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A Study on the Influence of the Attributes of PPL Advertisement on the
Consumer Preference, Psychological Repulsion, and Consumer Happiness:
Focused on the Moderating Effect of PPL Expression Type

Guo Wen Jie*

Abstract

Is this paper, We propose to examined the relationship between advertising attributes and brand
preference, consumer psychological repulsion, and consumer happiness. Due to the infinite competition
between the companies, they are experiencing significant difficulties in operation. In this situation,
effective advertising is obviously a very important means to overcome the difficulties of operation.
Therefore, in order to maximize the advertising effect, sufficient awareness of the advertisement property
and the production and exposure of the advertisement based on it can be very important. As such, the
purpose of this study is to verify the effect of indirect advertising appearing on entertainment programs
on consumers' preference for brands and their psychological resistance, and to verify the effect of
consumers' preference for brands and psychological backlash on consumer happiness. In addition, the
exposure pattern of indirect advertisement is intended to verify whether there is a control effect between
the nature of the advertisement and the brand preference and psychological backlash.

A total of 209 questionnaires were distributed to consumers who viewed <RUNNING MAN CHINA
2018> program in order to achieve the purpose of this study. For empirical analysis, exploratory factor
analysis, confirmatory factor analysis, frequency analysis, reliability analysis, structural equation model,
and multimodal simultaneous comparison analysis were performed using SPSS V. 22.0 and AMOS V. 22.0.

The results of the empirical analysis of this study are as follows. First, advertising attributes have
a significant effect on brand preference. Second, the hypothesis that advertising attributes have a
significant effect on psychological repulsiveness of consumers is partially adopted. Third, brand
preference and psychological repulsion have a significant effect on consumer happiness. Fourth, we
confirmed the moderating effect of PPL expression form in ad property, brand preference, and
psychological repulsion.

Based on these findings, we presented the implications, limitations and future research directions
of the study.

» Keyword: Advertising Attributes, Consumer Preference, Psychological Repulsion, Consumer Happiness,
PPL Expression Format
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Fig. 1. Research model
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Analysis
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Table 1. Operational Definition and Measurement Scale of Variables
variable Justice Question | related research Scale
. . The definition of information is defined as satisfaction with the level of
information ) ) ) 5
information provided by consumers.
: ; : - - Ducoffe
Amusement is the fulfilment of the desire through the enjoyment and joy of
Amusement , ) - 3 (1996)
consumers' feeling about advertising.
Discomfort Discomfort means the inconvenience consumers feel due to advertising. 3 5-point
Consumer We have defined the customer's preference over other products beyond 4 Son Jong hyeon | likert scale
preference reasonable reasons in selecting the brand. (2009)
Psychological Psychological Isi fi ti jecti ti
syc pog|ca syc ologica repg spn was defined as negative and rejecting emotions as 11 Brehm (1966)
repulsion resistance to the infringement of freedom.
Consumer It is a subjective happy feeling that consumers feel through buying and 3 Howell and Hill
happiness consuming. (2009)
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Table 3. Structural Model Analysis Result

Path Estimate C.R. P
H1: Information——>Consumer preference 41 8.21 * ok
H2: Amusement——>Consumer preference .08 2.57 .01
H3: Discomfort——>Consumer preference -.12 -2.45 .01
H4: Information——>Psychological repulsion —.66 -11.19 * ok
H5: Amusement——>Psychological repulsion —-.03 -1.09 .28
H6: Discomfort——>Psychological repulsion .22 4.67 * ok
H7: Consumer preference ——>Consumer happiness .87 6.27 * ok
H8: Psychological repulsion ——>Consumer happiness -.21 -2.27 .02
X2=1432.093, P=.000, DF=366, CMIN/DF =3.913, GFI=.884, AGFI=.843, NFI=.816, IFI=.856, CFI=.855, RMR=.054

*P<0.05, **P<0.01, ***P<0.001
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4. Modulating Effect of PPL Expression Type
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Table 4. Modulating Effect of PPL Exposure Pattern
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V. Conclusions
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*P<0.05, **P<0.01, **%P<0.001
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