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Abstract  

The popularity of digital streaming platforms, such as Netflix, is gradually growing. While 

digital streaming platforms share similar economic interests as traditional producing and 

broadcasting companies, the two differ in operation and nature of consumption. These 

platforms constructed new means of consuming content, offering licensed and original 

content. This study describes and examines how product placements, a popular advertising 

strategy that integrates commercials in media entertainment content, are applied in an up-to-

date digital environment. A content analysis was conducted of product placements in comedy 

and drama shows within Netflix originals and non-Netflix originals shows. The study results 

indicate that Netflix original shows include more product placements than non-Netflix 

original shows. Moreover, drama shows include more product placements than comedy 

shows, and these are more explicit and visual. Finally, it was found that product placements 

categories can be predicted by the genre of the show, but not by the production type. 
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1. Introduction  

Traditional television advertising is becoming a less popular strategy among marketers. 

The variety of options, video-on-demand and digital streaming platforms not only changed 

media entertainment consumption but also the nature of commercials in visual mediums 

(Gerber & Rick, 2010; Dias & Borges, 2017). A frequently used strategy to reach audience 

members through media entertainment content is product placements (Ferraro & Avery, 

2000). Product placements are defined as: “all paid attempts to influence audiences for 

commercial benefits using communications that project a non-commercial character, of which 

viewers may be unaware and therefore process such communications differently than they 

process commercial messages” (Park & Berger, 2010, p. 429). Several studies indicated that 

product placements lead to more positive brand attitudes and higher purchase intentions in 

comparison to traditional advertising strategies (Gupta & Lord, 1998; Wiles & Danielova, 

2009; Williams et al., 2011; Sung, de Gregorio & Jung, 2009; Yang & Roskos-Ewoldsen, 

2007).  

As television audiences are migrating from traditional television viewing to digital 

streaming platforms that are “binge” oriented (Gerber & Rick, 2010; Dias & Borges, 2017; 

Deloitte, 2015), these are demonstrating different watching patterns and accordingly 

streaming content is perceived and impact differently (e.g., Perks, 2014; Pittman & Sheehan, 

2015). Following the possible effects of binge-watching, it is assumed that product 

placements in content that is produced by a digital streaming platform (e.g., Netflix) will 

affect and be perceived differently than product placements in content produced by traditional 

broadcasters. Nevertheless, there is a lack of initial understanding regarding the nature of 

product placements in current media entertainment settings. Hence, this study is aimed at 

exploring the nature and application of product placements in an up-to-date media 

entertainment landscape and describe how product placements differ between production 

types (streaming-oriented vs. traditional) and genres (drama vs. comedy).  
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Thus, the following research question is proposed: 

RQ: To what extent does product placement differ in Netflix original vs. non-Netflix 

original shows and in drama vs. comedy shows? 

This research question is studied through a content analysis of different (comedy and 

drama) shows broadcasted on Netflix, produced by (or for) Netflix or by other producing 

companies. 

2. Literature review  

2.1. Product placements – nature and application 

There are many ways in which a product placement could be placed in media entertainment 

content. According to d’Astous and Seguin (1999), product placement strategies can be 

classified into two types; implicit and explicit. An implicit product placement is not being 

formally expressed; it, therefore, plays a passive role. An explicit product placement is 

formally expressed and plays an active role. Explicit product placements are better recalled 

than implicit product placements (Ferraro & Avery, 2000). Furthermore, product placement 

could be portrayed in three dimensions, which are visual (seeing the brand) verbal (hearing 

the brand) or both (Ferraro & Avery, 2000). 

2.2. Streaming-oriented production 

Audiences are migrating from the television screen to digital streaming platforms, 

consuming content in the way that fits them (Pittman & Sheehan, 2015). Streaming platforms 

as Netflix constructed new means of consuming content, offering licensed content and their 

original content. Since producing content is an expensive procedure, these digital platforms 

share similar economic interests as traditional producing companies (Dias & Borges, 2017). 

Nevertheless, online streaming differs from traditional broadcasting in the means of 

operation. For example, Netflix does not have commercial breaks as part of their business 

model (Keating, 2012; Netflix, n.d.a). Moreover, Netflix produces original content, known as 

“Netflix Originals”. To remain exclusive these are usually only available on Netflix’s online 

television network (Netflix, n.d.a; Keating, 2012; Salmon, 2013). As the economic motives of 

both digital streaming platforms and traditional television production and broadcasting 

companies are similar, yet they differ in operations and nature of consumption (e.g., Perks, 
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2014; Pittman & Sheehan, 2015), the first sub-question is aimed at exploring whether these 

differences are also portrayed in the way product placements are used and applied by these 

two different content providers. Hence, the first sub-question is as following: 

Sub-RQ1: To what extent do the amount, strategy, and dimension of product placements differ 

between Netflix original and non-Netflix original shows? 

2.3. Product placements across genres 

Previous studies have been comparing the appearance and features of product placements 

in different genres. However, there is no cohesive answer regarding whether comedy or drama 

provide better settings for product placements. According to Park and Berger (2010), product 

placements were more frequent in comedy films, whereas Sapolsky and Kinney (1994) state 

that the appearance of product placements in drama and comedy films was equal. Ferraro and 

Avery (2000), however, state that product placements appeared more in drama in comparison 

to comedy shows. Different factors can explain a genre providing better or worse settings for 

product placements. Accordingly, to following sub-question is being asked: 

Sub-RQ2: To what extent do the amount, strategy, and dimension of product placements differ 

between drama and comedy shows? 

2.4. Product placements’ product categories 

Product placements can portray many product types (e.g., Lee, Sung & de Gregorio, 2011). 

Since there is a knowledge gap regarding the connection of a show’s production type and 

genre with the product placement’s represented product, the last sub-question is proposed: 

Sub-RQ3: To what extent product placements’ product categories can be predicted based on 

the production type and the genre of the show. 

3. Method  

3.1. Sample and coding procedure 

A content analysis was conducted of shows that are available in the Netflix database. 

Netflix Originals shows were chosen to represent digital streaming platforms’ original content 

because of Netflix’s dominance in the digital streaming content market (see Rainie, 2017; 

Waniata, 2018). A total of twelve shows were chosen according to the available information 

in the Netflix website (Netflix, n.d.c): three Netflix original comedy shows, three Netflix 
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original drama shows, three non-Netflix original comedy shows, and three non-Netflix 

original drama shows. From each show, four episodes were randomly chosen, resulting in a 

total of 48 episodes. These were coded by three coders who together developed the codebook 

and were trained to identify product placements. Each coder coded a total of 24 episodes, of 

which twelve were for the inter-coder reliability test. A total of 368 product placements were 

found. 

3.2. Measurements 

Genre (drama vs. comedy) and the production type (Netflix Originals vs. other) were 

treated as dichotomous scales, based on the Netflix database (Netflix, n.d.b; n.d.c). Product 

placement categories were following the most prevalent product placement categories: 

beverages, food products and restaurant chains, automobile brands, clothes and shoes, and 

consumer electronics (La Ferle & Edwards, 2006; Lee et al., 2011; McKechnie & Zhou, 

2003). The product placement’s dimension was treated as a dichotomous variable (visual vs. 

verbal) based on Ferraro and Avery (2000). The category of “both” was eliminated, and 

accordingly when both dimensions were available the most prominent dimension was chosen. 

The product placement’s strategy was treated as a dichotomous variable (explicit vs. implicit), 

based on d’Astous and Seguin (1999). The number of product placements per episode was 

counted after finishing the coding procedure. The reliability of all variables was good, ranging 

between Krippendorff’s alpha = .77 and 1. 

4. Results 

4.1. Amount  

To identify the differences between the amount of product placements in Netflix original 

and non-Netflix original shows, a paired-sample t-test was conducted. There were 

significantly more product placements in Netflix original shows (M = .55, SD = .50) than in 

non-Netflix original shows (M = .45, SD = .50), t(375) = 1.97, p = 0.050, 95% CI [.00, .20], 

with a small effect size, d = .12.  

To identify the differences between the amount of product placements in drama and 

comedy shows, a paired-sample t-test was conducted. There were significantly more product 
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placements in drama shows (M = .62, SD = .49) than in comedy shows (M = .38, SD = .49), 

t(375) = -4.66, p < .001, 95% CI [-.33, -.14], with a small to moderate effect size, d = .21.  

3.2. Strategy  

A binary logistic regression analysis was conducted; with production type (Non-Netflix 

Originals as the reference group) and genre (drama as the reference group) as independent 

variables, strategy (implicit as the reference group) as the dependent variable and controlling 

for the dimension (verbal as the reference group). Maximum Likelihood Estimation (MLE) 

indicate that the model fit, χ² = 19.89, Log Likelihood = -240.22 (BI0 = -250.17), Pseudo R2 = 

4% (.04), p < .001. The model indicates that a product placement’s strategy cannot be 

predicted according to the show’s production type. However, a product placement’s strategy 

was significantly predicted according to the show’s genre; product placements in comedy 

shows are 46.28% less likely to be explicit than product placements in drama shows. The 

product placement’s dimension was also found to significantly predict the product 

placement’s strategy. Likelihood-ratio test indicates that genera significantly contribute to the 

model (LR = 7.09, p = .008). See Table 1 for the whole model. 

 

Table 1. Bivariate Logistic Regression results Model 1, and Model 2; Dependent variable: 

Product placement’s strategy 

 Model 1 Model 2 

Variable Odds Ratio Odds Ratio 

   

Production type -0.00272 0.940 

 (0.216) (0.206) 

   

Dimension 1.542** 3.582* 

 (0.497) (1.821) 

   

Genre  0.537** 

  (0.127) 

   

Intercept -1.757*** 0.283* 

 (0.491) (0.149) 

Pseudo. R2 0.0256 0.0397 

Log lik. -243.8 -240.2 
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N 368 368 
Standard errors in parentheses * p < 0.05, ** p < 0.01, *** p < 0.001 

 

3.3. Dimension  

A binary logistic regression analysis was conducted; with production type and genre as 

independent variables, dimension as the dependent variable and controlling for the strategy. 

MLE indicate that the model fit, χ² = 35.51, Log Likelihood = -95.60 (BI0 = -113.36), Pseudo 

R2 = 16% (.16), p < .001. The model indicates that a product placement’s dimension cannot be 

predicted according to the show’s production type. However, a product placement’s 

dimension was significantly predicted according to the show’s genre; product placements in 

comedy shows are 84.71% less likely to be visual than product placements in drama shows. 

The product placement’s strategy was also found to significantly predict the product 

placement’s dimension. Likelihood-ratio test indicates that genre significantly contribute to 

the model (LR = 21.89, p < .001). See Table 2 for the whole model. 

 

Table 2. Bivariate Logistic Regression results Model 1, and Model 2; Dependent variable: 

Product placement’s dimension 

 Model 1 Model 2 

Variable Odds Ratio Odds Ratio 

   

Production type 0.336 1.150 

 (0.375) (0.450) 

   

Strategy 1.542** 3.582* 

 (0.497) (1.821) 

   

Genre  0.153*** 

  (0.0683) 

   

Intercept 1.711*** 19.12*** 

 (0.249) (8.468) 

pseudo R2 0.0601 0.1566 

Log lik. -106.5 -95.60 

N 368 368 
Note. Standard errors in parentheses, * p < 0.05, ** p < 0.01, *** p < 0.001 
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3.4. Category 

To predict the possibility of occurrence of different product placement’s categories (with 

automobile brand being the reference group as the most prominent product placement 

category) based on the production company and the genre of the show, the strategy and the 

dimension of the product placement, a multinomial logistic regression analysis was 

conducted. The goodness of fit was assessed by conducting Hosmer-Lemeshow tests for each 

pair of groups. In no case was this test significant. The model was found significant χ² (16) = 

125.00, p < .001, explaining 30.3 percent of the variance in the dependent variable, 

Nagelkerke R2 = .30. The findings indicate that significant unique contributions were made by 

genre (χ² (4) = 46.71, p < .001), strategy (χ² (4) = 49.95, p < .001), and dimension (χ² (4) = 

11.23, p = .024), on the category of the product placement. The producing company was not 

found to have a significant contribution to the model, χ² (4) = 153.46, p =.335.  

The genre of the show significantly predicted whether the product placement was a 

beverage or an automobile brand (b = −1.62, Wald χ² (1) = 24.28, p < .001), food product or 

an automobile brand (b = −1.06, Wald χ² (1) = 6.96, p = .008), and clothing brand or an 

automobile brand (b = −1.73, Wald χ² (1) = 11.28, p = .001). The odds ratio shows that as the 

show genre changes from drama to comedy, the change in the odds of the product placement 

being a beverage compared to being an automobile brand is .20 (5.00 times more than in a 

comedy show), food product compared to being an automobile brand is .35 (2.86 times more 

than in a comedy show), and clothing brand compared to being an automobile brand is .18 

(5.56 times more than in a comedy show). See Table 3 for the whole model. 

 

Table 3. Multinomial logistic regression, predicting product placements’ categories. 

 B  Wald df 95% CI for Odds Ratio 

    Odds Ratio Lower, upper 

Beverages vs automobile 

brand 

    

Intercept -.18 (.37) .23 1   
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Genre 1.62*** (.33) 24.28 1 20 [.10, .38] 

Production 

type 

.01 (.31) .00 1 1.01 [.55, 1.83] 

Strategy 1.45*** (.33) 19.39 1 4.25 [2.23, 8.10] 

Dimension -1.35* (.58) 5.37 1 .26 [.08, .81] 

Food products vs automobile brand 

Intercept -1.71** (.54) 9.95 1   

Genre -1.06** (.40) 6.96 1 .35 [.15, .76] 

Production 

type 

-.09 (.37) .06 1 .92 [.44, 1.88] 

Strategy 2.07*** (.48) 18.37 1 7.91 [3.07, 20.38] 

Dimension .20 (.53) .15 1 1.23 [.43, 3.47] 

Clothing and shoe brands vs automobile 

brand 

   

Intercept 2.12** (.66) 10.16 1   

Genre 1.73** (.51) 11.28 1 .18 [.07, .49] 

Production 

type 

.50 (.50) 1.03 1 1.64 [.629, 4.298] 

Strategy 1.82** (.59) 9.44 1 6.18 [1.93, 19.75] 

Dimension -.48 (.69) .47 1 .62 [.16, 2.42] 

Consumer electronics vs automobile brand 

Intercept .85* (.40) 4.51 1   

Genre .47 (.37) 1.59 1 1.60 [.77, 3.31] 

Production 

type 

.49 (.29) 2.86 1 1.63 [.93, 2.86] 

Strategy -.17 (.29) .35 1 .84 [.48, 1.49] 
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Dimension 1.25 (.80) 2.42 1 .29 [.06, 1.39] 

Nagelkerke R2 .30 

N 368 
 

Note. Standard errors in parentheses, * p < 0.05, ** p < 0.01, *** p < 0.001 

 

5. Discussion and conclusions 

Netflix original shows are more likely to show more product placements than non-Netflix 

original shows. However, the two do not differ in terms of strategy and dimension. Drama 

shows are more likely to show more product placements than comedy shows and are more 

likely to show more explicit and visual product placements. Finally, product placements’ 

categories can be predicted by genre, but not by the production type.  

The results imply that people who often watch streaming oriented content, Netflix 

Originals in the context of this study, over content that is produced by traditional production 

companies can encounter more product placement. This is particularly interesting since both 

content types are aimed to be consumed differently (Perks, 2014; Pittman & Sheehan, 2015). 

This could influence audience members and have certain persuasive consequences. However, 

the effect is unknown, and it is, therefore, important to further investigate it.  

According to the uses and gratification theory (McQuail, Blumler & Brown, 1972; Blumler 

& Katz, 1974), people have different needs, and accordingly, they consume different kinds of 

media content to satisfy those needs. Thus, it could be said that different people are exposed 

to different, and more (or less) product placements according to their media entertainment 

consumption preferences. Whether it is the genre, the chosen platform, or the production type 

of the content that determines what one will watch, the amount of product placements one is 

exposed to relates to this initial decision. 

Drama content could be perceived by producers as better settings for product placements. 

Beyond the fact that there are more product placements in drama than in comedy shows, the 

odds of a product placement being a certain category were higher in a drama show. Hence, it 

seems that drama content is perceived to provide better settings for a wider variety of 

products. This can determine by different factors and differences between the genres. For 

example, a drama show episode is usually longer than a comedy one. Also, there might be 
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content-related features that provide better conditions for product placements in drama 

content. It emphasises the influence that genre has on the portrayal of product placements, and 

therefore, the effects of content-related features within different genres should be further 

explored.  

In contrast to the genre, the production type of the show had no influence on the odds of a 

product placement being a specific category over another. In addition, the results explain that 

while the genre influences the strategy and dimension of the product placement, the 

production type does not. Hence, it can be concluded that while the type of production 

possibly influences the number of product placements in the show, genre plays a more 

substantial role in the essence and nature of the product placement; what it will portray and 

how. 

Although some conclusions were made in this study on the difference between the two 

dimensions of visual and verbal, it is difficult to generalise it due to the low amount of verbal 

product placements that were found. The main question is, is it that verbal product placements 

were not recognised by the coders or is it that there simply are significantly more visual 

product placements than verbal. Regardless, the fact that there are many more visual product 

placements in shows could signify the extent of visual over verbal product placements. It 

could be said that visual product placements are often more noticeable and present within the 

scene, and it might prime the audience to keep the thought of the brand in their mind (Ratcliff 

& McKoon, 1988). 

For future research, it is recommended to consider content-features within genres. This 

study focused on the differences between comedy and drama, but other content-related 

features and themes, violent-content for example, could portray product placements 

differently. As different studies have mentioned (e.g., Wiles & Danielova, 2009; Yang & 

Roskos-Ewoldsen, 2007) product placements lead to more positive brand attitudes and higher 

purchase intentions compared to traditional television advertising strategies. Thus, 

investigating the effects of product placements within different production types (digital 

streaming vs. traditional) and genres on brand attitudes and purchase intentions is important to 

fully understand the role of product placements in the current media entertainment advertising 
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landscape. While much can be said about the content of these shows, it is important to look at 

the audience as well, since these were made for an (active) audience that might or might not 

act upon these product placements. 
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