VOLUME NO. 9 (2018), ISSUE NO. 01 (JANUARY) ISSN 0976-2183

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE & MANAGEMENT

k3

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at:
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell's Directories of Publishing Opportunities, U.S:Al Google Scholar,
Indian Citation Index (ICI). I-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.]].
Index Copernicus Publishers Panel, Poland [ilICNVEINEIONSI00N2002) & number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 5896 Cities in 193 countries/territories are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

http://iircm.org.in/




VOLUME NO. 9 (2018), ISSUE NO. 01 (JANUARY) ISSN 0976-2183

CONTENTS

Sr. Page
TITLE & NAME OF THE AUTHOR (S)
No. No.

1. |FACTORS THAT AFFECT THE PERCEPTION OF LUXURY BRANDS AFTER M&A 1
HSIANG-MING LEE, YA-HUI HSU, TSAI CHEN & YU-CHI WU

2. |IMPACT OF CAPITAL BUDGETING TECHNIQUES ON HERO HONDA COMPANY| 12
- AN EMPIRICAL STUDY
POONAM & Dr. HARPREET KAUR
3. |IMPACT OF AUDIENCE SPECIFIC FACTORS ON PRODUCT PLACEMENT: A| 16
LITERATURE SURVEY

SOMIYA SAXENA & Dr. GITHA HEGGDE
4. \DEMONETIZATION AND ITS IMPACT ON INDIAN ECONOMY 20
SUMAIYA FATHIMA

5. |GOODS AND SERVICES TAX (GST) AND ITS IMPACT ON INDIAN ECONOMY 23
K. KHASIMPEERA & Dr. M. SUGUNATHA REDDY

6. |GROWTH AND PERFORMANCE OF DISTRICT CO OPERATIVE BANKS IN INDIA | 26
SHABNA MOL TP & Dr. KP VINOD KUMAR
7. |PURCHASING SOCIAL RESPONSIBILITY: A COMPARATIVE STUDY ACROSS THE| 31
TAIWAN STRAIT
YI-HUI HO

8. |PERFORMANCE EVALUATION OF SELECT PHARMACEUTICAL COMPANIES 35
MALOTH RAGHU RAM

9. |DETERMINANTS OF FAMILY BUSINESSES’ PERFORMANCE IN CAMEROON 40
ODO GABRIEL EMMANUEL
10. [EMPOWERING EMPLOYMENT THROUGH ENTREPRENEURSHIP: A| 49
CONTEMPORARY APPROACH
SANGRAM PADHY

REQUEST FOR FEEDBACK & DISCLAIMER >2

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT ii

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
http://ijrcm.org.in/




VOLUME NO. 9 (2018), ISSUE NO. 01 (JANUARY) ISSN 0976-2183

CHIEF PATRON
Prof. (Dr.) K. K. AGGARWAL
Chairman, Malaviya National Institute of Technology, Jaipur
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India)
Chancellor, K. R. Mangalam University, Gurgaon
Chancellor, Lingaya’s University, Faridabad
Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

FOUNDER PATRON
Late Sh. RAM BHAJAN AGGARWAL
Former State Minister for Home & Tourism, Government of Haryana
Former Vice-President, Dadri Education Society, Charkhi Dadri
Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

FORMER .CO-ORDINATOR,
Dr. S. GARG
Faculty, Shree Ram Institute of Business & Management, Urjani

ADVISOR
Prof. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR
Dr. A SAJEEVAN RAO
Professor & Director, Accurate Institute of Advanced Management, Greater Noida

CO-EDITOR.
Dr. BHAVET
Faculty, Shree Ram Institute of Engineering & Technology, Urjani

EDITORIAL ADVISORY BOARD
Dr. CHRISTIAN EHIOBUCHE
Professor of Global Business/Management, Larry L Luing School of Business, Berkeley College, USA
Dr. JOSE G. VARGAS-HERNANDEZ
Research Professor, University Center for Economic & Managerial Sciences, University of Guadalajara, Gua-
dalajara, Mexico
Dr. M. N. SHARMA
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal
Dr. TEGUH WIDODO
Dean, Faculty of Applied Science, Telkom University, Bandung Technoplex, JI. Telekomunikasi, Indonesia
Dr. M. S. SENAM RAJU
Professor, School of Management Studies, 1.G.N.O.U., New Delhi
Dr. KAUP MOHAMED
Dean & Managing Director, London American City College/ICBEST, United Arab Emirates
Dr. D. S. CHAUBEY
Professor & Dean (Research & Studies), Uttaranchal University, Dehradun

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT iii

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
http://ijrcm.org.in/




VOLUME NO. 9 (2018), ISSUE NO. 01 (JANUARY) ISSN 0976-2183

Dr. ANIL K. SAINI
Professor, Guru Gobind Singh Indraprastha University, Delhi
Dr. ARAMIDE OLUFEMI KUNLE
Dean, Department of General Studies, The Polytechnic, Ibadan, Nigeria
Dr. SYED TABASSUM SULTANA
Principal, Matrusri Institute of Post Graduate Studies, Hyderabad
Dr. MIKE AMUHAYA IRAVO
Principal, Jomo Kenyatta University of Agriculture & Tech., Westlands Campus, Nairobi-Kenya
Dr. NEPOMUCENO TIU
Chief Librarian & Professor, Lyceum of the Philippines University, Laguna, Philippines
Dr. BOYINA RUPINI
Director, School of ITS, Indira Gandhi National Open University, New Delhi
Dr. ANA STAMBUK
Head of Department of Statistics, Faculty of Economics, University of Rijeka, Rijeka, Croatia
Dr. FERIT OLGER
Professor & Head of Division of Management & Organization, Department of Business Administration, Fac-
ulty of Economics & Business Administration Sciences, Mustafa Kemal University, Turkey
Dr. SANJIV MITTAL
Professor & Dean, University School of Management Studies, GGS Indraprastha University, Delhi
Dr. SHIB SHANKAR ROY
Professor, Department of Marketing, University of Rajshahi, Rajshahi, Bangladesh
Dr. NAWAB ALI KHAN
Professor & Dean, Faculty of Commerce, Aligarh Muslim University, Aligarh, U.P.
Dr. SRINIVAS MADISHETTI
Professor, School of Business, Mzumbe University, Tanzania
Dr. ABHAY BANSAL
Head, Department of Information Technology, Amity School of Engg. & Tech., Amity University, Noida
Dr. KEVIN LOW LOCK TENG
Associate Professor, Deputy Dean, Universiti Tunku Abdul Rahman, Kampar, Perak, Malaysia
Dr. OKAN VELI SAFAKLI
Professor & Dean, European University of Lefke, Lefke, Cyprus
Dr. V. SELVAM
Associate Professor, SSL, VIT University, Vellore
Dr. BORIS MILOVIC
Associate Professor, Faculty of Sport, Union Nikola Tesla University, Belgrade, Serbia
Dr. N. SUNDARAM
Associate Professor, VIT University, Vellore
Dr. IQBAL THONSE HAWALDAR
Associate Professor, College of Business Administration, Kingdom University, Bahrain
Dr. MOHENDER KUMAR GUPTA
Associate Professor, Government College, Hodal
Dr. ALEXANDER MOSESOV
Associate Professor, Kazakh-British Technical University (KBTU), Almaty, Kazakhstan
RODRECK CHIRAU
Associate Professor, Botho University, Francistown, Botswana
Dr. PARDEEP AHLAWAT
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
Dr. DEEPANJANA VARSHNEY
Associate Professor, Department of Business Administration, King Abdulaziz University, Saudi Arabia

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT iv

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
http://ijrcm.org.in/




VOLUME NO. 9 (2018), ISSUE NO. 01 (JANUARY) ISSN 0976-2183

Dr. BIEMBA MALITI
Associate Professor, School of Business, The Copperbelt University, Main Campus, Zambia
Dr. KIARASH JAHANPOUR
Research Adviser, Farabi Institute of Higher Education, Mehrshahr, Karaj, Alborz Province, Iran
Dr. SAMBHAVNA
Faculty, I.1.T.M., Delhi
YU-BING WANG
Faculty, department of Marketing, Feng Chia University, Taichung, Taiwan
Dr. MELAKE TEWOLDE TECLEGHIORGIS
Faculty, College of Business & Economics, Department of Economics, Asmara, Eritrea
Dr. SHIVAKUMAR DEENE
Faculty, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga
Dr. THAMPOE MANAGALESWARAN
Faculty, Vavuniya Campus, University of Jaffna, Sri Lanka
Dr. JASVEEN KAUR
Head of the Department/Chairperson, University Business School, Guru Nanak Dev University, Amritsar
SURAJ GAUDEL
BBA Program Coordinator, LA GRANDEE International College, Simalchaur - 8, Pokhara, Nepal
Dr. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia

FORMER TECHNICAL ADVISOR,

AMITA

FINANCIAL ADVISORS
DICKEN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS
JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT
SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT v

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
http://ijrcm.org.in/




VOLUME NO. 9 (2018), ISSUE NO. 01 (JANUARY) ISSN 0976-2183

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to the recent developments & practices in the areas of Com-
puter Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics;
Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Gov-
ernance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice;
Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History;
Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics
& Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development
Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics;
Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management;
Management Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business;
Health Care Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Or-
ganizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Pro-
duction/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Re-
tailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transpor-
tation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer
Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-
eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-
gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects.

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format
after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1. COVERING LETTER FOR SUBMISSION:
DATED:

THE EDITOR
IJRCM

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please
specify)

DEAR SIR/MADAM

Please find my submission of manuscript titled * ' for likely publication in one of
your journals.

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published anywhere in any language
fully or partly, nor it is under review for publication elsewhere.

| affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to inclusion of
their names as co-authors.

Also, if my/our manuscript is accepted, | agree to comply with the formalities as given on the website of the journal. The Journal has
discretion to publish our contribution in any of its journals.

NAME OF CORRESPONDING AUTHOR

Designation/Post*

Institution/College/University with full address & Pin Code

Residential address with Pin Code

Mobile Number (s) with country ISD code

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No)

Landline Number (s) with country ISD code

E-mail Address

Alternate E-mail Address

Nationality

*i.e. Alumnus (Male Alumni), Alumna (Female Alumni), Student, Research Scholar (M. Phil), Research Scholar (Ph. D.), JRF, Research Assistant, Assistant
Lecturer, Lecturer, Senior Lecturer, Junior Assistant Professor, Assistant Professor, Senior Assistant Professor, Co-ordinator, Reader, Associate Profes-
sor, Professor, Head, Vice-Principal, Dy. Director, Principal, Director, Dean, President, Vice Chancellor, Industry Designation etc. The qualification of
author is not acceptable for the purpose.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT Vi

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
http://ijrcm.org.in/




VOLUME NO. 9 (2018), ISSUE NO. 01 (JANUARY) ISSN 0976-2183

10.
11.

NOTES:

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf.
version is liable to be rejected without any consideration.

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:
New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/
Education/Psychology/Law/Math/other, please specify)

c) Thereis no need to give any text in the body of the mail, except the cases where the author wishes to give any specific message
w.r.t. to the manuscript.

d) The total size of the file containing the manuscript is expected to be below 1000 KB.

e) Only the Abstract will not be considered for review and the author is required to submit the complete manuscript in the first
instance.

f)  The journal gives acknowledgement w.r.t. the receipt of every email within twenty-four hours and in case of non-receipt of
acknowledgment from the journal, w.r.t. the submission of the manuscript, within two days of its submission, the corresponding
author is required to demand for the same by sending a separate mail to the journal.

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except on the covering letter and the
cover page of the manuscript, in the manner as mentioned in the guidelines.

MANUSCRIPT TITLE: The title of the paper should be typed in bold letters, centered and fully capitalised.

AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/al-
ternate email address should be given underneath the title.

ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any.

ABSTRACT: Abstract should be in fully Italic printing, ranging between 150 to 300 words. The abstract must be informative and eluci-
dating the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full.

KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic
order separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except
special words e.g. name of the Countries, abbreviations etc.

JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-
web.org/econlit/jelCodes.php. However, mentioning of JEL Code is not mandatory.

MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free
from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end.

HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading.
SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.
MAIN TEXT:

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE:

INTRODUCTION

REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES

HYPOTHESIS (ES)

RESEARCH METHODOLOGY
RESULTS & DISCUSSION

FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS

LIMITATIONS

SCOPE FOR FURTHER RESEARCH
REFERENCES
APPENDIX/ANNEXURE

The manuscript should preferably be in 2000 to 5000 WORDS, But the limits can vary depending on the nature of the manuscript.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT Vii

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NO. 9 (2018), ISSUE NO. 01 (JANUARY) ISSN 0976-2183

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self-explained, and the titles must be
above the table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are
referred to from the main text.

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, left aligned with equation/formulae number placed
at the right. The equation editor provided with standard versions of Microsoft Word may be utilised. If any other equation editor is
utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the
editor.

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined
on its first use in each section e.g. Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections.

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised
references in the preparation of manuscript and they may follow Harvard Style of Referencing. Also check to ensure that everything
that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the references as per
the following:

. All works cited in the text (including sources for tables and figures) should be listed alphabetically.

J Use (ed.) for one editor, and (ed.s) for multiple editors.

. When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc., in chronologically ascending
order.

. Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

. The title of books and journals should be in italic printing. Double quotation marks are used for titles of journal articles, book chapters,

dissertations, reports, working papers, unpublished material, etc.
. For titles in a language other than English, provide an English translation in parenthesis.

. Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate
some specific point, which may be placed in number orders before the references.

BOOKS
. Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
. Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.

CONTRIBUTIONS TO BOOKS

. Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited
by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.

JOURNAL AND OTHER ARTICLES

. Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Jour-
nal of Urban Economics, Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

. Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Asso-
ciation, New Delhi, India, 19-23

UNPUBLISHED DISSERTATIONS

. Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.
ONLINE RESOURCES

. Always indicate the date that the source was accessed, as online resources are frequently updated or removed.

WEBSITES

. Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp
INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT viii

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
http://ijrcm.org.in/




VOLUME NO. 9 (2018), ISSUE NO. 01 (JANUARY) ISSN 0976-2183
IMPACT OF AUDIENCE SPECIFIC FACTORS ON PRODUCT PLACEMENT: A LITERATURE SURVEY

SOMIYA SAXENA
RESEARCH SCHOLAR
RESEARCH & DEVELOPMENT CENTRE
BHARATHIAR UNIVERSITY
COIMBATORE

Dr. GITHA HEGGDE
DEAN
RESEARCH AND INTERNATIONAL AFFAIRS
IFIM BUSINESS SCHOOL
BANGALORE

ABSTRACT
Marketing is a dynamic field. There are numerous ways of reaching target market. Marketers keep looking for new ways to acquire target audience as existing
marketing strategies turns rotten within few years. One of the marketing strategies that has gained popularity in the last few years is product placement. It is a
method of embedding the ads in the storyline of the movies or TV shows. Consumers often tend to ignore the ads shown during a movie or TV show and change
the channel, as they often dislike traditional advertisement. But strategically product is shown in the movie or the TV show and consumers just cannot be zapped
away without missing the storyline. This research study focuses on individual factors that affect degree of conscious processing. An exploratory research with an
emphasis on literature has been the focus.

KEYWORDS

brand recall, consumer attitude, explicit memory, implicit memory, product placement.

JEL CODES
M3, M31

INTRODUCTION

hen an individual comes back to home after an entire tiring day, he has TV as one of the main sources of entertainment. But his entertainment is done
Wmore by Ads than any real TV show. This makes him nutty over the Ads shown and starts flipping the channel. Marketers lose their value and cost.

But product placement makes it possible for the marketers to properly advertise their Ad. Product Placement is the intended incorporation of com-
mercial content into a non-commercial setting (Ginosar, A. & Levi-Faur, D. 2010). It is a mixture of advertising and entertainment. It is becoming a common practice
to include product into the storyline of a movie, TV show, magazine, video game, books, comics etc. In simple terms, product placement is a process of producing
an engaging content to sell something (Falkow, S. 2010). Product placement has become more effective in today’s time when advertising efficacy is declining,
media fragmentation and proliferation has increased (Mackay, T.; Ewing, M.; Newton, F. & Windisch, L. 2009). Moreover, viewers are also unable to assimilate so
many ads all at a time. According to a study, around two-thirds of TV viewers mute the television sound or change the channel during a commercial as they find
the ads as annoying and irrelevant. The literature on product placement is just few years old as it is comparatively a newer topic (Russell and Stern, 2006). Most
of the quantitative placement studies differ markedly from one another. Therefore, a conceptual research that informs about Individual and Specific (IS) factors
that affects Degree of Conscious Processing (DCP) would work better. Brand plays an important role in marketing communication. Writers, directors, script-writers,
creative and media professionals use brands as a tool to communicate specific meaning to audiences. Brand placement also works the same way in movies, TV sit-
coms, TV shows and daily soaps. It also sets the mood of the show and depicts the personality traits of the character. However, this process takes place after a
formal agreement between the marketer and the producer or the director. Such stories with in-built brand placed in them represent promotional efforts for the
brand. Thus, product placement is the paid inclusion of branded products or brand identifiers through audio and visual or both means within mass media (Karrh,
1998). A product placement is also an attempt to influence audiences who does not identify sponsors (Balasubramaniam, 1994).

REVIEW OF LITERATURE

Product placement is initiated by a marketer who suggests his products to a TV show or studio. It may work the other way round too. Sometimes, brokers or
intermediaries too work between a marketer and a producer of the show (Stringer, 2006). The cost involved in a product placed in a movie or TV show may range
from $10,000 to several hundred thousand dollars depending upon the brand value and the budget of movie production. Sometimes, the product placement
occurs even free of cost or in lieu of promotional tie-ins (Cebrzynski, 2006). The history of product placement is long (Galician and Bourdeau 2004). It started
somewhere in 1920-1930. The first product placement was seen in Hollywood film, ‘It pays to Advertise’. The first reason to include products in the movie storyline
was to reduce the cost of production of the movie during the Great Depression. However, the movie received a negative publicity about the surrender of media
content to commercial interests (Brett 1995). Seeing the negative publicity and other factors like diminishing role of movie studios, the emergence of independent
producers, location-based movie production hampered the growth of product placement industry. Later it started again in 1960s- 70s (Balasubramaniam 1994;
Brett, 1995; Segrave 2004). Later in 1980s, it started flourishing and supports more than a thousand brands in the industry (Galician 2004; Karrh, McKee and
Pardun 2003). According to statista.com, the spending in million dollars in 201 was 4657 and in 2019, it is expected to increase to 11 574 million dollars.

In India, product placement started long back. Indian film industry is very vast. Impact of films on consumer buying behaviour is evident from his history. It is 100
years old and world’s largest producer of films in terms of volume with a production of around 1000 films per annum. There are two types of films produced in
India namely, Commercial and non-commercial film. The other film category is tele-film, short film, special effect film etc. Film producers make films which are
liked by a larger segment of people. Since the reach of the films is to a larger segment, it is easy to attach an emotional value to the film. This makes way for the
corporate and the brand owners to associate their brand with the movie. Advertising agencies also plays a crucial role in setting product placement in Indian
movies.

The early example of product placement movies were in 1967, “An evening in Paris” where the lead actress Sharmila Tagore was seen sipping from a bottle of
Coke, aggressive to make sure the logo was visible. Another instance is of the movie “Bobby” where Rishi Kapoor was shown riding the Rajdoot bike from Enfield
Motors. In another movie, “Prem Diwane”, people were shown carrying the Benzer bags. In the movie, “Love Ke Liye Kuch Bhi Karega”, the actor holds a ball with
Mac ‘M’ over it. In a very famous movie, “Kaho Naa Pyaar Hai”, Hrithik Roshan asks the heroine if she would like to have McDonald’s burger. In another famous
and hit movie, “Taal”, Coke was placed well throughout the story. Another instance is of “Dilwale Dulhaniya Le Jayenge” where Shahrukh Khan talks about the
Stroh’s beer. Amitabh Bachan in the movie “Baghban” promoted many brands like ICICI bank, Ford Ikon and Tata Tea. In another example of the movie “Bunty aur
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Babli”, Maruti Suzuki launched its Maruti Swift car. In the movie, “Viruddh”, Amitabh Bachan endorsed Calcium Sandoz Tablets and Asian Paints. In the movie
“Parineeta”, Vidya Balan endorsed Saridon.

In few of the recent catches, in the movie, “Ta Ra Rum Pum”, brands like Castrol to Goodyear to Chevrolet were shown. In the movie, “Koi Mil Gaya” Hrithik Roshan
says “Mai to sirf Bournvita peeta hun”. In the movie, “Rang De Basanti”, brands like Coca-Cola, Airtel, LG, Berger and Provogue were shown. In the movie, “Two
States”, Alia Bhatt endorsed Sunsilk shampoo and Yes Bank. In another movie, “Bodyguard”, Kareena Kapoor was sowing carrying a Sony Vaio laptop. The examples
of product placement won’t end in Bollywood context.

The product placement has many advantages for the media industry. A product that is used by the favourite characters in the TV shows and films is better than
just showing a simple product Ad (Kamins M. A, 1990). Audience relate themselves with the product used by their favourite character and associate themselves
easily (Solomon M. R., Ashmore R. D., Longo L. C, 1992). It has been observed that small brands benefit more than big brands in product placement (Till, B. D.,
Busler, M., 2002).

The product placement cannot let the readers infer quantitative facts so easily. It is not based on practitioner sentiments that include occasional claims of success
from placements, empirical studies that include impact of memory on brands and qualitative inquiries that includes complex meanings specified by the audience
(Balasubramainiam; Karrh; Patwardhan 2006). There can be perceptual differences based on subjectivity and biasness between a corporate and academician.
Practitioners may have a biased approach towards the success of the placement even if it is just shown in the media (Karrh, 1995; Karrh, McKee and Pardun, 2003,
Pardun and McKee, 1999). Many corporate agencies just rely on different performance indices of which source is not available (Law and Braun-LaTour 2004).
There are many qualitative evidence available from many sources like a depth interview, focus groups, interpretative studies (DeLorme and Reid 1999, Gould and
Gupta, 2006; La Pastina 2001). These sources show themes about program viewing that is appreciating realism, noticing the known, referencing it to others,
association with a program genre, its embedded characters and placed products (DeLorme and Reid 1999, Gould and Gupta, 2006; La Pastina 2001). It also has
individual consumption that includes using information to develop aspirations and buying related products (DeLorme and Reid 1999, Gould and Gupta, 2006; La
Pastina 2001).

In this study, a framework between the individual specific factors and its effect on the degree of conscious processing of information is studied.

CONCEPTUAL FRAMEWORK

In this section, the individual specific factors such as brand familiarity, judgement of “Fit”, defence mechanism towards placement, involvement and connectedness
with product and motivation to process brand information will be studied in respect to the degree of conscious processing of information shown in product
placement.

BRAND FAMILIARITY

The Von Restorff effect (Wallace 1965) also known as isolation effect (Huang, Scale, Mcintyre, 1976) may act as a factor to influence the recall of brand placement
(Balasubramaniam 1994). It is said that familiar brands does not arouse brand familiarity to the extent an unfamiliar brand would do so. The less familiar brands
demonstrated familiarity superiority (Nelson 2002). It can be thus said that unfamiliar brands generate more attention but familiar brands establishes association
with the character in the movie. Familiar brands help audience to quickly understand the context of the brand used. As t is said that users form opinion about
others based on characteristics easily understood (Beike and Sherman 1994; McCracken 1989).

JUDGEMENT OF “FIT”

It includes appropriateness of fit in the movie and TV shows. It is noticed by the practitioners and the audience both (Karrh 1995; Karrh, McKee and Pardun 2003).
Individuals may perceive the placement based on various judgements related to product, medium, communicator, message dimensions (Balasubramaniam 1994;
Bhatnagar, Aksoy and Malkoc 2004). Another aspect of “judgement of fit” is depicted by the incongruence that is higher-plot visual placement or lower-plot audio
placement improved the brand recall, whereas congruence that is lower-plot visual placement and Higher-plot audio placement improved persuasion (Russell
2002).

DEFENCE MECHANISM TOWARDS PLACEMENT

Audience are sometimes sceptical about the credibility of the placement. This scepticism arises when audience acquires more knowledge and insights about the
tactics and persuasive intent of the advertisers (Boush, Friestad and Rose 1994). The disbelief decreases the attitude of consumers in general towards both the ad
and the placement. It is found that audience who are more positively inclined towards the advertising were more positive towards placement and audience who
were less positive towards advertising were less inclined towards placement (Gupta, Balasubramaniam and Klassen 2000).

INVOLVEMENT AND CONNECTEDNESS WITH PRODUCT AND MOTIVATION TO PROCESS BRAND INFORMATION

The success of product placement lies in the audience involvement with the content of the program (Bhatnagar, Aksoy and Malkoc, 2004). The video games are
short-lived and involvement is less, so in a study it was revealed that program involvement with a computer game increased short-term brand recall (Nelson 2002).
However, a large program involvement may hinder the brand recall completely (Newell, Henderson and Wu 2011). So, the increase in program involvement
decreases the brand recall and decreased involvement in the program increases the recall of brand.

Program connectedness is related to the association of the audience with the characters, ads and context shown in the movies or TV shows with his social and
personal life (Russell 1998; Russell, Norman and Hecker 2004a 2004b; Russell and Puto 1999; Russell and Stern 2006).

The high level of connectedness leads to more influential affect than a high level involvement. This happens by imitating the characters in real-life, referencing
about it in social groups (Russell 1998).

PROCESSING DEPTH

Processing the information is based on the brand recall. It is based on explicit and implicit memory. Explicit memory is tested directly with the help of recall and
recognition tests. It involves an intentional effort to retrieve information through some kind of stimulus (Krishnan and Chakravarti 1999; Shapiro and Krishnan
2001). Implicit memory is tested through projection tests like sentence completion, word association and projective techniques. Such test does not involve con-
sumer’s conscious memory retrieval (Duke and Carlson 1993; Krishnan and Chakravarti 1999).

FIGURE 1: CONCEPTUAL FRAMEWORK OF IMPACT ON PRODUCT PLACEMENT
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RESULTS AND DISCUSSION

This study has tried to evaluate the impact of product placements. Thus, the discussion lands into following points:

. Practitioners tend to bring success to product placement just by its presence in a hit movie or a TV show. However, any success of product placement should
be analysed on a rating scale to find out the degree of favourable portray of the brand (Avery and Ferraro 2000).

. Understanding of the product placement may even arise at a low level of conscious processing. Audience seek information and relatedness to product
placement by empathy. Entertainment marketing plays dominant role in arousing audience’s self-concepts and identity formation through brand exposure
with the right fit in the content (Hackley and Tiwasul 2006).

. The effectiveness of product placement can be identified with compassionate identification of product with oneself (Russell 1998). However, identification
with product placement is done either with conative and affective ways (Gould and Gupta 2006; Hirshman and Thompson 1997; Stern and Russell 2004).

. Product placement changes brand attitude. However, there were no changes found in brand attitude even when the placement was made memorable (Karrh
1994). But Russell (2002) found that favourable impact arises on brand attitude if product is placed neatly.

. Audience accepts product placement more willingly if it is free of marketing gimmick. Few surveys in America showed that product placement is largely
accepted (Gould and Gupta and Grabner- Krauter 2000). Moreover, the acceptance is likely to increase in future as digital transformation will act as catalyst
in the field (Sheehan and Guo 2005).

. Designing a suitable placement strategy is difficult for practitioners and corporate bodies because there can be multiple outcomes like cognitive, affective
and conative. A good understanding of dissociations and related processes will empower sponsors to frame suitable marketing strategy.

CONCLUSION

Placement is an embedded form of ad tweaked in the message content. Placements arrange for a mood upliftment of the audience better than paid Ads. It is a
transformational way of associating the product with the real-life of the audience. The stimuli based factors in product placement are type of the program, flexi-
bility of execution of program, placement processing, expressing placement content, Showcasing appearance of brand, type and amount of brand information
presented, link between the content of the show and the brand presented. The audience related factors that impact product placement are existing familiarity
with the brand, judgement of placement fit, disbelief towards advertising, involvement and connectedness towards program and motivation to process infor-
mation presented in the program. From the conceptual study, it is found that unfamiliar brands create better brand recall than the familiar brands. However,
audience relate themselves better with the character and the storyline when brand is familiar. Incongruence that is higher-plot visual placement or lower-plot
audio placement improved the brand recall, whereas congruence that is lower-plot visual placement and Higher-plot audio placement improved persuasion. The
higher attitude towards brand placement leads to affective outcome towards the brand placed. The connectedness with the program plays an important role in
deciding the positive product placement or negative product placement.
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