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Product Placement in Psychological Perspective!
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Abstract

Product placement is an advertising approach aiming to elicit buying selection behavior.
Brand memory and brand attitude are important mechanisms stimulated prior to buying selection
behavior. Psychological theories and principles including memory, classical conditioning, and
social learning theory will be discussed to understand the functions of those mechanisms. The
surveys revealed that the majority of participants accepted the using of product placement and
perceived it as a marketing tool. However, knowledge on influence of product placement on Thai
consumer is limited. Future studies are needed to develop understanding of the effect and impact
of this marketing technique in Thai society.

Keywords: product placement, memory, classical conditioning theory, social learning
theory
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