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ABSTRACT
During the past 20 years, the practice of product placement as a marketing strategy 
has been widely extorted. Therefore, this research aims to analyse the effectiveness 
of product placement in films. An experimental design was employed with 40 
respondents from UCSI University employing theories of the Hidden Message 
and the Character-Product Interaction (CPI). The correlations between product 
placement in film, purchase intention, and brand attitude were found significant. 
Brand attitude and purchase intention had increased after the exposure to product 
placement. Limitations were taken into account in terms of demographic, efficiency, 
and extensiveness. Theories of the Hidden Message and the Character-Product 
Interaction (CPI) are applicable to study product placements. In other words, 
marketers are suggested to use product placement strategy in films to generate 
positive brand attitude and sales. 

Keywords: Product placement, purchase intention, brand attitude, the Hidden 
Message, the Character-Product Interaction (CPI), Malaysia

INTRODUCTION
“Product placement is the practice in which firms pay to place branded products (e.g., brand 
name/logo, package, signage, other trademarks) in the content of mass media programming” 
(Homer, 2009). Product placement is composed of an advertiser or company creating 
some attractive content to sell something (Falkow, 2010). The first investigation of product 
placement was in the late 1980s, in which product placement was initially defined by Steortz 
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as the branded products, or signage in a motion picture (Steortz, 1987, as cited in Newell, 
Salmon, & Chang, 2006). Later, Balasubramanian suggested that product placement be 
inconspicuous and organised as it aims to influence audiences (Balasubramanian, 1994, as 
cited in Kramolis & Drabkova, 2012).

Product placement has been widely used in the international film industry because 
of its efficiency, but its use in Malaysia is limited. However, product placement is getting 
widespread in Malaysia as compared with a few years back. According to Oxford Economics, 
it shows that the film and TV industries in Malaysia have a contribution of RM2,910 million 
in 2013 (Oxford Economics, 2013). This indicated that people in Malaysia have an interest 
in watching film and TV, besides that, it also indicated that it will be a great potential for 
marketers to place product placement in the film.

Two problems are being discussed in this research. The first problem in this research is 
some of the marketers placed product placement without getting sufficient information, and 
the second problem would be due to the lack of study on product placement in Malaysia. 

The first problem was inspired due to the commercialization of this society. People 
nowadays are living in a commercial world in which they are exposed to advertising every 
day, but there is still limited knowledge and information to marketers on product placement. 
In 1983, product placement, in the movie Risky Business, had been described as ‘risky product 
placement’ (CBC Radio, 2015). The product, Ray-Ban Wayfarers, almost plummeted in sales, 
but they decided to use it in the film anyway. In the end, it did bring the company back to 
life. This shows the risk between success and the failure of product placement. 

The second problem was being discussed because of the lack of being studied in 
Malaysia. However, this perhaps is good news because it means that people seldom notice 
they have been used to watch a product placement in the film which led to the lack of attention 
of product placement. At first glance, it may seem like many people think that commercial 
advertising is the only way to place an advertisement but it is not. There are alternative 
avenues to product placement that can be explored. 

Product placement

Purchase  intention

Brand attitude

Figure 1: Conceptual Framework of The Correlation of Product Placement Towards 
Purchase Intention and Brand Attitude

Two theories may explain the correlation of product placement, purchase intention, and 
brand attitude. The two theories which guided this research are; the Hidden Message, and 
the Character-Product Interaction (CPI) theory. First, the Hidden Message is used when a 
particular message has to be manipulated or misled unconsciously to have a different point 
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of view of viewers towards something (Bhasin, 2017). This theory has often been used in 
advertising, it changes viewers’ perception by reducing, or deluding. Second, the Character-
Product Interaction (CPI) is defined as any physical interaction of the product and character 
in the film (Patton, 2014). CPI is a persuasive type of placement that can be used to measure 
the effectiveness, awareness, attitude, purchase intention, and willingness to pay (WTP) 
of a consumer (Kamleitner & Khair Jyote, 2013). CPI mainly happens in the visual type of 
product placement since it refers to physical interaction in film. Figure 1 shows the conceptual 
framework for the current study.

This study is to identify the effectiveness of product placement in the film. The objectives 
are as follows:

• To identify the correlation between product placement in film and purchase intention. 
• To investigate the effectiveness of product placement towards brand attitude. 
• To investigate the difference in purchase intention after the exposure of product 

placement. 
• To investigate the difference in brand attitude after the exposure of product 

placement. 

LITERATURE REVIEW
Product placement will affect purchase intention (Yao & Huang, 2017). 84% of respondents 
have higher purchase intention as a result of watching movies that have product placement 
(Filieri & McLeay, 2014). Product placement intends to affect audiences’ attitudes (Russell, 
2002, as cited in Gillespie, Joireman, & Muehling, 2012). Boerman, Van Reijmersdal, and 
Neijens (2015) conducted a research which shows that different kind of the disclosing of 
placement will lead to different brand attitudes. 

Product Placement 
There are three types of product placement: visual, spoken and usage (Russo, 2010). A visual 
style product placement product can be observed by its logo, brand name, trademark, or 
any appearance which can easily be recognized. Spoken product placement is when audio 
mentions a particular product or service. A usage product placement occurs with the 
combination of visual and spoken product placement. Usage product placement has both 
visual and spoken factors. 

Purchase Intention
Scholars define purchase intention as a personal behavioral tendency. Another definition 
indicates purchase intention as the desire to buy a brand (Shabbir, Kirmani, Iqbal, & Khan, 
2009). When someone’s purchase intention increased, it means that the probability for the 
individual to purchase increases (Schiffman & Kanuk, 2007). Daneshvary and Schower (2000) 
believe that purchase intention is not only to describe the preference of the consumers but a 
relationship with demographics like age, sex, social class, and education. Purchase intention 
can also be defined as the decision of physical behavior, which indicates that a person’s 
behavior is based on the product itself (Wang & Yang, 2008).
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Brand Attitude
Attitude is the behaviour of observing a particular subject to make a judgment of whether 
have a preference on the subject or not (Filieri & McLeay, 2014). Besides expressing positive 
and negative comments and feelings, the attitude also reflects the intention to act in agreement 
or disagreement (Lin, Wu, Liu, & Lee, 2012). There are two discourses in advertising: direct 
or indirect (Chan, 2017). A direct or indirect advertisement leads the consumer into different 
brand attitudes which may influence their purchase intention and buying decision. Attitudes 
towards brands or brand attitudes are a key factor in measuring the value of the brand. 
Poudpongpaiboon and Arakvichanun (2014) define that attitude can be learned from the 
environment or people we always get along with; based on particular subjects, the process 
of learning has a prediction of its preference. 

Product Placement and Purchase Intention
Purchase intention is a thought (Park, 2002). According to a research by Yao and Huang (2017) 
with a hypothesis that product placement marketing shows remarkable effects on purchase 
intention in a traditional industry. Gageler and van der Schee (2016) argued that product 
placement has a positive correlation with purchase intention, it has a positive influence on 
product placement which increases their positive purchase intention especially when it is 
with favourite celebrity even though they perceive it as unethical. Patton (2014) found that 
there is no relationship between product placement and respondent’s intention to purchase 
but they are more likely to buy a prominent product in product placement with character. 
Audiences are more willing to purchase products with explicit placement rather than implicit 
(Lai, Lai, & Chiang, 2015). Therefore, based on the above works of literature, a hypothesis is 
formed based on purchase intention:

• H1:  There is a significant correlation between product placement in film and 
purchase intention.

Product Placement and Brand Attitude
Brand attitude is defined as the positive or negative recognition of a consumer towards a 
branded product or service (Dolbec & Chebat, 2013). According to Nagar (2016) with the 
presence of consumer response towards brand placement in a movie, the researcher found 
that entertainment event is significantly predictive of an increase in the evaluation of brands 
placed in movies. Audiences generally have a favorable attitude towards those placed product 
on product placements as long as the product were not the product that will bring negative 
impact on human (Schmoll, Hafer, Hilt, & Reilly, 2006). Males are more likely to accept cars 
and 3C products in a movie while females are more likely to accept food and beverage (Guido 
et al., 2010). Hence the hypothesis below is made:

• H2: There is a significant correlation between product placement in film and brand 
attitude.

Purchase Intention After the Exposure of Product Placement
A lot of evidence shows that product placement will affect purchase intention (Friedman & 
Morton, 2002, as cited in Kuhn, Hume, & Love, 2010). Srivastava (2014) researched product 
placement as an alternative strategy for a better brand recall than an advertisement. Although 
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brand recall has no support in this research, changes were found in perception, purchase 
intention, emotional connection, and a recommendation to others from the interview. Nagar 
(2016) did an experiment study and it reveals that product placement created positive 
purchase intention. Hence the hypothesis below is made:

• H3: There is a significant difference in purchase intention after the exposure of 
product placement.

Brand Attitude After the Exposure of Product Placement
Product placement is a technique used by marketers to shake consumers’ brand attitudes 
(Avery & Ferraro, 2000). The study by Homer (2009) investigated the effects of repetition 
of product placement in television and movies and it provided evidence that repetition 
of obvious placement will lead to a negative impact on brand attitude. Obvious product 
placement might get rejected by and offenses the audiences which then leads to a more 
negative result (Hall, 2007). Hudders, Cauberghe, Panic, Faseur, T., & Zimmerman (2012) 
found that brand attitude getting higher when the brand that being placed is prominent but 
only when participants identified the artist in a music video that being shown. Therefore, 
based on the above literature, a hypothesis is formed:

• H4: There is a significant difference in brand attitude after the exposure of product 
placement.

METHODOLOGY
A quantitative research approach was applied to this study. Experiments were applied to 
this research design, with the correlational relationship of experiments in this research. There 
are two groups conducted in this experimental research (control and treatment group), each 
group with 20 students. Two groups from UCSI University were chosen to participate in 
this experimental research.

Instruments
A questionnaire was drawn out based on previous studies, literature, and a published thesis, 
which related to the topic of the researcher. The questionnaire contained four sections which 
are demographic profile, product placement, purchase intention, and brand attitude (see 
Appendix A and Appendix B). Demographic profile was measured by nominal and others 
were measured by Likert scale. Descriptive statistics, Pearson correlation, and paired sample 
t-test were applied as the statistical analysis.

Participants and Sampling
The researcher used convenience sampling as a sampling method, UCSI University (Kuala 
Lumpur campus) has approximately 10,000 students (UCSI University, 2018). Students 
selected as respondents for this research were age ranges 18- to 30-year-old undergraduate 
students. Two groups were chosen to participate in this experimental research, each group 
with 20 students. Participants were selected based on inclusion and exclusion criteria. For 
inclusion criteria, two characteristics were included: who likes to watch films, spends at least 
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an hour monthly on film. Besides, for exclusion criteria, those who are knowledgeable in 
product placement were not counted in. 

Data Analysis
Pearson correlation coefficient was used to run SPSS. Information provided was key in on 
SPSS to analyse. In analysis, a correlation coefficient was used to calculate the strength and 
route of the different variables (Rumsey & Unger, 2015). The value of r all the time is between 
+1 and -1. -1 represents perfect negative; +1 represents perfect positive and 0 represents 
no relationship (Rumsey & Unger, 2015).  Paired sample T-test was used to compares two 
variables (purchase intention and brand attitude) that are from the same individual (product 
placement) pretest and post-test have to be compared to determine the difference (SPSS 
Tutorial: Paired sample T-test, n.d.).

Data Collection 
The type of data collection conducted in this research was a quantitative survey. Students 
at UCSI University (KL campus) were suitable in contributing to this research. The Control 
group (n = 20) was required to fill in the questionnaire without watching the selected movie; 
the treatment group (n = 20) was required to fill in the questionnaire before and after watching 
the selected movie - Jurassic World. During the survey session, both groups were placed 
in the same venue to get a more accurate result. All participants were given a 5-10 minutes 
duration to complete the survey questionnaire without informing them of the purpose of 
the survey. A total amount of 40 participants were mainly selected from Block B library, 
Block A, and Block C. 

Participants
Based on Table 1, out of 40 respondents, there are 17 (42.5%), male respondents, while 
female respondents have 23 (57.5%). Most of the respondents are age between 22-26 (55%) 
and 1 (2.2%) of the respondents are age 27-30. 19 respondents (47.5%) has less than RM1000 
income possibility because most of the respondents are students; 11 respondents (27.5%) 
has an income range between RM1001-RM2000; 9 respondents (22.5%) has an income range 
between RM2001-RM3000, and 1 respondent (2.5%) has more than RM3001 income. 

Table 1: Distribution of Respondents According to Demographic Characteristics (n= 40)

Subject Frequency Percentage (%)
Age:                            

18-21 17 42.5
22-26 22 55.0
27-30 1 2.5
31-35 0 0

Gender:

Male 17 42.5
Female 23 57.5
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Nationality:

Malaysian 21 52.5
Indonesian 9 22.5
Chinese 10 25.0

Income:

Below RM1000 19 47.5
RM1001-RM2000 11 27.5
RM2001-RM3000 9 22.5
Above RM3001 1 2.5

Time spend on watching films per week:

< 1 4 10.0
1-2 hour(s) 12 30.0
2-3 hours 17 42.5
> 4 7 17.5

FINDINGS
The relationship between product placement in film and purchase intention is explained 
in Table 2. According to Guilford’s Rules of Thumb, it shows that there was a moderate 
positive correlation between the two variables (r = 0.564, n = 40, p = 0.000) which indicates a 
significant relationship between product placement in film and purchase intention (p < 0.05). 
This explained that product placement leads to a higher purchase intention, and product 
placement in the film does influence audiences’ intention to purchase.

Table 2: Pearson Correlation between variable Product Placement in film and purchace 
purchase Intention (n=40)

Purchase Intention H1

R Sig Value (p)

Product Placement 0.564** 0.00 (accepted) Accepted

**. Correlation is significant at the 0.01 level (2-tailed)

The relationship between product placement in film and brand attitude was explained in 
Table 3. According to Guilford’s Rules of Thumb, it shows that there was a moderate positive 
correlation between the two variables (r = 0.648, n = 40, p = 0.000) which indicated a significant 
relationship between product placement in film and brand attitude (p < 0.05). This explained 
that product placement leads to a higher brand attitude, and product placement in the film 
does influence audiences’ attitudes toward the brand.    
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Table 3: Pearson Correlation between variable Product Placement in film and Brand Attitude 
(n=40)

Purchase Intention H2

R Sig Value (p)

Product Placement 0.648** 0.00 (accepted) Accepted

** Correlation is significant at the 0.01 level (2-tailed)

A Paired Samples T-Test was applied to examine the variables between pre-and post-exposure 
of respondents to a movie with product placement. According to Table 4, the mean has 15.60 
before the exposure of the movie and 20.95 after watching the movie, 5.35 was increased. 
With the significant value of 0.000 (p < 0.05), there is a moderate positive correlation between 
the two variables (t = - 8.335, n = 20, p = 0.000) which indicated there is a significant difference 
between product placement in film and purchase intention after being exposed to product 
placement.
 

Table 4: Paired T-Test: Purchase Intention before and after the exposure towards 
product placement in the movie - Jurassic World (n= 20) 

Exposure Mean T-Value Significant
Value (p)

H3

Before 
After

15.60
20.95

- 8.335 0.000 Accepted

According to Table 5, the mean before the exposure of the movie is 19.95. The mean after 
the exposure of the movie is 25.05, 5.10 was increased. With a significant value of 0.000 
(P<0.05), there is a moderate positive correlation between the two variables (t = -3.435, n = 
20, p = 0.003) which indicated there is a statistically significant difference between product 
placement in film and brand attitude. Hence this can be concluded that respondents have a 
positive attitude toward the product placed. 

Table 5:  Paired T-Test: Brand Attitude before and after the exposure towards product 
placement in the  Jurassic World (n= 20)

Exposure Mean T Value Significant
Value (P)

H4

Before 
After

19.95
25.05

- 3.435 0.003 Accepted

DISCUSSION
This study was aimed specifically at the relationship between product placement, purchase 
intention, and brand attitude among college students. The data was analysed by Pearson 
Correlation and Paired sample t-test. All proposed hypotheses were fully supported, and 
the main findings are discussed. 
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For H1, it was hypothesised that there would be a significant correlation between 
product placement in film and purchase intention. This study pointed out the correlation 
between product placement and purchase intention. Lai and colleagues (2015) stated that 
explicit placement has a higher mean than implicit placement. Omarjee and Chiliya (2014) 
tested the relationship between brand recognition and purchase intention in music videos 
which significant was less than P<0.05. Yao and Huang (2017) found placement marketing 
shows remarkable effects on purchase intention. 

On the other hand, according to Patton (2014), no correlation was found between 
product placement and purchase intention (r = .07, p = 0.425). This was because most of the 
respondents still believed that they were more influenced to purchase the product they saw 
in a commercial advertisement. Besides, the researcher did not mention any brand name or a 
specific product in the questionnaire. In the research of the discussed topic, a specific product 
Coca-Cola was mentioned with the same hypothesis as Patton, a significant relationship was 
found in the current research. 

For H2, it was postulated that product placement in film correlates significantly with 
brand attitude. The result found in this study was similar to that of Kit and P’ng (2014) They 
found that respondents were more in favour of a brand being placed more subtlety. It is also 
similar to the result by Balasubramanian, Patwardhan, Pillai, and Coker (2014) They stated 
that the attitude toward product placement has a positive influence on the brand. Kwon (2012) 
shows that the more the audience watch television shows the more positive attitude they 
will have toward the product placement. The hypothesis being supported with Correlation 
Analysis (r = 0.290, p = 0.01). 

However, Chan and colleagues’ (2016) research result was in contrast with the result 
of this study. Their study was conducted in the relationship between respondents’ cognitive 
influence on their brand, and the attitude towards the placed brand before, and after, exposure 
to selected videos. The results show a statistically significant negative association between 
respondents’ cognitive and attitude towards the placed brand (p = 0.12, p < 0.05) because 
participants’ brand attitude towards the placed brand gets more resistantly once they noticed 
the appearance of the brand. Respondents from both researchers were from a similar age 
range, but the result did not show the same, this can be inferred that different results will 
happen even in a similar age range.

For H3, it was hypothesised that there is a significant difference in purchase intention 
after the exposure of product placement. This study pointed to the purchase intention before 
and after the exposure towards product placement. Kyrkjeeide and Lervik (2015) research 
result found a positive significant change in purchase intention for the weak brands after 
respondents were exposed to subtle product placements. 

Chan (2012) examined that there is a negative relationship between product placement 
and purchase intention, but this hypothesis has no evidence to support which means that 
there is a positive relationship between these two variables. A similar result was found from 
research by Reis (2013). She stated that children who are exposed to commercial media with 
product placement have lower purchase intention than children who are not exposed. 

However, this is contradicting with the result by Fichman (2015) that gender will 
influence the purchase intention on product placement. To get a high-quality response to 
this hypothesis, there is an equal of female and male respondents which 48.7% of female and 
51.3% of male. The significant value between females and purchase intention on product 
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placement has 0.695 and 0.351 for males (P<0.05). Although there is equality amount of gender, 
both females and males did not show support because the chosen brand was a processed 
meats brand that has no interest to most of the participants. The similarity found from the 
research, correlated to the current research, both female and male respondents have 57.5% 
and 42.5%, but the hypothesis “there is a significant difference on purchase intention after 
the exposure of product placement” was being supported. There was a slight difference 
between the two pieces of research in which Fichman focused his research on science which 
is visuospatial abilities, this is an individual’s capacity to identify visual perception and 
association among (“Visuospatial Ability,” 2017); the current researcher focused her research 
on an advertisement.

For H4, it was postulated that there is a significant difference in brand attitude after the 
exposure of product placement. This study pointed to the brand attitude before and after the 
exposure towards product placement. “Placement marketing presents significant effects on 
product attitude” was found supported by Yao and Huang (2017) with a significant value 
of 0.000 (p < 0.05). Cholinski (2012) research result was similar to the result of this study. He 
has a hypothesis of when audiences were exposed to prominent placement, they will have 
a more positive attitude towards the placed brand. The hypothesis was being supported. 
Besides, Ruggieri and Boca (2013) found that respondents who were exposed to the video 
treatment have a positive attitude with mere placement. 

 It is inconsistent with the study of Dietrich (2016) which he argued that there is no change 
in the attitude of respondents towards the product placement of the “Febreze” brand. The 
hypothesis was supported. Most of the respondents have only one point and two points of 
willingness to use it because they noticed that it was a product placement. The result shows 
a difference from the current research, with the similar item “I like Coca-Cola I watched in 
the film”, has only 27.5% of respondents answered strongly disagree and disagree with this 
item. Respondents of the research are mostly from the United States (U.S). In the United 
States, product placement has been commonly used, $ 3,700,000 had been spent on product 
placement in 2008 and the cost is expected to increase (Williams, Petrosky, Hernandez, & 
Page, 2011). The possible reason being people staying in the U.S. have common knowledge 
of product placement. Due to this, they may have had a more negative attitude on product 
placement.

IMPLICATIONS
Theoretical and practical implications were found in this study. In the perspective of 
theoretical implication, the study helps to further prove that the two theories applied are 
applicable to contribute. Both theories were applied and significance was found, which 
supported the applicability of the Hidden Message and the Character-Product Interaction 
(CPI) for undergraduate students in UCSI University. For practical implication, this study 
suggests marketers apply the product placement strategy in a film to increase the purchase 
intention and positive brand attitude of audiences. The research could serve to provide 
marketers/advertisers a deeper understanding of product placement in the current market 
situation, specifically in Malaysia. 
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LIMITATIONS
The research has its limitation where it is conducted within a small population in which only 
40 respondents among UCSI University (KL Campus). It is suggested to research a similar 
topic covering more age groups and a larger sampling size. Besides, time is also a limitation in 
this research since respondents were required to watch a two-hour movie. Future researchers 
are suggested to conduct their experiment with a longer duration. Another limitation of 
this study was that the researcher selected only one product from a movie for the treatment 
group in the experiment. Results were only focused on the particular product without any 
comparison with other products. This can only represent the success of product placement 
on the category of the product or the genre of the movie.

CONCLUSION
Purchase intention is found to has a correlation and significant relationship with the product 
placement among students at UCSI University. They have positive purchase intention 
towards product placement but they will not consider purchasing the Coca-Cola product 
in the long term.  

Additionally, brand attitude is found to have a correlation and significant relationship 
with the product placement in the film despite a low preference towards the product in the 
selected film. Furthermore, a significant difference was found in purchase intention after 
the exposure. Students at UCSI University are likely to purchase the product in short term 
instead of the long term. However, a significant difference was found in brand attitude after 
the exposure by the mean increased. Respondents have a significant positive change of brand 
attitude with the appearance of Coca-Cola in the movie but it does not mean they will not 
consider buying other brands.

In short, UCSI University students generally have positive purchase intention and 
brand attitude on product placement in a film no matter before or after the exposure to the 
selected movie Jurassic World. The exposure of a product in a film positively improves their 
brand attitude towards the brand of the product placed, and so does their purchase intention. 
However, product placement is not the only factor influencing the audience’s brand attitude 
and purchase intention. 
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