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Abstract

This research strives to gain practical and useful insights into the underlying factors that shape the
attitude of consumers, especially youth, towards product placement, and the influence of media
upon their perceptions and buying intentions with the express purpose of arriving at a model to
incorporate these factors judiciously into devising the optimal placement strategy from the

standpoint of a company.

To this end, primary data has been obtained, mainly through offline mode, and supplemented with

data obtained through the online mode.

This being qualitative research, the extant literature has been utilized to obtain useful insights into
various aspects of product placement, especially those about the behavior of youth in the context.
Despite rich literature on this aspect, a holistic view covering the entire gamut of significant
variables, that affect the attitude of youth toward product placement, has not received due
prominence. The major part of rigorous high-quality research on product placement has been
carried out in developed countries, which has limited relevance in the Indian scenario. Moreover,
relevant research pertaining to Indian youth, in the context of Bollywood (India’s Hindi film
industry based in Mumbai) film industry, lacks severely in terms of depth of analysis and rigor.
Cognizing the fact, established through the literature review, that no reliable and systematic data
is available on the subject, the pragmatic approach of using primary data is adhered to in this

research.

Since it is established that product placement is about the long-term benefits, the attitude of the

younger generation becomes more significant, because the present value of their long-term



purchasing power is higher than that of any other demographic group. Hence, the focus of the
study is on the youth in this study. The results of the study of various aspects of product placement
from the perspective of the youth would enable the decision makers to devise suitable strategies
for the enhancement of acceptability of product placement among youth and foster the

development of an approach that would meet the aesthetic requirements of the consumers.

The collateral benefits of the study would enable the design of practicable methods that would
enable the product placement industry to enhance the value addition provided through its service

to the client firms.

Marketing professionals agree that the clutter and intense competition in the advertising scenario
has made the task of designing the optimal advertising plan a complex activity and product
placement offers an attractive alternative, offering better returns on investment, especially for
brand building and consumer engagement in the long run. Product placement in itself is not a novel
idea for marketers- it has been prevalent since the advent of radio. What is relevant in this context
is that there is still insufficient research in this area and that a sound product placement strategy,

based on meticulous research, can lend a competitive advantage to an individual firm.

An expansion of the product placement activity in India, fueled by scientifically valid inputs,
would benefit all stakeholders, including individual firms that are seeking a larger market share in
the industry, to which they belong. It is these inputs backed by reliable primary data that this work

endeavors to provide.

KEYWORDS: Product Placement, Marketing, Media, Movie, Advertising, Bollywood, Youth
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