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ABSTRACT 

Product placement is a marketing tool that uses an unconventional way of promoting the products and 

brands in the entertainment setup, be it movies, dramas, or other creative content. The objective of the 

study is to see if the viewers register product placement and evoke any emotions in the viewers. The 

study uses qualitative research using interviews as a research method and thematic analysis technique 

to analyze the data. The population of the study is working women who watch dramas and movies as a 

pass time or as a means of entertainment. The study reflects that viewers register the product placement 

but aren’t happy with the directedness and repetition of the products and brands and prefer subtlety. 

The study will help the practitioners understand the primary viewers’ mindset, i.e., women, about the 

content and how they can plan the product placement aligned with the context to increase brand 

awareness and purchase intention. 

Keywords: Product Placement, Pakistani Dramas and films, advertisement, Influencer.  

 

INTRODUCTION 

In competitive times, marketers are always trying to use better marketing techniques to gain the trust of 

the consumers. One of the main aims of marketing is to make the presence of the product felt (Fatima 

& Lodhi, 2015) and make the consumers aware that a particular product exists in the market. While 

working on different choices, for the past one and half decades’ product placement has been gaining 

the attention of marketing practitioners and researchers. The idea of product placement is to incorporate 

a product or a brand purposefully in a non-commercial setting (Russell & Belch, 2005), particularly in 

some creative content ,e.g. film, drama, music video, etc. Product placement and brand placement are 

often synonymously used (Davtyan & Cunningham, 2017). Given the importance of using Product 

placement as a medium only in the US, the expenditure on Product placement has increased by 170% 

in comparison to the 15% increase in the Advertisement budget (Neale & Corkindale, 2022). 

Product Placement is not a typical type of marketing instrument but is considered an integrated 

form of advertising, sponsorship, and another personal marketing type in which the product’s use is 

elaborated. Kong & Hung (2012) stated that according to a Product Placement content analyst a 

significant percentage of dramas aired on American television contain 8.6 Product Placements, and then 

there is a competition between the products placed which are being attended to attentively and which 

are overlooked. Product Placement allows the customers to focus on the product as two-thirds of the 

audience or projected customers turn off the sound of television when an advertisement begins or may 

change the channel during the drama break, (Kiley, 2007). In contrast, most of the viewers have no 

issue if some product is being presented or described in the TV show and because of this very fact, 

hence it was considered as the future of the marketing industry (Van Reijmersdal et al., 2009). Also, 

the skip ad phenomenon has put Product placement in the limelight, and people can’t do anything about 

it, so they have to watch the ad (Emilia, 2022). 

Product placement and its use have been categorized over time (Gupta & Lord, 1998); the 

categories  are i)VIS: Visual only; where the name of the brand or the product is shown without any 

discussion on it, ii) Audio only, the brand/ product is being discussed without actually showing the 

product and iii) Audio-video, where the product/brand is talked about and shown on the screen. The 

analysis by (Iqbal et al., 2022) also used almost the same categorization by naming them as Seen, 

Mentioned, and Used, where for the understanding, we can say, Seen is when the brand is shown, 

mentioned; when talked about, and used; when shown and talked about. Another recent categorization 

of product placement by (Neale & Corkindale, 2022) talks about appropriate incorporation and making 

the placement program relevant and product relevant to explain it more relevant to everyday life.  
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Like any other marketing campaigns, strategies, and tools, the main aim of Product placement 

is to promote a brand’s offerings and increase its recall, recognition, and intention to purchase (Sharma 

& Bumb, 2022). Investment of marketing companies in the movies and dramas yields long-term benefits 

due to the longevity of the medium; dramas and films are watched time and again (Sung & De Gregorio, 

2008) especially when it comes to classics. Also, the producers and entertainment content (film and 

drams) makers are finding ways to reduce their budgets and get in someone to share the finances and in 

return provide them space in their content. In the Pakistani context, the importance of product placement 

is undeniable as the directors and producers are looking for companies to share expenses due to the 

prolonged nascent stage of cinema with rises and falls time and again (Sammiuddin, 2015) whereas 

dramas are doing well and also a brighter option for the marketers. The product placement in Pakistani 

content isn’t that strong and sometimes has failed to leave an impact. In certain films the products have 

been named where they had no relevance with the content or were unnecessary. The few films like 

“Main Shahid Afridi Hoon” used Pepsi and Habib Bank which were somehow suitable with the content 

whereas using of a bank in film Shah (Team, 2018) the continuous banter of Mcdonald’s menu in some 

films, the inappropriate use of Sprite in the movie “Dekh magar pyar sy”, the use of Cornetto in Tutti 

Fruit song in “Karachi sy Lahore”  (Iqbal et al., 2022) and the use of Fair and Lovely ka Jalwa song 

in “Jawani Phir Nahi Aani” are all examples of how product placement can go wrong and be annoying. 

Similar is the situation of product placement in the dramas where expensive brands are shown 

in the poor households who can’t afford it and usually the creativity is compromised while using product 

placement tool in the drama industry. The purpose of this study is to identify the effects of product 

placement on the Pakistani people who watch the dramas and get exposed to different product 

placements. This study aims at working women whose entertainment is films and dramas usually. The 

objectives of the study are i) to seek if the women registering the product placement, ii) if product 

placement is evoking any emotions in them towards brand. The study will be significant for the 

marketing practitioners, who are keen to use all the marketing tools, they’ll have an idea of the mindset 

of women and they can then use the information accordingly.  

 

REVIEW OF LITERATURE 

Product Placement is though a few decade old concept as justified (Williams et al., 2011) but it has rich 

history as it was in use in other forms the first ever product that was placed in a movie was in 1896, and 

that was soap promoted by Unilever (Sung & De Gregorio, 2008). 

 Newell & Salmon (2003) had a view that it was first used in the midst of year 1890 when films’ 

production, began but it was so subliminal and ignorant part that people didn’t notice it until 1938 when 

in a movie named “It happened one night” the main lead removed his undershirt and people noticed that 

which causes the sales of particular undershirts decreased (Gangadharbatla, 2006). It showed that 

people actually noticed that action and act accordingly later on. Similar examples were found in 

different movies where the protagonist does some particular actions with a product and later on those 

were copied by people. But (Avery & Ferraro, 2000) wrote that at that time it was unintentional and not 

well organized because nobody was using it for specific purpose and used them as crutches to enhance 

the reality of the scene it was just to fund the producer and producer showed the product in the film in 

order to fulfill the give and take relationship (Nelson & McLeod, 2005). 

Product Placement was first defined in 1987 but it was limited to movies.  Steortz (1987) 

explained that Product Placement can be anything related to product or brand, it may be its name, 

design, packaging, logo or even the colors related to it being used in a movie, drama or a song. The 

noticeable thing here is that it was perceived to be used only in the movies before the 90’s era. Friedman 

(1991) was the first to say that Product Placement is actually placing a commercial message within a 

non-commercial context in a theatrical form to be shown in movies and theater. (Ginosar & Levi-Faur, 

2010) also agreed with Freidman and explained it in the same context as was defined by him previously, 

and they both focused that it is a promotional medium. Some other researchers like (Baker & Crawford, 

1995; Balasubramanian, 1994; Nebenzahl & Secunda, 1993) insisted that this is promotional message 

which aims to get some monetary advantage in return which can be in form of increased sales.  

Tina & Buckner (2006) explained it as a positioning technique. Glass (2007) described it as 

advertising technique whereas (Lehu & Bressoud, 2008) first defined it as a marketing technique which 

is combining different communication technique to reach consumers in a new way. Williams et al. 

(2011) then combined all the definitions from different authors and said that it is actually a marketing 
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technique which is integrating other communication methods to place a product, its name, related 

colors, message etc. in a non-commercial setting to promote. 

Hence this can be considered as a comprehensive definition but still the portion explaining the 

need of return in the form of cash or other monetary terms can be a part of it. And the latest definition 

was given by (Kamleitner & Khair Jyote, 2013) and they took it from an advertiser’s perspective and 

defined it as a brand’s incorporation purposefully into and content that is going to be broadcasted in 

some media. Though they haven’t clarified which media it could be print or mass. 

Most Product Placement studies have focused on film as a percentage given by an author is 

33.87% of Product Placement has been done in movies and next come television which has percentage 

of 32.25% and almost 20% in video games (Kureshi & Sood, 2010). It showed that most of the 

advertisers believe films to be the strongest area to promote their products but in observance of 

(Cebrzynski, 2006) it is only effective when the promoter is promoting it with proper relevance with 

the settings of the media he chose for Product Placement as it can create negativity about the product 

and both producer of show and advertiser can go in a loss as the image of both will be harmed. 

The reason for taking more interest in films is that advertisers continue to look for ways to stay 

in touch with their customers and their prospects advertisers are continuously looking for mediums 

through which their products can reach a large volume of people with less spending and films are kind 

of medium which can be used repeatedly. Peer-to-peer file swapping is being reinforced. Williams et 

al. (2011) stated that most of these authors just focused on movies, TV and few focused on games but 

they have missed out the major channels being used today like YouTube and online marketing. All the 

entertainment channels can be utilized for the purpose of Product Placement and the online channels 

can’t be ignored. Previously the concept of Product Placement was limited to visuals whereas now it’s 

been used in verbal perspective as well.  

Product Placement is not a typical type of marketing instrument but it is considered as an 

integrated form of advertising, sponsorship and other personal marketing type in which product’s use 

is elaborated. Kong & Hung (2012) stated that according to a Product Placement content analyst a big 

percentage of dramas aired on American television on average contain 8.6 Product Placements and then 

there is a competition between the products placed which is being attended attentively and which is 

overlooked. Product Placement actually allowed the customers to focus on the product as two third of 

the audience or projected customers turn off the sound of television when advertisement begins or may 

change the channel during the drama break, (Kiley, 2007) whereas they have no issue if some product 

is being presented or described in the TV show and because of this very fact (Van Reijmersdal et al., 

2009) identified it to be the future of the industry. As per d’Astous & Seguin (1999) in television Product 

Placement is being used in one of the three types namely, implicit placement, integrated explicit 

placement and non-integrated explicit placement. In implicit PP strategy, the product is present in the 

scene informally, no one is talking about the product or product is not even being used or discussed by 

anyone in the context but it is placed somewhere from where it is visible enough and its benefits can be 

seen clearly. In an explicit PP strategy, the product is shown formally and is used exactly the way it 

shows its benefits. Characters are using it, calling its name and discussing its benefits. The third type is 

non-integrated explicit PP strategy, this type is just like simple sponsorship, in this strategy, the product 

is not placed in any drama, movie or show but its name comes before or after the program as a sponsor 

of the particular show or segment.  

Tiwsakul et al. (2005) identified in their research that many empirical researchers on Product 

Placement’s type and strategies failed to identify the different types due to narrow difference between 

them and even it is difficult to identify the difference between different type of media, there is a 

confusion what actually the term “movies” include.  

It is necessary for the Product Placement to be always positive as somewhere people can 

consider it in their own life, if the Product Placement is used in some kind of arguments or fight related 

program people would repel from them. The study by (Barnoff et al., 2010) explained this phenomenon 

with the use of an experiment that the environment of a clip matters a lot when users are relating their 

own experiences with certain product’s placement. Movies and television influences their viewer 

massively which is obviously an advantage and a big support for the users of this technique.  

With the passage of time, overall attitudes of people are changing and they are moving more 

towards technology and information seeking, they never waste their time on watching T.V ads, instead, 

they prefer watching some other channel which will provide them with a new type of information or 
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entertainment, so to cater this issue all the national, multinational and even government agencies are 

investing more money and time in this type of promotion (Russell, 2002; Russell et al., 2006). 

 

METHODOLOGY 

The study uses the qualitative research strategy in order to gain insights into the ideas of people 

regarding the product placement, which can later help the practitioners while planning the creative 

content for the product placement. According to (Strauss & Corbin, 1990) qualitative studies help in 

finding out the ideas and beliefs of people also their lifestyles and behaviors. Working women from 

Lahore, Gujranwala, Islamabad, and Rawalpindi constitute the study’s Units of Data Collection as the 

aim is to identify their ideas about product placement. The locales were chosen on the basis of ease of 

access and convenience using the convenience based sampling which is a non-probability sampling 

technique. Total 25 women were contacted initially, all ranging between ages 25-42, few couldn’t 

understand the idea of product placement, in the end 18 in-depth interviews were conducted. For the 

purpose of study, both in-person and telephonic interviews were conducted. After the interviews, 

thematic analysis was used for analyzing data.  

 

RESULTS AND ANALYSIS 

Profiling  

The demographic profiling of the participants is as follows; 

The names of the respondents are hidden due to the privacy concerns. The names of the cities are used 

in short. None disclosed the salary. Cities are written in short using the following codes;  

Islamabad= Isb, Lahore= Lhr, Gujranwala= Gjw, Rawalpindi= Rwp 

 

Table 1: Demographic Profiling 

Respond

ent No. 

Age Education Occupation Marital 

Status 

No. of 

Children 

Salary City 

1)  33 Ph.D Asst. Professor S - - Isb 

2)  36 Ph.D Sr. Research 

Economist 

M 2 - Isb 

3)  42 Ph.D Asst. Professor M 1 - Isb 

4)  33 MS School Teacher M 3 - Gjw 

5)  25 MSc. Media Officer S - - Isb 

6)  25 BSC Engineering Telecommunicatio

n Research Analyst 

M - - Rwp 

7)  35 MPhil Development 

Studies 

Faculty S - - Rwp 

8)  27 BSC Mass 

Communication 

Sales Manager S - - Lhr 

9)  29 MPhil Economics Researcher S - - Isb 

10)  38 Ph.D Asst. Prof M 3 - Rwp 

11)  29 MBBS Doctor M - - Lhr 

12)  28 BSC Economics Govt. Official M 1 - Lhr 

13)  37 MA English Science Teacher W - - Gjw 

14)  33 BSC Media studies Reporter S - - Lhr 

15)  37 MBA Media Manager M 3 - Lhr 

16)  40 MBA School Head M 3 - Lhr 

17)  35 MS School Teacher M 2 - Lhr 

18)  41 MS Lecturer M 1 - Rwp 
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THEMATIC ANALYSIS 

Purchasing Decision  

One of the pertinent questions was about making purchase decisions, to get affected by the marketing 

technique, all the women mentioned that they make purchase decisions for themselves and their 

families. All the married women were taking decisions for grocery, kids shopping, their shopping, and 

other household items whereas most of the single women mentioned that their focus of purchasing is 

on clothes, makeup, and other fashion items and sometimes grocery items. Purchasing decision was an 

important criterion towards the authentication of research that usually marketers argue that the 

advertising techniques tend to create a purchase intention and are targeted towards people who have 

purchasing power and who make purchase decisions. 

Understanding Product Placement 

Most of the respondents weren’t aware of the terminology of product placement but had an 

understanding of the phenomenon, few knew and two of the respondents haven’t registered any brands 

on display ever. The ones who understood the idea of product placement were able to mention the names 

of the brands they have seen in any form from the above-mentioned categories (visual only, audio only, 

audio-video). The brands they mentioned are as follows and few could name the dramas or films, the 

author has mentioned the drama year for identification when the drama/film went on air. Few 

respondents mentioned multiple brands including the product placements from as early as 2012 whereas 

few weren’t able to name any.  

 

Table 2: Product Placement in the dramas/Films 

Brand Drama/ Films Year  

Olpers Hum Tum Ramzan Play, 2022 

Sana Safinaz Paristan, Hum Tum Ramzan Play, 2022 

Alkaram Suno Chanda Ramzan Play, 2019 

Fair & Lovely Jawani Phir Nahi Ani Film, 2015 

Vivo Itel Paristan, Hum Tum Ramzan Play, 2022 

Sapphire - - 

Cornetto Film reference was given 

without name 

- 

Tapal Danedar Online comedy skit by Teeli  - 

Kaspas Restaurant Name not mentioned - 

Gloria Jeans Ana Drama, 2019 

Sabroso Suno Chanda  Ramzan Play, 2019 

K&N’s Not mentioned - 

Pepsi - - 

Coca Cola Coke Kahani 2012 

Tang - - 

Faiza Saqlain Chauhdary and Sons Ramzan Play 2022 

 

Register & Recall 

Three of the married respondents mentioned that they don’t register the brands, whenever there’s 

mention of brand it gets boring, almost all the respondents used same wording 

“there are lot of other things to worry about and then you have to see the ad again when we’re just 

trying to freshen up the mind, so we don’t bother”.  

They all mentioned almost same thing that life is already busy and tough with work, home management, 

kids and dramas are our only source of entertainment and we aren’t spending energies to look out for 

or listen to the brand discussion in the dramas. When the respondents gave examples of brands being 

part of the show they were asked about the recall which they said they can recall when talking about 

the brand but it’s not most of the case when they’re shopping. Most of the respondents say that they 

usually forget about it and don't recall it. One respondent (ID 9) however said jokingly 

" Whenever, I recall it in the shopping center, I know I don’t have to buy it".  

Whereas few others who could register mentioned that during shopping they don’t usually 

recall the brand they have seen in the content because either they aren’t shopping in that particular 

category or it wasn’t catchy enough that they would give it a try. Respondent (ID6) said: 
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“I like to spend on clothes and make up, nobody does make up placements and when it comes 

to brands used, they are really unrealistic so I make my choices otherwise”. 

The respondent is a single working woman and loves to spend her time watching films and 

dramas. In case of most of the respondents, product placement fails to create a purchase intention. 

Emotions & Brand Image 

When they were asked about the if the product placement has ever evoked any emotion in them, almost 

all of them mentioned that they over do the product placement so much and so over the top that it gets 

irritating and annoying. Most of the times the brand has nothing to do with the scene but it is there, they 

question the authenticity of brands as they aren’t realistic in the settings most of the times.  

The respondents were of the view that too much of discussion about the brand show it often as 

a cheap brand and creates an unseen issue with the brand.  One respondent(ID4) said  

"There were too much of product placements in the Ramzan plays that they made me avoid the brand 

of milk which everyone earlier liked at my home, seeing it just irked me and I didn’t get it”. 

This respondent is a mother of 3 and has to buy milk often. The respondents explained that the 

brand loses its charm and gives a feel of being unrealistic because it's all fake, the people promoting it 

aren't using it. Respondent (ID 14) stated  

“Ramadan dramas were all about Vivo Itel phone, I’ve serious issues with it, they are an upper class 

household, all of them are using IPhone throughout and then mentioning how amazing is this low 

price phone loudly in the center of a shopping mall, no it doesn’t happen like it, it’s showing it is fake, 

so it gets on my nerves”. 

In the interviews, there has been clear indication that overdoing and using unrealistic scenarios 

during product placement affects the reputation of the brand. 

Issues 

The major issues identified by responses were the product placement is done wrong in the creative 

content in Pakistan and it is done too overtly which sometimes doesn’t go well with the viewers and 

consumers. When asked about the major issue they mentioned the overdoing of it, the frequency, the 

excitement of it, is a serious drama they start over doing something to mention a brand which is 

problematic, and then the frequency adds to the negativity. Sometimes the household where the brand 

is being shown, or someone who is using the brand aren’t the right kind of people or settings for the 

products, either the middle-class household using the high-end brands or a very elite household is 

promoting a mid-range or low-range brand, which shows that it is fake and the people who are 

promoting it aren’t the ones who are using it. The way to go about it is subtlety. One respondent (ID 

13) replied to a question 

“You see I can let it go given their target is teen agers but no their target is, us, the women, especially 

the ones who have money and can make their purchase decisions, so bhai (brother) I don’t want to 

see loud ads in my dramas, calm down and tell me what do you want to say”. 

The Alternative Choices  

The respondents mentioned they aren’t willing to watch misplaced advertisements during the dramas 

where they cannot even skip them, if the marketers have to promote a product just advertise it or if they 

want to show it in some creative content they should at least make sense. In the current times the 

influencers who review the brands are the ones who are giving a true depiction of the kind a brand is. 

Two respondents (ID7 & 17) said  

“I follow few influencers, I may not agree to their lifestyles but they give solid reviews and their 

recommended brands are always worth trying”. 

“What matters for me is good quality, in dramas they don’t review it but only keep praising the brand, 

then why you chose a drama, stick with your normal TV ad, if you want to become part of the drama 

then mention prices, quality etc. So, I kind of trust these YouTubers who Unbox and review products, 

and multiple reviews are always a good idea”. 

Whenever a trusted social media influencer or a YouTuber (influencer using YouTube) is 

giving honest reviews about the brand that’s when people get intrigued about a brand and they think of 

purchasing it. If in any way the marketers want to use the product placement it should be very important 

to use the people, the viewers can relate to and trust with reviews.  
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DISCUSSION AND CONCLUSION 

Product placement was initially planned in a way that brands/products occur naturally in the scene and 

integrate well with the scene which would bring in the positive outcomes (Thomas & Kohli, 2011)and 

this may have been case earlier. The problem with the Pakistani Product placement is, it somehow 

shows the product placement is forced, it may be able to generate brand awareness but also shedding 

negative light on the brand. As mentioned above the environment of the clip binds the viewer to relate 

to the scenario and think of the product by (Barnoff et al., 2010)which can’t be the case if the placements 

aren’t aligned. A recent study revealed only one third of the brands are aligned with the story in Pakistan 

(Iqbal et al., 2022) 

One objective of the study was to see if people are able to identify brands in the creative content, 

most of the respondents were able to register the brand but their concern is the loudness and out of 

context setting. The product placements don’t work according to the ideal scenario, viewers may be 

registering the brand or can recall it but it’s not necessary that it will create favorable attitude and image 

of the brand (Neale & Corkindale, 2022). The objective of the study was achieved as most of the 

respondents registered the product placement and were able to talk about it, positive or negative. 

The second objective of the study was to see if the product placements are evoking any kind of 

emotions in the minds of viewers and the study answered it clear and hard. Most of the product 

placements in Pakistani Dramas/ films are annoying the viewers i.e. generating negative emotions in 

the minds of the viewers. In today’s time the viewers are woke and clear about what they expect from 

something they watch and in the case of this particular study where the respondents are working women, 

they have to watch something which entertains them rather bother them. They have varied beliefs and 

they evaluate scenarios differently (Kwak et al., 2009) also, any attempt of forced advertisement in the 

entertainment content can create negativity (Darke & Ritchie, 2007) and can lessen the effectiveness of 

the message (Williams et al., 2011)and the current study strengthens these beliefs. It is then very 

important to use the product placement very intelligently, everything shouldn’t be over the top, as 

respondent mentioned that too on the face, repetitive and loud product placements effected them 

negatively whereas they had no issues with the first few time the products appeared on the screen and 

were done subtly. Another recent study has explained something similar that most of the high exposure 

placements didn’t affect the viewers as much as subtle placements did (Neale & Corkindale, 2022). The 

product placements that are entertaining, informative and not loudly changing the perspective of the 

viewers often work better and are more effective (Lee et al., 2011).  

The study has established that the lack of product integration is like a missed opportunity in 

creating favorable and long lasting effects (Segrave, 2004). This has reflected in all the interviews, it is 

therefore very important that while using a medium to promote a brand, marketers get themselves aware 

of the ideas of the viewers and consumers and perceived outcomes of the marketing strategy based on 

the attitudes and beliefs of the consumers. Product placement is a widely successful strategy around the 

world but now people tend to ignore it now when it is like an advertisement (Kumar, 2017) the key is 

to keep it as subtle and organic as it can be in order to have an effect on the viewers and where viewers 

can turn into the consumers. This study was duly important because it provides a detailed account why 

the product placements in Pakistan are not turning into the purchases and secondly the population of 

the study are the individuals who are working women and watch the shows that have product placement 

and have the power of making purchase decisions. These women find the dramas and films the best 

time pass after a hectic day at work. A wrong product placement won’t negatively affect the brand and 

the viewer until and unless they don’t have to make a purchase decision. Product placements are 

registered by most of the people which means it has a spark to help the brand positively if used right. 

The current study focused on the working women and their impression of product placement, future 

studies can focus on other cohorts of the population and can use a different strategy to conduct the 

research on the effectiveness of the product placement. The final words by the author will be subtlety 

is the key and in the product placement, it has potential to go long way. 
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