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[Abstract]

This study investigated the differences in the effectiveness of Product Placement (PPL) in dramas and games. Based on
previous studies, this study used PPL advertising attributes, attitudes toward PPL, attitudes toward brands, and purchase intention
as effect variables. With these variables, the research hypotheses were established by examining the differences and relationships
between them. The research hypotheses were verified by collecting data from a survey. Primary results showed that drama PPLs
were rated higher than game PPLs in entertainment, informativeness, and reality values, while there was no difference in irritation
values. Drama PPL respondents showed higher attitudes toward brand and purchase intentions than the game PPL respondents,
while no difference was found in attitudes toward PPL between the two groups. PPL advertising attributes were found to have
influence on attitudes toward PPL, attitudes toward brands, and purchase intention.
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Table 1. List of abbreviations

Original Abbreviation
Entertainment Enter
Informativeness Infor
Irritation Irrit
Reality Real
Attitude toward PPL APPL
Attitude toward Brand AB
Purchase Intention PI
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Table 2. General characteristics of sample

ltem Classification N Percent(%)
Program Drama 119 50.0
Type Game 119 50.0
Male 88 37.0
Gender
Female 150 63.0
16-19 77 32.4
Age Group 20-24 121 50.8
25-28 40 16.8
PPL yes 96 40.3
purchasing
experience no 142 59.7
PPL 1~2 times 53 55.2
purchasing 3~4times 30 31.3
frequency 5 times or more 13 13.5
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Table 3. Results of factor analysis and reliability analysis
of PPL advertising attribute measurement items

i Factor Analysis Reliability
Variable -
ltem | Infor | Enter | Irrit Real IR C. A
Infor1 | 0.832 0.872
Infor2 | 0.840 0.861
0.903
Infor3| 0.800 0.874
Infor4 | 0.714 0.892
Enter1 0.720 0.883
Enter2 0.798 0.878
0.905
Enter3 0.820 0.866
Enter4 0.816 0.882
PPL -
Attrib [rrit1 0.850 0.897
[rrit2 0.887 0.879
- 0.912
Irrit3 0.893 0.880
[rrit4 0.858 0.888
Real 1 0.768 | 0.836
Real 2 0.865 | 0.746 | 0.857
Real 3 0.752 | 0.812
EV [3.177 | 3.036 | 3.248 | 2.343
VE(%) |21.182]20.237|21.656|15.618

KMO=.895, Bartlett's test of sphericity=2586.766, df=105,
p=.000
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Table 4. Results of factor analysis and reliability analysis
of attitude toward PPL, attitude toward brand,
purchase intention

Variable Measurement Factlor EV VE Crolnbach
ltems Loading sa
APPL1 0.905
APPL2 0.864
3.309| 82.716% | 0.930
APPL APPL3 0.936
APPL4 0.932
KMO=.844, Bartlett's test of sphericity=805.188, df=6,
p=.000
AB1 0.896
AB 2 0.880
AB AB 3 0.884 [3.976| 79.522% | 0.935
AB 4 0.916
AB 5 0.882
KMO=.894, Bartlett's test of sphericity, df=10, p=.000
PI1 0.891
PI 2 0.947 o
o Pl 3 0.921 3.374| 84.339% | 0.938
Pl 4 0.914
KMO=.842, Bartlett's test of sphericity=865.352, df=6,
p=.000
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Table 5. Analysis of differences in PPL advertising
attributes according to PPL program type

Attrib | Type N Mean F P RESULT
Drama | 119 | 3.308 — ;

Enter 2.034 | 0.088 | 11~1 Reject
Game | 119 | 3.094 Drama=Game
Drama | 119 | 3.518 —

Infor 8.477 | 0.004 | H1~2 Accept
Game | 119 | 3.174 Drama>Game
Drama | 119 | 3.726 - i

Irit 1.163 | 0.282 | H1~3 Reject
Game | 119 | 3.587 Drama=Game
Drama | 119 | 3.668 -

Real 7.641 | 0.006 | H1~4 Accent
Game | 119 | 3.326 Drama>Game
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Table 7. Analysis of differences in attitude variables
according to PPL program type

PV Type N Mean 5 P
Drama 119 3.139
APPL Game 19 5183 0.656 0.419
Drama 119 3.202
AB Game 119 2.928 4.941 0.027
Drama 119 3.422
Pl Game 19 2996 10.119 0.002
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Table 8. Effects of PPL advertising attribute on attitude

Table 6. Effect of PPL purchase experience and sex on toward PPL
PPL advertising attribute evaluation Sample V] B ¢ b
Attrib Source SS d.f. MS F P (constant) 2.183 0.030
PPLExp |25.581 | 1 |25.581 |33.973|.000 Infor 0.224 3.211 0.002
All Enter 0.452 6.377 0.000
Infor Sex 185 | 1 | 185 | 205 | .651 respondents | It ~0104 | -1.944 | 0.053
ExpXSex .004 1 .004 .066 | .939 (n=238) Real 0.107 1.681 0.094
PPLExp |26.257 | 1 |26.257 | 32.024 | .000 F=49.645, p=.000<.050, R?=.460 Adjusted
2__
Enter Sex 282 | 1 | 282 | 344 | 558 R™=.451
(constant) 0.788 0.432
ExoxSex | .009 | 1 | .009 | .011 |.915 nfor 0479 5 720 0.000
PPL Exp 107 | 107 125 | .724 D;aP”Ca Enter 0.379 4.549 0.000
Irrit Sex 669 | 1 | .669 782 | .378 respondents Irrit -0.222 | -2.862 0.005
z Real 0.024 0.294 0.769
ExpxS 158 | 1 | .158 185 | .667 (n=119)
XPToEX F=28.708, p=.000<.050, R?=.502, Adjusted
PPLExp |12.111 | 1 |12.111 | 14.853 | .000 R?=.484
Real Sex 927 | 1 | .927 | 1.136 | .288 (constant) 1.501 0.136
ExoxSex | 179 | 1 | 179 | 220 | .640 Game Infor | -0.085 | -0.794 | 0.429
oL Enter 0.636 5.621 0.000
respondents Irrit ~0.036 ~0.492 0.623
3) XPFaL 209 7900 IE g byEe) Apo] 24 (n=119) Real 0216 | 2.388 | 0.019
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