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Abstract:

This study explores the product placement in American cinematography, and to study its
objectives the survey descriptive approach was chosen as a suitable approach, and the sample
of the study consisted of three series of American action films in a total of 13 films that were
chosen in a deliberate manner, and were used Observation as a data collection tool in addition
to the 14-category content analysis form divided by format categories (location, total duration,
music type,presentation , shot types, shooting angles,prominent characters, appearance form),
content categories (number of products, repetition Appearance, show style, type of
accompanying characters, nature of products, and target audience),the study reached several
conclusions, including: the location of the advertisements included in the film series involved
in the study was either in the plot or at the beginning of the film, the result was 98 out of 102
product placement in these two sites 50 in The Plot and 48 at first, and we also recommend the
conclusion that the total duration of the ads does not exceed 25% of the duration of the film,
and also that the enthusiastic music was the most accompanying type with implicit ads, in
addition to the way ads were displayed, which were primarily visible at 79.41%, and the close
up shot was the most used during the appearance of ads in order to clarify the details of things
and draw attention to the products displayed, and relied on many angles of photography the
normal Angle, low, and Canted angle was the most used,With regard to the appearance of
products, we found that most of the products appeared during the use of personalities, especially
the main characters, and the majority of products were positively displayed as part of the context
of the events, and that they were primarily durable products, targeting both men and women by
70.58%.

Keywords: product placement, movie series, implicit advertising, product presentation.
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