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The objective of this research is O study the format , objectives , process and the
effectiveness of product placement in TV. drama. The research is qualitative in nature using depth
interview with TV. drama producers , advertisers, and/or advertising people ; and focus group

discussion of male and female highschool students.

The research results are

1 The tormat of product placement in TV.drama includes : 1) Visual only format which
portrays the product used by the actorfactress or used as props , product demonstration , and
product pack-shot ; 2) Audio and visua!l format which not only show the product but also mention
about the brand and its benefits.

2 The process of the product placement involves related parties as TV. drama
producers, advertisers , and/or advertising agencies. Reasons for using product placement are
economic recession , the necessity of having product as props , and product advertising as source
of income. Meanwhile an advertiser's objective Is to create brand awareness , to enhance brand
recall and to build brand image. Product placement process starts from TV. drama producer
reviewing script and considering if the product placement is appropriate , then , propose to the
advertisers or advertising agencies. If they agree with the proposal , both parties would discuss
about terms and conditions. After that, TV. producer would nresent the scene , which the product
can be put on display , to the advertisers or advertising agencies. The last step s that the drama is
on air as scheduled.

3 The effectiveness of the product placement : the number of samples who are aware
of the product placement and those who are not is not different. Most of them think that product
placement is another kind of sponsorship and have positive attitudes towards it. However , the
placement should be appropriately managed. Only a few ‘samples feel that they are forced to see

the product placement. However, the product ptacement does not affect the purchasing behavior of

most samples.




