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Chinese Consumers Purchase Intention of the Goods inside Korean TV Dramas
Product Placement
Ming Cui - Seung Sin Lee

Department of Consumer Information Science, Konkuk University, Seoul, Korea

Abstract

This study explored the determinant variables influence of Chinese consumers’ purchase intention towards
products featured in Korean TV dramas vis-a-vis product placement (PPL). We invited 248 Chinese adult
consumers who had watched Korean TV dramas in last twelve months to participate in this survey. Data analyses
were conducted by Cronbach’s o reliability test, confirmatory factor analysis, ¢-test, analysis of variance and
hierarchical multiple regression with SPSS ver. 21.0 and AMOS ver. 21.0. We chose PPL effects, product quality
perceptions, and product trust as main independent variables. The empirical analysis results demonstrate that
female (versus male) and frequency of (or longer time) watching dramas resulted in higher perceived consumer
PPL effects, product quality, trust and purchase intention. The positive effects of the product quality and
product trust on purchase intentions were confirmed. There are additional mediation effects of product quality
perceptions and trust on the relationship between consumer demographic characteristics (gender), TV drama
watching conditions (frequency and time) and purchase intention. This research can help Korean corporations
produce effective advertising by indicating how PPL affects Chinese consumer consumption behavior. The results
are useful for the Chinese government and consumer organizations to improve the domestic consumption

environment by developing effective TV drama PPL policies.
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Table 1. Items of the Questionaire
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Variable No. Item Scale Reference

PPL effect ppl1 PPL draws more attention than normal advertising. Ratio scale (Likert 5) [17,21,22]
ppl2  PPLis more competitive than normal advertising.
ppl3  PPLis more effective than normal advertising.
ppl4  PPLis easier to remember than normal advertising.
ppl5 PPL encourages more curiosity than normal advertising.

Product quality perception eval  The quality of PPL goods is good. Ratio scale (Likert 5) [7, 16, 18]
eva2  The quality of PPL goods is of a high standard.
eva3  The quality of PPL goods is satisfied.

Product trust trul The information of PPL goods is reliable. Ratio scale (Likert 5) [10, 20]
tru2  The quality of PPL goods is reliable.
tru3 PPL goods are reliable.

Purchase intention int1 | may consider of purchasing PPL goods. Ratio scale (Likert 5) [1,14]

int2 It is possible to purchase PPL goods.

int3 | may want to own PPL goods.
Gender, age, education, monthly income (Yuan), and marriage
Weekly TV dramas watching frequency, time

Demographic characteristics
Korean TV dramas watching conditions

Nominal scale, interval scale
Interval scale

PPL, product placement.
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Table 2. Verifying Convergent Validity and Reliabilty of PPL Effect, Product Quality Perception, Product Trust, and Purchase Intention

Variable No. Un.Est o’ Yldf T CFl  RMSEA (90% CI) Cronbach’s o CR AVE M (SD)

PPL effect ppls 717 288 144 99 99 04 (0-.14) 86 91 78 369 (72)
ppl3 797
ppl2 88"
pplt 737

Product quality perception”  eva3 78" 0 - - - - 88 88 71 352(73)
eva2 86
eval 88"

Product trust” tru3 79" 0 - - - - 86 86 67 3.43(72)
tru2 83"
trul 83"

Purchase intention” int3 88" 0 - - - - 91 91 78 3.52(86)
int2 85"
int1 917"

PPL, product placement; Un. Est, unstandardized estimate; TLI, Tucker-Lewis index; CFl, comparative fit index; RMSEA, root mean square error of approximation; Cl,

confidence interval; CR, construct reliability; AVE, average variance extracted.
“Saturated model.
“p<.001.
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Quality Perception, Product Trust, and Purchase Intention

Variable 1 2 8 4
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Product trust 46 il .67 A2
Purchase intention 38" 65" 65" 78

The diagonal are the average variances of the extracted values of variables;
above the diagonal are the correlation values; and below the diagonal are the
squares of the correlation values.

“p<01.
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Table 4. Demographic Characteristics and Korean TV Dramas Watching Conditions of the Samples (V=248)

Variable Group n %
Gender Male 105 423
Female 143 57.7
Age (yr) 20-29 194 78.2
30-39 35 14.1
>40 19 7.7
M (SD) 27.6 (6.3)
Education <High school 34 13.7
Bachelor's degree 190 76.6
>Master's degree 24 9.7
Monthly income (Yuan) <3,000 81 327
3,001-5,000 92 371
>5,001 75 30.2
Marriage Single 83 335
Married 165 66.5
Weekly TV dramas watching frequency (time) 1 19 480
2 47 19.0
>3 82 331
Weekly TV dramas watching time (hr) <1 90 36.3
2 79 319
>3 79 319
1 Yuan=175 Korean Won.
ZK3.38)°ll Hlal] oJAQl 74-9-(3.62), 71(3.44)0 wlsl] ml&Ql 7 o]l A(3.62)7F T TVERE & RN A5-S o 41F]
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Table 5. The Differences of Product Placement Effect, Product Quality Perception, Product Trust, and Purchase Intention According to Demographic Characteristics

and Korean TV Drama Watching Conditions

Variable Group

Gender Male
Female
t

Age (yr) 20-29
30-39
240
F

Education <High school 3.64
Bachelor's degree 3.70
>Master's degree 3.69
F 12

Monthly income (Yuan) <3,000 3.72
3,001-5,000 3.62
>5,001 3.74
IL'

Marriage Single
Married
t

Weekly TV dramas watching frequency (time) 1
2
>3
F

Weekly TV dramas watching time (hr) <1
2
>3
F

Duncan post hoc analysis: A<B.

1 Yuan=175 Korean Won.

‘p<.05, p<.01, p<.001.
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PPL effect

Product Trust Purchase intention

Product quality perception

347 337 3.45
3.52 3.42 3.50
3.54 3.56 3.79

09 48 1.39
3.49 337 344
3.51 3.44 3.54
35 3.48 3.58
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Table 6. The Effects of Variables on Purchase Intention

Variabl Model 1 Model 2 Bootstrap (95% Cl, sample=1,000)
aravle B(p) VIF B(p) VIF Lower Upper

Male (gender) -28(-.16)" 1.10 -.10 (-.06) 1.13 -26 05
Age 01 (.06) 1.61 .01 (.10) 1.64 .00 .03
High school or less (degree) -24(-.10) 217 -.15 (-.06) 2.18 -48 17
Bachelor (degree) -2 (-.10) 2.16 -17 (-.08) 2.17 -41 .09
Income monthly .07 (.07) 1.29 04 (.04) 1.29 -07 15
Single (marriage) .01 (.00) 1.57 18 (.10) 1.60 .00 39
Weekly TV drama watching frequency 18 (19) 2.60 09 (.09) 2.68 -.05 21
Weekly TV drama watching time 20 (19)° 2.65 08 (.07) 2.69 -07 23
PPL effect - - .08 (.06) 1.32 -07 23
Product quality perception - - 39(33)" 218 23 55
Product trust - - 39(33)" 2.19 25 56
Constant 271" -38
F 689" 2499”7
Adjusted R* 16 52
AR’ - 35

VIF, variance inflation factor; Cl, confidence interval; PPL, product placement.

<05, p<.01, p<.001.
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