed that a visual 
placement that has a next to constant appearance is regarded as disturbing and will thereby 
affect him negatively. Moreover, an audio/visual placement was also regarded as prominent 
by the participants, since it has a tendency to become too exaggerated and over-explicit. One 
respondent claimed that if the placement becomes too over-exaggerated it will have a negative 
effect on its ability to convince. However, one respondent claimed that the more senses that 
becomes activated the more effective the placement emerge, but it has to be in moderation. 
When the respondents were asked if they could find anything positive with a prominent 
placement, one of them said that it is more suitable to be prominent when placing an unknown 
product. This was because an unknown product is in more need of prompting attention and 
creating awareness, compared to a well-known brand where it is only necessary to re-evoke 
the attention. A subtle placement on the other hand was not characterized by its number of 
appearances or frequency in verbal mentioning by the respondents. Instead they pointed out 
the importance for the product to harmonize well with its environment and preferably be 
presented visually. One of the participants said that when a product simply pops-up visually, 
it creates suspicion and is regarded as odd. However, if the mentioned criterion for an 
effective subtle placement is fulfilled they all agreed that it will have a positive affect on the 
viewer since it will not be viewed as advertise. Moreover, it was brought up by one of the 
participants that it is more positive if you can just barely see the product, for instance, if the 
character simply passes by the product. For this reason all of the respondents agreed that 
Volvo made a more positive impression than what SAAB did. As a conclusion the 
respondents thought that both SAAB and TWIX were too prominent and thereby fostering 
negative attitudes towards the products. 
 
The next aspect that we brought up was type of pairing with the character, meaning how the 
product was paired with the character. The respondents started off by discussing the 
importance of pairing the product to a character. One of the respondents claimed that the 
effectiveness of the placement depends on which character you pair the product with. He 
continued to explain that, if you for instance consider James Bond a cool and thrilling person 
and you see him driving around in a shiny new car, you will then most likely apply that 
symbolic value to the car and thereby deem the car as cool as Mr. Bond. The whole group 
agreed that if a product is placed with a positive character it will be seen upon in a positive 
way. Furthermore, all of the respondents except one felt that it did not matter if the character 
presented the product explicitly or implicitly, instead the most important factor was the 
attitude towards the character. The respondent that felt a difference between the two types of 
pairings thought that an explicit pairing was to prefer. 
 
The last issue that was discussed regarding types of product placements was the intention of 
the placement. We started off by asking the respondents to describe a paid for placement. The 
participants all agreed when one of the respondents said that a paid for placements two most 
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important criteria are: That the product is visual or mentioned repeatedly and that the product 
is paired with a character. Furthermore they stated that a paid for placement could both be 
presented visually or verbally. We continued by asking about the characteristics for a paid for 
integrated placement. They all agreed that if the placement was paid for and also integrated 
into the plot it had to be integrated in a positive way, because no company would pay for a 
negative integration. One of the respondents then claimed that a risk with paid for placements 
is that they often occurs too prominent and obvious. Furthermore, a non-paid placement was 
described by the respondents as a placement presented in a negative way. However, as one of 
the respondents pointed out, the product still receives air time. The respondents all agreed that 
SAAB and TWIX were both paid for integrated placements. Moreover, they also pointed out 
Arby’s and Xerox as two obvious non-paid for placements, due to the fact that those two 
brands were presented in a negative way.  
 
TV-series 2: American Idol 
The reviewing of American Idol took its place directly after the group discussion of Seinfeld 
had ended. After our participants had watched the show we introduced the group discussion 
by simply asking the participants what they saw and how they saw it. Our intention was to 
find out about mode of presentation. The visual placements that were distinguished by the 
participants were Coca-Cola and Cingular. One of the participants mentioned that she had 
watched the show ones before and she thereby remembered the Coca-Cola cups placed in 
front of each of the three members of the jury. The other participants had also taken notice of 
the cups that were placed on the table. They all agreed that the cups were not regarded as 
disturbing, since it correlates well with the environment and that it is not out of place to have 
a beverage in front of oneself. The second Coca-Coca-Cola placement was a logo displayed in 
the foreground of the lower left side screen and at the same time there was a graphic display 
of Coca-Cola floating in the background on a TV-screen behind the interviewed contestant. 
One of the participants claimed that she never would have noticed the placement in the 
background if it was not for the logo that appeared in the foreground. It was only one of the 
participants who noticed the visual placement of Cingular, a placement that appeared along 
with the phone numbers for each of the contestants (they were 9). It should also be mentioned 
that he was the only one of the participants who had previous knowledge about the company. 
However, none of the respondents apprehended the audio placement of Cingular, one reason 
for that could have been the somewhat rapid and at times indistinct language used by the host 
of the show. One of the participants pointed out that the appearance of Kenny Rogers should 
be considered a product placement since he is given extensive face-time on prime-time 
television. The rest of the group unanimously agreed on that statement but was unable to 
agree whether it is a visual or an auditory placement, they finally came to the conclusion to 
consider him as an audio/visual placement. When we pointed out that Ford Motor Group is a 
major financial contributor to the show we asked the participants how/if that is apparent. One 
of the participants then explained that the American Idol logo is suspiciously similar to the 
Ford logo both in shape and color. 
 
After discussing the modes of product placement we directly went over to investigate the 
relation to the program by first of all asking the participants if they felt any involvedness with 
the context of the show. Almost every one of the participants claimed that they felt a high 
level of involvedness in the show, the ones that did not feel involved claimed that they simply 
did not like these kinds of shows. However, from those who liked the show one of the 
participants claimed that she often takes a liking in one or two of the contestants and cheer 
them on during the entire show. She continued to point out that she becomes almost 
fanatically involved in the show and thereby become happy if that contestant wins, but on the 
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other hand she claimed that she becomes sad if the contestant has to leave the show. Another 
female participant recognized herself by that portrayal, however; the rest of the group only 
partially was of the same mind. When the participants were asked if the products could create 
any symbolic values, all but one pointed out that since this was the first time that they ever 
had watched the show they were unable to demonstrate any symbolic values. A male 
participant stated that symbolic value is not something that can be created on 50 minutes TV-
show, it takes much longer than that. Regarding the question whether they were convinced by 
the products placed in the show, one respondent claimed that since she had never heard about 
Cingular she could not be convinced by such placement. She further explained that if she does 
not know what the product is then it is very difficult for her to be convinced. One of the 
participants explained that although he normally does not like Kenny Rogers, he was rather 
persuaded by his appearance and started to reconsider his feelings regarding him. When he 
was asked how that could be, he then claimed that it could be because his appearance 
harmonized well with the context of the show and he was portrayed as a sympathetic artist 
who really wanted to help the contestants improve their singing. All of the participants then 
agreed that they were convinced by the placement of Kenny Rogers.  
 
When the participants were asked about the tone of program, it became evident that they 
viewed American Idol as a competitive show. Since the show includes nine contestants who 
all compete against each other in order to be the winner. Another participant further explained 
that the audience has the opportunity to be actively involved in the show since they have the 
chance to call in to make their voice heard. Another aspect that was brought up was the fact 
that the show tours all around the country in order to find contestants for the show, this 
creates a positive effect in the sense that the audience can follow potential contestants who are 
from the same cities. 
 
Regarding level of prominence the participants were able to discuss if they considered any of 
the placements as prominent. They all agreed that the Coca-Cola logo in the foreground was 
considered as prominent. Thereby they came to the conclusion that a criterion for prominent 
placements is that they are placed in the foreground of the screen. Another criterion for 
prominent placements that was brought up during the discussion was high number of 
recurrences. The Cingular placement was for that reason considered by the group as a 
prominent placement due to fact that it reoccurs several times and in addition it appears in the 
foreground of the screen. Kenny Rogers appears several times both in the foreground and in 
the background and his name is mentioned a number of times, in addition he his highly 
connected to the plot of the show. These were the criteria that were brought up regarding 
prominence by the group and also their incentive for categorizing him as a prominent 
placement. Moreover, the group only regarded two placements as subtle placements and these 
were the Coca-Cola cups and the Coca-Cola display in the background of the screen. The 
Coca-Cola cups were regarded as subtle since they harmonized rather well with the 
environment and the logo on the cups were fairly small in size, in addition they mentioned 
that the cameramen never zoomed in on the cups. The second one was the Coca-Cola logo on 
the TV-screen in the background of the screen which they claimed was not apparent until the 
prominent Coca-Cola logo appeared. 
 
Regarding the factors concerned with type of pairing with the character the respondents were 
able express their mind about how the products were paired with the character. One of the 
participants claimed that it in this case was very difficult to categorize the placements as 
either explicit or implicit since none of them neither mentioned the product nor directly used 
the product. However, one respondent disagreed by explaining that the cups for instance could 
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be regarded as implicit even though they are not direct used by the characters. She explained 
that it is obvious that the cups were placed on the table for the members of the jury to drink 
from thus creating an embedded message. Moreover, one of the participants described 
something that made her bothered and that was an observation that she made regarding the 
Coca-Cola placement in the background behind the interviewed contestants. She claimed that 
the placement was apparent two times and both of those times they were placed with, in her 
mind, the two cutest girls of the show. This made her upset in the sense that she realized that 
their intention was only to display Coca-Cola along with those who have a more favourable 
appearance. Nonetheless, she pointed out that if you are not aware of that this is the case then 
it could be an effective way of placing the product, but there is always a risk that it could 
foster counterargumentation. As the contestants were unable to apprehend the audio 
placement of Cingular this was not further discussed. In the question regarding Kenny Rogers 
it became more complex, none of the participants had any idea where to place his appearance. 
One respondent claimed that he could be both explicit and implicit since his name is 
mentioned by the characters and that the contestants sing his songs. 
 
After we had discussed pairing with the character we moved over to our final topic for the 
session, namely the intention of the placement in order to find out whether the placements are 
paid for or not. The group was very certain that the Coca-Cola appearance is a paid for 
placement on the bases that it is prominent and is not shown along with any other brands, 
moreover they were the only soft-drink brand that was noticeable. The group was 
unanimously convinced that the Cingular placement was a paid for placement on the same 
bases as the Coca-Coca placement. The group did not come to any conclusion whether the 
placement of Kenny Rogers is paid for or non-paid for, however they claimed that the 
placement has all the characteristics for being a paid for placement: prominent, reoccurring, 
presented in a favourable light etc. But if it was paid for or not, depends on what record label 
he is signed to, as one participant pointed out. One of the female respondents pointed out that 
if he is signed by a record label owned by FOX Networks then it is most likely not paid for. 
However another participant pointed out that the reason for the placement not to be paid for 
could be that it is such a win-win for both parties. Kenny Rogers receives important face-time 
to promote a possible upcoming CD (this was in fact true, Kenny had released a new CD 2 
weeks prior to the show) on one of Americas most popular TV-shows ever. On the other hand 
American Idol attracts more viewers and supposedly from new segments by including the 
famous country singer.  
 
Before continuing over to the research question regarding affects, the respondents were asked 
if they had anything to add. One respondent expressed his feelings regarding Seinfeld and 
claimed that he felt that there were too many products and that the purpose of the episode was 
simply to include as many products as possible. Furthermore, he continued to say that the 
episode is not really about anything and if there were no products there would be no episode.  
 

4.2 Affects of Product Placements 
TV-series 1: Seinfeld 
We started off the discussion concerning the affects that product placement can create by 
introducing the respondents to Russell’s theory on how different modalities and level of plot 
connection can influence your recognition and attitude towards a product. The first issue that 
was brought up for discussion was recognition and we asked the participants if they thought 
incongruency had any affects on recognition. One respondent thought that a visual placement 
together with a high plot connection was the best way to create high recognition and the other 
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participants agreed. However, one respondent claimed that it also depends on the nature of the 
product. If the product is made for showing-off, for instance a brand new car will most likely 
be remembered better if shown visually. Nonetheless, if the product do not possess the 
characteristics of an appealing exterior design, as for instance groceries do, a verbal 
placement would be more suitable in order to obtain recognition. One participant thought that 
SAAB was an incongruent placement because of the high plot connection and that the car was 
shown visually more often than it was mentioned. However, the other respondents did not 
agree, they thought that it was hard to categorize SAAB for the reason that they could not 
determine if the placement was done visually or verbally. Moreover, they all agreed that 5th 
avenue bar, Clarks bar, Skittles, Xerox and Arby’s were incongruent placements since they all 
were verbally mentioned without high plot connection. The respondents furthermore claimed 
that this combination had a negative affect on recognition.   
  
When we moved on to discuss congruency, all the respondents agreed that TWIX could be 
seen upon as a congruent placement due to the fact that the chocolate bar is mostly verbally 
mentioned and the plot connection is high. Other brands that the respondents categorized as 
congruent placements were: Volvo, Mercedes, Porsche, Sunkist and M&M. These products 
were all shown visually and not connected to the plot. Furthermore, the respondents could not 
see any positive connection between recognition and congruent placements, rather the 
opposite. 
 
After discussing incongruent and congruent placements and their affects on the recognition 
we asked the respondents if they thought that a placement with high level of plot connection 
or an audio placement has a positive affect on recognition. Two of the participants from the 
group claimed that high level of plot connection has a positive affect on recognition, because 
SAAB and TWIX were both products that popped-up in their minds when discussing memory 
and recognition. However they did not feel that an audio placement enhances recognition and 
then claimed that a visual placement is easier to remember than an auditory. 
 
The last statement that was presented regarding recognition was: A placement with low level 
of plot connection or a visual placement has a negative affect on recognition. One respondent 
claimed that when a product is not constantly repeated either visually or verbally, the chances 
of recognition fade. The respondents stated that a low level of plot connection has a negative 
affect on recognition, on the other hand, they felt that a visual placement has a positive affect 
on recognition. After presenting and discussing the statements above one respondent thought 
that there was an important variable that was forgotten in the sense of recognition. The 
respondent claimed that if the product is linked to a character that you like it increases the 
chances of creating a positive affect on recognition, the other agreed to this statement. 
 
The respondents were asked about how their attitudes towards product placement can be 
described. Regarding incongruency there was only one correlation that the respondents were 
able to apprehend and it was the one with an audio mentioning along with a low plot 
connection. One of the respondent mentioned that Arby’s could be regarded as an incongruent 
placement and stating that she was not bothered by it. Moreover, she accepted this placement 
and claimed that she was not affected in a negative way. However, she pointed out that if the 
brand is repeated to many times it becomes over-exaggerated and thereby creates a negative 
affect on her attitude. Since the respondents were unable to distinguish any apparent visual 
placements along with high level of plot connection this was not further discussed.     
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Regarding congruent placements they found that those types of placements have a more 
positive affect on the attitudes, one pointed out that for instance Volvo made a more positive 
impression on him than what SAAB did. Nonetheless, some of the participants claimed that 
the major aspect that affects the attitude is the level of plot connection and how prominent the 
product is placed. If the product is placed more subtle it will have a more positive affect on 
the audience compared to a prominent placement which creates a negative affects. For 
instance, the respondents felt that the highly prominent products SAAB and TWIX were too 
involved in the plot and it became too obvious that these products were there for a 
promotional purpose. Furthermore, one respondent complained about the constant mentioning 
of TWIX and that it was too apparent that its only purpose was to feed the audience with the 
brand name TWIX and the eventual outcome as he explained is that it has a negative affect on 
attitude    
 
TV-Series 2: American Idol 
Regarding American Idol, we followed the same procedure as we did with Seinfeld meaning 
that we continued over to the next research question directly after the first research question 
had been fully discussed. The first aspect that was brought up was recognition and what the 
criteria are for remembering the product after its placement. All of the participants except one 
agreed that the Kenny Rogers placement should be regarded as an incongruent placement and 
that these kinds of placements have a positive affect on recognition. One of the respondents 
continued to explain that a visual placement is always remembered better than an audio 
placement and that recognition becomes enhanced along with high plot connection, this 
everyone agreed with. However, the respondent who did not agree with placing Kenny Rogers 
as an incongruent placement claimed that it is neither a congruent nor an incongruent 
placement since none of them includes the mode factor Audio/Visual. She continued to 
emphasis what she had said earlier, that the more senses that are activated the better and 
especially for recognition. 
 
The respondents claimed that Coca-Cola and Cingular were to be regarded as congruent 
placements and that these types of placements have a negative affect on recognition. 
However, one respondent brought up that a product that is repeated verbally over a number of 
times could possibly have a positive affect on recognition because the products becomes 
drummed into ones head. Nevertheless, he continued to stress that a visual placement always 
has a more positive affect on recognition. Another decisive factor for recognition that was 
brought up was the level of plot connection which always has to be high in order to achieve a 
positive outcome on recognition. 
 
We carried on the discussion by making the statement that, a placement with high level of plot 
connection or an audio placement has a positive affect on recognition. The aspects of this 
statement had previously been brought up by the participants and are presented in the above 
sections. In addition it should be mentioned that the group came to the conclusion that high 
plot connection always has a positive affect on recognition, while the affects of an auditory 
placement is negative.  
 
The next statement that was thrown to the respondents was that, a placement with low level of 
plot connection or a visual placement has a negative affect on recognition. One respondent 
pointed out that Cingular would not be remembered for a very long time since its plot 
connection is very low and thereby creates a negative affect on recognition. However, the 
respondents were of the opinion that a visual placement would always have a positive affect 
on recognition if in relation with high plot connection. Another decisive factor for recognition 
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that was brought up by one of the respondents was, that the affects of recognition is in many 
cases dependent on previous knowledge and the interests that a person has. He continued by 
giving an example of a person who has a passionate interest in cars and how that person 
would most likely show a more positive affect on recognition on placements involving cars.  
 
The final aspect regarding affect that was brought up was how our attitudes towards a product 
can be described. The first element of attitudes that was brought up was however 
incongruence has a negative affect on attitude. The respondents claimed that an important 
factor for creating a positive attitude towards the product is to show it visually and to have it 
correlate well with the plot. One respondent claimed that he felt a positive attitude towards the 
incongruent placement of Kenny Rogers although he normally does not like his kind of music, 
the rest of the respondents concurred. As the respondents did not apprehend any audio 
placements along with a low plot connection, they thereby did not have any opinion about 
such placements. 
 
Regarding whether congruency has a positive affect on attitudes one respondent pointed out 
that the congruent placement of the Coca-Cola in the foreground of the screen was regarded 
as highly disturbing. Since the respondents felt that it was too obvious that it was a paid 
advertise by the company. The logo had nothing to with the context of the show and was 
thereby seen upon as inappropriate. They continued to stress that it is important that the 
product harmonizes with the environment in order to achieve positive affects on attitude. As 
there were no clear audio placements along with high plot connection apprehended by the 
respondents this correlation was not further discussed.  
 
At the end of the session the respondents were asked if they had anything to add. One of the 
respondents then describe that, although the attitude was affected in a negative way by that 
placement of TWIX, his negativity became more directed at Seinfeld as a TV-show and not so 
much towards TWIX as a brand. He continued to describe his feelings by explaining that the 
creators behind Seinfeld cared more about making money than they did creating an acceptable 
setting. Another respondent brought up that both recognition and attitude may encounter a 
positive affect if the product makes you reflect on what kind of product it is, in other words if 
the product is unclear at first and than becomes more clear at the end. 
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5 Data Analysis 
In this chapter an analysis of the data, collected and presented in chapter four, will be 
performed. We will further compare our collected data with the chosen theories presented in 
the conceptual framework of chapter two. A within-case analysis will be carried out in this 
thesis by a comparison between the empirical data and existing theories. Furthermore, the 
three stages suggested by Miles and Huberman (1994), data reduction, data display and 
conclusion drawing and verification will be used in our analysis.  
 

5.1 Types of Product Placements 
Avery and Ferraro (2000) put emphasis on a variety of aspects regarding the types of product 
placement. The first aspect that is brought up by us in our analysis chapter is mode of 
presentation. The theory points out three different modes of presentation; visual, audio and 
audio/visual. Our respondents agreed with the theory and thought that these three categories 
were reasonable. Furthermore, they were able to identify products from each category in the 
two shows that were shown to them. According to Avery and Ferraro (2000) a visual 
placement does not convince the viewers as much as an audio or an audio/visual placement 
does. The respondents were not of the same opinion, they thought visual placements 
convinced the viewer more effectively since it has the ability to synchronize well with the 
environment. Furthermore, one respondent said that a disadvantage with an audio placement 
is that it sometimes could be hard to recognize the product and identify what it is. He 
continued to stress that it is even more difficult to identify the brand if the product is new to 
the market. In our study there are evidences of these facts, as an example, all but one of the 
respondents were unable to identify the verbal placement of Cingular, a product that was new 
for the Swedish viewers in our focus group.    
 
It is presented by Avery and Ferraro (2000) that product placement in television has several 
advantages over traditional advertising and placements in other medias. The authors point out 
that the audience that watches a show frequently creates a relation to the program and thereby 
becomes deeply involved in the show. For that reason they draw the conclusion that brands 
that appear in programs have the ability to create a symbolic value for the consumer and hold 
the potential to generate new customers for the product by being convincing. Our study 
showed that TV-shows have the ability to create involvedness, however, to which extent the 
audience will feel involved is highly dependent on previous experiences of the show. 
Furthermore, those who were frequent viewers and at the same time could claim that they felt 
involved with the show, they were the ones who could confirm developments of a symbolic 
value towards the product. In the question regarding convincingness, it was shown that only 
those who could demonstrate symbolic value towards the product and at the same time felt 
involved with show, felt that they were convinced. Nonetheless, an aspect that should not be 
forgotten is the role of the character, our study showed that the progress of being convinced is 
highly dependent on the relationship to the character. For instance if the relationship is 
negative then the audience will show difficulties in being convinced. Even though the 
relationship might be positive it does not for that reason automatically indicate that the viewer 
will be convinced, for example, capital goods requires a character that is taken seriously 
whereas with nondurable this fact becomes less important.  
 
Avery and Ferraro (2000) divide different TV-shows into different tones of program. The 
respondent all agreed on placing Seinfeld as a humorous program and American Idol as a 
competitive program. Moreover, according to Avery and Ferraro’s (2000) study, brands 
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appear with a higher frequency in competitive programs compared to humorous programs. 
However, the respondents in this study were, in contradiction to Avery and Ferraro’s study, 
able to identify more products in Seinfeld than in American Idol. According to the 
respondents they claimed that the humours tone of Seinfeld did not have any affect on how 
they viewed the products. Meaning that the tone of the program did not make any difference 
on how they would have viewed the products. However they further claimed that the 
competitive tone of American Idol helped to create involvedness, and as mentioned earlier 
involvedness is an important factor in order to create symbolic values and to convince.  
 
Avery & Ferraro (2000) claims that the most common evidence to tell when the level of 
prominence is high, is when the product or the brand is highly visible in both size and screen 
position. Another important variable regarded by the authors is the products centrality to the 
scene. The respondents agreed that a prominent placement has the characteristic of being 
highly visible for instance in the foreground of the screen. They also agreed that the products 
centrality to the scene is a decisive factor for prominence. However, the respondents 
described that this theory is insufficient since it leaves out three decisive factors for 
prominence: 
     Audio – If the product is verbally mentioned during a major part of the show or during the 
entire show, it should then be regarded as prominent
     Audio/visual – Moreover, an audio/visual placement was also regarded as prominent by the 
participants, since it has a tendency to become too exaggerated and over-explicit. 
     Number of recurrences – The number of reoccurrences that the product is mentioned also 
constitutes as a decisive factor for prominence. The more often, either verbally or visually, the 
higher level of prominence. In addition these kinds of placements affect the viewer in a 
negative way.  
 
Avery and Ferraro (2000) points out that contrary to prominence is subtleness which refers to 
those placements when the product or brand is shown in a smaller size, for instance in the 
background along with multiple products or for a shorter period of time. The respondents 
agreed with these facts but added a few aspects that should be regarded. They pointed out the 
importance for the product to harmonize well with its environment and preferably be 
presented visually. In addition it became evident during our group session that sometimes a 
subtle placement needs the assistance from a prominent placement in order to be seen. The 
respondents claimed that a subtle placement will have a positive affect on the viewer since it 
will not be viewed as advertise. 
 
Furthermore Avery and Ferraro (2000) points out the importance of having a character 
portraying the product. The authors claim that there are two different types of pairing with the 
character, explicit or implicit. Moreover, Avery and Ferraro points out that when a product is 
portrayed by a leading character the outcome becomes more positive than if the product is 
portrayed by a real-life character. The respondents were able to find both explicit and implicit 
pairing. However, it was only one respondent who felt that it was important if the product was 
portrayed explicit or implicit by the character, he further claimed that he preferred an explicit 
pairing. The other respondents put more emphasis on which character the product was paired 
with. For instance, one respondent claimed that, if you for instance consider James Bond a 
cool and thrilling person and you see him driving around in a shiny new car, you will then 
most likely apply that symbolic value to the car and thereby deem the car as cool as Mr. 
Bond. The other respondents agreed with that claim and in addition stated if a product is 
portrayed by a character that you feel affectionate about you will then most likely apply those 
feelings towards the product. When watching American Idol one respondent said that she 
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where bothered by an observation that she made regarding the Coca-Cola placement in the 
background behind the interviewed contestants. This placement was apparent two times and 
both of those times they were placed with, in her mind, the two cutest girls in the show. This 
made her upset in the sense that se realized that the intention was to only display Coca-Cola 
along with those who have a more favourable appearance. Nonetheless, she pointed out that if 
you are not aware of that this is the case then it could be an effective way of placing the 
product, but there is always a risk that it could foster counterargumentation. 
 
Avery and Ferraro (2000) explain that it can be very difficult for the audience to distinguish 
whether the placement is paid for, not paid for or paid for integrated. The two most 
distinguished characteristics for a paid for placement are: That the product is either visually or 
auditory repeated and that the product is paired with a character. Furthermore, they claimed 
that a paid for placement could be both presented visually or verbally.  Two other factors that 
were brought up during the session were if the placement is prominent and not shown along 
any other brands, then the placement is most likely paid for. The respondents all agreed that if 
the placement is paid for and at the same time integrated with the plot, it most often is 
presented in a positive way since no company would pay for a negative integration. 
Furthermore, a non-paid for placement was described by the respondents as, all placements 
presented in a negative way. Another description that was brought up concerning none paid 
for placements was that it at times can become such an apparent win-win situation for both 
parties that a money transaction is not necessary. 
 
The table below presents factors to take into consideration when deciding type of product 
placement. The factors are presented and divided into three different levels of importance (see 
table 4).  
 
Table 4: Important factors when deciding type of product placement 

Important factors when deciding type of product placement

Factors 1 2 3
Mode of presentation 2
Relation to the program 1
Tone of program 3
Level of prominence 1
Type of pairing with the character 3
Intention of the placement 2

Note: 1 = Very important; 2 = Important; 3 = Less important 

 
Relation to the program and level of prominence were according to our focus group two very 
important factors. Furthermore, the focus group thought that mode of presentation and 
intention of the placement should be regarded as important factors and that tone of program 
and type of pairing with the character were the two least important factors.  
 

5.2 Affects of Product Placements 
Russell (2002) presents a theory how the different modalities combined with the level of plot 
connection can affect the level of recognition and the attitude. Firstly, we will analyse the data 
gathered regarding recognition, starting with the theories by Russell who claims that 
incongruency has no affect on recognition. Our respondents did not agree with Russell on this 
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particular issue, instead they claimed the opposite. The participants thought that a visual 
placement together with high plot connection was the most favourable way of creating 
recognition. All of the participants except one also agreed that the Kenny Rogers placement 
should be regarded as an incongruent placement and that this kind of placement have a 
positive affect on recognition. The respondents furthermore claimed that the second aspect of 
incongruence, low plot connection combined with an audio placement, has a negative affect 
on recognition. Moreover, Russell (2002) said that congruency as well as incongruency has no 
affects on recognition. In this question the participants agreed with the theory and they further 
added that they thought a congruent placement could even have a negative affect on the level 
of recognition. For instance, the respondents claimed that Coca-Cola and Cingular were to be 
regarded as congruent placements and that these types of placements have a negative affect on 
recognition. 
 
The next statement Russell (2002) points out in her theory is: A placement with high level of 
plot connection or an audio placement has a positive affect on recognition. The respondents 
agreed that a high plot connection raises the level of recognition, for instance, the participants 
said that SAAB and TWIX were two products with a high plot connection that were easy to 
remember. However, they did not agree that an audio placement has a positive affect on 
recognition instead they claimed that a visual placement is easier to remember than an 
auditory.   
 
Russell (2002) claims that a placement with low level of plot connection or a visual placement 
has a negative affect on recognition. The respondents felt that this statement as well as the 
previous was partially correct. They agreed that a low level of plot connection has a negative 
affect on recognition. For instance, they said that Cingular which had a very low plot 
connection would not be remembered for a very long time. However, the respondents did not 
have the same opinion as Russell (2002) regarding the last part of the statement. They thought 
that a visual placement has a positive affect on recognition and one participant explained that 
if the product is made for showing off, for instance a cool and brand new car, it will most 
likely be remembered better if shown visually. Nonetheless, if the product do not possess the 
characteristics of a nice exterior design, for instance groceries, a verbal placement would be 
more suitable in order to obtain recognition. Furthermore, one respondent brought up that a 
product which is repeated verbally over a number of times could possibly have a positive 
affect on recognition since the products becomes drummed into ones head. 
 
Some of the respondents also pointed out that they thought Russell’s (2002) theory lacked a 
few important aspects regarding recognition. One respondent claimed that if the product is 
linked to a character that you like, it will increase the chances of creating a positive affect on 
recognition, the other agreed to this statement. Another decisive factor for recognition that 
was brought up by one of the respondents was, that the level of recognition in many cases 
depends on the previous knowledge and the interests that a person has. He continued by 
giving an example of a person who comprise a passionate interest in cars and will for that 
reason most likely show a more positive affect on recognition on those placements involving 
cars. Another respondent felt that a paradox towards the theory was that it only brought up 
two modalities, audio and visual. She further claimed that there should be an audio/visual 
modality included in the theory and this because she found it troublesome to simply place 
Kenny Rogers and SAAB in an audio category or a visual category. 
 
Russell (2002) furthermore describes that different combinations of modalities and plot 
connection can affect the attitude in different ways. The theory starts off by claiming: An 
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incongruent placement has a negative affect on attitude. The respondents did not agree with 
the theory, instead they thought that the incongruent placement of a product with a high plot 
connection and visually placed had a positive affect on attitude. Furthermore, one respondent 
said that she was not bothered by the incongruent placement of Arby’s, which was made 
verbally along with a low level of plot connection. And she claimed that as long as the name 
was not mentioned repeatedly it did not have any negative affect on her. Another respondent 
made an example of the incongruent placement of Kenny Rogers, he said that he normally did 
not listen to his music, but this placement created a positive attitude towards the artist.  
 
The theories by Russell (2002) continue with the statement: A congruent placement has a 
positive affect on attitudes. Regarding this statement there were some differences among the 
respondents. One claimed that the congruent placement of Volvo in Seinfeld gave him a 
positive attitude compared to SAAB’s placement. Though, another respondent claimed that 
the congruent placement of Coca-Cola flashing in the foreground of the screen in American 
Idol made him disturbed. It became too obvious that this was a paid advertise.  
 
However, they all agreed that the most important factor affecting the attitude was not, like the 
theory claimed the combination of modalities and plot connection. Instead the respondents felt 
that there were other decisive factors regarding attitude. For instance, some of the respondents 
claimed that two important factors were the level of plot connection and prominence. For 
example they pointed out that SAAB and TWIX were too involved and way too prominent, it 
became too obvious that these products were placed there in a promotional purpose. The 
constant mentioning of TWIX were regarded as negative in the aspect of attitude. Moreover, 
the respondents said that if the attitude should remain positive the product has to harmonize 
well with its environment. One respondent also mentioned that even though the attitude 
towards a placement is negative it does not always affect the product, sometimes the 
negativity is directed towards the show.    
 
The table below presents the different modalities and the level of plot connections affect on 
recognition and attitude (see table 5). 
 
Table 5: The different modalities/plot connections affect on recognition & attitude       
The different modalities/plot connections affect on recognition & attitude

Factors for recognition 1 2 3
Incongruency 1
Congruency 3
High plot connection 1
Audio placement 2
Low plot connection 3
Visual placement 1
Factors for attitude 1 2 3
Incongruency 1
Congruency 2

Note: 1 = Positive affect; 2 = No affect; 3 = Negative affect  
 
The focus group thought that incongruency, high plot connection and visual placement had a 
positive affect on recognition. Moreover, they thought that audio placement did not give them 
any affect on recognition and that congruency and low plot connection gave them a negative 
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affect on recognition. Furthermore, they claimed that incongruency had a positive affect on 
attitude and congruency did not have any affect on the attitude. 
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6. Findings and Conclusions 
The previous chapters presented the findings from our empirical data and compared it with 
the data that the theory gave us. This chapter will provide with the answers to the research 
questions that were stated in chapter two. This will be done by drawing conclusions from our 
findings and thereby reaching our stated research purpose, which is to provide a better 
understanding of how product placement is used in television today. Finally, implications for, 
theory, practitioners and future research is presented. 
 

6.1 How can the different types of product placement be described? 
Product placement is a phenomenon that occurs in many TV-shows of today. A lot of people 
have the perception that product placement is simply the occurrence when a product or a 
brand can be seen or is spoken about. However, there is a lot more to it, a placement can be 
utilized in many different ways. Is the product presented visual, auditory or both visual and 
auditory, in what type of program is the product placed in, is it placed with a help of a 
character, is it prominent or subtle and what are the intention of the placement, all these 
influences works as decisive factors when explaining different types of placements. In order 
to get the most out of a product placement it is important to find the key combination for these 
factors, some products may work better with a visual placement and others with an auditory 
placement. It is important to understand what type of placement that suits the product best, in 
order to capture the eyes of the viewers.  
 
Based on our findings, a visual product placement is to prefer since it has the ability to 
generate new customers for the product by being convincing and in addition a visual 
placement synchronizes superior with the environment than an auditory placement. It is also a 
more useful strategy when presenting a product that possess a nice exterior design and thereby 
have a value in being showed off. Furthermore, according to our findings, an auditory 
placement is not to prefer when the product or the brand is new to the market, it is more 
difficult to recognize a new product which is only mentioned verbally. However, if the 
product is more ordinary, for instance groceries, and also well known to the viewer, an 
auditory placement could in order to reinforce the recognition of the product be more suited. 
 
Another important factor to bring up when discussing different types of placements is the 
viewer’s relationship to the program in which the product is placed in. Based on our studies, 
the viewers that possess a good relationship with the show also possess a higher possibility to 
create a symbolic value connected to the product thus the chances of convincing those 
increases. For that reason this factor is regarded as important to firms. They should place their 
products in programs that have a similar audience as their products target group in order to 
reach the right segment. One further aspect that has to be mentioned is the importance of the 
characters in a program. Our conclusion is that even if a viewer like the show his or hers 
emotions towards the character portraying the products is vital in order for the product to 
convince. If the character is seen upon as clumsy or unintelligent the risks increase that the 
viewer will not be convinced. If the presented product is capital goods this statement is highly 
important, because these kinds of products require a character that is taken seriously in order 
to convince the audience. Thus making the relationship the viewer develops with the character 
an important factor for how we will perceive the product.  
 
Programs that product placement occurs in can be divided into different tones. Based on our 
findings, there is no evidence that this factor is of high importance. However, competitive 
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programs have an enhanced ability to create involvedness, but not automatically to the degree 
that it creates a symbolic value or convince.  
 
One of the most important factors for a product placement is the level of prominence, the 
product could either be presented prominent or subtle. According to our studies, there are four 
different factors that distinguish a prominent placement. Firstly, if the product is highly 
visible in both size and screen position. The second factor is if the product is mentioned 
verbally several times during the entire program. Moreover, if the product is presented both 
visual and auditory the placement should be regarded as prominent. Finally, the number of 
recurrences, the more the product is visually shown or verbally mentioned the higher level of 
prominence. When describing a subtle placement our findings distinguish three factors to take 
into consideration. First, the product is in contrary to prominence placed in the background 
together with multiple products and for a shorter period of time. Secondly, the product has to 
harmonize well with the environment and finally, the placement should be presented visually. 
In conclusion we would like to point out the importance of the placements level of 
prominence. The key is to find an alternative which is not in conflict with being too prominent 
or too subtle. Based on our findings, a prominent placement enhances the level of recognition, 
however, a subtle placement is less likely to be remembered but develop more positive 
attitudes.   
 
The final factor that distinguishes the types of product placement is the intention of the 
placement, if the placement is paid for, paid for integrated or not paid for. According to our 
findings, a paid for placement could be identified by the characteristics that the product is 
either visually or verbally repeatedly displayed, or if the product is linked to a character. An 
integrated paid for placement has the characteristics of presenting the product in a positive 
way, while a non-paid placement often is presented in a negative way. 
 
In conclusion you can say that these different factors are not equally important when deciding 
and utilizing product placement, but they all are important factors when describing different 
types of placements. Based on our studies the two most important factors in order to achieve 
the most out of the placement is the level of prominence and the viewers’ relation to the 
program.  
 
These are the specific conclusions that can be drawn regarding research question one: 
 

• There must be a strong relationship with the program in order to create a symbolic 
value. 

• A visual placement is more preferable than an audio placement in terms of being 
convincing. 

• There must be a strong relationship with the program in order to be convincing. 
• The type of character and the relationship to him/she is important for how we relate to 

the product. 
• The level of prominence affects the level of recognition. 

 

6.2 How does product placement affect the viewer? 
Product placement can be a very effective tool for practitioners to use if the desired outcome 
is to enhance recognition and change attitudes. However there are a number of factors that 
must be considered if the objectives are to be fulfilled. In our study we found out that 
incongruent placements in deed have a positive affect on recognition, since it was shown that 
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the audience is more likely to remember those placements that are visually displayed along 
with high level of plot connection. On the other hand, one can not make the generalization 
that incongruency always has a positive affect on recognition. The reason for that is the 
second aspect of incongruency, low plot connection along with an audio placement, affects 
recognition in a negative way. Meaning that, viewers are more likely to forget those products 
that are briefly mentioned without having anything to do with the context of the show. This 
because it at times can be difficult to understand what has just been said, rapid and indistinct 
voices can be complicated to follow thus increasing the risks that important messages will not 
reach the intended receiver.  
 
However, our study found that there are some instances when an audio placement has positive 
affects on recognition. Those occurrences are when the product is repeated verbally over and 
over again and in a sense becomes drummed into ones head. We could thereby claim that the 
number of times the product is mentioned correlates with the level of recognition. Audio 
placements are also suitable for those products that are not made for showing off, for example 
every-day goods such as groceries and candies will be remembered better if they are 
mentioned verbally. However, only a mentioning of the brand is not likely to affect the 
audiences’ recognition, the brand has to be repeated over and over or having its unique 
characteristics described. But still it was apparent in our study that visual placements are 
always remembered better than audio placements. This is because visual images have the 
ability to construct a visual imprint in the mind which is far more effective than something 
mentioned. Capital goods that posses eye-catching exterior design are especially suitable to be 
displayed visually since a mentioning, of for example, the brand of a car would not mean very 
much for the audience. But if the audience gets to see the product in use, than it will create a 
more positive affect on recognition and will thereby be remembered better. In addition it 
should be mentioned that our study found that the more sense that are being activated the 
higher level of recognition. For that reason it is important to include the audio/visual mode as 
a significant aspect to be regarded when investigating the affect of recognition.  
 
Our study found that the most important factor regarding the success of recognition was high 
level of plot connection. And regarding level of plot connection it could be said that it 
operates as a booster for recognition, in the sense that it adds power to the influence of 
recognition, the higher level of plot connection the higher lever of recognition, regardless of 
mode of presentation. Another factor that became apparent during our study was that the 
interest and prior knowledge also should be regarded as a decisive factor for recognition. If 
the product that is placed is of interest for the person watching and if he/she has prior-
knowledge of the product than it is more likely that he/she will remember the product. The 
final aspect that became evident during the study was that the character has an immense 
impact on how the viewer will remember the product. If the character is of a persons liking 
than it increases the chances of creating a more positive outcome on recognition. 
 
It became apparent during our study that the models created by Russell (2000) are somewhat 
insufficient and way to simplified. It leaves out a number of important factors such as: 
Audio/visual, character involvement, prominence.  
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With that in mind and for the reason that our findings showed a great deal of incoherent 
information compared to the findings of Russell (2000), we decided to create a model that 
summarizes an alternative way of looking at the factors affecting recognition (see figure 5a & 
5b). 
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Figure 5a & 5b: Factors affecting recognition 
 
We can thereby outline the following conclusions for recognition with regard to research 
question number two:  

• Any instances of audio/visual placements will have a positive affect on recognition. 
• Audio placements will be remembered better if the level plot connection is high. 
• Visual placements will always be remembered better regardless of plot connection. 
• A prominent character associated with the product enhances the level of recognition.  

 
Regarding the factors concerning attitude it was shown that incongruent placements, visual 
placements along with high plot connection or audio placements along with low plot 
connection, positively affects the attitude. This is because an unexpected audio mentioning 
that pops up in a dialogue easily escapes the mind of the viewer and thereby making the 
placement unable to create any negative attitudes. The result of this, that became apparent 
during our study, was that the viewer does not become bothered by the placed product and for 
that reason it should be considered to have a positive affect on attitude.  
 
Our study showed that there are two factors that are to be considered the most important 
regarding the success of an attitude change. Firstly, regardless of the mode of presentation the 
placement has to harmonize well with its environment, if this is not the case then it will have a 
negative affect on attitudes. The reason for that is that the audience will feel that the 
appearance of the product has nothing to do with the context of the show and thus raising 
viewers’ suspicion and prompting counterargumentation. Secondly, our study showed that the 
second most important factor for attitude change was the level of prominence which was 
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considered disturbing if regarded too prominent. Meaning, if the product is displayed over-
prominent, regardless of mode, it will create a negative affect on attitudes. This is because it 
becomes obvious that the product is integrated for a promotional purpose and that the 
producers are more concerned with making money than they are with the aesthetics of the 
production. The same goes with audio/visual placements which are considered too 
exaggerated and over-explicit thus creating the similar attitudes as with prominence.  In 
addition, our study showed that the role of the character is not to be neglected, if he is of a 
person’s liking, then the attitudes towards the product will be affected positively. This is 
because a person who is a fan of the actor/character of the show will display a higher 
tendency to become involved in the context of the show and as a result the actor/character has 
the power to create a symbolic value towards the product, which is a corner-stone for 
convincing the audience. However, if the actor/character is unable stimulate involvedness 
then he/she will never reach the point of convincing the viewer.  
 
For the same reason as with recognition we developed an alternative way of looking at the 
factors affecting attitudes (see figure 6a & 6b). 
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Figure 6a & 6b: Factors affecting attitudes  
 
We can thereby outline the following conclusions for attitude change with regard to research 
question number two:  
 

• The products that are placed must correspond with the environment in order to create 
positive attitudes. 

• Any instances of audio/visual placements will have a negative affect on attitude. 
• The character/actor must be of consent for the viewer in order to create positive 

attitudes. 
• Subtle placements gain more positive attitudes compared with prominent. 
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6.3 Implications/recommendations 
The stated conclusions in the above sections will work as guideline to construct the following 
implications. This section will bring up implications for theory, implications for practitioners 
and finally, implications for future research. 
 

6.3.1 Implications for Theory 
The purpose of this study was to provide a better understanding on how product placement is 
used in television today. This was done primarily by describing product placement and the 
already existing theories within our stated research questions. However, we also explored 
product placement by collecting new data through a focus group and we begun to explain by 
answering our stated research questions. Our findings and conclusions both confirmed and 
strengthen the theories at several points. However, we were also able to add a few variables to 
the existing theories; audio/visual, character, interest and prior knowledge. These factors 
became apparent during our study and they all had an affect on recognition of the products 
placed. Furthermore, it was found that consenting character, harmonization with environment 
and level of prominence affect the attitude towards the product placement.      
 

6.3.2 Implications for Practitioners 
This section will bring up implications for practitioners which can be seen as suggestions to 
managements based on our data and findings. The following implications are based on 
empirical data, analysis and conclusions conducted during this study. 
 
This thesis has on several occasions pointed out the many advantages that product placement 
has over traditional advertising. However, there are a number of factors that managements 
need to be aware of before engaging in product placement activities. These factors are 
presented in the below bullet points: 
 

• When the desire is to include the product in a dialogue in order to have an auditory 
placement, one must ensure that it fits in the script. Any line that is regarded out of 
place will be viewed upon with suspicion. However, if the desired outcome is to create 
a prolonged imprint in the minds of the viewers than a reoccurring audio placement is 
suitable. 

• Companies who wish to display their product visually should keep in mind that it is 
more suitable for products with a stylish exterior or any other unique features to be 
displayed visually. It is not necessary for nondurable to be presented visually. 

• Managements should also ensure that the product is being placed in a relevant 
production. This is because interest and prior knowledge is a decisive factor for how 
well we will remember the products. Moreover, all placements that do not harmonize 
with its environment will create negative affects on attitude. Therefore it is important 
for practitioners to reflect on the extent that the product correlates with the 
context/values of the show, for example: Sporting goods – Sport shows, Kitchen 
equipments – Food shows etc.  

• Pairing with the character is another factor that needs to be considered, our study 
showed that it is especially important when promoting capital goods. In all 
occurrences it is important to pair the product with a character/actor that is in general 
considered as a sympathetic person, however, with capital goods there is an additional 
factor that needs to be considered. The character/ actor must be regarded as a serious 
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person since someone viewed upon as a fool will not be taken sincerely. The risk is 
that he/she might create suspicion whether the product is as good as proclaimed. 

• Subtle placements are regarded as the most efficient for achieving positive attitudes 
However, the problem with these kinds of placements is that they can easily be missed 
and thereby it can at times be necessary to create awareness of the subtle placement by 
presenting an additional prominent placement.  

• Audio placement suits products which are already well-known better than a new 
product, due to the fact that the audience more likely will miss an audio placement of a 
new product because they do not know what it is.  

6.3.3 Implications for Future Research 
We have throughout the thesis been trying to explain the many benefits by placing a product 
successfully, how it is an excellent tool for enhancing recognition and changing attitudes. For 
that reason it is important to have in mind that product placement is an advertising activity 
that constantly changes. Managements need to be up to date with the new findings, regarding 
product placements, which evolve constantly. Our study investigated product placement as a 
phenomenon with a somewhat broad perspective and only briefly investigated the affects of 
the character, however, it was evident during our study that different characters signals 
different values. Therefore we suggest that future researchers should focus on the factors 
concerning pairing with a character. We recommend the researchers to consider the following: 
 

• More research on how the use of a character can enhance the brand image. 
• Researchers should investigate what type of character is regarded most suitable to be 

paired with a product in order to enhance the brand image. This could be done by 
performing a quantitative study. 

• Researchers should also look at the drawbacks that could come with using a non-
suitable character. 

• The use of a different sample selection. It would be interesting to investigate how 
managements evaluate which character is most suitable to place the product with.
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APPENDIX A  
Intervju Guide – Svenska  
 
Hur kan de olika typerna av produktplacering beskrivas? 
 
Sätt att presentera 
 

• Visuell. Hur? Varför? 
• Audio. Hur? Varför? 
• Audio/visuell. Hur? Varför? 

 
Relation till programmet 
 

• Engagemang. Hur? Varför/varför inte? 
• Symboliskt värde av produkten. Hur? Varför/varför inte? 
• Övertygande. Hur? Varför/varför inte? 

 
Programmets karaktär 
 

• Humoristiskt 
• Seriöst 
• Tävlingsinriktat 
• Informativt 
• Science-fiction 
• Verklighetsbaserat 

 
Nivå av tydlighet 
 

• Tydlig. Hur? Varför/varför inte? 
• Diskret. Hur? Varför/varför inte? 

 
Typ av koppling med karaktären 
 

• Uttalad. Hur? Varför? 
• Underförstådd. Hur? Varför? 

 
Avsikten för placering 
 

• Betald för? Varför/varför inte? 
• Ej betald för? Varför/varför inte? 
• Integrerade placering? Varför/varför inte? 

 
Någonting att tillägga? 
 

 
 

 



 

Hur påverkar produktplacering tittaren? 
 
Igenkännande 
 

• Ej matchande har ingen påverkan på igenkännandet. Hur? Varför/varför inte? 
• Matchande har ingen påverkan på igenkännandet.  Hur? Varför/varför inte? 
• En placering med hög sammankoppling med handlingen eller en Audio placering har 

en positiv påverkan på igenkännandet. Hur? Varför/varför inte? 
• En placering med låg sammankoppling med handlingen eller en visuell placering har 

en negativ påverkan på igenkännandet. Hur? Varför/varför inte? 
 
Attityd 
 

• Ej matchande har en negativ påverkan på attityden. Hur? Varför/varför inte? 
• Matchande har en positiv påverkan på attityden. Hur? Varför/varför inte? 

 
Någonting att tillägga? 
 
 
 
 

 
 

 



 

APPENDIX B  
Interview Guide – English   
 
How can the different types of product placement be described? 
 
Mode of presentation 
 

• Visual. How? Why? 
• Audio. How? Why? 
• Audio/visual. How? Why? 

 
Relation to the program 

 
• Involvedness. How? Why/why not? 
• Symbolic value of the product. How? Why/why not? 
• Convincing?  How? Why/why not? 

 
Tone of program 
 

• Humorous 
• Serious 
• Competitive 
• Informative 
• Science-fiction 
• Reality based 

 
Level of prominence 
 

• Prominent. How? Why/why not? 
• Subtle. How? Why/why not? 

 
Type of pairing with the character 
 

• Explicit. How? Why? 
• Implicit. How? Why? 

 
The intention of the placement 
 

• Paid for? Why/why not? 
• Non-paid for? Why/why not? 
• Integrated placement? Why/why not? 

 
Anything to add? Connection  

 

 
 

 



 

How does product placement affect the viewer? 
 
Recognition 
 

• Incongruency has no affect on recognition. How? Why/why not? 
• Congruency has no affect on recognition. How? Why/why not? 
• A placement with high level of plot connection or an audio placement has a positive 

affect on recognition. How? Why/why not? 
• A placement with low level of plot connection or a visual placement has a negative 

affect on recognition. How? Why/why not? 
 
Attitude 
 

• Incongruency has a negative affect on attitude. How? Why/why not? 
• Congruence has a positive affect on attitude. How? Why/why not? 

 
Anything to add? 
 

 

 
 

 



 

APPENDIX C  
Television shows reviewed by the focus group: 
 
Seinfeld – The dealership: Season 09, Episode 11 
 
American Idol: Season 05, Episode 26 
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