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Abstract

Product placement is an important marketing tool to break through consumers’
advertising avoidance behavior. From the perspective of cognitive resources, this study
discusses the influence of program type, product placement form and persuasive appeal
on product placement effectiveness. In Experiment 1, screen placement was performed
in program that audience consumes different levels of cognitive resource. The results
show that when screen placement conducted in a video that consumes less cognitive
resources, the participant's eye gaze behavior and attitude towards the product were
higher than those in videos consumes more cognitive resources; In the second
experiment, plot placement was applied to the program which audience consumes
different cognitive resources. The results show that there is no significant difference in
eye gaze behavior between the two videos. Further, operating the persuasive appeal.
There is no difference in the attitude toward the product when the affective appeal is
placed in the program that consumes different levels of cognitive resources. However,
when the cognitive appeal is placed in the program that audience consumes less
cognitive resources, it will obtain a higher attitude toward the target than when the

cognitive appeal is placed in the video that consumes more cognitive resources.
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HI @ &AL p TR M2 & pa? RiEEFFE » T BT hE Spaf
ﬁﬁﬁ%g@ﬁ£¢¢&%#;mﬁgﬁﬁﬁwﬂwﬂﬂ°
Hla: &l fenir TR & p 3l HEFFE » Tl BT AR
P IR GARPE Y € B 3 50 gl FL%A- 7 ARATE zﬁzﬁnrs @ pEEAe .
HIb: Ayl 4 7 insr T iR & p AP { X FE » T BE DA S
ﬁﬁﬁﬁi&ﬁ%%”%“%ﬁ%& AT REE & P gAY o
Zajonc 1968 & 11 2 H k7| 7 ¢ Arde I ehH BB & 5T (mere exposure
effect) » 35 4 PEPTR AT LG BAS e BT LELFRRE > § B
TlEcenfl B A8 T % (Zajonc 1968;2000; 2001) « iotkefrc % 9 F 3 1 5 a3t B
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