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Objective: to find out young people in Sweden’s attitudes towards product placement in film
and television series

Method: Qualitative in-depth interviews

Main result: The research shows that product placement is not a subject that is in the
forefront of the respondents’ mind. They are aware of its existence but do not give it much
thought, nor is it a subject that they discuss at length with anybody. However, they do see
product placement as a necessary tool for the promotion of brands and products. They believe
that it is a preferable method compared to traditional advertising, in particular television
advertising in some instances. This is mainly the case for products or brands that the
respondents have a personal relationship with. The brands that they have a relationship with
are also the ones that are most frequently noticed by the respondents. Having said that, the
product placement needs to be well integrated into the storyline in order for it to be seen as a
positive way of promotion. It will have the opposite effect if the product placement is too
noticeable.
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Executive Summary

The reality of modern life is that brand names and products surround us all. These may
or may not be relevant to what we are doing at that specific time. However, they are
there. As we watch films and follow favourite characters in television series their
realities become part of our own and the brands depicted in these, brands in our lives.
What is found in this study is that, regardless of the media discussions surrounding
product placement, it is not seen as a practice that is neither thought about at any length
nor particularly annoying for the viewer. However, more can be said than that.

Product placement, although seen by some as the natural progression of the traditional ways
of advertising, is an issue that is in the need of attention. Not only due to its increase and
spread in the last years, but also due to the increased familiarity of brands and intrusiveness
into peoples’ daily lives. The group of theories on which this thesis is based is eclectic as it
involves theories from a number of different disciplines. This reflects the complexity of the
subject that is studied. Furthermore, considering the fact that what is researched is human
beings and their ever-changing attitudes and natures, it is impossible to keep oneself to only
one facet of science.

The research is based on qualitative in-depth interviews with ten respondents, all of which
included in the decided target group of young Swedes between the ages 18-29. A qualitative
method allows for a deeper understanding of attitudes on a human level, though it is not
without its faults. However, it was decided that such a method would be the best way in
answering the research questions that would consequently fulfil the aim of the research as a
whole. The main theories used in this research surround consumption and brand psychology,
together with previous attitude research on traditional advertising and also product placement.

The result and analysis of the information gathered through the interviews is presented in
three separate sections, one for each research question. This was done so to secure the
fulfilment of the research objective. The respondents feel that product placement is
noticeable, but that it is less annoying than traditional advertising. The main difference
between the two forms of promotion is that product placement is integrated into something
that they want to see, and therefore they are more accepting towards it. This view, however, is
not without its reservations. A reason for this attitude can be said to be connected with the
way in which characters and celebrities have become more and more part of our daily lives
and not as removed, as they perhaps have historically been. Furthermore, the globalisation of
media and the international expansion of markets contribute to this attitude.

The thesis concludes with final words on this research and recommended future work that I
found interesting to develop using this thesis as a base. An example of this is the development
of the quantitative research on a larger group with a similar objective.
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1. Introduction

Some may call it shameless advertising, others a reminder that the characters on television
and films live in the same world as you and me, where day to day life is littered with brands
and products that we use. This is called product placement (in some cases it is called brand
placement). The fact of the matter is, whether we like it or not, name brands are more and
more visible where they traditionally do not necessarily belong. This does however pose
problems, especially for the younger generations who are becoming a stronger actor in the
commercial market but who’s critical analytical ability may not be as established as that of an
adult. Furthermore, for people who have grown up with, not only the Internet, but with the
lines between cultures and countries more and more blurred out, what do they think of
product placement and why?

1.1 Why study product placement?

The study of advertising and what makes consumers race to buy a specific product is
something that is undoubtedly interesting on many levels. The economic gain and product
placement revenues for companies is staggering and it has become an important player in both
film and television. Furthermore, the consumption of products and the free movement of
liquid assets are crucial for a working and healthy economy. Product placement is also
interesting to look into when it comes to the psychology of consumerism and what makes
consumers tick. In an age where there is an abundance of choice, companies fight to be front
and centre in the consciousness of their buyers and increasingly innovative methods are used
as the modern day individual stands at a crossroads between what product to buy.

The fading borders between what is advertising and what is not is another reason why product
placement is an interesting subject to analyse. When consumers do not know where the
advertising begins or ends, or even if what he or she is watching is advertisement, ethical
warning bells go off. Moreover, where can a line be drawn, between when and where it is
acceptable to promote products and when and where it is not? What do the viewers think
about this? Do they care? Do they notice product placement at all? And if so, what are their
attitudes towards them? I believe it is important to find this out as technology is evolving, but
are people evolving with it? Furthermore, it is also interesting for companies who work in this
field to know what the viewers think about product placement, in order for them to be able to
work around this.

1.2 Product placement: A history

From an economical perspective there can be a notion that product placement really began
with the placement and the following rise in sales for Reese’s Pieces after making an
appearance in the motion picture E.7. in the 80’s. Granted, their sales went up 65 percent
according to chocolate maker Hershey’s (Wasko, Phillips & Purdie 1993; Hackley 2005) the
incorporation of products with the intent of increasing sales was an established practice by the
time E.T. ate chocolate.

According to Hudson and Hudson (2006) product placement can be tracked back to the
1890’s when branded soaps were placed in films. The practice began in the 1930’s where
Hollywood film studios and companies made active deals to show products in their films and
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also made contracts for future exposure. Stars were also targeted and in the early days of film
studios and the studio system, actors and actresses were contracted by the studios themselves
and not only tied to specific films. Therefore the brand attached to a studio could also be
attached to a film star.

Radio programs were also very much used as a promotional tool. The so-called ‘soap operas’
from the 1940’s and the 1950’s were given their name from the soap commercials that
preceded them when airing. It was also not uncommon for episodes of these soaps to market
specific brands, financed by the brand itself (Hackley, Tiwsakul & Preuss 2008). This practice
is not uncommon today, where episodes in television shows are used for showcasing products
or brands.

In the music industry, the decrease in album sales due to the illegal downloading and
uploading of songs, product placement is being used to an extent that has not been seen
before. Artists and record labels are paid in exchange for mentions of specific brands and
products in their lyrics as well as the usage of products in their music videos. This has become
a bit of a concern for television channels such as MTV who are afraid that their viewers turn
critical against this. As a precautionary method the channel has drawn up guidelines and
restrictions to which record labels must follow in order to be shown on MTV (Kaikati &
Kaikati 2004).

According to Belch and Belch (2009) the exponential increase of the expenditures on product
placement made from the mid 70’s to three decades later is $190 millions to $4,244 millions.
Television and film are the highest earners and this shows that there seems to be money to be
made. What the future holds for product placement is not something that can be foretold.
With the rapid technical evolution one thing is certain; we are most definitely past the point of
no return.

1.3 Objective and Research Questions

I have chosen to quote Marshall and Rossman (2011, p.69) when describing the purpose of
this thesis, which is “to explain the patterns related to the phenomenon in question” and “to
identify plausible relationships shaping this phenomenon” (ibid.). The objective of this thesis
is to uncover young people in Sweden’s attitudes towards product placement in film and
television series. By this token, it is the attitudes of the respondents that I want to reveal and
analyse in order to answer the following research questions:

*  When consuming media, does the target group notice product placement?
*  What are their attitudes towards product placement as a marketing tool, in general?

* What are their attitudes towards the usage of product placement in, specifically, their
media consumption?

Although the second and third research question may at first glance seem similar, the crucial
difference is the ambition to find if there is a difference in attitude, and what that would be,
between product placement as a concept and as something experienced in their personal
media consumption.



1.4 Central definitions

Below are presented the definitions of two central concepts that will be used in this thesis

1.4.1 What is meant by product placement?

In order to understand product placement in the context of this thesis it is important to, as with
the idea of ‘attitude’, present what is meant by product placement. The meaning that will be
used here is partially borrowed from Russell and Belch (2005, p. 74) who defined product
placement as “the purposeful incorporation of a brand into an entertainment vehicle”.
However, according to Russell and Belch (2005) the words ‘entertainment vehicle’ include
games, literature and music. However, due to the nature of this thesis ‘entertainment vehicle’
will be exchanged for ‘films and television shows’. The word ‘purposeful’ is another aspect
that is in need of clarification. There are instances where products are shown that are not
placed there with the intention of generating revenue for the product’s brand and others where
the brand is strategically placed in the shot with the intention to do so. It is thus not possible
for the viewer of the film or television series to be completely sure that the product was
placed in the shot on purpose. However, the viewer may perceive the product to be
purposefully placed there. As a result, the definition of product placement that will be used in
this thesis is: the perceived purposeful incorporation of a brand into a film or a television
show.

1.4.2 What is meant by attitude?

In order to fully grasp the objective of this thesis and thus comprehend its purpose, there
needs to be an understanding of what is meant by the word attitude within this research. I will
be using Bohner and Winke’s (2002, p. 5) definition of attitude “as a summary evaluation of
an object of thought”. By this, it is meant that the attitude is a combination of thoughts and
opinions on a specific topic or object. Furthermore, according to Bohner and Wénke (2002)
there are three different levels of attitude that need to be taken into consideration when
describing what is meant by attitude.

* Individual level: the attitudes that affect personal decisions and thus behaviour, and
also attitudes that affect other attitudes. This does also have an impact on a “person’s
psychological make-up” (ibid. p. 14)

* Interpersonal level: the attitudes that are directed to other people and therefore build
up the understanding of the world.

* Societal level: the attitudes that direct themselves towards other groups in society as a
whole.

This thesis will focus on attitude on the individual level, however, there is a third aspect that
will be needed to be taken into consideration when finding what is meant by attitude.
According to Bohner and Winke (2002), there are two perspectives that can be found in
attitude research. The first, the “file-drawer model”, where attitudes are strictly organised in
the brain and where they do not change over a long period of time. The “attitudes-as-
constructions perspective”, however, is based on attitudes being formed depending on the
particular situation, meaning attitudes are not connected to previous experience.



There is also a third perspective that describes attitude through the “slide rule” which parallels
attitudes and attitude change to a scale where depending on the specific moment in time the
attitude will slide up and down along the scale (Wilson, Lisle & Kraft 1990). However, the
attitude will never be radically different from the original stance, just different in intensity.
For example, if someone is in favour of animal testing, depending on the situation where this
topic is discussed he or she will be more in favour, or less in favour, though never against it.
In this thesis, attitude will be defined by the ‘slide-rule’.



2. Previous research

The research on consumption, brands, attitudes and product placement is vast, however there
are some holes that may need to be filled. However, the research that has been done is not old
if compared to other branches of social science as, not only is the technology relatively new,
but it is also forever changing with new methods arising and, thus, issues. This chapter will be
outlined to mirror the coming theoretical platform on which this study is built upon,
highlighting what has been said surrounding the theories in other research.

2.1 Previous research: Consumption and brands

Why and how we consume is taken up by Dittmar and Pepper (1994). They argue that there
are three different theoretical frameworks in the quite fragmented psychological research
field. These three frameworks; “biological, individual-centred and social constructionist”
(Dittmar & Pepper, 1994 p. 234) places the concept of consumerism in different fields on why
people consume. However, it should be noted that the biological field, which describes
consumption as “the ‘acquisitive instinct’” (ibid.) has been criticised. The second and third
field, do intertwine somewhat, as they both touch on the idea that consumption is a way to
fulfil a need, whether it be a need for possessing or identity-building. This can be connected
with Foxall’s (1993) hedonic reinforcements, which will be presented later in this thesis.
However, these frameworks originates from the belief that the human always makes
conscious decisions and thus goes against the idea of non-conscious consumption that is now
an established branch of research.

The notion of non-conscious consumerism is not old. It was not long ago that researchers did
not believe that consumption could happen without an active decision making mechanism. It
is also possible there was no wish to acknowledge that our own consciousness was not needed
in order to make decisions, as this means people have less control over their actions
(Chartrand & Fitzsimons 2010). Non-consciousness is not a subject that is exclusive to the
consumerism field. It has been broadly studied in connection with a number of different
subjects, as our ability to act without needing to actively decide over all our decisions can be
applied to a number of situations, outside the realm of consumption.

The research done on consumers and consumerism can be closely linked to the research on
brands due to the fact that there is none without the other. The research that has been done on
brands is extensive. Brands have become part of the entertainment itself such as the music
industry where musicians wear branded clothing in their music videos and concerts
(Holloway 2002). There seems to be a scepticism and interest in brands as the direction in
which the future seems to be heading is to a place where brands and product names are
becoming more and more prominent (ibid.). Holloway’s (2002) article shows that, not only
are brands, their future and the research connecting the two of strictly academic interest, but
that news outlets are interested in this as well. This means that people outside the world of
research are involving themselves in the discussion as well.

The past research of the relationship between the brand and the consumer is also something
that is of interest for this thesis. Aaker (1997) discusses the way in which a brand is given
human traits and thus become more than the name of a product. Through this ‘brand
personality’ the products become alive though through the input and projection of traits by the
consumer. This is further explored by Fournier (1998) and McCracken (1989) who’s theories
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will be presented further. The idea that brands are given human qualities and thus are more
acceptable to form relationships with seems to be the consensus between the researchers.

2.2 Previous research: Attitudes and advertising

According to researchers Russell and Stern (2006) it only takes one episode of a sit-com to
get a grip of the different character types through the way they act and their consumption, and
to make up one’s mind up about them. If you watch more than one episode, following these
characters around, emotions will be vested in them, making some characters your favourite. A
relationship has formed which can be compared to a real life relationship.

Furthermore, Russell and Stern (2006) find that a consumer’s attitude towards a product is
aligned with the character’s attitude towards the product, inside the realm of the storyline.
Ergo, if a character is liked, so are the products that he or she uses. This theory can be
connected to the idea that brands and products are used as an indicator of what kind of person
a character is or is not, putting a conflict between products/characters inside the realm of the
television show or film. The products are there to “construct identities and have a phatic
function, which is to say, they construct relationships, in this case creating a sense of ‘us’ and
‘them’” (Bullen 2009 p. 503). The creation of an ‘us’ and ‘them’ mentality that
transcendences the screen turns the characters’ consumer patterns and behaviours to life
through the viewer.

Researchers such as Chartrand and Fitzsimons (2010) are studying humans’ abilities to make
decisions without the need to be conscious about them. Furthermore, according to their
research, there are instances where we are not conscious of the fact that we are consuming.
There are triggers that we are not conscious about. Although non-conscious decision making
saves time and cognitive resources, researchers argue that the only way to control the
outcome of an non-conscious decision is to be aware of the decision making process. This
will diminish the number of negative results but will be using cognitive resources (ibid.)

Quantitative methods have been very popular when researching attitudes, as the trend has
been to quantify and therefore be able to give figures on the attitudinal climate and/or changes
that have occurred over the years. (Tan & Chia 2007, La Ferle & Lee 2003). This method has
been used to find information on a larger scale, in some cases national scales.

Historically USA has been on the forefront of advertising and thus has a long path behind it.
However, it is also the nation that has become wary of it, the increased advertising clutter has
contributes with this attitude, while in some Asian markets, such as China, the “consumers’
attitudes where the most favourable” (La Ferle & Lee 2003, p. 19). Although people in the
USA seem more negative, it is worth to mention that it also was found that all countries used
for this research had positive attitudes towards the economic effect (China being the least so)
of advertising, though there were not as positive towards the social effects (ibid.). It would be
interesting to compare these two parts of the world, in a historical context, as their political
climate has been different and whether or not this can have anything to do with these results.
What this tells us, is that there needs to be caution taken when generalising and constructing
theories that has the intention of including and covering all cultures, and all of man.

Even though this thesis does not deal with product placement in print, it is still interesting to
explore what is said on the subject of the attitude on print advertising. Furthermore, print
advertising is the oldest form of advertising, and thus is advertising’s foundation and can be
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the media found most credible, although television has found its niche as well. There is an
interest in comparing these two different types of medium, but for what result is still to be
shown. However, an interesting observation made is that the answers depend on the way the
questions regarding credibility are asked (Durand, Bearden & Teel 1979). However, there are
results, presented in the same study, that are somewhat contradicting the above result: “They
found newspapers to have the greatest credibility, radio to be a poor second, with television
and magazines third and fourth. These differences probably reflect the use of ‘general’
credibility questions in the previous efforts as opposed to the domain specific ones employed
in the present study” (Durand, Bearden & Teel 1979, p. 10). This means that depending on the
way the questions are presented to the respondents, or how the research is structured, the
answers, and therefore knowledge will differ. Depending on the way the question is asked, it
will be answered accordingly.

Print advertising is not seen as entertaining, at least not to the same extent as television
commercials are. The point of print advertising is to be informative; attitude is based on if the
reader, or consumer believes that there is enough information in the ad (Tan & Chia 2007).
However, it does tell us that, as previously mentioned, the medium in which the
advertisement is shown does have an implication on what attitude the viewer has towards it.
(Wills & Ryans 1982, p. 128)

2.3 Previous research: Product Placement

When it comes to product placement, van Reijmersdal, Neijens and Smit (2009) have
compiled a literature review on the subject that encompasses a lot of the issues that surrounds
the way in which people experience product placement and how it has become part of the
daily media consumption. They outline what people think of this by going through what
others say on the topic and make a large number of research papers more available through
the compilation and the differentiation of different forms of the incorporation of products in
films and television. Furthermore, their research shows that there are differences in the
attitudes of the respondents depending on where the product is placed and what the role of the
product, within the realm of the story, is.

Mekemson and Glantz (2002) have studied the way in which the tobacco industry has forged
a relationship with Hollywood that stems from the days of the studio system. They found that
the usage of the different brands of cigarettes did have an impact on the viewer in so far that
the viewer remembered the brand and also connected the cigarettes to the heroes depicted in
the films. This research, done through the analysis of documents previously secret on the
subject of the relationship between the tobacco and film industry (that is now available on the
Internet), can be seen as taking an opposing standpoint to this relationship. The fact that it was
published in ‘Tobacco Control’ does not tell of an objective standpoint in the issue.

Wasko, Phillips and Purdie (1993) highlights the way in which product placement is
connected to the world outside of film, through the way in which it is tied in to the marketing
of both the film and the product itself. Through these ‘tie-ins’ products related to the film are
sold using the film as a way of promotion. Through this, Wasko, Phillips and Purdie (1993)
claim that culture has become something that can be bought. The products that are used (or in
many cases not used) in the film will thus be able to be sold, tinted with the films message.
Furthermore, issues can arise where the creative forces become compromised due to the
financial needs. However, the real issue that is taken up is the fear of over saturating the
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market with merchandise and tie-ins that the consumer get tired and thus become negative
towards it.

2.4 Conclusion

It is clear that the previous research that is relevant to this study is both wide and stems from
different disciplines within, not only social sciences but also psychology. This is one of the
reasons why studying product placement is an interesting task that is current in a plethora of
fields. What can be seen from the information collated above, there has been plenty of
research done in the fields surrounding product placement and that there seems to be a need to
connect the study of product placement together with another discipline of study in order for
the research to be relevant. However, there is an extensive foundation on which future
research can build upon.

One issue that is found in the previous research is that it is oriented towards the American
market and the American produced films and television. This, however, can only be seen as
something natural due to the fact that it is mainly Hollywood films that are consumed in the
western world. There are researchers used in this thesis that are of non-American origin,
notwithstanding. Having pointed this out, however, it is fair of mention that this thesis also
concerns itself with mainly Hollywood films and American television shows as it is these two
forms of entertainment that are what the respondents of the thesis watch. In order to extend
the research on other markets, both film and commercial, there would be a need to enhance
the interest in the international markets, outside the realm of American films and companies.

What is gathered from the previous research is that studying consumerism, media and
attitudes is not a task to be taken lightly. There is such a mix of opinions and ways to research
this subject that it would be impossible to include it all. My research and the analysis that will
follow are only but a small part of it, but the results will hopefully fill a gap.
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3. Theoretical Frame

In order to fulfil the research objective of this thesis, the collated material will be analysed
with the aid of a theories on the topic of consumption, brands, attitudes and product
placement. The theories surrounding product placement all intertwine in multiple disciplines,
therefore, none of the theories used in this thesis can be said to be exclusively about, or based
on, product placement alone. This will be noticed in the coming pages. Having said this,
however, it does not mean that they are any less suitable for the objective at hand.

3.1 Consumer Psychology

There is no denying that the way we consume has changed and the way in which consumption
is executed is more important now than ever as our consumption has an effect on the
economy, the ecology and our own identity (Isenhour 2010; Bullen 2009). Now, our
consumption patterns are expressions of who we are, or in some cases who we aspire to be
(Bullen 2009). The way we consume and why will both be explored in this chapter, as well as
the attitudes found towards the media that encourage this behaviour. Even though this thesis
is about the attitudes to product placement, the point of product placement is consumption and
thus our consumption patterns and the psychology behind it are of interest. Furthermore,
consumer psychology touches more than one field of research, such as economics, sociology
and marketing, all of which part of product placement.

3.1.1 Consumption Theories

When deciding over buying something or not information must be gathered and judgement
must be passed. What we do use when deciding on what to buy are the current conditions one
is found in, whether it be economical or mental state, past experiences and what trends are
running at that particular point in time (Katona 1967). Furthermore the personality of the
individual can also be another parameter when deciding what or what not to buy. Simply put
what kind of person he or she, deciding over a purchase, is has an impact on what is bought
and why (ibid.).

However, buying “something” does encompass a great number of products. “Products” can be
separated into two groups, high-involvement products and low-involvement products. High-
involvement products are the products that need more thought given to them before purchase.
This ranges from clothing to bigger investments, such as a car or furniture. Low-involvement
products are products such as coffee or toilet paper, smaller purchases that are also
disposable. However, purchases that might be seen as smaller investments can be seen as
high-involvement products depending on how important the product is for the consumer
purchasing it, how involved he or she is in the purchase (Laurent & Kapferer 1985).
According to Radder and Huang (2008), people are more aware of high-involvement
products, than low-involvement products. Furthermore, advertising and marketing is more
important for high- involvement products as the consumer is asked to make a larger
investment, be it of their time or money (ibid.).

Therefore it is important to distinguish what kind of product that is being treated as it is

depending on this that the marketing strategies are built upon (Asadolliahi 2011). Asadolliahi
states that high involvement products, such as cars, need to be sold to the customer through
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persuasion, rather than information (ibid.). There needs to be a motivation for the
consumption.

What motivates individuals to consume, whether it be high- or low-involvement products, is
not only the processing of information or mental states. The purchase must, according to
Foxall (1993, p.38), also result in pleasure or satisfaction, whether it be long- or short-term.
He calls them hedonic reinforcements and they are the outline of four behavioural pillars of
these motivational acts of consumption. We consume according to these four uses, where the
first, consumption for maintenance is used in order to understand the social context, to
understand their place in society or placing themselves in society. When saving up for
something, whether it is long or short term or respond to “promotional deals requiring the
accumulation of tokens or coupons” (ibid. p. 44), we accumulate. In a world where
consumption is very much a tool for pleasure, whether it is buying tabloid magazines for fun
or the consumption of medicine to relieve suffering and displeasure, the seeking of pleasure is
turning into a need that is becoming more and more a reason for consumption. The last one,
being accomplishment, is consumption behaviour that results in “social and economic
achievement” (ibid.). In this category the actions resulting in “the acquisition and conspicuous
consumption of status symbols, and the activities involved in seeking excitement or personal
fulfilment as long as these acts resulted in the accumulation of some measure of attainment
(...) which mark progress.” (ibid.) Put shortly, to feel accomplished.

A connection between Maslow’s pyramid of self-actualisation and the way in which we
consume can be made (Cherrier & Murray 2004). For each item one consumes, you become a
more self-actualised person; your life’s potential is being fulfilled. Marketing of products is
seen as something that enables the journey to self actualisation. (ibid.) Parallels can be drawn
to Foxall’s (1993) maintenance and accomplishment reinforcement. However, this view may
be seen as too simplistic and does not cater to consumption in a global perspective as
depending on where you are from, you have different needs and wants. Furthermore, it would
also mean that man is rational and all decisions are made upon rational and conscious analysis
of situations and that one is always aware of what one wants and needs (ibid.). This theory
does not, therefore, cater to theories on non-conscious consumption.

3.1.2 Non-consciousness

According to media analyst Jenkins (2006), when watching a film or a television show one is
not always, one hundred percent conscious of all the things that are happening on the screen.
For example, the “red room” in American Idol looks very much like any other green room
and after a while the prominently placed Coca Cola cups in front of the celebrity judges look
like any other cups. However, we are still consuming the brand Coca Cola (Jenkins 2006).
There are instances where we are not conscious that we are consuming

Non-consciousness, or automaticity, as outlined by Bargh and Chartrand (1999), is the
concept that behaviour and thoughts are not controlled by our consciousness, they are, rather,
automated, they happen by themselves. Non-conscious decision-making is, thus, more
sophisticated and quicker, which means that this knowledge is not accessible to consciousness
as it “involves a more advanced and structurally more complex organization” (Lewicki, Hill
& Czyzewska 1992).

Bargh and Chartrand (1999) discuss the idea of automated behaviour and how a goal that is
internally come up with can be triggered through external factors. This means that, as the
14



manifestations of products are external they have the ability to trigger the goals that have been
internally formed. The theory of automaticity, as outlined by Bargh and Chartrand (1999),
also includes that the environment one is found in does have an impact on decisions and
behaviour that, is not originally part of the external world. The internal decisions that are
made without knowing can though be sparked on by the external world, a world removed
from the original decision.

Up until now, there seems to be two different ways to behave think or act, conscious and non
conscious, however, Chartrand and Fitzsimons (2010) point out that a thought or behaviour is
not one or the other, completely aware or completely unaware. Thoughts and behaviour range
from one extreme to the other at any given time. They argued, nonetheless, that there must be
a division between conscious and non-conscious processes (ibid.).

In the case of this study, it is interesting to look at the way in which the viewer feels about the
product placement, how it is perceived. According to Bargh and Chartrand (1999) perception
is a non-conscious mechanism that is important in order to build our internal as well as our
external world. Furthermore, it also triggers behaviour, however, more importantly for the this
study, our perceptions are the building blocks for our prejudices and the stereotypes that we
use in order to make sense of the world (Bargh & Chartrand 1999).

3.2 Brand Psychology

There would be little point in spending the amount of money that is spent if the brands did not
resonate or light a glimmer of recognition in the publics’ mind. The attitude towards a specific
brand can have an impact on the attitude toward product placement. A person that is accepting
product placements in some cases might not be as accepting in other. How people react to a
specific brand depends on many factors. There is also an issue with brand relationship that is
an important factor when discussing brand psychology. There are brands that have a very
strong connection with their consumers, beyond the mere purchasing or usage of the products.
According to Fournier (1998), one can feel such a close and strong attachment to a brand that
it can almost be described as a friendship. For some people, a brand or product is not just a
brand or product, it becomes an idea that one identifies oneself with. It can go as far as to
become almost friend-like. This can be compared to Bullen’s (2009) ideas on character-
consumer relationship that was previously presented and that will be in this section.

3.2.1 Brand relationships

Companies and their marketing strategies are now focusing on building relationships between
the brand and the consumer. Having the consumers being aware of the brand is something that
is very important for companies as this will make them feel a stronger connection, or bond, to
the brand (Esch et al. 2006). The way in which companies are now promoting their products
is by playing on the consumers’ trust and emotions. A theory taken up by Founier on
animism, which is how brands are breathed into life. There is a need, Fourier (1998) argues,
to give inanimate objects human qualities in order to be able to have an acceptable
relationship with them. Furthermore, the relationship people have with products mirror
relationships between humans (ibid.) The way in which this is done, is to let the consumer see
the product as a partner in the relationship through with human qualities. This will giving the
product an active role in the relationship between human and product. “One way to legitimize
the brand-as-partner is to highlight ways in which brands are animated, humanized, or
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somehow personalized” (Fournier 1998, p. 344). This is called animism and can be obtained
by a number of methods.

According to McCracken (1989), the use of a spokesperson who embodies the company’s or
the product’s values gives the product a human quality and it would thus be easier to attach
oneself to the product. However, he (ibid.) also points out that the wrong endorser or
spokesperson can be negative for the brand, for example if the customers do not see the
connection between the brand and the spokesperson. A further attempt to humanize the brand
is to treat each new marketing incident as an extension, or as the next step of evolution in the
personality of the brand. Thus, the brand does not stay static, but becomes complex and
multifaceted, which mirrors the way in which humans change and evolve through time
(Fournier, 1998).

According to the researchers, brand awareness and brand image does play a part in the
consumption of the brand. Furthermore, to secure future purchases this needs to be consistent
and thus build up a trust on the part of the consumer (Esch et al. 2006). This is an aspect that
is also taken up by Fourier (1998), which discusses the way in which brands and products are
breathed into life. If the product is thrown into the midst of a scene where it is given such
properties, or used by a character that embodies the same properties that we connect the
product or brand to, there is a possibility that there is a double sense of familiarisation.
Therefore it highlights the qualities that are desirable, both the character’s and the products.

3.2.2. Brands as a tool for identification

According to McCracken (1989), the consumer is always looking for ways to fit into the
world and reinvent him or herself. The brands and products available help them to do so and
“offer a vast inventory of possible selves and thinkable worlds” (ibid. p.317) Not only can
they be used as identification of oneself but also as an identification of others. Stereotypes
have previously been mentioned as a way for the unconscious to understand the world. This is
something that is discussed by Bullen (2009) who explores how we place people, or
characters into different social contexts based on what they wear and what products they use.
It is through consumption we construct our social context. The way we are perceived and the
way we perceive our needs can be seen through our consumption. She argues that the
presence of brand names do not necessarily mean that they are placed there for economical
gain, but can also be used as an identifier of social standing. Thus product reference “may not
principally be seen as promoting consumption or as free advertising”. (Bullen 2009, p. 499).
If a product is mentioned that is significant for the time period it 