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Sammanfattning 
Produktplacering är ett relativt nytt begrepp inom marknadsföringen. Trots detta har det 
blivit ett alltmer accepterat och använt koncept, inte minst inom filmindustrin. Man har 
märkt att exponering på film har ökat försäljningen av de visade produkterna, även om det 
inte finns några klara mätningar på dess effektivitet. Man har även sett bevis på att turism 
ökar till de platser där filmer utspelar sig, bl.a. har filmen Braveheart ökat turismen till Scot-
land, Notting Hill har satt Londons stadsdel Notting Hill på kartan, och böckerna om Wal-
lander har ökat uppmärksamheten till Ystad. Vi ser därför en möjlig utveckling av produkt-
placering, som ännu bara handlat om produkter, till att gälla även geografiska platser, såsom 
städer, regioner eller nationer. De exponeringar som hittills har skett har varit slumpmässi-
ga, utan någon aktiv medverkan från marknadsförare eller filmskapare.  

Vårt syfte är därför att undersöka om det finns ett kommersiellt intresse från framförallt 
marknadsförares sida, att betala för att få sin plats/stad exponerad fördelaktigt på film.  

Vi har intervjuat personer från tre huvudsakliga områden: marknadsförare av en geografisk 
plats, produktplaceringsbyrå samt representanter från filmproduktionen. Då det har varit 
svårt att få tillräckligt med intervjuer, har vi valt att komplettera vårt empiriska material 
med sekundär data.  

Vi ser en framtid för media placering av geografiska platser. Det kräver dock att vissa krite-
rier är uppfyllda: (1) placeringen måste vara passa in i och föra handlingen framåt, (2) pla-
ceringen måste vara kommunicerad till alla parter involverade genom hela processen, (3) att 
man skapar och upprätthåller en goda relationer och ha rätt närverk. De aktörer som med-
verkar i processen för media placering av geografiska platser är marknadsföraren, produkt-
placerings byrån, plats-letare (s.k. location scout), regissör, producent samt övrig film per-
sonal. 

Sammanfattningsvis, en bra och igenomtänkt media placering av en geografisk plats, som 
stämmer överens med varumärkets och filmens image, skulle vara positivt för både mark-
nadsföraren och dess plats och filmen. 
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Abstract 
Product placement is a relatively new idea within marketing. Despite this, it has become a 
more accepted and used concept, especially within the motion picture industry. It has been 
noticed that exposure on screen has had a positive effect on sales of the showed products, 
even though there are still no clear method to measure its efficiency. Evidence has shown 
that there is an increased tourism to destinations exposed on screen. For example, the 
movie Braveheart increased tourism to Scotland, Notting Hill has brought attention to Lon-
don’s district Notting Hill, and the books of Wallander has benefited Ystad. We therefore 
see a possible development of product placement, which so far only has incorporated 
products, to also include placement of geographical places (cities, region or nations etc), i.e. 
location placement. The exposures that to this point has occurred has been random, with 
no active participation from marketers or filmmakers.  

Our purpose is to investigate if media placement of locations (defined as paying for the 
placement) is a possible future source of revenue for location marketers as well as film and 
product placement agencies. 

We have interviewed people from three main areas: marketer of a geographical location, 
product placement agency, and representatives from the film production. Since we had 
some problems collecting sufficient data, we decided to complement our empirical findings 
with secondary data.  

We see a potential development of location placements. It does however require some 
conditions to be fulfilled. First, the placement must be seamlessly placed, should lead the 
story forward and should not be the main focus before the script. Second, the placement 
must be communicated openly throughout the entire production process and with all par-
ties involved. Finally we see that placement must be founded on good relationships and 
having the right channels. The actors involved in a location placement are the marketer, 
product placement agency, location shout, director and other film production crew.   

To sum up, a well thought-thru location placement that are consistent with the overall loca-
tion brand image and the story, would benefit both the location and the film.  
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1 Introduction 
This chapter will explain the background to our interest and choice of subject. Furthermore, it presents the 
problem discussion that results in the purpose of this thesis. Lastly, it describes the limitations made.     

The aim of this thesis is to highlight the phenomenon of product placement and relate this 
to the possible evolution of the concept of media placement of locations in film. We also 
aim to highlight the need for marketers and filmmakers to establish a closer relationship in 
order to facilitate location placements. For this reason this thesis ought to be of interest for 
marketers, filmmakers and product placement agencies.  

1.1 Background 
Product placement can be explained as being the art or industry to, in a seamless way, ex-
pose specific brands in specific settings, such as cinematic big pictures. The brand owner 
explicitly pay for, or in other ways, such as providing props for the set, ease the economic 
burden for making a film. In return the sought for brand exposure is delivered (Donaton, 
2004; Sauer, 2004). In the early history of product placement, filmmakers in Hollywood 
and advertisers for the companies providing products for the set learned by coincident that 
these placements had a discernable positive relation to the export and trade of the exposed 
goods (Segrave, 2004). Needless to say product placement as an industry spread as wildfire. 
Advertisers saw the potential of the film medium. Take for example the tobacco industry 
who acted as early adopters to this new advertising phenomenon as they provided ciga-
rettes in abundance to Humphrey Bogart as he promoted the alleged lure of smoking in the 
1942 classic Casablanca (Galician, 2004). The industry later evolved into advertisers produc-
ing TV-shows for the sole purpose of being able to deliver commercial messages to their 
target audience. This development phase can be categorized as the dawn of the soap opera 
and was more the case of brands hosting the show than actual placing the products in the 
story plot (Segrave, 2004; Galician, 2004).  

Nowadays product placement in the TV and the movie industry is a well-established fact. 
The question is not so much if to place products in a film or not, but rather how to do it in a 
way that will enhance the storyline and at the same time bring positive exposure to the 
brand. The industry is talking about “strategic” or “seamless” placements, i.e. placements 
where the placements become a natural part of the film and at the same time fit the strate-
gic purpose of the brand (Donaton, 2004). 

There is a trend in the placement industry which is somewhat picking up on where it all 
started. Every other TV reality show is in fact nothing more than big product placement 
acts. Take the reality show The Apprentice for example, which is hosted by the Trump Corp. 
and Mr. Donald Trump in person (Gotch 2005). Another example of the placement indus-
try in TV- shows is that of numerous home decorating programs such as Kanal 5’s Room 
Service. Peter Sverdrup from Kanal 5 said that the wall-paper and painting industry actually 
came to the production company with the idea to the program and later on pitched in to 
place products in the show in order for all companies to benefit (Peter Sverdrup, personal 
communication, 2005-04-28).    

1.2 Problem Discussion 
Research has shown a relationship between movies and increased tourism (Riley, Baker & 
Van Doren, 1998; Sauer, 2004; Kim & Richardson, 2003). Kim and Richardson (2003) ar-
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gue that destinations shown in movies stimulate an empathy and affective destination im-
age, to some degree familiarity and an interest to visit these places. As said by Katherine 
Oliver (cited in Sauer, 2004), the commissioner of the Mayor’s Office of Film, Theatre and 
Broadcasting for New York City, “When filmmakers capture the essence of the city on camera, their 
films become powerful advertisements for New York City as both a tourist destination and an international 
capital of film production.” 

The tourism to Scotland increased after Braveheart and the Indian film Kuch Kuch Hota Hai 
that was filmed in Scotland. Another Bollywood1 movie Kaho Na Pyar Hai almost doubled 
the number of Indians travelling to New Zealand (Sauer, 2004). Tourism increased to To-
kyo after Lost in Translation and to Notting Hill in London after the movie Notting Hill 
(Sauer, 2004). New Zealand tourism offices use the trilogy The Lord of the Rings to market 
the locations shown in movies (Tourism New Zealand, 2003). Similar marketing strategies 
in Sweden are Henning Mankell’s books and movies used by Ystads municipality (Ystads 
Kommun, 2004), Astrid Lindgren benefited the tourism in Småland (Leppelt, 2001). Mikael 
Niemis book and film Populärmusik från Vittula has had a positive impact on tourism in 
Tornedalen and initiated a project that take advantage of the PR from the book and film to 
develop and strengthen the entire region of Tornedalen (Rehnstedt & Rantatalo, 2004). Jan 
Guillou’s famous books of the knight Arn contributed, not only increased tourism by sev-
eral hundred percent, but also to an entire new industry (bus and walking tours etc.) to 
Västergötland. Arn was expected to add SEK 300-400 millions to the turnover in the re-
gion in 2002 (Björklund, 2003).    

Many destination resorts, states and municipalities have discovered this opportunity and 
encourage the use of their locations as settings of movie and TV productions (Kotler, As-
plund, Rein & Haider, 1999). Murray (2001) explains that destinations are likely to exploit 
well-known movie or TV-programs in their brochures if they were shot at the location 
(cross promotion), for example Herriott Country’99 and Schrewsbury-Historic Home of Brother 
Cadfael. He believes that this trend of connecting places to their appearance on screens re-
flects the way the society experience the movie and television productions as more real 
than the place itself, due to the growing influence TV and film has on people.   

We are wondering if states and regions are willing to take this development one-step fur-
ther. Are they prepared to pay TV and movie production companies to shot on their loca-
tions? We believe that the potential in media placement of geographical places is great and 
that states and municipalities should consider using this kind of placement as a part of their 
promotion mix.  

Product placement and hence also media placement of geographical places, i.e. location 
placements, is assumed to be a relatively low-cost advertisement (in terms of CPM, i.e. cost 
per thousand comparison of medium efficiency) for the municipalities. A product place-
ment reaches many potential visitors over a long period of time. However, the initial cost 
may be high and the outcome is uncertain. We also believe that the production companies 
would be positive to a development of location placements. They benefit from a new 
source of income and it becomes easier to find suitable locations with the support of the 
municipality. Although, it would also mean that the production company has less freedom 
as they have to adapt to the new demands from the placing location marketers. 
                                                 
1 Bollywood is an alliteration of Hollywood and Bombay (Mumbai) India, representing the second largest film 

production cluster in the world. Similar alliterations are; Trollywood for Trollhättan, Sweden and Welly-
wood for Wellington, New Zealand.   
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We see similarities in the placement of locations and the way the product placement indus-
try first came to be. i.e. how the product placement industry was discovered by a coinci-
dence (Segrave, 2004). The companies saw an increase in demand after film exposure, in a 
similar way as location marketers now see an increase in tourism after exposure on screen. 
We therefore believe that location placement will follow a similar development that con-
ventional product placement has gone through, and hence have a bright future once its po-
tential is established. Marketers of geographical locations are acknowledging the benefits of 
locations featured in movies but, as far as we understand it, the tourism industry, nor the 
placement agencies or the film production companies, has not yet fully been able to com-
mercialize the opportunities location placements brings.  

Given the interesting development of the placement industry combined with our specific 
purpose, we are positive that our contribution will fill a gap in the existing research base of 
product placement. There has not been a great deal of research within the area of product 
placement. Most of the research that we have been in touch with has, amongst other 
things, to do with how the product placements affect the brand in the communication 
process (Ljungberg & Rodrigo, 2002), or how effective the communication process is 
(Roman & Songsong, 1998). As location placements is a new concept, there has been very 
little research done on the correlation between locations shown on screen and tourism. As 
we are investigating this phenomenon from commercial interest perspective, we believe 
that our research will add important information to the existing research base. Even more 
so, we believe that our research will contribute to new ideas for location marketers, product 
placement agencies and film production companies of how to take advantage of this new 
development.  

At the moment, the film production companies have the control of the choice of location. 
If the marketers are to be able to take advantage of the potential of location placements, 
they need to take the initiative and learn how the film producers and directors think. We 
have therefore decided to put our main focus on the perspective of the marketers of loca-
tions. They need to push the demand for placement of their locations.   

1.3 Purpose 
The purpose of this thesis is to investigate whether media placement of locations (defined 
as paying for the placement) a possible future source of revenue for location marketers as 
well as filmmakers and product placement agencies. 

1.4 Delimitations 
We are aware that there are many different media where product placement of geographical 
places would be possible, for example Internet, music, books, games and magazines. We 
have chosen to focus on one medium, the motion picture industry, in order to get a deeper 
analysis and understanding than would be possible with a broad range of media. Moreover, 
motion pictures are regarded as the most powerful medium when it comes to describing a 
place (Kotler, Haider & Rein, 1993).  
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1.5  Disposition 
The figure below explains the disposition of the following chapters of this thesis.  

 

In chapter 2, we explain the relevant theories for this thesis. The current 
literature of marketing of locations, marketing communication and of 
product placements is discussed. Finally, we present six research questions.  

In chapter 3, we explain the research design and motivate why our method 
is the best for this purpose. Moreover, we explain the process of our inter-
views as well as how we uphold the appropriate quality of the research.  

In chapter 4, we introduce the empirical data collected. The empirical data 
consists of personal communications with a marketer of a location, a prod-
uct placement agency, as well as some complementary telephone interviews 
with people involved in the film production process. Furthermore, we com-
plement the data with additional secondary data.  
 
In chapter 5, we analyze the empirical findings with the theoretical frame-
work as a starting point.  
 

The last chapter conclude the work of the thesis and answer the purpose de-
scribed in chapter one. A final discussion is held where we critically exam-
ine the work in this thesis as well as give examples of further research in 
this area.  

 

Figure 1.1: Disposition 
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2 Theoretical Framework 
In chapter two, we explain the relevant theories for this thesis. The current literature of marketing of loca-
tions, marketing communication and of product placements is discussed. Lastly, we present six research 
questions.   

As the marketer’s perspective is our main focus of this thesis, we start by explaining some 
basic marketing strategies and tools for the marketing of a location. The next section deals 
with how to communicate this strategy to the audience, media evaluation and image trans-
fer. Furthermore, the concept of product placement and its process is explained and act as 
a foundation for the understanding of location placement.   

2.1 Location Marketing 
The perceived image of a location can today be of greater importance than the real place 
(Ward, 1998). The author argues that the high-pressure marketing and sales techniques that 
is used to help cities improve their image has developed over the last 150 years. A good 
country image can not only benefit locations but in addition national products as they can 
stress the country-of-origin factor in the marketing program (Hollensen, 2004). Locations 
in this thesis are defined as a geographic area, everything from a small city or destination to 
a larger region.  

The four main target groups for marketing of locations are, according to Kotler et al. 
(1999): visitors, residents and employees, business and industry, and export markets. Firstly, 
visitors and the tourism market, directly and indirectly, accounts for more than 10 per cent 
of global GDP and investments. Some places, such as Venice (Italy), Salzburg (Austria) and 
Skagen (Denmark), are almost entirely dependent on revenues from visitors. Kotler et al. 
(1999) divides visitors into two groups: business visitors and non-business visitors. How-
ever, Kotler et al. (1999) recognize that many locations fail to target and focus on one of 
these groups, and instead make a standardized marketing program for both. The second 
target group, the residents and employees, is important due to the willingness for the location to 
attract highly skilled labor to the region. Attracting and retaining business, industry and economic 
activity to the region is also highly important and constitutes the third target group. The last 
target group is the export markets, and deals with the ability to produce goods and services 
that are appealing for other regions. The watches made in Switzerland are an example of a 
successful export that has strengthen the brand and image of Switzerland (Kotler et al., 
1999).    

The following sections explain some strategies and tools that can be used in the marketing 
of locations.  

2.1.1 Strategies for Location Marketing 
Kotler et al. (1999) has identified four main strategies for marketing locations; image mar-
keting, attraction marketing, infrastructure marketing and people marketing. Although, they 
claim that it is very few places that succeed in all categories.   

2.1.1.1 Image Marketing 
Image marketing stresses the importance of creating a positive image for the location, for 
example through a slogan (Ireland- the Celtic Tiger of Europe). The image must be valid, be 
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apart of a larger marketing program, communicated repeatedly and through many channels 
for it to be effective. A place can have either a overly attractive, positive, weak, contradic-
tory or negative image (Kotler et al., 1999).  

An overly attractive image can create traffic jams, noise, queues, high prices and a large number 
of people, for example the French Riviera and Mallorca (Spain). They might instead need 
to de-market their location and focus on quality as an alternative of quantity (Kotler et al., 
1999). Places with a positive image, such as Stockholm, Venice, Prague and Hannover, need 
to highlight the positive factors and make the marketing even more effective. Locations 
with weak image usually lack a clear leadership and message. Moreover, they are generally 
characterized by small populations, inadequate resources and being located in remote areas. 
Although places like this might have attractive features, they need to turn them into com-
petitive advantages. A contradictory image exists when people have different views of a loca-
tion or some of its features. Brussels (Belgium) are regarded as a hypermodern, interna-
tional, well-functioning city as well as a sterile, costly and crowded city. Their challenge is 
to stress the positive image while reduce the realities that lies behind the negative image. 
Kotler et al. (1999) argues that this can be very hard to manage since the first impression is 
generally deep-rooted and hard to change. The local media also contribute to the negative 
image by reporting about crimes and corruption in the area. Kotler et al. (1999) claim that 
the city Corleone on the island Sicily in Italy can be describes as having a negative image. 
They are associated to the strong presence of the mafia, much to blame the movie The God-
father for. According to Kotler et al. (1999) these places are usually eager to improve their 
image. To do this, they need a new strategy to develop a more positive profile and often 
need less attention. It is however difficult to change an image, it can take years until it has 
settled effectively. It requires a lot of information of how the location is currently perceived 
by visitors, residents and businesses as well as being able to decide on which new image to 
adopt (Kotler et al., 1999). An opinion opposing to the one started by Kotler et al. (1999) is 
one presented by Riley et al. (1998) when they argue that locations that are portrayed nega-
tively also can attract visitors. Hence, the negative portrayal of the location might be good 
for the tourism industry.    

2.1.1.2 Attraction Marketing 
Kotler et al. (1999) stress the need for attractions in order to survive. Few places have natu-
ral attractions. Venice and its canals, Stockholm and its islands and waters, the national 
heritage in the rose garden Westbroekpark in The Hague, and Athens and its historical 
buildings are examples of this. Paris and the Eiffel Tower, London and Big Ben are exam-
ples of Guinness Attractions, where the attraction is the biggest, tallest or in some other way 
best in its class. Other ways of increasing the attractiveness of locations is to build large ex-
hibition centres (Fiera Milano, Italy), transfer the downtown area into a pedestrian mall 
(Strøget in Copenhagen, Denmark) or capitalize on its major business street (Avenue des 
Champs Elysées in Paris and Nevsky Prospekt in St. Petersburg).  

2.1.1.3 Infrastructure Marketing 
The infrastructure plays an important role in location marketing in addition to image and 
attractions, according to Kotler et al. (1999). Investments in infrastructure are not only a 
good idea due to the marketing, but also to reduce unemployment, which in turn improve 
the image. Western Europe spent € 315 billion on improving the infrastructure in 1996. 
Not only streets, highways, railways, airports and harbours are interesting. Marketers also 
tries to differentiate themselves in regard to their telecommunication networks, for exam-
ple stress the excellent knowledge and resources in IT (Telecom Valley, France), their out-
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standing application experience (Ireland- the Call Centre Country in Europe) or their posi-
tion on niche applications (Landesinitiative Media for Online Services in Dortmund). 
Niche science parks are also a way to make use of the infrastructure. Examples include the 
San Rafael Biometrical Science Park in Italy and the Cambrigde Science Park in the UK. 
These often attract retail stores, residential areas and recreational facilities, and create a 
small city around the science park (Kotler et al., 1999).  

Good transportations have lead to increased visitors to cities that lies on the route. For ex-
ample, the small city Saint-Cyr-syr-Loire in France benefits from the high speed train to 
Paris and Ashford near London benefit from the Channel Tunnel. Situations like these of-
ten result in secondary investments when the cities invest in their local attractions and exploit 
the transportation possibilities (Kotler et al., 1999).   

2.1.1.4 People Marketing 
Ireland is a country that has realized the potential of its citizens. Their slogan is “People are 
to Ireland what Champagne is to France” (Kotler et al., 1999, 59). Marketing a location 
centred on people can take several forms: famous people (Rovaniemi in Finland market itself 
as Santa Claus’s Home, Prague as Frank Kafka’s Hometown and Madrid with its Real Ma-
drid), enthusiastic local leaders (North Carolina in USA used the new governor in their mes-
sage: Our New Governor Means Business!), competent people (the Netherlands high quality of 
their schools, from primary to university level and beyond), entrepreneurial inhabitants (Emilia-
Romagna in Italy and Gnosjö in Sweden), and people who have moved to the place either through 
focusing on whole families, special experts and businesspersons, or statistics (Kotler et al., 
1999). 

2.1.2 Tools for Location Marketing 
Kotler et al. (1999) declares that the traditional promotion tools for marketing of locations 
are advertising, sales promotion, public relations, direct marketing and personal selling. 
Other tools include television, songs, sports, novelty icons (such as the Loch Ness Monster 
in Scotland) and fictional icons (Quasimodo in the Cathedral of Notre Dame in Paris). 
Kotler et al. (1993) state that television and film are the most powerful media for creating 
emotions and for describing locations. They combine picture, sound and motion, are ap-
pealing to the senses as well as receive a long reach and attention. Anette Insdorf, film pro-
fessor, adds by saying that ”Film is the most authentic among all art forms.”  (SVT2, 2005). On 
the other hand, television and film has high initial costs, has to deal with extensive clutter, 
short-lived exposure and audience selectivity. Kotler et al. (1999) has recognized the power 
of television as a promoting tool for locations. “A film can reach millions of people and has the 
potential to celebrate, define or even vilify a place” (Kotler et al., 1999, 185). They argue that loca-
tion marketers can encourage filmmakers to shoot in their surroundings in order to en-
hance the visibility and familiarity with the location.   

Furthermore, Kotler et al. (1999) have identified three tools for marketing the image of a 
location: (1) slogans, themes and positions, (2) visual symbols, and (3) events and activities. 
A slogan is a short catchy phrase that should capture the vision and image of a place. They 
can help to generate motivation, enthusiasm and act as a platform to further intensify the 
image when they are incorporated in the strategic marketing plan. Spain’s slogan is “Every-
thing under the sun”, Switzerland’s “Incredible Swiss, incredible international” and Am-
sterdam’s slogan is “Capital of inspiration”. Another way is to use themes that are adaptable, 
flexible and are based on the reality, for example Estonia’s theme “Leading the way in re-
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form” is backed with their actions to remove trade barriers and encourage private control 
of business. Image positioning stresses unique attributes and benefits that separate the loca-
tion from others. Slovenia “The best kept secret in Europe” and Berlin “Capital of the 
New Europe” is examples of this approach (Kotler et al., 1999). 

The second tool is visual symbols. This tool is used by many cities, for example the Red 
Square in Moscow, Big Ben in London and The Viking Ship in Oslo. However, the symbol 
needs to be consistent with the slogan and the image to be effective. There are several dif-
ferent strategies with how to deal with visual symbols according to Kotler et al. (1999). The 
diverse visual gives the viewer many visual images to create a special character to a location. 
Opposite to the diverse strategy is the consistent visual where the marketers stress one spe-
cific positive image. The problem with this strategy is that it might not be appropriate for 
all segments. The third strategy is the humorous visual, and is useful when concealing negative 
features, for example Bradford in UK made a self-parody of itself that changed the image 
of the town. The last strategy is the denying visual. Here, the city ignores the negative aspects 
and tries to cover it by overwhelming the audience with positive images. This can however 
backfire as visitors become disappointed once they visit the place (Kotler et al., 1999).    

Events and activities is the third tool in accordance with Kotler et al. (1999). Fairs and festi-
vals are the most common events to promote a location. Roskilde in Denmark and Glas-
tonbury in the UK are examples of this. Other events are sport competitions and business 
exhibitions (Kotler et al., 1999).    

2.2 Marketing Communication 
In this thesis, we view geographic locations as brands. Building a brand in order to achieve 
market share is mainly about communicating core values and the desired image of the 
brand. In order to accomplish this, mastering the communication process is mandatory. 
The communication processes rest on basic theories such as the basic communication 
model. Sometimes, in order to have a desired image rub off on the specific brand, market-
ers try to connect the brand with objects, other brands or people who encompass these de-
sired attributes. This is called the image transfer process. Image transfer is achieved 
through a number of methods. An example of this is for instance co-branding scenarios 
where one brand is marketed in co-junction with another brand. The idea is that both 
brands ultimately benefit from this cooperation (Batre et al., 1996; Blythe, 2000; Riezebos, 
2003). 

In this chapter, we will discuss criteria for evaluating media when it comes to activity level, 
impact level and level of communicability. In connection to this, we will discuss Media tac-
tics. We will also bring up a few ideas and models relating to communication in general as 
well as models that are more specific. These models and theories discussed are the general 
communication model followed by the ad exposure model. Furthermore, we will mention 
the ideas of implicit and explicit processing and the mere exposure effect as discussed by 
Dahlén (2003). Both of these are interesting notions in the context of product placement 
and hence also in media placements of locations.  

Product placements can be viewed as a method of transferring image from for example a 
specific character in a film or the storyline of the film itself to a specific brand featured in 
the film. This thought is valid to keep in mind as we discuss the notions of image transfer. 
Related to media placements of locations we will also discuss destination image.  
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2.2.1 Media Evaluation 
When we talk about market communication, we basically post three main questions. These 
are: (1) Who do we want to reach? (2) What do we want to tell them?, and (3) how will we 
tell them this? The answers to these questions have to do with identifying the right target 
group, create the right message for the target group and communicate this message 
through the right marketing channel (Dahlén & Lange, 2003).  

In order to reach the right group with the message through the best channel there need to 
be a selection of medium. The choice of medium has the purpose of extending the message 
to the target audience as effective as possible. The effectiveness issue is an economic one, 
i.e. the ad should generate maximum communicative impact using minimum recourses. 
When choosing medium, the first thing to consider should be to match the particular me-
dium with the specific target group. When the matching is done, the media choice should 
be evaluated from the attributes the different media channels have. Criteria to consider 
about the medium are: level of activity, impact and the communicative ability of the medi-
um (Dahlén & Lange, 2003).  

2.2.1.1 Activity Level 
Talking about level of activity, a rough grouping is if the medium requires active or passive 
participation. Active media imply an audience who actively (e.g. reads or seeks out the mes-
sage) take part of the message. Passive media does not call for an active audience. In this 
sense the audience is passive receivers of the message. As such they do not decide them-
selves to take notice of the message. Active media are newspapers, the internet (web-sites) 
and events. Passive media are TV, cinema, radio, bill-boards and internet (banners etc.). 
The common denominator here is that in the active medium, the receiver actively reads the 
ad in order to take the message in. Further, in the latter kind the receiver passively hears or 
watches the ad. The more activity demanded from the part of the receiver it is less likely 
that the receiver actually takes part of the message. At the same time, the more activity the 
message demands on the receiver, the greater impact the ad usually has in the mind of the 
receiver. In other words, what kind of media that is best for the given situation is relative to 
the object of the specific campaign (Dahlén & Lange, 2003). Film as a medium to place 
products in is, given this explanation regards to activity level, assumed to be a passive one. 

2.2.1.2 Impact Level 
The impact level of media is a somewhat primitive measure. It focuses solely on how many 
repetitions a certain medium requires in order to get the message across. Media with a high 
impact level requires relatively few repetitions, whereas media with low impact requires 
more repetitions. Among high impact media are: magazines and newspapers, cinema, web-
sites and bill-boards etc. Consequently, low impact media are: TV, banners on the web, ra-
dio etc. Another aspect of high vs. low impact media has to do with the number of dis-
tracting elements during the communication process. Distractions have to do with noise 
and interference later on discussed in 2.2.3 (Dahlén & Lange, 2003). Even though cinema is 
considered high impact, product placements within films are regarded as having a low im-
pact.  

2.2.1.3 Communicative Ability 
The third criterion considered in the evaluation process is the communicative ability of the 
chosen medium. This ability refers to attributes within the medium, on how the medium at 
best communicate and emphasise the message. From the communicative ability perspec-
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tive, media can be divided into image-media and hard-sell media. Image media is generally 
the best option when the object is brand building. Hard-sell media has its strength when it 
comes to shaping customers purchasing intentions as well as offering them concrete ra-
tional information. Among image media we find: Magazines, TV, Internet, events, bill-
boards, cinema and radio etc. Hard sell media are represented by newspapers, specialist 
press, radio and internet web sites etc. As indicated, TV and cinema makes the typical im-
age-media. Most of the adverts shown in these media are of brand building character. The 
primary reason as to why TV and cinema excel in this aspect is that these media combine 
motion picture, colour, music and other sounds which are all effective in order to create 
different moods and feelings. This in turn is an effective tool to use in the image forming 
and brand building process (Dahlén & Lange, 2003). Product placement within motion pic-
tures should be viewed as a medium with image enhancing brand building characteristics.  

2.2.2 Media Tactics 
According to (Batra, Myers & Aaker, 1996) there is an ever increasing need for efficient 
and creatively developed media plans. The medium plan identifies and details the specific 
media schedule to be used. The media schedule specifies how the medium budget will be 
allocated. Depending on the level of detail, the schedule deals with specifications of up to 
four types of media factors. These factors are media class (type of media, e.g. TV, radio 
newspaper), media vehicle (channel within each media class, e.g. specific networks and 
programs within the TV medium class), media option (description of ad characteristics re-
gards to size, length etc.) and scheduling/ timing. For the purpose of this thesis we will ex-
clude bringing in the scheduling/timing aspect into the discussion.  

Media class has to do with what sort of media, e.g. television, radio, newspapers, magazines, 
cinema etc, that will be used. The media class decisions can either be based on quantitative 
or qualitative criteria. In a quantitative approach, data on how many people the specific 
medium class potentially reaches are collected. Batra et al. (1996) suggests that television 
has its strength as a mass medium given the relatively low cost per capita. If reaching a nar-
rower segment is the object, magazines, radio or direct mail might be better options. As a 
contrast to the quantitative approach towards media classes where there is a focus on 
numbers of receivers potentially reached, the qualitative approach focuses on the fit be-
tween the medium, the creative execution of the adverts and the audience. Once again tele-
vision, given the ability to communicate a message using both audio and visual, has an ad-
vantage compared to other media. A second set of qualitative criteria according to Batra et 
al. (1996) has to do with production logistics. Some media, there among network TV and 
magazines often require longer lead times compared to for example radio and newspapers 
which are more flexible. The latter of these are often used when communicating frequent 
changes in an offer. Once the advertisement is launched media such as TV and radio has a 
distinct advantage over magazines or direct mail. The former are so called fast cume media 
as it reaches its audience almost immediately. Media which need a longer time span for the 
message to reach the audience and these to act upon the message is categorized slow cume 
media. A third qualitative criterion has to do with the competitive setting. For example 
strategically it might be a better option to go for substituting media class instead of fighting 
against media clutter from a high spending competitor using the same type of media. Given 
the relatively long leadtime for producing a film, product placement within film is consid-
ered to be extremely slow cume.   

Two main steps in evaluating media vehicle is firstly the number of exposures obtainable for a 
given cost. These numbers are also considered in conjunction with qualitative data about 



 Theoretical Framework 

 13

the vehicle. A qualitative matter could be selecting vehicles that target similar audiences. 
This can be identified through analysis of the vehicle on how much of its content have 
been related to the specific advertising campaign. How prestigious the vehicle is, is also 
important given the fact that perceived image of the advertised object can be traced to the 
image of the vehicle itself (see image transfer 2.2.6). Batra et al. (1996) presents a number 
of vehicle attributes worth taking into consideration in the evaluation process. These are all 
directly or indirectly related to the concept of image transfer. Some of these attributes are: 
Expertness, e.g. the vehicle has an expert status within the specific sphere and hence re-
ceivers are more likely to accept adverts related to area of expertness. Another attribute is 
prestige, e.g. the vehicle has a distinct status. Brands are likely to latch on to that status by 
being exposed in that same setting. Similar to prestige is mood creation. When an adver-
tiser knows what mood is associated with positive attitude towards the specific brand, by 
selecting vehicles inducing these feelings, successful campaigns are likely to be the result. 
Last but not least it is suggested that an audience involving vehicle generates superior 
commercial exposure compared with less involving vehicles. Even though TV is consid-
ered a low involvement vehicle, films can be describes as engaging the audience. In this 
sense placement within films can be considered having high audience involvement.  

Media option decisions relate to optimizing the ad exposure given a specific budget. For ex-
ample in a product placement case it should be decided how big of a role the placed object 
will take in the plot. Will it be featured as a prop enhancing the storyline and as such ex-
posed numerous times with longer duration, or will it just be a billboard print add exposed 
in the periphery of a scene (Batra et al., 1996).           

2.2.3 Communication Model 
In addition to making a marketing plan, an understanding of the communication and per-
suasion process is an important factor to be considered in planning advertising (Batra et al., 
1996). Engel, Warshaw and Kinnear (1994) define communication as “a transactional process 
between two or more parties whereby meaning is exchanged through the intentional use of symbols.” (cited 
in Blythe, 2000, 1). The key elements to this definition is that communication is intentional, 
i.e. a deliberate effort to bring about a response, it is transactional in the sense that all par-
ticipants are involved in the process, and it is accomplished through the symbolic use of 
words, pictures, music etc in order to convey meaning (Blythe, 2000). The Communication 
Process Model (Blythe, 2000) below illustrates how the communication is brought to pass.  

 
Figure 2.1: The Communication Process Model (Blythe, 2000).  

The meaning of symbols, i.e. the message, is subjectively interpreted by the receiver. If the 
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communication will be the result. Hence, it is of utmost importance for the sender to com-
prehend the background of the receiver. In the model this is illustrated by the grey area 
where the experiences of the receiver overlap the experiences of the sender. Even though 
the sender and receiver may be on the same wave length, the message needs to break 
through elements of noise and interference in order to get across. Noise is the surrounding 
distractions present during the communication process, whereas interference is deliberate 
attempts to distract the audience’s attention with intelligent communication. To put it in 
everyday language; noise can occur when a TV viewer instead of taking on board the in-
formation in the TV-ads during a commercial break walks off to use the time to do some-
thing more productive. During that same commercial break, interference might be the case 
of another viewer picking up a magazine and sets the eyes on a print-ad instead of watching 
the other ads on the TV (Batra et al., 1996). Noise can also occur when the fields of experi-
ence (marked grey in the model) of the sender and receiver do not overlap. This lack of 
common ground can result in improper decoding resulting in misunderstanding (Belch & 
Belch, 2004).  

The advertising message can have a variety of effects on the receiver. Some of these effects 
are shown in the Advertising exposure model below (see figure 2.2). This model works as a 
complement to the above mentioned traditional communication model in the sense that it 
implies that different receivers, depending on their background and experiences, may differ 
slightly in their sense-making of the communicated message. In helping the target group es-
tablishing a positive attitude towards the brand and ultimately persuading them to a pur-
chasing behaviour, ad-exposure can hopefully have one or more of the below mentioned 
effects on the audience. 

Figure 2.2: The Advertising Exposure Model (Batra et al., 1996). 

First, brand exposure can create awareness of the brand which in the long run will initiate a 
sense of familiarity to the brand. Second, ad-exposure can be used in order to communicate 
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the benefits and positive attributes the brand encompasses. Third, an established positive 
“brand personality” or image can be the effects of right choice of spokespersons representing 
the brand in the ad. Fourth, adequate ad-exposure can generate positive feelings associated 
with the brand or its consumption. Fifth, the ad can create the impression that the brand is 
favoured by peers whose status the consumer would like to emulate. As mentioned, all of 
these five effects help create a favourable attitude towards the brand which in turn estab-
lishes the likelihood of consumer’s engaging in purchasing behaviour. In the sixth effect, 
the ad exposure reminds the target audience about the brand and act as an incentive for pur-
chase (Batra et al., 1996).  

The above mentioned communication and exposure models help us understand how and 
why consumers acquire, process, and use advertising information.   

2.2.4 Explicit vs. Implicit Processing 
Dahlén (2003), Associate Professor in the department of marketing and strategy at Stock-
holm School of Economics, argue that one of the most common clichés circling in adver-
tising societies is that ads that people remember automatically is good advertisement. Even 
though there is some truth in that statement, it is according to Dahlén (2003) far from the 
whole truth. When discussing processing queries, the author talks about how people in 
general do not like to get dumbfounded and fooled but are rather inclined to strive to be in 
control of his or her actions and decisions. This means that when the consumers are ex-
posed to adverts they automatically think that the aim of advertising is to sell. Since the re-
ceivers of the advertising message do not want to get fooled, the automatic reaction will be 
a kind of defence mechanism that the advertising message will bounce back on. This de-
fence sounding board is referred to as the Advertising schema, i.e. the consumer’s personal 
reference points used to filter the adverts through. The paradox however is that the more 
the consumer is exposed to the specific advertising, the greater likelihood for likeability.  

 
Figure 2.3: Explicit vs. Implicit Processing Model (Dahlén, 2003).  

Dahlén (2003) is talking about the Affective effect (i.e. as a result of ad-exposure there is an 
increased positive attitude towards the specific brand). Explicit and implicit processing 
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will be explicit processing. At the same time, if the consumer are oblivious to the ad itself, 
but the message is still getting through, implicit processing will be the affect result. The 
idea is that the marketing communication will be more effective if the affective effect man-
ages to cut through the advertising schema without bouncing back and result in implicit 
processing (Dahlén, 2003). Relating this to product placement, when an item is exposed in 
a natural setting, implicit processing would be the result, and hence the marketing message 
is assumed to be more effective.  
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2.2.5 The Mere Exposure Effect 
Since it is established that implicit processing as a result of the affective effect is the desir-
able outcome, we will look at mechanisms that cause this result. Dahlén (2003) explains 
that the mere exposure effect deals with the fact that people are more likely to grow fond 
of other people that they are exposed to. The mere exposure effect can probably be applied 
to most social behaviour phenomena’s (Dahlén, 2003). One example is mainstream fash-
ion. Say if one avant-garde individual makes a fashion statement that most people think are 
outrageous, perhaps even appalling, there might be some brave early adopters who latch on 
to the phenomena in the creation of a trend. The idea that the perceived outrageous fash-
ion statement will be top of the line mainstream fashion a couple of years down the line is 
not an altogether far off proposal  

The mere exposure effect is not at all limited to only the visual sense. The effect is the 
same with all of the human senses. Exposing potential consumers to fragrance, taste and 
sound can all be efficient ways to communicate a marketing message. It is also not limited 
to implicit processing but repeated exposures have, as before mentioned, a positive effect 
on the brand even if the consumer are aware of the fact that they are exposed to commer-
cial messages (Dahlén, 2003).  

Brands exposed on screens will therefore benefit from multiple exposures in order to get 
the full effect of the placement.  

2.2.6 Image Transfer 
According to Riezebos (2003) brand images are networks of knowledge elements stored in 
long-term memory. The pivotal point of this network of memories is the brand name. 
Branding an object is about capitalizing on the desired image around the brand. An effec-
tive way to create image is by transferring it from an object that already encompass the de-
sired image. In image transfer, one tries to carry the image that consumer have already de-
veloped around one entity (e.g. product, event, person, and brand) over to another object 
or entity (e.g. product or brand).  At a minimum there will be two entities involved in the 
transferring process. The entity which originally possesses the transferred image is called 
the source, and the entity to which the image is transferred is called target. For the purpose 
of this thesis we will view the motion picture as the source and the geographic destination 
as the target.  

The image of an entity can be loaded with associations which are regarded as valuable as-
sets in the transfer process. In image forming and hence, also in image transmission there 
are two distinguished types of processes: inductive and deductive inference. The first of 
this is the process of which the consumer’s shape their ideas about the object through con-
frontation with that object and also through advertising. The brand image can in this sense 
be charged with attributes through marketing communication. The other type of process, 
more related to the type of image transfer we are talking about, is deductive inference. This 
refers to the process of drawing conclusions about a brand from another already existing 
brand or entity. The essential idea about image transfer is that there is a positive transfer 
from the source to the target and that there is only positive feedback from the target to the 
source (Riezebos, 2003).  

Examples of ways in which one entity brand draw on the image of another one are: Exten-
sion strategies, an already established brand extend its name to incorporate new products un-
der the same brand name. Co-branding or Composite Brand Extensions (CBS) (Park et al., 1996) 
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is alliances between two or more otherwise differentiated brands in the creation of some-
thing new. Sometimes, depending on the context, this concept is also called Brand Integra-
tion. A celebrity endorsement is when a celebrity endorses and promotes the brand. The idea is 
that the positive images associated with the brand or celebrity rub of on the endorsed or 
extended brand. In both of these cases, it is important to consider product consistency, i.e. 
that the image of the product is consistent with that of the endorser, and vice versa. Ac-
cording to Riezebos (2003) the image transfer process has a greater chance to be successful 
if the products to which the target and the source are related differ to a minimum. Further, 
the key criterion in selecting an endorser is the appropriateness of the match or fit between 
the needs of the brand and the characteristics of the endorser (Batra et al., 1996). Both of 
these statements (Riezebos, 2003; Batra et al., 1996) correspond well to the notions of 
seamlessness in product placements discussed in section 2.3.2 below.      

There are clear parallels between notions of the image transfer process applied to the above 
mentioned examples, and the same process considered in a product placement context.   

2.2.7 Destination Image 
Several researchers acknowledge that motion pictures increase the awareness of the place 
they depicted resulting in tourist inducing effects. (Riley & Van Doren, 1998) Kim and 
Richardson (2003) have investigated the affect of popular culture and movies to destination 
images. Hannefors and Mossberg (2001) conducted an investigation on how TV travel 
shows catered for a pre taste of a destination ultimately resulting in tourism to the areas 
depicted. Image is an important aspect in several ways when it comes to selecting a destina-
tion to visit. According to Hannefors and Mossberg (2001) image serves as a destination 
appetizer for the viewers of a travel show. They continue proposing that image is a filter, 
and as such it may affect someone’s processing of what may occur at the destination. It is 
proposed that tourist processings of destination image are the result of two image-forming 
processes. First, it is the result of what is communicated through mass media. The second 
process is related to word of mouth procedures. In a study by Gartner (1993) where the 
image formation process is viewed as a continuum of eight different agents, it is proposed 
that autonomous image formation agents, e.g. news and popular culture, have a powerful 
effect on destination image formation. Popular culture can provide substantial information 
about a place in a short period of time.  

Additionally people are likely to evaluate this kind of third party information provider as 
relatively unbiased compared to traditional advertising (Kim & Richardson 2003). Motion 
picture is an important part of popular culture. It is suggested that contemporary tourists’ 
organic images of places are shaped through the vicarious consumption of film and televi-
sion without perceived bias of promotional material (Schofield, 1996). This idea goes along 
the lines of the ideas of implicit processing (Dahlén, 2003) discussed above. Relating to im-
age, some of the conclusions drawn from the study of Kim and Richardson (2003) are as 
follows: popular motion pictures can significantly influence destination image; motion pic-
tures can be an effective tool to change place image and affect the audiences’ interest in vis-
iting the place; both cognitive and affective images can influence destination processing, 
suggesting that researchers and marketers need to consider both aspects.    
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2.3 Product Placement 
Product Placements is a method for companies to show or have their products used, pri-
marily in motion pictures, by paying a fee or finance part of the production (Nation-
alencyklopedin, 2005a). Product integration is another name for the same method. Sauer 
(2005) states that product placement basically has two functions, either introduction or re-
inforcement. He gives Reese’s appearance in ET as an example of a brand introduction 
while Pepsi’s numerous exhibits in different movies are an example of brand reinforce-
ment. However, Billqvist (cited in Andersson, 2004) argues that product placement is most 
efficient on established brands since it is usually only possible to show the product in the 
right context, not to explain the benefits and purpose of the product. In addition, Anders-
son (2004) argue that product placement therefore is a perfect complement for the tradi-
tional marketing program, i.e. not a substitute.  

We chose to label product placement of geographical places as Location Placement. Loca-
tion placement is an active placement of a geographical place in a medium. An active 
placement is a non-random media placement where the organization in charge of the loca-
tion pay a fee or finance part of the production to get the location exposed in the medium. 
By location, we mean a geographical area, everything from small cities to entire nations or 
regions. Due to the novelty and the limited research on location placement, we use product 
placement theory to explain how location placement may work. Product placement and lo-
cation placement is interconnected in several ways. The difference, as we see it, is the 
product placement arranges exposure of products while location placement place destina-
tions and locations, and that the process and actors involved may differ a bit. We therefore 
assume that the same basic theory and rules apply for them both.  

The following sections will address some of the background of product placement, benefits 
and disadvantages, the process, regulations as well as some rules for how to make effective 
product placements, in order for the reader to get a comprehensive picture of what product 
and location placement is and what the industry looks like. 

2.3.1 History of Product Placement  
Segrave (2004) explain that the discovery of the power of product placements was inciden-
tal. In the 1920’s, the concept “trade follows the film” became popular when the belief 
grew that motion pictures were a powerful tool for boosting sales for American goods, in 
domestic and foreign markets, where the movies were screened. Lewis Freeman published 
an article in 1920, discussing several examples of where demand for products shown in the 
film increased after the screening (cited in Segrave, 2004). In Java, the heroine in a film 
used a electric sewing machine and the audience, mainly consistent of peasants, became in-
terested in that particular sewing machine. Freeman argued that the increasing demand 
came for those products that were accidentally inserted in the film, not from the conven-
tional industrial ads that were common during that period (Segrave, 2004). 

Segrave (2004) states that the companies tried to take advantage of the opportunity of the 
film as an advertising medium through producing disguised ads in the form of full-length 
films shown at the cinemas. For example, Maxwell Motor Corporation produced in 1921 a 
camouflaged film that clearly advertised the Maxwell car. The heroine is kidnapped and 
taken by bad guys on horseback into the wild when the hero rescues her driving a Maxwell 
car (Segrave, 2004).  
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Product placements met some resistance during this time and were often regarded as the 
second choice by the companies. The films were relatively short at this time and it was 
more cost-effective for the companies to produce their own disguised ads. However, if 
these disguised ads were identified, the exhibitors refused to show them. This led to that 
certain industries produced films without mentioning or showing specific brands or stores 
but only the product itself, hence the interest of product placements grew (Seagrave, 2004). 

It was not only companies that took advantage of this new development. In 1924, the Na-
tional Fur Association produced a fashion entertainment film, which increased the demand 
for furs. Cigarette manufacturers encouraged smoking in the films in order to increase sales 
for cigarettes and thereby benefit all brands. The development of endorsement of product 
by celebrities off screen also increased and became well-established in 1919 when Charlie 
Chaplin lent his name to Chaplin dolls and Chaplin statues (Segrave, 2004).  

Radio and television became important tools for advertising as well as product placement 
as the technology became more advanced and popular. The use of radio and television as a 
marketing tool started of as sponsored shows by the companies. The companies often con-
trolled most of the programs, including the writing and casting, and laid the foundation of 
today’s product placement (Galician, 2004). MacDonald (1979) state that by 1929, more 
than half of the radio programs were created by advertisers and companies (cited in 
Galician, 2004). As these media have grown and become more popular the product place-
ment got a more important role, although it was still rare until the 1970’s (McDonough & 
Egolf, 2003).  

The impact of product placement became clearer for the companies in USA when sales of 
undershirts dropped drastically nationwide when Clark Gable exposed his chest in It hap-
pened one night in 1934 (Galician, 2004). By 1939, studios opened placement offices, starting 
with Metro-Goldwyn-Mayer. However, the breakthrough for product placement was not 
until 1982 when the movie ET exposed the candy Reeses Pieces and the sales leaped 65 per 
cent in three months that the industry fully understood the commercial impact product 
placement had (Galician, 2004).  

It is difficult today to find movies without some kind of product placement. The concept 
has also spread to other media, such as games, music videos, books (The Bulgari Connec-
tion), internet etc. (Galician, 2004). 

In Sweden, the first product placements (the first placements with signed contract between 
placing company and production company) were found 1995 in the movie Vendetta. It be-
came more evident when Jägarna and Hamilton were released which both contained several 
placements. Today, product placement is a natural part of the Swedish film production 
(Såthe, 1998). Swedish companies spend SEK 3,5 billion every year on TV commercials. 
Approximately five percent of that money goes to product placements (Rydergren, 2004). 
Another estimate state that the Swedish product placement industry has a turnover of SEK 
20 millions every year (Såthe, 1998).  

2.3.2 Trends 
From the historic discussion above, we feel it fit to mention some about contemporary his-
tory regards to the phenomenon of product placement. Donaton (2004) argue that there is 
an increasing trend that marketers and entertainment industries are coming closer together. 
Some of the current trends in the product placement industry include co-creation, com-
mercials in short film format and seamlessness. 
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Co-creation is when marketers and film producers form special cooperation deals. In recent 
years, there have been a soaring number of marketer-movie alliances (Donaton, 2004). In 
some cases, special deals are made allowing marketers to get an early first look at scripts 
and giving them the opportunity to reserve interesting product placement spots. Further-
more, marketers are becoming more involved in the filmmaking process. For example Audi 
which is featured in the 2004 production I Robot supplied the set with special constructed 
vehicles (Sauer, 2005). Another aspect of increased cooperation is for marketers and film-
makers to work alongside by having a advertising film team on the set. They can then shoot 
original footage using the already existing set during breaks in the regular shooting sched-
ule. The making of Tomb Raider is an example of when this occurred. For the set Jeep, as 
did Audi in I Robot, provided specially constructed cars. A second film team also used the 
original set in order to shoot a Jeep commercial featuring Angelina Jolie as Laura Croft. 
The content of this collaboration was that the Jeep commercial directly advertises the car 
itself. By having the original set and actor in the ad it also made indirect advertising for the 
film, which in turn made indirect advertising for Jeep as the product placed car brand. In 
other words, collaborations such as the above mentioned potentially generate positive re-
sults for both advertisers and filmmakers, a so called synergy-effect (Donaton, 2004).   

Commercials in short film motion picture format are another trend. In order to get to terms with 
the ever increasing media noise some actors in the marketing industry have taken the con-
cept of mainstream TV commercials and developed it into short film motion pictures simi-
lar to the ones found in the early history of product placement (see example of Maxwell 
Motors above). An example of this is a series of action packed short film creations where 
BMW cars are acting the lead character. The films are directed and produced by top Hol-
lywood names like John Woo, Tony Scott, Ang Lee and others (BMW Films, 2005). The 
films feature different plots all resulting in lead live actor Clive Owen taking the main char-
acter BMW for spins not easily forgotten and neglected. The manoeuvrability and handling 
features of the cars are depicted in a variety of cinematic and aesthetic pictures and angels. 
Never is the brand explicitly stated but everybody knows exactly who the sender of the 
message is. Equally, few are not left stunned thinking that BMW for sure delivers like noth-
ing else. The films were to be retrieved mainly from downloading from an official website. 
The controversy behind the productions was the allocation of media budget. BMW spent 
90 percent of the budget to finance the production, left with 10 percent to take care of the 
distribution and promotion of the film, or in other words to actually reach out with the 
message. In order to promote the films and get traffic to the website, trailer type commer-
cials were produced which were shown in cinema theatres. Website traffic was also pro-
moted through limited main stream magazine advertisement campaigns. The marketing 
ploy seemed to pay off. Downloading figures reached the tens of millions and there was an 
increase of activity at BMW dealers. Consequently BMW experienced record sales three 
consecutive years starting in 2001 (Donaton, 2004). 

Seamlessness deals with natural brand integration. Depending on how product placements 
are done they can either be for the good or for the bad. If the placements are carefully in-
tegrated and well thought through, the placements can lift the movie and at the same time 
benefit the brand. However, if the placements are miss-fitted rush jobs or all too obvious, 
they can be improper and sometimes even ridiculous. If that is the case the placement will 
most probably cause more harm than good for both the film and the exposed brand. The 
aim is to make the placement as seamless as possible. This means that the placed brand is 
consistent with and makes a natural part of the plot and the characters of the film. The oc-
currence of seamless product placements will most likely be a result as the advertising in-
dustry and the entertainment industry grow closer together (Donaton, 2004; Sauer, 2004). 
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2.3.3 Benefits 
There are many benefits of product placements. The cost-per-thousand (CPM, i.e. cost per 
thousand comparison of medium efficiency) is minimal since the lifetime of a film is long 
and has a long reach, making it a relatively cheap option. Moreover, a dark theatre has little 
disturbances and the target audience can not escape the message by changing the channel 
as with television commercials. Other benefits include high credibility and the opportunity 
to show the product in the natural environment as well as showing the product’s usage 
(Andersson, 2004; McDonough & Egolf, 2003). Kotler et al. (1993) state that television and 
motion pictures are powerful as a promotion tool since they combine picture, sound and 
motion into a realistic setting, hence beneficial for product placements. It creates a setting 
in which the audience feel secure and are affected by the product placement on an implicit 
level (Andersson, 2004). Product placements are also a tool that gets in touch with the dif-
ficult to reach 16-39 year olds that are an attractive segment for marketers (McDonough & 
Egolf, 2003).  

Moreover, when considering the theory of explicit and implicit processing (Dahlén, 2004) 
discussed in section 2.2.4, one can see an advantage of product placement as it breaks 
through the advertising schema and results in implicit processing. As the audience is not 
aware about the advertising in the form of placed products, their defence mechanism is not 
activated and the message will get through. 

2.3.4 Disadvantages 
Finding ultimate product placement is hard. Billqvist (cited in Andersson, 2004) says that it 
is a jungle and demands quite a lot of time and connections to find the appropriate place-
ment for a product. Moreover, it is difficult to measure the effect product placement have 
since it is usually used in a combination of other promotion tools (Kotler, Armstrong, 
Saunders, & Wong, 2002). High initial costs, clutter, and audience selectivity are other 
drawbacks of product placement in television and motion pictures according to Kotler et 
al. (1993). The cost of placing products in films varies depending on the placement and the 
film itself. For example, Statoil is said to have paid SEK 500 000 for the placement in the 
Swedish film Hamilton, while Ericsson paid SEK 80 million for a placement in Bond-
Tomorrow Never Dies (Såthe, 1998). 

McDonough and Egolf (2003), claim that it is hazardous to do product placements. There 
is no guarantee that the film will be popular and the company can lose a lot of money on 
advertising campaigns based on the movie if it is a failure. For the film production com-
pany, product placements can compromise the artistic integrity of the film (McDonough & 
Egolf, 2003). 

Too much product placement can be negative. If the majority of the audience feels that the 
film is no more than an elaborate advertising vehicle, resulting in negative attitudes and 
hence will not be interesting for marketers anymore since marketers prefer positive con-
texts to promote their brands in and product placements will decline (McDonough & 
Egolf, 2003). 

2.3.5 The Product Placement Process 
The process of product placements are illustrated in figure 2.4 below, based on a Swedish 
Master thesis by Sandahl (1998) after interviewing product placement agencies and compa-
nies that use product placement as part of its marketing mix. According to the author, the 
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process consist of three main actors; the company that wish to place their products in a 
media, the product placement agency that act as an intermediary and lastly the film studio 
or the production company that want props and the extra revenue for placing products in 
their production.   

 
Figure 2.4: The Placement Process (Adapted from Sandahl, 1998).  

Sandahl (1998) explains that a typical product placement process occur in five steps. 

1. The film studio sends the script to the product placement agency in an early stage. 
The script is then broken into scenes where it is possible to place products in a 
natural and realistic way. A thorough analysis of the movie is conducted, including 
target segment, possible commercial interest and brand exposure for example. If 
everything is optimistic, the placement agency waits for a written decision that the 
movie is given the green light from the production company. 

2. When the written decision arrives, a meeting consisting of the film production crew 
(such as the producer) and the placement agency is set up. They discuss the budget, 
possible products and other related subjects. 

3. Once they agree, the placement agency contact potential companies and offer them 
the possible placement. Since relationships are important in this industry, compa-
nies with previous placements and other partners are contacted first, then other 
new firms.    

4. When the company is interested, they discuss all details of the placement, such as 
how the product will be exposed, price, and special requests. Before any contract is 
signed, they make sure that the company’s marketing strategy is consistent with the 
target audience of the film.  

5. The placement agency and the film production company collaborate closely during 
the making of the movie. The placement agency make sure that the product are 
shown in the agreed upon scenes, context and number of times. 

There can however be some alternative placement processes, as indicated by the dotted ar-
rows. Companies can contact the placement agency to show their interest of placements. 
The placement agency gets in touch with the film production company to see if there is any 
interest or need for the company’s products (Sandahl, 1998). This can be referred to as a 
Pull strategy whereas the previous, more traditional model is a Push strategy (Kotler et al., 
2002). Type of process usually depends on the network, customer need and situation (San-
dahl, 1998).  

Yearly contract between the company and the placement agency is another alternative. 
Billqvist (cited in Andersson, 2004) explains that the placement agency in those cases ob-
serve the film and television industry and look for potential placements that they forward 
to the company. These contracts are mainly suitable for larger companies that want to be 
seen in various situations (Andersson, 2004).   

Company / 
Organization 

Product      
Placement Agen-

cy 

Film studio/ 
Production 
Company    

3   4 1  2  5
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2.3.6 Rules for Effective Product Placement 
Abram Sauer (2004), a brand analyst for Brandchannel.com and former columnist at The 
China Daily, has identified a few rules for effective product placement:  

The Hands-on Rule implies that a product that is used by the characters in the film is better 
than if it were simply advertised in the film.  

The Show Don’t Tell Rule states that products whose features need more than a visual ap-
pearance will not benefit as much from product placement as a product whose features are 
easily incorporated in the film. Sauer (2004) gives a sports car and laundry detergent as ex-
amples. A sports car’s performance benefits are easily communicated to the audience 
through for example a high-speed chase, while a laundry detergent needs vocal endorse-
ment to show the benefits which can be difficult to fit into the story.  

The Lighten Up Rule says that the hero should not be the only possible character to promote 
products. In Star Wars, Boba Fett is a murderer but also one of the most popular characters 
and in the movie The Italian Job thieves drives the MINI Cooper cars while robbing other 
thieves.  

The Coolness Rule imply that “lifestyle” products such as sunglasses benefit more than basic 
commodities like drain cleaners because people want to identify themselves with the film 
and its characters. Sauer (2004) explains by saying that “people want to dress, think and drive like 
Bond, not clean bathroom pipes like Bond.”. 

Another rule, the Brandsploitation Rule, states that a logo has to be seen and identified. If the 
audience does not recognize the brand, the product placement is assumed to have less ef-
fect no matter how long the exposure lasts (Sauer, 2004). This rule stresses the importance 
to use cross-promotion to make sure that the audience realizes what brands are exposed. 

The Budget Indie Rule implies that it is possible to place products without paying cash. This 
is done by providing the crew and the film production free products in exchange for 
placement. Although this method is less expensive, it does not guarantee beneficial place-
ment or even placement at all. Hence, all real effective product placements require cash 
payments and clear agreements.  

The Starmaking Role Rule states that small and unknown brands are more likely to gain 
higher relative benefit from good product placements compared to larger brands. Sauer 
(2004) gives Tom Cruise’s character in The Firm as example. If the character had drunk 
Budwieser, the sales would not have increased as much compared to the smaller brand Red 
Stripe.   

However, the A-Lister Rule implies that a less known brand has smaller chance of being 
seamlessly placed in a film because the audience does not recognize them. The film director 
want brands that explain the character, for example if the hero drinks Budweiser the audi-
ence think he is humble while if he drank Dom Perignon the audience would think the 
character was snobbish. 

Finally, but most importantly for this thesis is the Location Rule. It states that some of the 
products that benefit most from product placements are geographic. Sauer (2004) argues 
that “every movie has to take place somewhere, so why not Johannesburg or Seoul?.”  
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2.3.7 Laws and Regulations 
The laws surrounding product placement in Sweden is mainly found in the Radio and 
Television Law (1996:844) and in the Marketing Law (MFL) (1995:450) (Sveriges Rikes 
Lag, 2004). According to MFL (1995:450) 5§, all commercials must be presented in a way 
that it is clear to the viewer or listener that it is advertising. Moreover, it should be made 
visible who the responsible company is. The Radio and Television Law (1996:844) chapter 
6, 4§, states that a non-commercial program must not support commercial interests in an 
unsuitable manner. Unsuitable support of commercial interests, in this sense, means that if 
a product or brand is strongly exhibited in a program without proper motive (such as in-
formation or entertaining purpose) and offensive to viewers, it is illegal and can be prose-
cuted. This means that product placements that are a natural part of the scene or the story 
are legal while unwarranted product exposure is illegal (Sveriges Rikes Lag, 2004).   

Chapter 7 in the Radio and Television Law (1996:844) regulates sponsoring. It states that a 
non-advertisement program that is partly or fully paid by someone other than the producer, 
must clearly declare who the supporters are either in the beginning or in the end of the 
program. Moreover, an unbiased program can not show sponsored messages that pro-
motes specific interests (chapter 7, 5§). These are considered advertisements (chapter 7, 1§ 
first section). News can not be sponsored (chapter 7, 8§) (Sveriges Rikes Lag, 2004).   

The company and the product placement agency can be fined up to SEK five million if 
their placements are considered illegal by the Swedish Market Court (Svensson, 2004). 

2.4 Research Questions 
Guided by the frame of reference, our aim is to answer a few specific questions as a step 
towards fulfilling the purpose of the thesis.  

1. What does the future trends for product placement in general look like?  

Is the phenomenon on the downturn it might be best to assume that media placements of 
locations also will follow the same trend. However, if the opposite is true, then the phe-
nomenon of placements of locations is an interesting question in deed. This leads us to the 
next question:  

2. Is the concept of location placement a potential area of evolution? 

3. What factors play a role in the development? 

4. Who are the actors involved in the proposed location placement process? How will these benefit or 
not benefit from the potential evolution of media placement of locations?   

Furthermore, we want to understand the image educing characteristics of film as a media.  

5. How does motion pictures transfer and enhance image to the placed product and/or location?  

6. How is this relevant for product placement in general and location placement in specific? 
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3 Methodology 
In this chapter, we will explain our research design and motivate why our method is the best for this pur-
pose. Moreover, we will explain the process of our interviews as well as how we will uphold the appropriate 
quality of the research.  

3.1 Research Design 
The area of research and the specific research questions deals with potential outcomes and 
development of the research area related to the phenomenon of product and location 
placement. The purpose of the thesis is not so much about referring to historical data, but 
rather to make interpretations of contemporary findings in a step to draw conclusions of 
potential future directions of the industry. For this reason, the authors are inclined to take a 
hermeneutic (Bryman, 2001) approach to the problem. The research design will rest on un-
derlying notions of subjectivism and keep an interpretive view of the sense making process. 
According to Müller (2004) such approach is considered the best practice when the goal is 
to reach understanding rather than just explaining a situation. 

This leads us to engage in a qualitative study, i.e. not looking for quantifiable results but to 
seek for connections and consistency in established theories as well as suggesting new 
combinations of theories analyzing empirical evidences achieved through the study. Given 
the state of the research phenomena, i.e. not widely investigated, and the possible future 
applications of the study, the research will be exploratory by nature.  

Initially, the idea was to base the empirical findings on in-dept interviews in case study 
format. According to Yin (2001) a case study strategy has a distinct advantage over for ex-
ample surveys, when the research question entail a “how” or a “why” question about a 
contemporary set of events, over which the investigator has little or no control. There is a 
direct correlation of this explanation of the advantages of a qualitative case study and how 
we view the research phenomenon. There was however need for some adjustments, further 
explained in the following sections. 

3.2 Methods for Gathering of Data 
In order to get a holistic view of the product placement phenomenon and relate this to 
media placements of locations, we planned to conduct a case study, interviewing individu-
als from three different sources. These sources would be marketers responsible for specific 
locations, representatives from the filmmaking industry, e.g. producer or director, and peo-
ple with product placement background, i.e. product placement agency. However, given 
circumstances beyond our control, slight modifications of the initial approach have been 
made. These modifications resulted in an approach where in depth interviews are comple-
mented with telephone interviews as well as a collection of secondary data gathered from 
articles in newspapers and magazines as well as other research related to the phenomenon.  

3.2.1 Collection of Data 
As above mentioned our aim was to investigate the phenomenon of product placement 
from the three perspectives, i.e. marketer, product placer and filmmaker, and then relate 
this to media placement of locations. The people interviewed were selected under the crite-
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rion that they are individually assumed to have valuable insight from one of the three above 
mentioned perspectives. 

As marketing representatives from a location, we initially wanted to interview one person 
with local and one with national responsibility and perspective. The people selected to be 
interviewed at a national level where part of the factors that implied the above mentioned 
modification of plans. We need not misscredit anyone by mentioning names. However, 
politicians, in spite of a so-called open governing system, seem to be safe to hide behind 
the locked and barricaded doors of bureaucracy. 

Contact was made with the Jönköping branch of the Swedish Chamber of Commerce. Ar-
rangements to meet was made with Karin Lind-Mörnesten, vice president at the Chamber 
and also acting as president for an in-house organization FMJ (Förenigen för Marknads-
föring av Jönköping) working towards a positive image-change of the Jönköping region. 
The meeting took place in the afternoon of May 3rd at the Camber of Commerce office in 
Jönköping.  Karin, even though a busy person, made us feel welcome. Prior to the meeting 
we had only given general information of what topics we would discuss. For the interview, 
we had however prepared a more detailed interview guide outlining more specific discus-
sion topics (Appendix B & C). The idea behind not issuing the detailed interview guide 
prior to the interview was that we aimed to have an interview in a conversational setting 
and not one of the interviewees presenting already prepared data in a lecture type format. 
We showed the interview guideline to Lind-Mörnesten whereupon she suggested two other 
employees to also sit in on the discussion. These people were Emil Danielsson and Karin 
Sandén, both involved with FMJ activities. All sat down around a round table in a confer-
ence room when we, the authors, explained the purpose of the interview and suggested that 
we would record the meeting using a portable recordable MD-player with a detached mi-
crophone placed in the centre of the table. The group concurred and a discussion lasting 
about 50 minutes followed. The interview passed by smoothly without interruptions. Eve-
rybody had their say and were able to fill in if necessary.  

The decision to use a portable MD-player was made since it is inconspicuous not detracting 
from the interview, yet it offers exceptional recording ability allowing valid and reliable re-
sults. 

A great deal of energy was spent to find a time to meet with one specific product place-
ment agent. When we saw the efforts as being fruitless, other arrangements were made. We 
contacted Eddie Billgvist, founder and CEO for the advertising agency CA Billgvist that 
are specialized in product placements within film and television. Eddie was keen to assist 
by letting us interview. Hence, the appointment for a phone interview was not a problem 
to arrange. The interview was conducted using a phone with loudspeaker function. Upon 
asking the interviewee for permission to record the conversation, the MD-player was at-
tached to the phone and recording started. Given the nature of a phone interview com-
pared to a face-to-face interview, small talk prior to the actual interview was kept to a 
minimum. This resulted in an interview lasting about half an hour.     

Once again, as above also mentioned, the initial idea was to sit down with a representative, 
preferably a producer or director, from the film industry. It seems however that this indus-
try consists of people not easily contactable.    

For this reason, in addition to the pre-appointed interviews listed above, contacts were 
made through telephone with people from the film industry who we though could contrib-
ute with valuable information. Appointments were not made prior to asking these people 
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our specific question. We made however sure that these so-called mini interviewees under-
stood the purpose of our inquiries after which interesting data was gathered through con-
versations lasting for about 15 minutes each. Another way in which these interviews differ 
from the pre-appointed ones is that they were not recorded other than through note taking. 
To ensure reliable results and coherence later on, the context of the interviews were typed 
immediately after the interviews took place. Interviews conducted in this manner were, as 
mentioned, with representatives from the film industry. The people we interviewed was 
Ingmarie Lagerman and Louise Martin from Film i Väst, a regional center that aims to cre-
ate and maintain the film industry in the region where it resides. Furthermore, Tommy 
Malm, a freelance location scout and location manager from Uddevalla, outside of Goth-
enburg, was also contacted and interviewed.  

In addition to the above identified sources of primary data, we have also made use of sec-
ondary data sources found in newspapers, magazines, websites, academic research and 
other studies. The secondary sources identified fill the purpose of supporting the data re-
trieved through the primary study. Thereby the result is strengthened.  

3.2.2 Presentation of Empirical Findings 
The empirical presentation follows the structure consistent with our initial ideas of con-
ducting a case study investigation. This means that data from each interviewee is presented 
as blocks of information structured by source and not by topic. It can be debated whether 
the choice of structure is the best one. However, we feel confident that it is consistent with 
our purpose as it allows the reader to easily view what source the data comes from. This 
could of course have been accomplished with a presentation structured by topic as well. 
However, such structure would most likely create more confusion than actual structure, not 
allowing the coherent read we sought for.    

3.3  Method of Analysis 
Given the type of research, i.e. an exploratory study, the analysis of data was conducted 
through viewing it in the light of the theoretical framework of the thesis. Through reflect-
ing on the empirical data, we have seen connections with the theory in use. By going 
through this process we have been able to refine existing models as well as developed our 
own that explains the relationships around our research phenomenon. As mentioned, we 
have structured the analysis based on the theoretical framework and it is not until the con-
clusion that we structure the chapter after our research questions when we answer our pur-
pose. We believe that this structure benefit the thesis the most since it allows us to extract 
more from the empirical data.  

3.4 Quality of Research 
Critique towards hermeneutic and qualitative scientific methods, mainly from adherers of 
positivistic and quantitative approaches, is that it falls somewhat short when it comes to 
notions of validity and reliability. Reliability is concerned with the question of whether the 
result of a study is repeatable (Bryman, 2001), i.e. if the research is conducted all over again 
under the same circumstances the result will also be the same. Validity refers to the accu-
racy and trustworthiness of instruments, data, and findings in research (Bernard, 2002). 
Adapted to qualitative studies, validity refers to whether the researcher actually observes, 
identifies or measures the things they say they are to measure. Validity is divided into inter-
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nal and external validity. Internal validity refers to the match between researchers’ observa-
tion and the theoretical ideas they develop. External validity on the other hand refers to 
what extent the findings can be generalized across social settings (Bryman, 2001). 

In order to ensure a trustworthy result regards to reliability and validity, the authors docu-
mented the research processes. According to Patton (2002) it is important to catch what 
the interviewee says in his or her own words. For this reason, after getting the approval of 
the interviewees, we documented the interviews using a recording devise. 
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4 Empirical Findings 
In chapter 4, we introduce the empirical data collected for this thesis. The empirical data consists of personal 
communications with an organization responsible for the marketing of a location, a product placement 
agency as well as some complementary telephone interviews with people involved in the film production proc-
ess. Furthermore, we felt it fit to present some additional secondary data.  

As mentioned in the chapter of methodology our initial idea followed a case study design. 
We deliberately stand by the choice of presenting the empirical primary data structured by 
source consistent with the initial case study outline. We begin by presenting the data from a 
marketing organisation followed by product placement agency and film production repre-
sentatives. We also present selected secondary data in one block of information.  

4.1 A Marketing Organization  
Jönköping Chamber of Commerce is an organization created by the trade and the busi-
nesses in the region of Jönköping. Its purpose is to generate better possibilities for the de-
velopment of companies in Jönköping County, provide qualified business service to its 
members and to function as an important meeting place for the business world (Handel-
skammaren Jönköpings Län, 2005). One of their recent projects is FMJ (Föreningen för 
Marknadsföring av Jönköping), an association that is intended to strengthen the brand 
Jönköping. FMJ’s activities this year is budgeted to reach approximately SEK 4 million (K. 
Lind-Mörnesten, personal communication, 2005-05-03).    

Karin Lind-Mörnesten, Deputy Managing Director at Jönköping Chamber of Commerce, 
Emil Danielsson, Manager for FMJ and Karin Sandén, a trainee at the Chamber of Com-
merce, were present during the interview. All the following information is taken from the 
interview which took place the 3rd of May 2005 (personal communication, 2005-05-03).  

4.1.1 Current Marketing  
A study made 2004 by interviewing inhabitants of Jönköping (16-64 years) and external 
managers and highly educated people (+40 years), have shown that people outside of 
Jönköping either have an obsolete or no perception at all about the image of Jönköping, 
while people living in Jönköping generally has a highly positive attitude towards the image 
of Jönköping. Therefore, FMJ:s goals is to, on a regional level, enhance the positive attitude 
the inhabitants have of Jönköping while on a national level change the image people have 
of Jönköping. Lind-Mörnesten and Danielsson think that this arises from the fact that peo-
ple have to stop in Jönköping to appreciate the city, not only to drive through on the way 
to Gothenburg or Stockholm. FMJ is also meant to coordinate the marketing efforts from 
the local companies. They want to present a consistent image throughout all marketing ef-
forts, avoid that big events collide and to take advantage of synergy effects. Create net-
works that can discuss without prestige and result in creative solutions that benefit 
Jönköping.  

Apart from the above mentioned dealings of FMJ the organisation has instigated two main 
activities. These two FMJ activities are: ambassador activities and a creating a unifying logo-
type. 400 ambassadors, mainly from service occupations such as taxi drivers, receptionists, 
the municipality etc., have been educated during two evenings about the benefits and at-
tractions of Jönköping. The purpose is that they will, through word-of-mouth, spread the 
wonders of Jönköping, primarily to business managers and highly educated people that 
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travel a lot and that can bring new companies and special competence into the region. This 
is part of the goal to enhance the positive attitude among the inhabitants. The logotype was 
created for both the municipality and the business community. It is meant to be used as a 
compliment for the ordinary organizational logos and as a collective symbol for all organi-
sations working towards developing the image of Jönköping. FMJ organized a large activity 
when they presented the new symbol where they also spread information about the asso-
ciation (FMJ) and had a follow-up activity for the ambassadors. FMJ also created a com-
mercial at the local cinema where they encouraged people to express their opinion and their 
view of Jönköping on a webpage. Inhabitants felt that their opinion mattered and this re-
sulted in a positive attitude towards FMJ and the project. It started a discussion about 
Jönköping, made people notice the benefits of Jönköping and helped to spread positive 
word-of-mouth.  

FMJ most important medium channel is PR and editorial material, debate programs and 
lifestyle programs etc. Internet is also seen as an important tool. Danielsson and Lind-
Mörnesten feel that these are perceived as more objective than other media. The choice of 
media varies depending on the activity and target group.   

They have not used the attractions in Jönköping in the marketing yet, but they think that the 
new construction area at the lake Munksjön will be given attention in the national press 
since it is unique. No other city in northern Europe has this possibility to grow in the city 
area since most are already fully developed. They have however already used this develop-
ment project by highlighting it to the ambassadors who were positive once they understood 
the purpose of the project. Another attraction that they admit is not utilized today as much 
as it could be is the “three water mirrors”, the three lakes surrounding Jönköping.  

Image is not used at all in today’s marketing efforts. They are aware of that most people 
have an old image of Jönköping and they are currently working to “upgrade” their image 
with the modern parts of Jönköping, for example the university, nightlife etc. They have 
used people in the marketing through the ambassador program. Moreover, they think that it 
is important to have people with similar values as Jönköping that represent the city in the 
mass media. They have an idea of introducing “gold-ambassadors”, something that is miss-
ing today. There are few famous people that come from Jönköping. FMJ believe that it is a 
win-win situation, everyone wins when Jönköping get more attention and becomes more 
well-known. The word-of-mouth is seen as a very important tool in the marketing of 
Jönköping.  

Jönköping has good infrastructure, it is however not used as much as it could be. The airport 
is important when it comes to transporting people, the university and city campus is impor-
tant when attracting new students and the great geographical location is good when attract-
ing new businesses. All parts are interconnected, good service from for example taxi drivers 
are as significant as good communications. Infrastructure is one of the main core values, 
and they want it to be utilized better.    

4.1.2 Thoughts on Location Placement 
FMJ want Jönköping to be mentioned as much as possible in the media, for example 
through entertainment shows such as Antikrundan and RoomService, debate programs or 
magazines such as Jakt & Fiske since there is a huge hunting and fishing fair organized 
every year in Jönköping. They think that location placements are almost always positive, as 
long as they can control it. The arrests of two prisoners after a prison break out in August 
2004 in Kaxholmen outside Huskvarna portrayed the area as beautiful and safe since the 
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mothers dared to take the children with them as they watched the robbers being arrested. A 
popular radio program comes from Jönköping that bring attention to the city. People no-
tice Jönköping and that something is happening here.   

They do however not want to be associated with for example the Knutby incident since 
that would be a catastrophe for Jönköping given its religious heritage. Other than that, all 
media attention is positive in the long-run, as long as it is possible to turn it into something 
positive.  

FMJ are somewhat hesitant about location placement. Trollhättan as Trollywood has at-
tracted a new industry but the movies are not showing Trollhättan. The Swedish Song 
Contest is an example where cities are already paying for the shows to be located in their 
cities. FMJ are positive to location placement as long as it is compatible with the core val-
ues of Jönköping and enhance the image they want to spread. They think that a show simi-
lar to Friends but in Jönköping would be good, but they are not interested in doing a movie 
such as Jägarna that portrayed all men in that region as crazy about hunting. They also think 
that it would be difficult to control the artist making the production and that network and 
relationships are highly important. If the choice of location is part of the story, for example 
Populärmusik från Vitulla must be shot in Tårnedalen and Arn must be located in Götland, 
they are more positive to invest. If someone wrote a bestselling book about Jönköping, 
they would be quick to invest in a movie about the book. They do however want to portray 
the modern Jönköping, and would therefore hesitate to invest in a movie portraying the 
historical Jönköping. Danielsson and Lind-Mörnesten says however, that the books of the 
knight Arn, could and should have been utilized more in the region since the island 
Visingsö outside Jönköping is often portrayed positively in the Arn books.  

FMJ think it is difficult to know how much they would be ready to pay for a placement 
since they are not familiar with the product placement process. They believe that it is more 
common that the city provide services than finance part of the film. The hotel provide free 
accommodation, restaurants give free meals etc. They stress the existence of regional funds 
for film, Film I Väst, Film I Nord etc., that sponsor film projects in their region. The cities 
itself do not have to stand for all costs. They do not want to be the next Trollywood, Swe-
den is too small for that, but they want Jönköping to be best at something else. In the end, 
they believe that it is the one who are willing to pay the most that will get it.  

4.2 A Product Placement Agency 
The following information is taken from a telephone interview with the CEO of the prod-
uct placement agency CA Billqvist, Eddie Billqvist the 4th of May 2005 (personal communi-
cation, 2005-05-04).  

CA Billqvist is an advertising agency that has specialized on product placement in Swedish 
television and motion pictures. It was founded 15 years ago and currently employs six em-
ployees. The agency has been responsible for product placements in for example the TV 
programs Äntligen Hemma, Bygglov, Sommartorpet and various reality shows.  

4.2.1 The Product Placement Process 
CA Billqvist offer their clients to either sign a one-year contract where they will be placed 
in all television and film projects that are suitable for their brand during one year. Alterna-
tively, companies sign up for placements in a single project. In the one-year contracts, the 
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companies pay a fixed sum per year. CA Billqvist can then negotiate directly with the pro-
duction companies and the placement process is faster. In the project case, the placement 
process takes longer time as CA Billqvist has to negotiate with both the production com-
pany and the placing company for each placement. The agency is working as an advisor in 
the choice of media channel.  

Product placement is no firsthand choice when it comes to activity level, impact level and 
communicative level. The activity level is low and there is no method for measuring the 
impact level product placement has. Product placement has good communicative level 
since it displays the product in a natural environment. Over-exposed placements have dis-
appeared a few years ago since neither the agency nor the customers wants too obvious 
placements.  

The contracts regulate how the companies want their products to be exposed and in what 
context they do not want to be associated with. It is important that the medium is appro-
priate for the target group. The idea is not to place the products in as many productions as 
possible but to place them in the right environment.  

Contacts in the production companies send a list with what they want in a specific produc-
tion. CA Billqvist afterward contacts companies that would be suitable in that particular 
production. They also regularly read scripts to see where products can be suitable. The deal 
is on if the production company agrees with the proposed placements. CA Billqvist tries 
not to interfere too much in the artistic work in the production. Artists generally have more 
difficulties understanding the need for product placement than the people responsible for 
the financing has, but this is slowly changing. Even the artists are realizing that it is hard to 
finance a film or television show without product placements.   

Product placement is not the only marketing effort a company should undertake. It should 
be part of a greater marketing program. It should always be followed by other marketing 
(cross promotion).  

The effectiveness of product placements is generally measured in quality, for example if the 
product is exposed in a positive context on screen. A more important part might not be the 
placement itself but the spin-off effects of the cross promotion activities. It is from cross 
promotion the real benefits come from. There are no real quantitative measuring methods 
for product placements except that the sales of certain products shown on screen have in-
creased with a certain percentage.  

The brands that are most appropriate to place in television and motion pictures, from the 
production company’s point of view are products that are costly for the production com-
pany to buy, for example cars and technology. Product placement is most effective on 
products with special characteristics that are easy to identify. The brand should be relatively 
large and well-known to be able to benefit from a placement. 

Billqvist claims that there is no laws regulating the product placements in motion pictures 
in Sweden today although there is laws for television placements. He said that there are 
hardly ever any problems with this. For example, it would not be possible to cut an interna-
tional film to fit the Swedish standards due to some over-exposed product placement. The 
trustworthiness regulates the product placements. If a film has to obvious placements, it 
will not be popular among the audience.  
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4.2.2 Thoughts on Location Placements 
The choice of location for a television program or a film is somewhat influenced by the 
city. Trollhättan gives contributions to attract filmmakers to the region. Organizations such 
as Film I Väst, make agreements with film production companies that films will be shot in 
the area. Film productions are often not fully financed and hence need alternative financ-
ing, such as product placements, to be able to start the production. Billqvist believes that it 
is possible for a region or city that is interested by a film production in the area to contrib-
ute financially to have it shot on a specific place. CA Billqvist has some influence in this 
decision. The production company goes to CA Billqvist to use their network and their cli-
ents. If the production company is a few millions short, Billqvist believes that they would 
be willing to stretch their boundaries to have enough financing. Billqvist says that location 
placements to some degree already exist and that it has potential to expand if the filmmak-
ers are willing to compromise on the artistic content. He adds that you do not write the 
script in view of the place. The film makers prefer to shot at a place that has the specific 
competence and technological resources. If the story takes place at a specific region or city, 
the film will obviously be shot at that location. A location placement would probably be 
more expensive than a conventional product placement, a type of co-financing or coopera-
tion between the region and the production company.  

4.3 Additional Primary Data 
In addition to the full-length interviews presented above we saw the need to conduct a few 
(three) supplementary interviews with selected people. The interviews were conducted in 
conversational tone over the phone. The interviewees consisted of Ingmarie Lagerman, act-
ing press and information responsible at Film i Väst, Louise Martin, production and educa-
tion adviser, also at Film i Väst and Tommy Malm freelance location scout and location 
manager involved in a number of productions.  

4.3.1 Film i Väst 
Film i Väst is a regional resource and production centre for film, established in 1992. It has 
been the co-producer of some of the biggest Swedish film successes including Fucking 
Åmål, Jalla Jalla and international Lars von Trier co-production Dogville. (Film I Väst, 
2005a) 

In order to allow for a coherent read, the data presented below are, if not otherwise stated, 
from personal communication independent of one another, with Ingmarie Lagerman and 
Louise Martin from Film I Väst (I. Lagerman & L. Martin, personal communication, 2005-
05-12).  

4.3.1.1 Financing of Film Productions 
The establishment of Film i Väst are based on politically and strategic decisions with the 
goals of growing the film industry in the region as the means to generating returns to the 
region as a whole. The public sector is the main funder and share holder of the organiza-
tion. The Västragötalands-region backed up with the regional culture board and regional 
development boards contribute SEK 37 million to the Film i Väst operations. Further SEK 
17 million comes from own revenues, SEK 5 million comes from the municipalities of the 
four-city-region (the municipalities of Uddevalla, Trollhättan, Vänesborg and Lysekil), 
other public sector means are SEK 3 million from SFI (the Swedish Film Institute), last 
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and least is a decreasing financial allowance based on EU-benefits (L. Martin, personal 
communication, 2005-05-12). 

4.3.1.2 Thoughts on Product Placements 
Lagerman (I. Lagerman, personal communication, 2005-05-12) mentions that the general 
opinion from the cultural “elite”, represented mainly by directors, is that product place-
ment as a phenomenon has a somewhat bad aftertaste as it occurs on film. This opinion is 
most likely the effect of numerous productions with overexposed and ill placed products. 
She continues by adding; if it at all would be interesting, it requires extreme discretion and a smooth-
ness that must not interfere with how the story goes. 

4.3.1.3 Thoughts on Location Placements 
According to Martin (L. Martin, personal communication, 2005-05-12), given the main goal 
of the organization, i.e. to generate returns to the region, the side effect of getting the re-
gion exposed in films and hence increase tourism has not at all been considered. Saying this 
the tourist board has acknowledged the positive effects of the industry on visitors interest-
ing to view the authentic places featured on the big screen. Further, in regards to location 
placement, Lagerman (I. Lagerman, personal communication, 2005-05-12) suggests that in 
order for a co-production to be interesting for Film I Väst, the majority of the production 
needs to be tied to the region. This argument is supported in a study about the region made 
by Film i Väst (Film I Väst, 2005b), where the authors state that Film i Väst finance up to a 
third of the entire project budget on the conditions that: (1) the project keep up to over all 
high standards of quality, (2) that production and recording is within the region, (3) that the 
main producer or other main co-producer keep a staffed office in the region, (4) that a 
minimum 50 % of people employed within the projects must be from the region, and lastly 
(5) that 150 % of what Film i Väst contribute should be spent in the region. 

Given these arguments, working with placement of geographic location outside the region 
is not something that Film i Väst do. Saying this, Film i Väst’s co-productions have created 
films in the region even though the story is at an altogether different location. As an exam-
ple, Martin (L. Martin, personal communication, 2005-05-12) mentions the film Dancer in 
the dark, directed by Lars von Trier, filmed and produced in Trollhättan, Dalsland and at a 
studio in Copenhagen. Yet the story takes place somewhere in Washington State in the 
1960’s.  

Martin (L. Martin, personal communication, 2005-05-12) further explains that as long as 
the rules and regulations of Film i Väst are followed it does not really matter where the film 
takes place, or if the film has to be shot a t a different location. The basic criteria that Film i 
Väst base their decisions on projects to cooperate with is threefold: First, it has to be a 
good manuscript. Moreover, it has to be a well renowned production company ensuring 
high quality productions. The last criterion for Film i Väst in order to ensure quality is to 
look at the director. Moreover, it is up to the director and set designer in co-operation with 
location scouts to find the best places for the film. In that sense, location placements can 
be conceivable. If it contributes to the film, that is. Martin (L. Martin, personal communication, 
2005-05-12) gives another example of the film Masjävlar where the film crew had to spend a 
week or so in Dalarna, an outside the region location, to get important scenery footage for 
the film.  

When it comes to financing of film in general, Martin (L. Martin, personal communication, 
2005-05-12) points out that the majority of funding of Swedish productions comes from 
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public means through SFI. Another big part is derived from the production company’s 
own equity means. In addition to this there might be funding from joint TV productions 
and cooperation with other Nordic film institutes. Means from different sources of funding 
have different conditions on the production. This may interfere with the idea of geographic 
as well as conventional product placement. There again, product placements can only be 
viewed as a possible alternative source of funding if it ads to the story.   

4.3.2 A Location Scout 
If not otherwise specified the information found in this section comes from conversation 
with Tommy Malm (T. Malm, personal communication, 2005-05-12) 

Malm has been active as a location scout and location manager since the dawn of Film i 
Väst in the mid 1990’s. He has mainly been working with Swedish big screen productions 
but also with a few Nordic film project co-operations. Examples of films he has been 
working with is Mun mot mun and Om jag vänder mig om, both by director Björn Runge.  

The mission of a location scout is to work along the director and set designer in finding the 
perfect spot for the set. The close cooperation between location scout, director and set de-
signer involves briefing sessions around how the director want to illustrate the specific 
storyline. It is the job of the location scout to find the spots that correspond with the de-
mands of the story. The scout might present a handful of ideas to the director who then 
has the final call on location decisions. Further, as location manager one manages the vari-
ous aspects connected to filming on location, such as arranging with authorities for permis-
sion to shoot in specific places. 

4.3.2.1 Thoughts on Product Placements 
According to Malm, filmmakers work in so many different ways. The general opinion how-
ever, seems to be one that is unfavourable towards product placement. This is probably a 
consequence of the many ill done placement jobs around. At the same time, filmmakers 
recognize that they could sure do with some extra money in the production. Finances on 
top of normal funds are in other words a welcomed thing. Malm says: It would have been easier 
if film was more business, like it is in the states, and less culture marked, as it is here in Sweden. (T. 
Malm, personal communication, 2005-05-12). 

4.3.2.2 Thoughts on Location Placements 
It seems to be a new way of thinking. According to Malm, it is important to give room for 
such new thoughts that opens up for new ways of doing things. Thanks to new technology, 
filmmaking is increasingly getting more and more accessible to a wider group of people. As 
a result, we will probably see more entrepreneurial filmmaking projects as a contrast to the 
big colossus publicly funded SFI projects. These entrepreneurial enterprises will probably 
be more prone to take on board alternative methods of funding, such as funding through 
location placements. Then again, the story is the main priority. If the placements fulfil the 
demands of the story, then, extra money is only positive.  
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4.4 Secondary data 

4.4.1 Thoughts on Product Placements 
Peter Carnello at the product placement agency Inbetween explain, in an interview by 
Hoffsten (2005) for the film magazine Zoom, that product placement is a relatively young 
industry in Sweden with only a few actors. Carnello continues to explain that the noise is 
increasing, forcing companies to find alternative and cost-efficient ways to reach the audi-
ence. The solution is unconventional methods that reach the media-trained and differenti-
ated youth audience of today. As a result, Carnello has notices an increased demand for his 
services and for product placements (Hoffsten, 2005). Jan Sherman, CEO at TV4, said in a 
panel debate about adverting role in the society at Stora Annonsördagen 2005 that he also 
believes that product placement will increase in the future as the traditional commercials 
decreases. Moreover, the new technologies such as DVD-R make it easier to avoid com-
mercials (J. Sherman, convention communication, 2005-04-28).  

A study of 1064 persons conducted in 2005 by Quickwise for Annonsföreningen, showed 
that 34 percent switches the channel when the commercials begin and 47 percent of the 
Swedish population find advertising irritating. A commercial at the cinema is acceptable by 
43 percent while 48 percent dislike TV-commercials. If people had the option to chose 
what commercials to view 10 percent would choose to watch none, 79 percent some and 
11 all TV-commercial shown. Most (82 percent) would watch almost nothing or nothing at 
all if it were technically possible (Quickwise, 2005). Another study made by Mediaedge:Cia 
(2003) surveyed 500 adults (+15 years) about their perceptions of product placements. 
Their result was that young people has a more positive attitude towards product place-
ments due to that they are more likely to associate themselves with famous people com-
pared to audience over 45 years. 61 percent of all adults said that they notice brands that 
are exposed in movies and TV-programs, although it does not trigger sales as much as 
other form of communication does. The study also concludes that a natural connection be-
tween the brand exposed and the film and targeted to the younger audience will lead to ef-
ficient product placement, increased brand awareness and sales (Mediaedge:Cia, 2003).   

Carnello says that a product placement must be integrated and correspond with the story to 
be effective. Moreover, the product should carry the story forward, and the placement 
should be communicated and approved by everyone involved in the film production to be 
successful. He gives the film Dykarna as an example where the product placements were 
too obvious and not communicated throughout the production, and hence the film re-
sulted in a failure. This can also be explained by that the Swedish film industry lack financ-
ing, and this can result into too many and ineffective placements in some films (Hoffsten, 
2005). Product placements finance approximately 10-25 percent of a films budget accord-
ing to an article by Holm (2005a). Carnello explains that effective exposure on screen re-
sults in increased sales, better image, and an opportunity to use the film in crosspromotion 
activities (Hoffsten, 2005). However, Fredrik Wigge, advertising manager at OKQ8, men-
tions in Holm’s article that the risk associated with product placement is larger compared 
to other advertising methods due to the lack of measures for the efficiency (Holm, 2005b).   

Kjell Sundvall, a prominent Swedish director, explain product placements from a directors 
point of view in an article by Holm (2005c). Sundvall is positive to product placement. The 
extra money makes it possible to improve the film and shoot scenes that would not other-
wise be possible on the original budget. He says that it is important to have clear bounda-
ries and agree on the contract in an early stage of the production. It is the story that decides 
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what is appropriate or not, as long as the product is consistent with the story he sees no 
problem with product placements. In the end, it is the audience who decide what is accept-
able (Holm, 2005c).  

4.4.2 Thoughts on Location Placements 
There are new trends in the product placement industry. The film Vinnare och Förlorare takes 
product placement once step further. The placing companies Svenska Spel, ATG, Solvalla 
and TV4’s program Vinnare are not only included in the story but the program Vinnare is 
even incorporated the title (Af Geijerstam, 2005). Also, the mere exposure is no longer 
enough. Wigge says that it is important today to have good cooperation with the film pro-
duction company throughout the entire film-process compared to before when the expo-
sure itself was more important (Holm, 2005b). Industries and destinations as a whole can 
also benefit from films. The American movie Sideways promotes the wine industry in Santa 
Barbara. It has resulted in booming tourism to the region in particular and to wine produc-
ers in general (Asimov, 2005).  

Kim and Richarson (2003) verify in their study that popular films can influence and change 
the image of a destination significantly. Moreover, their findings state that this can result in 
increased tourism. The study also affirms that both cognitive and affective images influence 
the perception of a place and therefore needs to be taken into consideration among mar-
keters and in future research. Tooke and Baker (1996) came to similar conclusions when 
they studied the effect of film on visitor numbers to locations used as in the film. They give 
numerous examples where the screened location has benefited from the exposure in TV or 
a film. Riley et al. (1998) support these findings. Moreover, they state that not only positive 
and beautiful locations benefit in the form of increased tourism, but “dark” movies also 
create escalating tourism to the locations shown (Riley et al., 1998). Carnello says in the ar-
ticle that the entire movie Skuggor över Sarek is a product placement of the region Norrbot-
ten. Carnello hopes that the film will open up many marketing opportunities (Holm, 
2005a). 
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5 Analysis 
In this chapter, we analyze the empirical findings with the theoretical framework as a starting point.  

5.1 Potential of Product Placements 
After analyzing the empirical findings, we see a future growth of the product placement in-
dustry much due to: (1) increased mistrust towards conventional advertising (Quickwise, 
2005; SVT2, 2005), (2) technological innovation allowing receivers to oversee commercial 
messages (Donaton, 2004; J. Sherman, convention communication, 2005-04-28) and (3) a 
way for socially unacceptable products, such as alcohol, tobacco and advertising aimed at 
children, to find loop holes in the legal framework of today (Sveriges Rikes Lag, 2004). Fur-
thermore, given the young history of product placement in Sweden, the lack of measure-
ments and the current financial predicament of making a film through conventional subsi-
dized SFI channels, results in that many organization that has potential to engage in prod-
uct placement might not be involved into any greater extent. If the industry was more es-
tablished and hence had better status amongst the film professionals’, then product place-
ment would probably be a more widely accepted than it at the moment is in Sweden. 

Furthermore, brands are a natural part of our surroundings. Even though some forces in 
society work towards getting an advertising free public room (Annonsördagen, convention 
communication, 2005-04-28), making use of branded products in film in a seamless natural 
way in productions adds credibility to that film. For example, there are in general more 
products and brands visible in documentaries since they are shot in the “real world” (SVT2, 
2005; Sauer, 2005). Given the increase of branded articles in our everyday surroundings we 
see the need for future development of product placement along those same lines. I.e. per-
haps even an increase of products placed in order to uphold the motion picture credibility 
among audience. It will no longer be possible to have a completely brand-free film if it not 
takes place in outer space or in a historical setting. The audience will get used to increased 
product placements and hence the idea of seamlessness regards to the amount of appropri-
ate placements in a film might change over time.  

We have not reached any specific findings explaining the marketers’ evaluation of media 
and media channels. In general terms, choice of media channel depends on the target audi-
ence and the objective of the marketing campaign. The general downturn of the attitude 
towards conventional marketing, parallel with attitude towards advertisement at the cinema 
on a constant high, indicates a rise for the product placement industry and other unconven-
tional marketing methods. Add to this the Mediaedge:Cia study (Mediaedge:Cia, 2003) indi-
cating the likelihood for a younger audience to identify with celebrities and create positive 
attitudes to items featured in conjunction with these. This relates back to the notions of 
image transfer explained in section 2.1.6.  

Further product placement is deemed to be an effective tool (no established accepted 
methods aside) when the objective is to increase brand awareness (E. Billqvist, personal 
communication, 2005-05-04; Hoffsten, 2005). Related to the ad exposure model discussed 
in section 2.1.3 we are prone to suggest that product placement scores relatively high on all 
of the effects of exposure indicated by the model. However, in order to drive purchase the 
placements most likely need to be complemented with cross promotional activities.  

It is true that there are a number of cinematic train wrecks around discrediting the goodwill 
of product placements. The trend however seems to be that of acknowledging the impor-
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tance of discretion when integrating products. The placements must be neat and natural in 
order for it to be practicable. In the end, even though there are no accepted measures for 
the effectiveness, the audience is the public judge that either acquits or convicts.    

Another important aspect of the development of the placement industry is to not limit 
ones view of product placements to the quantity and nature of the exposures in the films 
per se. By paying attention to the wider spin-off effects offered by effective placements one 
becomes conscious of new enlarged benefits from product placements. Examples of activi-
ties that will lead to positive spin-off effects from product placements might be to highlight 
the fact that brands are placed in films in the internal communication and marketing of an 
organization. A company might, as a result of signing placement agreements, have the op-
portunity to bring employees as extras at the set. Putting up exclusive screenings of the film 
for employees might also be good for internal communication purposes. Both of these ef-
fects are sought after in internal marketing as it communicates that the company are creat-
ing value for its employees. As mentioned above, even if product placement in itself might 
not boost sales significantly, implementing cross-promotional sale drivers might do.   

Furthermore, there is an increasing trend of viewing productions (mainly TV-productions) 
as media platforms where the main purpose is to cater for products to be integrated in an 
entertainment setting. Another reason as to why filmmakers tend to view product place-
ment with scepticism is that this way of thinking places the production as a vehicle for 
promoting products hence leaving manuscript as a second priority item. Filmmakers are, as 
are most product placers within big picture productions, of the opinion that the manuscript 
has to be a firsthand priority.    

5.2 Benefits and Drawbacks 
As mentioned, the negative aspects about product placement are mainly due to the lack of 
efficiency and return on investment (ROI) measures and the fact that product placements 
may interfere in the artistic process behind making a film. At the same time, placements 
may be perceived as a method that involves high initial costs. Saying this, taking the whole 
process into consideration, spreading the costs of the placement on to the positive spin-off 
effects, and the low CPM (Cost Per thousand Comparison) due to the many exposures and 
to the relatively long life span of a film, placements turns into a quite cost-efficient market-
ing tool. 

As above mentioned, one of the negative aspects of product placement is that there are no 
acceptable tools established in order to measure its effectiveness. However, if we assume 
effective placements to be the kind that flows by in a story rather unnoticed as a natural 
seamless part of the production, we are left to support the ideas of advertising schema and 
indirect perception discussed in section 2.1.4.   

5.3 The Product Placement Process and Attitudes 
Our findings support the placement process as mentioned in section 2.2.4. However, re-
lated to location placements, we propose a slight modification of the model. When engag-
ing in location placements it is important to locate and select the right actors. From a mar-
keter perspective it is as the original model suggests necessary to keep a close relationship 
with product placement agencies. We do however see a need for the marketers and place-
ment agencies to extend their network by establishing close connections with location 
scouts and location managers that are active in the place selection process. The close con-
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nection between product placers and location scouts are important since the scouts are act-
ing gate keepers that in the end are the ones who suggest suitable places to shoot at to the 
director and set designer. The marketers for a location might also at an early stage, through 
product placement agencies and lobbyists, persuade and influence script writers to write 
pieces where the geographic location can be a natural setting. This last thought is probably 
limited to the idea stage and not at present practically applicable due to the resources in-
corporated with getting involved in the filmmaking at such an early stage. Saying this, we 
will not be surprised if or when the industry evolves, that such evolution will be grow in 
the direction of this thought. For this time being, we see a need for marketers, in regards to 
location placement, to establish connections with the right placement agency who in turn 
has connection with the right location scouts and managers who in turn cooperate closely 
with directors and set designer who ultimately makes the decision to shot the film at a loca-
tion favourable for the marketer mentioned in the beginning of this line of causality.  

In general, it can be mentioned that product placement agencies have a positive attitude 
and filmmakers have a negative attitude towards product placements. However, saying this, 
when it comes down to it, both parties have more or less the same opinion on how prod-
uct placements are to be conducted. We believe that what causes the differing and dishar-
monizing views of the two parties that result in misunderstanding is merely a matter of not 
speaking the same “language”. This relates back to the communication model presented in 
section 2.1.3. The overlapping field in the middle, marked grey in the model, needs to be-
come larger in order for communication without the interference of misunderstanding to 
take place between the two parties. The somewhat negative view that filmmakers tend to 
have about product placement can also be related to a sense of artistic decapitation due to 
the fact that product placement can be viewed as a factor restricting the filmmaker’s artistic 
freedom. It is therefore crucial for product placement agencies to continuously increase 
their knowledge about the filmmaking process from an aesthetic and cinematic point of 
view. At the same time, it is equally important for filmmakers to understand the business 
side around making a film as something positive that allows them to develop their filmmak-
ing. When product placement is viewed as a mutual collaboration between filmmaking and 
the business world, where both parties gain from the liaison, product placement will begin 
to move in the direction of its potential. This mutual benefit will most likely be the result of 
seamless natural brand integrations. As a result of this, product placements will not only be 
positive brand exposure that ultimately lifts the film, but also act as a foundation for cross-
promotional activities and internal communication. 

When it comes to marketers they generally acknowledge the positive effects that location 
exposure on film has on the location. However, they seem to be oblivious to the placement 
process and how to instigate media placements of the specific location in film. Saying this, 
upon being informed about the process and the concept of placement, they are generally 
prone to form a positive view of the concept of media placements of locations.   

We see the need for marketers to be more updated in alternative and complementary ways 
of allocating the marketing budget in order to reach the marketing objectives. Location 
placements are one plausible alternative and complementary media channel to investigate 
for marketers. Our idea is that marketers need to be more involved in the whole process of 
filmmaking. A way to accommodate this is for product placement agencies engaged in loca-
tion placements to sell the concept to location marketers in order to get the topic on the 
agenda. We see the need for marketers and filmmakers to come closer in their reciprocal 
understanding of the other. The product placement agency will be the melting pot catering 
for this amalgamation.       
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5.4 Laws and Regulations 
When it comes to laws and regulations, films do not adhere to existing laws governing what 
is acceptable when it comes to advertising in TV and broadcasting. As mentioned earlier, 
product placement allows socially unacceptable marketing to find loopholes in laws that re-
strict such marketing. In reality, also as above mentioned, the public either accepts the film 
as a successful or turns it down resulting in box office flops.  

Not having investigated the phenomenon of product placement from a legal perspective 
we can not really say how it will evolve regards to this. However we feel safe to suggest that 
as the phenomenon becomes increasingly established there will be an increasing need for 
more detailed laws regulating the phenomenon, either from public legal authorities or from 
within the industry itself.    

5.5 Marketing of a Location 
In this thesis we have not into any greater detail investigated what sort of locations are 
most suitable for location placements. The purpose is rather if locations are suitable for 
placements. However, as we see it, attractions, such as buildings and monuments with in-
herent symbolic characteristics are suitable to feature in geographically placed productions. 
People acting as symbols for a destination are also plausible but it is perhaps harder to get 
the message across using such. Saying this, in the case of Jönköping, the use of gold-
ambassadors could be suitable for placements in motion pictures or television programs. 
To communicate a location’s image is more abstract than other tangible items such as 
buildings, hence harder to convey. There are however examples where the image has been 
communicated efficiently on screen, such as Friends that show the New York lifestyle and 
image. Motion pictures is the best medium to express image since it combines motion, 
sound and picture, supported by Kotler et al. (1999) among others. Infrastructure is an-
other thing that a destination can use as placement. We believe that a location’s infrastruc-
ture can be relatively easy to place in a seamless way in a film. Most films show the charac-
ters in some sort of transportation and an efficient infrastructure (e.g. roads, airports as 
well as schools and other public buildings etc) is therefore easily exhibited.  

5.6 Motion Picture as an Image Enhancing Tool 
Based on the theoretical framework discussed in the thesis our aim is to create a conceptual 
model explaining how the image result has a reciprocal relationship between the object it-
self and the characteristics of the film it is exposed in. In a sense the motion pictures is not 
only viewed as a format to tell a tale, but rather a wider medium platform that alongside 
with providing entertainment through presenting a story it also caters for other messages to 
be communicated. The idea is that these indirect messages, some of which perhaps are of 
commercial character, should be natural parts of the production. If the objects placed 
within the film have a natural connection, whether it is through its image or core natural 
use, there is a higher likelihood that the placement will be successful in the sense that it not 
only lifts the image of the object but also elevates the film. This is what is meant by seam-
less product placement (Donaton, 2004; Sauer, 2004). Some authors would however sug-
gest that this is not product placement but rather brand integration. According to the Salter 
Group (2004) Brand Integration is not product placement – it is the process of weaving the branding into 
the very fabric of the Content being produced, the marketing of such Content, and the distribution of such 
Content (The Salter Group, 2004, 2). If we assume that that the Salter Group pinpoints the 
difference between product placement and brand integration we could look at the phe-
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nomena using a two dimensional axis with product placement on the one end and brand 
integration on the other. In order to increase the level of seamlessness one should then 
strive towards the brand integration end of the axis. However, in order not to create confu-
sion regards to the topic, we determine that product placement, as the term is used 
throughout this thesis, equals what The Salter Group categorizes as brand integration.    

Below follows a graphical outline of the conceptual model. Following this outline there will 
be an explanation of the model.  

 
Figure 5.1: Using Motion Pictures as an Image Enhancing Tool.  

The idea is that the motion picture illustrated in the middle constitutes, as above men-
tioned, a medium platform with the ability to communicate several messages simultane-
ously. The specific medium format (motion picture) is recognized for its capabilities in 
communicating image. Hence, given the positive characteristics of the specific medium 
channel, and the increased media clutter in other media channels, the motion picture plat-
form, with its image communicable abilities, ought to be increasingly interesting for mar-
keters.  

How effective, or how well a specific brand will fit into the motion picture platform de-
pends on how natural the brand characteristics fit into the plot of the film and with the 
characters within the film. A suitable fit increase the likelihood for effective seamless 
placements. 

As mentioned, the suitability of the fit depends on the compatibility of brand and the film 
story line. For this reason we have identified three factors that influence the characteristics 
of the motion picture. In the longer perspective, these factors set the tone for the film and 
hence are important factors to consider in establishing a perfect fit between film and 
brands. Ultimately this will results in positive image enhancing effects for the placed brand.    

The middle arrow in the model labelled director’s attributes, represents the making of the 
film. In cultural circles it is not uncommon with a slightly negative attitude towards product 
placement. It is hence of importance how the production team view the phenomenon of 
product placements in their productions. Also, as before indicated, the script must allow 
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for potential seamless placements. If it does not allow for that the film is a no-go zone for 
product placers. If the director and production crew is positive to placement and the script 
invites brands to be integrated and effective seamless placement results from this, the di-
rector will in a sense work as an endorser for the brand giving it the director’s stamp of ap-
proval (se image transfer 2.2.6).  

The image transfer effects will also work with actors acting the source of image. This is 
represented by the upper arrow in the model. The personal characteristics of the actors are 
brought to the picture reflected in the characters of the film. If the images of the characters 
are consistent with the branded product placed within the film and the use of the product 
or integration of the brand has a natural part of the scene, the placement is not only plausi-
ble but also desirable. The image is hence transferred from the actor to the character to the 
story to the film and ultimately to the brand integrated in the film. 

The last arrow labelled additional advertising represents all the promotional activities sur-
rounding the production. This can be everything from PR campaigns to mainstream adver-
tising to cross promotion campaigns. Also included in this factor is the brands featured in 
the production.  

The thin vertical arrows between the three main arrows illustrate the relative distance be-
tween the three factors. If the distance is relatively low, i.e. when there is consistency be-
tween the factors, there is a higher likelihood that placement will be natural and seamless 
hence resulting in enhanced image of the integrated products. The opposite will most likely 
be the outcome when the distance is high. 

This model indicates that there need to be a well established relationship between the fac-
tors influencing the end product, i.e. the film and ultimately the image of featured entity, in 
order for a successful production to be the case. Above all, given the purpose of this study, 
the interrelation between the bottom arrow, marketing of film, and the middle arrow, direc-
tor of film, is of importance. These ideas are supported by the fact, as found in earlier in 
the analysis, that marketers potentially involved in the production need to be involved 
throughout the whole film process. If these close relationships are established, it is assumed 
that marketers and filmmakers will experience increased reciprocal benefits. Marketers will 
benefit from such relationship as they can work out cross promotional campaigns around 
the motion picture. These campaigns in turn act as indirect promotion of the film.   
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6 Conclusion and Discussion 
This last chapter wraps up the thesis and answers the purpose and our research questions. Moreover, we 
critically analyze our work and gives ideas to further studies.  

6.1 Conclusion 
Findings support the fact that product placement will continue to increase as an occurrence 
on film and TV. Apart from the specific area of interest, i.e. media placements of locations, 
we are not in the position to suggest other detailed possibilities for future trends of the in-
dustry. Suffice to say, that findings support the fact that the industry will continue to grow 
within the areas of increased collaboration between filmmakers and marketers which will 
result in more seamless natural brand integrations. Given the general trend in the industry, 
we are safe to assume that the development of media placements of geographic locations as 
niche area within the product placement industry will be positive as well. Currently there 
are few and far in between examples of film projects where locations are active participants 
of the production. We see indications of how this will become as natural in the near future 
as conventional product placement are today.  

However, in order for media placements, just as for conventional product placement, to be 
at all plausible, some conditions must be fulfilled. These include: Placements must be seam-
less natural parts of the story and move the story forward. If the sole purpose in producing 
a film is to make room for placements the production is likely to backfire. The main focus 
should be the script, which in turn may cater for natural placements to take place. Fur-
thermore, the parties involved in the placement process must be involved from the early 
start and throughout the whole film project. This factor is important in order to ensure 
good communication between marketer and filmmaker. As marketers are more involved in 
the film process they are more likely to know what to expect from placement deals, as well 
as increase the knowledge about what constitute seamless placements. On the topic of 
communication, increased awareness and understanding about different ways of thinking, 
e.g. from the perspective of marketer towards film maker, and vice versa, is an absolute 
must in order to create and maintain lasting and effective business relations resulting in 
good placements from the perspective of all parties.  

Speaking of need for efficient communication and establishing the right relationship, we 
see a need for this in connection with the ideas of media placements of locations. As we 
see it, the key actors involved in the location placement process, which indicate a slight 
modification of the placement process, are; location marketer, product placement agency, 
location scout and director along with additional film crew such as set designer. It is hence 
important to form networks accordingly, i.e. marketer establish relationships with the 
product placement agency which in turn have connections with the right location scouts 
who works closely with the director and set designer in order to get the most suitable loca-
tion appear on film. Assuming that placing the location on film is the means to the end ob-
jective for location marketer, then, location scouts can be viewed as gatekeepers allowing 
entrance into the important film industry network.  

When it comes to the image enhancing characteristics of the film medium we see; that the 
positive results on image enhancement rests on several factors. Some of these factors are 
listed in the model (5.6) illustrating the image educing effects of film. We see the need for a 
natural connection and communicative flow between the factors (e.g. director, script and 
placed entity) of the model. This supports the notions of the need for increased seamless-
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ness in product placement. The notion of seamlessness further indicates that the ideas of 
implicit processing (2.2.4) are important to consider when it comes to product placement 
and its impact on communicability. Saying this, the lack of efficiency measures regards to 
product placement makes it hard to know for sure whether this is the case or not.    

6.2 Discussion 

6.2.1 Critique 
In this thesis we have deliberately viewed the phenomenon of product placement and me-
dia placements of locations from a sender perspective, i.e. from the perspectives of market-
ers’ product placement agencies and filmmakers. In order to get a more holistic view of the 
role product placement of locations potentially will have in the marketing of a location it 
will be important to view the phenomena from a receiver (consumers of locations and 
films) perspective as well. Indirectly this can be done through investigating the attitude to-
wards locations featured in film either through extensive surveys, through focus group dis-
cussions or through some other method.  

We argue that the tools in use, i.e. our minds engaged as data have been reflected upon, en-
sure valid findings and conclusions. One point of criticism can be that not all of the theo-
ries listed in the frame of reference are mentioned in the empirical discussion followed by 
analysis and conclusion. However, the frame of reference is, as the name implies, a frame, 
which make a platform on which the empiric study and analysis rests. Topics brought up in 
the frame of reference but perhaps not repeated further on in the study fulfil the purpose 
of illustrating patterns of thinking assumed to be much valuable given the context.        

6.2.2Further Studies 
As we find this area interesting and see a strong development of both product and location 
placement, and that it is an area that is barely researched, we can think of many areas to 
study in greater detail that we did not have the opportunity to do in this thesis.  

Existing studies has given attention to the positive characteristics film has on the marketing 
of destinations. This study gives attention to the potential evolution of the placement in-
dustry regards to this matter. We have specified the need for marketers and filmmakers to 
merge closer and establish the understanding of how their work can benefit from the work 
of the others in order to establish the necessary relationships that will bring about effective 
placements. Saying this, we have not given much thought on how to create these networks 
or what they look like. This is where one suggested path of further research starts. One way 
of accomplish this might be to investigate the networks and connections within and be-
tween different film clusters. An example of such clusters in Sweden are the ones existing 
in and around regional film centres like Film i Väst, Film i Nord and Film i Syd.  

Another interesting research subject is, as mentioned in the section above, to view location 
placements from the receiver’s perspective, i.e. the audience, visitors and customers. We 
have also noticed the lack of adequate laws surrounding product placements. Therefore, we 
believe that examining the existing regulations, what might need to be changed or added 
once location placements becomes a trend and product placements becomes even more 
accepted, and how to uphold that the rules are followed.  
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Furthermore it would be interesting to find out what type of locations is best suited in me-
dia placement within films and why these places might be better suited than other loca-
tions. One interesting aspect would be to study if there might be any negative effects of lo-
cation placements and how to avoid these.  

As we have focus on the motion picture medium, we suggest further studies on other me-
dia where location placement would be suitable. Finally, the lack of adequate measurements 
regarding its efficiency and return on investment when it comes to product placement of 
any kind, is still a problem for the industry. If this tool is to become really successful, the 
marketers need to be able to defend their placements to their owners. Hence further re-
search needs to be done in this area. 
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 Appendices 
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Appendix A  Definitions 
Below are a few definitions of some related concepts. 

 

Advertainment: From Advertising and Entertainment. (Wikipedia, 2005a). 

Brand integration: “The process of seamlessly weaving advertising into Content, and into the promo-
tion and release tie-in efforts of such Content”. (The Salter Group, 2004, 2). Content is in this case 
entertainment programming.  

Informercials: From Information and Commercial. A television commercial that is as long as 
typical television programs (30 - 60 minutes) with the purpose of brand information and 
awareness. Also known as Paid Programming (Wikipedia, 2005b).  

Location Placement: An active placement of a geographical place in a medium. An active 
placement is a non-random product placement where the organization in charge of the lo-
cation pay a fee or finance part of the production to get the location exposed in the me-
dium. By location, we mean a geographical area, everything from small cities to entire na-
tions or regions.  

Product Placement: A method for companies to show or have their products used, pri-
marily in motion pictures, by paying a fee or finance part of the production (Nation-
alencyklopedin, 2005a). Product integration is another name for the same method. 

Program tie-in: A paid program message, quid-pro-quo arrangement between a produc-
tion company and a placing company. The production company allow product exposure in 
their show. In exchange, the placing company buys advertising spots around the show 
(Balasubramanian, 1994).  

Public Relations (PR): A collection of communication tools with the purpose of creating 
and maintaining good relations between an organization and different stakeholders in its 
environment (Nationalencyklopedin, 2005b).   

Sponsoring: An organization or person pays or are responsible for certain aspects of an 
activity with the aim of advertising or promoting its organization or products. Sponsoring 
is a business deal that benefits both parties involved. The organization hopes to strengthen 
its image and credibility by being associated by an activity or event that is of interest by a 
large segment or by the society (Nationalencyklopedin, 2005c).  
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Appendix B  Intervjuunderlag till Marknadsförare  
   (Swedish) 

 
Bakgrundsinformation 

• Vad har ni för ansvarsområde? 
• Hur länge har ni varit på nuvarande position? 

 
Nuvarande marknadsföring 

• Vad har ni för mål med varumärket? 
• Hur marknadsför ni för närvarande ert varumärke? 

I vilka medier och på vilket sätt? 
Till vilken målgrupp? 

• Vad är era mål med nuvarande marknadsföring? 
 Image byggnad 
 Information 

• Hur stämmer målen med nuvarande marknadsföring överens med övergripande 
mål för varumärkets utveckling? 

• Hur ser budget ut för marknadsföring av varumärket? 
 Hur allokeras budget inom geografiska områden samt media val? 

• Hur används följande tillgångar i marknadsföring? 
 Image 
 Attraktioner (byggnader, platser etc.) 
 Människor 
 Infrastruktur 

• Vad för utvärderings kriterier tillämpas vid val av media i relation till? 
Aktivitetsgrad (hur aktiv mottagaren är? Ex, TV generellt låg aktivitetsgrad, In-
ternet generellt hög grad.) 
Genomslagskraft (hur mycket repetition som krävs för att få fram budskapet.) 
Kommunicerbarhet (TV bra på att kommunicera image, Tidningar bra på att 
kommunicera information.) 

Attityd till produktplacering 

• Hur ser ni på produktplacering? 
 Positivt? 
 Negativt? 

• Hur passar produktplacering in i era mål med marknadsföring & varumärke? 
• Skulle ni kunna tänka er att använda produktplacering för att marknadsföra ert va-

rumärke? 
 Varför/Varför inte? 

• Hur mycket skulle ni vara beredda att betala för att få ert varumärke visat i t.ex. en 
film? 

Övrigt 

• Synpunkter, tankar och idéer? 
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Appendix C  Interview Guide to Marketers   
          (English) 

Background Information 

• What is your main area of responsibility? 
• How long have you been on your current position? 

 
Current Marketing 

• What is your goal with your brand? 
• How is your current marketing of your brand? 
 I what medium and in what way? 
 To what target group? 
• What are your goals with the existing marketing? 
 Image building 
 Information 
• How do the goals for the existing marketing concur with the overall aims for the 

brands development? 
• How is your budget for the marketing of the brand? 
 How is it allocated between geographical areas and media? 
• How is the following assets used in the marketing of the brand? 
 Image? 
 Attractions (buildings, places, etc.)? 
 People? 
 Infrastructure? 
• What criteria do you use when evaluating media, in relation to:  
 Activity Level? (How active the audience is? Ex. TV generally low  while 
 Internet generally high). 
 Impact Level? (How much repetition is needed to get the message across). 
 Communicative Level? (TV good at communicating image while  news
 papers good at communicating information).  

 
Attitude towards Product Placement 

• What do you think about Product Placement? 
 Positive? Negative? 
• How does Product Placement fit into your goals with the marketing and brand? 
• Would you use Product Placement in your marketing of you brand? 
 Why? Why not? 
• How much would you be willing to pay for a Product Placement in for example a 

movie? 
Other 

• Viewpoints, thoughts and ideas? 
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Appendix D  Intervjuunderlag till Produktplacerare 
   (Swedish) 

Bakgrundsinformation 

• Vad har ni för ansvarsområde? 
• Hur länge har ni varit på nuvarande position? 
• Historik vad gäller produktplaceringsprojekt? 

 
Produktplaceringsprocessen 

• I valet av media, hur förhåller sig produktplacering till: 
Aktivitetsgrad (hur aktiv mottagaren är? Ex, TV generellt låg aktivitetsgrad, In-
ternet generellt hög grad.) 

Genomslagskraft (hur mycket repetition som krävs för att få fram budskapet.) 

Kommunicerbarhet (TV bra på att kommunicera image, Tidningar bra på att 
kommunicera information.) 

• Vad för kriterier måste uppfyllas för att ni ska placera specifikt varumärke? 
• Vad för kriterier avgör hur varumärke och film passar ihop (seamless)? 
• Hur effektivt är produktplacering i relation till andra marknadsföringsverktyg? 
• Hur mäts effektivitet? 

 Kvalitativt el. kvantitativt? 

• Vad har uppdragsgivaren för krav på effektivitet? 
• Hur stämmer färdiga produkten överens med förutbestämd kravspecifikation? 
• Vilken typ av varumärken lämpar sig bäst för produktplacering? 
• Hur går nuvarande prissättning till? 

 
Geografisk placering 

• Hur går val av inspelningsplats till? 
Hur mycket inflytande har ni i den processen? 

• Tror ni det finns potential för produktplacering av geografiska platser? 
 Varför/Varför inte? 

• Vilken typ av platser tror ni lämpar sig bäst för placering?  
• Vad tror ni att produktplacering av geografiska platser kostar? 

Vad finns det för eventuella skillnader i prissättning mellan konventionell pro-
duktplacering och placering av geografiska platser? 

Övrigt 

• Synpunkter, tankar och idéer? 
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Appendix E  Interview Guide to ProductPlacement 
   Agency  (English) 

Background Information 

• What is your main area of responsibility? 
• How long have you been on your current position? 
• History in Product Placement projects? 

 
The Product Placement Process 

• What criteria do you use when evaluating media, in relation to:  
 Activity Level? (How active the audience is? Ex. TV generally low while Inter-
net generally high). 
 Impact Level? (How much repetition is needed to get the message across). 

Communicative Level? (TV good at communicating image while newspapers 
good at communicating information).  

• What criteria do you have for placing a specific brand? 
• What criteria decide if and how a brand and a film fit together (seamless)? 
• How effective is Product Placement in relation to other marketing tools? 
• How is effectiveness measured? 
 Qualitative or Quantitative? 
• What requirements does the placing company have? 
• How consistent is the exposed placement with the agreed upon placement? 
• What kinds of brands are especially suitable for product placements? 
• How is the pricing of product placements done today?  

 
Location Placement 

• How do you choose the location for the production? 
 How much can you influence this decision? 
• Do you think that there are any potential in location placements? 
 Why / Why not? 
• What kind of places/destinations do you think are most suitable for location 

placements? 
• What do you think it would cost to make a location placement? 
 Is there any difference from traditional product placement and location  place-
ment? 

 
Other 

• Viewpoints, thoughts and ideas? 


