
VOLUME NO. 5 (2015), ISSUE NO. 07 (JULY)  ISSN 2231-1009 

 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.A., 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 4255 Cities in 176 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://ijrcm.org.in/ 



VOLUME NO. 5 (2015), ISSUE NO. 07 (JULY)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii

CONTENTS 
 
 

Sr. 
No. 

 

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

1. RECOGNISING RELATIONSHIP BETWEEN CUSTOMER SATISFACTION AND CUSTOMER LOYALTY: AN 

ILLUSTRATION FROM ORGANISED RETAIL SECTOR 

DR. R. R. CHAVAN & ANIL DONGRE 

1 

2. PRODUCER GAS AS A VIABLE ENERGY SOURCE 

RAHUL BASU 
4 

3. ENSET VALUE CHAIN ANALYSIS: THE CASE OF DIRE ENCHINI WOREDA, OROMIA REGIONAL STATE, 

ETHIOPIA 

ABEBE UMA & DR. J. PAUL MANSINGH 

7 

4. ARCHITECTURAL REVIEW OF NEURAL NETWORK 

KULBIR KAUR & GAGANDEEP KAUR 
15 

5. EXPERIENTIAL BRANDING IN WONDERLA (VEEGALAND) AMUSEMENT PARK, KOCHI: THE ENHANCING 

ROLE OF GROUP ORIENTATION OF VISITORS 

K.J. JAIMS & BELAGAVI BAKKAPPA 

22 

6. CAREER GOAL AND CAREER PREPARATION AMONG THE UNDER GRADUATE STUDENTS: A STUDY ON 

SELECTED HIGHER EDUCATION INSTITUTIONS AFFILIATED TO BHARATHIAR UNIVERSITY, COIMBATORE, 

TAMIL NADU 

DR. VIJAYALAKSHMI 

30 

7. CORPORATE RESTRUCTURING: A CONCEPTUAL FRAMEWORK 

SHAILAJA D.KELSHIKAR & DR. MANOJ SHAH 
36 

8. FACTORS INFLUENCING CORE QUALITY MANAGEMENT PRACTICES (THE CASE OF SOME SELECTED 

COLLEGES OF ETHIOPIAN MINISTRY OF AGRICULTURE) 

DR. BREHANU BORJI AYALEW & ABEL DULA WEDAJO 

40 

9. EXPLORING BUYING BEHAVIOUR OF URBAN CONSUMERS TOWARDS SHAMPOOS: EMPIRICAL EVIDENCES 

FROM INDIA 

S M FATAHUDDIN, MOHAMMED NAVED KHAN & AYESHA ANUM 

58 

10. PRODUCT PLACEMENT IN MOVIES AND TV SERIES: CONCEPT, EXAMPLES AND BEST PRACTICES 

PRAMA VISHNOI & NAMITA PADHY 
62 

11. A REVIEW PAPER ON MULTICULTURALISM IN WORKPLACE 

DR. POOJA DASGUPTA & KHUSHBU DUBEY 
66 

12. A STUDY ON IMPACT OF SOCIAL NETWORKING SITES ON THE ACADEMIC PERFORMANCE OF 

UNDERGRADUATE STUDENTS WITH S.R.F TO BANGALORE CITY 

JONITA PREETHI SEQUEIRA 

69 

13. EXPORT GROWTH AND PROSPECT OF FLORICULTURE IN INDIA: GLOBAL SCENARIO 

R.SENTHILKUMAR 
74 

14. RECOGNITION: AN EMPLOYEE RETENTION TOOL 

RASHMI BADJATYA 
78 

15. IMPLEMENTATION OF INTERNET OF THINGS IN RURAL SENSITIVE AREA OF CHHATTISGARH 

DR. ASHIM RANJAN SARKAR 
81 

16. WOMEN EMPOWERMENT IN MADURAI CITY 

DR. S.C.B. SAMUEL ANBU SELVAN & V.SUGANYA 
85 

17. INDIAN CIVIL AVIATION INDUSTRY: OPPORTUNITIES AND CHALLENGES 

JAYA G. PRABHU PARRIKAR 
88 

18. ROLE OF PUNE MUNICIPAL CORPORATION IN SUSTAINABLE DEVELOPMENT OF SLUMS 

SHEETAL RANDHIR 
90 

19. SALES PROMOTION STRATEGY: A STIMULATING FACTOR FOR THE CONSUMERS TOWARDS THE 

ORGANIZED RETAIL SECTOR IN BILASPUR 

PRATIBHA RAI & DR. (MRS.) B.B. PANDEY 

94 

20. EFFECT OF STEREOTYPE ON EMPLOYMENT OPPORTUNITIES FOR PEOPLE LIVING WITH DISABILITIES IN 

SELECTED UNIVERSITIES IN KENYA 

JOHN WEKESA WANJALA, DR. SUSAN WERE & DR. WILLY MUTURI 

99 

 REQUEST FOR FEEDBACK & DISCLAIMER 104 



VOLUME NO. 5 (2015), ISSUE NO. 07 (JULY)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii

CHIEF PATRON 
PROF. 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 

 
ADVISORS 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. S. L. MAHANDRU 
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

 
EDITOR 

PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

 
EDITORIAL ADVISORY BOARD 

DR. RAJESH MODI 
Faculty, YanbuIndustrialCollege, Kingdom of Saudi Arabia 

PROF. PARVEEN KUMAR 
Director, M.C.A., Meerut Institute of Engineering & Technology, Meerut, U. P. 

PROF. H. R. SHARMA 
Director, Chhatarpati Shivaji Institute of Technology, Durg, C.G. 

PROF. MANOHAR LAL 
Director & Chairman, School of Information & Computer Sciences, I.G.N.O.U., New Delhi 

PROF. ANIL K. SAINI 
Chairperson (CRC), GuruGobindSinghI. P. University, Delhi 

PROF. R. K. CHOUDHARY 
Director, Asia Pacific Institute of Information Technology, Panipat 

DR. ASHWANI KUSH 
Head, Computer Science, UniversityCollege, KurukshetraUniversity, Kurukshetra 



VOLUME NO. 5 (2015), ISSUE NO. 07 (JULY)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv

 

DR. BHARAT BHUSHAN 
Head, Department of Computer Science & Applications, GuruNanakKhalsaCollege, Yamunanagar 

DR. VIJAYPAL SINGH DHAKA 
Dean (Academics), Rajasthan Institute of Engineering & Technology, Jaipur 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHINDER CHAND 
Associate Professor, KurukshetraUniversity, Kurukshetra 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

DR. BHAVET 
Faculty, Shree Ram Institute of Engineering & Technology, Urjani 

 
ASSOCIATE EDITORS 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

PROF. NAWAB ALI KHAN 
Department of Commerce, AligarhMuslimUniversity, Aligarh, U.P. 

ASHISH CHOPRA 
Sr. Lecturer, Doon Valley Institute of Engineering & Technology, Karnal 

 
FORMER TECHNICAL ADVISOR 

AMITA 

Faculty, Government M. S., Mohali 

 
FINANCIAL ADVISORS 

DICKIN 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 



VOLUME NO. 5 (2015), ISSUE NO. 07 (JULY)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of 

Computer 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 Governance; 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 Organizations; Office Administration/Management; Operations Research/Statistics; 

Organizational Behavior & Theory; Organizational Development; Production/Operations; International Relations; Human Rights & Duties; Public 

Administration; Population Studies; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic 

Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation 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; Modeling & Simulation; Neural Systems/Neural Networks; 

Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming 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 entitled ‘___________________________________________’ for possible publication in 

one of your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any 

language fully or partly, nor is it under review for publication elsewhere. 

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to their 

inclusion of names as co-authors. 

Also, if my/our manuscript is accepted, I 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       : 

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        : 



VOLUME NO. 5 (2015), ISSUE NO. 07 (JULY)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi

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) There is no need to give any text in the body of 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) Abstract alone 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 manuscript, within two days of 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 the covering letter and the 

cover page of the manuscript, in the manner as mentioned in the guidelines. 

 

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

3. AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and 

email/alternate email address should be given underneath the title. 

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

5. ABSTRACT: Abstract should be in fully italicized text, ranging between 150 to 300 words. The abstract must be informative and 

explain the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full. 

6. 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.  

7. JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at 

www.aeaweb.org/econlit/jelCodes.php, however, mentioning JEL Code is not mandatory. 

8. 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. 

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

10. SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.  

11. 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 range from 2000 to 5000 WORDS. 



VOLUME NO. 5 (2015), ISSUE NO. 07 (JULY)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vii

 

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self explained, and 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, horizontally centered with equation/formulae 

number placed at the right. The equation editor provided with standard versions of Microsoft Word should 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: 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 are supposed to follow Harvard Style of Referencing. Also check to make sure 

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.  

• 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 italics. 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 after the references. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN 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," 

Journal 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 

Association, 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 



VOLUME NO. 5 (2015), ISSUE NO. 07 (JULY)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

62

PRODUCT PLACEMENT IN MOVIES AND TV SERIES: CONCEPT, EXAMPLES AND BEST PRACTICES 
 

PRAMA VISHNOI 

ASST. PROFESSOR 

KESHAV MAHAVIDYALAYA 

DELHI UNIVERSITY 

DELHI 

 

NAMITA PADHY 

ASST. PROFESSOR 

KESHAV MAHAVIDYALAYA 

DELHI UNIVERSITY 

DELHI 

 

ABSTRACT 
If the mention of your dream phone by your favorite sitcom character ever caught you by alarm then, you have been hit by the product placement bug. Product 

placement is an embedded marketing technique in which marketers constantly use to excite customer attention in the most subtle and surprising manner. This 

syndrome is most common to be found at places where conventional advertising doesn’t have a major role to play. From the use of Coca-Cola in American Idol to 

the overuse of exotic locations by bollywood films, all collectively constitute to what we attempt to define as product placements. And as with any marketing 

some of them are destined to fail. By the end of this paper, we attempt to derive some of the best practices to be looked at while indulging in product placements.  

 

KEYWORDS 
Product placement, Brand placement, Product placement advertising, Product placement in movies, TV product placement. 

 

INTRODUCTION 
“… A martini shaken not stirred -- with Smirnoff vodka. “  

veryone remembers seeing the classic scene in almost all bond movies where bond orders his favorite drink, or when he gets his new Aston martin from 

Q. It is common knowledge that Bond wears an omega! And this is the world of product placements.  

Product placement is often described as embedded marketing. Using this marketing tool, brands are placed context/scenario in which advertising isn’t 

generally expected. The product placement is often not disclosed at the time that the good or service is featured. Product placements further enhance 

television/other media’s ability to deliver integrated branding campaigns for advertisers. 

In this new age, people have become fed up with the constant bombardment of advertising, and are finding ways to avoid it. Ways which are further being aided 

by technology like TiVo and other DVR devices which allow a user to skip over commercials. Thus as the public finds new ways to avoid advertisements 

advertising firms must figure out ways to enable their customers (brands) and their messages  to reach the public. This is where product placements come into 

picture. The knight in Armani clad armor. 

Product placement is perfect for advertisers because it’s almost impossible to avoid it. James Bond smoking Lark Cigarettes in License to Kill, Michael J. Fox 

drinking Pepsi in the Back to the Future series, or Reese’s Pieces being used to lure an alien in the movie E.T. are a few examples.  

Not only are products being placed in the background of movies and shows etc., product placements these days are more and more frequently being worked 

into the plots of movies. For example, the movie Cast Away featured FedEx throughout the entire movie.  

Once the importance of product placements is highlighted we can broadly classify the reasons for their usage as: 

• Stronger emotional connection 

• better dovetailing with relevant content 

• targeting a specific group 

Companies may benefit from placements because primarily it helps them to correct or extend an existing image of a product. A product is shown in many ways 

and maybe in connection with unusual usage scenarios in order to extend its area of use.  

There might be certain falls of product placements. One of the major disadvantages of product placements is that sometimes spectators do not recognize a 

brand because it is portrayed either for a small duration or at an unfit moment. In case of film or TV show promotion, the brand might suffer if the film/show is 

bad or a failure. Another issue that may arise is the one pertaining to portrayal which may happen when the product is presented in a very unrealistic way and 

spectators feel teased or annoyed by an exaggerated or repeated representation of a branded product. 

 

METHODOLOGY 
The paper makes extensive use of secondary research and the recent examples of the brands which have used product placement in the movies, TV. Series, etc. 

 

OBJECTIVES 
The objective of this paper is to understand the concept of product placement as a tool of advertising by looking into the examples of the movies, TV series 

where it has been used. Also, the paper in the end derives the best product placement practices which a brand can use. 

 

DISCUSSION 
A scenario of product placements may arise when: 

• PRODUCTS ARE USED AS PROPS: These products are an integral part of the sequence and are not intended to be advertised. They are used to convey 

certain attributes of a sequence. For example, RAID, a famous rat-kill is commonly used as a substitute for denoting poison. Such placements are involved 

primarily to add a more realistic appeal to the sequence. 

• PRODUCTS ARE DELIBERATELY ADVERTISED IN PRODUCTIONS IN EXCHANGE FOR FEES: This is the most common form of product placement wherein the 

manufacturer/owner attempts to advertise his product by placing it in a production sequence wherein the meaning derived from the product’s placement 

matches with some of the product attribute that are required to be conveyed. 

• UNINTENDED PUBLICITY: This comprises the cheapest and the most cost effective form of product placement wherein a product accidentally features in a 

production sequence. Though it seems to be lucrative enough for the brand owners but such form of placements usually go un-noticed by the audience 

and are thus not very effective. Besides, if placed in a negative/derogatory sequence, these might have a negative impact on the brand image. 

 

E
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Some commonly placed product categories are: 

• Automobiles 

o X-files used Ford 

o GM in Transformers 

o Nissan in Heroes 

• Consumer electronics and computers 

o Casino Royale featured various Sony products 

• Food and beverages 

o Godzilla featured Pepsi, Hershey’s, Taco Bell 

o American Idol portrays Coca-Cola 

o Coke Studio by MTV 

o Need For Speed: Most Wanted has various ads for Burger King 

• Travel 

o Yeh Jawaani hai Deewani featured Make My Trip 

• Tobacco 

o Slumdog Millionaire featured Marlboro 

PRODUCT PLACEMENT TYPES 

Product placement can be divided on basis of either on the category of program/media utilized or on the basis of the way the product is placed inside the 

media/program. 

On the basis of the way product is placed inside the program/media placement can take several forms such as: 

• Visual imagery in which the product appears within the entertainment program  

• Actual product use by an actor in the program 

• Dialogue spoken by an actor that contains product information -  

On the basis of the media utilized product placement could be categorized as: 

• MUSIC – The product is either a part of the lyrics of the song or is displayed used in the music video. In 2010, video for Lady Gaga’s “Telephone” featured 

nine brands in nine minutes. In 2011, PlentyoFish and Sony were advertised in Britney Spear’s music video for “Hold It against me”. 

• COMIC BOOKS – To allow for its free distribution, South African comic book “Supa Srtikas” accepts product placements. It occurs on player’s shirts, 

billboards, through branding of scenarios or locations etc. The team depicted in the comic is often seen eating at the Spur Steak Ranches in its South 

African edition. Chevron is the comic’s global headline sponsor. Besides Chevron, VISA, Henkel and GT bank are the other headline sponsors of the comics. 

• MOVIES – A feature film reaches out to millions of viewers and hence attracts marketers. Among some recent products placements in Bollywood, in the 

movie Mary Kom, more than a dozen products were placed including the likes of TATA Salt, Mother Dairy, Sugar free, Iodex etc. 

• TV SERIALS - The emergence of reality television programs has given a huge boost to the product placement market within TV shows.  

• SPORTS - Product placement has long been prevalent in sports as well, from professional sports to college sports, and even on the local level with high 

school sports. Sports being prevalent on television lead to an increase in product exposure. Product placement in sports began to rise in the 1970s, when 

NASCAR began to allow sponsors to cover the cars they were sponsoring with their logos. This has subsequently followed with the uniforms the drivers 

themselves wear having sponsor logos. Something so heavily copied by other sports like formula one and football etc. 

There are three major product placement strategies 

• IMPLICIT PRODUCT PLACEMENT - An implicit Product placement is not expressed formally. The brand name or the name of the firm appears without a 

clear demonstration of product benefits. It plays a passive, contextual role. For e.g., in the Bollywood movie Mary Kom, actress Priyanka Chopra is seen 

using TATA salt while cooking, without explicitly mentioning the name of the brand. 

• INTEGRATED EXPLICIT PRODUCT PLACEMENT- In this type of Product placement, the attributes and benefits of the product are clearly demonstrated: it 

plays an active role. For e.g., in the Bollywood movie Chalte Chalte, actor Shah Rukh Khan is seen asking his employee to fill ‘Castrol’ in his truck. 

• NON-INTEGRATED EXPLICIT PRODUCT PLACEMENT- In a non-integrated product placement the product or the brand is not integrated in the program or 

movie. The company/brand name may appear in the beginning of the program (this program is brought to you by) or the brand or company name appears 

on the screen. For e.g., Mahabharata TV series on Indian television had Fortune Oil as its title sponsor. 

LEGAL ISSUES 

Product placements are not without their set of legal issues. Public emotions ran high in the United Kingdom during the run-up leading to the legalization of the 

practice. Since May 2011, product placement has been authorized nearly everywhere in the EU. 

A common moral and legal issue encountered with this regard is how do people get to know whether a programme contains product placement? UK seems to 

have found a unique solution for this. If a UK programme contains product placement, the TV channel has to show a special logo. This will let viewers know that 

the TV channel or the programme-maker has been paid to include products in that programme.  

The logo has to be shown at the beginning of the programme, and repeated after any advertising break during the programme. It also has to be shown again at 

the end of the programme.  

USE OF NEWER FORMS OF PRODUCT PLACEMENTS  

• ATM’S – in ATM machines outside the Indian subcontinent, the user is often exposed to an infomercial which is a kind of product placement during his 

transaction. This is mainly static image based product placement and has the primary motive to enlighten the customer about the existence of a 

product/service. 

• VIDEO GAMES - Traditionally, advertisers have not paid video game makers for product placement. As an early controversial example of product 

placement in games, in 1990 a group of doctors found billboard signs with Marlboro and Budweiser logos in video arcade games.  It was later found that 

this was a purely unintentional occurrence resulting because of the game maker’s (Sega) commitment towards building a realistic in game environment. 

Nielsen ratings in 2003 showed a 7% decline in television viewing among 18 to 34 year-old males. This decline was directly attributed to the growing 

popularity of video games. A very unique thing about gamers is that they seem to respond positively to product placement. In one study, 70% of gamers 

surveyed considered product placement a positive feature that increased the realism of the game. Product placement in video games can be very diverse. 

Streetscapes in the game can contain billboards with advertisements for products. Products can also be woven into the story of a game.  

• REVERSE PRODUCT PLACEMENTS - In traditional product placement a real brand is integrated into a fictional environment, in case of a reverse product 

placement a fictional brand is created in a fictional environment and then it is released into the real world. The restaurant chain Bubba Gump Shrimp Co. 

was brought to life through its association with the film Forrest Gump. Reverse product placement can also be used to generate buzz about a product 

before its launch. American Apparel launched a line of jeans in the virtual world Second Life several months before launching them in its real-world stores.  

PRODUCT PLACEMENT EXAMPLES 

MOVIES 

A. WILSON IN CAST AWAY: A BRAND PORTRAYED AS A CHARACTER 

When Chuck (Tom Hanks), the main character from the movie crashed on the island, he was there alone. But somehow he got company … from the unlikeliest 

source. When he opened boxes from the plane, he found Wilson volleyball. That ball eventually became “Wilson”, Chuck’s only company on the island. This 

product placement is very interesting and special for one particular reason: product was not just visible and used, and Chuck didn’t just speak about it – the 

product became a character. It “listened” and provided company to Chuck. 
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As a result of product placement Wilson Sporting Goods Company created a promotional ball, complete with the facial markings as seen in the film. This is the 

best form of product placement. Hanks’ and Wilson’s relationship was genuine and as a viewer perceives Wilson as a character, not some branded product. 

From a brand’s point of view that’s even better than highly visible placement or heavy usage. And in case of Wilson it was for free. 

B. CALIFORNIA WINES IN SIDEWAYS 

Sideways (2004) is an American comedy-drama, directed by Alexander Payne. It follows two forty-something year old men Miles (Paul Giamatti) and Jack 

(Thomas Haden Church), who take a week-long road trip to the wine country of Santa Barbara. 

Wine is a central element of the movie screenplay, and tasting sessions often provide the opportunity for a central close-up on the bottles and brands. In the 

movie Miles often spoke fondly of Pinot noir, but he didn’t like Merlot that much. Following the movie’s release in October 2004, Merlot sales dropped 2 per 

cent while Pinot noir sales increased 16 per cent in the Western United States. In the following months sales of Pinot noir rose by 22 per cent on the whole US 

market. Pinot noir brand Blackstone achieved even bigger boost – its sales increased by almost 150 per cent. The wine-growing valley of Santa Ynez in California 

also received a boost in tourism and at the restaurant ‘The Hitching Post’ which also appeared in the movie, business increased by 30 per cent. 

TELEVISION SERIES 

A. APPLE IPAD IN MODERN FAMILY 

The episode with iPad as a focal point of the story was aired just three days before the stores started selling Apple’s new gadget. The plot was flawless: the 

Dunphy family tried to buy their dad an iPad for his birthday, which coincided with the device’s launch day. Of course family members didn’t pre-order it, so they 

tried desperately to fulfill their father’s birthday wish. 

Phil Dunphy is a bit of a geeky dad and calls himself an early adopter. The fact that iPad goes on sale on his birthday is an additional effect to his desire for it. He 

even said: “It’s like God and Steve Jobs got together to say ‘We love you, Phil!’” 

The product was integrated in the plot; it was mentioned in different contexts, it was shown on the screen, it was used and it achieved the “I want to buy this 

product!” effect. 

B. COCA-COLA IN AMERICAN IDOL 

Coca-Cola was one of the first sponsors of American Idol in its first season. In the beginning the sponsorship deal cost around $10 million, but in the Season 7 it 

rose to $35 million. The most important part of the product placement deal are cups bearing logo of Coca-Cola which are featured prominently on the judges 

table. Contestants and host are shown gathering between songs in the “Coca-Cola Red Room,” the show’s equivalent of the traditional green room. 

MUSIC 

A. The famous original Nokia ringtone features in a number of television shows and movies including Kyaa Dil Ne Kahaa in Dil Ne Jise Apnaa Kahaa. 

B. Sometimes soundtracks are advertised as well. In one scene [1:28:00] of the film Kuch Kuch Hota Hai the melody of Celine Dion’s ‘My heart will go on’ is 

heard in the background. 

Depending on the category of product/ services to be marketed, marketers carefully select various forms of media that best convey the inherent product/brand 

values. 

CLOTHING 

A. Sixers’ or NBA shirts in Kal Ho Na Ho and New York Yankees’ caps in Kuch Kuch Hota Hai represent sports or leisure clothes of young American teenagers or 

students. In the extraordinary case of Kuch Kuch Hota Hai a T-shirt of Polo Sport appears up to 43 times in a period of 12 minutes. 

B. Kuch Kuch Hota Hai presents most clothing product placements. Anjali (Kajol), for example, excessively advertises the label DKNY. All her clothes, caps, 

jackets and bags portray this label’s logo. In one scene at the beginning of the film [19:59], she plays an active, young and boyishly dressed girl. Later on, 

when becoming an adult from, she changes her attire from trousers to saris and more decent female clothes. Thus, wearing the brand DKNY might mean 

for a girl, to be accepted and strong like boys. Even children in the movie are used as models by wearing pyjamas and T-shirts, thus promoting popular 

cartoons, such as Hello Kitty, 101 Dalmatians or Mickey Mouse in a holiday camp. 

FOOD AND BEVERAGES  

A. In Kuch Kuch Hota Hai the main protagonists bump into each other in front of a Nescafé vending machine and immediately fall in love. Thus, Nescafé 

transmits the message of bringing people together or of meeting one’s ideal partner when drinking coffee. Moreover, it suggests that asking somebody to 

coffee would create or maintain friendships or interpersonal relationships. In fact, inviting somebody is tied to paying a drink for someone and thus again is 

part of consumption behaviour. 

B. A similar example of a beverage bringing people together can be found in the film Kal Ho Naa Ho, when the loving couple meets each other for the first 

time by bumping into each other. She spills all the coffee of her Starbucks cup over him. This is the first time they see each other and fall in love. 

C. In Hum Tum, Rhea, the sad female protagonist grieves for her departed husband and always wears dark clothes. Suddenly Karan (Saif Ali Khan), who is full 

of life and energy visits Rhea in her shop and takes her for a walk in the park. At the beginning of the sequence, she seems annoyed, almost uninterested. 

However, she soon likes his funny jumping and encouraging singing. Exactly at the moment when in the background blurred Coca Cola sunshades appear, 

she begins smiling. The sunshades are then shown once again three seconds later in the background. After Karan has completed his part of the song, Rhea 

resumes and turns into a happy and joyful young woman playing with children and colourful balloons. Here the label Coca Cola appears in a song about 

enjoying life, forgetting sorrows and being optimistic because life is beautiful. In fact this is exactly what Coca Cola and its commercials usually suggest, 

forgetting problems and enjoying life. 

AUTOMOBILES 

A. In Kyaa Dil Ne Kahaa, Rahul (Tusshar Kapoor) most of the time wears Harley Davidson’s jackets and boots and drives the same-named motorbike. He acts 

out the free and independent biker, flirting with women, especially with Esha (Esha Deol) but rejecting to marry her. Armstrong even claims that the main 

motivation for buying a Harley Davidson is to act out one’s inner feelings and wishful lifestyles. 

ELECTRONIC DEVICES 

A. Nokia uses an interesting way of bringing people together by extending its advertisements from on-set to creative placements. In Kal Ho Naa Ho Aman 

(Shahrukh Khan) helps Rohit (Saif Ali Khan) to behave correctly and attract a girl friend. The former, possessing a Nokia phone gives instructions to the 

latter being equipped with a Bluetooth headset of the same mobile phone brand. As this headset is not noticed by anyone, they communicate with each 

other all day long. Thus, Nokia accompanies Rohit through a large part of the film, helping him to stay in contact with his friend in order to find a girl friend. 

In fact, Nokia and Aman are successful, bringing together Rohit and Naina. 

LOCATIONS 

A. Exotic tourist locations such as London, Switzerland etc., have been overly promoted in bollywood movies like Dilwale Dulhaniya Le Jayenge and Kabhi 

Khushi Kabhi Gham. 

FAILED PRODUCT PLACEMENTS 

• The first view of swift desire in a song of the movie Bunty aur Babli – Swift desire was first introduced to the Indian audience via a song in Bunty aur Babli 

wherein the car is shown as an active component of the song. Unfortunately for Suzuki this product placement went almost totally unnoticed and horribly 

bad. Very few people even realized that they had seen the car that had built a great amount of buzz before its launch. Even though the movie was a 

blockbuster this product placement was as big a failure as they get. 

• The Island was a movie having around thirty five paid for product placements. The sheer number of brands was overwhelming, and some imaginary such as 

that of a Pizza Hut shirt with a Nike logo on it, were just plain ridiculous. The movie failed miserably at the box office and as a result, the advertised brands 

barely got a look in. 

• In the movie Twister. The good guys all have old beat up clunkers. But the bad guys led all drive black Dodge mini-vans. The problem that arose with this 

bad boys ride concept was that the sales of Dodge minis actually dropped after this movie release. 
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CONCLUSION 
Product placements are unlike other marketing tools. They represent a dual edged sword. When implemented correctly they could be highly beneficial for the 

brand and help it communicate messages that are generally not deliverable by other media. Some of the best practices derived out of this research are as 

follows: 

• FIND THE RIGHT MATCH – The product/service advertised using this technique should be in sync with the content/theme of the media (film, TV etc.). For 

example a movie on racing is a good bet to advertise for a company like Mobil. This ensures that your product does not feel out of place of in the whole 

scenario. An out of place product placement is a recipe for disaster. To put it in a nutshell make sure placements appear natural onscreen. 

• THE TRAP OF NEGATIVE ADVERTISING – Dodge tried to sell and popularize its minis using a ‘being uncool is cool’ factor. This however did not work for 

them. Very few products/services have the ability to sell using negative advertising as it is.  

• GENRE STRENGTH – The aim of the product placements should be designed in a way so as to play to the strengths of the genre such as its ability to 

educate viewers and normalize brands. For example product placements could work better as part of a long-term strategy to shift perceptions or brand 

choices. 

• SUPPLEMENT – Product placement on its own might not be a very penetrative tool. As evident by Suzuki swift example. In certain cases relying only on the 

medium (in this case film) for attaining the desired results might result in disappointment. Hence a better strategy would be plan as to how placements will 

be activated off-screen by other activities, and how they can be integrated into a brand’s other promotions and messaging efforts. 

• DO NOT TRY TOO HARD – Hard selling must always be avoided while undertaking a product placements. Repetitive usage of the product generally turns off 

the user. 

• AVOID OVER CLUTTER – As applicable with other means of advertising over cluttering a show/program with product placements leads to a failure for 

almost all the associated brands. As evident by the example of the movie ‘island’, too many product placements make the medium too commercial and 

akin to an advertisement. 

• BE READY: THEY FAIL, YOU MIGHT FAIL – Once a product is embedded into a medium, the shortcomings of the medium could rub off to the brand too. The 

failure of a movie/TV show or a negative perception about the same could be transferred to the brand being advertised. 
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