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Abstract

Product / brand placement is one of the most effective tool used by companies
around the world to quickly increase awareness, attract potential customers and deliver
the main message to them. The aim of the research is to determine how effective the use
of product placement technique is in the Georgian market, Whether integration changes
consumers' attitudes towards the product, whether the consumer is interested in the
products placed and how much they make the initial purchasing decision. The paper
discusses the reasons and purposes for the use of product placement by company
representatives, as well as respondents’ attitudes and behavioral preferences after seeing
a particular type of advertising. The results of the research show that the consumer not
only cares about the quality of the product placement, but also the place and form of the
placement. They are not only interested in the product, but also they make the first
purchase decision. The hosting companies mainly use this technique for brand / product
awareness and believe, that their goals in Georgia are justified by the use of product
placement technique. Properly planned and selected product integration can change

people's consumer behavior and give the brand more loyal customers.
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