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Abstract

The world of advertising is becoming more and more competitive, and to get messages
through to the intended target audience it is important to try different means of
communication. The purpose of this thesis is to gain a better understanding of an alternative
mean of communicating messages, namely product placement, and especially public relations
firms’ role in this process. The thesis describes issues influencing public relations firms’
recommendation on product placement to clients and also the selection of media to place
products in. A case study was conducted at Hedberg & Co, using a qualitative research
method. The study shows that product placement is inexpensive compared to traditional
means of advertising. Consumers also view product placement with acceptance, mostly
because the benefit of product placement is that products or brands is shown in the right
context.



Sammanfattning

Konkurrensen i reklamvärlden blir allt tuffare, och för att få meddelanden fram till den tänkta
målgruppen så är det viktigt att prova nya sätt att kommunicera sitt budskap. Syftet med
denna uppsats är att försöka förstå ett av dessa alternativa sätt att kommunicera, nämligen
produktplacering, och framförallt rollen ett public relations företag spelar i denna process.
Uppsatsen beskriver faktorer som public relations företag ser som argument att
rekommendera produktplacering till kunder, och dessutom hur de väljer i vilka media de skall
placera produkter. En kvalitativ fallstudie av Hedberg & Co genomfördes. Resultatet av
studien visar på viktiga faktorer som gör att produktplacering rekommenderas till kunder.
Först och främst är det ett kostnadseffektivt sätt att kommunicera ett varumärke eller en
produkt, och sedan finns det en ytterligare faktor som är viktig, och det är att produkter kan
visas i sitt rätta sammanhang. Produktplacering är ännu så länge även, ett bland konsumenter
allmänt accepterat sätt att kommunicera en produkt.
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1. Introduction

In this opening chapter, we will first present a background of the marketing environment
facing organizations today, which stresses the fact that it is an environment in change. Next a
problem discussion will follow, where we describe and discuss the role of an agency and
public relations, but the focus is on product placement. Finally we will present the purpose,
research questions and limitations of our research.

1.1 Background

As a consumer, you are exposed to hundreds and maybe even thousands of commercial
messages every day. They come in different forms such as newspaper advertisements,
coupons, event sponsorship, TV commercials or publicity. These are just a few of the many
communication tools that companies and organizations use to initiate and maintain contact
with their customers. It is easy to refer to them all as advertising, but the correct term for these
tools is marketing communications. (Arens, 2002)

Mwarketing communication can best be understood by examining the nature of its two basic
elements, communications and marketing. Communication is the process where thoughts are
conveyed and meaning is shared between individuals or between organizations and
individuals. Marketing is the set of activities whereby businesses and other organizations
create transfers of value between themselves and their customers. Taken together, marketing
communications represents the collection of all elements in a brands marketing mix that
facilitate exchanges by establishing shared meaning with the brand’s customers or clients.
(Shimp, 1997)

The marketing mix consists of the four P’s  product, place, price and promotion, and are
based on the utilities, or general beliefs provided by marketing, which are having the product
the buyer wants, where the buyer wants it, at the right price and letting the buyer know about
it. (Dwyer and Tanner, 2002)

The last component of the marketing mix, promotion, or letting the buyer know about the
product is also divided into different parts and is referred to as the promotion mix. According
to Brassington and Pettitt (2000), the promotion mix is made up by sales promotion, personal
selling, direct marketing, advertising and public relations. Other authors such as Shimp (1997)
include sponsorship marketing and point of purchase communications.

A tool that is not mentioned in the promotion mix, but according to several authors
(Balasubramanian, 1994; Gupta et al.2000) becomes more common is, product placement.
According to d’Astous and Chartier (2000) product placement is when a brand owner expose
their products in various media such as films and television shows. Product placement is not
only the placement of products but also exposure of brands and/or company names. This type
of exposure has existed in the movie industry long before the actual term product placement
was invented. The present form of product placement started in the United States in the late
1970’s, and during the 1980’s brand owners started to pay for having their brands and
products placed in movies. (Balasubramanian, 1994)
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1.2 Problem discussion

All advertisers, by definition use some form of media to accomplish organizational
communication objectives. Where media expenditures are involved, the advertiser will also
use the service of an agency that facilitates market communication knowledge. (Arrow, 1985)
Agencies do not work for the media or the suppliers. Their moral, ethical, financial, and legal
obligations are to their clients. Advertisers use agencies out of self-interest, because agencies
can create more effective advertising and select more effective media than the advertiser can
themselves. (Arens, 2002)

Public relations have historically incorporated varied media and interpersonal tools in an
effort to support positive relationships between organizations and their many publics.
Traditionally these media have included news release, special events and press kits. Public
relations agencies, understanding that members of different publics attend to various channels
differently, have been open minded to experiment and changes in the choice of medium for
message distribution. (Pardun and McKee, 2000) The selection and use of media is an issue
that has to be taken into consideration in order to communicate messages to as many as
possible of the target audience. Good media decisions can also help the advertiser to keep
costs down and effectively use the advertising budget. (Abratt, 1999)

The popularity and impact of traditional television and advertising have been in decline in
recent years as a result of increased costs and competition (Lipman 1991). Getting messages
across to target audiences through television has become more difficult due to active viewer
avoidance of TV advertisements by zipping and zapping (Olney et al. 1991). According to
Gupta et al. (2000) there appears to be a pervasive dislike of advertising on TV, these
circumstances encourages to explore alternate media and/or non-traditional communication
outlets such as product placements. The objective of using product placement as a strategy is
to increase consumer awareness and hopefully have a positive impact on consumer preference
and intention to buy. Because of the increase of advertisements and the consequent difficulty
in getting commercial messages to reach and influence customers, product placement appears
as an interesting alternative to traditional marketing communications tools. (d’Astous and
Chartier, 2000)

Research has established product placement as an effective marketing communications tool
that has the ability to build awareness, generate recall, and shape attitudes. Among the leading
benefits associated with product placement is that movies, television, and other media have a
long lifetime after the initial period of release. The long lifetime makes product placement an
efficient investment compared to traditional advertising in terms of cost per thousand 1.
(Morton and Friedman 2002)

Unlike traditional advertising messages product placement also provides a venue where
products can be portrayed, and possibly demonstrated, realistically in the context of a movie
scene (Curtis 1999). The naturalistic environment is not only important to filmmakers, but to
marketers as well. In the words of one advertising agency executive, “With ordinary
advertising you can only say so much. With placement you can hint at what kind of product it
is, far more effectively”. (Murdock, 1992)

                                                
1  Cost of message unit / estimated target audience x 1000 = advertising cost needed to expose 1000 members of
the target. (Wells et al., 2000) p. 209
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There is a growing agreement that product placement is maturing to an accepted
communication outlet, and those others than traditional advertising agencies become more
involved. Public relations firms are becoming active players in choosing whether to use
product placements to enhance a client’s product or service. There are also indications that
public relations firms engaged in product placements are more knowledgeable about product
placements than previously believed, and that they are more enthusiastic about the future than
traditional advertising agencies. (Pardun and McKee, 2000)

In spite of the increasing significance of product placement as a marketing communication
tool there is shortage of research in this area, particularly when it involves the role played by
public relations firms. It is with such motive that we intend to address the questions in our
research.

1.3 Research purpose

In view of the above discussion, the purpose of this study is: to gain a better understanding of
how public relations firms use product placement as part of their clients’ market
communication.

1.4 Research questions

RQ1. How can the issues influencing public relations firms’ recommendation to clients on
product placement be described?

RQ2. How can the media selection used by public relations firms when placing products for
clients be described?

1.5 Limitations of the study

The question of how public relations firms use product placement as part of market
communication could be studied from various angles. Due to time and resource limitations we
shall limit our study to the corporate perspective on the issues, namely that of the public
relations firms rather than the clients concerned.
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2. Literature Review

In our literature review chapter, we will present definitions of Advertising and Public
Relations. We will then continue with Balasubramanian’s hybrid message model. Next,
marketing communication effectiveness and the communication process will be presented,
followed by the theory of product placement as a promotion tool. Finally media selection will
follow and the chapter will end with our frame of reference.

Since product placement is not mentioned as a part of the communication mix it is not
obvious where it belong. However, it can be excluded from personal selling, sales promotion,
direct marketing, sponsorship marketing and point of purchase communications and seen as
either advertising or public relations. To be able to separate the terms advertising and public
relations, the two terms will be explained to avoid misunderstandings.

Advertising is paid non-personal communication from an identified sponsor using mass media
to persuade or influence an audience. (Wells, Burnett and Moriarty, 2000) The sponsor should
be clearly identified and the advertisement may relate to an organisation, a product or a
service. Advertising in contrary to the other forms of promotion, is impersonal and
communicates to a large number of people through paid media channels. (Brassington &
Pettitt 2000)

Public Relations are the deliberate, planned and sustained effort to institute and maintain
mutual understanding between an organisation and its publics. The organisation needs to
understand how it is perceived in the wider world and then make sure that those perceptions
match its desired image or change the image. (Brassington & Pettitt 2000)

Throughout this thesis product placement will sometimes be referred to as either public
relations or advertising due to the complexity of product placement being a combination of
the two.

2.1 Issues influencing public relations firms´ recommendation on product
placement

2.1.1 Balasubramanian’s hybrid message model

According to Balasubramanian (1994), product placements can be labelled hybrid messages
because they creatively combine key elements from the definitions of advertising and
publicity. The combination occurs because the message is paid for, but does not identify the
sponsor. By doing this Balasubramanian (1994) mean that their respective advantages are
consolidated and their shortcomings are avoided and this is showed on the next page in figure
2.1.
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Figure 2.1: Hybrid Messages Creatively Combine Advertising and Publicity Concepts
Source: Balasubramanian (1994) p.39

Because they are paid for, hybrid messages provide a basis for the sponsor to control key
message aspects such as its content and format. Hybrid messages may appear believable
because they disguise their commercial origins. Further, Balasubramanian (1994) mean that
receivers of hybrid messages such as product placements have easier to be reminded due to
the von Restorff effect. The von Restorff effect states that information that is novel or
unexpected seems to capture ones attention and is processed more extensively and
subsequently is much more likely to be recalled than information that is redundant or
expected to appear in a given context. According to Balasubramanian (1994) it is important
that placed products are well integrated in the medium it is placed, not to hide the actual
product placement, but to hide its commercial message.

2.1.2 Creating desired brand awareness

Although advertising and other communication options such as product placement can play
different roles in the marketing program, one important purpose of all marketing
communications is to contribute to brand equity, a set of brand assets and liabilities linked to a
brand, its name and symbol, that add to or subtract from the value provided by a product or
service to a firm and/or to that firm’s consumers (Aaker, 1996). Marketing communication
can contribute to brand equity by creating awareness of the brand; linking strong, favourable
and unique associations to the brand in consumers’ memory and facilitating a stronger
consumer – brand connection and meaning. In addition to forming the desired brand
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knowledge structures, marketing communications programs can provide incentives that bring
out the differential response that makes up customer based brand equity. One way of judge
advertising or any other communication option is by its ability to achieve the desired brand
knowledge. For example how well does a proposed communication campaign contribute to
awareness or to creating, maintaining, or strengthening certain brand associations?  To what
extent does promotion encourage consumers to buy more of a product? These factors can be
illustrated in figure 2.2. (Keller, 2002)

Figure 2.2:Communicating brand identity
Source: Keller (2002) p. 68

The most important factor is shown in this model and it is communication, and that different
types of communication, such as advertising and public relations, can help a brand get from
current to desired knowledge with consumers (Ibid).

2.1.3 Communication

According to McCarthy and Perreault (1990) the purpose with promotion is mainly to
communicate information between the seller and the potential buyer in order to influence
attitudes and behavior. There are many theories about communication but we have chosen to
use Brassington and Pettitt’s (2000) communication model. Communication is when a sender
wants to transfer a message to a receiver. The process to transform the intent message to text,
image or whatever symbolic form it may be is named encoding. The sender then chooses what
channel to use, when passing the message to the receiver. The receiver needs to decode the
message before it can be understood.

When the receiver understands the message, a reaction is created, response, which is
communicated back to the sender, feedback. Noise, is something that interrupts the
communication process in different ways, and can contribute to the receiver getting a different
message than intended from the sender or that the receiver never gets the message. The
communication model can be illustrated in figure 2.3. (Ibid)

             1                2      3
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Knowledge
Communication

Desired
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Figure 2.3: The Communication model
Source: Brassington and Pettitt (2000) p. 563

For a message to be effective, the sender’s encoding has to agree relatively well with the
receivers decoding. (Ibid)

In advertising messages, the audience is clearly identified; therefore, the audience readily
recognizes the commercial character of such messages. Further on, audiences have the option
to avoid advertisements; they can for example change the channel or do something else. On
the other hand, product placements are a contrast to advertisements regarding avoidance. The
law in many countries require broadcast programs to clearly announce advertisements and
sponsorships, but moviemakers are not required to any regulations regarding identification of
sponsor’s product placements so the movie audience may be unaware of the commercial
intent of the placements. Another thing is that those who attend movie theatres have no way
of tuning out marketers’ messages in movie placements. (Ibid)

2.1.4 Product Placement as a promotion tool

Product placement is according to Karrh (1998) defined as the “compensated inclusion of
branded products or brand identifiers, through audio and/or visual means, within mass media
programming”. The term brand placement is used synonymously with product placement to
distinguish marketer-specific products from others in the category, and is considered by some
researchers to be a more accurate description, since brands are placed rather than specific
products. (Babin and Cardier, 1996)

Despite that product placement is not a new phenomenon the research concerning the subject
is limited. There are studies that investigate whether consumers brand awareness increase
considerably after watching a movie containing product placement. These studies stresses the
fact that product placement may be effective when a company want to increase brand
awareness, but at the same time it is difficult to measure because consumers often believe that
they have seen product placements that has never been in the movie. (Ibid)

Other studies have been made with the purpose to evaluate consumers’ attitudes towards
product placement. Nebenzahl and Secunda (1993) stated that most consumers have a positive
attitude towards product placement with exception for just a few who believed that product
placement was considered as subliminal marketing. According to Gupta and Gould (1997) it
could also be understood that a certain negative attitude towards product placement was
dependent on which type of product that was actually placed. All brands do not receive the
same levels of viewer acceptance when being placed in different media. Viewers could have a

   Choice of   
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Sender   Encoding   Decoding   Reciever   
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positive or a negative reaction to product placements depending on the type of product
featured. Cigarettes, alcohol and guns are the three ethically charged products that is the main
focus of controversy. Ethically charged products are products that arouse ethical concern and
differences across consumers regarding their marketing and consumption.

Product placement can take three different forms; screen, script and plot placement. The first
form is the screen placement which is a purely visual type of placement, that involves placing
the brand in the background of a show in one of two ways: either through creative placement,
which insinuates the brand into the film, such as with outdoor advertisements in street scenes;
or through on-set placement, which positions the product on the film set itself, such as food
brands placed in kitchen scenes. Screen placement can have different degrees, depending on
the number of appearances on the screen, the style of camera shot on the product. (Russell,
1998)

The second form is the script placement, which is auditory or verbal, and this type of
placement refers to the brand being mentioned in a dialogue. There are also varying degrees
of audio placement, depending on the context in which it is mentioned, and the emphasis
placed on the product name. (Ibid)

The third form, plot placement, is when the product becomes part of the plot, taking a major
place in the story line or building the persona of a character. The plot placement consists of
any combination of visual and verbal components and can be conceived as the degree of
connection between the product and the plot. (Ibid)

The coding redundancy hypothesis, which states that “memory increases directly with the
number of alternative memory codes available for an item”, has clear indications for product
placement Visual and audio dimensions activate different processing codes, varying
combinations of screen and script placement differ in brand recall and effectiveness. (Paivio,
1971). As illustrated in figure 2.4, pure script placement would require only verbal
processing, whereas pure screen placement would initiate visual processing.

Figure 2.4: A Three-Dimensional Construct of Product Placement
Source: Russell (1998) p 359

 Visual   appearance

 Screen     placement

Script  placement
              Auditory Presence

                  Plot       Placement

 Degree of Connection to the Plot
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Placing the brand on both the screen and in the conversation, plot placement, provides an
opportunity for both verbal and visual encoding and it therefore gets more likely that viewers
recall the brand. (Russell, 1998) A survey made by Steortz (1987) found that average recall
was significantly higher when movie placements involved both visual and verbal product
identification.

The typical promotional campaign focuses only at one medium at a time and most marketing
strategies are designed with only one product category in mind. This single minded
perspective paints a picture of a consumer who wears perceptual blinders; he or she makes
purchase decisions relying exclusive only on information gleaned from a television
commercial, radio spot or a magazine and this picture is not a realistic one. Since the
competition for the consumer’s attention intensifies, marketers are developing an array of
new, more comprehensive, strategies such as product placement, to penetrate awareness
(Solomon and Englis, 1994).

A surge of interest by marketers in integrated communications strategies, where promotional
messages are coordinated among advertising, public relations, and sales promotions efforts,
brings with it the implicit acknowledgement that consumers assimilate data about popular
culture from many sources (Thorson and Moore, 1993). People do not just absorb information
about a product in isolation; they take into account the context in which the item is embedded
– this includes the setting and the props used in the advertisement, the media environment in
which it appears, and the other products with which it is associated. The increasing immersion
of the consumer in an all-encompassing marketing environment has been a catalyst for the
evolution of new, hybrid forms of communication such as product placements. The setting of
an advertisement is more than an attractive background for a focal product; it speaks volumes
about the social context in which the marketer hopes to embed a product. A commercial set
consists of a physical location and collateral objects that are naturally present, plus those that
have been deliberately placed to aid in the creation of a setting. (Solomon and Englis, 1994)

2.2 Media Selection

Media planning is the series of decisions an advertising- or public relations agency has to
make regarding the selection and use of media, allowing the marketer to optimally
communicate the message, to as many of the target market audience as possible, at the
minimum cost. A well-developed media planning decision support system would need to
include data regarding reach and frequency of media vehicles, qualitative characteristics,
details regarding alternative communication formats, marketing factors, competitor
communication information, and advertising objectives. (Abratt, 1999)

The media strategy consists of three sets of interrelated activities, Selecting the target
audience, Specifying media objectives and Selecting media categories/vehicles (Clow and
Baack, 2002).

2.2.1 Selecting the target audience

Successful media strategy requires first that the target audience be clearly pinpointed. Failure
to precisely define the audiences results in wasted exposures, which mean that some non-
purchase candidates are exposed by product placements and some prime candidates are
missed. (Shimp, 1997) One simple way to define the target audience is to use a geographic
segmentation since people from one region of the country and/or the world have wants, needs,
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purchasing habits that differs from other parts of the country and/or the world. Another way
of choosing target audience is to use demographic segmentations. Demographic is used to
define the target audience by their statistical characteristics:

• Gender
• Age
• Ethnicity
• Education
• Occupation
• Income

Demographics are often combined with geographic segmentation to select target audiences
and this is called geodemographic segmentation (Ibid).

The target audience is not necessarily the same as the product’s target markets, it is often
considerably larger. An example is when a new product is introduced; the target audience will
often include members of the distribution channel, the financial community and even the
media itself in addition to potential customers. (Arens, 2002)

A profile of the target audience increases the chances of successful promotion and
communication. Any details, such as location, media viewing (or listening or reading) habits,
attitudes and values, can be used to shape the propositions contained within a campaign.
(Brassington and Pettitt, 2000)

2.2.2 Specifying media objectives

Another part of media strategy is according to Shimp (1997) and Wells et al. (2000) to
establish specific objectives. There are fundamental objectives that have to be taken in
consideration when planning for media, where the most important are reach, frequency, cost,
gross rating points, cost per rating points, continuity and impressions.

Reach means how many members of the target audience that can be exposed to the advertised
message at least once within a limited time. An expectation of how many times a member of
the target audience is exposed to the advertised message is called frequency. When choosing
media it is important that the message gets to the intended receiver as many times as needed,
so the receiver can take notice about the message. (Shimp, 1997)

The cost is an important factor when choosing media. Since media plans are developed long
before the campaign starts, it is important that a careful examination about the cost for the
campaign is made if the campaign is to be successful. (Wells et al., 2000)

Cost is a measure of overall expenditures associated with an advertising program or
campaign. Cost per thousand is a useful number that can be calculated to measure the cost to
of reaching 1000 members of the target audience. The cost per thousand is calculated by
dividing the cost for the media buy with the total audience and multiply it with 1000.
Cost per thousand = Cost for media buy / Total audience X 1000. (Clow and Baack, 2002)

Gross rating points, (GRP) is a measure of the impact or intensity of a media plan. GRP are
calculated by multiplying a media vehicle’s rating by the frequency or number of insertions of
an advertisement. By using GRP the advertiser gets an idea about the odds of the target
audience really viewing the ad. Increasing the frequency of an advertisement will also
increase the possibility that the target audience will notice the advertisement. (Ibid)
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Cost per rating points, (CPRP) is the cost of reaching a firm’s target audience. CPRP is a
relative measure of the efficiency of a media vehicle relative to a firm’s target audience.
Ratings measure the percentage of a firm’s target audience that is exposed to a show on
television or an article in a print medium. The cost per rating is calculated by dividing the cost
for the media buy and divide it with the vehicle’s rating. CPRP = Cost for media buy /
Vehicle’s rating. (Ibid)

The exposure pattern or schedule used in the advertising campaign is called continuity. The
three types of patterns that are used are called: continuous, pulsating and discontinuous. The
continuous campaign buys media time in a steady stream and rotate the advertisement so the
intended receivers do not become bored with the advertising. The pulsating campaign always
maintains some level of advertising and at periodic intervals increases the advertising. The
purpose of pulsating the advertising is to take advantage of consumer interests in making
purchases for different reasons such as Christmas. The discontinuous campaign does not buy
media in a steady stream, instead they advertise during certain periods such as Christmas.
(Ibid)

The number of gross impressions is the total exposures of the audience to an advertisement.
However, gross impressions do not take into consideration what percentage of the total
audience may or may not see the advertisement. (Ibid)

2.2.3 Selecting media categories/vehicles

Media vehicle will be an opportunity within the same media class such as a specific magazine
title, specific TV program or a newspaper. In order to effectively choose media one has to
understand every target audience and their qualities such as interest, life style, buying
behavior, age and gender. The purpose for media strategy is to choose a media that has the
best opportunity to send a message to the largest target audience for the lowest possible price.
(Wells et al., 2000)

A medias communicative quality has to be put in relation with the product or service that will
be advertised. It is important that the media planner studies different media in order to
determine what media that is most suitable for the intended message. (Ibid)

A medium, also called media class, is a channel or a system of communication, information or
entertainment. Media class will be any means if transmitting an advertising message, such as
television, newspapers or magazines. According to Brassington and Pettitt (2000), advertising
can take place in five major different mediums and that can be of choice when conducting
product placement. These five are: television, magazines, newspapers, radio and cinema.

2.2.3.1 Television

Television’s impact can be high, as it not only intrudes into the consumers’ home, but also
offers a combination of sound, colour, motion and entertainment that has a strong chance of
grabbing attention and getting messages across. Provided that the television is actually turned
on, the vision or at least sound is being delivered. However, this does not necessarily mean
that anyone is there watching or listening. This is one of the major problems with television
advertising and is called the “empty arm-chair” syndrome. People often leave the TV when
advertisements are on, to go to the bathroom, make a cup of coffee or do other things.
Nevertheless, television advertising presents a tremendous communication opportunity and
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enables an advertiser to communicate to a broad range of potentially large audiences.
(Brassington and Pettitt, 2000)

2.2.3.2 Magazines

The main advantage of a printed medium is that information can be presented and then
examined selectively at the reader’s leisure. A magazine tends to be passed around among a
number of people and kept for quite a long time. Magazines can also be very closely targeted
to a tightly defined audience. There are different types and titles for an advertiser to choose
from when deciding where to advertise, general and news-based magazines, special interest
magazines and trade and technical journals. Whatever the type of publication, the key is its
ability to reach the specific target audience. A potentially powerful advantage for magazines
over broadcast media is that the mood of the reader is likely to be more receptive. (Ibid)

2.2.3.4 Newspapers

The main role of newspapers for advertisers is to communicate quickly and flexible to a large
audience. However, the main problem with newspaper advertising is related to its cost
efficiency, if the advertiser wants to be more selective in targeting. Wastage rates can be high,
as newspapers can appeal to very broad segments of the population. Newspapers also have a
much shorter life span than magazines and can also have problems with the quality of
reproduction. Although colour and photographic reproduction quality in newspapers is rapidly
improving it is still inferior to that offered by magazines. (Ibid)

2.2.3.5 Radio

Radio is a medium that can play a valuable supportive role in extending reach and increasing
frequency. Despite that radio is restricted to sound only it still offers wide creative and
imaginative advertising. Further, radio can offer fairly specific target audiences. Radio is
compared with television a relatively low cost alternative but one of the main problems with
radio is that there are relatively many commercial stations. The advertising slots tend to be
grouped together and are therefore difficult to build reach and make an impact. (Ibid)

2.2.3.6 Cinema

Cinema is a medium that can be used to reach selected audiences, especially younger.
Cinemagoers are also a captive audience, sitting there with the intention of being entertained.
Thus the advertiser has an increased chance of gaining the audience’s attention. The quality
and impact of cinema advertising can be much greater than that of television, because of the
size of the screen and the quality of the sound. (Ibid)

2.3 A Conceptual Framework

In this section we use the literature reviewed in previous sections in order to arrive at a
conceptual framework to aid us both in data collection and data analysis. We shall explain
how and on what basis this frame of reference is constructed.

The purpose with the conceptual framework is to demonstrate a preference for commencing
and utilizing theory in qualitative research, rather than allowing it to develop from the work
(Saunders et al., 2000)
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2.3.1 Issues influencing public relations firms’ recommendation on product placement

In analysing the issues that public relations firms’ use when recommending clients to use
product placement as a communication tool, we will use theories from several researchers in
order to give a picture of why product placement could be a recommendation from public
relations practitioners. These theories are chosen since they correspond well with our research
problem.

According to the theory presented by Balasubramian (1994); product placement is used when
the sender of a message want to control the content and the format of the message, and at the
same time make it more believable, since the sponsor of product placement is not identified.

One important purpose with advertising and other communication options such as product
placements; is to contribute to brand knowledge. Product placements can be used to create,
maintain or strengthen the brand associations and to form the desired brand knowledge.
(Keller, 2002)  Babin and Cardier (1996) also stresses that the brand or product awareness
increases when using product placements. According to Russell (1998) placing products or
brands on both the screen and in the conversation increases the probability that the viewer
recall the product or brand. Potential customers absorb information about products and brands
from many sources and the use of product placements is one way for communicating with the
potential customers. The context in which the item is used and/or showed is therefore very
important, the settings and the product have to fit together otherwise the product placement
may have a negative effect. (Solomon and Englis, 1994) The attitude towards product
placements among most consumers is positive except for a few who regarded it as subliminal
marketing (Nebenzahl and Secunda, 1993). A negative attitude towards product placements
was according to Gupta and Gould (1997) dependent on which type of product being placed;
products such as guns, alcohol and cigarettes are products that is seen with scepticism among
consumers.

Using product placement as a part of a brand or company’s market communication can
according to Brassington and Pettitt (2000) decrease the possibility that the target audience is
exposed to noise. This increase the possibility that the intended message gets to the receiver
and that the receiver understand the message in the way the sender wants to.

 2.3.2 Media selection used by public relations firms when placing products

For this part of our research we use the theory used by Shimp (1997), which consists of three
interrelated activities. The first step is to select the target audience. When selecting the target
audience; one could segment the audience by using a geographic segmentation that segment
the target audience out of its geographical location. Another segmentation method is the
demographic segmentation and that is when defining the target audience out of variables such
as Gender, age, ethnicity, education, occupation and income. Combining these two methods is
called a geographic segmentation (Ibid). The second step is to specify media objectives.
According to Shimp (1997), Wells et al. (2000) and Clow and Baack (2002) the most
important ones are reach, frequency, cost, gross rating points, cost per rating points,
continuity and impressions. The third step is to select media categories/vehicles. Advertising
can take place in five major different mediums and that can be of choice when conducting
product placement. Television, magazines, newspapers, radio and cinema are the five
mediums according to Brassington and Pettitt (2000).



14

The conceptual frame of reference show the activities that public relations firms are involved
in but our thesis will focus on product placement. The conceptual frame of reference we have
constructed and explained above is shown pictorially in figure 2.5. This frame of reference
will be used to guide us in our data collection.

Figure 2.5 Conceptual frame of reference
Source: Authors’ own construction (2003)
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3. Methodology

In this part the methodology practised for the thesis is presented. Throughout the chapter the
different methodological perspectives are explained, together with justifications of the choices
made. Finally a discussion regarding validity and reliability is provided.

3.1 Research purpose

According to Reynolds (1971) most research can be classified into one of the following three
different purposes: exploratory, descriptive and explanatory research.

Exploratory research is applied when a problem is difficult to limit and when you know little
about the area in the field of the study (Eriksson and Wiedesheim-Paul, 1997). The purpose of
an exploratory research is to gather as much information as possible about a specific subject
and to use many different sources to gather information (Patel and Davidson, 1994).
Exploratory research is also appropriate when it comes to generating interesting questions for
future investigation, and can therefore be seen as a pre-study to a more detailed study (Patel
and Tebelius, 1998).

Descriptive research is used when the goal is to develop careful descriptions of different
patterns that were expected during the exploratory stage (Reynolds, 1971). The objective of
this research is to be able to describe how something is without explaining why it is in a
certain way. Descriptive research is most suitable to gather information when investigating a
total or random sample. (Patel and Tebelius, 1998)

Explanatory research is in use when the researcher is looking for a cause and effect
relationship (Eriksson and Wiedesheim-Paul, 1997). Explanatory research is thus to develop a
theory that can be used to explain the empirical generalisations that was developed in the
descriptive stage. This provides a cycle of theory construction, theory testing and theory
reformulation. (Reynolds, 1971)

Considering our stated research purpose our study explores and describes how public relations
firms use product placement as part of their clients´ market communication. The study is
exploratory since we had limited knowledge about the area in the field of the research, and
also wanted to gain a better understanding of the research area. The study is however mainly
descriptive since we study an area with already existing information, although limited. Our
aim is in addition, to describe public relations firms and how they interact with clients.

3.2 Research approach

When conducting research there are different ways to address the topic. We will present and
give the reasons for the way we have chosen to approach our study. The researcher has to
decide which method to use between the two approaches; deduction or induction. Also the
type of method, qualitative or quantitative has to be decided. (Yin, 1994)
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3.2.1 Deductive versus Inductive Research

There are two ways of drawing conclusion, inductive and deductive. The inductive way to
draw conclusions is founded on empirical data. The researcher establishes theories and
models that are based on different phenomena in reality. If the researcher has a deductive
approach then the researcher uses existing theories, and investigates these empirically with
different methods. (Eriksson and Wiedesheim-Paul, 1997)

Our study is deductive due to the fact that our frame of reference is based on existing theories.
We based our empirical studies on theories and used them to form a base on how to analyse
the collected data.

3.2.2 Qualitative versus Quantitative Research

A qualitative research refers to studies when the researcher gather and analyses detailed data
of ideas, feelings and attitudes. It is mostly used when trying to receive thorough information,
which enables the researcher to obtain a deep understanding of a single case study or a limited
number of companies. The empirical data received cannot easily be transformed into
numbers, but rather be described in words. (Yin, 1994)

On the other hand, in a quantitative study, the researcher gathers and analyses statistical data.
A quantitative approach is mostly used when trying to gain a broad understanding of the
problem of the study. The aim is to be able to draw generalised conclusions based on the
collected information, and the findings can be presented in the form of numbers. (Ibid)

In this study we chose the qualitative approach in order to be able to deal with the research
problem and research questions stated for the thesis, the qualitative approach is suitable since
we want to obtain deep understanding on how public relation firms use product placement as
part of their clients’ market communication. Because we did not want to analyse the data in
numbers, rather in words, we found the qualitative approach the best alternative for our thesis.

3.3 Research strategy

There are a number of approaches for a researcher to make when conducting an empirical data
collection. Depending on the character of the research questions, to which extent the
researcher has control over behavioural events and to what degree the focus is on
contemporary events, the researcher can choose between an experiment, a survey, archival
analysis, history and case study. These are illustrated on the following page in table 3.1.
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Table 3.1 Relevant Situations for Different Research Strategies

Strategy Form of research
questions

Requires control
over behavioural
events

Focuses on
contemporary
events

Experiment How, Why YES YES
Survey Who, What, Where,

how many, how
much

NO YES

Archival analysis Who, what, Where,
how many, how
much

NO YES/NO

History How, Why NO NO
Case Study How, Why NO YES

Source: Yin (1994) p.6

In our study an experiment was not a suitable strategy since we do not demand any control
over behavioural events. Neither was a survey an appropriate strategy to our study because we
do not aim to answer question of who, what, where, how many and how much character.
Furthermore a survey does not correspond with the qualitative way of research. Because our
study is qualitative and do not answer the questions about how many and how much an
archival analysis was not appropriate. Since our study is focused on present time we therefore
decided to not conduct an historical research.

The case study is generally superior when answering how and why questions about a specific
topic and when control over the relevant behaviours is not required and when research focuses
on contemporary events. To reach the purpose of our thesis, a case study will be used as a
research strategy since we find it most suitable. We believe that a case study would enable us
to gain a better understanding of how public relations firms use product placement as part of
their clients´ market communication. Further on we are interested to know a lot about these
instead of knowing little about many. Our study is also based on present occurrences so this is
another motive for choosing case study as research strategy. We have also used
documentations such as brochures and the company website.

For case studies there are five parts that are of significant importance when designing the
study. These are the questions of the study, possible propositions, the unit or units of the
analysis, logic linking of data towards the propositions and finally the criteria for analysing
the data. According to Yin (1994) it is possible to state a purpose instead of propositions if the
study is on an exploratory nature.

A major distinction when designing case study is between single and multiple case design.
This means that a researcher has to decide whether to do a single or a multiple case before
conducting the data collection. (Ibid) Due to a limited time we will in our study make a single
case design study at a public relations firm located in Stockholm, Sweden.
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3.4 Data collection method

Yin (1994) has in the qualitative field of research listed six forms of, what he refers to as,
sources of evidence for collecting data. These six are documentation, archival records,
interviews, direct observations, participant observation and physical artifacts. The strengths
and weaknesses with each different data collection method are presented in the table 3.2.

Table 3.2 Six Sources of Evidence: Strengths and Weaknesses

SOURCE OF

EVIDENCE

Strengths Weaknesses

Documentation • Stable: can be reviewed repeatedly
• Unobtrusive: not created as a result

of the case
• Exact: contains exact names,

references, and details of an event
• Broad coverage: long span of time,

many events and many settings

• Retrievability: can be low
• Biased selectivity: if collection

is incomplete
• Reporting bias: reflects

(unknown) bias of author
• Access: may be deliberately

blocked

Archival
records

• (Same as above for documentation)
• Precise and quantitative

• (Same as above for
documentation)

• Accessibility due to privacy
reasons

Interviews • Targeted: focuses directly on case
study topic

• Insightful: provides perceived
causal inferences

• Bias due to poorly constructed
questionnaires

• Response bias
• Inaccuracies due to poor recall
• Reflexivity: interviewee gives

what interviewer
wants to hear

Direct
observations

• Reality: covers events in real time
• Contextual: covers context of event

• Time consuming
• Selectivity: unless broad

coverage
• Reflexivity: event may proceed

differently because it is being
observed

• Cost: hours needed by human
observers

Participant
observation

• (Same as for direct observations)
• Insightful into interpersonal

behavior and motives

• (Same as for direct
observations)

• Bias due to investigator’s
manipulation of events

Physical
artifacts

• Insightful into cultural features
• Insightful into technical operations

• Selectivity
• Availability

Source: Yin(1994) p.80

In our study we have not used archival records since it is precise and quantitative and this
does not fit our qualitative study. Neither have we used participant observation since this type
of gathering data is bias due to investigator’s manipulation of events. Furthermore we have
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excluded physical artifacts since our study does not involve the need to obtain evidence on
cultural features.

Yin (1994) stated that one of the most significant sources of case study information is the
interview. Furthermore he clarifies that the positive aspects with the interview is that it is
“targeted” because it concentrates directly on the case study topic. It is also “insightful”
because it gives perceived causal conclusions. These are the reasons why we have chosen to
do an interview for data collection.

Interviews can take three different forms and these are open-ended, focused and structured. In
the open-ended interview the key respondents are asked for facts as well as for their opinions.
The focused interview follows a set of questions derived from the case study protocol and is
also performed in a conversational manner. The structured interview follows a structured
questionnaire and is best suited for surveys. (Ibid)

We have conducted a focused interview since we had an interview guide (see appendix –
Interview Guide) and we conducted the interview in a conversational manner. We asked the
respondent questions from our questionnaire and the respondent answered freely. The
interview took approximately 45 minutes.

For our data collection we did a telephone interview with the Swedish public relations firm
Hedberg & Co. In order to find the most suitable person at the company to interview, we first
called them and figured out who that person were and gave her a background about our thesis
and then asked if we could book an interview. We then sent by e-mail, a short background
about our thesis and our interview questions so the respondent would be able to prepare
herself.

3.5 Sample selection

After determining what research strategy to utilize, we have chosen one Swedish public
relations firm for our case study, the choice is based on Pardun and McKee’s (2000) statement
that public relations firms are becoming active players in choosing whether to use product
placement to enhance a client’s product or service.

In order to find an appropriate company we used the Internet where information can easily be
found about companies and their line of business. We searched for companies involved in
product placement and especially public relations firms. The company we found that would
suite our thesis and our purpose is Hedberg & Co, a public relations firm located in
Stockholm. To further check if Hedberg & Co really was involved in product placement we
called them and made sure the information on their website was accurate. The first person we
talked to at Hedberg & Co was Malin Looft Nyquist, who immediately told us to talk to
Susanne Arkrot instead because she is responsible for the product placement performed by
Hedberg & Co.

3.6 Data analysis

Every case should begin with a general analytical strategy that will provide the basis for what
to analyse and why. The type of data received very much affects the quality of the findings.
The strength of the data is also very much dependent on how the data is analysed. The ability
to draw any conclusions from the collected data is very much depending on how the data is
analysed (Yin, 1994)
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We will in this study involve analysis mostly on interviews, but also reviews of brochures and
the Hedberg & Co website. Because we chose to focus on only one company we will conduct
a within-case analysis where the researcher analyse the data against previous theory (Yin,
1994).

3.7 Reliability and validity

Validity and reliability are two factors that determine the trustworthiness of collected data.
Validity is defined as the instrument’s ability to measure exactly what it is supposed to
measure (Eriksson and Wiedersheim-Paul, 1997). There are according to Yin (1994) three
forms of validity, construct-, internal- and external-validity. When establishing construct
validity the researcher makes sure that correct operational measures are utilised for the
concepts being studied, and that objective judgement is used to collect the data. Internal
validity is only of relevance if conducting an exploratory study, and since we are not
conducting an exploratory study this is of no relevance. Finally, external validity refers to
establishing of the domain to which the findings to a study can be generalised. (Yin, 1994)

To establish construct validity, we have used multiple sources of evidence including interview
and documentations such as brochures and the company’s website. We also sent our interview
guide to the respondent one week in advance of the actual interview, by doing this the
respondent was able to prepare for the interview and also reduced the risk of
misunderstandings.

Reliability is concerned with how reliable and accurate the research methods and techniques
for collecting data are. The reliability is a way of measuring how well a method provides a
researcher with the same results, if the method were to be repeated under the exact same
circumstances. If a method is not reliable, it also lacks validity, but high reliability does not
automatically mean high validity. It is possible to use a method that would provide the
researcher with exactly the same results from different occasions, without actually measuring
what was intended to measure. (Yin, 1994)

We have tried to be as objective as possible when we have handled and evaluated the gathered
information from the company; we also used a tape recorder during the interview to help us
remember the interview better. It also gave us the possibility to listen to the respondent many
times in order to avoid misunderstandings. The reliability could be lowered by the fact that we
sent the interview guide in advance. However, we believe that the nature of our questions was
written in a way that did not lead the respondent to leave out relevant information. If the
interview was to be repeated with the same interview guide and respondent, it might still not
lead to the same results because subjectivity is always involved in personal interviews.
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4. Empirical Data

Case Study: Hedberg & Co

In this chapter we will present the data collected in the form of a case study. Material
presented in the case is based on an interview we conducted with Susanne Arkrot at the public
relations firm Hedberg & Co.

4.1 Company background

Hedberg & Co started three years ago when Mats Hedberg left his work as a journalist at
Dagens Industri and started the public relations-agency Effektiva Media ON IT, a subsidiary
to Effektiva Media. The business concept was to deal with the boom of newly started
businesses primarily within the IT sector. ON IT quickly got many clients at the same time as
they also started to involve traditional companies, some listed on the Stockholm stock
exchange in their customer base. This evolvement led to that ON IT and Effektiva Media
started to compete for the same clients, the solution to the problem was that ON IT moved out
and started on a new location in Stockholm. In connection to this ON IT changed name to
Hedberg & Co

Hedberg & Co is a public relations agency specialized in communication with business and
technology media. In 2002 the turnover for Hedberg & Co was 8 million SEK and their
clients span over a wide range, from global, publicly held industrial corporations to high-tech
startups. They are united by common needs and challenges: all require qualified consulting
and proactive assistance with media contacts. Currently Hedberg & Co has a staff of eight
consultants that deal with approximately 15 long-term clients and 10-15 short-term clients on
a yearly basis.

Hedberg & Co has chosen to look at public relations from a journalistic point of view; they
recommend their clients to take public relations measures that are interesting to the editorial
staff. Everything else is according to Hedberg & Co a waste of money and resources. The
strength of Hedberg & Co is that they make sure that the right news reaches the right people,
which call for a straight dialogue with their clients. Hedberg & Co also offers services within
product-public relations. To be involved in product placement for consumer goods demand
determination hard work and a wide range of contacts. Few companies have either the time or
the possibilities to work with the intensity a product launch demands. This is one of the
factors that have made Hedberg & Co to hire personnel with a long experience in product
placement, which they see as crucial for success.

At Hedberg & Co, Susanne Arkrot is in charge of product placement, which she has been
working with since 1996. Susanne was responsible for expanding Hedberg & Co’s different
areas of business to also include product placement. In the beginning she worked primarily
with ready-made clothing and home furnishing which she placed in different magazines and
television programs. Susanne does not work as traditional public relations suggest, by using
press releases, instead she builds relations with different media and different journalists.
Currently she is working with a large international parlor-game company where she helps
creating activities such as competitions and other forms of activities where the main objective
is to get as much as possible written about the company in mind.
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4.2 Product placement

The initiative to place products can come from both the client and from Hedberg & Co,
sometimes, presumptive clients contacts Hedberg & Co on recommendations from other
companies in the business to contact a company involved in product placement. On the other
hand Hedberg & Co stresses the fact that to survive as a company one has to establish client
relationships and one off deals that generate money by themselves, and not only rely on their
reputation.

Hedberg & Co acts as an intermediary between brand owners and different media and they
sometimes react on specific wishes from media or specific wishes from brand owners. Media
might need products to make their content trustworthier, and then Hedberg & Co contact
companies that facilitate such products in order to satisfy the medias needs. Sometimes
products are placed on commission from clients who want their products placed in a certain
media. This combination is according to Hedberg & Co that one must keep good relations
between Hedberg & Co and the media on one hand and on the other hand serve their clients. It
is also crucial for Hedberg & Co to act as much as possible on different opportunities where
product placement could be a solution in order to generate revenues.

When Hedberg & Co primarily works towards fashion and lifestyle magazines, they make
sure that products in line with the current fashion trends are sent to journalists involved in
fashion reports. In the daily work Hedberg & Co makes sure to keep in close contact with
journalists in order to stay updated on the latest fashion trends as well as keeping up with
what the magazines are planning to do in the near future. By doing they always is one step in
front of the magazines and the journalists, and also makes sure that they have products sent to
them in advance of the issues that are to be published. This is something Hedberg & Co points
out to be extremely important when recommending product placements to clients, knowledge
about the future as they put it.

There are many different ways of placing products for clients, and the type of product
placement that Hedberg & Co mainly is involved in, is products displayed on spreads in
magazines (e.g. different products depicted with brand and price in an editorial way rather
than in the type of advertising). However, they are also on rare occasions involved in other
types of product placement that is believed to be necessary to satisfy clients needs, these types
range from placing products in television shows to placing products on celebrities.

Hedberg & Co mentions that regular pages with editorial contents are read more carefully
than pages containing advertisement that usually is ignored or at least read with less
commitment. Regular pages in a magazine also entice the reader more than traditional
advertisements. These pages in the magazines contain many different products and all the
products have information about the cost and where one can buy them. This is according to
Hedberg & Co considered less persuasive than traditional advertising because consumers do
not feel pushed by a certain advertiser, but can instead make up their mind by choosing from a
variety of sources. Hedberg & Co often use these statements in their recommendation to
clients since they believe that clients need a combination of advertising efforts in order to
have a satisfactory market communication.

As an example of using product placement as a complement to traditional advertising
Hedberg & Co mentions Synsam, one of the major clients that they have established a
business relationship with. Synsam is a company that sells ordinary glasses and sunglasses,
and has the exclusive right on leading brands such as DKNY, Calvin Klein, Max Mara and
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Efva Attling. Hedberg & Co has recommended Synsam to place products in different media
the entire time even in other media than magazines. Hedberg & Co also places products on
music artists and actors that represent Synsam and their image they want to communicate.
These artists and actors are not yet claiming money for wearing glasses from Synsam; instead
they see it as an honor to be chosen to use Synsam products. Having this in mind, Hedberg &
Co says that product placement can be regarded as a new phenomenon within promotion in
Sweden, mostly by the fact that no one is yet claiming money for the placing of products.

Hedberg & Co also mentions the advantages of product placement being a combination of
public relations and advertising, where messages are communicated without consumers
realizing the connection between the brand and the placed product but instead written about or
depicted in a way that is more editorial. Since consumers do not see the link between the
placed products and the brand, the brands are less vulnerable if the consumers dislike the
product placed. If a consumer see a shirt he or she finds unappealing they just state that it was
not the right color or type, not that the brand tried to advertise a product that did not appeal to
the consumer in mind.

Product placement it is more about communicating something trustworthy than reducing
noise, but Hedberg & Co still stresses that the noise is reduced in product placement because
of it not being on advertising pages in magazines or in commercial breaks on TV. The
importance of being able to communicate the right type of information is very important as
well as to communicate in many ways, not only focus on product placements. The clients’
knowledge about product placement is nowadays very high. But the clients’ regards it better
to work with an agency that is specialized on public relations since product placements is very
time demanding. The companies do not know how to get in contact with the right journalist
and it is difficult for them to build up a long-term relationship. Furthermore placing products
must be a part of the companies’ long-term strategy.

Every year the product placements Hedberg & Co have been involved in are evaluated and
they use an evaluation firm called Observer Pressbevakning. All the products placed during
the year are evaluated after Hedberg & Co have received what has been placed where and
when from Observer Pressbevakning in the form of press clips. In the evaluation process,
Hedberg & Co matches the objectives the client and Hedberg & Co established in the
beginning of the campaign to the outcome of the campaign. It is hard to estimate the outcome
in a monetary value since there are no key numbers to deal with. In traditional advertising it is
easier to derive costs from the campaign. It is also easier to evaluate an advertising campaign
in terms of people who have actually seen the advertisement due to their recognition of certain
brands and campaigns. Hedberg & Co does not see any solution on how to measure the effects
of product placement yet. The client only pays for the time they spend in order to place the
client's product in magazines and therefore product placement is considered cost efficient for
the time being.

It should be noted that Hedberg & Co does not work with ethically charged products such as
tobacco, alcohol and weapons, they only work with products and brands that they feel
comfortable with and products that does not influence peoples health in an unsatisfactory
way.

Product placements in the future can take different ways. Hedberg & Co believe that product
placements in magazines will continue to exist in the form it is today, that is, without any
payments to the magazines. Product placements in movies will also increase, and since
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movies have to be financed a lot more than a magazine, the payment for product placements
will therefore increase according to Hedberg & Co.

4.3 Media selection

It is mostly Hedberg & Co that recommends their clients to us a certain media in order to
communicate their products to the right target audience. Hedberg & Co believes that they can
look at things in an objective way, whereas the clients often want to be placed in a high
quality media. One example could be a high-class magazine such as the fashion magazine
ELLE or some other type of media that has an image of being exclusive. If the client and
Hedberg & Co have different opinions about which media to choose they discuss a solution
that satisfies the objectives of the product placement. The most common product placements
are made to both build brand and brand image or to generate sales. If the objective is to build
brand image the high-class media is a good choice, but most brands still want to generate
sales, and then a media that has a high reach in the target audience specified by the brands is a
more appropriate solution.

One of the major hurdles is the fact that clients often has the objective of generating sales, but
still wants to bee seen in media that only reaches a small amount of people in their target
audience. This is where the knowledge of media comes in usable, because Hedberg & Co has
access to the statistics of different medias reach, in terms of readers or viewers and also
different genders, incomes, ages and occupations.

Hedberg & Co makes sure that the media they recommend a certain client to use fulfils the
conditions agreed upon. If the objective is to build brand image, monthly magazines with high
quality paper and readers to whom it is important to communicate an exclusive image is
recommend. However, as most clients want to generate sales but also build brand image using
family magazines with high numbers of readers is recommend even tough it may contradict
what the clients want. If Hedberg & Co should decide to place products in other medias than
magazines the same goes for these media, they look at the reach, as most clients would like to
generate sales.

The client expects to start selling their products almost directly after the product has been
placed in a media, and this is also something that Hedberg & Co has to tell their clients. If
they want to sell, they have to be in a media that can generate sales. This is a major problem,
since the clients does not see the connection of high reach and sales.

Product placement is about making products visible and trustworthy to the target audience.
When placing products in magazines it is up to the journalist to choose the product since the
public relations firm cannot buy the spot as in traditional advertising. According to Hedberg
& Co it is not possible to pay for having products placed in magazines since journalists does
not want to put their trustworthiness on risk by being paid for placing products. The magazine
instead makes money on having information about products that can make the magazine sell
more issues. The magazines are not interested in the relationship between themselves and
Hedberg & Co; they act purely out of self-interest. Hedberg & Co recommends clients not to
place products in magazines that they does not think would fit the purpose of the product
placements regardless the clients' wishes. Hedberg & Co is not placing products in magazines
they do not believe would work since they have to think about their own reputation. When
working with public relations it is according to Hedberg & Co important to think about one's
own reputation. Since Hedberg & Co is working with different brands that are not connected
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to each other it is of great importance not to lose the confidence built up over the years with
different journalists from different magazines.

Finally, Hedberg & Co says that there are no set guidelines for how to choose media, of
course one has to have some kind of base for the decisions made but in the end it often comes
to intuition when deciding to place clients’ products in various media.
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5. Data Analysis

In this chapter the collected data will be compared against the theories presented in the frame
of reference. First the data regarding the first research question will be analysed followed by
the second research question.

5.1 Main issues influencing public relations firms’ product placement.

Hybrid message
Hedberg & Co sees product placements as an important tool for marketing communication.
Product placement combines the effectiveness that advertising has, to build awareness with
the advantage of public relations, where the source is not identified. Furthermore the
product’s image and the setting where the product is displayed in can be more controlled
when placing products than in traditional marketing communication. Balasubramanian’s
(1994) theory corresponds partly with the way Hedberg & Co act when recommending
product placements to their customers. The difference between theory and our data is that
product placement is not being paid for.

Desired brand knowledge
Advertising and public relations are used when a company want to communicate a certain
brand. Communication is used in order to keep or change existing brand knowledge and
according to Hedberg & Co product placement is used in order to communicate a certain
brand identity. Product placement is one way of communicating the preferred brand
knowledge but it can also be used in order to generate sales. Hedberg & Co recommends
product placement as part of their clients’ market communication, not as a single market
communication activity. The theory suggested by Keller (2002) corresponds with Hedberg &
Co’s view of product placements. Product placement used by Hedberg & Co as a way to
increase brand or product awareness also corresponds with the theory stated by Babin and
Cardier (1996). Hedberg & Co’s way of placing products is also supportive to the theory
stated by Russell (1998) which says that if a product is used, mentioned and showed in a
specific media, the greater consumers’ brand recall is.

Product in the right context
The possibility to show the product in the right context is one issue of why a company should
use product placements. The theory presented by Solomon and Englis (1994) which suggests
that product placement should show the product in the right context in order to be successful,
corresponds well with the way Hedberg & Co acts when recommending product placement to
their clients. If the context is not suitable for the product Hedberg & Co would not place the
product not only because of the risk to failure but also to minimize the risk of damaging the
relationship with the media.

Consumer attitudes toward Product Placement
The theory by Nebenzahl and Secunda (1993), which states that most consumers have a
positive attitude towards product placements, is a main issue used by Hedberg & Co when
recommending product placements to their clients. According to Hedberg & Co there is a
positive attitude among the target audience for product placement as long as the product is
showed in the right context. The target audience further sees product placement as a new and
interesting way to show new products. The fact that Hedberg & Co does not place ethically
charged products correspond with the theory by Gupta and Gould (1997), which states that
ethically charged products are met with scepticism among consumers.
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Reduction of noise / Communication
Product placements in different media make the target audience more interested about the
product than traditional advertisements. The product placement is more likely to not be
avoided by the target audience and product placement in some medias such as movies the
noise will almost be completely avoided. On the other hand, product placements in medias
such as magazines and newspapers are still likely to be exposed to noise since the reader has
the opportunity to tune out. The theory presented by Brassington and Pettitt (2000) is thus
partly applicable to Hedberg & Co.

5.2 Media selection used by public relations firms when placing products.

Selecting target audience
The media selection used by Hedberg & Co corresponds to the theory by Shimp (1997) since
Hedberg & Co takes the target audience into consideration before placing products. The
variables age, gender and income are the factors of the demographic characteristics that are
used by Hedberg & Co. They do not use geographic or geodemographic characteristics.

Specifying media objectives
The theory by Shimp (1997) suggests that the reach is an important factor when selecting
media. Hedberg & Co is using reach when they select media and depending on the certain
objective the specific media is chosen, either building brands or generating sales. The
frequency of the placements is taken into consideration as the theory says since the brand or
product should be showed as many times as possible in order to increase the brand or product
recall. The cost for placing products as presented by Clow and Baack (2002) and Wells et al.
(2000) are not taken into consideration since product placement is not being paid for yet.
Since the cost is not considered the CPRP presented by Clow and Baack (2002) is neither
used. The GRP also presented by Clow and Baack (2002) is not used by Hedberg & Co.
Hedberg & Co is trying to use a continuous placement of products for their clients but some
products are placed more in a pulsating way with many placements when there is a certain
theme in the specific media. This way of placing products corresponds with the theory of
Clow and Baack (2002).

Selecting media categories/vehicles
Hedberg & Co is currently using magazines to place products for their clients. They are not
using all the media vehicles suggested by Brassington and Pettitt (2000), they currently only
place products in magazines and not in other media. Hedberg & Co’s use of magazine
corresponds well with the theory about magazines presented by Brassington and Pettitt
(2000).
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6. Conclusions and implications

In this chapter we will answer our research questions. We will further provide the reader with
conclusions regarding the differences, similarities and gaps between the empirical data found
in our case study and the findings of previous research. In order to do this we present
empirical data and previous research and then draw our own conclusions. Finally there is a
section of the chapter where implications for management, theory and future research will be
presented.

6.1 How can the issues influencing public relations firms’
recommendation to clients on product placement be described?

The main issues on why a public relations firm should recommend product placement to their
clients, is according to our selected company, that product placement is a relatively new
phenomenon within advertising. Product placement is relatively inexpensive compared to
traditional advertising, and it is often used to enhance medias contents. Media is mostly not
paid by the “advertiser”, partly because they want to control the editorial or script contents
and partly because they have not yet learned to charge for the insertion of different products
and brands. One industry where payments for product placement exist is in movies where
brands are contributing to the movie, both in terms of services but also monetary. Our
findings do show that product placements can be labelled hybrid messages, however the
advertisers do not always pay for product placements. However, product placement still
utilises on the advantages of hybrid messages. Even though the advertisers do not pay for
product placements, they still control what is placed. Of course they do it together with the
public relations firm. Still, the sponsor is not identifiable in product placement in the same
way as in traditional advertising, except for when they are paid for. Our opinion is that such
product placements should be labelled advertising instead of product placement. By not being
identifiable, product placements are facing a more tolerant audience since consumers do not
dislike when products are shown in the right context. To depict products in the right context is
an important reason of why product placement should be recommended to clients.

Product placement is recommended if a client wants to strengthen or change the desired
knowledge or image of the brand among consumers. Together with traditional means of
communicating brand identity, product placement is a way for brand owners to get into
consumers minds in a way that traditional market communications cannot. Product
placements can be used in many different ways, for example they can be placed in media with
a certain image. They can also be placed on celebrities that have a personality that is
congruent with the brand in mind. Here it is also of great importance that products can be
shown in the right context so that the intended use of the product is shown as well as the
image of the product. When consumer attitudes towards product placements still are much
more tolerant than towards traditional advertising, it has to be taken into consideration not to
recommend product placement when the product is considered ethically charged. This is up to
now the only time consumers react in a negative way according to previous research. Our
studied company is not involved in any product placements for ethically charged products and
would not under any circumstances establish a relationship with a company offering such
products. A public relations firm has to be aware that if being involved in dealing with
ethically charged product their reputation can be seriously damaged.

When it comes to product placements and reduction of noise, there are strong evidences that
product placements reduce noise because they are integrated in the media in such a way that
there are few disturbing elements involved. One example of disturbing elements is in
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television, where commercial breaks are reasons to do something else, for example go to the
bathroom or making a cup of coffee. Product placements on the other hand are integrated in
the broadcast and the viewer has a higher degree of interest or concentration. Information that
is novel or unexpected seems to capture ones attention, is processed more extensively and
subsequently is much more likely to be recalled than information that is redundant or
expected to appear in a given context.

Below are the most important conclusions regarding the issues influencing public relations
firms’ recommendation on product placement to clients.

Ø Our data showed that product placement is an inexpensive way of communicating a
product or brand in comparison to traditional advertising.

Ø Product placement is a way of communicating a product or brand in the right context.

6.2 How can the media selection used by public relations firms when
placing products for clients be described?

When our studied company decide what media to place their clients products in they look at
the demographic factors, age, gender and income. However, other factors such as ethnicity,
occupation and education are not considered when selecting media. The reason why ethnicity
is not taken into consideration is because there are no media of interest from Hedberg & Co to
place products in that reaches specific ethnical groups in Sweden. Occupation is neither taken
into consideration since our data showed that the differences between occupations is not large
enough to difference them from each other. The factor income is a more powerful variable
when choosing media and can somewhat be connected to occupation. The education is as well
as occupation to narrow to base the media selection on and it can also be connected to
income. Geographic location of the target group is not taken into consideration because our
studied company is convinced that in order to have a successful product placement, one
should use media that cover as much as possible rather than to look at a specific geographic
location. There is a belief that the differences are in age, gender, occupation and income
rather than geographic location. According to our studied company, women in a certain age
with similar incomes and occupations have similar preferences no matter where they live.

Another important part when selecting media is to specify media objectives. Our studied
company uses reach as one of their media objectives. The reach has to be taken into
consideration when selecting what media to use for product placements. Depending on the
purpose with the product placement ; building brands or generating sales, a specific media’s
ability to reach the purpose is evaluated. The frequency is as well as reach important in order
to increase the possibility that as many as possible of the target audience see the brand or
product. The cost for product placement is not yet something that is used when placing
products in newspapers or magazines. Our belief is the fact that product placement is a
relatively new phenomenon in Sweden and that the magazines not yet have realised the
opportunity to make money on product placements. Another factor is that the magazines want
to keep their journalistic honour and therefore are not placing products they can be paid for. It
is possible that a fee for placing products in magazines and newspapers will emerge in the
future but according to our data this is not taken into consideration yet. However, this would
be taken into consideration if product placement were associated with some type of fee or
cost.

Our studied company presently only uses magazines to place products for clients. The main
reason why is that the company holds great competence within this media; many of the
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employees have a background as journalists. There are many medias in which to place
products. However, it seems to be a good choice limiting the amount of media to use. Our
studied company mostly places fashion products and then it is wise to use fashion magazines
because the target audience is reached in the best possible way. It is also wise to use
magazines to place products in because the lifetime of for example a fashion magazine is
rather long. The mood of the reader is more receptive when reading a magazine than in other
printed media. This is something that our studied company also mentions as a reason to use
magazines. This is evidence that one should use a media vehicle that is read or viewed by
consumers who actively has chosen to read or watch the media in mind.

Below are the most important conclusions regarding the media selection used by public
relations firms when placing products for clients.

Ø Magazines are used because the reader is likely to be in a receptive mood when
reading, as well as that the lifetime of magazines is long.

Ø There are no costs associated with product placements in magazines.

6.3 Implications for management

The findings based on our research gives evidence that management should consider using
product placement as part of their total market communication efforts. Product placement is
inexpensive and also gives the brand owner the possibility to show their products in the right
context. Product placements have endless opportunities since there are media that reaches
specified parts of the market environment where products can be placed. If management
decide use the benefits provided by product placement, an agent specialised on product
placement should be used. Management should use an agent specialised on product placement
since the phenomenon is new and also time consuming.

6.4 Implications for theory

Our thesis will contribute to the limited thesis concerning product placement, by highlighting
the use of product placement as a communication tool via a public relations firm.

6.5 Implications for future research

Product placement is an immense field of research, within which much is yet to be
discovered. Our study has only investigated a small part of this area of research, and while
working on the thesis, several interesting issues related to product placement have occurred. It
has however been impossible to incorporate all of them in our research, and we therefore
propose issues for further research.

Our study is limited to the agents’ perspective of the product placement procedure, but it
would be interesting to look at the situation from a client company’s perspective. This in
order to measure the result and effectiveness of product placement as a part of a company’s
market communication. Another interesting perspective to investigate is if consumer attitudes
are changing as the phenomenon product placement becomes more common.

Finally it can be mentioned that the area of product placement is not really thoroughly
studied, and therefore should be studied further in order to create a stronger base for drawing
conclusions concerning this research area.
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Investigating a larger sample through a quantitative study should also shed a better a light on
some of the point revealed through present research.
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Appendix A – Interview Guide

Questions about the company

• What is the purpose with a PR-firm according to Hedberg & Co?
• In what area of business does Hedberg & Co operate?
• For how long has Hedberg & Co been established?
• Where is Hedberg & Co located?
• How many employees does Hedberg & Co have?
• What is the annual turnover at Hedberg & Co?
• How many clients have Hedberg & Co?
• Does Hedberg & Co actively search for clients or do clients come to Hedberg & Co?
• What is your position within the company?
• How long experience do you have from your present work?
• Can you tell us a little about your work?

Questions about product placement

• What is product placement according to you?
• What are the advantages for product placement according to you?
• What are the disadvantages for product placement according to you?
• For how long has Hedberg & Co worked with product placement?
• What companies have Hedberg & Co worked with? What products have then been

product placed?
• Is product placement a part of the clients long-term strategy or a one time phenomenon?
• What responses do Hedberg & Co expect from product placement?
• Does Hedberg & Co evaluate product placements?
• If yes, how?
• If no, why not?
• How do you see the future of product placement?
• Is Hedberg & Co currently working any product placement?
• If yes, can you tell us more about that work?

Questions on factors influencing whether to recommend product placement for clients

• On whose initiative does the product placement occur? Hedberg & Co or the client?
• What factors influence whether Hedberg & Co recommend product placement for its

clients?

Questions concerning media planning when Hedberg& Co places products for clients

• How does Hedberg& Co identify target audience(s)? What factors influences the
identification?

• How does Hedberg& Co specify the goal of the product placement? What factors
influences the decision?



• Does Hedberg& Co choose what medium to place products? If yes: How does Hedberg&
Co choose? What factors influences the decision?

• Does clients have specific wishes in the choice of medium when placing products? If so:
what are these?




