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Abstract

This research aimed to study factors that affected the emotional response toward product
placement in Korean dramas and the purchase decision of beauty products. The surveyed samples
comprised 420 Generation Z users aged between 18 and 25, and data were gathered through online
questionnaires. The collected data analyzed using descriptive statistics, and hypotheses were tested
through inferential statistics. The results of the empirical study showed that Brand-drama congruence
and Brand familiarity affected the purchase decision of beauty products. The emotional response also
affects the purchase decision of beauty products. This study also examined the direct and indirect effects
of Brand-drama congruence and Brand familiarity toward the purchase decision of beauty products via
the emotional response as a mediator. The results showed the mediator affected the purchase decision
of beauty products. The study provided additional guidance for marketers and entrepreneurs to plan
the beauty’s product placement by following the behaviors and needs of the Generation Z group by
designing the content of product placements that are congruent with the drama’s content, creating
brand familiarity and developing drama’s product placement strategies to have the consumers positively
emotionally responded.

Keywords: Brand-Drama Congruence, Brand Familiarity, Emotional Response, Purchase Decision,
Product Placement, Korean Dramas

1. umin
LIAAN13INERSgiUsenauain (Product placement) gninundszandldegaunsvarglunisnann
gaaielvy dunisdnavesudnualuazyselevinisldnuvewdniusilunmeuns azas 3348 vies1ens
Tnsviend iefagalagnuaziay (Su et al, 2011) viunananszuanIma (Korean wave) w3a Hallyu o
é’ﬁ‘ﬂiwﬂgm':tajﬁwﬁﬂfmmswqﬁﬂﬁimﬁuﬁmﬁﬂaﬂ H1uNsWNNsEeTausssuswadeveUsemanmala
Tnelddotuiiadunsdsesn 1y lonoa i was Muguns 836 n1sgu uazinuoeulal quihluFaundy
nsusiafa Mt #aonssu 0193 un antuiivieaiien uazsdnfusidu 9 Snannue (Urban Creature,
2020) Tnglamizeg1ads dnuandludidinvaivimi oy iausssuiinosdoasnmdnual 38930 uas
sauaﬂumwﬂmmuwmﬂumammawia L‘WE]L‘UEJMIEJW]’NEﬂiMﬂmUN‘U‘J,J‘Vl’ﬂaﬂ (Halim & Kiatkawsin,
2021) il wildlunszuadidsuasrionninssuduilanetienn fe wmsgruAunuLUUAWE (Korean beauty
standards) Feviluusudielesdionanvalssuenudouuasduniinnhamndusedulan msudnisussmii
wuunwaiuimiihseue’ quamihudeuss shlsfuslaninanuidndenlovimansusiiigaiimiiuas
\n3esde1anmaTAAAMEs Jung & Hwang, 2016) MISHAULUSUARANA NS MILAL AT D9d1910LN A
dulvgsiusldnagnsmsnedniurivssnovannludsd Weassnsiuiuasmedinauladoliiudulaafidy
HUsee
anndnfasiaunslulssmalnefimadulafutunnd Tnelud wa. 2564 wui gaamnssua
nulutszmelnednindulndu 5% uazilyadmaiarngand 1.4 waudwum Tnendundnsusidlyfian fe
WARSuIQuARY Sovaw fip NARTwITN wazAnfasiedosdens el Tud we. 2570 pamsaidwansiusl
auaiRsdlyaduisduis 1.6 waudiuum ImamamﬂmsmﬂmmmLLquJJLmUImawaﬂ ol fuslamdlngn
40% Sainasdrorsinuumaniesidodumooulat (TNP, 2022) uananil ! nssuan i ludssmdnedy
fdsnalvindnfausianunuuaziadosdenauusudinmaldsuanudendusgrsnnlunanduilanaulneds
(@3na ﬁquéﬁuﬁ, 2562) LLUiuﬁwﬁmﬁm%mmamﬁﬂLﬂi’hmﬂﬂizwmmeﬁfhiﬂ,mg'Lﬁul,wsuﬁﬁﬁ%al,ﬁmLLas
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nslélavanudsinunsnamdndarivssnovannludidinmaidunisdeasunuulminiuususi
wAn S lUlugsd TaslidudiunidsludemvesFossnludsddu 1 oosureaudiliiuslnadudy
wazsuiilueghaiouian Jaduinnnnisdemssuuuilvififuilnaliannsonanidedls (sns agadiam,
2564) wsingslsimy nsidenuusudiiaenndesiudsdidudsisiduedramnn esmnaztivairanmdnual
Tifunusud umsansivesen aisimunaiguilondreuusud sadsdmaromafndulatofe (Myers et
al, 2014) fog19L UNUMTBT Han So Hee lud3di509 The World of the Married %ﬂ%’wmﬁw@ﬂanﬁmﬂ
vauinefiutsuud Sauusudiedosdions SIERO IéldauaRngu Jealousy Archive Lﬁumamﬁmeﬁﬂi“ﬂaumﬂ
dfny I%aﬂamﬂiuuLﬂuwaﬂﬁwuiuLuaLimwﬂwmimaﬂmwammaamﬁ (Trazy, 2020) il dvosduafinuay
maiumaqaﬂammwium SEIRO tuaeandasiuiionvesiididuesed mmsﬂaiwmiammmuﬂmmumlm
e awiuE wenINil mwmumaﬂuaqLL‘usummamﬂzummmmwﬂimaumﬂlumamamamammmwaaaum
vimunAnfvesiuslnalde osmnuusudiaisnmdnuall g asaelifuslnadnnndnualifuaueind
%Lﬂﬁammaaqmaa %ﬂﬁ'ﬂmaﬁamiﬂszLﬁumﬁmﬁm%ﬂuaqﬁﬁim (Merchant & Rose, 2013) NM3LA0NLUTUAT
nauihmsneduag ldinazdumsiuinieiiuszaunsainaaediinteu Judutiededdiivieiiunisdaaula
Faldee uenaniadedrduuds wuin msnevausmesusidusnuilhuusddlunssurndsd uazena
dwmaenginssunisiadulatovesiuilnald

nsmevausmesuaiiundslumansnismainensual (Emotional marketing) Fsgn@nuiluuum
¥93N13U3NT3 Uszaunsaimavieadien nsidendedudn waznisnevauedlonsusaniensuailudedeauoeulat
(Hadinejad et al,, 2019) usidslsiinagninandnulunsSurudidinmng il fleaseRenmugsdinuanui
Hadunnugnitunsensuaidsaromsusadid fuuasyniutuidodes and1dn uaznginssuvestinuans
uén GafanazldFunmanssdunsnsuaiaufineuduniuuaninnisneuauessesuairedidtiu 1 18 Ou,
2020) Vil ;:ﬁﬁeé’ammLﬁ‘ummL%amimﬁwﬁzyiwdwmmaamé’awmwamﬁ’msﬁﬂizﬂaumﬂﬁ’w‘faL%wm%'%é
LazANLAULASABLUTUATIdsHasoN1smeUauessesualld Wefuslnaifamiuidnaeuausmnensusifay
ihlugmsuansesnmanginssuriunisiaduladelddae (Consoli, 2010) mndesitdunsinyifananiady
fanvesmsduaiimudiiussswinaiuwanad melduiunmdndusiarunaludidinmg

nmsdsamui fuslaaeistuiifunisfeiliTinvss i iufudedsauesuladuas Insdwidedio
wniign fuslaanguildeuldndnfurivadnndnuaiuarsndnvaiilanmudaau Wunguduilaadiveu
Aamumsiimandut saufsldsudvsnanyanadiideidos thuans Un¥os lenea uazdumgiouiwesldunn
ﬁqm (Nugroho, Rahayu, & Hapsari, 2022) Q’U?Imﬂa:umLuaLssz?'u%ﬁaﬁﬂawuauiaiuLLU3uﬁﬁLﬂ%’laaﬁﬁmﬂﬁﬁﬂ
LLaslajﬁaaLﬂuﬁg”ﬂ“’ﬂmﬂ%u Tnofinnsdondnsfusinununazieiesdionsanuususinivuressdodsay
soulaviilonuindunusudirauls fisimaumgauna uazfianudadiuludsuinangldaueudy (TNP,
2022) uenanil fuslnanduaiuaisiuddsdsunsuilnadeatninmald liiraadudid srenstnsemd e
indas luasevedinusaulall :9nteasyaves Korean Culture and Information Centre (2016) Wu31 #8310
msieumsuaztindonnma vlinansusiuusudang q desldamsinfeadunsiumes sulutsddasuay
t¥eunmdlumslamandsenduiusuanusiounaedunssuauslaadeslunguduilaamiueisdudldedng
ey

fei Ademeaiutosidlunsinudrinaniuaenndosouususuasdid anuduasluusud
wazmsmauauamsosiaivesiuilnaidmaremsdulatondnsusanunurunssursddnmalungs
Fuslaaaieisdud dslutiagiuddlinunisdnm Jedodnanlunainndnstasinnunuwusudinmalungy
FuslamiaiueLstud ikl mamiﬁﬂ‘mmﬂwﬁﬁ’a%’fﬁwmmﬁﬂﬂﬁaaawqwﬁmiﬁamimwmm’mﬂmw
nandusiUsznovaIn Taudailuuszyndldasdunis1aununag nsniariiun1sInAaNTINNINIIAAIN N3
Tawan wagmsaiauusud iensuaueseudesnsvesnaguimneliAnUssansnmgan
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2. nQUszeasA

1. iisfnwiAmnuaonndeweuUsusLayd3d (Brand-drama congruence) fidsnananisinaulade
HARAMTIAILN (Purchase decision)

2. 1ilefnwinruduiaslunusud (Brand familiarity) 7idsuaston1sdnaulad ondndasiaaues
(Purchase decision)

3. lefnwnsmevaueameensual (Emotional response) fidnasion1sinauladenansasinauan
(Purchase decision)

4. \fioRnviAuaenndoswewUTUs (Brand-drama congruence) fidwnasian1sinavlad ondn o
AU (Purchase Decision) Tnefinisaevauesnsensual (Emotional response) duduusiunans

5. i eAnwiAuAuAsluLUTUS (Brand familiarity) 7id swasansinaulad ondnsasiaue
(Purchase decision) Tnefin1snauausmisensual (Emotional response) Wusuusiunans

3. ﬂ']'iVI‘UVl'Ju’Ji'iﬂJﬂ'i'illLLazﬁquasﬂ‘ﬁLﬁlﬂ'nsll'e)ﬁ

AMNAONARDIVDILUTUALAZTSE (Brand-drama congruence)

tadunnuaenndesoiusuduazdsd lignuiumnaniadvarmaenndesiuvewaninmiuaz 3o
Tud34 (Product-story congruence) lusu3awaa Cheon et al. (2016) Fsvuneds szaupuAenilosduius
vomAnSusiuszneulunniifidondenuazdessnvesdsd el Muvsdinandugnimuninandadeny
aonAdosiuvedlauanuazuUN (Ad-context congruence) MSNUMILIFIUNTTUAITUUTUNYBIAR1LN5]
#19 7 nui wmnsslFessmiiiatudmaromsiuitoya faud warniadenlssesdmanvssiuilan el
anudenndosszaidlavaniuuiunaninuindensoutwiivasifinnisandilavauagnsiaduladold
(Myers et al, 2014) yonannii n1sIsduRuazU3nsUsEnevanAIstAuduTus U luRAm i e fuiy
tnuandludid sidlumnmdnuaivioyadnnim (Choi & Rifon, 2012) lnsnsidenyanafiiteidsaiionlawn
fnnegnanndenmdnuaiveuusus osnyarafifidodesiuduiifnuassensvluints nisfivnsan
AnuaenndesvaLUTUAfuinuansdadunszuiunsasviounndnuainioiondnualvesuususieanin e
nsgdulvusTnaAaTimunAa Suifsdoyaidosnisezdesenlulubesosnmantisng 4 vesudnsiasi aulud
ijy’umauma@f@ﬁuh%amaa@’ﬁimlﬁ (Huber, Eisele, & Meyer, 2018)

Audnwuzvasinuans (Actor characteristics) a¥taedaanstonnumenIsnaIaianIams ez e
Iifuwusud (Belch & Belch, 2015) tnuansludsdisiunumddglunistnyefulvidnauls andy uagiug
Foyavesuusussiuunlunsuandls fadu uwsudosszYogannlunsdentnuansiifinudnuuasnaded

a

fumménualveuusud nadwsanauaenndesesiususfutinuandudidilnannisdeasiivsyavsam
Msuisganuenanfnug auisgalauasanuyideievestinsie saudsnsifiuguiaveauusus (Cheon
et al, 2016) Insunfuds fuilnaUssaunsiiddinuassndnualindoutuyanaiinuesiurey fedu fuslae
Fuinaeidondendnfasimutinuandudiditurou waefuilaadinivimuefrouusudmuiimunffinanandse
dtinuansildiusudfangt

nmsnumILIsIunssy 83Ul mugenadesveusudtuidemuasinuandudidiisatans
doansiinssdvisna vhlisuAnanugniuifuuusud fnsmeuaussiiduan uasihlugmsnaulatiold Sudy
fanvesnsianauufgiuil 1 uas 4

AuAuAgTuLUTUA (Brand familiarity)

anuAuagluusud vineis anudvdemnuitilavesfuilnadisidonsaumiguilnaazansn dagn
Foufuliluanumssdwosuilan wu nwdnuaivemsndudn (Blackwell, Miniard, & Engel, 2001) wazU19ASY
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AnuAuLAY (Familiarity) gni3endn Uszaunisal (Experience) deo1atfinunannyszaunisalnisnssvesiuilag
U mveaeslidudveuinig msldmeuiuniinnuue viennuszaunsainsdonvesuilag dasinazgn
AANlAEINN1IAAIAHIUNTTATINITTUIVAIUNTTNRIAGNN 9 LU N5ty NMSUTEEURS (Krishnan,
1996) AnwuiagluLuTuAdTBvEnarensUszInanavesiuilag osnmuuanmsesauilunsdudn
sprhauuusTsuasuarlidueeiigulaaiulilurumss Seiliiuilnefuulilunsussnanaidon
lgunslavananuusudiidunsuas lifuiasunndsiu (Campbell & Keller, 2003)
ANUAUALTULUTUAREAINTONTEAUNITABUALDINNSAIUH] (Emotion response) vadguilnaly
Favan Sudetulududmdeusnisiiguilnadarudune Sniannudunsluuusuddeiuauansly
nsandlawan il deyalmilfnntusssdiunumddglunsinauladevesiuilan (Kent & Allen, 1994)
AMNNNIANIY0S Augusta, Mardhiyah, and Widiastuti (2019) wuan LﬁaQ’U%Iméfam%zyﬁ’uaammuﬁ HUslam
iazdadulasgusniuiodonuusudiinuesdune Tnsuusudidquiasasnsequlifusianadianusiulaly
WUSUA %aﬂu‘ﬁuyﬂumsﬁmﬁudwLﬂumamﬁm%ﬁ%aﬁaﬁ (Cauberghe & De Pelsmacker, 2010)
mAfeiieafunmnwansusiszneuain wui wususiifuilnaduinsaziaslifiamuaufifeatu
wusuAlfiETu uazduslnnazddiianuaulalususudimnaeslduindou dafu wsudfifuilnabeduiae
1nagdataelunszuaumsieiuanunssduieafuusudlinmiibiu emuaulunsaeasiani
drlalunusus Seslauansuususldifatusn (L, Pan, & Xu, 2019) wai nsAnwanuduaglukuTud
dwsunansasivszneuluainialewnu wuin wusudiguilaaduinsazdsdyaianssduiidamnumnesonn
w1 Wlenfinsiuauaulalitundnfdusilussninansusznevain wu nmslilalfuuuedeulmazaiianis
andaldannninlalAndsegfiuil (Campbell & Keller, 2003) AduAslunususUsEnaURNlUARToINLE HATHH
Q’LéuﬁﬁﬂuﬂaL%amﬂm'ml,muﬁl,ﬁ'mﬁu (Mau, Silberer, & Constien, 2008) WarNan15Anw1ved Sitorus et al.
(2023) dmunagnsnsnamansusiusznovanludidinmaizes Vincenzo nuin anuduaelundn Ausiuy
sust Kopiko fisgnavagluandmadsuandenisinduladendnsasivesiuilon uenani Jafearmduiae
Tuwusuddshmihfidusuusdunansssrinetadonisnadnfusivssnevanuagnsdaduladose
nmsunwnssunss asuldi enuduaslususudfenuduiusidaanduanudslad sves
Fuilnauazisuaznolfiinnsneuauswuensual Suduiinvesmsiannaunigiuil 2 uas 5
AsnaUdUaINIge1sual (Emotional response)
nsmeuauanIvensual ianefs arwiFnuasitauniisn 4 MAnduluguslaadifetuannslazug
yi3elderundnstost Wuhsesualanuianvesuilnadldsunansemuanadniusitu 9 (Machleit & Wilson,
1988) nMamevaLewesHaiidungAnssunisuanseonvesyanalunsdum Hende denld Ussiiunauie
nsdannanansdast FeTeRainmenouaussmufeanvesuedld (a3 euaen, 2548) el nsUsiiung
flFsuannstovdeldnundnfusthannsaneuaussnudoamsvesiusinaldlussiulaardenarioniiudn
LLaxwqaﬂﬁuﬂ136\’@%141%aqﬁﬁimﬁﬁﬁaﬁmémﬁm% (@319504 @350, 2541)
nsnavauesmsosualdudiuniiseamsmainensual (Emotional marketing) MisjsAnwnmzensualdiy
yeravesffuslnafidnerdnsinsi (Consoli, 2010) wusUATMEE A wBUNE s013110IANAEEN (Emotional energy)
doanemnuduiustugndiunmadossiitienseduoisual afansiemstagmnin mufivdan uay
Sndnwalvesuusud dnnmseaainaznsedumsneuausmsesuaivesuilaaudsUsEIvAN 9 WU N3N
sUnm Ferna s videnmiedenlw (Consoli, 2009) MATEMsAaNAAEITUMsABUAUB S sHAld LM
wolumsliuimsuasmsvieadien Snsianndrianaesunififeaniufivieiie (Destination Emotion Scale)
Taewuin fuslaranunsainauidnidsuanldmainvansensusl 1wy aynauiu snvadua wasfuduudanle
(Hosany & Gilbert, 2010) Ha3INAMTRBUAUBINEITUAlEUTUSIngnssiuALTisnalavasuTInALAEaILNTD
thlugwaAnssuitaseuususls
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INMIANINTTHOUANDIMNDITHIlUUTUNYRIHERaIUTEnoUaIN Tny Chernikova and Branco
(2019) nudn AmnuduasluLusudRERFaeiTUsENsUaNTuNRBTRe SuaLIATeLNY danasion1smeuALes
yssuaidsuinvesiidu uasiilugnmsiadulatondndasiluiian Tnsawgnsnmandusiussnauanilsl
alaiuluausumuaenidung wionsnesdadusiivilvainasnudisiu liiduaulassinde
wAnSat wiaedusiidunagnsnislavanvesuusus sl nanwaEnsusiussneuaniieanuuunoshad
awasny wandusiaonadestuiieFoduny wesluuusudddiduduias SedamalfAnnisneva uasng
o1susidsunauihlugnisnaulatelussiufinnndedu

nsnpUauBIMveTIaiaguLuguMIai s szaunsalliuilan duanmunden Uiunmsdsay
Aofusaiiuld ieitudrfuduslae nanfasiimdsduiadududeriifian aenisfusfunndisangud sty
Tiuslam (Consoli, 2010) fatfu nismandnsdasivsznovainludiddadunisnssduorsunimuifnuazadg
UivaumimammuﬂwwuﬂmL‘U‘uﬂu INMINUNINITIUNTITU A3ULA9 MIneuanameIsualliuIn
mwamammmﬂﬁ]%mamﬂﬂﬂim JaduinvomsWaunauuigiui 3

nsdaduladle (Purchase decision)

mafndulatoduduneunisidendendntasiifuslnadenanmadenvansmiiiios (afins fosaw,
2561) wagnaidontusunmsfinrsanwdrinssiuaudonis anudnanw waganuaanwesfuilag
(Puccinelli et al,, 2009) Arandululdfuilnaasdonaninusit ey furimuniuasnissuiasinenanduati
sulUfaieniingnde welidrlafmadnaulatovesiuilnn Kotler and Keller (2012) winszuaun1anis
dinaulatiodu 5 dumeu il (1) mamseuindatim (Problem recognition) ugaiuduifuilnasuiem
#93n15 (2) Msuarmndeya (Information search) guilanaznisuaiandeyauazanudnuazvesaanfusiie
Haglunisdnduls (3) MsUszdiumaden (Evaluation of alternative) fuilanagynsiliouiisuteyaiiiony
dndulamadenilannsanevaussienudensléiian (4) nmadinaulade (Purchase decision) ndsanns
Alsuszifiunmadensing 9 ud fuilarezidenmudendiannsansuaussdonnudonisvesnuundian
(5) wiinssumdsnise (Post purchase behavior) fuslnaagldsulssaumsaiannnslinansing Gadawaviili
Ananuitanelavselifianalasendnsiouei

nsnauladedunadnsddgiildsunstudunnnanudsefivhnsanwedaunsuansluusun
nsresAnsusivsznovanludidnmg Tnedfuusfuiinensaimadadulatonnine 1wy misaenndesiu
vowmdnfasinanionluisd svswamuideidomasinuans n1suinslénuomantos audunouay
ANSAATILUTUA bR NINANWA VBILUTUA (Advincula, Bernardo, & Soriano, 2021; Sitorus et al., 2023)
UoNANLHANATI U Nugroho, Rahayu, and Hapsari (2022) %Wua1 Q"U%Imwmaw%%ﬁuuﬂﬁué’fmﬁuh%a
wAndasiiadesdienanminnamdnvalveausuduarautlefiovesdungleumesludedsauesoulal
Fuilanasddnfuduinuesdusznaviivnaulalulawan dwmaliguslaransudevvedavanldity was
arudumaslunusuddauddysoniafiunissuiluwusud vanaininisAnwmslavanly instagram ves
Middelesch (2017) wuianufuinglunusudviilviinesualsin (Arousal) TunsSumslavan uavdmasioss
msaswirARuar Mandulate wasdmuiaudueslussuidsaronsirlatovesuslnadngie

og1slsfnu nmmumusansIdisiu Sliwunsinuithiadensnovausamsensualidush
wUsAunans serineeuaenadesvesLUTUAHARS A ML AN A AL UL TUARER At
A fliAnnsmeuauemisersual auhefigndsaliAnnsiadulate fideTsfaunigiu dlelud
AUNAFIUATTITY

auufig it 1 (H1) : Anusenadesesnusuiuazdsddmaronisindulatondnfauriauay

aufgIudl 2 (H2) : enuduaslunusuddsuasensinaulatondnfasiamnme

aunfignud 3 (H3) : MInovausmsesuidmasensinAuladenan simiun
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auufigiuil 4 (H4) : ArwaonadesueauuTufdmanonisdnauladendadusinime Tasding
novaussosualidufuysAunans

auufgud 5 (H5) - anuduasluuusuddssasomsdinaulatonansusianueu Tasfinsnevaues
o susidusdiuusiunany
nsauuwIAaluN1ITY

H1
ANUADAAADIVDILUTUALDLTIE
(Brand-drama congruence) | > s ‘
Ha
NNTNOUAUDIN DT > nssindulede
(Emotional response) | ... »  (Purchase decision)
ANuAuAsluLUTUR VA Hd, H5
(Brand familiarity) 3
H2 Direct Line
----------- Mediate Line

20N 1 NFRULLIAALUNNTIRY

4. 3/auiun1539Y

Usmﬂsuaxﬂduﬁaasmﬁ’l,ﬁumﬁé’aﬂ%”’qﬁ fio fuslannguaiuelsiudfiagiiunusudndnfausiany
swanmslavanuilsudidinmg delorgsening 18 - 25 U andeyavesdidnuimsmsnzidou nsuns
UnAT0e (2565) WU nduAufiAngswined we. 2538 - 2547 Sis1uausaaiieau 6,766,455 au oegdlafinalaid
guteyaduudiineiiuususnandusinnusnuanmslavanudeihudidnmaiuiueu §idedddgnsves
Cochran (1977) Anamvavenausiegafissfuadesiufosas 95 uazanunanndeufissiuienas
5 3sldinquinegnadl 384.16 we 385 fetne iledestumsamndeuvasdoyagitelffinduiunguiiods

v

u 420 fegn msfinwesailfideldnisdudiegrsuuunmuazain (Convenience sampling)

\3asilofldlun1sisde

wosdlofldlunafvnunudeyadmivaifoluadsd Ao wuvasuauvansln Gelldinusenou
YosuuUABUAY 3 du Faseluil

dufl 1 Mamdansesgmeunuuaaual UsEnausme Manufnnsesdisoignauiatuelstuiuasdiny
fansesmsineiiuLusuan Ssieunamnnslavanusudsdnmg s 2 do

dwil 2 Foyaiiugiu Yszneude e meldeiitou sedunisiinu el sauaun 4 4o

daud 3 ngRnssunsuTNTsdinvauarnsterdnduriauny dseneudie wndsdinvadiden
Furn wnalumssurnEsd uasdssnvomandusiaunuiidentoves sauioun 3 4o

dudl 3 JasuAnuEenndDBILUTUALAZESE WA i Ialusuiseves Kim, choi, and kim
(2019) waz Advincula, Bernardo, and Soriano (2021) 9113w 5 98 JadeannuAuaglukusus Wamwiu1aines
TalusuIdeass Steenkamp, Batra, and Alden (2003) §1u1u 4 99 Uadun15nauausmiIgeIsual Wauun
i talunuideuss Hosany (2012) $1uau 5 4o wasdlasunisindulede Waununandialunuidoves
Radha and Jija (2013) $1au 5 9 viaid Aanuyndaidumanularelanuuanasdiulszanaa (Likert scale)
Tdoyauszinndunsniadu (nterval scale) fnualiidoniiiesdnouiier Fefiinasinislviazuuuvessedy
muddnuUseenidu 5 sedu feil 5 = Wiudeedws 4 = Wiudhe 3 = Yunas 2 = ldifiudhe way 1=l
Wiuseegnad



5FISAAYMIAN AL INGINTTIANTT 23

7 10 avuil 2 @ounsngimu-suaia 2566

N13M3IFBULATDNID
NNTAWINMANANLTRIUY WU nAuliAduUseantueaiivesrauusIa JA15enin 0 < a < 1
wagdAAundt 0.70 Awialuil

A1519% 1 nsvedeuAaLdesiu (Reliability)

wuudauau ALY
JaduAUa0nARDIBILUTUALALTSE 0.818
TadeanuAuaslunusun 0.776
Yadunismevausmneesual 0.815
Yadunsindulade 0.859

nsiiusiusandaya

msfninsaEiitelEmuauasoya fuiolui

1. Yeyausugll (Primary data) Inewfiufeyarunseunsuuuaeuauesulatsuiuy Google Form
$1uan 420 ga nduilaanguiaiuetsdudiiiaiiunusudndndar anueslulavanudsiudidinma
Tnelnasuuuaounuriudednueaulal Facebook, Instagram wag Line

2. Yoyanieni (Secondary data) lngg3duatiunisAuaimged) f1351 Inerilnus $1uide Lenans
UNAIL WAENSANTNTININT HunmsAududeyanisBuwesidaluivledidlusagsiassme wieuiatudin
uwidssBafiothinooniuuaiide nununssunsTl uazeiunenanTide

nsAaTvidaya

mﬁmiﬂzﬁﬁﬁaaﬂaéfm%"umﬁi’fﬂiuﬂ%&immﬁmiwﬁaam’ﬂu 2 mu dail

aeudl 1 nMlinseilagldadfidanssaiun (Descriptive statistics) Ineldfrnfovay Auadsiavadin waz
dndeauunesgiu edasgidoyariluvesngudesig LR T IRV IR EE SRR OT
AN Im&JQ’i%’ﬂ%mmeﬁmmﬂama%’aaﬂamLa?{m’mmuﬁwm fiagn MvdUwn (2554) lngmuiaA1ouns
matuifiotansmuatisdu Sannsaulanuanelddeelull Aads 4.21 - 5.00 mnefs udeniian
Alade 3.41 - 4.20 vunefls Wiudieann Anads 261 - 3.40 waneda Wiudeiuna Aede 1.81 - 2.60
e Wiudetes uazALads 1.00 -1.80 vunef iudheliesiian

nowufl 2 mylnszitoyalngldaifdoyuu (nferential statistics) enaouauufgiueuide fl

1. meesgiaauduiusiuuiiesdu (Pearson’s correlation) lilomarmduiusidadunsaves
fulsaudenndoeUTLRLAYESE Anuduaslunusug maneuauamvensual weymsadulate

2. M3ATIEnIsanassmmaal (Multiple regression analysis) lfiitennasunmduiusszninah
wlsdaszuayviuusniy

3. MIAATesinudNTusITsamgseninaiands (Path analysis) ienaasuaufigiuuidouas
nszidvdnavessulsdunans (Mediator) tngldlumaves Baron and Kenny (1986)

5. HANT5IY
a ¢ v Y aa a
nan1sasvideyalasldainidenssaun
< o | o | Ao o | & A a & v
NMsAUTIVTINdeya wuin naudegslunsideluasalidnlng dumendgs Anduiovay 73.3
sumsAnuUSqansviseiouin Andudesas 64.3 smeldlaie 10,001 - 20,000 vseiiou Anduieeay 47.1
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wndFdinvadnlngidensuruluwnduaiudevaiu Andusesay 22.5 waralun1ssun@sdinma fe &
Unuansiiveuuansed Anduiosas 34.6 Ussiavvesmdndamianunuidendouseiign fendadnsid1miusy
#un Andudeway 55.5
a ¢y Y aa a
nan1sassideyalasldatiageaysnu
A1919% 2 Aadeavadiniavaddesuuinnsgiulunmsnvewniade

MWTINNHY X SD. | szhuanuAniv
ANNEDAAABIVBILUTUALALTSE (Brand-drama congruence) 3.92 598 11N
mmﬁumﬂmwiuﬁ (Brand familiarity) 3.84 .638 47A
NIMDUALDIMINB1INAl (Emotional response) 3.90 .610 0N
msiadulae (Purchase decision) 3.86 647 170

374 3.88 0.623 un

mnmamﬁmwsﬁﬂﬁagﬂumiwﬁ 2 WU HATINTEAUANLAAIUABAILADAAA BIVDINARN T UT AN
$LALd3d (Brand-drama congruence) ¥aangusiegnglusziunn nedidads = 3.92 uazidefiarsan
usredunuin seduanuAniuSesnunlutios §u susuusn fie Mmdnvalvesususnandaeifuain
TuF3aTimnumnzauiy sesan Ae MPaviBunvosusuANaRfaITUsEneURINA U ESaslmnumLnyaL Ty
m'ﬁawLLUiuémamﬁm%UwﬂaUmﬂv‘iﬂﬁa'm@am%amr@ﬁu dlotutnuandlduusuinansaueiugsd vlian
ArwdAnfenuandifidvessdnsiet uazanuaonadosasiuuduardsdifndudonusudndndusivng iy
AMAN UL UBIINLAA TnefiAnadewintu 4.02, 4.01, 3.95, 3.82 uag 3.81 MUY

HasINTEAUMNAATURaANAUALlULUTUA (Brand familiarity) vesngudieg1tegluszduuin
TneiiAade = 3.84 uavidlefansandusiediunuin seiuaudadiudemnunludes §udl susuusn fe
fauduesiuuusudnansusiamnu idueged sesaan fo fanuduasfumslavanusaouusud
wARSuTAmNENLESANTE authluduesldBudeuusudnantaurinnunud uasdiauiifsatuuusud
HAR TN Tneflaaiewindy 3.92, 3.88, 3.82 uay 3.73 AUAGU

NaTIMITAUANNARTIUEN1IREUAURIMNIEISHA] (Emotional response) Taingudiaog1vegluseau
1 Tnedlenade = 3.90 wavidlefansandusesunudt seiuaudaiudssanunlutos dei susuusn
fio Lﬁalﬁl,ﬁuLLinﬁwémﬁm%mwmmiu%%mwﬁﬁﬂﬁiﬁﬂlﬁ”%LLiaﬁuma% sotaan Ao dielidunusud
wanfusinnunuluidinmainliidngnnsedu Weoldiiunusudnandasianuasludidinvasilnsanis
wola Lﬁaiéfl,ﬁuLLUiuﬁm8@1ﬁmsﬁmwmwﬂu%'%ﬁLﬂmﬁvTﬂﬁ%:ﬁﬂ?iuLéfu waziileliiuuususnansausinuelud
Fdnmavhlvsanindamau TnefiAaduwintu 4.07, 4.03, 3.85, 3.79 way 3.77 AUEU

nasmTERuAmLAnTuRenIRadulats (Purchase decision) vesnguiiegaegluszduun Tned
ALade = 3.86 waidlofiansaundusiedunuin seruauAaiugssinunlddes §all susuusn Ao
Uszaunsalineenususnandusinnuaumuiiasasludidinma sesaan Ao Wowudnuandudsdinmald
LSRR AT AL AR wEe S maaedd mslilamanusleiudsdinmaveuususan o
Ausilfesnd endn s F3dinmaiinadenisinauledsuususnansusinnuey waznisiaaulate
wususHARS e unulevanurslugsdinmagesldnisiansanedeseunsu Tnefirnadewingu 3.9, 3.94,
3.86, 3.78 Way 3.74 $UAGU
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Correlation

v o Y AuAuLAe Ty N1SMBUEUBY v ooa
Uaduiauds AUHDAAADY ny P nsanaulade
LUTUA 19915348
ANUABAAR DY 1
ANuAUASTULUTUR 0.638** 1
ASABUAUBINIBITU 0.687** 0.738* 1
Asanaulate 0.676** 0.685** 0.776** 1

** Correlation is significant at the 0.01 level (2-tailed).

NAITNN 3 NMSIASIEVANFUUTLENTANFUNUS VDI IWUTAUFDAAA DIVBILUTUAWALTSE (Brand-

drama congruence) A1 WAETULUTUA (Brand familiarity) fidmanonisindulade (Purchase Decision)
Tasfinsmeuausmsensual (Emotional response) lusadasie wuin fauusyndaiiaduyssavsfiduiudiu
lusgAulIunans 0.638 - 0.776 31AW1IATNATIENNAIENTILATIEIINTAARBENYAM (Multiple regression
analysis) tlovinaevauNAgld

A998 4 Msmaaeudvsnavesladendwmadenisindulavelagliliaginisonneenvau

AuUsanu AUy B SE | p-value | nMASRUANNAFIU
AUADAADIVBILUTUAUALTSE | 676 | .039 .000 HOUTUANLAFIY
nssadulate AnuAuAsluLUTUA 685% | 036 .000 gouSUANNAFIU
N13MBUAUDIVINET TN T76* | .033 .000 gaNTUANNRTIU

e * ddudAgnneatansyau 0.05, R = 0.784, Adj R2 = 0.459

PNeN5T 4 HANTIATIZVIBVENavewIulTBasedamulsmulaen1Tinseinunnee Ny A
Wi Fulssasvannsanensainsiaaulateuususiandauriauny Wieuay 45.9 Immmaamammm
Lmiumawusa (Brand-drama congruence) amamamsmmauiwaumummamnmmmwmmamquuamﬂmmq
abffiszau 0.05 Tnedaduusyaninisannesvesiulsdased 0.676 AnuAuAslulUsuA (Brand familiarity)
mwamamsmau’twaumumwamﬂmsmmwmmamqmuamﬂmmqaammvmu 0.05 Tnefimduuszavsnisanass
Y0euUsBased 0.685 uay mwauauaqmamium (Emotional Response) mwamamimmaﬂwmwium
wamnm%mwmmamwuamﬂmmNammmmu 0.05 Ineflenduuszansmsnnnosvossauusdassd 0.776 el
mﬂammgmm 1 -3 wu31 dnsvensuanumgiy

A15°199 5 ANI1IVAABUBYENAVDIAILUIAUNANINIRTILAE N8B

o o ANSMBUEUDY AUFIAARDY AMuAuLAg Ty v o q
Uadena/Uadevin . Ay T msandulade
: N19e153al YDIWUTUALASTIH LUSUR

ANSADUAUDINIB1THA]

DE - 0.710 0.7063 -

IE - - - -

TE - 0.710 0.7063 -
msdnaulage

DE 0.822 0.2925 0.2505 -

IE - 0.4384 0.4443 -

TE 0.822 0.7310 0.6948 -

MR DE = INTnanensy, IE = aNSnanesay, TE = dnNsWasI
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9NAN5197 5 HaMFIAsIEsinNduTuS IS samsuesnsaeUALsmNIensual WU dumnadvEa
sewimndustiauduiusmauin uagiifoddymisadafisziu 0.05 Taenuin mnugenndoswoilusus
wazd3d Wuduusiddninanindiae (8 = 0.710) wazaruduiasluuusud F8nSwadiuussesasn
(B = 0.7063) uarnsnevausIIesHaiBvENasensindulate (8 = 0.822)

A1319% 6 MITINAFRUANURFIUTEN 4 uaz 5

indirect Mediation Bootstrap
o ndirec NANIINAHIY
AuUs t-value | type of | BootSE 95% Cl -
Effect AUNRAFIY
observed LL uL =
- ANNADAARDIVDY 0.4384 | 14.5968 | Partial | 0.0567 | 0.3306 | 0.5545 | guTUANNAFIY
WUTUALAZSE Mediator
-anudquegluwusud | 04443 | 13.4273 | Partial | 0.0521 | 0.3481 | 0.5490 | vouSuaNuAzY
Mediator

91NA5199 6 LT BVAAOURILUTAUNA1INTTA BRI TAOUANBINI19015U 8] (Emotional response)
FENTNANUADAAR DIVDILUTUALALT I (Brand-drama congruence) wazadud uiaslukusus (Brand
familiarity) sensinauladonandasiauay ;:ﬁﬁaiﬁmuLé’umqLﬂuLﬁmﬁﬂaamé”mmﬂ,umﬁmiwﬁ FaueTas
auduiuslaasiwesnuaenadoetuusuduariduazanuduaslunusud denisdnaulalunisde
HARAUTIANNN TABN19ATIEBUNANTENUNE oM (Indirect effect) Tnafinsnovausmisesualiduduys
funans Tdnan1siinsedt el AudenadeweUTURLasTTddaundvsnadl 0.4384 (tvalue = 14.5968)
wazAnuAuasluLUTUATuABYENAT 0.4443 (t-value = 13.4273)

6. a3UnazafiuTeNan1sIAY

nsdnauladedunislutimnemesiafidrdy Weuusudmiunusindulanmanfasivemuiesas
lusenouanludsduiedolavaniu 4 nansfnwlunuidedannsoaglah Jatvanuaonndemoauusus
uardiduararuduieglunusud dwalugmaindulatoesiededd faaonndasiunantsinuiiiuuives
fadu mseRUneraniTeansautimuanigiuld 5 Vs dwelud

1. AnudenAdesBLUTURLAzEIddenasiensiadulatouususnandusianuay nan1siTuaiuayy
auufgiuil iesnnginssuniadeniurudsdnmadniniinninnisiitdnuansdiuilnasounansey fady
awdnuaiuazyadnamussiinuans mudauniasiioesdidfiaenndosiunusud annsneduatdndnual
warazvieuendnuaivouusus iienszduliuilnafamafaaulatondnfusiiinuansiinuiureulfludsdls
Bsaonadasiunuidoes Halim and Kiatkawsin (2021) fiwuin anuReiufudidinmauasnistuveudaliu
y3etinuanunivd dswasomsfnduladendnfusiuusudnme uenainil anudenndosseiauuTuAfUEIA
Jeivatreinuadidvesuilaadonusudene esandnuandudidviiviniiduddeasdoyaveauusud
Wunsldanueiduunazas ldguuidufuilaanguidminaiinnisendild Jsaenndesiunuideves
Advincula, Bernardo, and Soriano (2021) uay Cheon et al. (2016) 7 A n¥ AT NS 9INAIUADAAE DR UTDS
nanfaswaziiie 3o (Product-story congruence) fiilfonsinduledouasirundndnewusus

2. arwdueslunusuddmaionisindulstonusudnantasiemmm samaidvaduayuannigiuil
Faaonadestunanuidelusininuin Weduslnnanduusudndndarifviulusninsssnavannludsd
LA Le ﬁﬂﬁﬁﬁiﬂﬂmuﬁmﬁqmzaumiaﬁmmmmaﬁffmmauﬁﬁ?u q vilAnn s denlesdoyauazauin
quatusoLiusEAuAuaulafidsewusus (Augusta, Mardhiyah, & Widiastuti, 2019; Kent & Allen, 1994;
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Sitorus et al,, 2023) FauuAniiaenndoaiuaiddeves Visinescu et al. (2015) findn12in nountsindulade
wanstouitu duslnadesdureiundntasiintou Tnsoradususuddsanielisraumsainsaniaguslnaes
uenanil Foyausrarudiiortunusudifuilnaduenstisauenuiiialunisinaulaefiunniy (Gorses
& Okan, 2014) ffuslnaaielsiuddnlvgdnginssumendeyauarsnidindnsasiogudn snldifunusud
finuesiinuasduinsinieusgludsd awvilidsiandeulosdoya tAinmnudeiolunusuduasnansasilse
(Nugroho, Rahayu, & Hapsari, 2022) ﬁﬂﬁawqﬁﬂsiuéﬁbmmuaLi%u%ﬁL’°TJﬁﬂ,ammaaﬁ%amuﬁméaaﬁwmﬂm
I heninawestudy q wddwariilfinnsinduledonanfaeildsmiasau

3. ManpuALaIIITaldsKaran1FAAUlaTeuU TR AR s AL WU HanTITEaTUAYL
auufgiud ol nefumdsddumsuilaaussaumsalognmisivilifruninuiannlanvesnnuiusiuas
THnanegluiiensuainnuidndng q A3dumnanudnly feaeandesiuanuisoes Lee (2020) Afnw
osuaiinlsuuuAnvesfuilaafliofurudidiniva suhlugnisdadulavieaislussinaniva luvues
ertudeduslaafnnisnevausmisersualiiauinsindudsd litanduorsuaiaynauiu mdamdu 165y
wsatunale fugiunFeussiule anudAnfiAntumdidvisainsiruailudanniifvendndasiviowusudls
sudwdnsuliinnginssulunsiaduladold nuddeiaenadednensafunaiuideves Chemikova and
Branco (2019) Inemuin nmsnevausmsesuaiien mysaususiusngluainvesny azLiiusziunm
Unsnulundnfauriuaniiussdunsdnaulatode wonani nmdnuaiiivnngluanvesusuduasamndy
fiouvestinuansiilindnsasiveuusudludiddionszdulnAansnevausssorsualliine guilanaunsa
a¥adunuinisnineesmuesagliuanfurivousudty 1 weraunsaiaanuidndonlestuisdnie
dnuansfinuiosdureuld nisedusenaiaenndostunanuifores finuin amdnvaivouvsudiariodes
vosnuanslduusud Laneige Tud3din1ma15 03 Descendants of the Sun H18a$1sAINTANITsuUINTRY
;:JU%ImﬁﬁsiaLwiuﬁ ﬁ]uﬁﬂﬂgjmmLﬁﬂﬁ]ﬁax%@mémﬁméﬁﬁaﬁLﬁuiu%‘??éuamamﬁmﬂﬁlu 5| VOILUTUARIY

4. iuAEnAd BTN TUA LA TS ddsnaran AUl et ondn st anuea Inefinisnouaussms
osuniiduiuysdunans wamﬁi’f&aﬁuaquamﬁgmﬁ Fadenndostunan1sAnyIves Cheon et al. (2016)
finudn UsrAvsammasmsnadnsuriussnovananfist unnnantasiusnieidedudidaonadotu Tums
nauiu Mnudadueisenevanlididniuivdsd Juuasidnavaavseiiiiidsessosalunsiurulaieg uazduy
xfinisnovaussmsorsuailuiay shlviveunflifdendnfasiuazuusud Gseradmarensindulatose
dedu efuilneddndsauaenadestuseminuusudiudsd ldhasfunmdnualvesuususdinaundulusy
BesmludidveuususdifuiuynannmueainuanduddditusevaziduidngdliiAansneuausmis
orsualludeuan nsedulifuslnaddnasniivraeddndnsusianmilugnisinaulate Vil unumnisrouaues
mammm“lugmz&hLmﬁﬁ’uﬂmq (Mediator) 9999113384 aenndoiunansisuves Franzak, Makarem,
and Jae (2014) finuin mMsmevausssersualiufuUsAunanssEnitsnsoonuUURaR S eIt
fUkUTUARIEY

5. auduaslunusuddmwadonisinduladondnfasiaueu Tnefinsmevausmsensuaiiu
fuUsAunans mamﬁif&aﬁuaguamagmﬁ Lﬁaammﬁ'aﬁﬁiﬂﬂwmﬁuLLUﬁuﬁLLazmﬁmﬁmsﬁ%w 1 auindy
anuduiay fuilnavrgningdiiAnanuidniieindouvsuduasnansusinumilugnisdaladols nanisided
aonAdestuNuIdouas Hyun, Kim, and Lee (2011) inuin WlegnAidnduinsiunusustmunisiawan wan
wiinfinisnevaussmsetsusidsuansomslavanitliadisnissunusanillugnisinaulateldluiian Sude
finnsanluuiunvesnuduinedeuusudnandnsinnnaseneuluandsd mnduuiaewuiiuriunwusudiy
s MEssurdomvesdiden 4 asdegnnsedunsorsualuardsaidauaniilfiAnnisdaladoldine
doAndaTUNUIT8v8S Chemikova and Branco (2019) finuin anufuassolusudiUsznevainluileiny
wdwisliAnnisnouausmsersuaiauthlugnsinauladeuusudiiy 4 14
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6. NANTIBUARDINGANTTUANAULATENEN T UL UTUAAIILNLNIVEVINFULUBLITUTNA DA AR DY
flunsfneves TNP (2022) Nilugunisaiedndnualmutinuansiureuludidiunisneuausmiensual

7. daiauauuy

HorauauusitldFuainniside

NHANIIANYY WU ANUADAARBIVDIUTUALAETTH (Brand-drama congruence) WagAILAULAY
Tuuusust (Brand familiarity) dssasonisdaladeuusudnansusinnunuvesnguiuilnaamosdud wasds
dwaliinnsneuduesmsersual (Emotional response) Fedsmansznuianmssuaznadeudansialade
WA fasimnuBngae fafu fUssneunsysiandndasinrunumsliauddgiunslavanulaients
Nwdndasiusznovainideiivainras IWnaunsadifsuslnaaiueistudinndeiu iegdladuilnauay
asennusAndsuandouusudliaseuaquiduyssauntsaildsersun (Emotional experience) wagduATM
\deuleannsonsunl (Emotional connection) kamsideiiusslevdsonisiiiiussianandusiarusy fil

1. foyannuamsidhlunaununagnsnsinianssudoaisnienismain MseenuuUNAgNENIIINS
wAnAnsiUszneUaTN Wlemevausin e svenguilvangiiiussansangega

2. hdviidmanenisinaulad endndmeiannuanusiunsmdnfusivssnevainludsdinma
JapaEonAdesTauUTUARUETE auduasluusud uaznisnouausavsensual anunsnihlusenuuy
nagmsnmsnanfuguilaanguaiueisiudle Megratu nmsdentiuansuddiiauesiuituveunasidiiu
WUSUA msa?mmméuLﬂa‘uaﬁLL‘Uiuﬁmuﬂiaamﬂﬁaé’qﬂuaaulaﬁﬁLmuaﬁ%’u%ﬁﬁa 191 TikTok, Instagram

3, MFNRUINERS T UsEnoUR N LTI AN A LasEadd A By e urAndaeinuILay
wanfusisznndu welvaonndesfungfnssuuazanudosnisvosnguiaiosdud saudanmsuunnagns
msnaneiisufesulatiuazoonlavewusudlifusiaadenleatunisnwanfsiussneuainludidls

Forruauurlun1sidundeoly

PMNNIANITEY “NIsnouausIIeITIAleINTNHANT uIUsEneuanluETdinva nadidnw
nsnAulatendnfusierunlunguiaesdud” aunsodosennanisinulidulssleviuazvesosd
anudaoluluirugiindrelu 3deiteiausuusiionsidoaduioly fuil n1siseluounanaiuisadne
wanfauslumnagfirnseanty Wefidrdsdeyaidedn uenanidditafoduiidmanentsiadulatontnios
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