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. ABSTRACT : Primary aim of the paper s to study the impact of product placement on buying intention

of the consumer. It also studies various parameters which has an impact on the consumer buying

intention.

| of customer but gradually

Need for selecting the topic: Advertising has a huge impact on the minc

viated from its objective.In order to take the attention of the customer back various new technique
olved. The mode of promotion and communication tools has been changed. They tried to modity the
tence line of advertisement. Advertising strategies have been changed into new line As a result new

¢ ol promotion and comnunication tools has been evolved. Consumer wants to follow the trends of

fa’.;i(orjte celebrity. It has given the birth to a product placement. With the time use of product
Hnt_‘as aadverting tool is increasing. It is
. Many research has been conducted by
and sales but from the point o {view of

pema is still untouched inarca o (research.
asing intention, It has used the parameter like recall, ethical

2 win win situation for the brand owner as well as [or the

taking the perception of the brand and its increase in
consumer it is untouched. Among various cinema, the
This study aimed at examines the impact of product

in films on consumers purch
on.Brand attitude, brand awareness, purchasing intention,

reéearchers have studied the impact of product placement on the brand and its sales, This
ay of light on the product placement [rom the const
ool in advertisement. The papet will study the attitude of the viewer owards the placement

e films. After analyzing their attitu
Jlacement and placement on th

imer pointof view, Product placement 1§

de the level of aceeptance is being evaluated. Italso
¢ mind of consumer and their purchasing

product placement on various parameter, It

ding the impact ol
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i { product placements in films on purchase intentio
To explore the impact ol pro .
Hypothesis A
. nts in films on purchase intenti
Secondary: Toexplore the impact of product placeme p on. 5
To study impact of product placements in films on brand recall.
Hypothesis: 1 Factors leading to purchase intention. F
» Personal interest leads to purchase intention :
» Identification to a character and/or an actor leads to purchase intention,

2 i : :
2 Observer remembers the product placement when it is associated with an actor or positive filns

Scope: The scope is i
COHSIL o pe is to lf}ind the impact of product placement and brand recall on buying intentionof
I. 1his research i i e DRy
S lo scrutinize the factors which influence the consumer in buying the prod

n be stated as paid form for CXPOSE:
films and television. The study directed to cvaluate
d and used by the regional filmsa
¢ of the customer for the brand. I
1¢ 1o know about other new brands
come up as a new strategy to real"
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consumer intention.- The data will act as a base (o prove the hypothesis. Various test like Reliability,

orrelation, Regression are performed to find the relation among various variables of the paper.

Pilot Study: A pilot study was organized to check concept of product placement in the mind of the
viewer. Ithelped in constructing the questionnaire and reveal ing the weakness. A sample of 20 1s taken to
check the reliability of the questionnaire.

Significance: The research will gain insight on the purchasing intention of the consumer. The impacts of

various factors are being studied. The intention and consumer behavior is being measured. The study
- would be acting as anaddition to existing literature.

‘Conclusion: This research paper will put the light on the product placement as a communication tool
with the consumer. With this paper faculty and various advertising agency, media planner, brand head

can implement and develop various blueprint and design in order to extend the use product placement as
abrand communication.
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