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Abstract

Television integration dates back to the late 20th century. Product placement has evolved over
time and today it is difficult imagine TV shows without it. Many brands try to present themselves
in a strategic show that increases the awareness of their products and name and ultimately, brings
effective results for them.

Product placement has been established for a long time in different countries and Georgia has
been, in recent years, trying not to deviate from the existing trends.

Georgian companies, brands and services are actively implementing a number of experiences and
are introducing Product placement.

The development of television integration is directly connected to the community and the TV
viewers that watch the TV programs where the brand, service and product of the company are
presented. The product placement is used for the viewers, which has a positive impact on the
brand and the company's retail. The goal is to increase the retail rate, which is followed by the
increase in popularity of their name.

The reality in Georgia is positive towards Product placement. Each placement is perceivable by
the public and the goal of the company / brand is thus achievable. At the time of purchase, the
customer is reminded of the TV placement seen in the TV show.

To determine and evaluate the effectiveness of Product placement, a qualitative-quantitative
study was conducted, in the framework of which the study subjects of all categories, from all age
groups and with different degrees of the ability to work, were surveyed. They were given the
opportunity to evaluate the TV placements we presented and we got feedback from them and
found out if the TV placement was beneficial.
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