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In this thesis, the researcher investigates (1) the perceptions of product
placement on television programs as determined by differences in the
demographical characteristics of gender, age, income, occupation, and
educational level of selected consumers. The researcher additionally considers
(2) the effects on attitudes by product placement and attitudes toward product
brands by reference to differences in perceptions of product placement in
television programs on the part of these consumers. Finally, the researcher

studies (3) the relationship between attitudes toward product placement in
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television programs and the attitudes evinced toward product brands and the
buying decision process of these consumers.

Using the multi-stage sampling method, the researcher selected a
sample population consisting of 400 residents of Bangkok Metropolis
between the ages of eighteen and sixty-three.

Using techniques of descriptive statistics, the researcher analyzed the
data collected in terms of percentage, mean and standard deviation.
Techniques of inferential statistics deployed by the researcher consisted of the
chi-square test, #-test, One-way analysis of variance ANOVA, and stepwise
regression analysis.

Findings are as follows:

The consumers under study experienced perceptions of product
placement in game show and variety show programs and had perceptions of

‘product placement more than ten times per week. The most frequently seen
and recalled product brands were beverage brands. The pattern of placing
products as sets and props or on stage ensured clear views of such products.

The consumers under study evinced agreeable attitudes toward product
placement in television programs, inasmuch as product placement in
television programs helped them recall product brands. Well-known or
familiar product brands would catch the eye and would be easily seen by these
consumers. This increased knowledge of product brands, etc. There were
differences in attitudes toward brand placement, inasmuch as creative

presentations in comparison to ordinary advertisements generated more
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positive attitudes toward the product brands displayed. Better product
placements countered feelings of boredom, coercion, or annoyance with
product placement, etc. It was also found that the consumers under study
evinced different attitudes in respect to the four steps of the buying decision
process as well.

In hypothesis testing, the researcher found that differences in the
demographical characteristics of gender, age, income, occupation, and
educational level were correlated with concomitant differences in viewer
perceptions regarding types of program, the types of products, the pattern of
product placement, frequency and clarity in seeing products, and product
brand recall. The perceptions of product placement were paralleled by
differences in attitudes toward product placement and attitudes toward
product brands at the statistically significant level of .05.

In an overall picture of the buying decision process, it was found that
independent variables that could be used for forecasting purposes in respect to
the buying decision process at a statistically significant level were an increase
in product understanding; promotion of product image; an increase in
experience with the product; a stimulation of interest in product brands; an
increase in information and knowledge about products; and product brand
recall. All of these variables were determined to be directly correlated with the

buying decision process.





