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Abstract

Purpose: Various media apply to PPL(Product Placement), which is an indirect advertisement. This study investigates how
PPL types and consumer styles of thinking influence product attitude and purchasing intention.

Design/methodology/approach: In order to achieve the purpose of this study , the experiment was conducted in order to
classify two types of PPL and consumer thinking styles from students of universities in Seoul.

Results/findings: The results indicated that in the on-set placement, analytic thinking consumers have higher intention of
purchase and are more favorable of the product than holistic thinking consumers. However, in the creative placement, holistic
thinking consumers have that of the product than analytic thinking consumer.

Research implications/limitations: This paper discussed the theoretical and practical implications by focusing on consumer
styles of thinking with regards to PPL.

Future workfresearch: Possible future studies on figuring out the effectiveness of PPL regarding product characteristics will be
required through experimenting diverse products.

Originality/value: This study classified and compared the relative effectiveness of PPL by consumer styles of thinking.
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<Table 1> Result of Two-way ANOVA about Consumer Product

Attitude
df Mean Square F p
PPL Types(A) 1 28% 290 02
Style of Thinking(B) 1 201 22 64
AxB 1 7.389 7409 008
error 105 97

<05

4.28

4.09

Haolistic

Analytic

B On-set M Creative

[Figure 1] PPL Types x Style of Thinking(Attitude)

PPL i %) el o} 2B AfaLf- g o] Frof o el v)A) = G

& B3 A3}, <Table 2>0| 4 Uehd Azt o] ul x| g ef o} A}
1frge AEAEE #foR Aoz EIHNIG

(F(1,105)=11.510, p<.05). A1 4.2 Aol B ujA L 735,
AAH ARLE shs aFIARE(M=451)0] £44 ALLE 3=
AHAEM=360) B} FHloEr} =S Aoz YEyT
(F(1,105)=7.54, p<.05, [Figure 2] F=%). o]oh= W= 24l
AL B, A ALE ke 2HARE(M=467)°] HAH Ab
TE 3 AHAEM=356) BT} Tl Er} =e Roz 3
215 A TH(F(1,105)=4.32, p<.05, [Figure 2] ZZ).

<Table 2> Result of Two-way ANOVA about Purchasing Intention

df Mean Square F p
PPL Types(A) 1 080 083 8%
Style of Thinking(B) 1 ) 120 70
AxB 1 21.3% 11510 001+
error 105 2379
<05

18

Holistic

Analytic

B On-set M Creative

[Figure 2] PPL Types x Style of Thinking(Purchasing Intention)
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