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ABSTRACT

This research on “The study of the tie-in advertising in the satellite TV” is based on
the study from the “Pleng Tid Dao” programme broadcast on the FAN TV Channel of GMM-
Grammy Plc. the qualitative method is employed by this research. The research aims to find out
the following....

its characteristics

its method/process

its effectiveness

its effects to the viewers

The researcher uses the method of watching the video-tape of such programme and
conducting indepth interview with the programme producer of GMM-Grammy as well as with an
advertising agency.

The study has found that the tie-in advertising in the satellite TV of GMM-Grammy
shows four key characteristics:

1. Display the product and props
2. Shows the brandname and logo
3. Talks about the product and service benefits
4. Demonstrate the benefits of product/service or how to use them.
While the general tie-in advertising has 9 characteristics:
1. Product placement (product displayed in the scene to be seen by viewers)

2. Product movement (to be more attractive than stay still)



3. VTR (video-tape recorder or a very brief cut-down commercial) placed at the top
and bottom of the break.

4. Logo shown on the TV screen corner

5. Lucky draw

6. Scoop (a very short information about the product or documentary-style
information)

7. Product given away in the game show

8. Signboard, or brandname sign on the backdrop

9. Script

The processs and method of GMM-Grammy’s tie-in advertising on the satellite TV will
start from...

The advertising agency gets the “brief” from the advertiser (or the product owner).

The advertising agency contacts the GMM-Grammy’s programme producer and gives

details of the same information and assignment to the programme producer.

The programme producer proposes the tie-in advertising price to the advertising

agency.

The two parties carry out the contract based on the activities and the prices agreed

upon.

The process of shooting starts along with the editing, revising, checking and airing

respectively.

The monitoring and evaluation will be done by the advertising agency. There is no

censorship board to consider the suitability of the this kind of advertising.

The effectiveness of the tie-in advertisements aired on GMM Grammy’s satellite TV is
that most TV viewers realize that there is tie-in advertising on GMM-Grammy’s satellite TV and
that the viewer can remember the ad after watching it more than two times.

When considering the feeling and attitude towards the tie-in advertising on the satellite
TV, most TV viewers have no negative attitude and can accept it if it is not too much.

As for making decision to buy any products or services, the satellite TV viewers will
have more interest to buy products or services once they have seen the tie-in advertising that uses

the stars or celebrity as a presenter.



Not only the celebrity talent that can have influence in persuading TV viewers to buy
things, but there is also other factors like asking their close relatives, friends or studying from

social network or online media.



