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In this thesis, the researcher delineates (1) the demographical characteristics
of selected viewers insofar as they affect the perception of product placement in
musical videos. Moreover, examined are (2) the exposure behaviors of these
viewers of musical videos. Finally, investigated are (3) the methods of presentation
of product placement in musical videos.

The instrument of research used in data collection for this quantitative
research investigation was a questionnaire. The sample population of 400 males
and females residing in Bangkok Metropolis were between the ages of fifteen
and fhirty-ﬁve or older. All members of the sample population were either
studying or working and had viewed musical video programs in the period

between August 1 and August 30, 2009.



223744

The data were collected and subsequently analyzed by the researcher.
Hypothesis testing was conducted by means of applications of the Statistical
Package for the Social Sciences (SPSS) computer program for Windows,
version 12.0 at the Computer Institute, Ramkhamhaeng University.

Techniques of descriptive statistics used in the analysis of the data collected
were percentage, mean and standard deviation. In addition, the techniques of
t test and One-way analysis of variance (ANOV A), as well as the least significant
difference (LSD) method, were used in analyzing the relationships obtaining
between variables.

Findings are as follows:

1. There were differences at the statistically signiﬁcant level of .05 in
regard to the demographical characteristics of these viewers of musical videos
as classified by (1) age; (2) educational level; and (3) average monthly income.
This finding was congruent with the germane hypothesis posited for this
investigation. However, no differences were found at a statistically significant
level vis-a-vis the demographical characteristic of gender.

2. In congruence with the relevant hypothesis postulated for this inquiry,
the researcher determined that there were differences at the statistically significant
level of .05 in respect to exposure behaviors attendant upon viewing musical
videos as classified by the period of time at which musical videos were viewed.
No differences were found at a statistically significant level in regard to (1) the
length of exposure to musical videos on average per week; (2) the amount of
time on average spent in viewing musical videos; (3) the channel selections

made when viewing musical videos; (4) the selection made by viewing musical
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videos in music prog_rams; and (5) the behaviors exhibited while viewing musical
videos. _

3. There were differences at the statistically significant level of .05 in
regard to the methods of presentation of product placements in musical videos
in consonance wiﬂl the appropriate hypothesis postulated for this inquiry as
classified by the patterns of the presentation of product placements. However, no
differences were found at a statistically significant level in reference to (1) the
methods of presentation of product placement; (2) product placement in the
presentations; (3) the methods of product placement presentation in musical
videos of interest to the viewers; and (4) the viewing of products and services.

The perception of viewers towards product placement in musical videos
was at a moderate level. When considered in respect to details, it was f01:-md
that the viewers’ perception of the frequency of product presentation at the
highest level of frequency was at a high level. Next, in descending order, was
the appearance of products in a distinctive manner and the position of product
brands that could be clearly seen. Finally, the presentation of product brands

or products helped to stimulate perception of the brands or products.





