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Abstract

Through television, movies, and plot connection, product placement has
become a hot marketing approach in recent years. The consumer receives the
brand and product information more quickly and conveniently. However, for
different consumers, there are different correlations to the same product, and
this is called involvement with product. Furthermore, customer value is the
performance to the product attributes and the subjective perception. This
study investigate the impact on customers between brand attitudes and
purchase intentions, and by setting placement marketing as the mediating
effect, involvement with product and customer value as the moderating effect,
we can further analyze and research relationship among the dimensions.

In this study, we totally dispatched 500 copies of questionnaires. And
after removing invalid questionnaires, there are 358 copies of valid
questionnaires. The effective response rate is 71.6%. The results of the study
show that (1) Brand attitude has a positive influence to the purchase intention.
(2) Brand attitude has a positive influence with product placement. (3)

Product placement has a positive influence to the purchase intention. (4)



Involvement with product has a positive influence to the purchase intention.
(5) Customer value has a positive influence to the purchase intention. (6)
Product placement has mediating effect between brand attitude and purchase
intention. (7) Involvement with product has moderating effect between brand
attitude and purchase intention. (8) Customer value doesn’t have moderating

effect between brand attitude and purchase intention.

Keywords : Brand Attitude, Placement Marketing, Purchase Intention,

Involvement with Product, Customer Value
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