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Abstract

This study examined the effect of consumer’s engagem
ent of TV entertainment programs on the effect of PPL.
Specifically, this study assumed the intrusiveness of PPL
in TV entertainment programs as a moderating variable
that affects the relationship between program engagemen
t and PPL effects. This study employed a 2 X 2 factorial
design to test this research question. An experimental st
udy was conducted on 210 samples in their 20s and 40s
living in Seoul and the metropolitan area. The result of
the study showed that when the level of consumer engag
ement of TV entertainment program was high, the attitu
de toward PPL and product and purchase intention were
high, and the lower the engagement level, the lower the
effect on PPL attitude, product attitude, and purchase inte
ntion. Second, the results of two-way ANOVA showed
that there were significant ordinal interaction effects bet
ween the engagement of television entertainment progra
m and the intrusiveness of PPL in the attitude toward PP
L, the attitude toward brand, and purchase intention. In
particular, when the level of engagement is high and the
level of intrusivness of PPL is low, the mean scores of
PPL attitude, product attitude, and purchase intention is
the highest. The higher the level of consumer engagemen
t of entertainment programs and the lower the PPL intru
sion, the more consumers It can be seen that attitudes to
ward PPL and product and consumer intentions to purcha
se are increasing. Therefore, these findings suggest that
inserting PPL of low intrusiveness into entertainment pro
grams with high engagement is effective in increasing co
nsumer’s purchase intention for brands in PPL.
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