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The clutter in the product racket and media has made the task challenging for marketers to reach their consumers. Thus both the Media and Advertiser’s search for innovative advertising techniques led to ‘ Covert Advertising’. Covert Advertising is a medium through which branded products are placed in movies, which is visible to consumers without any distraction. Leveraging on the entertainment value, emotional quotient of the film and its psychological impact on viewers has led the advertisers to utilize this medium. 
The phenomenon is gaining momentum due to its clutter free feature and advantages of celebrity endorsement for the product or brand in a movie. This advertising technique brings in an additional source of income for film producers, advertisers, corporate and it has proved to be a technique to strengthen their brand. A few firms get product placement at no cost by supplying their product to the movie company (Nikkei does not pay to be in movies but often supplies shoes, jackets, bags, etc). 
Scripts are tailor made for the desired brand so that when they are incorporated they look natural. Let is done through special mention in the programs, placement of logo or may be a shot of that particular brand. Movies have been used as the most popular platform for product placement. Showman Subhead Shag’s Headline showcased brands like Pass-pass and coca-cola. But recall the Irish Kapok starter Kara by the filmmaker, which had an entire song sequence with the Miami banner at the backdrop. 
Similarly time and again we have witnessed so many brands like ICC, Yamaha, Pepsi, Lays in movies Awakening, Bagman, Doom, Sushi and Skirmish respectively. Product placement, as the numbers suggests is bringing revolutionary change in entertainment economics. Objectives of the study The following are the objectives Of this research study : ; To study the present scenario of covert advertising in the world. To study the future prospects of covert advertising and their scope for the multimedia. ; To study the techniques used by the film makers, directors and companies. To measure the success of advertising campaign of brands in Terms of consumer appreciation. ; To study the determinants of specification factors which can decide the success of both the companies and movies. COVERT ADVERTISING Covert Advertising is the inclusion of a product, brand name or the name of the firm in a movie for increasing memorabilia of the brand and instant recognition at the point of purchase. It is an advertising technique in which he companies pay a fee or provide service in exchange for a prominent display of their product. 
For example, in a film, the main character can use an item or other of a definite brand, as in the movie Minority Report, where Tom Cruiser’s character John Anderson owns a phone with the Monika logo clearly written in the top corner, or his watch engraved with the Bulgaria logo. Some Latest Indian Examples: Swedes, for instance, shows the hero holding a Fed packet while traveling in a train in India. Waste mentioned brands such as Archive, In another movie Hungary had Evidence, Coca-Cola in the film Teal, Catbird in Parietal, etc. 
Marti Swift made its Indian debut with the release of the film Bunny aura Bali. Rumor has it that Marti had delayed the launch of this new model to time it with the release of the film. SIR using Santos cars in a ROUND and Chalet Chalet. Hollywood example of advertising in film is in l, Robot, where main character played by Will Smith mentions his Converse shoes several times, calling them “ classics,” because the film is set far in the future. Cadillac chose to advertise in the movie The Matrix Reloaded, which as a result contained many scenes in which Cadillac cars were used. 
Similarly, product placement for Omega Watches, Ford, VIII and BMW. Gaston Martin cars are featured in recentness Bond films, most notably Casino Royals. Habeas in Doom, John Abraham uses Habeas in the movie as a thief, from that time only many of Indians came to know about that bike. MISSION IMPOSSIBLE – Lampooning Domino’s Pizza in Pair Hear Peen Domino’s is known as much for the quality of its pizzas, as for its promise of “ delivery within 30 minutes or free”. Parses Arial-?? who is also the Domino’s brand ambassador-?? was seen in the movie happily munching on a Domino’s pizza. 
On being asked how he could afford a pizza even though he was broke, e informed that after ordering the pizza he hid himself till 30 minutes passed. Thus he got the pizza free even though the delivery boy had arrived well in time. The execution of this scene not only communicated the Domino’s value proposition but also created a light moment in the film with the seamless integration of branding and entertainment. Bagman for ICC Bank, Amanita Backchat is shown as a trustworthy, reliable and focused ICC bank employee who is dedicated to his customers. ICC is visible for around 8-10 minutes in the film. 
Consumer electronics and computers The 2006 film Casino Royals features many Sony product placements wrought, all characters use VIII laptops, Sony Ericson cell phones and Gaps, BRAVE televisions, and Bond uses a Cyber-shot to take photos. Apple’s products frequently appear in films and on television. In video games, products that most often appear are placements for processors or graphics cards. For example in EASE Battlefield 2142, ads for Intel Core 2 processors appear on map billboards. In the video game F. E. A. R all of the laptops have a Dell screener on them. 
Tourism New Zealand as a destination was positioned well in the movie ‘ Kayo An Pray Ha’. In fact such was the impact it became a popular holiday destination after hat. Previously it was not widely spoken of or considered as potential location among the film makers or tourists from India. Now it is being considered by students for higher studies and also by low skilled job seekers. The place is now being looked at by new perspective among Indians. Advantages of Covert Advertising ; The message has a wide reach and a long life with declining cost per exposure ; It is cheaper than overt advertising or sponsorship. Fifth programmer or film is a success advertising gets a wider audience. ; The product becomes linked to the film or programmer and the Ideology/ epistyle inherent in that text. This attracts people to buy into the image through the product. ; Has an immediate effect but it can be short term Sponsorship of television programmed. Failure in Covert Advertising Ta Ra Rum Pump : After you see drivers and cars layered by brands of their sponsors, Ta Ra Rum pump a film on racing cars would seem like the perfect avenue to showcase such similar branding. 
After all seeing these brands is what we’ve come to expect, but corporate honchos didn’t seem happy just with ‘ being there’. So they must’ve insisted on special close-ups and zooms for their brands. As a result we get a good dose of Castro, Goodyear and Chevrolet periodically. Headline : Covert Advertising in Video games Today, advertisers are much more interested in the $24 billion video game industry. Spending on in-game product placement was estimated at $300 million this year, with projections of $1 billion in spending by 2010. Nielsen ratings in 2003 showed a 7% decline in television viewing among 18 to 34 year-old males. 
This decline was directly attributed to the growing popularity of video games. 66% of males 18-34 own at least one game console, as do 80% of males ages 12-17. In 2006, 62. Million game consoles were sold. Currently, there are over 148 million gamers. As gamers age, become parents and continue to play games, older demographics become more highly represented while increasing the overall reach of the video game medium. PEPSI : CARS : CASTRO : And so on…… Connection between Brands and Films There is a evidence of shortened attention spans and a greater efforts to break through the clutter of multitudinous brands and media vehicles. 
The best way to deliver the message is to catch the customer off-guard when the rational defenses are down. The best to do so is to use the emotional gate ether than the rational gate. The rational gate examines the advantages, benefits, features and seeks value for money; the emotional gate is all about trust, love, identification and belief. These aspects have been leveraged by all kinds of brands wherein movies and brands flash identical messages at their target audiences. There is a need to examine synergies between the brands and films. 
The successful integration Of product placement within the film’s storyline has a long history – the first example being the yellow Ration bike used in Raja Spoor’s Bobby and Subhead Shag’s Hero and Kara. Hollywood also leveraged brands such as BMW(Bond movies), Jaguar, Ford, McDonald in Eddie Murphy (Coming to America), Ray Ban (Tom Cruise in Risky Business and Mission Impossible), Cataracts coffee, AOL, AT & T and lots in advertising world arena. Artistic integrity is crucial for successful brand successful brand placements and the operation has to be woven into the script. 
There is no fixed formula but the factors that are taken into consideration during the negotiation stage include: cast and credits; size of the projects and the producers; timing of the release; brand impact; number of screen during lease and post – release phase; and the possibilities of brand associations through contests and promotions. Depending on the content of the film and its story line, the agency can sketch a profile of viewers who could appeal to the targeted viewers. This is followed by a 360 degree marketing plan for cross promotions during the various stage of a film’s release. 
Six elements of strategy for in-film branding and communication ; The brand should be integrated in the script of the film, whether part of the entire theme or a particular situation. ; It should be in a selective and discuss manner and there should not be an overdose of the brand and its communication; ; Under no circumstance should the relevance of the brand be compromised. ; While dividing the choice of film for finalizing in-film branding, one should check the track record of the film producer and the director as well as the story line. One should try to be sensitive to the feelings and attitudes of floggers and viewers. ; Ensure that absolutely nothing is done to reduce the credibility of the brand under the pretext of creativity or entertainment. Covert Advertising is different from Celebrity Endorsement The celebrities endorse products and brands with commercial reasons, which normally comes in the breaks in television programmed or cinema halls. The phenomenon of zipping and change in television usage behavior due to surfing during the commercial breaks has reduced effectiveness of television commercials. 
Similarly commercials of cinema halls are found to be of low involvement as audience takes them as blocks between the reasons of visiting the cinema hall and the time available to them entertainment. So the brand communication and the entertainment product are viewed differently from audience of both media. Brand placements provides an opportunity where the involved audience gets exposure to the brands and products during the natural process of narration of movie or television commercial. 
PRODUCT PLACEMENT : A TECHNIQUE OF ‘ COVERT ADVERTISING A product placement is the inclusion of a product, brand name or the name of the firm in a movie for increasing memorabilia of the brand and instant display of their product. Product placement appears in plays, film, television series, music videos, video games and books. Product placement occurs with the inclusion Of a brand’s logo in shot, or a favorable mention or appearance of a product in shot. This is done without disclosure, and under the premise that it is a natural part of the work. Most major movie releases today contain product placements. 
The most common form is movie and television placements and more recently computer and video games. There are three ways product placement can occur : ; The placement simply happens This placement occurs without any type of formal contractual agreement to place a particular product or brand. The likely scenario in this instance involves some member of the cast or crew selecting a product to use in a scene because it will enhance the scene though the product itself may not be en or presented in a favorable light. ; The placement is arranged and some of the product serves as compensation. 
This type of placement a particular product is shown in the Movie/ Serial and no extra amount is paid for that. The product itself serves as compensation. ; The placement is arranged and there is financial compensation. In this type of product placement the company has to pay for the placement apart from the product. Types of Product Placement Corporate Advertising: TO improve company reputation. Ex – Tag Hotels used for grand parties in movies, Leno used in game shows like CB. Product/ Service placement: To demonstrate the characteristics of a product/ service. 
Showing a particular Bank (like ICC in CB) or Domino’s in Pair Hear Pier. Cross Advertising: To include facts, opinions or statements in a plot. Discussing a forthcoming movie like ‘ Such Too Ha’ in a television serial like ‘ Kinky AAAS Bi Kabuki Bah HTH’ is an Indirect promotion for the movie. Negative placement : To present a competitor’s product in a negative context. It is generally not intentional. For instance if a particular flight crashes in a particular plot in the movie, it is not intentional. Innovation placement: To introduce a new product. Ex Swift Car was introduced in the movie ‘ Bunny Aura Bali’. 
CASE STUDY Fashion (2008) NO. Of prints – 700 Budget 220 million cast Paranoia Copra, Kananga Arrant, Mugged Goods, Arabia Khan Director -?? Madhya Bankcard Producer -?? Ronnie Screwball “ Fashion” has got an A’ certificate that limited his audience size, but director-producer Madhya Bankcard who made this RSI. 220 million movie, earned as much as RSI. 85 million (RSI. 8. 5 scores) from in-film advertisement alone. A co-production of Motion Pictures and Bankcard Entertainment, “ Fashion” has six prestigious brand placements – looting brands Kamala and Rebook, Leno laptop, Sunlit shampoo, Cellulose and LOG Electronics. 
The brands have been chosen carefully so they are relevant to the scenes where they will be displayed, without causing a jarring note. RESEARCH ANALYSIS RESEARCH DESIGN Purpose of the study The research purpose indicates that this study is primarily descriptive. A descriptive study is undertaken in order to ascertain and be able to describe the characteristics of the variables of interest in a situation. The research draws some conclusions from the data collected which makes it descriptive. Extent of researcher interference The extent of researcher interference is minimal in this study. 
Respondents were made aware of the topic “ product placement”. Oral examples like the brand Nixon which is displayed on Iranian Spoor’s camera in the movie Wake Up Side will be explained. The events were studied as they normally occur. Data collection method Questionnaire The questionnaire was primarily and some questions were framed by the researchers through brainstorming. A five point Liker-type scale was used, with ‘ strongly agree’ at point one; ‘ agree’ at point two; ‘ neither agree nor disagree’ at point three; ‘ disagree’ at point four; and ‘ strongly disagree’ at mint five. 
Another five point scale with points like “ always, mostly, sometimes, rarely and never’ was used. Certain direct questions were given only two options “ yes” or “ no”. Data analysis This data was entered into SPAS, and the required computations had been completed in SPAS itself. Descriptive statistics like mean, median and standard deviation. Also graphical representations like pie charts, bar graphs and histograms were used. Cross tabulation was executed. Study setting The research was carried out in a natural environment with minimal interference of the researcher which shows that it is a field study in a encountered setting. 
SAMPLE Our sample consists of 50 students, 25 male and 25 female. The motivation for this selection was that respondents were thought to be an appropriate sample since young adults (18 to 24 years of age) are avid film attendees. Respondents also possess the disposable income to attend films. Product placement in films is therefore an effective way to target young, affluent and well educated consumers. The data thus collected is primary in nature. It was entered into SPAS, and the required computations were completed in SPAS itself. ANALYSIS Age of Respondent Maximum respondents are of the age 21 . 
Do you notice products placed in a movie Most of the respondents notice the products placed in the movie Does product placement disrupt the flow of movie and irritate you? Most of the respondents feel that product placement rarely hinders the flow of the movie Do you know that product placement is a method of Advertising? Almost all respondents are aware of product placement as a method of advertising Other Findings Discuss with others after the movie It is inferred that 83. 3% females always discuss products after watching movies which is very high compared to 16. 7% males who rarely discuss the products. Influenced by 
The respondents have ranked talk shows to be the most influencing medium. The next influential media are movies and music videos. Soaps and theatre plays are the least influential. Factors that influence your buying behavior The respondents give primary importance to the product and then the brand followed by the celebrity. Product brought after watching them in movies It is seen that females mostly have purchased FMC products whereas men have purchased electronic goods. CONCLUSION Advertising occupies a major place in Integrated Marketing Communication strategy of corporate It has evolved in sync with the changing media environment. 
They are constantly in search of innovative technique which has grabbed the attention in recent years is ‘ Covert Advertising. A conclusion drawn from the research was that products placed prominently in films were better recognized than those placements placed subtly within the context of the film. Another aspect closely considered in this research was the effect product placements have on the realism of the film. Why are covert advertising successful? Low cost per exposure. Catches the audience when its rational defenses are down. It can help target particular employees as movies are made keeping in mind different genre’s of people. 
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