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A study of product messages embedded in television drama
and its communication effect

Abstract

The advertising and marketing practitioner have employed product placement to
promote products. By placing product messages in the content of movies, TV
programs, or computer games, the marketing practitioner hope to increase brand
awareness, influence the consumer’s attitude positively toward the product, and
increase the willingness for the consumer to purchase the products.

Although “product placement” has been widely utilized by the marketing
practitioners, only few researches in Taiwan studied the utilization of this marketing
tool and its communication effects. Therefore, this study intends to investigate how
“product placement” is used to promote the product and its communication effect.
The researcher employed content analyses to analyze the content of television drama.
Some in-depth interviews of the marketing and media practitioners were also utilized
to collect research data. Moreover, this study conducted some experiments to test the
communication effect of product placement in Taiwan’s TV drama.

The research findings indicate that product messages are often placed in TV drama
with visual forms rather than auditory forms. While product placement utilizing in TV
drama, different actors were employed to present the embedded product messages.
However, only very few cases showed that product messages were presented by
specific actors. The marketing practitioners also did not pay much attention to the
connection between the attributions of products and the atmosphere of embedded TV
drama. Besides, the study finds that product messages embedded in TV drama with
rational or sensationa appeal will have different communication effects on audience’s
recall of placed messages, attitudes toward product, and willingness for purchasing
products.

Key words: product placement, communication effect, product messages,
television drama
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