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Abstract

Purpose — This study aims to examine the effect of audience
attitude toward product placement, or PPL, on product attitude
and purchase intention. PPL has increasingly been prevailing in
TV dramas since the revision of the Broadcasting Act in
January 2010, and it is quite widespread in today's society.
Therefore, this study intends to investigate how the audience
would take a particular attitude toward PPL in TV dramas and
how their attitude would affect their product attitude and pur-
chase intention.

Research design, data, and methodology — The sample for
the current study was drawn from college students in Seoul in
December 2013, as the main targets of the products and
brands that were advertised by PPL are young people. The
questionnaire for this study comprised nine parts, such as the
knowledge of PPL, experience of PPL, TV drama watching time,
impulsive buying propensity, celebrity imitating buying propensity,
attitude toward PPL, attitude toward product, purchase intention,
and demographic characteristics. The questionnaire items were
measured by 5-point Likert scales. Whether the demographic
characteristics and propensity to consume would affect PPL atti-
tude was analyzed and how the PPL attitude would affect pur-
chase intention through product attitude was analyzed as well.
To analyze the relationship between variables, structural equa-
tion modeling analysis was performed with Amos 18.0.

Results — The major findings of the study were as follows.
First, whether the demographic characteristics and propensity to
consume would affect PPL attitude was analyzed, and it is
found that out of the demographic characteristics, only gender
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and knowledge of PPL exerted an influence on PPL attitude. In
addition, celebrity-imitating buying propensity had an impact on
PPL attitude. Second, whether PPL attitude would affect pur-
chase intention through product attitude was analyzed by struc-
tural equation modeling. Consequently, it is found that PPL atti-
tude impacted purchase intention through product attitude.

Conclusions — The findings of the study had the following
implications. First, in theoretical aspects, previous studies have
proven only that attitude toward PPL influenced attitude toward
product and purchase intention separately; however, the current
study has investigated the mediated role of attitudes toward
PPL. Second, regarding the practical aspects, as PPL attitude
exercised an effect on purchase intention as well as product at-
titude, PPL should be utilized in a manner to stimulate the audi-
ence to take a positive attitude to it. Finally, gender, PPL
knowledge, and celebrity-imitating buying orientation were identi-
fied as influential factors for PPL attitude. Specifically, female
consumers showed a lower attitude toward PPL than males,
and the consumers who have no knowledge showed a lower at-
titude toward PPL. The consumers who have celebrity imitating
buying propensity expressed a higher attitude toward PPL.
These factors should consequently be taken into account when
PPL is planned and conducted. The current study has limi-
tations such as the sample object, non- experimental method,
and media biases. Therefore, future research should be con-
ducted to address these limitations.
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4%, 5H2 w2 Maoz

ZEZ0jMBES 89TH(70.1%)0] W AdBE 11
B(8.7%)7 273( 2 dgoz Lot ‘g,
‘v, ' =22 Z1
(44.9%)0] 2 M3 1
=2 JYO= Lot ‘'’ ‘v, ‘B =2= LEIUCL 0|49
|82 ct2o| <Table 1>0f L}Q} QIC}.

<Table 1> Demographic Characteristics of Sample

(eigen value)Zte 1.922, EAMHEHL 13.727%2 LI AMZ|E
2440 3 2HS Lo} 40| 7972 = LICL HoQl 2
Ojdekel oig B=52 dtel Qfe2 JIAJASH 1NFLUO|
2.736, EAMHE0| 19.542%, A 2HIS nt 70| 7972 LIRICL

PPLO|| CHst EjEo| Q72 3.867, EAMMEHE 27.617% A=
Hf= u} gfo| 8812 = LIEHRCE PPLE X|Z0| CHSH Ef=
= 197Z40| 1.458, EAtMEHEIO0| 10.414%, AE2HIS dnt Z40|
J7022 LgCE OX|Ze 2 PPLE X|E0| CHet Fojel=s 1
[20] 1.013, BAHEYHZO| 7.236% 2 Lol ME|Z ZH A
0l AEHS 2t /0| 84322 O =A LIRCH ol2fst &4

52. Z¥=F9 BEg Mel: HF

EFETo| EEHEE ABSH| 2l 2 e ol E5T+
Of-dgk, ool mukojdel, PPLO| CHet EHE, PPLE X|EO
CH2E Ef=, PPLE XS0 CHDt FOHel=0f CHe RIEAMES MA|
Siin, dEE T 2EE9 MEIEE ATst| fls 22
HS 2HbA|2=(Cronbach's alpha)S AR S}RILCE.

HA, AHEE2 Ssojdent Aol zFijdgez 3
2EICE S50 Eel ot M-St HoQl mEkojdErol H
$50| ZiZto| golo %A FUceH, SSTFIHEES 1Fak

classification frequency | percent(%) I ELZ 2 A0 AFRE BiSo| EfctAnt Al2|AMo| st
g male 69 54.3 CIQCtD & £ QO O|M9 LHEE LC}29| <Table 2>0 ™|
gender female 58 45.7 £[0f RULH.
20~29 124 97.6
30~39 3 24 <Table 2> Factor Analysis
age
9 40~49 0 0 factor name of facor eigen % of Cronbach's
50~ 0 0 variable |loadings| value | variance alpha
~ high school graduates 0 0 Impulsive impulsive 1| 822
academic college graduates 120 945 Buylng impulsive 2| .797 1.922 13.727 797
background Propensity  [ouisive 3| 857
post-graduate degree 7 55 P ’
Knowledge of Know 77 60.6 . ‘ imitating 1 782
PPL Celebrity-Imit | jmitating 2 | 900
not know 50 39.4 ating Buying ——— 2736 | 19.542 830
have 13 89 Propensity imitating 3 | .785
Experience of not have 8 6.3 imitating 4 | .693
PPL : PPLA 803
not remember 6 4.7 ’
~ 1 hour 45 354 Altitude PRL2_ 8T g7 | 27617 881
1 hour ~ 2 hour 38 29.9 toward PPL PPL3 872
TV Drama 2 hour ~ 3 hour 19 15 PPL4 | 847
atchin
T 3 hour ~ 4 hour 12 9.4 Attituge | Product 1 | 849
4 hour ~ 5 hour 8 6.3 ;ow;rdt product 2 .823 1.458 10.414 770
5 hour ~ 5 39 roduc product 3 .768
purchase 1| .842
Impulsive low 89 701
Buying middle 11 8.7 Purchase purchase 2| .840 1013 7936 843
Propensity high 27 213 Intention | purchase 3| .789
purchase 4| .829
Celebrity-imita low 57 44.9
ting Buying middle 15 11.8
Propensity \ = al [e) - Sk
high 55 433 5.3. PPLEf=7} MZF Ef= % FOH2=0f OfX= S
Total 127 100

= g7ol 82 7hdel PPLO| CHSE Ei=7F PPLE MIZ0f Chet
Ei=S Oi7H2 S0 FOie|=0f e OjX|=X| dSoIRALt =
o AFSASY S8(82, PPLAIA RS, PPLERHOSE, TV E&t
Ob AlgAIZHIE 2B ge(ESsTolge, A0l 2E01de)ol
PPLOJ CHSH EHEOf Fehs OX|=X|= 2 HHER(SH OF
=ABL7| ?{3l Amos 18.02 O|8¢t YA 2 Z40| HA|
g QACk 24 oM FFHEQ FE(HA=0, 0X}=1), PPLX|
MRrF(EEC=0, QICi=1), PPLEHOIR(GIL=0, RAC=1)= C0|
B2 50l 243 TSI
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<Table 3> Analysis Results

standardized CR P Hypotheses | Hypothese
path .
estimates (t-value) value test s
gender — attitude toward PPL -.370 -4.104 .000 adopt 31
TV drama watching time — attitude toward PPL .054 617 537 reject 3-2
Experience of PPL — attitude toward PPL -.019 -.232 .816 reject 3-3
Knowledge of PPL — attitude toward PPL 170 -2.035 .042 adopt 3-4
Impulsive Buying Propensity — attitude toward PPL .01 112 911 reject 4-2
Celebrity Imitating Buying Propensity — attitude toward PPL .278 2.681 .007 adopt 4-1
attitude toward PPL — attitude toward product .340 3.378 .000 adopt 1
attitude toward product — purchase intention 918 7.647 .000 adopt 2
Chi-square = 251.862,
Chi-square/df = 1.253, p = .009
Model Fit GFl = .843, AGFI = .804, CFl= .954 ,
RMR = .077, RMSEA = .044, NFI = .808,
IFI= .955

<Table 3-0f Lfet Q= 2ol XYE X5 AHwO
Chi-squre= 251.862( p= .009, df=206.593), GFI= .843, AGFI=
.804, CFI= .954, RMR= .077, RMSEA= 0.044, NFI= .808, IFI=
95508 Ljgton Metoz BY NMgwsl £87k53i0 ¥
7Kgt 4 Qlct.

RS SMZAD, CEYHSAI ORIIRIZ ARSI
S4 F 4um PPLXAIRREI0| R0l+7F 0050|A Sol0/3t &
42 LIEIE <7HY 32594 <7bd 3:3>0] 7|2tE|n <7pd 3151}
<Ibe 3450 AEE|QICE AT A Aol XS SE -370,
CR(t-value)2 -4.104, pZt2 0.00022 LI9t OfAQ| AL} LA
of ALt PPLO| CHet Ef=Of MOl Yske OjFCtD ey
& 2 QITh PPLX|AISZO| HEI3}A 2= 170 CR(tvalue)S
-2.035, pgt0| .0422 LIt A=Z7t QolOlsictn & £ US
PPLO| EHot X412 Q513 Qls 327t PPLO| Cfet Ej=0f 3
Mol garg DjAICHs MS WA & UoIC)

TS CHESR At OREVIRIZ aHEe SoMs Aol 2

attitude toward PPL
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O)2CH= ZAaot Lol <7Hd 1>0] X|X|Z| QAL

PPLEl XN&E EH=E O§7HZ St FOje=0f OjX|= F&of Cf
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2 TEIIRACL
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<Figure 2> Final Research Model
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7oA S8 AHEdh= AO0| YEHZIOIL). 5T 0|2
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PPLO| CHEF EiE=7F CH2A| HEElEX| SotEE AR Qo] U=
=40| E A2z ofgErt

SUW, PPLO| CHYH EiE=E CHUXIREC 2P ZFSIRACHE HOl
Ch 7|ZES| dATOM S EH PPLO| CHY =S R2IH =
T, iy FW S CHEHER JEORACE d2ju 2 AFoME
CEXez ANl BiEE S80ls €3S ALE5H PPLO|
et Ei=S ZFOIRACE Mt F=AFOME PPLOY CiSH Ef
=& Oty SHOM SFe2es 20| BRI

OHX|Sfe2 PPLO| CHot EH=7t RIFEH =t 70|20 Se=
OXl= 28, HEYgo| B2 0jXl= 22150 § AE0{0F
g A0|ct B3, 7HQle| H[YROIL; 2tO|ZAEY SiF 22 i
Q1M QI et PPLO| Ciieh B i7t7h ZIE|0f0F & Z{O|IC.
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