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Abstract

A phenomenon that video clips of gamers
(game casters) on YouTube are popular among
youngsters is new to Thai society. To understand the
overview of this current marketing communications
in video clips of gamers in Thailand, this research
aims: 1) To examine the frequency the brand and the
product appear in the clips. 2) To explore the types
of products, advertising format, marketing resources
used in videos, brand name that appears on the
video title, same type and content relates to
environmental protection. This research used
content analysis method to analyze 216 video clips
on YouTube in Thailand uploaded between
November 2019 to April 2020. The research found
that 1. There was advertising (product placement) in
video clips of gamers. The highest number of times a
brand appears in a clip is 1 time. 2. The most found
product was game, the most common type of
advertising was playing games, followed by other
forms of marketing cornmunications such as, notify a
special game event. The most common marketing
resources in video clips were links that lead to
additional product viewing. The most played game
type was shooting games. And the product name
appeared in the title of video clip the most. In
addition, none of the channels had content that
relates to environmental protection at all. This
research supports past research which has suggested
that YouTube video clips that are popular among
children with a product placement should be
presented in a socially responsible manner.
Moreover, video should be clearly labeled as

advertising or entertainment.

Keywords:  Advertising Aimed at Children, Content
Analysis, Product Placement, Thailand
Video Clips of Gamers On Youtube
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