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Abstract

Background This study aims to identify the status of branded content music videos, to establish
concepts, and to verify how brand recognition and brand attitudes are affected by the type of
expression and the PPL layout of music videos, and whether singer preferences affect brand
recognition and brand attitudes of each type.

Methods Concepts are summarized through literature research, and case studies are
conducted according to the type of expression and the PPL layout of music videos. We also select
representative cases for each type and analyze them empirically through experimental studies
and in-depth interviews on brand recognition, brand attitudes, and controlling effects of singer
preferences.

Results Brand recognition and brand attitude according to the type of expression in the
music video were found to be significantly different, but the PPL layout was found to be not
significantly different. The interaction effects have been proven to be significant only for brand
recognition. There was a significant difference in brand recognition and brand attitude depending
on singer preference, but the interaction effect of expression type and singer preference was not
significant. The interaction effects of the type of expression, the PPL Layout, and singer preference
have been proven to be significant only for brand recognition.

Conclusions  Singer preference is the biggest factor in the advertising effect of using branded
content music videos, and singers with popular preferences should be used as advertising models.
In addition, low-profile brands should apply narrative-oriented music videos among the expressions
of music videos to alert consumers of the brand. To form a positive attitude of the brand, they can
expect advertising effects by utilizing person-image-oriented music videos.
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AeE]E Aolth(Hudson & Hudson, 2006). @AM FotZdl 2ol HAT S At T uAH
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Figure 1 Examples of Expression Types on Music Videos

Table 1 Types of Expressions on Music Videos

78 o/E]
QIS0 + RAHICIQUIM LIEHH 7he B E Ol 93
FNE k7t oot OFRste D& 1S9 ChS 22N EX0H0|0|K|S BT BAS SRR K
WBEE . QI20]0X| A X0 PA0| JIAIS sHAISH LI | WOlst LYR{E|E T HIASSS ZEAZl HEf
EME 2RI HA} SIS HREIES #Askn Qs = 7K|o] S
GAIRI - QISOI0IX| ST LiZIE)S 8 AOI0) SRSt 2
A%

e
HYs 7140 252 H2 9Y0| S40| &1 of7lof o

|E e=otil QU= THHEkE O|0|X| £ES0| &Y

(2) BAYE Zdl= {28|t] 29| PPL HIA| 3

PPL2 Z9du(Kim, 2013)° oJst¥ #8471 Faeti 46ty %ok Atold F1 a3t8 A&

AFUA A gt FejolH], o] 2cli(Lee, 2019)= FL 37| @/ifo] 4Alstg el ufet Foj4H o0& LH[R A

Agoly BHAEE TR F1 vHAlY A 5 dEE A& A 7149 o|HAY AFE & =&

BT o] AL E Fstal, 3AH oA E FEohe AS BH O R gt 5hgirh

PPL 92 3A AA Fd, A4, 8d F49 3714 7|02 FE5HH, HH¥l3} 2 (Babin &

Carder, 1996)°] ola} A|A] Fejof whzt &A1 #jx](On-set Placement)e} F2|oflo| €] H HiX](Creative

Placement)® FE3 4= Q). T3t FEe} 2ol =(Gupta & Lord, 1998)e] &Jshd @A Ao what F=ad

wjxjot R oot X2 EFEH, 2d FAlol whet A2, HZHA, AHZHE el AR RS £ otk

Eisi=g

HAH| T Q9] PPL2 sttt Setute] Hla] AlF wix]o]l glo] AlF-S T Zst= o] SAstAY eto] 1Y
< o] gsto] st A3EA WiAshE T FAlol dAufolA] ¢k HwA AfEc S FAHH o=

Bro]Z e g o] &g vt o A9 A Aoy vk Ao FAu|T o] AE, 7t o] F
58 YASE A9 wed, 200592 E 20204 727219 B E FHuT Q9] 74H F b
‘I‘E"_
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Figure 2 Examples of PPL Layout Type

Table 2 PPL Layout Type
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« HIZ, BHE, ALSHH B ALRO Qla FERX|A EoFE &
<o dE Oz ':E"ILH‘— —JE’“ =&

ECU ISR X EE._"':E Ao 2 AF SOZ KAHA E(-E AlZH0] H WX BF)
HYX| « QAMS VIS &

24X

4.1, 53 Ql

HME Qx|
HAE QA A A7t ol AE Rl
(Aaker 1991), BHE le]E‘— 17_1‘40] Hao

B <l l“ “}74]51011*1 7P 7124 FAolv, HAE oju]A] glo] 71 2H< Wele 44e ',
AAIE 240 o BRHE A= w4 Fasty, HAE AR 4L 2HAE0A I Bl it
AT sgo ddso] 71dat A&l tie AFER ofo]d & 7] HAE A= #52 Bl
uhe] 5l B E At B4 0] 4270l h(Lee, 2008).

4.2 BEHC BT

BAE "e= Bl gk 2H2e] AerAQl Hrtolw, AH|ZE0] BHE HE P4 HHES &4
9 S5} ofj 2t gAdo] Axty|o] £ ARl whet A=W AH[REo] BT} WAl ol FEolyt
Aol B3t BA o] HA| P2 7|Z0] H7| wfio] FastthKeller, 2003).

#/d2(Choi, 2017) 2HA7E BRES o} $24< Bl=E AT 4F, LHIAY] HEE9} Fufof
FFE v o]z A O R A5 BHHE FAEE 15T 4= 9 Bt o} W& 71 o]od 4= &=
felo] Ho} sk, whebd FAZ o2 FAE BT gt 22 A A4a3 22 A7) F < 7HX Az
AHo g A8 ¢ Sl TRt oS ZIAolA AL ¢ doH, AHAENA FAAA BHE He
BAE 517] A 7199 o] o] AL Q= 7HE F A g o] R0l 7| & sFrh(Kang, 2012).
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Figure 3 Research Model
Table 3 Research Hypothesis
= 714
1-1 REH|CRC Bl A R0 M2 HHE AX|0= R2I5H Xt0|7t US 0|t

H1  1-2 PPLH{X| R0 o2t EHE QIX|oll= |lst XH0|7} LS ZA0|Tt.
H

1-3 EHH

= x| A
2-1 SEHICIQO| BH QA 930 M2t 2AC B0l KI5 &t

H2  2-2 PPLHIRI RE0 Tf2t BHC B0l RoI3t X017} U8 oL,
2-3 SRS B0 CfshA| RAIICI20] HE 9| QT PPL 8| 3 0l SO/8t NEXIE BTHE B oIt
3-1 7k MEE0 of2f HE QIXIof X017} S oLk,
y3 372 SEE AR oA FEEICIo0) B A R8I ls HEE 201 ROI8 4ENE E1ts BY X0/
3.3 S QI ThahM RHICIOS] HH oA ST PPL U R, 714 MSE 20l R9IH MSTE 1S
29 30[ck,
4-1 7k MEZ0| M2t S B0 24017} U HOIT
by 42 EEE ENEO) HohA REHICIO0) B o B Jl4 HEE 201 ROI3 4SNZ BUS HY HOI
4oz EE EASOI ChA RRIHICI20] B8 oAl R8I PPL BIX| S8, 714 HEE 2101 ROl 4SXE SUS
29 30|tk
5.2, €71 YUY
A, AEEAE A8 UYL o3t Lol AASHA $4 Ad 242 B HAYE 2dx
AN Qo B F4] $97 PPL 1A 49 TESGT F 7489 2005958 HkA 9] Bk =
Te= BN 7 78 540] & Sajun] 2020 79 279 A4 71 E 02 Au|A} wESo] HEQ)
SEE Foh'7H M e BAHIT 0 6% (Figure 499} o] A5
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Figure 4 Representative Examples of Expression and Layout types on Branded Content Music Videos
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FEHALH, T 147THORRE SHS Wolth HEA SAHEFL 7k ARk, BIE QX BHi=

=2 ST,

, T O of gigt £3o® SASHth 24 At £l disl 51 ﬂﬂ 4 & (Likert Scale)&
AFeh & SPSS(Statistic Package for Social Science) WINDOWS 26.02 AHg35to] B4 AR AZE
skl om, 7Hd BAE flof o] el A] EARRA (Two-way ANOVA)Z o]-8-5}3ith.

A, ARZARE AP &, AREXAOR A Ao o] {5 WeslA A5t o2l &% AEFE
Agstgiet. A5 B H= 20208 109 13978 234714 1197 Aol Fo3d 10%8S Fst
APstoiet. A JEF AR FE 74 7HEdEE 43 B 1A, BHE ko 89l 7t ARk

HHAE Qx|et HHE sieof v Yoz A5kl

ok b

7He AT EE B kel Ois) W7l 7129 33 Aroln 57, migA, ARA, AlFl gt e s
ZA5toAch. Eet W] AEe S Hd Tkl dig iE} YA & Q of ztalef et £
ZFAAL. B ALo)AE o]dA(Lee, 20153 LW (Oh, 2018)9] ALS Higto g 714 AT S
Z7gstqct.

HIACE A= HAHYE ZH= FAHYE AYT §, HAHC O] AFL, BHE ] o] 58 7|Ysh=A] o
gt £ o7 ZAsteict Eeh BT E Fdlze iﬂlz}—ow BT o] AN E ADetiA ot HAS
AY L 9l71el Zol A (Kim, 2009)9] 945 vio 2 BT v A2 9] 91%] g E?:'E?}O% Z7gstqrt.
BHE g A Kim, 2003)7} 4= (Han, 2018)4 AT1E H}Ew; Tof tigt a7, BAE,
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of B ASoA AA 23 F Al HA £F0] 354 390LR HFEE

B oo R BAS A7) ol Pujx] HAEAS AAatgct,

lo T ol

Table 4 Brand Recognition Results by Expression and Layout Types

S e YEYS BHZ F P
FAH|CR B A @3 16.934 2 8.467 7.656* .001
PPL HiX| & 0.454 1 0.454 0.410 .522
SAHICIR BH Y4 R X
PPl %] 98 21.608 2 10.804 9.768 .000
X} 968.857 876 1.106

*pC.05

BHAE Ao gt FAuH o] 3 FAo] FaI= ol HERE L H(F=7.656%, p<.05), 1&olu]A|
THEM=3.6H)3F HAIA] AP M=3.58)¢] HHE AA7} W EH FHIM=3.90)5t & @2 o=
‘%E}‘*E} BHE x|l tiet PPL #iA] £39] FaI= FoskA A Hebg AT, wAHH e 23 ¢4
@7} PPL 1A -3 9] 422G At fofstA LethFE=9.768%, p<.05).
?Xﬂﬂ o7 24wl o] A%, d=oluA] THBM=3.84)F W EH FHFM=3.95)°] HHE A7}
AR AEPM=3.40)5 0} H =2 A0 yEpton, Jejofo[gH x| of ¢ mAlA] AP M=3.76)7
Y EE FHFM=3.859 HHE AA7}F dEolujA] FHFM=3.4H)HTh ¢ £2 A= Yepyt.
uehA BiYE Zd= gAuo e #3 9 e F3] e BHAE x| ef Zpojof gt 7Hd 1-1, 1-32

_4

AR zAe] AYRro R ATt it o] 4F AAF & 5 glol AF AHRES AAGEL, BAYE BAlx
RAU 2.9 £33 uet JYAE] BAS A7 o FA ool HEA Avingitt. FAuH 0o B
4] fdo] uet @S] Mel BAE QAL Kot oo, WeE Y R 4
BASU AFY EAL olople] Uukth & BEWEA ol HAE QAAo] YL FE agow
ASTE & SISk PPLUIA 99 49 ATl RN BYEG 4SS 1G] 4 AAS
9 5 99 AR 220]901, o] o= BAE ofoldlEle] it /bate] Eo] PPL WA o
Apprglol BAE QAo G mHE 4o SAHc), ol PPL WA ol BAE oo oL F4
O o 42 ofsha % qlsict

RAEt 0] FE 4§30 PPLHIA 3o T2 BN o] o e A BARA FA AR (Table
5yt 2k
Table 5 Brand Attitude Results by Expression and Layout Types
Ha HEg A= S F P
AH|C|Q B3 YA ¥ 5.637 2 2.819 3.089* .046
PPL HiX| & 1.814 1 1.814 1.988 159
FAHIOR B LA /Y
*PPL HHX| 93 2.757 2 1.378 1.511 221

QX

799.238 876 0.912

*p<.05
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Table 6 Results of Brand Recognition according to The Layout Type of Expression Type and Singer Preference

SES HSE Pyt LIHF F P
It M3 31.011 2 15.505 14.736* .000
PPL HiX] R 4.837 4 1.209 1.149 332
SAHICQ B3 QA 93 *
PPL HiX| R 28.540 8 3.567 3.390* .001
* Ik MEE
Rt 909.136 864 1.052
*n{.05
BPC Ao digt 7t ASE9] FaIE Rf25HA UetoH(F=14.736*%, p.05). 7t AS =7t
EOoH(M=4.08) H:;E QAA7F £41, 7k A Ert $oHM=3.50) HHE AR/} 7P @& o=z
urebstot Fu g e 2 E oF4] f93 7t A o] Ao ag GIhs f-ol5kA] A e AT FAu g
B9 A 533 PPL A 9, 7He A= AT Biks ol A2 2 YERgThFE=3.390%, p{.05).
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Table 7 Results of Brand Attitudes according to The Layout Type of Expression Type and Singer Preference
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Table 8 Research Hypothesis Results
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