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ABSTRACT

ABSTRACT

With the rapid development of new internet media, the diversified information transmission
channels and the policy squeeze of the broadcasting bureau on advertising time, the embedded
advertisement has entered the advertiser's field of vision and is favored by advertisers because
of its broad target, diversity of implantation strategies and concealment of implantation

techniques.

Although implantable advertisement has many advantages over traditional advertisement,
there are still some problems in how to effectively market and spread implantable
advertisement and life programs, such as single implantation method, mismatch between
implanted products and programs, and too rigid substitution of products. At present, the
domestic research on life programs and embedded advertisements basically stays in variety
programs and embedded advertisements, and does not elaborate on the marketing and

communication strategies of embedded advertisements in various types of variety programs.

In this article, the author collects and sorts out literature related to life programs and
embedded advertisements through literature research, using platforms such as CNKI and
Wanfang Zhisou. After induction, sorting and identification, the author describes and
discusses the current research situation and the marketing communication strategy of
embedded advertisements in life programs, and uses case study method to provide some
suggestions on the communication strategy of embedded advertisements in variety shows by
analyzing the advantages and disadvantages of the marketing communication strategy of

embedded advertisements in " Desired Life" programs.
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