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1. Introduction 

The variety of entertainment industry added 
by the ease of access to technology recently 
support Indonesian people to enjoy lots of 
entertainment considering entertainment industry 
is one of the industries favored by them 
(Gandhawangi, 2015). These days in many 
entertainment industries, talent shows adapted 
from overseas attract attention easily accessible 
from YouTube. One of the shows that hit the 
spotlight and high attention is Indonesia's Next 
Top Model. 

From November 2020 to April 2021, program 
videos of Indonesia's Next Top Model keep 
entering trending videos on YouTube. The data 
reports that each video is averagely viewed by 
hundreds of thousands of viewers until millions of 
viewers. It makes the viewers keep talking about 
the show on social media like Twitter and 
YouTube. Along with the talk, some of the 
viewers relate the show to a hair vitamin product 
called Ellips. In a particular thread on Twitter, the 
viewers meticulously pay attention to and 

remember one of the sentences from Ellips video 
started with “panas hairdryer (heat of a hairdryer) 
…” and finished by “my heat protection, Ellips.” 
The whole sentence is mentioned in the video of 
Ellips hair vitamin product. One of the Twitter 
accounts @irndptr says "my brain: my heat 
protection Ellips" which implies that her head is 
thinking and remembering the sentence in the 
video "my heat protection, Ellips." This kind of 
netizen awareness on Twitter as a viewer of the 
INTM program is predicted due to factors that can 
push the video product so then become the 
viewer's attention. 

With the popularity of INTM, there is an 
opportunity to beneficially collaborate between 
Ellips product and the brand of INTM itself. The 
product could benefit the brand of INTM as media 
that can engage in advertisement activities by 
showing the products in the INTM program. This 
is an advertisement terminology called product 
placement. In the beginning, Ellips ads only 
appear in the commercial break; it is a break 
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between two segments of a program. But then, at 
the end of 2020, Ellips ads do it differently. Ellips 
becomes a partner of the INTM program so that 
Ellips products appear in the program. Along with 
the high business competition, Ellips realizes that 
they need something new in promotion and ads 
to maintain their product identity and the brand in 
society. Therefore, they engage product 
placement program. 

In the INTM program, some episodes show 
clips related to the appearance of Ellips products, 
Ellips brand adlibs, and Ellips product clips 
integrated as property, and also some challenges 
which involve the finalists of INTM. Such activities 
might impact viewers' awareness of Ellips hair 
vitamin from the program. 

When a program is being favored by society, 
an appearance of a brand or a product can be 
recognized and get attention from the viewers. 
Product placement is not a new thing in the world 
of advertisement.  

 Belch and Belch (2012) mention that product 
placement has existed since 1950 in an opera. 
These days, marketers consider product 
placement to become an alternative because 
they know television or YouTube viewers are 
bored of the regular form of ads. Television ads 
today are losing their effectiveness in showing 
ads due to random and untidy ads content, more 
television stations, and inconsistent television 
programs. Kotler and Keller (2015) adds that 
people will ignore and even forget ads on 
television along with the growing number of them. 

Product placement advertisement is one of 
the advertisement methods used by marketers to 
market their brand or product to become a part of 
media storyline existed (Purnomo, 2015). 
Meanwhile, as mentioned by Russell (2002) and  
Steven and Sudrajat (2019) product placement 
activities present products or brands verbally or 
visually by advertisers as long as they pay for the 
ads to the entertainment media. They also add 
that there are three dimensions of product 
placement, namely visual placement, auditory or 
verbal placement, and plot connection. Visual 
placement means an appearance of a product or 
a brand on a screen of a program in which the 
program has a collaboration with the brand. 
Auditory or verbal placement refers to product 
placement of a brand that is mentioned in a 
program. Plot connection is related to how a 
product can get along or integrate with a storyline 
of a program in media. 

According to Panda (2004), it is quite 
common for product placement to become media 
to increase consumers' memory and help them to 
recognize more about a product. It is because in 
product placement, generally a product is not 
only appeared or mentioned but will also be 
integrated with the plot or storyline of a program. 
Williams et al., (2011) mention that there are a 
couple of purposes of product placement, namely 
to increase brand awareness, to remind 
consumers of a brand or product, to build 
recognition of a product, and to bring about 
changes on the consumer sides both in purchase 
behavior and purchase intention. 

Keller and Swaminathan (2019) argue that 
brand awareness is also related to consumer 
memory strength to recognize and remember a 
product or brand found. They divide brand 
awareness into two dimensions: brand 
recognition and brand recall. Brand recognition is 
the consumer's ability to perceive a brand while 
brand recall is the consumer's ability to remember 
a brand that such a brand has become a part of a 
program even though it is far away from the 
consumer. Aaker (1991) also adds that strong 
brand awareness could create competitive 
features and give adding points to a brand.  

The importance of a product to brand 
awareness is explained by Moisescu (2009) who 
also state that brand awareness is one of the 
fundamental dimensions of brand equity. In the 
purchase decision process, consumers consider 
brand awareness because they tend to choose a 
brand they have known beforehand. Building 
brand awareness of a product and sticking it in 
people's minds can be done by increase the 
popularity of the brand. Keller and Swaminathan 
(2019) conclude that the more consumers see 
and hear or even think of a product, the stronger 
the brand is stuck in their minds. 

Generous attention from the viewers might be 
due to the appearance of Ellips hair vitamin 
product. Thus, they possibly see the product and 
Ellips brand based on some clips in a couple of 
episodes which are quite intense like in the 
weekly program, behind the scene, TVC, etc. 
Some other examples of the brand appearance 
are like on Twitter, the hosts of the show mention 
the brand. The viewers hear the brand mentioned 
on television. The brand also becomes a property 
in the third episode of INTM entitled Ellips Hair 
Vitamin TVC at Jakarta Phinisi, in the 20th 
episode entitled Ellips TV Sample with Horses, 
and in the 30th episode entitled Girls in Salon for 
Ellips. 

Based on the phenomena, Ellips has done 
product placement in the INTM program which 
aims at building brand awareness from 
consumers. Along with the emergence of brand 
awareness, it needs to be conducted deeper 
research using brand awareness metrics. 
According to Pentin in Klipfolio.com (2021), to 
see brand awareness of a brand, there has to be 
a comparison of social media activities with other 
brand competitors. Thus, if a brand is better in 
some criteria like Facebook posts and fans, 
Twitter followers, brand mention, and brand 
research, then the brand can define the 
statement of brand awareness. However, the 
comparison between the criteria of Ellips brand 
awareness metric and its competitor, Makarizo, 
shows that Ellips has a lower value compared to 
Makarizo in terms of social media based on 
Social Blade (2021) 

Nevertheless, there is another interesting 
phenomenon happening on Ellips social media. 
The followers of Ellips Instagram account raise 
since October 2020 in which the peak of the raise 
happens in March 2021; that is 3.000 additional 
followers. Concerning the INTM program, March 
2021 is when the final round begins. It surely 
attracts the program's viewers which causes the 
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raise of views on INTM's YouTube videos until 
more than twenty-five million views. From the 
uploaded videos, it is known that in those videos, 
there is product placement activity of Ellips 
product. 

Ellips product placement on the INTM 
program is predicted to cause a busier activity on 
Ellips social media which leads one of the 
measurements of brand awareness metrics 
based on Klipfolio.com (2021). Ellips has an 
opportunity in making its brand and product to be 
seen and the viewers are more aware by 
engaging product placement. 

Report of NH Korindo (2018) mentions that 
advertisement and promotion become one of the 
most expenses for PT. Kino especially Ellips. 
Advertisement and promotion turn into the capital 
to increase demand by benefitting and managing 
brand awareness of a product. In this case, even 
though Ellips has become a market leader, it 
needs to keep on building brand awareness to 
boost product selling. Therefore, this 
advertisement activity also needs to be evaluated 
considering these days, companies are trying to 
boost the sales on digital channels with the 
concept of smart spending, according to Budi 
Muljono, Financial Director of PT Kino Indonesia 
(Investasi.kontan.co.id, 2021). It shows the 
importance to continue researching to find out 
whether there is an influence of product 
placement on Ellips hair vitamin brand awareness 
on Indonesia's Next Top Model program. 

In the previous research done by Kristanto 
and Karina Brahmana (2016), it is shown that 
product placement is effective and significant to 
increase brand awareness in which there is a 
positive relationship: the product placement is 
getting better, so is brand awareness. 

Another study on the strategy to increase 
brand awareness conducted by Witrie Nuringtyas 
Gita A (2020)  revealed that product placement 
advertising strategies can increase brand 
awareness, especially on social media platforms 
such as Youtube. Hence, it is important to choose 
Youtube often get a large audience or enter into 
trending even though product placement with 
type Implicit means without demonstrate product 
benefits 

Subsequent research using correlation results 
and cultivation theory conducted by Widayanti 
(2019) that there is a significant relationship 
between product placement and brand 
awareness, because it is considered effective in 
influencing audience perceptions of products that 
can increase brand awareness. 

Therefore, the hypothesis developed in this 
research is as follows: 

H0: there is no influence from product 
placement on brand awareness 

Ha: there is influence from product placement 
on brand awareness. 

Therefore, below are the model of this 
research: 

 
Figure 1 : The Model of This Research 

2. Method 

The method used in this research is the 
quantitative method and the type is survey 
research. According to (Arikunto, 2019), it is 
research broadlyconducted aiming at collecting 
data as much as researchers need by using  
questionnaire as its research instrument, giving 
questions or statements to a sample of a 
population. By doing so, the questionnaire of this 
research has been spread out online in 
September 2021. 

Population for Kurniawan and Puspitaningtyas 
(2016) is a number existed on a subject being 
scrutinized, covering the whole characteristics 
and the nature of an object. The population in this 
research is the subscribers of the INTM YouTube 
channel. The main consideration is based on the 
fact that subscribers are those who surely watch 
videos of the INTM program because they get 
notifications whenever the channel posts new 
videos. 

Besides population, there is also a sample in 
this research. A sample is a part of the 
population. This research uses the sampling 
probability method in which the sample collection 
allows each sample member to be determined 
(Digdowiseiso, 2017). Additionally, this research 
also uses systemic random sampling. It is, 
according to Yusuf (2014), a sampling technique 
through random and systematically sampling 
procedures. Using the technique, the result is 100 
samples rounding with the Slovin formula. 

This research engages two sources of data. 
The main source is the questionnaire. The 
questionnaire in this research is related to 
indicator measurement of variable x (product 
placement) and variable y (brand awareness). 
The rating scales consist of five answers where 
one is the least and five is the best. The 
questionnaire is spread to the respondents 
online. On the other hand, the second source is a 
literature study by seeking data and information 
or anything related to the research from 
textbooks and journals. 

There are two variables in this research such 
as variable X and Y. Variable (X) stand for 
product placement and variabel (Y) is brand 
awareness. 

Product placement as an independent 
variable in this study has three dimensions 
revealed by Russell (2002);Steven and Sudrajat 
(2019), namely, visual placement, auditory or 
verbal placement and plot connection, each 
dimensions has an indicator.  

The visual placement dimension has 
indicators that consists of: 
1. Product appearance 
2. Frequency of display 
3. Display highlights 

Indicators of auditory or verbal placement 
variable consists of: 
1.  Mentioning brand 
2. Frequency of mention 
3. Volume of mention 
4. Style of pronounciation 
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Indicators of plot connection variable consists 
of: 
1. Integrated products 
2. Products involved in script 
3. Product use 
4. Highlighted products 

 
According to Keller and Swaminathan (2019) 

brand awareness as an dependent variable in 
this study has two dimensions, namely brand 
recognition and brand recall. Each of dimentions 
has indicator. 

The indicator of brand recognition dimension 
consists of: 
1. Easy to recognize 
2. Understand the type of brand 
3. Recognize brand elements 
4. Differentiate from competing brands 

The indicator of brand recall dimension 
consist of: 
1. Remember of brand 
2. Identify brand’s category 
3. Remember without a clue 

 
The data processing technique is a process of 

gaining data from each research variable to be 
analyzed. The techniques are editing, it is a 
process of data checking. Editing is done if there 
are data that do not meet requirements and out of 
what is needed in the research. For instance, the 
checking itself is done from the result of the 
questionnaire, data transformation or the coding 
process is a process of adding particular codes to 
the data and categorizing the same data. 
Meanwhile, data transformation is related to 
giving scores with the rule of measurement scale 
used in this research, and data tabulation is the 
process of placing data into a table. 

Prior to the analysis, the questionnaire is 
tested by validity test to examine its validity, 
accuracy, and carefulness of the questions in 
measuring the variables and its reliability to find 
out the level of trust and consistency from each 
question. 

This research uses simple linear regression 
model. However, within the process, this 
research also engages classic assumption test 
with normality test, one sample Kolmogorov 
Smirnov test, linearity test, heteroskedasticity test 
using SPSS 25, Pearson correlation, 
determination coefficient, and hypothesis test.  

The following is simple linear regression 
analysis model: 

 = a + bX 

Description: 

  = projected dependent variable subject 

a   = constant value of Y if X = 0 

b  = direction value as predictor that shows in-
creasing or decreasing value of varible Y 

X  = independent variable that has a particular 
value to be predicted 

 

The following formula is to find value a and b: 

  

 

 

3. Result and Discussion 
 

This section elaborates the result from the 
research conducted to find out whether the 
influence of product placement on brand 
awareness of Ellips hair vitamin from the INTM 
program using questionnaire exists or not. 

The result shows that from twenty items of 
statement, it can be seen that the validity 
coefficient value (rcount) is between 0.363—
0.783. All items have value rcount > rtable 
(0.361). Therefore, it can be concluded that all 
items to measure product placement (X) and 
brand awareness (Y) have been considered valid. 

The reliability coefficient value of product 
placement (0.705) and brand awareness (0.738) 
which are above the standard 0.6. The reliability 
coefficient value ensures that the questionnaire is 
reliable to measure product placement (X) and 
brand awareness (Y). 

Based on the research using questionnaire on 
a hundred respondents who are subscribers of 
the INTM YouTube channel, it is gained that 
eighty-four respondents are women. It is in a line 
with the target market of Ellips hair vitamin which 
is for women who want to grow their hair and take 
care of their hair. Next, the majority of the 
respondents’ age is between 15—25 years old at 
a percentage of 70%. Again, it hits the target 
market of the product which is for teenagers and 
early adults who have attention to take care of 
their hair. Each variant of the product is combined 
with different benefits considering that there are 
lots of hair problems often experienced by 
teenagers and early adults because they are 
actively working outdoor and they sometimes 
have a bad experience in hair styling. 

To know the condition of each dimension of 
the respondents, the following is score 
recapitulation from each dimension on product 
placement variable and each dimension of brand 
awareness variable. 
Table 1. Score Recapitulation of Product Placement 

Variable (X) 

 

Table 1 shows that the value of each 
dimension which is visual placement, auditory or 
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verbal placement, and plot connection has a 
percentage above 80%. In this research, the 
writers examine the ability and performance of 
product placement engaged by Ellips in the INTM 
program. With the percentage above 80%, the 
three dimensions are categorized as good. This 
proves that visual placement dimension has a 
good performance that is in a line with an obvious 
product appearance and well-shot by the 
cameras. Auditory/verbal placement also has 
good performance because each episode inserts 
Ellips TVC as well as the hosts who mention the 
brand in good timing. The next one is the plot 
connection dimension.  

Table 2. Score Recapitulation of Brand Awareness 
Variable (Y) 

 

Table 2 shows the score recapitulation of 
brand awareness variable that consists of two 
dimensions, namely brand recognition and brand 
recall. In this research, the writers examine the 
ability of respondents’ awareness as a viewer 
towards the brand and the product of Ellips in the 
INTM program. Since the percentage is above 
80%, the performance of the two dimensions is 
categorized as good. Brand recognition 
dimension is the ability of a respondent in 
recognizing a brand or a product, in this case, 
Ellips hair vitamin. It is in a line with the visual of 

The next one is brand recall dimension which 
is related to the respondent’s ability to remember 
things related to the product. The process of 
remembering comes from the memory of each 
respondent and the result shows that the 
respondent’s ability is good. Some episodes of 
INTM insert Ellips product into the plot and use 
the product as a property. When the product 
 
Table 3. Data Normality Test Results 

Source: SPSS 25 

 

Based on the Kolmogorov-Smirnov test, by 
comparing the Kolmogorov significance value to 
alpha significance value at 0.05, it is gained that 
the Kolmogorov significance value is 0.080 

It also has a good performance. It is shown 
from the involvement of Ellips hair vitamin in the 
plot or storyline of the INTM program and when 
the products are used as the property of the show 
in some episodes by INTM talents. In addition, 
the involvement of the products as the property of 
the show implies attachment between the talents’ 
daily life and the products. The whole result 
describes what Belch and Belch (2017) say about 
product placement: it is a placement of a branded 
product in the form of a package in a movie or 
digital media to boost the promotion of a product 
or service. By showing the product, it impresses 
that the appearance of the product becomes a 
part of the program and blends with the program. 
Ellips product in the INTM program shot on the 
screen nice and clear so that the viewers could 
see the product of Ellips. It is also known that 
Ellips is the market leader in the hair vitamin 
category. It is proven by Nielsen with 77% (Detik 
News.com, 2016). Therefore, many people have 
known the brand Ellips and they have a good 
recognition ability to the product. 

From one of the questions in the 
questionnaire, it is also proven that 50% of 
respondents agree to be able to recognize the 
product from the package. comes into the clip, it 
allows the viewers to see how to use the product, 
what is the benefit of the product, and its TVC. 
Based on the questionnaire, it is also gained the 
data showing the majority of the viewers agree to 
realize and pay attention to how to use the 
product and listen to the TVC. which is more than 
0.05. It means the data is distributed normally. So 
that the data normality test has been fulfilled to 
go to linear regression test. 
 

Table 4. Linearity Test Results 

 
Source: SPSS 25 

 
The level of significance of both variables is 

considered to have a linear relationship. If Sig. > 
0.05 then based on the result of linearity test 
above, deviation from linearity is Sig. (0.013) 
which is bigger than 0.05 It implies that both 

 
Table 5. Heteroskedastisitas Test Results 

Source: SPSS 25 
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 Heteroskedasticity is a condition where the 
regression model does not meet variant of 
residual in another observation a proper 
 

Based on the table above, the regression 
result between the independent variable and its 
absolute residual shows that the coefficient of the 
independent variable is nothing significant  

 
Table 6. Simple Linear Regression Test  Results 

 
Source: SPSS 25 

 
Based on the table above, the equation is 

generated: 

Ŷ = a + bX 
Ŷ = 9,585 + 0,478X 

 
The equation of simple linear regression 

above has the coefficient value of the regression 
variables can be said to have a linear 
relationship. Therefore, the linearity assumption 
has been fulfilled to go to simple linear regression 
test. regression model means there is no 
heteroskedasticity. The heteroskedasticity test in 
this research is detected by using Glejser test. 
(0.059 > 0.05). It means there is no 
heteroskedasticity. Therefore, the 
heteroskedasticity test has been fulfilled to go to 
linear regression analysis. of variable X (product 
placement) at the amount of 0.478 to a positive 
direction. It means the influence direction of 
product placement to brand awareness is directly 
proportional. It also means that if product 
placement is high then brand awareness is also 
high vice versa. 

Table 7. Correlation Coeffient test Results 

Source: SPSS 25 

 
Based on the calculation result, it is found that 

the value of the correlation coefficient between 
product placement and brand awareness is 0.655 
or 65.5% which is in the category strong 
relationship. The value of Sig. (0.000) > 0.05 

Table 8.Coefficient determination Test Results 

Source: SPSS 25 

 
Based on the calculation result, it is found that 

the value of the determination coefficient is 
42.9% (0.6552 x 100%). It means brand 
awareness at the amount of 42.9% is determined 
by product placement while the rest 57.1% is 
determined by other variables which are not 
examined. Therefore, the result shows that the 
influence of product placement on brand 
awareness is 42.9%.  

 
Hypothetical Test 

The decisions taken are as follow: 

H0 : β = 0 there is no influence from 
product placement on brand 
awareness  

Ha : β ≠ 0 there is influence from product 
placement on brand awareness 

 
a. If tcount > ttable then H0 is rejected. 
b. If tcount < ttable then H0 is accepted. 

 
or 

a. If p-value < 0.05 then H0 is rejected. 
b. If p-value ≥ 0.05 then H0 is accepted. 

 
Based on the Table 6, the result of simple 

linear regression, it can be seen that the value of 
tcount is at the amount of 8.586. Meanwhile, the 
critical price of ttable value with free degree n – 2 
= 100 – 2 = 98 at α (0,05) at the amount of 1.984. 
Thus, tcount (8.586) > ttable (1.984) or p-value 
0.000) < 0.05 so that H0 is rejected.  means there 
is a significant relationship between product 
placement and brand awareness. Therefore, it 
can be concluded that there is a strong and 
significant relationship between product 
placement and brand awareness. In other words, 
there is influence from product placement on 
brand awareness. 

 
Dicussion 

Based on the results above, it is shown that 
an alternative in advertising needs to be tested its 
performance. It is applied also to product 
placement which is for the first time being 
engaged by Ellips to be placed in an 
entertainment program especially a talent show 
at the international level, namely Indonesia's Next 
Top Model. In summary, this research is done to 
a hundred respondents who are the subscribers 
and the viewers of INTM YouTube channel, using 
questionnaire as the research instrument to 
measure and examine the performance of 
product placement to brand awareness, which is 
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also using a series of test and data analysis with 
SPSS 25.  

The result shows that there is influence from 
product placement on brand awareness of Ellips 
hair vitamin. Out of 42.9%, brand awareness is 
determined by product placement. However, the 
relationship or correlation between product 
placement and brand awareness is categorized 
as a strong relationship. So that, it is potential to 
influence viewers' awareness. Based on the 
result, it is found that product placement 
contributes to building Ellips brand awareness. 
Another side of the result implies that brand 
awareness for Ellips does not only aim at 
introducing but also reminding or recalling 
consumers to the product and maintaining its 
popularity. According to Keller & Swaminathan 
(2019:75), the more consumers experience 
seeing, hearing, and even thinking of a brand, the 
stronger memory of a brand or a product in the 
consumer's mind. 

With the activities and scenes from the 
appearance, mention, and role of Ellips in INTM, 
there comes a potential to influence the viewers' 
brand awareness. Furthermore, the benefit will 
come along with it because if a product has good 
brand awareness, it will affect the increase of 
product selling. (Prabawa et al., 2017) mention 
that brand awareness takes a role in influencing 
consumers' purchase intention. Thus, the 
management of brand awareness is highly 
important for Ellips. 

The finding of this research shows that the 
advertisement in a form of product placement 
which is an alternative way to promote a product 
or a brand compared to commercial break. The 
issue with commercial break is ‘skip ads’ 
phenomenon. It is also in a line with Belch and 
Belch (2017) who say that consumer seems to be 
avoiding commercials at an increasing rate due to 
oversation and the fact that new technologies 
make it easier to skip ads. Therefore, the result of 
product placement shows another response 
because the product is inserted into the plot of 
the program. There is nothing viewers can do 
about it. They must watch and see the product. In 
other words, when the program is running, they 
also need to enjoy the ads.  

So, product placement impacts quite well 
because besides trying product placement as an 
alternative way to advertise, the cost for product 
placement tends to be lower than a commercial 
break. To sum up, what Ellips has done is in a 
line with the company's concept to apply smart 
spending. 

Other things in this research result an 
achievement of promotion and advertisement 
activities done by Ellips. It is also supported by 
Ellips' target market which is from female 
teenagers to early adults, with a range of age 
15—25 years old. According to Healthline, for 
female teenagers and early adults, that range of 
age is experiencing hair loss a bit faster caused 
by stress, diet, and wrong hair treatment 
(CNNIndonesia.com, 2018). No wonder, women 
pay more attention to take care of their hair. Their 
hair loss is also caused by inconsistent hair 
treatment that might damage their hair. By 
showing hair vitamin products from Ellips as well 

as its explanation about each benefit of the 
variants with different solutions to hair problems, 
it is expected to strengthen consumers' ability to 
recall the product of Ellips hair vitamin. 

As the market leader in terms of hair vitamin, 
Ellips needs to maintain such predicate. Keeping 
creativity to be developed is a certain thing to do 
these days, like how to find another alternative 
that is potential to generate profit considering the 
market competitiveness. Ellips is known as the 
pioneer of hair vitamins in the form of a capsule 
with different benefits. However, other 
competitors also do similar things including the 
package.  

 
Therefore, Ellips has to increase its familiarity 

so that it becomes the top-of-mind product in 
consumers' mind. As Ramadayanti (2019) says, 
people tend to choose and buy the product based 
on what they have in mind. In other words, that 
form of treatment is potential to increase selling. 

 

4. Conclusion 
 

Product placement as an advertisement 
activity engaged by Ellips in Indonesia's Next Top 
Model obtains a good category seen from the 
measurement of three dimensions, namely visual 
placement, auditory/verbal placement, and plot 
connection. The performance of product 
placement done by Ellips is considered good 
because each dimension produces a good result. 
This research also shows a good result in terms 
of viewers' awareness test on Ellips hair vitamin 
product. It can be concluded that there is a strong 
relationship between product placement and 
brand awareness and it has a unidirectional 
influence. In other words, if the performance of 
product placement activity increase, then it will 
also increase the viewers' ability to realize Ellips 
product. 

Further product placement activity should 
consider media and programs that the viewers 
are into such program. The future experiment 
also should think about increasing the 
performance of product placement so the 
advertisement target hits a high number of 
viewers especially those who are in the target 
market of Ellips. Therefore, it is expected to 
influence advertisement effectiveness with the 
concept of soft selling to the viewers who become 
consumer candidates. 
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