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ABSTRACT 

Is product placement in films recognized by audience? Products are placed in films as 

covert advertisement. Films provide a platform to advertise diverse products in a variety of 

modes. Films are entertainment platforms which use celebrities to promote a product by 

weaving it into the story line. The undivided attention of the audience is sought on the 

product/service; which is a unique feature that film as a medium offers. The brand image 

created with the aid of films has an impact on recall at the purchasing point . This paper seeks 

to do a systematic review on product placement in films. Quantitative meta analysis is also 

done to check the impact of product placement on audiences. Numerous studies were found 

related to product placement. For the analysis forty-one studies which dealt with product 

placement in films were taken for analysis. The meta analysis points out that product 

placement is recognized by audiences and does have an impact on the audiences and 

companies. 
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