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ABSTRACT

With the rapid growth in the use of digital advertising media among consumers, there is an increasing
interest in the utilization of virtual advertising and PPL as an alternative to traditional television advertising.
Nonetheless, few studies have compared the effects of these new advertising platforms, still lacking
knowledge on their relative effects for maximizing advertising effectiveness. This study, thus, intends to
compare virtual advertising and PPL with respect to advertising effectiveness (i.e., consumer evaluations
of advertising attributes, brand attitudes, and purchase intentions), controlling for the level of product
involvement. An experiment was conducted with a sample of 360 participants and actual ads were used
as test stimuli. According to the results, consumers exhibit more favorable evaluations on all the three
advertising attributes (i.e., entertainment, informativeness, and irritation) for high-involvement products,
whereas, for low-involvement products, virtual advertising is perceived to be more irritating than PPL. In
particular, the effect of informational value of virtual advertising on brand attitudes was found to be most
significant. In addition, for high-involvement products, virtual advertised products. Advertising practitioners
may have to consider these results and fully utilize the advantages of virtual advertising and PPL in order to
achieve maximum advertising effectiveness.

Keywords: Virtual Advertising, Product Placement (PPL), Advertising Attributes, Product Involvement, Brand
Attitudes, Purchase Intention
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