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The Influence of Beauty PPL Advertising Attributes on Brand Attitude in Chinese SNS
- The Moderating Effect of Product Involvement -

Yuanyuan Ma and Yun-young Na'
Dept. of Beauty Art, Honam University

Abstract: This study explores the relationship between product placement (PPL) advertising attributes and brand atti-
tude, with special attention to the moderating role of product involvement. With the continuous growth of social net-
working service (SNS) platforms in digital media, PPL has become an important promotional strategy, particularly within
the Chinese beauty market. To examine this relationship, a survey was distributed via WeChat among SNS users in their
20s and 30s residing in Shandong, China. A total of 388 valid responses were collected and analyzed using SPSS ver. 25.0.
The results show that three key attributes of PPL advertising—informativeness, entertainment, and credibility—each
have a significant positive effect on brand attitude (p < .05). In addition, the analysis reveals that product involvement
moderates the relationship between credibility and brand attitude (p < .05), indicating that consumers with higher levels
of involvement are more likely to evaluate PPL content as reliable and respond with stronger brand attitudes. These find-
ings highlight the importance of matching PPL strategies with consumer characteristics, particularly product involvement,
to enhance advertising effectiveness. The study contributes to existing literature by presenting empirical evidence on
SNS-based PPL advertising and offers practical insights for marketers aiming to improve brand perception and foster con-

sumer engagement in digital contexts.
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Table 1. Validity and reliability verification of PPL advertising attributes

Factor loadings

Factor Item
Factor 1. Information Factor 2. Appeal Factor 3. Credibility

Easy to collect information about beauty products/brands .830 .148 .079

Source that provides information on beauty products/brands 758 326 289

Irffi) Criz;tizn Provides additional information on beauty products/brands 758 .296 .320
Provides sufficient information on beauty products/brands 744 327 344

Provides up-to-date information on beauty products/brands 736 339 325

Creative method of promoting products 272 .863 .196

Factor 2. The expression or delivery method is unique/distinctive. 276 817 268
Appeal  Contains interesting photos or videos 275 788 295
It contains more interesting ideas than advertisements in other media 307 778 311

Trust in advertising 242 238 .853

Cl:ric(;i(‘);ilft.y Helps with purchasing decisions 270 310 811
Belief in the product/brand .309 317 796

Eigenvalue 3.481 3.329 2.727

Variance explained (%) 29.010 27.741 22.723
Cumulative variance (%) 29.010 56.751 79.474

Reliability (Cronbach’s o) 914 922 .902

KMO =935, Bartlett's test y*=3759.203 (df =66, p <.001)

Table 2. Validity and reliability verification of brand attitude

Factor loading

Factor Item

Factor 1. Brand attitude

Provides various types of information .869

Preference over products/brands of the same price range and category .869

Br:?gt(;ti; de Thought to be well made .866

Positive impression .864

Favorable attitude toward the product/brand .860

Eigenvalue 3.747

Variance explained (%) 74.949

Cumulative variance (%) 74.949

Reliability (Cronbach’s a) 916

KMO=.892, Bartletf's test >=1294.400 (df=10, p<.001)

Table 3. Validity and Reliability Verification of Product Involvement

Factor loading

Factor Item
Factor 1. Product involvement
Interest in beauty products .866
Factor 1. Beauty products are meaningful to me .865
Product
involvement Beauty products are necessary for me .859
Beauty products are important to me .858
Eigenvalue 2973
Variance explained (%) 74.335
Cumulative variance (%) 74.335
Reliability (Cronbach’s o) .885

KMO = .841, Bartlett's test y>=820.088 (df=6, p<.001)
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frelmRh 20 = EROL(F = 99.878, p<.001), $]714¢] A%

(RS 438%= UERT SYPASERE FRAYPB= 406,
p<.001), QAP =.204, p<.001), AP =.130, p<.05)
o] HA= gz Fondt A+ L VA= A=
ERstth &, PPL 3o 5 FEA, 284, AEA0] B2

5 HIE HEE sope Zo® & 4 vk
o]2}8 A= Ducoffe(1996)2] Fale AH|xpA A=)
BRE Algsla, GMA EAeS e, AEE T -
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PPL advertising features

Variable M=+SD Brand attitude  Product involvement
Informativeness Credibility Appeal
Informativeness 3.60+.958 1
Credibility 3.46+1.102 652%** 1
Appeal 3.53+1.020 673%%* 646%** 1
Brand attitude 3.43+£.992 L628%%* 527k 561k 1
Product involvement  3.61 +.947 S19%k* AQT7HEE AS5HHE T91HE* 1
*Hkp < 001
Table 5. The influence of PPL advertising attributes on brand attitude
Dependent Independent ~ Unstandardized coefficient ~ Standardized coefficient , » Collinearity statistics
variable variable B S.E. Jij Tolerance VIF
(Constant) .810 156 5.185 .000
Informativeness 421 .058 406 7.252%** .000 466 2.144
Brand attitude  Credibility 117 .049 130 2.399* .017 496 2.015
Appeal .198 .054 204 3.663%** .000 A72 2.118

R’= 438, Adj R*= 434, F-value = 99.878*** p=.000

*p <.05, ***p<.001



518 Y FNY GSIR] A27H A5Z, 20259

Table 6. The moderating effect of product involvement on the relationship between PPL advertising attributes and brand attitude

Model 1 Model 1T Model III
Variable
B t P B t p B t p
(Constant) 5.185 1000 -1.591 112 -1.963 050
Informativeness(X1) 406 7252 .000 181 4277000 178 4091™ .000
Credibility(X2) 130 2.399" 017 .096 2427 016 .106 2.736" .007
Appeal(X3) 204 3663 .000 098 2.404" 017 .101 2434" 015
Product involvement(W1) 614 186137 .000 610 18.656 .000
X1)x(W1) —.043 —.886 376
(X2)x(W1) 134 2.950" 003
(B)X(W1) 005 104 917
F-value 99.878"" 228.906 137.285"
A F-value - 346.442"" 5165
R? 438 705 717
AR 267 012
p<.05, "p<.01, p<.001
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FEE go] AT F e HRE A e AdArE g Atk
ke AJARSITH o]#3t A= Celsi and Olson(1988)2] AFtollr ko]

4.1.52. PPL 7443 Bale glxo] dA oA AEDAE
o] =477

PPL #a&4J0)

HA =g ppL FuEAe By
HEZ A EHTE 2 o
BEAdH AEA ] g Hes 2 o) 282
A3t AAIF 3] HEAS AAEAL

zd 9] ARYe EAHo Fondl Aow Jehty
(F=99.878, p<.001), 3]A2¢] AHHR}) 43.8%= LERE
o} EPHsEEE WA (B =406, p<.001), L4 (B =204,
p<.001), AP =.130, p<.050°] HA= ejo] Fn|d
AHe YL vAE FoE YET

AFHA=IE F7HH o s F9d B 9 3AEHL B4
oz foud Aow YERFI(F =228.906, p<.001), 37
2e] AHER)S 26.7%7F F713F 70.5%% YERth & %
Al AZAAZB =614, p<.001)= HA= gz Fe]
v|gk J+)e] YL VA= 2R VeI

AFAA7} 7= 2EEAE HS357] 98] PPL 3
A3 AFBee] e HEE FrHHoR £
el 3ARPL FAHSZE fFov|g ASFE ey
(F=137.285, p<.001), 3]#42] AH R} 1.2%7} S7He+
TL7%Z YeRstth &, 12188 F HskEke p<.01 slollA

K

1
£

Z2HIRkE AR gAY 40 tS wiIzksk RkgSite
Aebe ks Folshe A oR o] FaL wAAe] AEA
S MEs] BWriehs FH LR olojx] AFHor Hillto) of
g HE oM = xpEskE WS UERES AR Wi,
AR Qo] AFHAEee] Faagolr FAXOR
frolgt el YERNA] 3ttt ol 2434 A= oigh vt
0] BA® FEF FAglo] AFHLRE ojFod F Jrhe
Ha and Lennon(2010)%] A7¢F 4AI51™, Liu(2022)¢] 95
719k PPL 3L Aol FEAF Qo] el F-ast
A Baradtel] FFE viHtke Adeke wEks o] gt w
ZPA] AF oA ATAR] FAEAS AH|RL] T R

= THlz AAe] 2l WAolu B9k, 4 A8 Tl w

8=} slem, o= PPL BaLe] aaba A
AL S8 &9 Hol a8 AR

o

i

Z2kA]

A= |

dpr

[e)
<



5= SNS PPL #E] B-7=50] Haj=

M Pelol Qe ASE PPL 7o) Mok Azl Has
ARIAI A LA L 1) F 9ee HolFT 5
51, T pltie] B304 ZnldEe] Pu Eexe] W4 &
o) D7kl MSRTE Ao Bew A7k wBol w
B WA uche AuAs A BYe 39 W 2ee 2
= 7 Aol a7k webd SNS slue] P 4

% A ER= o) WAA SRS g WAl Age
shste Wgo] HAUE Q4 Aue] AAHOE AEF & Y

S AAbsi
A, PPL B BAE Bl 7ke] AN AlEH
wo| zAFE BAAT PPL B4 F AN f]
n)st 2d gyt ﬂﬂfal"i\:} o] PPL F7} ©<esh Al =
ol AH|rlolA] A HRA 79} E2AS AT
22Ado] FAE ) Bz tid A HER o]
d ¢ JdE Ao F3FH HAE ARYAAS )
PPL a7t ARAG 294 A5 Q45 | g5+ det
S AR EESE, AR B A Fo

P BASFE Y B WAIR 9] AFES
w7k, Hi= EHE k! erﬂ*i a éfz}a’

<]

o] FAH/AW oz} 8l ﬂr@l g IHS
q2o] 87ETh 53], ke S-S dide]
o] AlEg¥) e FHseE Zlo] Bal=o|ux] 93} g
T e ERH o A8+ Uk

wEhx] A= SNS 719ke] {E AES] PPL Fagdwt
Hil= Xk 7ke] #AE AFFoz BAgto N dE v
01 “«1 Fae] #3 71E AFE sl AR

Z

LAl

pl

18l g31A0) B HAR] Ay HaAle 012 A|2E
2] ;}g ] ]‘GP_EAH BATE & FEIG Bt

A Lo
oﬂr.?l’,é

References

Aaker, J. L. (1997). Dimensions of brand personality. Journal of
Marketing Research, 34(3), 347-356.

Ayeh, J. K., Au, N., & Law, R. (2013). Predicting the intention to use
consumer-generated media for travel planning. Tourism Management,
35, 132-143.

Balasubramanian, S. K. (1994). Beyond advertising and publicity:
Hybrid messages and public policy issues. Journal of Advertising,
23(4), 29-46.

Bruner, G. C., & Kumar, A. (2000). Web commercials and advertising
hierarchy-of-effects. Journal of Advertising Research, 40(1-2), 1-8.

Celsi, R. L., & Olson, J. C. (1988). The role of involvement in
attention and comprehension processes. Journal of Consumer
Research, 15(2), 210-224.

Eli=of] mjRji= gk Ao ZHgH - 519

Cho, M. H., Han, S. L., & Hwang, S. J. (2022). Impact of consumer
need for cognition, contextual consistency of mobile fashion in-
app advertising, and product involvement on advertising attitude.
Journal of Fashion Business, 26(2), 1-14. doi.org/10.12940/
JFB.2022.26.2.1

Dick, A. S., & Basu, K. (1990), Memory-based inference during
consumer choice, Journal of Consumer Research, 17(1), 82-93.

Doan, T. H. S. (2022). The impacts of Korean drama PPL on the purchase
intention of overseas audience: An emphasis on Vietnamese female
audience (Publication No. T16079789) [Master’s thesis, Myongji
University]. https:/www.riss.ki/link?id=T16079789

Ducoffe, R. H. (1996), Advertising value and advertising on the Web,
Journal of Advertising Research, 36(5), 21-35.

Engel, J. F., & Blackwell, R. D. (1982), Consumer behavior (4th ed.),
Hinsdale, IL: Dryden Press.

Fang, L. Q. (2022). The effect of cosmetic collaboration product
characteristics and consumer value on purchase intention:
Focusing on moderating role of involvement (Publication No.
T16275290) [Doctoral dissertation, Woosong University]. https://
www.riss.kr/link?id=T16275290

Fishbein, M., & Ajzen, 1. (1975), Belief, attitude, intention, and
behavior: An introduction to theory and research, Addison-
Wesley, Reading, MA.

Ha, K. H. (2010), The influence of the hotel PPL on the brand image
and the purchase intention: Focused on the 'S' hotel in Jeju Island,
Tourism Management Research, 14(3), 247-267.

Ha, Y. & Lennon, S. J. (2010). Effects of site design on consumer
emotions: Role of product involvement, Journal of Research in
Interactive Marketing, 4(2), 80-96.

Houston, F. S., & Gassenheimer, J. B. (1987), Marketing exchange
relationships: The role of trust in marketing channels, Journal of
Marketing, 51(1), 11-27.

Keller, K. L. (2001). Building customer-based brand equity, Marketing
Management, 10(2), 15-19.

Keller, K. L. (1993), Conceptualizing, measuring, and managing
customer-based brand equity, Journal of Marketing, 57(1), 1-22.

Kim, B. D. (2014). The impact on the brand image, brand attitude and
behavioral intentions by the service quality of the airline: A
comparison of full service airlines and low cost carriers
(Publication No. TI13462618) [Master’s thesis,
University]. https://www.riss.kr/link?id=T13462618

Kim, H., & Jo, S. (2020). A study on the persuasive effect of Instagram
native ads pursuant to product involvement and message types.

Hanseo

Journal of Speech, Media and Communication Research, 19(1),
79-109. https://doi.org/10.22902/jsmcr.2020.19.1.003

Kim, K. B. & Cha, Y. R., Ho, H. Y. (2006). An analysis of basement
of brand trust and relationship between brand trust and brand
attitude, Korean Journal of Advertising. Korea Advertising
Society, 17(3), 107-124.

Kim, K. J. & Park, K. Y. (2010). A study on mediating effect of
customer satisfaction, switching barrier, and commitment between
relational benefit and customer loyalty in foodservice industry,
Korean Journal of Hospitality and Tourism, 19(2), 93-113.

Kim, N. G. (2023). 4 study on the impact of liquor brand advertising
promotion activities on brand attitudes and purchase intentions
(Publication No. T16652174) [Master’s thesis, Hansung University].
https://www.riss.kr/link?id=T16652174



520 SOl FRAIY)EIBIX] 27 A5S, 2025H

Kim, S. H. (2001). A study on the attitude and operation methods
toward indirect TV advertising. The Korean Journal Advertising,
12(3), 7-29.

Kim, S. K., Hong. J. B. & Lee, G. (2015). The influence on the PPL
attitudes, PPL brand attitudes, purchasing behaviors and intentions
by college students’ gender and the degree of exposure on product
placements in TV entertainment programs, The Korean Society Of
Media & Arts, 13(3), 51-67. http://dx.doi.org/10.14728/KCP.2015.
13.03.051

Korea Press Foundation (2016), PPL (product placement) perception
survey report among TV viewers, Korea Press Foundation, Seoul.

Krugman, H. E. (1965), The impact of television advertising: Learning
without involvement, Public Opinion Quarterly, 29(3), 349-356.

Lee, D. H. (2002). Who are the Who are the internet shoppers?,
Journal of Consumer Studies, 13(1), 233-256.

Lee, K. J. (2001). A4 comparative study on the present condition of the
indirect action advertising by the product placement in films:
Focus on multinational product placements in films in Korea and
U.S. Hollywood (Publication No. T8173420) [Master’s thesis,
Konkuk University]. https://www.riss.kr/link?id=T8173420

Lee, S. Y. (2020). The influence of airline SNS marketing on purchase
intention: A study of brand image and brand attitude (Publication
No. T15679241) [Master’s thesis, Hanseo University]. https:/
www.riss.kr/link?id=T 15679241

Lengnick-Hall, C. A., & Schmidt, A. (2001), Embedded interaction:
Interacting with the internet of things, /EEE Internet Computing,
5(3), 46-53.

Liu, X. X. (2022). The influence of content type PPL advertising on
TikTok users' continuous watching motivation and purchasing
intention (Publication No. T16824743) [Master’s thesis, Hanyang
University]. https://www.riss.kr/link?id=T16824743

Ma, X. X. (2020). The influence of TV PPL on brand attitude and
purchase behavior (Publication No. T15481380) [Master’s thesis,
Hanyang University]. RISS. https://www.riss.ki/link?id=T15481380

Mitchell, A. A. & Olson, J. C. (1981). Are Product Attribute Beliefs
the Only Mediator of Advertising Effects on Brand Attitude?
Journal of Marketing Research, 18(3), 318-332.

Mitchell, A. A. (1979). Involvement: A potentially important mediator
of consumer behavior, Advances in Consumer Research, 16, 191-
196.

Muncy, J. A. (1990). Involvement and perceived brand similarities/
differences: The need for process oriented models, Advances in
Consumer Research, 17(1), 240-245.

Nguyen, N. & Leblanc, G. (2001). Corporate image and corporate
reputation in customers' retention decisions in services, Journal of
Retailing and Consumer Services, 8(4), 227-236.

Park, S. Y. (2019). Effects of SNS marketing characteristics on
consumers' brand attitude and purchase intention (Publication No.
T) [Master’s thesis, Hoseo University]. https://https://www.riss.kr/
link?id=T

Park, S. Y. (2014). Research on the effects of up-cycle products on
brand attitude: Centered around environmental control effects
(Publication No. T13553892) [Master’s thesis, Hongik University].
https://www.riss.kr/link?id=T13553892

Petty, R. E., & Cacioppo, J. T. (1981), Issue involvement as a moderator of
the effects on attitude of advertising content and context, Advances
in Consumer Research, 8, 20-24.

PQ Media. (2024, July 25). Global product placement spending grew
123% in 2023 to $29.63 billion. PR Newswire. https://
www.prnewswire.com/news-releases/global-product-placement-
2024-15416842

Seo, S. H. (2018). The effects of parent hotel brand equity on extended
brand attitude: Analysis of moderating effect of extended brand
service quality (Publication No. T14752371) [Doctoral dissertation,
Kyonggi University]. https://www.riss.kr/link?id=T14752371

Sun, S. J. (2022). The effect of PPL on consumers purchase intention:
Focused on the video platform (Publication No. T16545140)
[Master’s thesis, Konkuk University]. https://www.riss.kr/
link?id=T16545140

Yi, Y. J. &. Choi, W. J. (2004). Effects of product placement(PPL) on
the moderating role of involvement and perception of information
regarding PPL. Korean Journal of Advertising, 15(3), 91-112.

Zhang, M. Y. (2024). A study on the effect of PPL advertising
attributes in Chinese TV drama on brand attitude, brand trust, and
purchase intention: Focusing on the persuasive knowledge model
(Publication No. T16950291) [Doctoral dissertation, Dong Eui
University]. https://www.riss.kr/link?id=T16950291

(Received August 8, 2025; Ist Revised August 18, 2025;
2nd Revised August 26, 2025; Accepted Setpember 8, 2025)


http://dx.doi.org/10.14728/KCP.2015.13.03.051
http://dx.doi.org/10.14728/KCP.2015.13.03.051

	중국 SNS PPL 뷰티 광고속성이 브랜드 태도에 미치는 영향 - 제품관여도의 조절효과 -

