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»Can one really distinguish between the mass media as
| instruments of information and entertainment,
and as agents of manipulation and indoctrination?*

-Herbert Marcuse-
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0 Executive Summary 1

0 Executive Summary

"Product placement is the most inexpensive way to get visibility and image
enhancement and sales power. Given the long lead times in film production, it's
not instant gratification. You have to take some risks with it. But you're getting into
the most powerful medium in the world. It's fun.”

-Gisela Dawson, president Catalyst Group-

In a business environment of saturated consumer goods markets and advertising
clutter in most established communication channels, marketers will need to find
innovative means of communicating product benefits to consumers and gain
competitive advantages. One way of doing this is placing products in
entertainment media such as cinema, TV or video films. Thereby, the obvious
shortcomings of traditional advertising can be avoided and substantial benefits
reaped that are associated with the subtle integration of promotional messages
into a medium that is unequalled in both reach and efficacy.

In order to maximise the envisaged promotional effect and to facilitate target-
orientated marketing, a diverse selection of instrumental placement options are at
the marketer's disposal. Their implementation can have many advantageous
consequences, but product placement’s indefinite legal status in Germany may
also impair its applicability for companies operating there. Scientific research has
so far fostered the role of placements in raising brand awareness and recall as
well as provoking attitudinal changes. However, despite numerous examples for
unprecedented placement success in marketing practice, a concrete confirmation
for its direct impact on buying behaviour is still elusive. Nevertheless, product
placement is a growing market and, providing some managerial guidelines are
adhered to, could be a profitable and effective addition to a competitive
company’s communication mix.



