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Objective: The primary aim of this research is to present a paradigmatic model
for brand placement in the Iranian cinema industry using a grounded theory
approach. Methodology: This study is applied in purpose and descriptive-
exploratory in nature, employing a mixed-methods approach. In the qualitative
section, 28 experts from the fields of marketing and the cinema industry were
selected using non-probability snowball sampling, and semi-structured, in-depth
interviews were conducted with them. In the quantitative section, 384 master's
and doctoral students in business management and participants in open
managerial courses were selected through convenience sampling, and data were
collected via questionnaires. For data analysis, grounded theory was used in the
qualitative section, and structural equation modeling was employed in the
guantitative section. Findings: The qualitative findings revealed that 85 concepts,
31 subcategories, and 12 main categories were identified within the paradigmatic
model. These categories include causal conditions (factors related to the film,
audience, and brand), the central phenomenon (brand placement), strategies
(branding strategy and audience strategy), intervening conditions (facilitators and
inhibitors), contextual conditions (related to the film and audience), and
consequences (for film producers and brand owners). The results of the
confirmatory factor analysis also confirmed the validity of the research model
with a good fit. Conclusion: The results indicate that brand placement in the
Iranian cinema industry can create mutual value for both brand owners and
cinema industry practitioners. Enhancing the effectiveness of brand placement
requires attention to factors related to the film, audience, and brand, as well as the
formulation of appropriate branding and audience-focused strategies. Marketing
managers and film producers should pay special attention to the alignment
between the brand and film content, the use of appropriate execution techniques,
and engaging active audience interaction.
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EXTENDED ABSTRACT
Introduction

Brand placement in films and various media has emerged as a significant marketing strategy in
recent decades (Davtyan et al., 2020; Davtyan et al., 2016; Davtyan & Tashchian, 2022; Gupta et al., 2020). This
strategy aims to enhance brand awareness, improve consumer attitudes, and stimulate purchase intentions
(Dens et al., 2016; Dens et al., 2012; Gibson et al., 2014; Limbu, 2022). In different countries, brand placement
has been examined considering cultural and local characteristics (Chan et al., 2016; Hofman-Kohlmeyer,
2018, 2020; Kureshi & Sood, 2011).

In Iran, with the growth of the cinema industry and increased domestic productions, new
opportunities for brand placement have emerged (Agababaee & Rieck, 2023; Han, 2022; Khan, 2022).
However, limited research has been conducted on the impact of brand placement in Iranian cinema
(Khodadadi, 2017; Ranjbaran et al., 2022). Iran's unique cultural and social factors may influence audience
perception and acceptance of brand placement (CAKkici et al., 2023; Khamsy, 2021; Nasehi & ijar, 2020; Zeiny,
2013).

Studies have shown that various factors such as brand-content congruence, placement prominence,
repetition frequency, and media type can affect the effectiveness of brand placement (Chavadi et al., 2019;
D'Hooge et al., 2017; Hofman-Kohlmeyer, 2018, 2020; Vashisht & Pillai, 2016; Vashisht & Sreejesh, 2015). For
instance, Verhellen et al. (2015) indicated that consumer familiarity with the brand and its fit with the
content can lead to improved attitudes toward the brand. In Iran, branding issues have also attracted
attention. Kashi (2013) explored consumer purchase behavior toward local versus foreign brands (Kashi,
2013). Khodadadi (2017) investigated the challenges of branding Iran from the perspective of tourism
suppliers (Khodadadi, 2017). In the sports and fashion industries, branding of players and teams has been
considered (Javani, 2013; Nazemi & Bagherzade, 2021; Pashaie et al., 2022; Sharifzadeh et al., 2021). Some
studies have focused on the effect of brand placement on awareness and purchase intention (Limbu, 2022;
Melati & Abdurachman, 2021; Putri, 2023; Seman et al., 2019). Seman et al. (2019) indicated that product
placement in films can influence purchase intention and attitudes toward the brand. In cinema, research
has shown that brand placement can affect consumer attitudes and behavior (Cooper et al., 2010; Srivastava,
2016; Zluhan et al., 2021). Some studies have investigated the effect of disclosing brand placement on
consumer attitudes (Reijmersdal, 2016; Reijmersdal et al., 2016). Results suggest that disclosure can increase
consumer awareness of advertising and influence their attitudes.

Given these studies, there is a need for a comprehensive and paradigmatic model that identifies
and explains the factors affecting brand placement in the Iranian cinema industry. This model can assist
brands and film producers in creating effective marketing strategies and adding value for both parties.

Methodology

This study is applied in purpose and descriptive-exploratory in nature, employing a mixed-methods
approach. In the qualitative section, 28 experts from the fields of marketing and the cinema industry were
selected using non-probability snowball sampling. Semi-structured, in-depth interviews were conducted
to collect qualitative data. In the quantitative section, the statistical population included master's and
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doctoral students in business management and participants in skill-based business management courses.
A total of 384 individuals were selected using convenience sampling to participate in the study. Data were
collected through questionnaires. For data analysis, grounded theory was used in the qualitative section,
and structural equation modeling was employed in the quantitative section.

Findings

The qualitative findings identified 85 concepts, 31 subcategories, and 12 main categories within
the grounded theory paradigmatic model. The elements of the model are as follows:

Causal Conditions: Factors related to the film (technical factors, active interaction with the brand),
factors related to the audience (demographic factors, audience motivation, prior brand familiarity, interest
in the film), and factors related to the brand (trust, brand personality, brand positioning).

Central Phenomenon: Brand placement (placement actions, brand-film congruence).

Strategies: Branding strategies (attitude toward the brand, product recognition and recall, brand
recognition and recall), audience strategies (capturing the audience, encouraging consumption).

Intervening Conditions: Facilitating factors (selecting suitable films, audience attitude toward film
elements), limiting factors (execution technique, audience's lack of interest in advertising).

Contextual Conditions: Film-related conditions (film content, connection with the brand),
audience-related conditions (attitude toward advertising, perspective on the film, belief in the brand, film-
watching situation).

Consequences: For film producers (financial benefits, promoting brand placement), for brand
owners (brand performance, brand equity, increased revenue).

To assess the fit of the research measurement model, validity indices (Average Variance Extracted
[AVE] index and Fornell-Larcker criterion) and reliability indices (composite reliability and Cronbach's
alpha) were utilized. The results of these indices indicated a good fit for the research measurement model.
Additionally, the overall fit of the model was evaluated using the Goodness of Fit (GOF) index. In this
criterion, values of 0.01, 0.25, and 0.36 are defined as weak, medium, and strong, respectively.
Considering the GOF obtained in this research, which was 0.409, the overall fit of the research model is
assessed as strong.

The confirmatory factor analysis results confirmed the validity of the research model with
appropriate fit indices.

Discussion and Conclusion

The findings indicate that brand placement in the Iranian cinema industry is influenced by multiple
factors categorized as causal conditions, strategies, intervening conditions, contextual conditions, and
consequences. Factors such as technical aspects of the film, active audience interaction, audience
demographics, brand trust, and brand personality play significant roles.



These results align with previous studies emphasizing the importance of film-related factors and
the type of placement in effectiveness (Chavadi et al., 2019). Verhellen et al. (2015) highlighted the role of
consumer familiarity with the brand and its congruence with content, which was confirmed in this study
(Verhellen et al., 2015).

In terms of branding strategies, prior research demonstrated that brand placement can improve
attitudes toward the brand and increase recall (Davtyan et al., 2020; Davtyan et al., 2016; Davtyan & Tashchian,
2022; Limbu, 2022). This study also found that capturing the audience and encouraging consumption are
crucial strategies.

Intervening conditions such as execution technique can act as inhibitors if not appropriately
managed (Hofman-Kohlmeyer, 2018, 2020). Contextual conditions related to the film and audience attitudes
can enhance or diminish the effectiveness of brand placement (Reijmersdal, 2016; Reijmersdal et al., 2016).

The consequences identified include financial benefits for film producers and improved brand
performance and equity for brand owners. This is consistent with previous findings that brand placement
can lead to increased brand equity and sales (Fossen & Schweidel, 2019; Gupta et al., 2020).

In conclusion, employing brand placement in the Iranian cinema industry can create mutual value
for both brand owners and cinema industry practitioners. Enhancing the effectiveness of brand placement
requires attention to factors related to the film, audience, and brand, as well as the formulation of
appropriate branding and audience-focused strategies. Marketing managers and film producers should pay
special attention to the alignment between the brand and film content, utilize suitable execution
techniques, and engage active audience interaction.
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