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ABSTRAK

Product placement (PPL) merupakan salah satu bentuk penempatan merek pada
media tertentu untuk mendapatkan eksposur yang dirancang untuk mengurangi
adanya penghindaran iklan oleh penonton. Selain pada film, PPL juga banyak
ditemukan pada berbagai konten berbau Kpop sebagai salah satu dampak dari
adanya Korean wave atau Hallyu, seperti pada K-variety show, Running Man yang
merupakan salah satu variety show terpopuler seasia bahkan dunia. Penelitian ini
dilakukan dengan pendekatan kuantitatif menggunakan desain penelitian survey
dengen metode purposive sampling dengan menyebarkan kuesioner secara online
lewat Google form dengan ukuran sampel sebanyak 160 responden yang berusia
minimal 17 tahun dan belum pernah melakukan pembelian terhadap Samsung.
Pengujian hipotesis dilakukan pada penelitian ini dengan pendekatan Structural
Equation Model (SEM) dengan basis Partial Least Square (PLS) menggunakan
SmartPLS 3.9. Hasil pengujian analisis pada penelitian ini membuktikan bahwa
Perceived Prominence dan Brand Familiarity mempunyai pengaruh yang
signifikan terhadap Brand Attitude dan ditemukan pula pengaruh Brand Attitude
yang signifikan terhadap Purchase Intention.

Kata Kunci; product placement, perceived prominence, brand familiarity, brand
attitude, purchase intention, Running Man, Samsung, Korean wave.
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ABSTRACT

Product placement (PPL) is a form of brand placement on certain media to gain
exposure designed to reduce audience avoidance of advertisements. In addition to
films, PPL is also found in various K-pop content as one of the impacts of the
Korean wave or also known as Hallyu, such as the K-variety show, Running Man,
which is one of the most popular variety shows in Asia and even the world. This
research was conducted with a quantitative approach using a survey research
design with purposive sampling method by distributing online questionnaires via
Google form with a sample size of 160 respondents who were at least 17 years old
and had never made a purchase from Samsung. Hypothesis testing was carried out
in this study using a Structural Equation Model (SEM) approach on the basis of
Partial Least Square (PLS) using SmartPLS 3.9. The results of the analysis test in
this study prove that Perceived Prominence and Brand Familiarity have a
significant influence on Brand Attitude. Furthermore, a significant influence by
brand attitude on purchase intention was also found.

Keywords; product placement, perceived prominence, brand familiarity, brand
attitude, purchase intention, Running Man, Samsung, Korean wave.
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