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Research on the "Product Placements" 
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Abstract  

Governments and Politicians need stages to transfer images and political philosophy. They need 

media to maximize their thoughts. “Product placements” and “Pseudo-events” are two kinds of 

important techniques to reach the goal they set. Journalists need the politicians to “feed” their works, so 

they are used to ignoring the discussion of “Pseudo-events”. Scholars treat the “Product placements” of 

news as crimes because politicians pay for that. This research uses “Document Analysis” method to 

gather the information of both topics, and review the mainstream thoughts of them.    Research found 

that “Pseudo-events” affect the truth of News more than “Product placements”, and suggested news 

media to promote the news of "Agenda Setting" to resist the invasion of marketing.  
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