The Journal of the Convergence on Culture Technology (JCCT)
Vol. 8, No. 6, pp.881—889, November 30, 2022, plSSN 2384—-0358, elSSN 2384—0366

http//dx.doi.org/10.17703/JCCT.2022.8.6.831
JCCT 2022-11-109

AGFa7E A oo mAl= 9
Decomposing Impact of Product Placement on Purchase Intention
S2e)s

Keun-Tae Song*

p. =
of gtk A HEYIsE A Fanck wl o] APeD wB AN W AFOZRE ARFHE AW R 7
28] F7hska vk B AFE oY AYS WSk A AU nel B FLEA Be wes Auy wnE v
G WMrE wPe] wPRA olF A3, ¥ AT AR nF SHL WIT W §9 PolE, A
POl w2 WA, wF JEE, HBI feld ZUL VT WFR fd 25 204 /RS, pgYael
olf FEe MR Wi Xz V)4, A ASES Agsteh B4 2l Adl wolws zzad <)
e folFE 0011 Al Fof omel ()] JFE AT 2uA AN FoFE 001N Al Ty
Smel H()9] G VAL ACE Uehdeh AW, §9 BolE, wTA WAL =F AR, 9 25 A A%
RE BARHOR fovld 9P vAA B Ao BAHAG B AvE AgdTele] mug Fa) w4 A
E s on, aHgus Tl o el Audel te AARE Attt et
R0 B, Pl %, HRR nf 54, #94, o§ £

Abstract This study is to empirically investigate the impact of product placement on purchase intention. Product
placement is growing due to its advantages that it is cheaper than general advertising and free from restrictions
from exposure time. Considering that, this study includes variables reflecting high importance and characteristic
changes in product placement. The study selects fashion involvement, celebrity involvement, bald exposure, and
exposure strength as variables reflecting the unique characteristics of product placement, observance of ethics
and consumer deception as ones reflecting ethical aspects, and program popularity and media familiarity as
variables reflecting means of using product placement. As a result, celebrity involvement and program popularity
have a positive influence on purchase intention, and consumer deception has a negative impact. However,
fashion involvement, bald exposure, exposure strength, observance of ethics, and media familiarity do not have a
statistically significant impact. This study explains the results through comparison with previous studies and
suggests implications based on the association between product placement and purchase intention.
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Table 2. Results of Factor Analysis and Reliability Analysis

Ttems Factor | Eigen- |Comulative | cronbach
Loading | values % 's alpha
Fashion FIl 7 -
Involvement FI2 871 21.507 21.507 189
FI3 807
. Ccn 701
Ingf)llevt;‘;teym Cl2| 74 | 1248 | 34006 | 768
CI3 | 690
BE1 | 615
Eprodlscljlre BE2 7100 7768 41.773 N
BE3 | 672
Exposure ES1 '7,15
Strength ES2 | 6/ 52 46973 801
ES3 | 653
Observance OEL | 762 _
of Fthics OE2 730 4.563 51.536 730
OE3 | 638
Consumer D1 72 .
Deception CDh2 34 398 55516 741
CD3 | 817
Program PP1 '72§ _
Popularity PP2 | 715 2.842 58358 812
PP3 685
. MF1 | 712
le\ﬁfaiw MF2 | 701 198 60338 | 716
MF3 | 659
KMO 838
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Test of 7127831
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Sig. 000
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Table 3. Results of Correlation Analysis

FI | CI | BE|ES|OE|CO| PP |MP| H
FI | 1
Cl |48 1
BE | 558" 583" | 1
ES | 331" | 298" | 280" | 1
OF | 347 | 441" | 205" | 482" | 1
CD [-396"|-.379"| 266" |-.550"|-638"| 1

PP | 3107 | 361" | 237" | 483" | 501" [-5227| 1
MP | 362" | 491" | 419" | 407" | 387" [-.3367| 386 | 1
PL | 457 | 536" | 440" | 342" | 483" |-506"| 542" | 3%6"| 1
FI: Fashion Involvement, CI: Celebrity Involvement, BE: Bald Exposure,
ES: Exposure Strength, OE: Observance of Ethics, CD:Consumer Deception,

PP: Program Popularity, MF: Media Familiarity, PI: Purchase Intention
"p<0.01
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Table 4. Results of Regression Analysis
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Nonstandard
Jo] SE
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Media Familiarity 017 | 063 | 015 | 2718 | 1597
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Control “(Zaicn}(jlegg 029 | 055 | 073 | 1621 | 1.074
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Constant 711
R%*(Adjusted R?) B524(505)
F 21.820"
Durbin-Watson 1.992
p<0.01
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