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A Research on Delay Memory and Priming Effect of Product Placement
SONG Sigen
(School of Management, Anhui University of Finance and Economics Bengbu 233030, China)

Abstract; Under the restraint of taking the value of art appreciation as the primary objective,

the memory effect of product placement has been controversial. On the basis of defining the memory

network of product placement and three types of memory priming mechanism, in this paper, I make

an experiment on dynamic memory research framework of product placement. The result shows

that: (1) there is an obvious different between one-week delay memory and instant memory. And it

has no obvious difference with one-month delay memory. (2) Priming effect of brand information.

movie information and comprehensive information of one-week and one-month delay memory is all

remarkable, and there is no obvious difference of priming effect. The comprehensive information is

remarkably superior to brand information and movie information. (3) The frequency of exposure,

time length of exposure, and placement type has significant impact on the immediate memory. but

the effect of audience engagement is not obvious.

Key words: product placement; immediate memory; delay memory; priming effects

2013 8 283 ‘



