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Recently, branded content, which means to carry a bran

A25 d message in a short video format, has been popular as
a means of advertising and marketing. This study investi
gated the antecedents that are expected to affect the effe

= ct of video branded content. This study categorized those
Hoo| #e B o HAE WAAE g AS antecedents into four groups such as message attributes,

A character favorability, emotion elicited by content, and un
certainty of sponsor and product concepts. A online surve
y was conducted on a total of 324 college students to coll
ect data needed to verify four research questions. The re

dl= ? sults of a hierarchical regression analyses showed that m
A&, MEE B4k, SRl A, AEA B A A essage attributes was the best predictor of the effect of
AES] Eggago] v /)9 o & WMo ER E73 T 7+t video branded content across four dependent variables su
9] o] & WoltEo] el = B, Hal= B v o3 & ch as attitude toward contents and brand, purchase intent
el A 9rd mxE 9IS Fysigoh ion, and eWOM intention. In particular, entertainment an
B oo AAE U 7Y AT EAEL Azsley 2 d engagement among four message attributes had a stati
23 A8E s fste] F 3249 10-200] ZAR stically significant effect on all dependent variables even
AEoA Fol Bl T2 HolEy Trshd AR after other predictive variables were controlled, which ind
Aol SekahA Bh Lobel ALzALE AAFlom. WA ica.ted that i.t can b.e the 'most important marketing V?u'iab
QAU s SojE welSe Ea] welo s Aol ?e In campaigns using video brandefi.content. In addition,
it was found that character favorability was the best pre

A5 ARl el dFES B A8 A 29 dictor of attitude toward content, while entertainment wa
A& Ak A At 9] S5 el AT s the best predictor of attitude toward brand and engage
AR S5 HEE®R)0) Mg E AR Lebsk o, ment was the best predictor of both purchase intention a
53] 4719 mAA] S5 5 L8 EYAS OE o5 nd eWOM intention. Also, it is shown that the uncertaint
HolEo] F7PA o7 By Foi RE FHEMEEo| s y of sponsor and product concepts, which is a unique cha
EARoR fojne e nx= Aoz Yeht, B4 racteristic of the video branded content can be a new vari

able to explain the effect of video branded content.
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