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Abstract 

Product placement over the past few decades have gained tremendous popularity and the investment 

in the practice has increased rapidly. Products placements are attractive for moviemakers and 

producers because it allows them to cover a substantial part of their production budget. The brand 

owners and marketers are also very interested in placing their brands in the movie and it is very 

normal that a movie contains about 20 different brands in a movie.  

Plenty of research has been done on the effectiveness of product placement however most of the 

studies are based on short movie clips that only contain few brands. Furthermore most of the 

research had only applied either recognition or recall test however research on memory has shown 

that one can also retrieve information unconsciously through implicit memory tests. It was therefore 

evident that there is a research gap which has yet not been explored. The question therefore was that 

when movies are watched in natural settings and in its full duration, how many product placements 

would an audience able to remember, when one runs both the explicit and implicit memory tests?  

With this question in mind a field experiment was conducted where the subjects saw the movie 

“The Hangover Part II” and their memory for product placements were measured on an aided recall 

test and a word fragment test.  

The movie contained a total of 30 brands and the results showed that the 32 people who participated 

in the experiment were able to remember an average of 4.81 brands through explicit and implicit 

memory tests. One of the reasons that such small numbers of brands were remembered could be 

because movies are watched for entertainment purposes and the subjects would be more interested 

in following the story unfold and the characters they see in the movie and less interested in the 

product placement. Due to this they might not be able to pay attention to product placements in the 

movie. Even if they were able to pay attention to the placements it is likely that they will forget 

about it soon after due to our limited memory capacity or just because product placements are not 

important for their comprehension of the story.  Furthermore the results also showed that there was 

no change in the subject’s attitude towards the brands that were remembered from the movie.   

 

These results suggest that product placements are not very effective as a marketing tool and 

marketers therefore should think twice before placing their brand in the movie. But their brand 

might not be seen in the movie, if it is seen then it might not be remembered later and even if it is 

remembered later people will not have any positive attitude towards the brand. 
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1. Introduction 
“We couldn't afford to make those movies if we didn't have those sponsors - it's a fact of life and it's 

been happening for the past 50 years. I don't know what all the fuss is about."  

- Daniel Craig
1
  

Marketers constantly strive towards getting the attention of the consumers for their communications 

messages. But with the constant development of technological products, consumers are increasingly 

able to avoid mass media advertising. Commercials in radio can be avoided by changing the 

channel with the press of a button; TV commercials during programs are used as breaks to go to the 

toilet or to do other things and remote controls are used frequently to switch to another channel 

when commercials are shown. Then there are digital recorders that allow consumers to fast forward 

the commercials. All in all it has become a daunting task for marketers to avoid all these hindrances 

and fight through the advertising clutter just to get 30 seconds attention of the consumer.  

Therefore marketers try to find new ways and new media and communication channels to get their 

advertising message through to the consumer. One of those channels that has gained tremendous 

popularity in the last few decades and continues to grow is product placement, where a branded 

product appears in movies, television programs, music videos or even in song lyrics. The reason for 

the popularity of product placement can be attributed to the fact that it allows advertising messages 

to be embedded in another type of communication, thereby blurring the lines between commercial 

messages and entertainment. It allows marketers to reach consumers without being interrupted and 

catching the audience when their guards are down and when they cannot avoid the message.  

The reason for advertisers to use product placement is to gain exposure, promote the product and 

create a positive attitude towards the brand that hopefully would lead to purchase. The reason why 

entertainment industry is so fond of product placement is primarily for financial purposes. 

Productions budgets have shrunk to a point where production companies are increasingly forced to 

look to alternative sources for funding (Hudson & Hudson, 2006). The latest James Bond movie 

had a production budget of $200 million (boxofficemojo.com1) and Heineken beer paid an 

estimated $45 million to appear in the movie, while the movie also contained product placement for 

26 other brands (businessinsider.com). Although it might never be revealed how much other brands 

                                                           
1
 http://www.bbc.co.uk/newsbeat/20072199 

 

http://www.bbc.co.uk/newsbeat/20072199
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paid to appear in this movie, it can be expected that producers might have covered a substantial part 

of the production budget through product placement deals.  

Spending on product placement has been increasing every year and according to Consultancy PQ 

Media report, global spending on product placement in movies was $1.53 billion in 2011, an 

increase of 6.8% from 2010 (marketingmag.com.au). And it was expected that global spending on 

product placement in all media formats will be $8.25 billion by the end of 2012 (ibid.). 

Product placement does not only help in covering a substantial part of the production budget, but it 

also adds to the authenticity of the scene and movie. So if an actor is supposed to be driving a car or 

having a drink in a scene it is only natural that a product is consumed that consumers in the real 

world use as well, which only make the scene look more real, authentic and relevant.  

Not all the products that feature in the movies are paid for, some products are featured in order to 

support the content and to enhance the program or story. But the coverage of product placement in 

the media always focus on those brands that have paid to be featured in the movie, leading many to 

believe that cash payments are made for each and every placement. A viewer cannot always know 

which products appear as a result of a deal and which ones appear purely for creative purposes. For 

example The Macallan whiskey featured in several scenes in “Skyfall” and it was even mentioned 

in a scene as Bond’s favourite, but Macallan did not pay a single penny for it, though they did give 

the clearance to the producers to use their product. But it created such an impact that after the 

release of the movie the term “Macallan” increased by 150% in search volume and on Google 

“Macallan” and bond references became first-page result. The analysis division of Front Row 

Marketing Services estimated the value of its appearance in Skyfall at $8.98 million 

(brandchannel.com1).  

As is evident product placement has becomes increasingly important. The film producers love it 

because of the money it provides them, and marketers use it as it gives them a chance to create an 

impact which they might not be able to achieve through regular advertising.  

1.1 Problem 

The number of brands appearing in a movie is ever increasing and it is rather normal that a big 

budget movie today can have more than 30 different brands. In 2011 the movie with the most 

identifiable brands was “Transformers: Dark of the Moon” with 71 brands, in 2010 “Iron Man” had 

64 brands and “Sex and the City” from 2008 had 94 different brand appearances 
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(brandchannel.com1). In comparison, 2012 lacked far behind with 38 being the highest number of 

brands in the movie “Ted” During 2012, 34 movies made it to the top of the U.S. box office that in 

total had 397 brands with an average of 11,7 product placement per film. This is the lowest average 

since they started counting in 2001, but in the last 3 years, from 2009 - 2011 the average number of 

product placement per film has been close to 18 (ibid). One has to keep in mind that 9 out of those 

34 movies in 2012 were those that were either animation movies or movies that were set in time 

period during which product placement would be few or impossible such as “The Hobbit”, “Snow 

White and the Huntsman” “The Hunger Games” or “Underworld Awakening” (brandchannel.com2).  

In any case the average number of product placement per film is quite high, which means that there 

are numerous brands that have paid to appear in the movie and they all wish to create an impact on 

the audience. But people watch movies to be entertained, therefore their focus is on watching the 

movie and watching the story unfold and not on the products in the movies.  

Many cognitive psychologists believe that a person’s capacity to focus their attention is limited and 

that cognitive resources will be divided between the primary task and the remaining as spare 

capacity (Kahneman, 1973). The limited processing capacity that audience members have must be 

divided between the program storyline and other information, such as product placement. So when a 

viewer is watching a movie, his primary objective is to be entertained thus he will be engaged in 

following the story of the movie, which leads us to the main question: does the audience even pay 

attention to all those product placement and are they even able to remember them afterwards?  

The capacity of the human mind is limited hence we cannot process and remember everything we 

hear or see. Cognitive psychologists say that our minds have an ability to remember what is most 

important without recalling many of the details, even if we probably registered all of the details 

(Hunt & Ellis, 2004). Putting that into a movie viewing context, people will be able to remember 

the story of the movie in a broader sense and how it unfolded without being able to remember every 

detail of the movie. And they will probably not be able to recall many of the product placements 

because it is not important for understanding of the movie, even if they did discover them.  

A great deal of research has been done in the past about audience’s processing capacity of product 

placement measured by their ability to remember and recall the products and brands, thereby 

establishing the success of the practice. But most of that research has been conducted in sort of 

“laboratory” settings, where subjects are shown a short movie clip, mostly ranging between 5-10 
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minutes and then are immediately given a questionnaire, where they have to answer which products 

they remember having seen in the movie clip. In other instances researchers have used experimental 

designs where they only measured recalled ability of few brands. A test by Karrh, cited by Gregorio 

(2005), used 33 minute clip from Raising Arizona and measured recall for five brands only. 

Vollmers and Mizerski (ibid.), showed 6 minute clip from Gorillas in the Mist and Mr. and Mrs. 

Smith each containing 2 brands, where 93% of respondents were able to recall those brands. 

Similarly in another study by Saberwahl & Griffin (ibid.), 10 minute clip of the movie Days of 

Thunder was shown including 4 brands where 65% of respondents could recall brands that were 

both visually and verbally present and 43% for visual only brand. 

But in the real world movies are either watched in the cinemas or at home and are not just few 

minutes long but can have a duration of anywhere between one hour to 3 hours, and it can possibly 

contain many brands.  

There have also been studies in the past based on the entire length of the movies such as the one by 

Steortz, cited by Babin and Carder (1996), who conducted a research showing five different films in 

theatre, but the research was focused only on recall of five brands from each film and the 

conclusion was that an average of 38% of respondents were able to recall brands from the films. In 

another study by Babin and Carder (1996) two entire films were shown, Rocky III and Rocky V, to 

each group which each contained 36 brands. But the focus of the study was on recognition of the 

brands and the research was conducted using a questionnaire where respondents were asked for 

each brand whether they remember seeing that brand in the movie. The respondents could answer 

Yes, No or Don’t Know, and the result showed 40% of the brands were recognized from Rocky III 

and 24% from Rocky V. The shortcoming of recognition test is that people can say yes to having 

seen a brand in the movie, even if it was not in the movie. For instance the group which saw Rocky 

III reported having seen 20% of the brands placed in Rocky V, which in reality they should not 

have recognized.  

Another problem is that most of the research in the past on audience’s processing capacity and their 

ability to recall products, have been conducted using explicit memory tests. Through explicit 

memory test, such as aided or unaided recall test, one can only test for memory that is retrieved 

consciously, while a lot of information can also be retrieved unconsciously, which is called implicit 

memory (Schacter, 1987). Just because a person is not able to recall certain information, in this case 

a product or brand, does not mean s/he did not acquire it, but it is probable that it is part of her/his 
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unconscious memory which can be acquired through implicit memory tests, thereby establishing the 

true limits of a person’s memory capacity (ibid).  

There has been plenty of research on effectiveness of product placement in movies based on explicit 

memory, but very little research has been conducted using implicit memory tests. One of the studies 

which used both explicit and implicit memory tests was conducted by Law and Braun (2000), but 

their test was based on two 10-minute clip from the TV show Seinfield, which each contained 6 

brands. Another one which also used both explicit and implicit tests was conducted by Gregorio 

(2005) who tested for effectiveness of product placement in movies and video games. His movie 

test was based on a 50 minute movie clip of Minority Report, but his interest was only in brands 

which appeared visually in the movie, while he edited all other brand appearances out of the clip 

such as audio and visual or only audio.  

Keeping these previous studies in mind, their contribution to the field of product placement 

effectiveness and also their short comings, one is able to realize that there is a substantial research 

gap which has not yet been explored. The question therefore is that when movies are watched in 

natural settings and in its full duration, how many of the product placement is an audience able to 

remember, when one runs both the explicit and implicit memory tests? This is the research gap that 

I wish to fill with this study. 

 

1.2 Problem Statement 

 

How is product placement processed when movies are watched in its entirety and in natural 

settings?  

 

The problem statement leads us to following research questions: 

 RQ1. What is the amount of brands that a respondent can remember on an explicit memory 

test? 

 RQ2. What is the amount of brands that a respondent can remember on an implicit memory 

test? 

 RQ3. What is the relationship between brands remembered from the movie and attitude 

towards those brands? 
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1.3 Delimitation 

Product placement is a billion dollar industry and is used in different media formats other than 

films, such as TV-shows, music videos and computer games, but in this study the focus is only on 

product placement in movies.  

Since the focus of this thesis will be on processing capacity of product placement, whether product 

placement is paid for or not should therefore be irrelevant, and also because it is impossible to find 

out which of the placed brands are paid product placement and which are not. It should also be 

irrelevant whether a Hollywood or a Danish movie is used to test the processing capacity of the 

audience, but since it is possible to access a list of brands featuring in a Hollywood movie through 

the brandchannel.com website, it will therefore be more appropriate to use a Hollywood movie.  

1.4 Theory 

In this section an overview of the theoretical framework that will be used in the thesis will be 

provided which will form the basis for answering the problem statement. 

I will start with looking at the theories of attention and consciousness, which go hand in hand 

because when we pay attention to something it also automatically becomes a part of our conscious 

processing. But our attention capacity is limited and it is not possible to process everything in 

parallel but one can only pay attention to one thing (Anderson, 2000). Furthermore there is also the 

theory of visual attention which tells us how the movement of the eye can adjust to intake specific 

visual attention (Kahneman, 1973). In a movie viewing context it is expected that people cannot pay 

attention to everything they see on the screen, so they will unconsciously focus us certain things 

while filter others out.  

Since the premise of this thesis is to find the amount of product placement a human mind can 

remember and recall, we will therefore also look into the theories of memory. One distinguishes 

between two types of memory, short-term and long-term memory, where short-term memory has 

limited capacity and the information stored is only available for a short period of time, while long-

term memory on the other hand has unlimited capacity and accessing the stored information has no 

time limit (Hunt & Ellis, 2004).     
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The theories mentioned above will form the theoretical base that will help understanding how much 

attention is paid during a movie while it also provides an insight into whether people have sufficient 

resources to pay attention to product placement or not. The theory of short and long-term memory 

explains the capacity of the human mind and how many product placements one can expect to 

remember.  

These theories can also help in either establishing or throwing off my point on how research on 

product placement’s effectiveness in the past has been flawed or is not representative of the real 

truth. Because first of all the subjects are only exposed to a short movie clip that would probably 

start somewhere in the middle of the movie, so the audience attention is likely to be quite high. And 

if the subjects already know they will be tested on product placement they will specifically look for 

that visual information in those clips and will be involved in conscious processing of that 

information. When they will be given a questionnaire right after the short movie clip, all the 

information will be quite fresh in their mind. Hence their ability to remember which brands they 

saw is likely to be high, which does not represent a real life movie viewing scenario.  

As regards the long term memory one has to distinguish between explicit memory which is the 

conscious recollection and implicit memory where performance on a test is facilitated without 

conscious recollection (Schacter, 1987). Because if a person is not able to recall certain information 

that is not to say s/he never acquired them or forgot them, but it is possible to access that memory 

through implicit memory tests.  

The knowledge gained from the theory of long term memory and explicit and implicit memory will 

form the basis of this empirical research where we hope to find how many brands an audience is 

able to recall through explicit memory test and whether the implicit memory tests can reveal the 

traces of more product placement. 

Furthermore Elaboration Likelihood Model will be reviewed in order to see whether product 

placement would lead to a change in brand attitude. Along with the ELM I will also use the 

Resource Matching Hypothesis, that predicts that persuasion towards the brand will be enhanced 

when there is a match between required and available cognitive resources (Anand & Sternthal, 

1987). More specifically it predicts that any message (strong or weak) will enhance persuasion if 

there is a "match" between required and available cognitive resources (i.e., RA = RR), but if a 

perrson allocates fewer resources to processing a message than what it requires (RA < RR), then 
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persuasion towards the brand will be diminished. Similarly if a person allocates more resources to 

processing a message than what it requires (RA > RR), the persuasion will also be diminished. The 

knowledge gained from these theories and hypothesis should help in understanding whether 

memory for product placement would lead to a change in the attitude towards that brand.  

 

1.5 Method 

In our quest to find out how many product placement the audience can remember when they watch 

a movie in natural settings and in its full duration, we will have to distinguish between two types of 

data, secondary and primary. Secondary data consists of previous research about product placement 

effectiveness. There has been plenty of research in the past based on explicit memory tests alone, 

but only two studies have been done on PPL effectiveness (Gregario, 2005; Law & Braun, 2000) 

that have used both explicit and implicit memory tests. Of those two, it is the research conducted by 

Gregorio (2005) that is the most interesting because it is the only study that has used a 45 minute 

movie clip to conduct both explicit and implicit memory tests. These studies will not only help 

getting some valuable data on how effective or ineffective product placement seems to be, but most 

importantly it will help developing hypothesis related to the research.  

Apart from the secondary data the main source of information will be our own empirical research, 

which will help in finding answers to our research questions. Considering the research objective and 

information requirements, a descriptive research design is deemed most appropriate to collect the 

necessary data. With regard to the descriptive research design the method for collecting data will be 

two-fold. We will first conduct a field experiment, where we will let the audience watch a full 

movie in a natural setting rather than in a laboratory environment, and follow it up by internet 

survey to gather the data. The purpose of the empirical research is to find out the respondent’s 

processing capacity of product placement through explicit and implicit memory tests and whether 

the brands processed through either of these memory tests enhances or diminishes persuasion.  

For the field experiment we will have to select a big budget Hollywood movie, which an average 

viewer is most likely to watch in his personal life as well. The reason for using a big budget movie 

is that those types of movies are the ones that have the most prominent product placement and 

contains numerous brands. If we use a movie with only few brands, participants then might be able 

to remember and recall all of them hence it will not give us any opportunity to examine implicit 
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memory for brand recall. The research is aimed at all forms of product placement whether it is 

audio, visual or audio-visual. In order to decide which movie to use, the brandcameo.com website 

will be consulted. It is however important to select a movie that is at least a couple of years old and 

that it is a popular movie so that the target audience would be willing to watch the movie again.  

The movie will be followed by a self administered questionnaire, where the questions will be based 

on the movie respondents have seen and will reflect the stated issues, research questions and 

hypotheses. The questionnaire will consists of two parts, one where respondents will be tested on 

their explicit memory for product placement and the other where they will be tested on their implicit 

memory for product placement. For the explicit memory test a free recall test will be administered 

and for implicit memory test a word fragment completion test will be applied. The implicit memory 

test will be conducted first and followed by the explicit memory test.  

Furthermore the snowball and the convenience sampling method will be applied to reach the target 

audience. With the chosen sampling methods it is possible that the subjects would be 

demographically similar, this means there might not be much variations in the collected data. But 

due to limited resources, time and the nature of the study the chosen methods seemed most 

appropriate and convenient. Additionally the snowball sampling methods would also allow us to get 

respondents from other than Denmark. 

 

A digital copy of the movie will be downloaded and shared with the target audience through e-mail 

and facebook. Participants would then have the possibility to watch the movie and fill in the 

questionnaire whenever and wherever they feel like it. Since we want to test effectiveness of 

product placement in natural settings and through explicit and implicit memory test, the purpose of 

the study can therefore not be disclosed as the participants could then focus on product placement in 

the movie which will contaminate the results. 

 

1.6 Structure 

This thesis consists of nine chapters in total. Chapter one is the introduction in which the problem, 

the problem statement, the delimitation, and the method and theory are defined. The second 

chapter presents the factual information about product placement, such as its history, the different 

types of product placement that exist, the reason for its success, the criticism that is raised against it 
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and how the future looks for product placement. Chapter three is the theoretical part of the paper, 

where the different related to this study will be presented and analysed. In chapter four a summary 

of some of the previous research on product placement will be presented and in chapter five the 

research questions and the hypothesis will be presented. In chapter six the research design of the 

experiment will be presented and in chapter seven the results will be presented and analysed in 

relation to the theories. In Chapter eight the findings of the data and the implications it can have on 

the practice of product placement will be discussed.  

2. Product Placement  

There are many definitions of product placement (PPL) in the academic literature from scholars and 

researchers. One of the definitions, that is used quite often in the literature, is from 

Balasubramanian (1994, p. 31) who defined it as a paid product message aimed at influencing 

movie (or television) audience via the planned and unobtrusive entry of a branded product into a 

movie (or television program). Gupta and Gould (1997) define the practice as incorporating brands 

in movies in return for money or for some other promotional consideration. Karrh (1998) disagrees 

with these definitions because they leave out some important aspects of the practice, for instance 

product placement  are not limited to movies and television only but can be included in any media 

such as video games, music videos and novels. Further, placements cannot always be considered 

unobtrusive, as particular brands may be used for promotional purposes. Karrh (1998) also names 

the practice for brand placement rather than product placement, because it is generally a particular 

brand, rather than a product type, which is highlighted. Although the term brand placement is being 

used in the academic studies (babin & carder, 1996; Reijmersdal, 2009;), product placement is still 

the most widely used terminology, hence the one that will be used in this paper.  

Furthermore product placement is always defined as “paid”, but it is impossible to know how many 

and which brands paid to appear in the movie and which did not, because of the complexity and 

secrecy surrounded around the practice.  Therefore, in this study, the term product placement will 

be used for any kind of placement, whether paid for or not.  

2.1 History of product placement 

One of the most famous examples of product placement cited in the literature is the Reeses Pieces 

in Steven Spielberg’s E.T. from 1982, where the character Elliott lays a track of Reese’s Pieces 
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through the woods in hope that the alien would follow them to his new home (people.com). The 

movie was a big hit and the placement was so successful that the sales of the candy increased by 

65% in three months (Galician, 2004). Many consider that to be the beginning of product placement 

but in reality the practice was started with the birth of motion pictures in the mid 1890s by the 

French filmmakers Auguste and Louis Lumiere (Newell et all, 2006). They started the business of 

product placement back in spring 1986 when they made a distribution and production deal with a 

distributor and promoter for soap manufacturer Lever Brothers, who would exhibit and distribute 

their films in Europe and United States. They shot a film of two women doing laundry with Lever 

Brother’s leading product Sunlight Soap, with the soap cases being prominently placed in front of 

the tubs. The film was shown in New York later that same year along with other shots directed by 

Lumiere brothers (ibid.: 579-580).  

Thomas Edison was the first person to understand the benefits product placement could provide and 

turned it into an ongoing business. He shot 52 films featuring trains, and in return for that 

promotion of rail tickets he would have his film crew transported for free to the locations by the 

same rail lines, thereby reducing the production cost (ibid.: 580). Some of Edison’s films were more 

like commercials than product placement, for example a 50 second movie shot in 1987 of men 

smoking in front of Admiral Cigarettes billboard, which is also credited as being the world’s first 

advertising film (ibid. & business-superstar.com).  

The next big thing in the product placement business was tie-ups, which started in the beginning of 

1920s. A tie-up was an arrangement between product manufacturer and movie makers in which a 

product manufacturer would pay for the advertisement of the movie in return for product placement 

or star endorsement of the product (Newel et all, 2006; 582). Typically the advertisement consisted 

of stills from the movie where the product was being used, such as the movie Dinner at Eight 

(1933) that showed cast members drinking Coca-Cola during brakes (ibid.). This practice was very 

successful as movies gained extra advertisement which increased the ticket sales and product 

manufacturers created an edge for their product due to its link with the stars of the movie. During 

the 1930s the tie-up business became more professional in a sense that different agencies provided a 

list of products that could be used on screen, instead of producers having direct contact with product 

manufacturers. The production houses saw a great deal of potential in this business that by 1939 

Metro-Goldwyn-Mayer (MGM) became the first studio in history to open a placement office 

(Galician, 2004). This was during the same time when the agency specialists, who dealt with 
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product placements, were given the name of “the exploitation agent” (Newell et. all, 2006; 584). 

Tie-ups never created any profit for moviemakers and neither were they designed as such, but 

according to Newell, Salmon and Chang (2006) the first movie to charge for product placement was 

Love Happy from 1949.  The movie had financing trouble so the signage rights of three billboards 

in the closing scene was sold to three different companies for a total of $54.500 (ibid.; 587).  

In 1950s and 60s product placement became such a regular feature of the film industry that many 

studios had contact list of companies and agencies who were ready to provide tie-ups merchandise. 

Some companies even promised to deliver props to set on just 3 hours notice (ibid,; 588). And by 

the 1970s the practice had become so regularized that some companies even kept warehouses full of 

brand-name props ready to use (ibid.). The business of product placement was very subtle without 

any direct monetary payment involved but where the placement was instead traded for advertising 

and promotion of the movie or used as cost reduction tool by using free props or services.  

Steven Spielberg wanted to use M&M’s for the famous scene in the E.T. but Mars company 

declined the offer and instead a deal with Hershey’s Reese’s Pieces was made in which they agreed 

to spend $1 million on advertisement and promotion of the movie (ibid,; 589). Another example of 

product placement gone well was Ray-Ban’s Wayfarer sunglasses worn by Tom Cruise in 1983 

comedy Risky Business, which resulted in 360.000 pairs being sold the same year (cnbc.com). 

Perhaps it was these instances that made the manufacturers realise the impact product placement 

could have on sales of a product and the studios to identify a new way to generate funding for their 

movies. In following years film studios created a product placement department that made monetary 

deals with companies in order to have their products featured in the movie, such as California 

Raisin Board who paid $50.000 to place a reference to raisins in the movie Back to the Future 

(wikia.com).  

The global spending on product placement in movies has been increasing ever since as in the period 

between 1979-1984 the spending increased by $109 million dollars from $137 million to $246 

million and during 1984-1989 the spending increased by $115 million (pqmedia, 2005). But the 

biggest growth in product placement spending in movies came during 1999-2004 period when it 

increased from $730 million to $1.26 billion and grew at a compound annual rate of 11.4% (ibid.). 

PQ Media, who has been tracking the development of product placement since 1974, breaks product 

placement into three categories; paid, in which placement is arranged for a financial compensation; 

barter, which is also arranged but the product serves as compensation; and gratis, which is not 
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arranged but are placed to add authenticity to a scene (adage.com). Apart from the overall increase 

in product placement spending, another key trend is the growth of paid integrations compared with 

barter and gratis placement. The share of paid integrations increased from 18% in 1974 to 29.2% in 

2004, barter arrangements grew from a 58% share in 1974 to 64% in 2004, while gratis placements 

has decreased from 25% share in 1974 to only 7% of total spending in 2004 (ibid.).   

According to the latest report by PQ Media, the paid placement in US films increased 8.4% to $977 

million in 2011 and on global level the spending rose 6.8% to $1.53 billion from 2010 

(pqmedia.com). And it was expected that global spending on product placement in all media 

formats will be $8.25 billion by the end of 2012 (ibid.).  

Today the practice of product placement is as complex as ever, where in a single movie some 

products can appear as a result of cash payment, some as a result of barter or tie-up arrangements 

and while some placements appears at the demand of the script and without any financial 

compensation made from the manufacturer (Newell et. al, 2006). It is interesting how a business 

that started in 1986 by Lumiere Brothers, with the use of Sunlight Soap in their film in return for 

distribution of movies, could turn into a billion dollar industry. 

 

2.2 Types of product placement 

Up until now we have looked at the history of product placement and what defines it, now we will 

look into different types of product placements that exist.  

The practice of product placement has evolved quite a lot since its inception when it was just about 

placing a brand in the movie and hoping that the audience would notice it. Nowadays marketers 

have found different ways to place their brand/product, designed to break the placement clutter and 

get the maximum exposure for their brand. In return they are hopeful that it will lead to a higher 

brand awareness or purchase of the product, or whatever the objective might be behind the 

placement. 

Lehu (2007) has identified four types of product placement which are classic placement, corporate 

placement, evocative placement and stealth placement. In classic placement a brand or a product 

appears in the camera’s view which is the type of placement that was first originated and has 

existed ever since and it is also the one that comes to our mind when we think of product placement. 
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The brand can either be in the background of the scene or prominently visible through a close up 

but there will be no mention of it, such as Dr. Pepper soda can in Spider-Man, Omega watch worn 

by James Bond and you can probably think of many others yourself. The advantage of this 

technique is that it is relatively cheap and easy to put in place and sometimes a brand or a product 

can appear in the scene without the makers consent especially if the scene is shot on outdoor 

location in which case it will be impossible to not capture it. The disadvantage of this technique is 

that too many brands can appear on the screen which can make it difficult for the audience to 

comprehend or they might just go unnoticed because they normally appear on screen for a short 

time.  

In corporate placement the focus is on the brand and not the actual product and the placement can 

either be in the form of a logo or just the brand name. The problem with this type of placement is 

that the audience might not know the brand beforehand and is likely to go unnoticed. Like in the 

case of The Hangover Part II where P.F.Chang’s and Long John Silver, which are U.S. based 

restaurant chains, are punch line to various jokes throughout the movie and international audience 

who might never have been exposed to these brands are unlikely to understand the jokes and the 

placement might therefore get unnoticed.   

There is another type of placement where the brand name neither appears on the screen or spoken in 

the movie but the brand is so distinctive and original in its design that the audience automatically 

recognizes it without ever being directly exposed to it, which is called evocative placement. One 

can use the example Louis Vuitton bags in “The Hangover Part II” where you cannot see the brand 

name or the logo but the design and colour makes it easy to identify the brand. Evocative placement 

can suffer the same fate of corporate placement that the audience might not be familiar with the 

brand and its product characteristics, hence it will go unnoticed.   

Last type of product placement identified by Lehu is stealth placement which is highly discreet and 

will probably not be detected, such as the suits worn by Daniel Craig in Skyfall that were designed 

by Tom Ford (esquire.com). But this type of placement normally gets a mention in the credits. 

There is no way the audience would notice this type of product placement and it can therefore avoid 

any criticism that might be levelled against product placement.   

These four types of placement identified by Lehu (2007) are primarily visual placement but we do 

know that product placement can also be in the auditory form, and the four categories mentioned 
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above do not account for that. Cristel A. Russel, a professor in marketing has instead identified 

three different types of placement which are categorized according to their modality and relevance, 

which she calls the “Three-Dimensional Framework of Product Placement” (Russel, 1998). The 

first dimension is similar to the classic placement and corporate placement in a way that it deals 

with purely visual product placement that which she refers it to as screen placement (ibid.).  

The second dimension deals with pure auditory product placement, where a brand is mentioned in a 

dialogue, which is referred to as 

script placement, and the third 

dimension is called plot placement 

where a brand/product becomes an 

important part of the story line or for 

a character. This type of placement 

can be both visual and auditory and 

there also distinguishes between low 

intensity and high intensity plot 

placement (ibid). In low intensity 

plot placement the brand name will 

be mentioned with a brief visual 

presentation but in high plot 

placement the brand/product is a very important part of the plot. An example would be the White 

Castle burger chain in the movie “Harold and Kumar go to White Castle” where the two characters 

see an ad for the brand and the whole movie revolves around them trying to reach that burger place, 

which they finally do at the end. Aston Martin cars used by James Bond will also be a high plot 

placement as over the years it has become an essential part of the character and the audience expect 

to see him driving the car.  

The difference between the framework developed by Russel (1998) and Lehu (2007) is that Lehu 

relies primarily on visual placement and have categorized them based on how subtle or prominent 

the placement can be, where Russel’s framework recognises both visual and auditory placement and 

a combination of both. Further on in this thesis we will use Russel’s framework and his terminology 

whenever we will refer to a product placement type, for the reason that it recognises the different 

modalities of product placement and is also used widely in PPL literature.   

Figur 1: Framework of Product Placement 
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2.3 Reasons for product placement popularity 

Product placement had a very humble beginning but has turned into a multibillion dollar industry 

today and is still growing. A practice that started primarily in movies has also expanded to TV, 

internet, mobile, videogames and music industry. The global product spending in all media formats 

was $7.39 billion in 2011 and was expected to rise 11.7% in 2012 to $8.25 billion (pqmedia.com). 

There are couple of reasons for this growing popularity of product placement amongst marketers, 

one of which is the new technical inventions that have given the audience the opportunity to avoid 

traditional advertisements and other commercial messages.  

It all started back in mid-1950s when Robert Adler developed the first remote control, which was 

and still is a big problem for the marketers, because it allows the audience to change channels if 

they do not like the programme or more importantly to avoid advertisement (Lehu, 2007). Today 

you do not even need a remote control but can operate a TV with your voice and hand gesture. If 

battling with the remote control was not enough, the marketers saw the introduction of digital video 

recorders (DVRs), such as TiVo in 1999, which allows the viewer to record a TV show that makes 

it easier for them to avoid advertising by fast forwarding it (wsystems.com). A study in 2004 

showed that 60 percent of TiVo owners watched pre-recorded shows, and 92% of advertisements 

were avoided (Lehu, 2007). According to the latest report by The Nielsen company 46% of homes 

have a DVR in the U.S. and that figure can cross 50% by the end of 2013 (mediapost.com). Another 

problem is the continued rise of downloading, which do not contain any advertisements. The last 

few years have also seen introduction and rise of many online video streaming services, such as 

Netflix, Hulu, Lovefilm and HBO which allows viewers to watch their favourite movies and TV 

shows free of advertisements. All these different new technologies and the digital means of content 

consumption have made it difficult for marketers to reach their target. For consumers on the other 

hand it has become much easier to avoid advertisement messages.  

Product placement on the other hand does not suffer from the same problem, because it cannot be 

avoided. Even if the placement is “in your face” which can be a bit of a turn off for the viewers, but 

they will still have to sit through it, unlike a bad advertisement which they can easily skip over. 

Another reason why placement cannot be avoided is that viewers never know when and where they 

will see a product on screen and the amount of time it will be on screen, which catches the viewer 

off guard hence they cannot avoid it.  
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Perhaps this is the reason the growth of product placement spending has been much greater than 

spending in advertisement and marketing services. According to a PQ Media report (2005) the 

value of the overall product placement market increased 30.5% to $3.46 billion in 2004, while 

spending on advertising and marketing services rose only 7% to $339 billion. In addition PPL 

expenditures grew at a compound annual rate of 16.3% from 1999-2004 and 10.5% since 1974, 

compared with 3% and 8%, respectively, for advertising and marketing services. The difficulty to 

reach audience with traditional advertisement on TV has also led to high spending on paid 

placement on TV. US spending on TV placement increased 11% to $2.83 billion in 2011 and global 

spending rose 10.9% to $4.76 billion, making it the largest category (pqmedia.com). The only major 

problem product placement faces is the ability of the audience to notice the placement in the 

program, due to attention being diverted to other things on the screen.  

Apart from the marketers, the film producers and directors are also in favour of product placement, 

as it serves as a significant source of financing of a film’s budget. According to the Motion Picture 

Association of America (MPAA), the average cost of producing and marketing a studio movie was 

$106.6 million in 2007 (latimes.com). MPAA have since 2007 stopped disclosing the average cost 

of making movies, due to the complex nature of film financing and distribution, that makes it 

difficult for them to obtain reliable data (ibid.). But it will be safe to assume that the average 

production cost has most likely risen over the last six years.  

Production budget for some of the big commercial movies tends to be quite high, and it is also those 

movies that have high numbers of PPL. On top of that production cost one also has to include the 

cost of promoting the movie worldwide.  Although there are no official figures of marketing budget, 

as studios try to keep this information secret, but Hollywood insiders say that it can be nearly as 

much as the production budget (theguardian.com & hollywoodreporter.com). In order to cover the 

ever increasing cost of producing and marketing a movie, producers sign PPL deals that help in 

covering a substantial part of that cost. James Bond movie Die Another Day (2002) had a 

production budget of $142 million and had placement deals with 20 companies worth $120 million, 

which is presented as all time record holder (Lehu, 2007; imdb.com). The movie Skyfall (2012) 

covered $45 million of $200 million production budget from Heineiken Placement alone 

(businessinsider.com). The latest superman movie Man of Steel (2013), had more than 100 global 

marketing partners and covered $160 million of its $225 million production budget from product 

placement and tie-ins deals, possibly setting a new record (boxofficemojo.com2; adage.com2).  
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We have to keep in mind that not all PPL are paid for, but products can appear as a result of barter 

arrangements that allow directors to use products for free, which can help in reducing production 

cost. For instance many of the cars used in Transformers (2007) (Hummer, Pontiac and Chevrolet) 

are from General Motors and if the producers had to buy or rent all those cars it would have 

increased the production budget (Lehu, 2007). Matt Atchity, The editor-in-chief of 

RottenTomatoes.com said: “it (PPL) helps subsidise the movies....Nobody in their right mind makes 

a movie with their own money” (dailymail.co.uk). 

From a director’s point of view the purpose of product placements is not only to help financing a 

movie, but also to add realism and credibility to a particular scene or the story itself. The director 

Steven Spielberg clearly explained why he inserted brands such as Bulgari, Lexus, Burger King, 

Pepsi, Nokia and many other well known brands in Sci-fi movie Minority Report (2002), which was 

set in 2054. He wanted to ensure that, on the one hand, the consumer understood that the action was 

supposed to take place on Earth and not in an unknown world, and on the other hand, that the 

familiarity that consumers have with these brands would enable them to believe that this future is 

not as distant as they might have thought (Lehu, 2007:52).  

We live in a world surrounded by brands, some of which we use ourselves, so it would therefore 

feel natural and real to see those same brands used by actors or as props in movies. It would 

probably feel unreal if we were to see a movie where all the products were turned on their back or 

every logo or brand name was removed from each product. It might even distract us from focussing 

on the movie. For instance if certain scenes in a movie require that the character drives a car, wears 

a watch and drink a beer or a cocktail, would it not be okay if he drives an Aston Martin, wears an 

Omega watch and drink a Heineken or Martini. And if the marketers have paid to be the character’s 

preferred choice of brand, than there is no harm in that, as it serves as win-win situation for both 

brand owners and movie producers.  

2.4 Criticism of Product Placement 

The practice of product placement was quickly accepted by movie producers and product 

manufacturers, which has turned into a multibillion dollar business today, but there has also always 

been a great deal of criticism even from people within the movie community. In the movie journal 

Harrison’s Report from 1925 the writer argues against the use of placement by saying that “the act 
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of person who steals your screen is no different than the act of a person who steals your watch” 

(Newell et all, 2006:587).  

The Hays Office, who enforced the motion picture production code that was drawn up in 1927 to 

forestall national regulation of motion picture, did not restrict the use of placement but did advise 

producers to avoid the use of trade names in movies (ibid.). But filmmakers and advertisers ignored 

the advice and the practice continued to evolve, as did the criticism of it.  

Over the years various media critics, researchers and even a few directors, have criticised and 

questioned the ethics in product placement. In the Oscar nominated director David Lynch’s view 

“product placement in a film putrefies the environment, it is so absurd but it is happening more and 

more...”(youtube.com). Media critic Mark Crispin Miller suggests that PPL works as “subliminal 

inducements because their context is ostensibly a movie, not the ad, so that each of them comes 

sliding toward us dressed us something not an ad and therefore welcome...”(Nebenzahl & Secunda, 

1993: 2). Michael F. Jacobsen, the executive director of The Center for Science in the Public 

Interest
2
, have also raised similar concern and said that “Product placement is so subtle that it is 

probably generally perceived subconsciously or subliminally and viewers just don’t think about the 

possibility that they are being advertised to” (Galician, 2004:228).  

Subliminal perception is described as any word, image or sound that is not perceived within the 

normal range of consciousness, but that makes an impression on the mind (Treimer & Simonsen, 

1988). It is assumed that PPL can affect people below their level of conscious awareness, so they 

are not able to control their acceptance or rejection of the message (Hackley et all, 2008). Unlike a 

traditional advertisement where viewers know that the purpose of the message is to sell a product 

thus they can avoid the message or reject it. This criticism can be partially accepted, because on one 

hand marketers do try to use PPL messages subliminally, as pointed out by the CEO of a placement 

agency John Barnard, “you are trying to sink messages into consumers’ mind subconsciously, if 

you are too obvious, the danger is that an audience may feel it is being plugged, or just see the deal” 

(Galician, 2004:111). The producers and marketers also try to keep PPL deals secret for the fear that 

viewers may resent them if they knew which brand have paid to be in the movie. Charlie Collier, 

the president of AMC, the creator of TV series Mad Men, said that, “We absolutely have product 

                                                           
2
 A nonprofit education and a consumer advocacy organization, which is focused on doing research in health and 

nutrition, and in providing consumers with current and useful information about their health and well being 
(cspinet.org).  
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integration on the show, but you shouldn’t know which ones are paid and which ones aren’t 

(brandchannel.com5). But on the other hand PPL practice has been around for many years and the 

media does, whenever it can, provide information about the PPL deals in movies, which means that 

the audience would be aware of the commercial intentions of PPL thus they might be less inclined 

to be persuaded by it.  

Apart from the subliminal nature of PPL, critics have also raised concerns about placement in 

children’s programmes because they are seen as a vulnerable group who have not developed 

sensitivity to this type of promotional tool (Hackley et all, 2008) The placement of ethically charged 

products, which include alcoholic beverages, tobacco and guns have also been an area of concern 

for critics (Gupta & Gould, 1997). However in 1998 major Tobacco manufacturer in U.S. signed on 

the Master Settlement Agreement (MSA) which imposed restrictions on the advertising of tobacco 

products, which also included product placement (atg.wa.gov). Tobacco products can still appear in 

movies at the demand of the script, but not as paid placement by tobacco manufacturer, however 

firearms are not regulated and alcoholic beverages are only self regulated (brandchannel.com6). A 

study published earlier this year found 500 tobacco and 2433 alcohol brand appearances in 1400 

box-office hit movies released between 1996 and 2009 (ibid.). Tobacco brand appearances dropped 

by 7% each year while alcohol brand appearances has increased in youth rated movies, from 85 to 

145 appearances per year.  

The criticism and objection to product placement led Michael F. Jacobsen to file a petition in the 

Federal Trade Commission to ban it in the U.S. or at least to require movies to list all product 

placements during the opening credits (Galician, 2004). His petition did not get much support and 

as of now there is no law in the U.S. that prohibits or regulates the practice.  EU on the other hand 

has prohibited PPL in children’s programmes, unless it is provided free of charge, but is allowed in 

any other entertainment programme (europa.eu). However it is up to each member state to either 

follow or opt out of the provision completely. For instance PPL has been allowed in UK since 

February 2011 (ofcom.org.uk), and in Denmark the government allowed the use of practice in 2011 

but revoked the decision one and half years later (bureaubiz.dk).  

Despite the critique, PPL industry is constantly growing and in countries where the practice was 

previously banned has now also allowed the use of PPL in their own entertainment programmes. 

Apart from few critics, the consumers’ attitude towards PPL is very positive. Several studies have 

revealed that generally consumers do not object to PPL (Nebenzahl & Secunda, 1993 & Gupta & 
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Gould, 1997), however ethically charged products are less acceptable (Gupta & Gould, 1997). The 

truth is that it would be impossible to avoid PPL whether you accept the practice or not. Because 

even if paid product placement were banned by each country, it would still be difficult if not 

impossible to ban PPL that are provided free of charge, or those products that appears because the 

script demanded it.  

2.5 Future of Product Placement 

There has been undue criticism about PPL from few media critics in U.S., who have even called for 

a ban on the practice. Therefore one might assume that a ban or some restrictions on PPL could be 

imposed in future. But prohibiting or imposing any kinds of limits on the practice by some 

government entity would in fact be unconstitutional in the U.S. (Galician, 2004). Perhaps the 

entertainment industry could put self imposed restrictions to tackle the criticism, but media experts 

and professors do not see that happening since PPL has become a major source of revenue for the 

entertainment industry (ibid.). It will therefore be safe to assume that PPL business will continue to 

grow and according to some media, communications and technology experts and professors, the 

digitalization of the media will make it easier to place PPL in current and pre-existing programmes 

(ibid.). It is possible that in future there might not be physical products on the set but added digitally 

later in the scene. Digital product placement would make it possible to customize brands according 

to different markets, for instance one could use Pepsi can in a scene for movie releasing in the U.S. 

while the same placement could show a Coca-Cola can in European market. This would give 

producers the opportunity to charge multiple brands for the same placements and would also allow 

them to change the placements with modern brands if the movie gets re-released in cinema or on 

DVD. If the digitalization of product placement is realised then it could create many possibilities for 

brand owners and new revenue stream for movie producers. 

However the PPL practice will also face some new challenges in future posed by new technological 

advancements. For instance the growing trend of making big blockbusters movies in 3D technology 

poses some new threats and also new possibilities for the practice. The key characteristic of 3D 

technology is the “limited depth of field”, which means that the figure onscreen in 3D pops out of 

the screen while the background appears out of focus (brandchannel.com7). What that means is that 

the classic placement strategy, where you put the brand or product in the background, will lose its 

value as products will appear to be too distant, blurry and out of focus. Therefore the brand owners 

might not be interested in classic placement anymore, or at least not willing to pay for it. On the 
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other hand it can also create new opportunities, as 3D can make products in foreground pop out of 

the screen and right in front of the viewer’s eyes. 

Obviously not every movie is made in 3D, and 

even those that are they also get released in 2D 

simultaneously. But there is a chance that 3D 

could become standard for big commercial movies 

because of high ticket prices that means bigger 

revenues for studios.  Overall though it seems that 

PPL practice has a bright future ahead and it will 

most likely continue to grow and evolve with new 

technologies.  

3. Theoretical background 

3.1 Attention 

Movies are a set of moving images, why it is called motion pictures, and in every scene our eyes 

and other sensory systems are simultaneously trying to process different kinds of information such 

as looking at the actors and their acting, listening to the dialogues, trying to understand and make 

sense of the story and watching the story unfold on screen. Amidst of all that there can be a product 

placement in some form on the scene, which the marketer will hope the audience is able to process 

as well.  

But psychologists have proposed that there is a point, a serial bottleneck, at which there is no longer 

possible to continue processing everything in parallel, but can only attend to one thing (Anderson, 

2000). However there is disagreement on where that point is in the system. According to Donald 

Broadbent’s early selection theory, the bottleneck is just prior to the perceptual analysis, so our 

attention selects one of the incoming sensory information for processing based on some physical 

characteristics, such as pitch of a voice, and filters out the remaining information (ibid.). On the 

other hand Moray (1959) was able to prove that a person is able to process an unattended message, 

if the stimulus is important to the person and even if there is no change in its physical 

characteristics. For instance if you were having a conversation at a loud party and heard your name 

being mentioned in another conversation, your attention will switch to that conversation, which is 

Example of classic placement in a 3D movie, Source: 
brandchannel.com7 
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famously known as the cocktail party effect (Anderson, 2000). A modification to Broadbent’s 

model was provided by Anne Treisman, known as attenuation theory, which proposed that certain 

messages will be weakened but not rejected entirely (ibid.).  

An alternative theory is proposed by Anthony Deutsch and Diana Deutsch, called late selection 

theory, which says that all information is attended and the bottleneck is encountered later in the 

process that only allows response to one of the information, which is selected based on a person’s 

own selective criteria (ibid.).  

These theories were initially based on auditory attention but can just as well apply to visual 

attention. Because even though our eyes are able to register a large part of the visual field, our 

vision is only sharp within a small foveal region of 2 degrees, and everything that falls out of that 

region will be hard to interpret (Kahneman, 1973). If we fixate our eyes to a specific point in the 

field we will process every information in that field, but processing of information that falls out of 

that visual field will be weekend. Our visual attention is referred to as spotlight metaphor, that we 

move our eyes “...like a beam of mental light...” to attend to different things in our visual field 

(Goldstein, 2005: 274). Our eyes move very fast from one point to another, which is called 

saccades and even though we decide ourselves where we want to look but we cannot consciously 

control the movement and the location of our fixation (Kahneman, 1973). In normal circumstances 

our eyes will move around to capture all the interesting things from our visual field. However our 

looking behaviour is not random but where we pay attention is determined in one of two ways; 

endogenously or exogenously (Goldstein, 2005).  Endogenous attention, which is also known as top 

down or goal-driven attention, is under a subject’s own control, and he can decide where he wants 

to look on the visual field. Exogenous or bottom-up attention on the other hand is driven by an 

external stimulus that automatically draws the attention of the subject to a particular location. 

Different kinds of attributes can attract exogenous attention, such as colour, shape, contrast or the 

uniqueness of the stimulus (Kahneman, 1973).   

In normal circumstances when we are looking at a screen we will be involved in exogenous 

attention, where our eyes will move randomly and our attention will be drawn automatically to 

different things in the scene. It is possible that our exogenous attention might not get drawn towards 

product placement in the scene. But if someone gives us a specific task or we choose to look for 

something on the screen, our eyes will adjust to that function and we will direct all the energy to 

find that information. Trying to find Wally in the “where’s Wally” books is a great example of 
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endogenous attention, where we set ourselves the task to find the red striped character in midst of 

dozens of other characters. The eyes will move very quickly on the pages in our quest to find Wally, 

that in the process we are not likely to pay attention to the amusing things other characters are 

doing.  

Similarly it is conceivable that endogenous attention will most likely be applied in a PPL 

effectiveness study, if the true purpose of the study is communicated with the subjects. The subjects 

would then consider that as a task and would draw all their attention towards finding PPL in every 

scene. This can possibly lead to a high number of brands being remembered, thus creating a false 

impression of PPL effectiveness. In order to combat the issue of endogenous attention, research 

studies in the past such as Babin and Carder (1996) Gupta and Lord (1998) and Law and Braun 

(2000), provided the subjects with a cover story. Applying a cover story to the studies means that no 

unwanted attention will be applied to PPL, thus creating an environment that can be as natural as 

possible to a real movie viewing experience. 

Putting the theories of attention in the real life movie viewing experience means that when an 

audience is watching a movie, they might not be able to pay attention to PPL in parallel with other 

important things in the scene. The reason can be either due to their limited processing capacity or 

due to their exogenous attention not being directed to that bit of information.   

3.2 Memory 

Our brain can hold vast amount of information and our memory is very impressive as we are able 

remember things which we might have encountered or learned many years ago. A study by Bahrick 

and Hall showed that people were able to remember a large portion of high school Spanish and 

algebra 50 years after they have learned them (Hunt & Ellis, 2004). Our memory does not store all 

information as some of it might not be worth remembering and some memories are simply 

forgotten. Although it is difficult to measure the capacity of our  

brain but psychologists do agree that we can store extremely large amount of memories 

(scientificamerican.com). In an experiment by Standing (1973) who examined the capacity of 

human memory, showed 10.000 pictures to subjects and were given a recognition test 2 days later 

and concluded that subjects only had an error rate of 17%.  
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While this experiment showed that humans have a good and long lasting memory, another 

experiment by Gernsbacher (1985) showed that we tend to forget the details of the picture very 

quickly but 

remember what 

the picture was 

about. In her 

experiment 

subjects were 

shown several 

four picture 

stories, such as 

the top four 

pictures seen in 

 figure 3 and were asked to write summary of each story after viewing it in order to comprehend 

them. Later two pairs of the same story was presented, where some pictures in a pair were reversed, 

and subjects were asked to judge which pair they had seen before. After a 10 second delay subjects 

were able to pick the right pair 79 percent of the time. After 3.5 minutes their judgment was correct 

only 66 percent of the time while after 10 minutes it has fallen to 57 percent. This experiment was 

able to demonstrate that we do not pay attention to small details in the pictures, which is why our 

memory for those details are available initially but fades away very quickly.  

Similarly product placement can also be regarded as small details in the movies, which for the most 

part are not important to the overall story. Thus when people watch a movie they will remember the 

story but would perhaps not be able to recall PPL, even if they did notice it, because it is not 

important for the meaning. This also means that if PPL effectiveness is tested in laboratory settings, 

where subjects are tested for their memory for brands right after watching a short movie clip, it is 

likely to produce high results. For instance the study by Gupta and Lord (1998) showed 85% 

unaided and 100% aided brand recall after a 30 min movie clip. On the other hand if PPL 

effectiveness is tested after the subjects have watched a whole movie, it will show low results 

because the memory for that would have decayed by then. This is evident from Babin and Carder 

(1996) who showed recognition for 40% and 24% of brands after watching the entire Rocky III and 

Rocky V movies, which is quite low compared with the results by Gupta and Lord (1998)..  

Figur 3: Two pairs of the same four picture story – Source Gernsbacher (1985) 
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3.2.1 Short-term and Long-term memory 

This decay of information from our memory with the passing time has led to this belief that there 

are two types of memory systems, short-term and long-term memory (Hunt & Ellis, 2004). In 1968 

Richard Atkinson and Richard Shiffrin proposed a model of the entire memory system, which 

became so influential that it was known as the modal model of memory (ibid.). The model 

concentrates heavily on short-term memory, and according to that the attended information goes 

into a temporary short term memory where it has to be rehearsed before it can go into a permanent 

long-term memory. If the information is not rehearsed while it is in the short-term memory it will 

not enter long-term memory and the information will be lost forever (Anderson, 2005). It is also 

believed that our short-term memory had limited capacity and according to Miller (1958) we are 

able to store five to nine items, with the average being seven items.  

If this model of memory is applied to product placement effectiveness, then the placements do not 

only have to be attended but rehearsed as well in order to be recalled later. When a viewer is 

watching a movie in a real life situation, such as the one that is applied in this study, it is unlikely 

that he would be consciously rehearsing any PPL that he sees in the movie. However several studies 

have proved that the long term memory is not related to how long the information is rehearsed but 

rather how well it is learned (Anderson, 2005). Another problem with the modal model was 

highlighted by Shallice and Warrington who studied patients with short-term memory deficit but 

whose long-term memory was unaffected (Baddeley, 1983). For these two reasons, Atkinson and 

Shiffrin’s model of a separate memory system for short and long-term memory has been rejected 

(Hunt & Ellis, 2004). The terminology of short and long-term memory is still widely used and 

applied, but instead of considering that as two separate memory system, short term memory can be 

defined as the “recovery of information shortly after it has been perceived and before it has left 

conscious awareness” (Kantowitz et al, 2005:267). Long-term memory can then be defined as the 

“retrievel of memories that have disappeared from our consciousness after their initial perception” 

(ibid.).   

3.2.2 Levels of processing  

With the rejection of modal model due to lack of evidence, a new framework was presented by 

Craik and Lockhart (1972), who argued that our retention of memory is related to how deeply we 

process the information, which they called levels of processing. According to this framework if we 
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can relate a meaning to certain information then it will last in our memory for a long time. But if we 

just attend to the information then the processing will be shallow and will be easily forgotten. There 

are three factors that determine how deeply person process information, which are the amount of 

attention devoted to a stimulus, its compatibility with the analyzing structure and the processing 

time available. The framework does not apply the separate memory system but tries to explain how 

a deep level of information processing can relate to better memory.  

Applying the framework to PPL means that people will have better memory for those PPL that are 

important for the story line, which is also known as plot placement (Russel, 1998). The plot 

placement fulfils the three determining factors of deep processing, because they are an integral part 

of the story or a character and also appears on the screen for a long duration thereby making it 

possible for the audience to devote a fair amount of attention to it. Russel (2002) in her research 

showed that the subjects have higher recognition for brand with high plot placement compared to 

low plot placement. High plot placement was characterized as a brand that makes a significant 

contribution to the story. Similarly Monrad and Herbst (2011) also showed that subjects had better 

memory for brands used as plot placement (which they referred to as Story connection) than any 

other placement type.  

3.2.3 Memory Failure 

So far we have seen that human beings have limited attention capacity, thus we are not able to pay 

attention to everything that we see and will not be able to process certain elements of the visual 

field. Furthermore the capacity of our memory is also limited thus we will not be able to store every 

information in our memory. Attention is related to memory and if a person is not able to pay 

attention to a PPL in a movie s/he will obviously not have any memory of that. However even if a 

person has paid attention to PPL in the movies, s/he might not be able to retrieve that information at 

a later stage in which case one says that bit of information has been forgotten. The term “forgetting” 

is therefore used for cases when the information is available in the memory but cannot be retrieved 

(Hunt & Ellis, 2004).  

One of the theories that explain the phenomenon of forgetting is the decay theory which assumes 

that information will be weakened or lost from memory over time if it is not used (ibid.). The theory 

is supported by the experiments of Ebbinghaus who showed that the relation between retention 

interval and memory is a logarithmic function, where memory decreases rapidly in the first hour 

after exposure but decreases more gradually as retention interval increases (Hunt & Ellis, 2004: 
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204). This is also called the power law of forgetting (Anderson, 2000). One of the strongest 

criticism against decay theory is that it assumes that memory for information will be completely 

lost, however there have been studies, such as the one by Tulving, Schacter and Stark (1982) that 

showed that subjects are able to retrieve information if a different type of memory test is 

administered.   

However Jenkins and Dallenbach (1924) were able to show that the decay of memory is not only 

related to the time interval between exposure to the stimulus and its retention, but also to what 

people do during that interval. Their experiment was based on two subjects who memorized a list of 

nonsense syllables and their memory for the words was tested on a free recall test after 1, 2, 4 or 8 

hours. In the interval the subjects had either been awake and gone by their daily routines or had 

been sleeping. The result showed that subjects were able to remember more than twice as many 

syllables when they had been sleeping during the intervals than when they were awake.  

The reason why less information is forgotten when a person is at sleep is explained by the 

interference theory. According to the theory forgetting is caused due to new memories learned 

during the interval period and when two or more similar memories are associated with a cue, the 

retrieval of one memory may block the retrieval of others (Hunt & Ellis, 2004). For instance if one 

was to test the memory for PPL after an eight hour interval where the subjects have been awake, it 

is likely that the new information acquired during that interval will interfere with their memory for 

PPL acquired earlier. Thus it is likely that fewer number of PPL will be remembered than if they 

were tested without any interval.   

Applying the forgetting theories to PPL means that regardless of whether subjects were tested short 

after the stimulus exposure or after a long interval, they will not be able to retrieve every PPL that 

they attended to either due to that information being lost over time or it interfering with new 

information acquired during the interval.    

3.2.4 Explicit  Memory 

So far we have seen that attention towards the presented stimuli is an important factor in retaining 

information and a deep level of processing can lead to a better and long lasting memory of that 

information. There distinguishes between two types of memory, which is called explicit and implicit 

memory, that represent how we retrieve those information (Kantowitz et al., 2005).  
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Explicit memory refers to the “conscious recollection of events (or episodes) in one’s life” 

(Kantowitz et all, 2005: 267). Asking subjects to recall the brands they remembered seeing or 

hearing in the movie is an example of explicit memory, because this task requires subjects to 

consciously retrieve information which they attended to earlier. Most of the research on advertising 

and PPL effectiveness has been conducted using explicit memory tests. There distinguishes between 

two types of explicit tests, the recognition or recall tests (Solomon et all, 2010). In recognition test 

subjects have to answer whether they remember seeing the presented stimuli earlier. For instance in 

the PPL research context the subjects will be shown brand logos or picture of products that were 

present in the movie along with distractor brands and will be asked to recognize which brand they 

remember having seen in the movie. A recall test on the other hand can either be aided or unaided, 

which is also known as cued recall or free recall test (Leigh et all, 2006). In an unaided recall tests 

the subjects will be asked to retrieve information from their memory without providing them with 

any cue. For instance they can be asked to write all the brand names they remember seeing or 

hearing in the movie. While in an aided recall test a relevant cue is provided that can help them in 

retrieving information from their memory. For instance subjects can be provided with a product 

category cue and be asked to recall all the brands they remember seeing or hearing in the movie that 

belongs to that category. In other words recognition test the awareness of previously experienced 

stimuli, whereas recall is the retrieval of the target item experienced earlier (ibid.).  

3.2.5 Implicit Memory 

Over the past thirty years a lot of attention has been paid to the phenomenon of implicit memory 

which is described as “...information that was encoded during a particular episode is subsequently 

expressed without conscious or deliberate recollection” (Schacter,1987: 501). Implicit memory is 

measured based on how much faster or more accurate the subjects are able to identify a prior 

studied stimuli. This performance facilitation of the previously encountered stimuli is referred to as 

priming (Tulving & Schacter, 1990). In other words implicit memory is the unconscious retrieval of 

the prior studied stimuli on a test that did not instruct us to consciously retrieve the information.     

The unconscious recollection of memory has been observed by philosophers, psychologists, 

neurologists and psychiatrists since the 17
th

 century until the middle of 20
th

 century in various tasks 

and experiments. However none of them used the term implicit memory in their writing or 

developed the theoretical framework, but just regarded the memory to be too weak to be 

consciously acquired (Schacter, 1987).  
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Figur 4: Results from experiment between amnesic 
patients and normal subjects. Source: Graf et all, 1984 

Implicit memory gained profound interest when experiments on amnesic patients showed better 

performance on implicit test relative to explicit test. In 1968 Warrington and Weiskrantz, in an 

experiment, showed a list of words and pictures to amnesic patients. Patients’ performance was very 

poor when their memory for words and pictures was tested using recall or recognition test, which 

was expected since amnesia is defined by poor memory. But when the patients were given a 

fragment of the studied words or pictures, which is a form of an implicit test, they performed very 

well (Hunt & Ellis, 2004).  

Similarly Graf, Squire and Mandler (1984) compared the memory of amnesic patients with normal 

subjects on explicit and implicit memory tests. Subjects studied 120 different words, such as 

banana, and were given a free recall test, a cued recall test, where the first three letters of the word 

was presented and they were asked to recall the words from the learning list, and a completion test 

where they received a three letter cue but were 

asked to complete it with the first word that came to 

their mind. The results of their experiment are 

presented in figure 4 and as we can see that the 

memory of amnesic patients was impaired 

considerably on free- recall test. But the amnesic 

patients performed better than normal subjects on 

completion test, which is a form of an implicit 

memory test. However on cued-recall test the 

performance of amnesic patients is not much 

worse than normal subjects, which could be because the amnesic patients were not able to 

remember the studied words so they might have written the first word that came to their mind, as 

they did on completion test (ibid.).  

Another impressive finding that has been reported is, that the time interval between stimulus 

presentation and the retention of the stimulus, effect implicit memory to much lesser extent than 

explicit memory. In the experiment by Tulving, Schacter and Stark (1982) the subjects studied a list 

of 96 words and were tested 1 hour and 7 days later on explicit memory test (recognition) and 

implicit memory test (word fragment). The recognition memory diminished greatly from the 1-hour 

to the 7-day test however their performance on word fragment test was virtually unchanged over the 

same period. 
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These studies and many others since then on normal subjects have been able to prove that just 

because we are not able to consciously remember information does not mean that we have forgotten 

it. But the memory for the studied stimulus can be revealed if subjects are successfully able to 

perform a task that does not require conscious recollection of the stimulus. This also means that 

implicit memory test can also be used in PPL studies along with recall or recognition test, which 

may be able to provide additional memory for brands, thereby establishing the effectiveness of the 

practice.   

3.2.6 Implicit memory tests 

Implicit memory test or priming experiment consists of two stages, the study and the test stage 

(Tulving & Schacter, 1990). In the study stage subjects are presented with a stimulus, which could 

be words or pictures. In the test stage the subjects are provided with reduced cues of the studied and 

non studied stimulus, and are asked to name the stimulus. The test stage may follow the study stage 

after an interval. If the subjects are able to complete studied stimulus more accurately or faster than 

non studied stimulus then evidently implicit memory is applied.  The key difference between 

explicit and implicit memory test is the instructions that is given to the subjects before the test. On 

an explicit test subjects are asked to consciously and deliberately remember a prior event, while on 

an implicit test subjects are not told that they are receiving a memory test and are not given any 

instructions that refer to the prior studied stimuli (Weldon, 1991). 

Some of the commonly used implicit memory tests are stem completion, word fragment completion, 

anagram solution, perceptual identification, picture naming, category production, free association, 

general knowledge (Hunt & Ellis, 2004) and the choice task (Law & Braun, 2000). On a stem 

completion test subjects are given the first few letters of a word and then are asked to complete the 

stem to make a word, for instance if the studied word is “monkey” then the word stem would be 

(mon_ _ _). In a word fragment completion test a fragment of the word is provided (e.g. m_n_e_) 

and subjects are asked to complete the fragment to make a word. In anagram solution test subjects 

are given a scrambled word (e.g. mkonye) and would be asked to solve the anagram to make a 

word.  A perceptual identification test, which is also known as word identification test (Rajaram & 

Roediger III, 1993), consists of words that are briefly flashed followed by a mask and subjects have 

to identify the flashed words. In a picture naming test subjects are asked to name a picture as fast as 

possible before the drawing of the picture is completed. In a category production test subjects are 

given a category label (e.g. Animal) and would be asked to write down a specified number of 
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animal names that come to their mind. In a free association test subjects are given a word (e.g. 

banana) and would be asked to produce the first word that comes to their mind when they see the 

word. In the general knowledge test the subjects would be asked general knowledge question about 

the studied stimuli, for instance which animal loves to eat banana? In a choice task the subjects are 

shown a studied and a non studied word, and would be asked to choose one of the words.   

As can be seen the subjects are not instructed to explicitly retrieve previously studied information 

on any of the implicit memory test. Therefore if the subjects are able to perform on these implicit 

tests, then it is evident that performance was facilitated by implicit memory.  

3.3 Elaboration Likelihood Model 

So far we have looked at how product placement is attended to and likely to be processed how it 

can be stored in the memory and how that information is retrieved either explicitly or implicitly. 

Product placement, in which ever form they may appear in movies, is a communication tool, and 

like any other communication incentive from brand owner the goal is to influence the behaviour of 

the consumers. Petty and Cacioppo (1986) have outlined a general theory of attitude change, called 

the Elaboration Likelihood Model (ELM – shown in figure 5), which presents the processes that 

explain how the attitude towards a brand can be changed. The reason for the interest in brand 

attitudes is the belief that the more favourable the brand attitudes are, the more likely the consumers 

are to be persuaded and the more likely the purchase of the brand becomes (Pelsmacker et all, 

2010). According to the model, one of two routes to attitude change will be followed, which are the 

central route or the peripheral route (ibid.). Under the central route, the person will carefully attend 

and evaluate the arguments presented in the communication message. If the person thinks that the 

arguments presented are reliable and credible then they will be received favourably and it will lead 

to a positive attitude change. But if the arguments are not well supported and credible then they will 

be received unfavourably and will lead to negative attitude change. In case the arguments yield 

neither positive nor negative response from the consumer there will be no change in the attitude. 

Under the peripheral route the consumer will not process the arguments, but the change in attitude 

will occur based on simple positive or negative cues, such as background music, humour, an 

attractive source or endorser and etc. (ibid.).  In other words peripheral route to attitude change is 

based on how the person feels about the communication message, whereas the central route is about 

cognitive processing of the arguments.  
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Whether the consumer takes the central or peripheral route is based on three factors; motivation, 

ability and opportunity, or the so called MOA factors (ibid.). Motivation refers to a person’s 

Figure 5: Elaboration Likelihood Model - source (Petty & Cacioppo, 1986) 
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willingness to engage in a particular behaviour, which is influenced by their needs and goals. 

Ability refers to the resources needed to achieve a particular goal. Opportunity refers to whether the 

situation enables the person to achieve a goal set. For instance a person might be in need for a new 

computer, thus he will be motivated to look for computer PPL in the movie. But due to high amount 

of PPL in the movie he might not be able to pay attention to that particular PPL, or their might not 

be a PPL for a computer brand, in which case he will not have the opportunity to process the PPL. 

If people have the motivation, ability and opportunity to process the message, then elaboration 

likelihood is said to be high and the person will take the central route to attitude change. But if any 

of the three factors are not met, then elaboration likelihood is said to be low and the peripheral route 

to attitude change will be followed (Petty & Cacioppo, 1986).  Several studies of advertisements 

under high and low involvement processing has shown that the attitudes achieved through the 

central route are more enduring, more resistant to counter persuasion and more predictive of 

behaviour (Cafferata & Tybout, 1989).  

Applying the ELM to processing of PPL it is most likely that the viewers will take the peripheral 

route to persuasion rather than the central route. Because first of all movies are watched for 

entertainment purpose, it is therefore unlikely that the viewer will be motivated to process PPL. 

Even in case the viewer is motivated to process PPL, they may be unable to do so since people 

rarely know in advance the identity, the time and the location of where the brand will appear in the 

movie. Furthermore the limited attention of a viewer, they may also not be able to process every 

PPL. Moreover that fact that most PPL appears on the screen for a short time it is likely that the 

viewer may miss seeing the PPL, thus they will not have the opportunity to process it either. It is 

therefore unlikely that all three MOA-factors will be achieved during PPL processing which is why 

the peripheral route to persuasion will be followed.  

Ray-Ban’s Wayfarer sunglasses in Risky Business and Reese’s Pieces in E.T., as mentioned above, 

are two famous examples of effective PPL which led to an increase in the sales of these products. It 

is likely that in these instances people would have followed the peripheral route, because these 

placements did not have any sales arguments that could have otherwise persuaded the audience to 

purchase these brands. Perhaps the audience really liked the character played by Tom Cruise in 

Risky Business and the fact that he was seen wearing Ray-Ban in many scenes, he therefore became 

an endorser and served as a peripheral cue for the audience. The likeability towards Tom Cruise and 

his character created a positive brand image in the minds of the audience which eventually led to a 
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purchase. Similarly Reese’s Pieces candy is used to lure the alien in E.T., who is also seen eating it. 

The brand got associated with a very likeable alien, which prompted the consumer to buy it. The 

audience did not expect to see these two brands in the movies thus their elaboration likelihood was 

low and they followed the peripheral route to persuasion. 

However product placements is mostly about presenting the brand in an attractive way and rarely 

contain any hard sales arguments, so even if central route to persuasion is followed people are still 

more likely to rely on peripheral cues. But as Petty, Cacioppo and Schumann (1983) were able to 

conclude from their study on ELM, that if central route to persuasion is followed then peripheral 

cues has no effect on attitude change, but only strongly and clearly expressed information about the 

product can lead to persuasion towards the brand. For instance “The Hangover Part II” contains 

PPL for 30 brands, and even though some of the placements are very prominent and very 

strategically placed, they do not contain any information about the brand or the product.  During the 

processing of PPL even if the viewers are able to achieve high elaboration likelihood and follows 

the central route, it is unlikely that it would lead to attitude change because there will be limited or 

no information about the brand.  Therefore it is perhaps safe to assume that PPL as a 

communication message will be more effective, when the elaboration likelihood is low and the 

viewer follows the peripheral route to attitude change.   

 

3.4 Resource Matching Hypothesis 

The Elaboration Likelihood model predicts that motivation, opportunity and ability to process a 

message will lead to high elaboration and central route to processing will be followed, and the 

quality of the arguments will determine the persuasion towards the brand. However according to    

Anand and Sternthal (1987) it is the allocation of cognitive resources that impacts persuasion 

towards the brand, which is called Resource Matching Hypothesis (RMH). It is hypothesized that 

advertisement message influence is enhanced when there is a match between the cognitive 

resources required to process the message and those available for processing. However such a 

match is not always possible and two different situations can occur. One where the resources 

required to process a message exceed those available and the other where the resources available for 

processing a message exceed those required. More specifically the hypothesis is that if a person 

allocates fewer resources to processing a message than what it requires (RA < RR), which could be 
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due to lack of motivation, then it will lead to poor processing of the message information which will 

limit persuasion towards the brand. Similarly if a person allocates more resources to processing a 

message than what it requires (RA > RR), will also diminish persuasion because the person will 

employ those resources to cognitively process the message and may come up with counter 

arguments. 

Coulter and Punj (2004) conducted an experiment where they tested RMH on a print ad for a 

fictitious Jeans brand.  The resource availability (RA) was manipulated by varying processing 

motivation, for instance by providing different instructions on how the ad should be processed. The 

resource requirement (RR) was manipulated by the strength of argument for the jeans. Their result 

showed that the persuasion was enhanced when the message was strong but only under the 

condition of RA = RR, but the persuasion was diminished under RA > RR condition. On the other 

hand the persuasion was diminished when the message was weak even under RA = RR condition. A 

weak message was defined as one where the arguments were less persuasive. The experiment 

supported the RMH but only in the case of a strong message.  

Resource matching hypothesis can also be applied to PPL where resource availability would be 

synonymous with the audience’s memory for product placement. For instance if a subject is able to 

remember a PPL from the movie in an explicit memory test, would mean that s/he was able to 

locate the resources needed to process that information in the movie. In other words the resource 

available matched the resources required to process the PPL, in which case the persuasion towards 

the brand will be enhanced. If the subject is unable to remember PPL, would mean that s/he was not 

able to pay attention to the placement, thus the RA < RR condition would apply and persuasion 

towards the brand would be diminished in such circumstances. On the other hand PPL can also be 

defined as a “weak message” because they do not contain any strong or persuasive sales arguments 

towards the brand, in which case one would expect the persuasion towards the brand to be 

diminished. Similarly if a PPL has a strong presence in the scene or is an integral part of the story it 

will also lead to diminish of persuasion, because people will be allocating access resources to 

processing of PPL and the RA > RR condition would apply. In short according to RMH and the 

findings of Coulter and Punj (2004) the persuasion towards the brand will only be enhanced under 

the condition of RA = RR and with the presence of strong message.  
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4. Previous research on product placement 

There has been plenty of research on product placement where different aspects of its effectiveness, 

has been measured, such as the amount of brands that are remembered, the impact of placement on 

brand attitude and on brand purchase, the effectiveness of different types of placement and 

consumer’s attitude towards PPL in general. Apart from a few, most of the research has been based 

on laboratory experiments. In this section a review of those researches will be provided, which were 

conducted using a full feature length movies, along with some important findings of other research.  

Ong and Meri (1994) showed 2 entire films (Falling Down and Point of No Return) and conducted 

exit surveys and asked respondents to list as many brands as they could remember seeing in the 

movies. Generally respondents’ ability to recall brands was low, but ranged from 5% to 77% for 

particular brands, with Coca-Cola being recalled by 77% of respondents. 11 percent of the audience 

could not remember any brand while other differed greatly in their recall ability where some 

recalled brands that were not in the movie, or recalled a wrong brand but the right product. Brand 

recall was not related with purchase intention but respondent had positive attitude towards PPL in 

general as they did not mind seeing brands in movies.  

Gupta and Lord (1998) conducted an experiment on the effectiveness of prominent versus subtle 

PPL strategies and audio versus visual versus audio and visual PPL strategies. This study showed a 

30 minute excerpt comprised of scenes from 3 different movies (Big, Project X and Ferris Bueller’s 

Day Off) and a 30 second ad in between that. Product placement was defined as being prominent in 

which the product was highly visible, which could be due to the size or position on the screen or 

being important to the scene. Subtle placement was defined as those where the brand is brand is not 

shown prominently.   

The result showed 85% unaided and 100% aided recall for prominent placement compared to only 

5.6% unaided and 22.2% aided recall for subtle placement. On the other hand audio placement had 

better recall (33.5% unaided and 77.5% aided brand recall) compared to subtle visual placement. 

However there was not any difference between visual only and audiovisual placement.    

Law and Braun (2000) conducted a study where they used both explicit and implicit memory tests 

to measure the effectiveness of PPL. Their experiment involved 2 clips from TV show Seinfeld 

lasting about 10 minutes and each clip contained 6 products. In order not to reveal the true nature of 

the experiment the participants were given a cover story and were assigned to watch either of the 
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two short clips. The implicit memory test was conducted first where the participants received a 

choice task, followed by a free recall test and recognition test as explicit memory test. The results 

indicated that the products/brands placed in the movie were chosen more often on choice task than 

those that were not in the movie. The participants showed better memory on recognition than on 

recall test. Furthermore the prominent placements were remembered more than subtle placements 

on explicit tests thereby supporting the findings of Gupta and Lord (1998). However the prominent 

and subtle placement had no effect on implicit test. The effects of modality of PPL on explicit and 

implicit test were also measured, which revealed that recall for audiovisual placement was highest 

amongst participants (49%) followed by visual only placement (20%) and audio only placement 

(9%). Audiovisual placement was still best remembered on recognition test (87%) but audio only 

placement were second on recognition test (54%) followed by visual only (37%). However the 

results were quite different on implicit test where visual only placement were better remembered 

(47%) followed by audio only placement (34%) and audiovisual placement (27%). Overall the 

study revealed that the effectiveness of PPL, in terms of its modality and its prominence/subtleness 

in the scene, depends a lot on the type of memory test that is used.  

Gregorio (2005) also used both explicit and implicit memory test to measure the effectiveness of 

PPL in movies and in video games, but only the findings from the movie experiment will be 

presented here due to its relevance to this study. He showed a 50 minute movie clip from Minority 

Report to one group of participants that contained 14 visual brands, while audio only brand 

appearances were edited out of the movie. The same movie clip but where all the brands were 

edited out was shown to other set of participants who served as control group. The free recall test 

was conducted first followed by a filler test and finally the fragment completion test which was the 

chosen implicit memory test. The mean number of brands explicitly recalled was 2.76 and the mean 

number of brands remembered through implicit memory test was 2.43. In addition the results 

showed that the amount of time brand appears on the screen had no impact on brand recall or brand 

fragment completion. Brand prominence in the scene did have impact on the brand recall but not on 

brand fragment completion and the integration of the brand into a storyline did not have any impact 

on either of the memory tests. Furthermore there was no relationship between brand attitude and 

brand remembered through either memory test.  

 



Copenhagen Business School  October 2013     
Cand.merc. MCM  Product Placement Masoom Anwar Latif 

42 
 

5. Research Questions & Hypotheses 

In this section a number of research questions and hypotheses will be developed based on the 

theories reviewed in the earlier sections of the paper. 

There has been plenty of research in the past on product placement’s effectiveness where most of 

the research has relied on short movie clips, but only three studies (Steortz in 1987, Ong & Meri 

(1994) and Babin & Carder (1996)) has been made based on an entire movie. These three studies 

only applied the explicit memory test to measure the effectiveness of PPL but Law and Braun 

(2002) and Gregorio (2005) also used an implicit memory test. However those two studies only 

used a 10 minute and a 50 minute movie clip.  

This study, to my knowledge, is the first one to use a full movie as a stimulus and to conduct both 

explicit and implicit memory test. The chosen movie for the experiment is “The Hangover Part II” 

which contains 31 unique product placements (see chapter 6.1.4) and the chosen memory test is the 

fragment completion as the implicit memory test (see chapter 6.1.1) and aided recall as explicit 

memory test (see chapter 6.1.2).  

As reviewed above the big budget movies contains a high numbers of product placements and the 

main agenda of the research is to find out the amount of product placement audience can remember 

through both explicit and implicit memory test. In that regard the first two research questions are: 

 RQ1: What is the amount of brands that people can remember on an aided recall 

test? 

 

 RQ2: What is the amount of brands that people can remember on a fragment 

completion test? 

 

A review of attention theories revealed that there is a serial bottleneck, at which one cannot process 

everything in parallel but only attend to one thing. Additionally our visual attention is likely to be 

governed by Exogenous or bottom-up attention that is driven by an external stimulus that 

automatically draws the attention of the subject to a particular location. Since our eyes move at very 

fast pace and will be drawn automatically to certain regions of the visual field, it is likely that 

subjects will not be able to able to see and pay attention to every PPL. However it is also probably 

likely that the attention of those who have seen the movie before would be drawn towards new 

things in the visual field. It is therefore predicted that: 
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 H1: People who have seen the movie before will be able to remember more brands 

than those who watched the movie for the first time.  

 

Furthermore the capacity of our memory is also limited and we also either tends to forget 

information with passing time or are just not able to remember information when needed. 

Furthermore the interference theory of forgetting assumes that the new information and memories 

acquired during the time interval between stimulus presentation and test will interfere with the old 

memories, thus the retrieval of one memory may block the retrieval of others. The movie used in 

this study is one hour and forty-two minutes long and contains 30 brands. Therefore keeping the 

theories of attention, memory and the duration of the stimulus in mind, it is predicted that: 

 

 H2: The mean number of brands remembered through explicit and implicit test will 

be negatively correlated with time 

 

The Elaboration Likelihood Model predicts that if motivation, opportunity and ability to process a 

communication is present than the central route will be followed which will lead to positive attitude 

change towards the brand. The more favourable the brand attitudes are, the more likely the 

consumers are to be persuaded. However due to lack of strong arguments for brands in a PPL 

context it was also predicted that people are more likely to follow the peripheral route to attitude 

change, which are not as enduring as the ones formed through central route.    

Furthermore the cognitive resource matching theory predicts that persuasion for the brand will be 

enhanced if there is a match between required and available cognitive resources and will be 

diminished if they allocate fewer resources or if available resources surpass required cognitive 

resources. With regard to these theories the third research question is: 

 

 RQ3. What is the relationship between persuasion and brands remembered from the 

movie? 
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6. Methodology 

A research process consists of four distinct but related phases, which are (1) determine the research 

problem, (2) select the appropriate research design, (3) execute the research design, and (4) 

communicate the research results (Hair et all, 2009: 42).  

The first phase of the research process was covered in Chapter 1, phase 2 will be covered in the 

following subchapters where the choice of the selected research design and its rationale will be 

explained. Phase 3 will be the execution of the empirical research that includes the field experiment 

and the questionnaire. Last but not the least, phase 4 will be covered in Chapter 7 where the 

research findings will be presented.  

6.1 Research Design 

In order to collect the empirical data the most appropriate research design has to be selected. There 

are three types of research designs, exploratory, descriptive and causal, and the choice of the design 

depends on the objectives of the research (Hair et all, 2009). The objective of the research is to find 

out how many PPL audiences can remember when they watch a movie in natural settings and in its 

full duration? This research question requires collecting data, thus calling for a descriptive research 

design.  

To answer the research question we will conduct a field experiment where our target sample will 

watch a movie of our choice and will subsequently have to fill out a self-administered online survey 

where the subjects will be tested on their ability to remember the amounts of PPL through explicit 

and implicit memory tests.  

Explicit memory, as explained above is the conscious memory, something that is actively accessed, 

and we actively try to remember things when we are asked to retrieve information from past 

memory. Implicit memory on the other hand is the unconscious retrieval of memory. In order to tap 

into unconscious memory one needs to apply implicit memory tests. Implicit memory tests are 

defined as tests that do not require conscious recollection of a prior study episode for their 

successful completion (Schacter, 1987).   



Copenhagen Business School  October 2013     
Cand.merc. MCM  Product Placement Masoom Anwar Latif 

45 
 

6.1.1 Choice of implicit memory test 

Some of the most commonly used implicit memory tests were presented above, which includes 

stem completion, word fragment completion, anagram solution, perceptual identification, picture 

naming, category production, free association and choice task.   

 

In the questionnaire we have decided to use the word fragment completion test and the reason for 

this choice is based on the belief that other implicit tests might be too easy to solve. For instance in 

an anagram test a subject will see each word of the brand name which might makes it a lot easier for 

them to recognize the brand. Another reason why an anagram solution test will not be used is that 

we are interested in measuring implicit memory based on the accuracy of the completed words and 

not on how fast they complete it. It is likely that subjects might take a great deal of time to solve the 

anagram where one can question whether the anagram was solved using implicit memory or just 

that they had seen the word long enough to finally see a solution.  

The reason for not choosing a word stem test is that people are likely to recognize the brand name 

by just seeing the first few letters of it. Gregorio (2005) conducted a pilot test of word stem 

completion of brand names with 30 students who had not seen any film segment and found out that 

“stems such as pep___, lex___ and nok___ yielded almost 100% completion rates using brand 

names pepsi, lexus and nokia.  It was concluded that many brand names had colonized their stems 

and due to the high familiarity of the brand names people are able to recognize a brand from just a 

few first letters (Gregorio 2005, P. 105).  

Category production and free association is somehow similar to aided recall test, and since we will 

already be using an explicit memory test it would therefore be difficult to determine whether 

implicit memory was used to solve the test.  

Perceptual identification and picture naming test would not be possible to conduct due to lack of 

resources and expertise required to create such a test.  

The reason why choice task will not be used is that it requires that we show the brand name or logo 

to subjects, in which case it will not be possible to determine whether a brand was chosen due to 

implicit memory or due to the familiarity with the brand.  

The word fragment completion test therefore seems to be the best option as one can strategically 

remove the letters from a word based on how difficult or easy one wants the word fragment to be.   
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6.1.2 Choice of explicit memory test 

Apart from the implicit memory test we will also use an explicit memory test to find out how many 

PPL the subjects are able to remember. There are two forms of explicit tests which include 

recognition test and recall tests.  

Recall and recognition tests have been very popular in advertising research and even in PPL 

effectiveness studies, but there has been quite a debate on which is the best one to use. We have in 

our study decided to use aided recall test as the explicit memory test instead of a recognition test. 

One of the reasons for that is that recognition tests are criticized for getting very high positive 

scores in most studies compared to recall scores and recognition scores do not decline with time 

whereas they should due to memory loss (Singh et all, 1988). One of the reasons for the high scores 

in recognition tests can be attributed to response bias, where the results obtained are not necessarily 

due to what is being measured, but rather due to respondent being influenced by something else 

(Solomon et all, 2010). For example respondents are likely to say yes to having seen a stimulus 

even if they might not have seen it. Because people want to be good subjects by trying to give 

responses they think experimenter is looking for, thereby pleasing the experimenter. The strongest 

reason for high scores in recognition tests is due to the power of visual memory, meaning that when 

a visual cue is provided in a recognition test most people are likely to recognize it but will not be 

able to remember where they saw it. This is demonstrated by an experiment where the drawing of 

the hand of the Statue of Liberty will be recognized for what it represents but if shown a picture of 

the Statue of Liberty one cannot say whether one has seen the picture or not despite recognizing it 

and therefore recognition tests are not considered a robust measure of memory traces (Plessis, 

1994).  

These days people are quite versed with brands and if we were to present a logo or a brand name as 

a cue and ask our respondents whether they remember having seen this in the movie, they are more 

likely to say yes due to their familiarity with the brand and not because they actually remember 

seeing the brand. 

The reason why we opted for an aided recall test instead of an unaided recall test is based on the 

theories of information retrieval, which says that we are more likely to remember from a past 

experience when we are given a cue (Hunt & Ellis, 2004). Tulving and Perlstone (1966) showed in 

an experimental study that subjects displayed better memory for the studied animals when they 

were given prompts such as mammals, by remembering 50% more, compared to a free recall test.  

If we are to use a free recall test in our experiment, the subjects would have to recall all the brands 
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from a 1 hour 42 minutes long movie and they might only be able to recall few brands. Yet if we 

were to give them product category cues it is likely to facilitate them in remembering more brands, 

hence the aided recall test to measure explicit memory will be used.  

 

6.1.3 Order of memory tests 

Now that the explicit and implicit memory tests are chosen, the order of those tests also needs to be 

decided, whether one wants to present the aided recall test first and follow it by word fragment 

completion task or vice versa. There have been two product placement effectiveness studies so far 

(Law & Braun, 2000; and Yang, Dinu & Roskos, cited by Gregorio (2005)) that have used both 

explicit and implicit memory test, and in their research they conducted the implicit memory test first 

followed by explicit memory test. But Gregorio (2005) criticised the order of these tests by saying 

that just because implicit memory test is conducted first, where no reference is made and no 

instructions are given to respondents about previously exposed stimuli, does not guarantee that 

implicit memory is used to complete the test. A number of researchers has also voiced this concern 

and termed it “contamination” where implicit memory tests may be contaminated by explicit 

memory (Toth et all, 1994).  

A proposal to overcome this possible problem is by reversing the order of the tests, so one conducts 

explicit test first with a distracter test in the middle and follow it with an implicit test. Researchers 

have conducted many studies where a recognition test was followed by a word fragment test and 

have concluded that the scores are stochastically independent (Tulving, Schacter & Stark, 1982; 

Tulving & Hayman 1989). Gregorio (2005) in his research conducted free recall test first followed 

by a distracter test and finally a word fragment test, but his scores were not stochastically 

independent and he concluded that explicit memory was used in the completion of word fragments. 

He therefore had to apply the condition represented by –R/FC, where there was no recall of the 

brand but the brand fragment was completed, as indication that implicit memory was indeed used to 

complete the fragment. On the other hand Law and Braun (2000) and Yang, Dinu and Roskos 

(Gregorio 2005) found their scores to be stochastically independent even though they conducted the 

implicit test first.  

In light of these facts it seems most appropriate that we conduct the fragment completion test first 

followed by a distractor test and conduct the aided recall test at the end.  
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6.1.4 Choice of Movie 

The field experiment is based on a Hollywood movie that the participants will have to watch in its 

full duration. We have chosen a big budget Hollywood movie because this type of movie is more 

likely to have many product placements, which eventually helps producers to cover a substantial 

amount of their production budget. These types of movies are naturally also targeted towards a 

much bigger segment of audience, compared to a small independent movie, because otherwise they 

would not be able to cover their cost. Because these movies try to target many different 

demographics, the marketers therefore find it very appealing to get their product and brand placed 

in the movie, hence it is very normal that a big budget movie contains up to 30-40 different brands. 

In order to decide which movie to use for the experiment the brandchannel.com website was 

consulted. There were many movies to choose from as their list dates back to 2001 but after careful 

consideration “The Hangover Part II
3
” was picked. The movie was released in summer 2011 and is 

a sequel to the hit comedy “The Hangover” from 2009. One of the reason why this movie has been 

selected is that it was a big financial success and made around $587 million on worldwide Box 

Office, which made it the highest grossing R-rated
4
 comedy of all time (not adjusted for inflation) 

(deadline.com).  

Keeping in mind that it will be a self administered survey and that the participants will have to 

watch the whole movie, it is therefore believed that people will be motivated to watch the movie 

again one more time. Since it is a comedy movie we therefore believe that female audience will also 

be interested and willing to participate in the experiment. That was a big factor why another genre 

of movie was not selected, e.g. an action movie, which could possibly have demotivated the female 

audience to participate and our experiment would then more likely have been male dominated. By 

selecting a comedy we are hoping that the experiment will have a somewhat equal representation of 

both male and female participants.  

                                                           
3 The movie takes place two years after the events from “The Hangover”, where 3 groomsmen go to Thailand for their 

friends wedding and their plan to hold a low key bachelor party goes awfully wrong. They wake up with a big hangover 

and a lost brother-in-law who they must find before returning back to the wedding. 

 
4
 R – Restricted. Contains adult material and children under 17 are required to be accompanied by a parent or an adult 

guardian (mpaa.org).   
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According to brandchannel website the movie features 25 identifiable brands (brandchannel.com4), 

but they also included Stanford University in the list of brands however this has been excluded from 

this study as it is an educational institution and is therefore not considered to be a brand.  During the 

viewing of the movie additionally six brands were identified and the presence of the other 24 brands 

was also confirmed. A list of the 30 unique brands and whether those brands appear as screen, script 

or plot placement is summarised in table 1. The Louis Vuitton and Smartwater brand appear both as 

screen and script placement at different stages in the movie. The Toyota brand is considered a plot 

placement because the characters are seen driving the car in many scenes and an important car 

chase sequence also involved a Toyota. Since it was decided to use aided recall as the explicit 

memory test, six different categories were identified that would serve as cues for the brands. The 

five categories are, car brands, café/restaurant brands, clothing brands, electronic brands, airlines 

and beverage brands (alcoholic and non alcoholic). However brands such as Bally Total Fitness, 

MSNBC, Skype, Teen People does not fit into any of the categories, therefore a seventh option of 

“the brands that does not fit any previous categories” will be provided to the subjects.  

Table 1: List of the 30 brands in the movie 

Brands Screen Placement Script Placement Plot Placement 

Adidas X   

Bally Total Fitness X    

Cathay Pacific X   

Coca-Cola X   

Dell X   

Delta X   

Fanta  X  

Fila X   

Foster’s X   

Hard Rock Café X   

IHOP X X  

Korean Air X   

Long John Silver  X  

Louis Vuitton X X  
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Marshal Amplification X   

Mercedes  X   

MSNBC  X  

Nissan X   

Pepsi X   

P.F. Chang’s  X  

Singha X   

Skype  X  

Smartwater X X  

Sonor X   

Starbucks X   

Teen People  X  

T-Mobile X   

Toyota   X 

Volvo X   

Yves Saint Laurent X   

 

  



Copenhagen Business School  October 2013     
Cand.merc. MCM  Product Placement Masoom Anwar Latif 

51 
 

6.2 Design of the questionnaire  

The questionnaire starts with some general questions such as respondent’s gender, age and the 

country he lives in. The fourth question is whether respondent have watched the movie before, if the 

answer to the question is yes then the next three questions are when they last watched the movie, 

where they watched it the first time and how many times they have watched it. If the answer to the 

fourth question is no, they will then be directed to question eight which is about the time that has 

passed between watching the movie and filling the questionnaire, and the options range from less 

than an hour to more than 3 days. The respondents will be urged to fill the questionnaire as early as 

possible after watching the movie, but do to the nature of the experiment it will not be possible to 

control that. The reason for asking them to do the questionnaire as early as possible is because 

research has shown that over a 7-day period the memory for words diminishes greatly when tested 

on recognition test but is unchanged on the word fragment test (Tulving et all, 1982). It can be 

expected that if too much time has passed between watching the movie and filling the questionnaire 

then respondent are likely to do well on the implicit memory test but not very well on the explicit 

memory test.  

After the general questions the first part of the questionnaire is the word fragment test, where the 

respondents start off by getting a few examples of word fragments and how they can be solved. 

There are 26 word fragments in total where 20 of them are brand names from the movie and 6 are 

distracter words. Though a total of 30 brands were identified in the movie, 10 of them were left out 

because word fragments are designed to be used with single words only (Gregorio 2005). Therefore 

the following brands Bally Total Fitness, Cathay Pacific, Hard Rock Café, Korean Air, Long John 

Silver, Louis Vuitton, Marshal Amplification, P.F. Chang’s, Teen People and Yves Saint Laurent 

will not be included in the implicit test.  

There are no specific rules to which letters to remove from a word in order to create a fragment but 

it is said that it is easier to generate a word (e.g., “GROUP”) when letters are removed from the end 

of the word (e.g., “G R _ _ _”) versus the beginning (e.g., “_ _ _ U P”) or middle (e.g., “G _ _ _ P”) 

(Koopman et all, 2013). In my study of implicit test and word fragments literature I have not come 

across any rules that mention the amount of letters that should be removed from a word, but 

according to Gregorio (2005) the rule is eliminate 30-40% of letters,  he however does not provide 

any reference to this. In another article they also add that the more blanks that are used, the more 

degrees of freedom respondents have to create words, however too many blanks may lead a 
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respondent to engage in effortful cognitive processing and in general, fewer blanks are better 

(Koopman et all, 2013). However it was decided to widen the range of words removed to 30-50% 

because some of the brand names have become too generic which would make it very easy for 

people to guess the brand if only 30-40% of letters were removed from the word. For instance if the 

subjects were to be presented with the fragment _TAR_ UC_S, it is likely that they would guess 

that the word to be STARBUCKS which would not be because they have implied implicit memory 

but just that it is so obvious to guess from the fragment what the word is. But in order to know 

whether the 30-50% range was wide enough a pilot study was conducted, similar to the one that 

Gregorio (2005) applied. A fragment was created for each brand and was tested on 20 subjects, who 

had not been exposed to any brand name, to test how many fragments they could complete 

successfully. If any fragment was solved by 80% or more then it would be modified. The result of 

the pilot study are presented in appendix 1 and the results showed that the fragments for Adidas 

(_DI_A_), Delta (D_ _TA) and Volvo (_O_VO) were solved by more than 80 percent. Those 

fragments were therefore modified to (_ _I_AS), (_E_T_) and (_O_V_). The final version of 

fragments for brands and for distracter words, which are used in the questionnaire, can be seen in 

Appendix 2. It is to be noted that fragments for Pepsi, Coca-Cola and Nissan were not tested as they 

were discovered in the movie after the pilot study had been conducted.  

A final decision regarding the fragment test is the duration that each fragment should be shown to 

subjects. Weldon (1993) in her research showed word fragment for visual words, auditory words 

and pictures and exposed them for 500 millisecond, 1 second, 5 second and 12 second, and found 

out that only visual words produced priming at all exposure times while auditory words and pictures 

only produced priming at 12s exposure. In “The Hangover Part II” brands appear in visual, auditory 

and pictorial form which means that a 12s exposure for the word fragment should be applied in the 

questionnaire. But in the Weldon (1993) study the word fragments were presented for 12s on the 

screen and then subjects were given some time to solve the fragment on a piece of paper. However 

the questionnaire in this study in computer based thus it is not possible to duplicate that method as 

both the fragment and the blank space to write the answer is presented on the same screen, in which 

case the 12s duration will not be enough. It was therefore decided to show each fragment for 20 

seconds in which they can study the fragment, solve it and write the answer. It would not be suitable 

to give more time as there is the risk that subjects would start using their explicit memory to solve 

the fragments. 



Copenhagen Business School  October 2013     
Cand.merc. MCM  Product Placement Masoom Anwar Latif 

53 
 

After the word fragment test the subject will be presented to the filler test, which has the purpose to 

distract them so the true nature of the experiment is not revealed. In the filler test the following 

question was asked: “Which Country and City does the movie takes place?” “On which island does 

the wedding take place?” “What is the name of the monastery the main characters visit in the 

movie?” “Have you been to Thailand before?” “Have you been to Bangkok before?” and finally 

“How likely are you to choose Thailand or Bangkok as your next holiday destination?”. 

After the filler test the subjects will get the aided recall test where they will be asked to write down 

all the brand names they can remember which belongs to the product categories of cars, 

café/restaurant, electronic, clothing, beverages and airlines. The reason why those product 

categories are chosen is because more than one brand from each category is placed in the movie. At 

the end they will also be asked to write down brand names that do not fit any other product category 

where they will have the chance to write MSNBC, Bally Total Fitness, Teen People Magazine and 

Skype if they remember seeing them.  

The last part of the questionnaire is designed to answer research question 3 where the attitude 

towards those brands that are remembered will be measured. A Likert
5
 scale is used to measure the 

respondent’s attitude for the brand by their strength of agreement or disagreement on different 

variables. A five, seven or nine categories of responses are provided on a Likert scale, from 1 = 

strongly disagree to 5/7/9 = strongly agree (Jamieson, 2004). In the questionnaire it was decided to 

use a 6 point scale instead, which did not include the neutral response category. This type of scale is 

referred to as a forced-choice scale and researchers say they should be used to collect state-of-mind 

data because a person either has a positive or a negative attitude towards a statement and there is no 

such thing as a neutral attitude (Hair et all, 2009). There is also the risk that many respondents can 

take the easy way out by choosing a neutral response, which leaves us with a very little variation in 

the data. 

The attitude for the brands will be measured on four different variables, which are; I have become 

more interested in the brand, I find the brand more attractive, I trust the brand more than before and 

I am more likely to buy this brand after seeing/hearing about it in the movie.  

It was decided to measure attiude for only up till ten brands in total, with five brands remembered 

each from explicit and implicit memory test. The reason not to measure attitude for all the possible 

                                                           
5
 A Likert scale is used to measure attitude by providing a range of responses to a given question or statement 

(Jamieson, 2004) 
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30 brands that respondent could remember was simply so the questionnaire does not become too 

long and monotonous. Ideally the attitude test should have been constructed in a way so any of the 

five brands remembered correctly through explicit or implicit test could have been used, but this 

type of survey programming required professional help and due to limited financial resources this 

idea was discarded. Instead ten pre selected brands were used which included IHOP, Singha, 

Smartwater, Fanta and skype from implicit memory test and Toyota, Louis Vuitton, Delta, Hard 

Rock Café and Dell from explicit memory test. If any of these 10 brands were remembered 

correctly in those respective memory tests, the respondents were then asked to rate their attitude on 

those four persuasion variables. The risk with this is that if none of these ten brands or any other 

brands apart of these are remembered then there will not be any attitude questions for them. Or even 

if the respondents misspell the brand name, the program will not recognize it hence there will be no 

attitude questions. But due to limited resources it was the best possible solution available. 

At last respondents were thanked for participating in the survey. The questionnaire in its final 

version is presented in Appendix 3.  

 

6.3 Sampling 

Two types of sampling methods are identified in marketing research, which are the probability 

sampling and nonprobability sampling (Hair et all, 2009). In probability sampling each sampling 

unit in the target population has a known probability for being selected, while in nonprobability 

sampling the probability of selecting each sampling unit is not known. In this research the 

nonprobability sampling is chosen due to limited resources that makes it difficult to randomly 

sample from the population. The biggest fallback with the selection of nonprobability sampling is 

that it is not possible to generalize the findings to the target population, therefore the results and 

findings can only be limited to the people who took part in the study.  

There are four types of nonprobability sampling methods which are convenience sampling, 

judgment sampling, quota sampling and snowball sampling (ibid.). It was decided to use snowball 

sampling method where initial respondents are identified who in return help in identifying 

additional people that can be included in the study. The movie and the questionnaire were shared 

with friends and family members and people within the network through facebook and e-mail, who 

were also asked to share it with people within their social circle. The reason why snowball sampling 

method is preferred is due to the nature of the study which requires respondents to see a full movie 
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and subsequently fill the questionnaire. The study requires a lot of effort and time compared to just 

a normal questionnaire, which is why it was thought that it would be easier to encourage people 

within the close social circle to take part.  

Apart from the snowball sampling the convenience sampling method is also used where samples are 

drawn at the convenience of the researcher (ibid.). It was decided to screen the movie at 

Copenhagen Business School (CBS), where student from different study lines were invited to take 

part in the survey. This sampling method was deemed convenient because CBS has close to 20.000 

students (cbs.dk) and it would therefore be possible to reach large number of participants in short 

time.  

The disadvantage with the chosen sampling methods is that the respondent is likely to be more or 

less within the same age and educational level, which means there might not be much difference in 

the collected data. But due to limited resources, time and the nature of the study the chosen methods 

seemed most appropriate and convenient.  

 

6.4 Procedure 

For the snowball sampling method the digital version of the movie “The Hangover Part II” was first 

downloaded. The digital copy of the movie was downloaded from www.wbdigitalcopy.se. The 

download is legal but only works with a unique code which one receives when one buys the blu-ray 

disc of the movie. I owned the blu-ray disc of the movie and had the code hence I was able to 

download the movie legally and for free. The movie had built-in subtitles for English, Portuguese, 

French, Spanish, Dutch and Russian. Additionally Danish, Swedish and Norwegian subtitles were 

downloaded from www.subscene.com. A folder with the movie and the link to the questionnaire 

was uploaded to the personal dropbox account and the dropbox folder was subsequently shared with 

friends and family either through facebook or e-mail. In order to make sure people did not 

intentionally focus on PPL in the movie, a cover story for the experiment was created. People were 

told that the survey is about place branding and the impact movies can have on our choice of 

holiday destination. People were also urged to watch the movie before doing the questionnaire, but 

unfortunately there was no way to control that as the movie and the questionnaire were in the same 

folder.  

For the convenience sampling method the movie was screened at CBS for students. The invitation 

to the movie screening was posted on the CBS group page on linkedin and on facebook pages for 

http://www.wbdigitalcopy.se/
http://www.subscene.com/


Copenhagen Business School  October 2013     
Cand.merc. MCM  Product Placement Masoom Anwar Latif 

56 
 

various study lines. On the invitation message it was told that the experiment is for the master thesis 

about place branding. People were told that they would have the chance to win movie tickets and 

DVDs/blu-rays, in order to motivate them to come to the screening. Six screenings of the movie 

were held over six different days and at different time slot. Before the start of each screening 

subjects were given the cover story for the experiment and were told that the questionnaire would 

be about the movie and their evaluation of Thailand as a tourist destination. The subjects were not 

given any instructions about focussing on any specific thing in the movie but to watch it as naturally 

as possible. Snacks and Coke was served during the screening and the movie was shown without 

any interruptions. After the credit roll the e-mail addresses of subjects were collected and the link to 

the questionnaire was sent immediately after.  Through the lottery scheme two lucky winners were 

found for free movie tickets and DVDs and subjects were thanked for their participation. 
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7. Results 

There were 32 people who participated in the experiment and completed the questionnaire. 

However there were also 24 people who started filling the questionnaire but stopped somewhere in 

the middle and thus only partially completed the questionnaire. It is not possible to know whether 

these 24 people saw the movie before doing the questionnaire or without it, therefore only the data 

from the 32 fully completed questionnaires will be used for further analysis. The result of filler test 

is presented in appendix 4.  

7.1 Participant’s demographics 

The large majority of the 32 subjects who participated and completed the questionnaire were male, 

respectively 27 or 84.4% and only 5 or 15.6% were female. Almost half of the subjects belonged in 

the age group of 25-29 (n=14 or 43.18%), while 25% were in age group of 18-24 (n=8), 12.5% 

were in age group 30-34 (n=4) and 9.4% were under the age of 18 (n=3). This age distribution of 

subjects was expected since the sampling was done primarily with university students and personal 

close friends and relatives. The next question in the survey was to list the country the subjects were 

living in and though there were only 32 respondents in total, 10 different countries are represented. 

Half of the subjects were living in Denmark (n=16), 12.5% were from Sweden (n=4), 12.5% were 

from Pakistan (n=4) and the last 8 subjects were from Belgium, Finland, Germany, Italy, 

Kazakhstan, Poland and Portugal. Once again due to the sampling method chosen for the 

experiment two-fifth of the respondents had achieved a university degree, where 31.1% had a post-

graduate degree (n=10) and 28.1% had bachelor’s degree (n=9). Full demographics details of the 

participants’ are presented in appendix 4 from table 1-4.  

7.2 Participant’s prior exposure to the movie 

The next question in the survey was whether the respondent had watched the movie before. The 

reason for this question is to see whether those who have watched the movie before can remember 

more brands than those who saw the movie for the very first time. There was somewhat an equal 

distribution with 17 respondents (53.1%) who had seen the movie before and 15 (46.9%) 

respondents who had not. For those who had seen the movie before, three further questions were 

asked concerning when they last watched the movie, how many times they had watched it and 

where they watched it the first time. Of those who had already seen the movie before, more than 
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half (n=9 or 52.9%) had watched the movie once while 5 people had seen the movie twice and 1 

person had seen the movie 5 times, which is the maximum number of viewing.  

 

In terms of last viewing 5 people (29.4%) had seen the movie within the last 6 months, 3 people 

(17.7%) saw it within the last month, while 4 people (23.5%) saw it within the last year and 3 

people (17.7%) saw it more than  a year ago. Of the 17 respondents who had seen the movie before, 

only 5 (29.4%) had watched the movie in cinema while the rest had watched the movie at home 

(DVD/streaming/download). The summary of these results is presented in appendix (XX) from 

table 5-8. 

The final question before the start of memory test was, how much time had passed between 

watching the movie and answering the questionnaire. People were encouraged to do the 

questionnaire as soon as possible after watching the movie. Out of the 32 respondents, 13 

respondents (40.6%) filled out the questionnaire less than an hour after they saw the movie, while 

10 respondents (31.3%) answered it more than three days after they had seen the movie.  

7.3 Brand fragment completion: 

The first research question was to find out the amount of brands people can remember through an 

implicit memory test. The result shows that the mean number of brand fragments completed by 

participants was 2.62. It should be noted that only the brand fragments that were completed 

correctly were taken into consideration. Moreover the correct completion of the distractor brands is 

not included in the mean score. Though a total of 30 brands were identified in the movie but the 

implicit test only contained fragments for 20 brands, because as according to the rules the fragment 

test can only be used for single words. Hence the 10 double word brand names were not part of the 

implicit test. Seven participants or 21.9% were not able to complete any brand fragment while the 

highest number of brand fragments completed by a participant was 10. A frequency analysis was 

conducted for each correctly completed brand fragment and the results are summarised in Table 2. 

As can be seen, the brand fragments for Toyota, Fanta, Volvo, T-Mobile and Singha achieved the 

highest completion rate, while the brands MSNBC, Skype, Adidas, Fila, Smartwater and IHOP had 

a frequency rate of less than 10%. Dell, Delta, Pepsi and Sonor brands were not remembered at all.  
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Table 2: Frequency rates for explicit and implicit memory of brands 

 
Brand 

Explicit   Recall Fragment Completion 
 

Frequency Percentage Frequency Percentage 

Adidas 1 3.1% 2 6.3% 

Bally Total fitness* 0 0 NA NA 

Cathay Pacific* 0 0 NA NA 

Coca-Cola 8 25% 4 12.5% 

Dell 2 6.3% 0 0 

Delta 7 21.9% 0 0 

Fanta 3 9.4% 10 31.3% 

Fila 0 0 2 6.3% 

Foster’s 1 3.1% 6 18.8% 

Hard Rock Café* 4 12.5% NA NA 

IHOP 5 15.6% 1 3.1% 

Korean Air* 0 0 NA NA 

Long John Silver* (1) (3.1%) NA NA 

Louis Vuitton* 11 34.4% NA NA 

Marshal Amplification* 0 0 NA NA 

Mercedes 2 6.3% 4 12.5% 

MSNBC 0 0 3 9.4% 

Nissan 2 6.3% 6 18.8% 

Pepsi 0 0 0 0 

P.F. Chang’s* 0 0 NA NA 

Singha 4 12.5% 7 21.9% 

Skype 2 6.2% 3 9.4% 

Smartwater 1 3.1% 2 6.3% 

Sonor 0 0 0 0 

Starbucks 1 3.1% 5 15.6% 

Teen People* 0 0 NA NA 

T-Mobile 1 3.1% 7 21.9% 

Toyota 12 37.5% 13 40.6% 

Volvo 3 9.4% 9 28.1% 

Yves Saint Laurent* 0 0 NA NA 

*Not tested as part of fragment completion test due to double word 
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The implicit test also contained fragments of six distractor words/brands and the results show that 

the fragment completion rates for Thailand were 87.5% (n=28), Lisbon 68.8% (n=22), Bangkok 

62.5% (n=20) and Armani 21.9% (n=7). On the other hand, the brand fragment for Burberry was 

only completed by 1 participant and the completion rate for the Sprite fragment was zero.  

7.4 Explicit recall for brands 

The second research question concerned the number of brands that people would be able to 

remember through explicit memory test. The results show that the mean number of brands recalled 

through explicit memory test was 2.19 as compared to 2.62 in the implicit memory test. Eight 

participants or 25% of participants were not able to recall any brands while the highest number of 

brands recalled by one participant was 7 (n=1).  

 

A frequency analysis was conducted for each brand and the results can also be found in Table 2 

above. The most recalled brands were Toyota, Louis Vuitton, Coca-Cola and Delta. There were 

eleven brands that were not recalled by any participants, which were Bally Total Fitness, Cathay 

Pacific, Fila, Korean Air, Marshal Amplification, MSNBC, Pepsi, P.F. Chang’s, Sonor, Teen 

People and Yves Saint Laurent. One participant wrote “john something” in the café/restaurant brand 

category which is probably referring to the brand “Long John Silver”. The restaurant chain only 

exists in the U.S., so participants might not have been familiar with the brand. 

 

An interesting finding is that there were false recalls for 29 brands that were not in the movie. The 

list of the false brand recall is presented in table 10 in appendix 3. The mostly recalled false brands 

were BMW, McDonald’s, iPhone, Nokia and Thai Airways, which were each recalled by 3 or 9.4% 

of participants. These brand recall is probably a result of mistaken identity of actual brands that 

were in the movie. For instance there is a long scene in the movie that takes place in an IHOP 

restaurant that might have been mistaken for McDonald’s. Similarly there are many scenes where 

we see the characters use a mobile phone, but the brand of the phone is not revealed in any scene 

neither is it possible to identify the brand from the design. Due to the familiarity with the Nokia, 

iPhone and McDonald’s brand names, people might have assumed that those were the brands they 

saw in the movie, while in reality none of those brands appeared in the movie.  
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7.5 Comparison of brand memory across different variables 
 

7.5.1 Movie watched before or not 

H1 proposed that people who have seen the movie before will be able to remember more brands 

than those who watched the movie for the first time. 

The mean number of brand fragments completed by those who had not seen the movie before was 

1.8, while the mean number for those who had seen the movie before was 3.35. The mean number 

of brands recalled by those who had not seen the movie before was 2.27, while those who had seen 

the movie before were able to recall an average of 2.12 brands.  

In other words those who had not seen the movie before were able to remember 4.07 brands through 

explicit and implicit memory test while those subjects who had seen the movie before were able to 

remember 5.47 brands. 

The results correspond well with the attention theories that say that human beings have a limited 

attention capacity and that our eyes can only capture things within a small region of the visual field. 

When a person is watching a movie his attention will be directed towards things that are important 

for the understanding of the stimulus. Therefore when a person is watching a movie for the first 

time he will most probably be focusing on the story line, the characters and the dialogues in the 

movie, while PPL is likely to attract very little attention. But if people are watching the same 

stimuli more than once then they are likely to pay attention to other things as well.  

Furthermore if we compare the results of those who had seen the movie only once prior to the 

experiment with those who had seen the movie more than one time then support for the attention 

theory becomes even more evident. Mean number of brand fragments completed by those who had 

only seen the movie once was 3.22 and mean number of brand recall was 1.67, so a total of 4.89 

brands were remembered. While those who had seen the movie more than once showed implicit 

memory for 3.5 brands and explicit memory for 2.63 brands, so a total of 6.13 brands were 

remembered. Those who had seen the movie more than once performed better on both implicit and 

explicit memory test. The results are therefore able to prove that the memory for PPL will increase 

with repeated viewing of the movie because people would then be able to pay attention to new 

things in the scenes every time.  
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7.5.2 Time interval between movie viewing and completion of questionnaire 

H2 proposed that the mean number of brands remembered through explicit and implicit test will be 

negatively correlated with time.  

A frequency analysis was conducted to see whether the time passed between watching the movie 

and answering the questionnaire had any effect on brand memory, comparing the completion less 

than one hour after watching the movie with more than three days after watching the movie.  

The mean number of brand fragments completed was 3.54 and the mean number of brand recall was 

2.62 if the questionnaire was answered less than one hour after watching the movie. In comparison 

the mean number of brand fragment completed was 2.2 and the mean number of brand recall was 

1.4 if the questionnaire was filled more than three days after watching the movie. In other words 

participants were able to remember 6.16 brands one hour after watching the movie, compared to 

only 3.6 brands more than three days after.  

These results correspond well with the theory of forgetting that suggest that humans will forget 

information with passing time or their memories will interfere with other information they might 

have acquired during the interval period, hence their memory will be diminished. Subjects would 

have acquired a great deal of new information in the 3 day interval between the test and the movie, 

therefore their memory for what they saw in the movie would have interfered with the new 

information acquired during that time, hence they were not able to remember many PPL.  

 

These results are also partly in line with the experiment by Tulving, Schacter and Stark (1982) that 

showed that explicit memory decreases greatly over a 7-day period while the implicit memory is 

unaffected.  

The results of this study not only illustrate the diminishing of explicit memory between those who 

completed the survey one hour or three days after, but also of implicit memory. There are several 

reasons for this. First of all the option of “more than three days” is very wide and the only option 

available to respondents whether they completed the questionnaire just 3 days after or 10, 15 or 

maybe even 30 days after watching the movie. It can also not be ruled out that some participants 

might not even have watched the movie again prior to filling the questionnaire. These respondents 

might have seen the movie before and therefore did not watch it again. In other words, in this case 

the implicit memory also decreased over time.  
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7.6 Brand memory and attitude  

The third research question was to find out how brand memory is related to attitude change.  

As was mentioned above in chapter 6.2, the attitude was only measured for 10 brands. The attitude 

for the five brands IHOP, Singha, Smartwater, Fanta and Skype was only measured if they were 

remembered through implicit memory test, while attitude towards Toyota, Louis Vuitton, Delta, 

Hard Rock Café and Dell was only measured if they were remembered through explicit test. Since 

that part of the questionnaire was manually designed it had several limitations. In order to measure 

attitude change for any of the brands, they did not only have to be recalled correctly but also needed 

to be recalled in the right category list. For instance if the brand name was spelled incorrectly, such 

as “Lois Vuiton” then the subjects would not have been directed to the attitude questions for that 

brand. Similarly if the subjects did not write the brand name in the right product category, for 

instance a few subjects had written Toyota in the category “other brands” even though there was a 

category for car brands. In that case they also would not have been directed to the attitude 

questions. Eleven people were able to recall Louis Vuitton, but due to either wrong spelling or 

writing the brand name in the wrong category, only 7 people were directed to the attitude questions 

for the brand.  

Attitudes towards the brands were measured on four variables, namely brand interest, brand 

attractiveness, brand trust and buying likeliness. Attitude rate was measured through a 6-point scale 

which was classified as: 

Strongly Disagree =  1 

Moderately Disagree = 2 

Slightly Disagree =  3 

Slightly agree =  4 

Moderately agree =  5 

Strongly agree =  6 

Scores on attitude variables for brands remembered through implicit memory test are presented in 

table 3, 4 and 5.  
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Table 3: Scores on attitude variables for IHOP and Singha 

IHOP (Fragment completed by 1 subject) Singha (Fragment completed by 7 subjects) 

Attitude Variables  Mean Scores Attitude Variables Mean Scores 

Brand Interest 5 Brand Interest 3.3 

Brand attractiveness 4 Brand attractiveness 3.3 

Brand trust 4 Brand trust 3.0 

Buying Likeliness 4 Buying Likeliness 2.9 

 

Table 4: Scores on attitude variables for Smartwater and Fanta 

Smartwater (Fragment completed by 2 subject) Fanta (Fragment completed by 10 subjects) 

Attitude Variables  Mean Scores Attitude Variables Mean Scores 

Brand Interest 4 Brand Interest 3.8 

Brand attractiveness 4 Brand attractiveness 3.8 

Brand trust 4 Brand trust 3.8 

Buying Likeliness 4 Buying Likeliness 4.1 

 

Table 5: Scores on attitude variables for Skype 

Skype (Fragment completed by 3 subjects) 

Attitude Variables  Mean Scores 

Brand Interest 3 

Brand attractiveness 3 
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Brand trust 3 

Buying Likeliness 2.7 

As can be seen from the table 3 the audience leaned towards slightly disagreeing that they have 

become more interested in Singha, slightly disagreeing that brand has become attractive, slightly 

disagreeing that they trust the brand more and slightly disagreeing that they are more likely to buy  

Singha after seeing it in the movie. The rounding rule to decimals is applied to mean scores, for 

instance Singha had a mean score of 3.3 for brand interest variable which would be rounded down 

to 3 and it would then fall in the category of slightly disagreeing. For IHOP, Smartwater and Fanta 

brand the audience leaned towards slightly agreeing on the 4 attitude variables (mean score ranged 

from 3.8 to 4.1). However for the Skype brand the audience leaned towards slightly disagreeing on 

the four variables. 

Moreover scores on attitude variables for brands remembered through explicit memory test are 

presented in table 6, 7 and 8. 

Table 6: Scores on attitude variables for Toyota and Louis Vuitton 

Toyota (Recalled by 12 subjects) Louis Vuitton (Recalled by 7 subjects) 

Attitude Variables  Mean Scores Attitude Variables Mean Scores 

Brand Interest 3.4 Brand Interest 3.9 

Brand attractiveness 3.4 Brand attractiveness 4.3 

Brand trust 3.2 Brand trust 3.9 

Buying Likeliness 3.1 Buying Likeliness 3.9 
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Table 7: Scores on attitude variables for Delta and Hard Rock Café 

Delta (Recalled by 7 subjects) Hard Rock Café (Recalled by 2 subjects) 

Attitude Variables  Mean Scores Attitude Variables Mean Scores 

Brand Interest 2.7 Brand Interest 3.0 

Brand attractiveness 2.7 Brand attractiveness 3.5 

Brand trust 2.7 Brand trust 2.5 

Buying Likeliness 2.9 Buying Likeliness 2.5 

 

Table 8: Scores on attitude variables for Dell 

Dell (Recalled by 2 subjects) 

Attitude Variables  Mean Scores 

Brand Interest 4.0 

Brand attractiveness 4.0 

Brand trust 4.5 

Buying Likeliness 5.0 

As it is reflected in table 6, the audience leaned towards slightly disagreeing that they have become 

more interested, the brand has become more attractive, they trust the brand more and slightly 

disagreeing that they are more likely to buy Toyota after seeing it in the movie. On the other hand 

the audience moderately agrees that they trust the brand more and that they are more likely to buy 

the Dell computer after seeing it in the movie. Overall though there are not much variation in the 

data for all the 10 brands and the audiences attitude varies between slightly disagreeing to slightly 

agreeing on the four attitude variables. In other words the brands remembered from the movie does 

not lead to a positive attitude change.  
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Some of the previous research (Ong and Merri (1994) and Gregorio (2005)) was also not able to 

show any positive relationship between the attitude change and the brands remembered. Looking at 

the data for all the brands we can also come to same conclusion that there is no relationship between 

attitude change and the brands remembered from the movie.  

However this conclusion should be accepted with caution, because we had a very small sample size 

which lead to very little variations in the data. Furthermore due to lack of resources and expertise in 

making online surveys, the attitude questions were only limited to 10 brands. Even though those 10 

brands were quite prominent in the movie, there were still not many respondents who were able to 

recall them. For instance Toyota was the only brand that was remembered by highest number of 

subjects (n=12), while Dell, Hard Rock Café, Skype, Smartwater and IHOP brands were 

remembered by 1-3 subjects. Another reason for these low scores on attitude variables can be 

attributed to the fact that it was decided in advance which brands would be included in the attitude 

measurement. One can argue that many of the brands such as IHOP, Delta, Smartwater and Singha 

are probably less well known by a European audience, hence the persuasion for these brands is 

unlikely to be high. On the other hand, brands such as Toyota, Louis Vuitton and Dell are high 

involvement brands and since our sample audience was primarily students they might not have been 

persuaded by those brands. But the reason for selecting these 10 brands was based on the fact that 

they were very prominent in the movie thus assuming that people would be able to remember these 

brands.  

 

7.7 Summary of results  

A summary of the results related to the research questions and hypothesis will be presented in this 

section.  

RQ1: What is the amount of brands that people can remember on an aided recall test? 

The mean number of brands recalled through explicit memory test was 2.19 

 

RQ2: What is the amount of brands that people can remember on a fragment completion 

test? 

The mean number of brand fragments completed by participants was 2.62 
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H1: People who have seen the movie before will be able to remember more brands than those 

who watched the movie for the first time 

The mean number of brands remembered through explicit and implicit tests for those subjects who 

had not seen the movie before was 4.07 brands  

The mean number of brands remembered through explicit and implicit memory tests for those 

subjects who had seen the movie before was 5.47 brands. 

Furthermore the mean number of brands remembered through explicit and implicit memory tests for 

those subjects who had only seen the movie once was 4.89 brands 

The mean number of brands remembered through explicit and implicit memory tests for those 

subjects who had seen the movie more than once was 6.13 brands 

Thus the hypothesis is supported.  

 

H2: The mean number of brands remembered through explicit and implicit test will be 

negatively correlated with time  

Those who completed the questionnaire one hour after watching the movie were able to remember 

6.16 brands though explicit and implicit memory tests.  

Those who completed the questionnaire more than three days after watching the movie were able to 

remember 3.6 brands though explicit and implicit memory tests.  

Thus the hypothesis is supported. 

RQ3: What is the relationship between attitude change and brands remembered from the 

movie? 

There is no positive relationship between attitude change and the brands remembered from the 

movie as the audience tends to lean towards slightly disagreeing or slightly agreeing on the four 

attitude variables for most of the brands.  
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8. Discussion 

Reeses Pieces candy in the movie E.T. from 1982 is the most famous example of product placement 

cited in the literature, especially because the placement was very successful in increasing sales for 

the candy. Even though the practice of placing brands in the movie has existed ever since the birth 

of motion picture, it is however only since the early 1980s that the interest amongst marketers and 

researchers has increased. Movie producers were able to recognise the financial benefits of product 

placement as it helped them cover a big chunk of their production budget. The marketers and brand 

owners’ interest increased probably because they hope to replicate the success of Reeses Pieces for 

their own brand. In the meanwhile researchers have been busy in determining the effectiveness of 

the practice. Different aspects of product placement has been studied, such as peoples’ attitude 

towards product placement in general, the memory for product placement, which type of product 

placement is most effective and whether memory for brands is related with change in attitude 

towards the brand. All of the researches, which I reviewed, were conducted in laboratory settings, 

where a short movie clip is shown and the subjects are tested immediately after. However the reality 

is quite different from that as people are likely to see the movie in its full duration and without the 

knowledge that they will be tested later. With this in mind it was decided that it is worth studying 

what will happen when a person watches a full movie and in natural settings. How many product 

placements would a person be able to remember? It was decided to look at the problem from the 

perspective of attention and memory theorise which would help in understanding how product 

placement would be processed and remembered.  

 The results from the experiment showed that the subjects were able to remember an average of 4.81 

brands thorough explicit and implicit memory test. The movies contained 30 brands and the 

subjects were only able to show memory of about 5 brands.  

The review of attention teories did reveal that a person does not have the ability to pay attention to 

every single information that a person is presented to, that s/he is likely to focus on only certain 

elements while ignoring others. Furthermore the memory of a person in also limited and it is likely 

that a person will only remember things that are important. Even if a person is able to pay attention 

to a stimulus s/he is also likely to forget those things very quickly.  

It is therefore likely that when the subjects were watching the movie, where no instructions were 

given as to what they should pay attention to, that they were just involved in watching the movie 

and story unfold on the screen and perhaps did not pay any attention or noticed the placement in the 
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movie. In other words they were involved in exogenous attention where their attention would have 

automatically diverted towards particular locations. But even if they were able to pay attention to 

product placements, they probably would have forgotten them by the time of test because the 

placements in most part are not important for the understanding of the movie. 

This does raise some serious questions about the practice of product placement, because if only 

about 5 brands are remembered from the movie, then there are 25 other that have failed to make any 

impact. Because product placements are used as a marketing tool to reach the desired consumers, 

and if the consumers are unable to remember the placement it would therefore also not lead to any 

change in the attitude towards the brand. In addition the results from the study also showed that 

even if placements are remembered it still does not lead to any positive change in the attitude 

towards the brand. Some of the earlier studies (Ong & Meri (1994), Gregorio (2005)) also 

demonstrated that there is no relationship between attitude change and brand memory.  

The implications that these results have on the product placement practice is that marketers and 

brand owners should carefully decide whether they want to use money on placing the brand in the 

movie when it is not going to be notices or remembered. Another thing is that the brands are not 

only fighting against the attention and memory capacity of a person but they are also fighting 

against other brands in the movie. Because if a movie contains 30 brands than each brand has to 

fight against each other and hope that they will be able to break that product placement clutter and 

get noticed.  

From the perspective of a movie producer, they obviously do not mind the large number of 

placements in the movie, because it just helps them in recovering some of their cost associated with 

the production.  The more product placement they can have in the movie the better it is for them, 

but from the perspective of the brand owner, the placement does probably not yield the desired 

results.  

   

 

 

 

  



Copenhagen Business School  October 2013     
Cand.merc. MCM  Product Placement Masoom Anwar Latif 

71 
 

9. Conclusion 
 

In the beginning of the paper it was reviewed how product placement has become such a popular 

practice in Hollywood. In 2012 the average number of product placement per movie was 11.7 based 

on the 34 movies that made it to the top of the U.S. box office. However it is normal that the big 

budget Hollywood movies has around 30-40 brands while in some cases a movie can even have as 

many as 80-100 distinctive brands. Considering that the movies are watched for entertainment 

purposes and that mostly product placement appears in the scenes for a brief period, made us 

wonder how many product placements a person would be able to remember if movies are watched 

in natural settings and in its entirety.  

A review of the previous studies revealed that there had only been few studies on product placement 

effectiveness based on an entire movie. Furthermore those studies had only applied an explicit 

memory test, where the information from memory is retrieved consciously, while research on 

memory has shown that information can also be retrieved unconsciously through implicit memory 

test. It was therefore decided to conduct an experiment where subjects would be shown a movie in 

its full duration and their memory for product placement would be measured on both explicit and 

implicit memory test. Furthermore it was also decided to see whether brands remembered from the 

movie would result in any attitude change for the brand.  

A review of attention theory revealed that we are not able to pay attention to everything that we 

encounter but can only attend to one thing at one time. Our visual attention is also limited as our 

eyes can only capture things within a small region of the visual field. We do not only have limited 

attention capacity but our memory is also very limited as we are either not able to store much 

information in our memory or we just tend to forget information very quickly. Moreover if that 

information does not happen to be important or meaningful than it will be forgotten even more 

easily.  

Applying the theories to a movie viewing experience means that people will either not be able to 

pay attention to every product placement, but even if they do they are likely to forget them due to 

the information being unimportant. 

In order to answer these questions a field experiment was conducted where the movie “The 

Hangover Part II” was shared with the subjects so they could watch it in natural settings. A cover 
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story for the experiment was provided as it was believed that by revealing the true nature of the 

study the subjects might consciously divert their attention to product placement in the movie.  

In the questionnaire the explicit memory test was administered after the implicit memory test in 

order to make sure that the explicit memory of brands does not facilitate subjects on the implicit 

memory test.    

A total of 32 people took part in the experiment and the results showed that subjects were able to 

remember an average of 2.19 brands on explicit memory test and 2.62 brands on implicit memory 

test, so a total of 4.81 brands were remembered out of 30 brands in the movie. In addition the results 

showed that the number of brands remembered increases with the number of times the movie is 

watched. For instance those subjects who had not seen the movie before remembered an average of 

4.07 brands, and those who saw the movie once remembered 4.89 brands while those who had seen 

the movie more than once remembered an average of 6.13 brands.  

Furthermore the results showed that the memory for brands decreases as the time between watching 

the movie and answering the questionnaire increases. Subjects who completed the survey one hour 

after watching the movie were able to remember an average of 6.16 brands compared to only 3.6 

brands by those who completed the survey more than 3 days after. Thus the results are in line with 

the theories of memory and forgetting.  

Furthermore we were not able to see any substantial change in the subjects’ attitude towards the 

brands that were remembered from the movie.  

These results do not provide a positive picture on the effectiveness of the product placement 

practice, because when only about 5 brands are remembered out of 30 in the movie, it shows that 

either people are not able to pay attention to product placement in the movie and even if they do 

then they are not able to remember many of them afterwards. It means that marketers and brand 

owners have to carefully decide whether they would like their brand to be featured in the movie 

when likeliness of paying attention and remembering the brand is so small and also considering that 

product placement does not lead to a positive change in the attitude towards the brand.  

Movie producers on the hand probably do not care how effective the placement is, because to them 

product placement is just a source of financing. With the constant increase of production budget 

over the years the producers would obviously not mind having that many brands in the movie.  
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11. Appendices  

Appendix 1: Pilot test 

 

FRAGMENT FORMS AND PILOT Group (20 students) COMPLETION RATES FOR TARGET BRAND 

 

  

Brand Name Fragment Pilot group completion rate 

Adidas  _DI_A_  90% 

Dell  _EL_ 15% 

Delta  D_ _TA  100% 

Fanta  F_ _TA 40% 

Fila  _I_A 0 

Fosters  F_ST_ _S 4% 

IHop  _HO_ 0 

Mercedes  _E_CE_ _S 55% 

MSNBC  MS_ _C 5% 

Singha  S_N_HA 15% 

Skype  S_Y_E 5% 

Smartwater  S_A_T_AT_R 15% 

Sonor  S_ _OR 0 

Starbucks _TA_ _ UC_S 30% 

T-Mobile  T-_ _B_LE 30% 

Toyota  T_ _O_A 50% 

VOLVO  _O_VO 100% 
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Brand Name Fragment 

Fila _I_A 

IHOP _HO_ 

Singha S_N_HA 

Starbucks _TA_ _UC_S 

MSNBC MS_ _C 

Smartwater S_A_T_AT_R 

Mercedes _E_CE_ _S 

Sonor  S_ _OR 

Dell _EL_ 

Fosters F_ST_ _´S 

Toyota T_ _O_A 

Skype S_Y_E 

T-Mobile T-_ _B_LE 

Delta _E_T_ 

Fanta F_ _TA 

Pepsi _E_S_ 

Nissan N_S_ A_ 

Coca-Cola _O_A-_OL_ 

Adidas _ _I_AS 

Volvo _O_V_ 

Distractor Words Fragments 

Bangkok B_N_K_K 

Thailand T_AI_ _ND 

Burberry B_R_E_R_ 

Sprite _P_I_E 
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Appendix 2: Final Fragment 

Forms for brands and 

distractor words   

 

  

Lisbon L_SB_N 

Armani A_M_ _I 
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Appendix 3:  The questionnaire 

The Hangover 2 questionnaire 

 

Page One 

Thank you very much for participating, this questionnaire will take approximately 7-9 minutes. 

 

The purpose of this survey is to find out the impact movies can have on our choice of holiday destination. 

This questions are directly related to the movie "The Hangover Part II" that you have watched in relation to 

this survey. 

 

1) What is your gender?* 

( ) Male 

( ) Female 

 

2) What is your age?* 

( ) under 18 

( ) 18-24 

( ) 25-29 

( ) 30-34 

( ) 35-39 

( ) 40-44 

( ) 45-49 

( ) 50-54 

( ) 55+ 

 

3) Which country do you live in?* 

____________________________________________  
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4) What is your education level? (Highest degree received)* 

( ) Primary education 

( ) Graduated high school or equivalent 

( ) Associate degree 

( ) Bachelor's degree 

( ) Post-graduate degree 

( ) Ph.d./MBA 

 

5) Have you watched this movie before?* 

( ) Yes 

( ) No 

 

6) When did you last watch this movie? (Not including the viewing in relation to this survey)* 

( ) Within the last 7 days 

( ) Within the last month 

( ) Within the last 3 months 

( ) Within the last 6 months 

( ) Within the last year 

( ) More than a year ago 

 

7) Where did you watch the movie the first time?* 

( ) In cinema 

( ) At home (DVD/streaming/download) 

 

8) How many times have you watched this movie? (not including the viewing in relation to this survey)* 

____________________________________________  
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9) How much time has passed between watching the movie and filling this questionnaire?* 

( ) Less than an hour 

( ) Between 1-6 hours 

( ) Between 6-12 hours 

( ) Between 12-18 hours 

( ) Between 18-24 hours 

( ) Between 1-2 days 

( ) Between 2-3 days 

( ) More than 3 days 

 

You will receive word fragments in the form of letters and blank spaces. You have to complete each 

fragment by filling in the blanks with the first word that comes to your mind. The words can be places, 

names of things, nouns etc. Solve as many word fragments as you can.  

 

You have 20 seconds to solve each fragment, after which you will be directed to next question 

 

Here are few examples: 

 

If you receive B_R_ _LO_A, the answer could be: BARCELONA 

 

 

 

If you receive _ER_AR_I, the answer could be: FERRARI 

 

 

 

If you receive R_S_ , some possible answer could be: RISE, ROSE, RASP, REST, etc. 

 

10) Solve the fragment and write your answer in the box below: 

 

_I_A 

____________________________________________  



Copenhagen Business School  October 2013     
Cand.merc. MCM  Product Placement Masoom Anwar Latif 

87 
 

 

11) Solve the following fragment: 

 

_HO_ 

____________________________________________  

 

12) Solve the following fragment: 

 

S_N_HA 

____________________________________________  

 

13) Solve the following fragment: 

 

B_N_K_K 

____________________________________________  

 

14) Solve the following fragment: 

 

_TA_ _UC_S 

____________________________________________  

 

15) Solve the following fragment: 

 

MS_ _C 

____________________________________________  

 

16) Solve the following fragment: 

 

S_A_T_AT_R 

____________________________________________  
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17) Solve the following fragment: 

 

_E_CE_ _S 

____________________________________________  

 

18) Solve the following fragment: 

 

T_AI_ _ND 

____________________________________________  

 

19) Solve the following fragment: 

 

S_ _OR 

____________________________________________  

 

20) Solve the following fragment: 

 

_EL_ 

____________________________________________  

 

21) Solve the following fragment: 

 

F_ST_ _'S 

____________________________________________  

 

22) Solve the following fragment: 

 

B_R_E_R_ 

____________________________________________  
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23) Solve the following fragment: 

 

T_ _O_A 

____________________________________________  

 

24) Solve the following fragment: 

 

S_Y_E 

____________________________________________  

 

25) Solve the following fragment: 

 

T-_ _B_LE 

____________________________________________  

 

26) Solve the following fragment: 

 

_P_I_E 

____________________________________________  

 

27) Solve the following fragment: 

 

_E_T_ 

____________________________________________  

 

28) Solve the following fragment: 

 

F_ _TA 

____________________________________________  
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29) Solve the following fragment: 

 

L_SB_N 

____________________________________________  

 

30) Solve the following fragment: 

 

_E_S_ 

____________________________________________  

 

31) Solve the following fragment: 

 

N_S_ A_ 

____________________________________________  

 

32) Solve the following fragment: 

 

_O_ _-_OL_ 

____________________________________________  

 

33) Solve the following fragment: 

 

A_M_ _I 

____________________________________________  

 

34) Solve the following fragment: 

 

_O_V_ 

____________________________________________  
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35) Solve the following fragment: 

 

_ _I_AS 

____________________________________________  

 

The next set of questions will be about the different tourist places/destination that you have encountered 

in “The Hangover Part II”. 

 

36) In Which country does the “The Hangover Part II” takes place?* 

( ) Don't know 

( ) Answer:: _________________ 

 

37) In which city does "The Hangover Part II" takes place"* 

( ) Answer: _________________ 

( ) Don't know 

 

38) What is the name of the island where the wedding is being held?* 

( ) Don't know 

( ) Answer:: _________________ 

 

39) What is the name of the monastery the main characters visit in the movie?* 

( ) Answer: _________________ 

( ) Don't know 

 

New Page 

40) Have you been to Thailand before?* 

( ) Yes 

( ) No 
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New Page 

41) Have you been to Bangkok before?* 

( ) Yes 

( ) No 

 

The next set of questions deal with the impact the “The Hangover Part II” has had on your attitudes 

towards Thailand as a tourist destination. Keeping “The Hangover Part II” in mind, you have to answer for 

each question how likely or unlikely you are to visit the given destination. 

 

42) How likely are you to choose Thailand as your next holiday destination?* 

( ) Very unlikely 

( ) Somewhat unlikely 

( ) Somewhat likely 

( ) Very likely 

 

43) How likely are you to choose Bangkok as your next holiday destination?* 

( ) Very unlikely 

( ) Somewhat unlikely 

( ) Somewhat likely 

( ) Very likely 

 

The next set of questions will focus on the product placement in "The Hangover Part II". For each question 

you have to name as many brands/products as you remember having seen/heard in the movie. If you do 

not remember seeing/hearing any brand, leave the boxes blank and press next. 

 

44) Please write down the names of all the car brands that you remember seeing/hearing in “The Hangover 

Part II”. If you do not remember seeing/hearing any brand, leave the boxes blank and press next. 

1: _________________________ 
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45) Please write down the names of all the Fast food/Café/restaurant brands that you remember 

seeing/hearing in “The Hangover Part II”. 

1: _________________________ 

46) Please write down the names of all the electronic brands (computer/mobiles etc.) that you remember 

seeing/hearing in “The Hangover Part II”. 

1: _________________________ 

47) Please write down the names all the clothing brands that you remember seeing/hearing in “The 

Hangover Part II”. 

1: _________________________ 

48) Please write down the names of all the beverage brands (alcoholic & non alcoholic) that you remember 

seeing/hearing in “The Hangover Part II”. 

1: _________________________ 

49) Please write down the names of all airlines that you remember seeing/hearing in “The Hangover Part 

II”. 

1: _________________________ 

50) Write down all the other brand names that you remember seeing/hearing in the movie, that does not 

fit any of the previous product categories. 

1: _________________________ 

 

Next set of questions will be about your attitude towards the brands that you remembered seeing in the 

movie and the brand fragments that you completed. 

 

51) You remembered seeing/hearing (Toyota, Louis Vuitton, Delta, Hard Rock Café, Dell, IHOP, Singha, 

Smartwater, Fanta, Skype) brand in the movie. Please indicate below the extent to which you 

agree/disagree with the following statements:* 

I have become more interested in the brand 

( ) Strongly disagree 

( ) Moderately disagree 

( ) Slightly disagree 

( ) Slightly agree 
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( ) Moderately agree 

( ) Strongly agree 

 

52) I find the brand more attractive* 

( ) Strongly disagree 

( ) Moderately disagree 

( ) Slightly disagree 

( ) Slightly agree 

( ) Moderately agree 

( ) Strongly agree 

 

53) I trust this brand more than before* 

( ) Strongly disagree 

( ) Moderately disagree 

( ) Slightly disagree 

( ) Slightly agree 

( ) Moderately agree 

( ) Strongly agree 

 

54) I am more likely to buy this brand* 

( ) Strongly disagree 

( ) Moderately disagree 

( ) Slightly disagree 

( ) Slightly agree 

( ) Moderately agree 

( ) Strongly agree 
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Thank You! 

Thank you very much for taking this survey. Your response is very important to us. 

 

Appendix 4: Results  

 

 

Participant’s Characteristics: 

 

 

Table 1: What is your gender? 

Value Count Percent 

Male 27 84.4% 

Female 5 15.6% 

Statistics 

Total Responses 32 

 

Table 2: What is your age? 

Value Count Percent 

under 18 3 9.4% 

18-24 8 25.0% 

25-29 14 43.8% 

30-34 4 12.5% 

35-39 1 3.1% 

40-44 0 0.0% 
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45-49 0 0.0% 

50-54 0 0.0% 

55+ 2 6.3% 

Statistics 

Total Responses 32 

 

Table 3: Which country do you live in? 

 

Count Response 

1 Belgium 

16 Denmark 

1 Finland 

1 Germany 

1 Italy 

1 Kazakhstan 

4 Pakistan 

1 Poland 

2 Portugal 

4 Sweden 

Statistics 
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Count Response 

Total Responses 32 

 

Table 4: What is your education level? 

 

Value Count Percent 

Primary education 2 6.3% 

Graduated high school or equivalent 10 31.3% 

Associate degree 0 0.0% 

Bachelor's degree 9 28.1% 

Post-graduate degree 10 31.3% 

Ph.d./MBA 1 3.1% 

Statistics 

Total Responses 32 

 

Table 5: Have you watched this movie before? 

 

Value Count Percent 

Yes 17 53.1% 

No 15 46.9% 

Statistics 

Total Responses 32 
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Table 6: When did you last watch this movie? (Not including the viewing in relation to this survey) 

 

Value Count Percent 

Within the last 7 days 0 0.0% 

Within the last month 3 17.7% 

Within the last 3 months 2 11.8% 

Within the last 6 months 5 29.4% 

Within the last year 4 23.5% 

More than a year ago 3 17.7% 

Have not seen the movie before 0 0.0% 

Statistics 

Total Responses 17 

 

Table 7: Where did you watch the movie the first time? 

 

Value Count Percent 

In cinema 5 29.4% 

At home (DVD/streaming/download) 12 70.6% 

Statistics 

Total Responses 17 

 

Table 8: How many times have you watched this movie? (not including the viewing in relation to this 

survey) 
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Count Response 

9 1 

5 2 

1 3 

1 4 

1 5 

Statistics 

Total Responses 17 

 

Table 9: How much time has passed between watching the movie and filling the questionnaire? 

 

Value Count Percent 

Less than an hour 13 40.6% 

Between 1-6 hours 7 21.9% 

Between 6-12 hours 1 3.1% 

Between 12-18 hours 0 0.0% 

Between 18-24 hours 0 0.0% 

Between 1-2 days 0 0.0% 

Between 2-3 days 1 3.1% 

More than 3 days 10 31.3% 

Statistics 

Total Responses 32 
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Comparison between those who completed the test an hour after seeing the movie and those who 

completed more than 3 days later: 

 

Less than an hour: mean number of brand fragments completed =      3.54 

More than 3 days: Mean number of brands fragments completed  =    2.2 

 

Less than an hour: mean number of brand recalled =     2.62 

More than 3 days: Mean number of brands recalled  =  1.4 

 

Comparison between those who had watched the movie before and those who had seen it for the first 

time: 

 

Movie seen before: mean number of brand fragments completed  =      3.35 

Movie not seen before: mean number of brand fragments completed = 1.8 

 

Movie seen before: mean number of brands recalled  =     2.12 

Movie not seen before: mean number of brands recalled = 2.27 

 

Comparison between those who had only watched the movie one time before and those who had 

watched it more than one time before doing the survey: 

 

Movie watched only one time before: mean number of brand fragments completed  =  3.22 

Watched more than one time before : mean number of brand fragments completed =   3.5 

 

Movie watched only one time before: mean number of brands recalled  =  1.67 

Watched more than one time before : mean number of brands recalled  =   2.63 
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Table 10: False brand recall 

 

 

Brand 

Explicit   Recall 

Frequency Percentage 

BMW 3 3.1% 

Chevrolet 1 3.1% 

Crysler 1 3.1% 

Citroen 1 3.1% 

Ferrari 1 3.1% 

Isuzu 1 3.1% 

Lexus 1 3.1% 

Mitsubishi 1 3.1% 

Subaru 1 3.1% 

McDonald’s 3 9.4% 

iPhone 3 9.4% 

Mac 1 3.1% 

Samsung 1 3.1% 

Toshiba 1 3.1% 

Nokia 3 9.4% 

Calvin Klein 2 6.3% 

Nike 1 3.1% 

Ray Ban 1 3.1% 

Tiger of Sweden 1 3.1% 

Diesel 1 3.1% 

Gucci 1 3.1% 

Budlight 1 3.1% 
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Heineken 1 3.1% 

Bacardi 1 3.1% 

Thaiair 3 9.4% 

Virgin 1 3.1% 

K&J Lights 1 3.1% 

Pac Man 1 3.1% 

Stanford University 1 3.1% 

 

Appendix 4: Results of filler test 

Q1: In which country does "The Hangover Part II" takes place 

Value Count Percent 

Don't know 2 6.3% 

Answer: 30 93.8% 

 

Only one answer was wrong out of the 30 answers. The correct answer was Thailand, and one subject 

answered Taiwan. 

 

Q2: In which city does "The Hangover Part II" takes place 

Value Count Percent 

Answer 31 96.9% 

Don't know 1 3.1% 

The answer was Bangkok and all the 30 answers were correct. 

 

Q3. What is the name of the island where the wedding is being held? 
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Value Count Percent 

Don't know 27 84.4% 

Answer: 5 15.6% 

The answer was Krabi and no one were able to answer it correctly. 

 

Q4. What is the name of the monastery the main characters visit in the movie? 

Value Count Percent 

Answer 10 31.3% 

Don't know 22 68.8% 

The answer was Ching Mai Monastery and only 6 people were able to answer it correctly. 

 

Q5: Have you been to Thailand before? 

Value Count Percent 

Yes 8 25.0% 

No 24 75.0% 

 

Q6: Have you been to Bangkok before? 

Value Count Percent 

Yes 7 87.5% 

No 1 12.5% 
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Q7: How likely are you to choose Thailand as your next holiday destination? 

Value Count Percent 

Very unlikely 2 6.3% 

Somewhat unlikely 7 21.9% 

Somewhat likely 19 59.4% 

Very likely 4 12.5% 

 

Q8: How likely are you to choose Bangkok as your next holiday destination? 

Value Count Percent 

Very unlikely 8 25.0% 

Somewhat unlikely 13 40.6% 

Somewhat likely 9 28.1% 

Very likely 2 6.3% 

 


