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ABSTRACT

Khafidaturrafiah. 2025. The Effect of Product Placement and Sponsor-Program
Congruence in Korean Dramas on Purchase Intention with Brand Awareness as a
Mediating Variable on Samsung Smartphones. Advisor: Rusniati.

This study aims to analyze: (1) the effect of product placement in Korean
dramas on purchase intention of Samsung smartphones, (2) sponsor-program
congruence in Korean dramas on purchase intention of Samsung smartphones (3)
product placement in Korean dramas on brand awareness of Samsung smartphones
(4) brand awareness on purchase intention of Samsung smartphones, and (35)
product placement in Korean dramas on purchase intention of Samsung
smartphones through brand awareness as mediation.

This study uses quantitative research. The population used in this study is
Gen Z who are at least 17 years old and who have watched Korean dramas in
Banjarmasin. The number of samples in this study was 215 respondents by
collecting data through purposive sampling techniques. The data analysis
technique used in this study used the Structural Equation Model (SEM) based on
Partial Least Square (PLS) version 4.1.

The results of this study indicate that (1) product placement in Korean
dramas is predicted to have a positive and significant effect on the purchase
intention of Samsung smartphones, (2) sponsor-program congruence in Korean
dramas is predicted to have a positive and significant effect on the purchase
intention of Samsung smartphones, (3) product placement in Korean dramas is
predicted to have a positive and significant effect on the brand awareness of
Samsung smartphones, (4) brand awareness is predicted to have a positive and
significant effect on the purchase intention of Samsung smartphones, and (5)
product placement in Korean dramas is predicted to have a positive and significant
effect on the purchase intention of Samsung smartphones through brand awareness
as a mediator.

Keywords: Product Placement, Sponsor-Program Congruence, Brand Awareness,
Purchase Intention



ABSTRAK

Khafidaturrafiah. 2025. Pengaruh Product Placement dan Sponsor-Program
Congruence di Drama Korea Terhadap Purchase Intention dengan Brand Awareness
Sebagai Variabel Mediasi Pada Smartphone Samsung. Pembimbing: Rusniati.

Penelitian ini bertujuan untuk menganalisis: (1) pengaruh product placement
di drama Korea terhadap purchase intention smartphone Samsung, (2) sponsor-
program congruence di drama Korea terhadap purchase intention smartphone
Samsung (3) product placement di drama Korea terhadap brand awareness
smartphone Samsung (4) brand awareness terhadap purchase intention smartphone
Samsung, dan (5) product placement di drama Korea terhadap purchase intention
smartphone Samsung melalui brand awareness sebagai mediasi.

Penelitian ini menggunakan penelitian kuantitatif. Populasi yang digunakan
dalam penelitian ini adalah Gen Z yang berusia minimal 17 tahun dan yang pernah
menonton drama Korea di Banjarmasin. Jumlah sampel pada penelitian ini
sebanyak 215 responden dengan mengumpulkan data melalui teknik purposive
sampling. Teknik analisis data yang digunakan pada penelitian ini menggunakan
Structural Equation Model (SEM) berbasis Partial Least Square (PLS) versi 4.1.

Hasil penelitian ini menunjukkan bahwa (1) product placement di drama
Korea terprediksi berpengaruh positif dan signifikan terhadap purchase intention
smartphone Samsung, (2) sponsor-program congruence di drama Korea terprediksi
berpengaruh positif dan signifikan terhadap purchase intention smartphone Samsung,
(3) product placement di drama Korea terprediksi berpengaruh positif dan signifikan
terhadap brand awareness smartphone Samsung (4) brand awareness terprediksi
berpengaruh positif dan signifikan terhadap purchase intention smartphone Samsung,
dan (5) product placement di drama Korea terprediksi berpengaruh positif dan
signifikan terhadap purchase intention smartphone Samsung melalui brand
awareness sebagai mediasi.

Kata Kunci: Product Placement, Sponsor-Program Congruence, Brand Awareness,
Purchase Intention
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