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Abstract

Currently, product placement, as the new favorite of advertising, has been
permeating through broadcast, movies, television, internet, newspapers, books
and other media tools with its unprecedented speed. As a new type ad distin-
guished from traditional ones, product placement has been in a newborn state
with its incomplete industry chain and basically in an unrestrained state dissocia-
ting from the regulatory system of Advertising Law, as there’s no trace of Product
placement in current laws and the lack of correspondent management practices
and industry self — regulation in reality. And this leads to the invalid solution of
series of adverse consequences such as infringement caused by the Product place-
ment overflow. These many problems of Product placement exposed in practice
have greatly challenged the existing advertising normative system in our country.
Against this background, it’s an important and urgent question to establish and
improve the Product placement normative system, which matters whether the cha-
os of Product placement in recent years could be managed effectively and whether
its vigorous development could last longer, and which also matters the interests of
the audience and the public. Consequently, it plays a vital role on the prospect,
norm and healthy development of Product placement to investigative its legal regu-
lation problem.

According to this, this paper would be a monographic study of Product
placement legal regulation. This paper is guided by the basic theory of Law and
Advertising in ways of literature analysis, comparative study, legal norm analy-

sis, value analysis, suggestions and so on. By collecting, arranging and consult-
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ing numerous researches and literatures on Product placement legal regulation
both home and abroad, this paper refines the existing problems of Product place-
ment in China and researches on it combining with the current development and
characteristic of Product placement in China. Based on the reflection on the cur-
rent situation of Product placement legal regulation in China, this paper systemat-
ically researches on it in the following five aspects:

Defining the concept of Product placement. Proposing more comprehensive
definition of Product placement through analyzing the various current ones of it.
The main characteristic of Product placement is analyzed from three aspects of
concealment, permeability and restriction. Besides, this paper makes the catego-
ry description of Product placement in the angles of TV dramas, books, Internet
and other media tools.

Analyzing the cause of Product placement’s rise and its existing problems.
The analysis of its rise is composed of three aspects, namely its own advantages ,
the change of advertising propagation environment and media development needs.
Meanwhile, the problems existing in its rapid development are analyzed such as
the uncertainty of legal status, the infringement of consumer rights and subjectivi-
ty, the damage of advertising system rules and the lack of legal regulatory.

Identifying the legal nature of Product placement. The legal relationship and
liability of Product placement, which belongs to Commercials referred in our
country’s “Advertising Law” , is elaborated in this paper. And also the applica-
bility of “ Advertising Law” in Product placement is elaborated from aspects of
object resizing, body applicability, legal events and geographical effect. Thus,
the legal regulation of Product placement is in accordance with the legislative pur-
pose of “Advertising Law”.

Studying the comparison of Product placement legal regulation. This paper
introduces and evaluates Product placement legal regulation of the US, the EU,
Britain, Germany, Japan, Korea and other countries and regions. Combining the

current situation and problem of our country’s Product placement legal regulation
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it also analyzes the enlightenment of extraterritorial Product placement legal regu-
lation to China.

Proposing comprehensive measures and countermeasures in four aspects of
Product placement legal regulation in our country, namely its principle set, mode
selection, system construction and design, which is committed to putting forward
perfect approaches of our country’s Product placement legal regulation.

It reveals that the relevant researches on Product placement legal regulation
in our country have been in infancy through the carding of existing literature.
This book tries to make a crossover study of our country’s Product placement legal
regulation in the angle of Law and Advertising, which makes up the scarcity of
existing researches to a certain extent. The investigation in this book on system
construction of our country’s Product placement legal regulation and legal System
not only has certain theoretical innovation and practical significance, but also of-
fers some ideas and methods of Ad management system innovation and the revise

of Advertising Law in our country.

Keywords: Product placement; legal regulation; Advertising Law
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