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& Swaminathan, 2006), E3t =5 &2 Ak
& 220] et /)5A HEsl ek B L
o] o]&f|3}7]| = S Batra & Ahtola, 1991), ©]
3 ol9) s WEle Btz o ofsfai
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gt B =5 olalfe 739 AlEe] AR HAof| whet
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Fa-

giz=of] Qlo] A1 8912 2AIH TI(Rosenberg,
1950)7} A5 27l o] -2 g2 WA ok £
o}, Bi=ollA 7S Sk Fhaitol Q% =44
91 7idoltPetty & Cacioppo, 1981), 522l
el FRlola A =4, Al B oRIES
TG WA w|EojzojAY soFor Hrlst
= e ekl glom & B F2 on|ee e
B SAAY A 22 2 onfeei(Schimmack
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O AR S-S 7HE A Al = A o= F
FETHOsgood, Suci, & Tannenbaum, 1957).
2 B3N E O A8 7IsA4S AE
who} 2t Russell & Mehrabian, 1977). 222
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A8 Dhar & Wertenbroch, 2000), =
TolA = F3} axnlof] Qlof 715521l Bime st
ZxH]of] ke AR EsHARE Al Hee
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Skl AtHJun & Lee, 2015), 7449] oJgke np7|
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8 DC|c dEHRIMES| 0|23 S%0| 2HE R34
pleasure 5 TSRt EHO| ARGEIX|T playfulness
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oItk Fe|AE - A|AHW El(heuristic systematic)
Rt gete] glo} B T 7R FEE9 Al
2HISHE A2)9] F8/dS skl JIti Chaiken,
Liberman, & Fagly, 1989), 7|t 7}#] dlE &
JofA AHAREE] QIAAQl A7t Fasitar
815131 QITK(Smith & Swinyard, 1988), & t}&
ZHolA] 715 A (utilitarian) Bies= AH]AR] o]
/3491 st A= g oltk(Batra & Ahtola,
1991).
o|olgk= MY 2 ¢ sk Au|xo}t
Q1AJake 7 ol o] gk 4 gleh, Telze
} | Hto] o]/ dAQl AF Q] axH|A}F et &
T 7] flzolt, 7= 7138 e e SRt

A
o} YFFAlel qlo] diHoR FasHA
&= AS onlgitRokeach, 1973), 7S &
Mol= 9IS sk B4 w3kl A5t
 ARFEO] BAsks 3840 A Yuls) =
gl £3to] gido] A RS njA = 8ele

#-g-5to] axmlA} 7}11 P:t'ol 1110}5131 ™ 7s



Z 7}A|(functional value), AFS1A 7}FX|(social
value), 3% 7}x](emotional value), 2%
7F*|(epistemic value), 2714 7Fx|(conditional
value) 2 A3 (Sheth, Newman, & Gross,
1991). 7HAE BHA| = 7HA| = Lio] 71554 744
oF AgE 7R ghetslr | k(Pohlman &
Mudd, 1973).
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Figure 2. advertising clip
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Table 1. Key statistics of variables

Variables Dimensions or Indicators M SD CFA
| use BE(branded entertainment) to avoid boring time 4.43 1.55 .95
| use BE to avoid loneliness 4.51 1.55 .90
| use BE for the purpose of time killing 4.16 1.54 .79
;i”r::; | use BE due to its good content 4.91 1.42 .50
| use BE to see something special 4.73 1.44 49
| use BE because it exists everywhere 4.23 1.45 .52
Index 4.50 1.14 a=.84
| use BE to solve tension and anxiety 3.50 1.47 .76
Relaxation/ | use BE to forget problems 3.54 1.43 72
Entertainment | use BE for the purpose of thrill and excitement 3.10 1.34 65
Index 3.38 1.16 a=.75
| use BE to get various information effectively 3.73 1.39 .88
| use BE to get helpful information 3.61 1.41 .88
Information | use BE to know about fashion and style 4.30 1.43 46
| use BE to know daily issues and current events 3.20 1.36 .58
Index 3.71 1.09 a=.78
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Effects of Uses and Gratifications on Playfulness
and Values of Branded Entertainment Content
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This study investigates uses and gratifications of branded entertainment, and explores
impacts of users motivation on content playfulness and value perceptions. In addition, effects
of content playfulness and value perceptions on attitudes toward branded entertainment
content are also modeled. Using college students as a sample, survey research was
conducted. The results show that use motivations of branded entertainment can be
summarized as time killing, relaxation/entertainment, information. Among them, time killing
and relaxation/entertainment influenced playfulness positively, and time killing influenced
content values negatively. Playfulness is connected to content values and attitudes toward
branded entertainment content. Finally, content values are linked to attitudes toward content
positively. These results could provide academic implications and managerial implications in
terms of branded content production.
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