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Abstract

Based on the Stimulus-Organism-Response (SOR) model, this study investigates the factors influencing
the communication effectiveness of podcast product placements. Empirical results demonstrate that
placement salience, content consistency, and low-disruption characteristics significantly positively af-
fectlisteners’ purchase intention. Brand awareness and brand attitude exhibit differentiated mediat-
ing roles: brand awareness mediates only between placement salience, content consistency, and pur-
chase intention, while brand attitude significantly mediates across all three pathways. Low-disruption
primarily operates through the “attitude optimization-willingness formation” pathway. Accordingly,
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brands should focus on understanding how podcast advertising features and audience attributes
influence communication effectiveness. By adapting to podcast’s auditory communication character-
istics, implementing differentiated placement strategies, and establishing dual enhancement path-
ways of “attitude-cognition” improvement, brands can effectively boost listeners’ purchase inten-
tion and maximize advertising communication value.
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Figure 1. Theoretical model of the study
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(1) FNREM: MARZEMERR S 5E BEA R 2R S5 R H A, DR S
SRR DRI C[2] . Bk IE, AR E W EE R R P i BUIRSSETT H WA
SR EEARTHEM RS E RS, REEEFIAEENZOLGEER, AR HRE
FVECF S RN . ZAGCIZE RIEAGE R, IR B, SRR SiC 12 B SR
£, WK R AT BRERBRZY , H I R Y 2 PR N AT BEGS BZ A% ) il RS FE AR Y AR IA [10] 0 U SORFAEN 2
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FREE, W58 N B AR IR AT A AR R WA 1T $ETHIH 2 8 ka0 BAR IR B A 25 1R
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WIRE], AU ENEZHA L R AR SR Em. ik, ME4EEY RRERZm, KEH
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STAT WD R —. B, WEEEREANREE. WA S SIRT IR ) R AL R, e
B FE (A 0 (R AR

223. ANTE
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AT BARTRA 2 MR %7 6 BB (T8 APP FH P B, Apple Podcast H1 SCHT AcEE) T EL %l
REA ISR SRR R Z I E WG MG EH SR E W S ENRHEZE, AEN R,
WA — B AR TP =A% O EFE AT S 5 AR RRECRJZ R EIA R S 50 3K =
JE = RRBARAR R IPAL . MG L, RSN ARG B, ZOER S L% 30 18 S,
BIRAZEREEAEREA, P 1 9E 5 0000 N “weRFAR” & “FRHEE”

ARUHAE TAET 2025 4F 4 1 HZE 15 HJEIF, JLREWCH 2R 2 252 F T B4 i dE /0. LR
S, X1, X2, X3 7l AR BN EN . WA S IKTHE: ML, M2 /28 & St A %0
FISMRASE; Y AR I S .

3.2. BEAREAFHE

M LAl A, AR 262 4y, BB 208 101 SR AE 19-25 P IHFERNES, Ah
SRR 44%, b SRR RN A PO G . BRIEZ AN, RSB T TE G I R SR R R
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Table 1. Basic characteristics of the sample

1 BAREREHE

L Fx IR ATEL T4 %
& 136 52
5
5 126 48
26~35 % 59 23
19~25 ¥ 56 21
36~45 % 44 17
FER B
46~55 % 42 16
55 % L) | 32 12
18 LA 29 11
2 85 32
SRS 68 26
4y
TENG 58 22
BIRA 5 51 20
3000~5000 119 45
B 3000 LR 85 32
HWNTERE (A o)
10,000 LA E 30 12
5000~10,000 28 11
I 257 98
BT L% % H
(L5 R/AEE) 5 2
W 2 AET A 24 I e = 252 9
A B (RN 5 2
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3.3. fRMEGH AT
HI3% 2 WA, ST SMEIAE 3~4 2 [aiFEh, PR RGET 1, RUIREAS R LR IEmAE . W
XHEAHR/NT 3, (W EEIAE O BT, ULH] 2 BT E0E A A RS I AL 2 0 A, W EATE— 22 70 Hr

Table 2. Descriptive statistics

2. WRGEIHER

R WEERAN EME EON ;| E bRtz T3 e &
X1 5 1.167 5.000 3.815 0.835 -0.935 0.702
X2 5 1.333 4.833 3.635 0.930 -0.753 —0.467
X3 5 1.167 5.000 3.981 0.800 -1.204 1.479
M1 5 1.167 5.000 3.706 0.839 -0.714 0.055
M2 5 1.167 5.000 3.826 0.869 -0.618 0.079
Y 5 1333 5.000 3.972 0.761 —1.488 2.047
4. STUESTHT

4.1 BHESH
He 3N 4 AT, WG SRS RUBEAR T, HARHUR S — A1 1O 7 ZE R/ T B BR1E 40%,
YEIIANAFAE S 7] 77 92 0 22 1) Tl R (L B =), BRI AT BAREAT R — 2 0 #r e
Table 3. Simplified format of reliability
3. EEEHER
Cronbach’s Alpha A= T
0.924 252 30

Table 4. KMO and Bartlett’s test
R 4. KMO FnE4FF4F4058

KMO ke g D14 £ 4 0.925

I RTT 3753.568

BRI IR T A 56 H 435.000
BEM 0.000

4.2, RZHWL

4.2.1. EEYRRL

fe 5aran, BEAIARN: Y = 1.056 + 0.247 * X1 + 0.259 * X2 + 0.284 * X3, #HALHEE R 5N
0.428, HAEALEIT F A5 (F = 63.495, p = 0.000 < 0.01), PiHA X1, X2, X3 A LLAERE Y K 42.8% 454k JH
Rl s BAR AT AL X1 X2, X3 (1[5l R E{E 5 714 0.247 (t=5.208) 0.259 (t=5.963). 0.284 (t=
5.777), H p{E34/NT 0.01, FURE X1, X2, X3 73700 Y 724 B E IR R o0 &, 8 & Hla, Hib.
Hic 57,
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Table 5. Results of linear regression analysis of Y on X (ensemble)
F25. Y 5t X MM RIS TG R (RHR)

it R AREE R L

RN p VIF RG  WHERJ F
B FrifEiR % Beta
e 1.056 0.226 4.663 0.000 0.434 0.428 F(3,253) = 63.495,
P = 0.000
X1 0247  0.047 0271 5208 0000 1189 0434  0.428 F(3:2p5i)0=0%%-495,
X2 0259  0.043 0317 5963 0000 1238 0434  0.428 F(3'2p5§)0:0%%-495'
X3 0284  0.049 0298 5777 0000 1168 0434  0.428 | (3252)= 6349,

p = 0.000

FAHE: Y D-W: 2.164.

B 6 T4, MAARIY =0.724 + 0.212*X1 + 0.227*X2 + 0.224*X3 + 0.222*M1 + 0.217*M2, 1
AR ML, M2 J5, SRR S R 77 0.475, HAEAU®ELT F A& (F = 57.745, p = 0.000 < 0.01), #*
AR T AR OR A B RS ), HARTY B SR FERe e, P& M1, M2 XY B —Em
fERAEH

Table 6. Results of linear regression analysis of Y on X and M (direct effect)
2 6.Y 3 Xs M HUZ MBS 4 4E R (EHEY)

bRl R FRdEIL R AL

— o p VIF R ¥R F
B PR ZE Beta

HE 0724 0.228 3.183 0.002

X1 0.212 0.046 0.232 4.601 0.000 1.220

X2 0.227 0.042 0.277 5.371 0.000 1.270 F(4,252) = 57.745,

0.483 0.475 P =0.000

X3 0.224 0.049 0.235 4.600 0.000 1.249

M1 0.222 0.046 0.245 4.831 0.000 1.230

M2 0.217 0.045 0.258 4.852 0.000 1.227

HAEfE: Y D-W: 2.145,

4.2.2. RAERIRLE

W FLim it Process Z #2571 1#) Bootstrap /1A T HAER 208, £15%F “M” X —h /A8 &, it a f
b B3, ¢, H a*b 1 95% BootCl NUFEET 0, NIRRT Ao JlId X o A1 N B 45 R,
R T

FH#E 7 AT, ML AR ERAZAE SR : X1, X2 ik M1 XY #9385 A A 28 58 3% (CL ANV 0,
HHA N 12.7%~13.3%), 1H X3 3@id M1 /8N AR (CL S 0)o T M2 [ iR BE B i
PE: X1, X2, X33EiE M2 5T Y [R5 2 3 (C ¥R S 0), AR08 4 EE 15.6%~21.9%, 45
b, MUARAE X1, X2 5 Y ZaVURFES S AAER, 1 M2 X =2k X—Y BRARIIAAAE B 28550 A 808,
AN AR B VR A A S RN R B AR AE 22 5 . W% H2a. H2b. H3a. H3b. H3c miz, fRik H2c A
BT
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Table 7. Summary of mediation effect size results

a*b c a*b c’ »
5 Kilosit it

. BN EE (%)
(95% BootCl)  A4Zip i By HRAR

X1—-M1—-Y  #55F4 0.006~0.069 0.247%* 0.035** 0.212** 13.3
X2—M1—>Y A H A 0.004~0.073 0.259** 0.033** 0.227** 12.7
X3—M1—Y NTES -0.022~0.009 0.084** 0.006" 0.024" "

a*b/c
X1—~M2—Y sy 0.010~0.078 0.262** 0.041** 0.221%* 15.6
X2—M2—Y A 0.008~0.082 0.275%* 0.043** 0.232%* 15.6
X3—>M2—>Y A 0.005~0.065 0.128** 0.028** 0.100** 21.9

**p <0.05,ns: p>0.1.

wJa, MR IESS RISk 8:

Table 8. Summary of hypothesis results
=8 BRRGRLEER

£ xR
Hila E 25 T 1a) 5 0 ) S M JEAT.
H1b P2 — Bk Ik 1) fEma e 3K 5 JAL
Hic fEF-Hitk i i s i % 2 S JAT
H2a i R JRIAE AN S5 25 0 D S AR i o A7 A2 A A JEAL
H2b i FEARILE P2 — SO I SR I s i h e v AR JEAT.
H2c il IR AR T30 P06 ) S T B O R i i A A P A T ANRRAT
H3a il 25 S AR AN S5 X D S T B B i o A2 AE R A JAT.
H3b i R A A A 2 BSOS I SE B R K S i vh A7 A8 Th A4 JAL
H3c b A EEAE AT M0 I S B O S i vh A P /A AT

5. it 5L
5.1. fAR4iL

511 IHHEAFIENUIEERNEREEEE

BT SR as R, FEREAN SN RZE . NE S KT IREAIR Wr A S R  A
WEIEFPE . MEANRZEVERSE, R M REAE B %%%ﬁﬁ%ﬁ%iE%m%ﬁﬁﬁﬁ #
Bl 32 AR AE AR U SR A% O i PR S, BE TR R SR e X S ML I P B 2 S A B
AARTHCIZ R — B ERE KR E RS SRS R 5 EE Y5, ﬁ#ﬂiﬁu NE
—HMRE, BEENREANBTRE, ZAOEAERETMBIERTH, BRBOERSRTTRK. S 5N
HEWHER, MEHEZEEREN, % EHRMAVTIER, (SISO H N ENEE SR,
i%&%%%%ﬁﬁ@@,ﬁﬁﬁﬂ%ﬁﬁimiﬁﬁ-Mﬁ?%ﬁﬁﬁ,AﬁWJ%FMEﬁwmﬁ
EHEE CHERETE” ST R AR BRI . RV AR S K55 I@shARER I U s RO,
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FUNE S BATHOr 22 SRS S, TR TP Sl 9L RN, W& H R 2
BT, AR TV AR TR, SRAL T SZ AN SRR IR I RN, S A SN T SR A 1)
=)

5.1.2. RNTENERLIERANS

di AR RS BEAE ) 5 RN AIE 5 W SE S TR X R A R oy R AR R, B F AR AL A AP A
WEER MPEAEEANRZ L. WA BUE SRR Z A P M, TR =%
Wi A2 25 AT S 2 R N X 2 AL R R TR R S RO R MO E R A AR E TS AR
—EEER ARG - AL - BIETE AR M SE B AR SR, TR T R B “F
Ptk - BRI MIBARAAEA R RO SR E AR TP i B RE I Wi AR B S, (H B2 R Wi it
IR IR AN [l 5 R B P UST BRYE RE BR) A, XE DU A RTENAD, 2 REIE L AT 1A 2
TR L, SR B W LR . IR i TR Rl “ SRR - BIETER” KRR
AR, RN CEREEEE R R TR AE TR AR AR E AR AE DL R B AR
Wy FHE AR, W AR, XAMRITERR A E AR T 30, BRI T R AR B AL
B, A4S i A BEAE ORI SR I DL T D BEAT SRR B I SE M

MUK T , 19~35 & FFERR L GFEAN) 44%, BUNRER L OZ A ZHHA R BRI E
TEROASEEHEAGES, WAREARIRATE L E NI, ERMNBE S 2 EHEET B 5 N ETTR K
RISEm, XTI S S S B SR SCIBR SR (it T 32 AR T I RE

5.2. MFREWN

52.1. LI HENKRRE, ELEEEEEYE

BERRENRFAE 1) 58 22 A AU RN SRS o AERN BRI, sRfb s 515, e SR, e
5 ER N RN, FEARTHTIUPE AT RIS T 1Y 9 s R R, DRI SR I S0 . fE N — Btk
Jithn, BATE SN H EEARE, T H RS AT RAHEILES T 2R, BB SR R A
AT E L BRERFINRT SO AN E A SCEIZETT 5, A Bl 28 RIS B A4 ot R DA 8 v g K
ERIFA . EARTINET I, FTHkes “HERETE” Welrszmst, RS EARRNTY HACE, 8 d T Wi
TZE, [FRES R S RIE PR A, Rl AR SRR T RS

522. BEPNEE, #WE “TSE - AW WERAEE

BEX S R G Ve R, R RS BER AR OO BbRe — 51, A EIREETE S, 5
R T H AR AR R E, BN R - AT BOTERORES, KRR AE TR R
SET AR IR s Sy —Or i, DA AU, B UHMEAC R RIE AR R B, B el
(7= dh AR, k) O H R SR E AR, BETIRAL T AU S R BN R o T AR R 22 57
B, AR AR IER B S PR R s e i it X A REE S AR — 2k, il “ofE
R + 2 EEZ” 77, KRR, A0 D RESE SRR B IR A8 N I 21 3RaE, 1277 H
Hh B ] B S, BT AAE PR B RSO AR RGR A R s THRT IR, RS R R AL AR BT BL
WIAERR R T B R R A% OE B B REIRSE, SRANIT RIS, M “WrsEikds + ALK
T HARBRI AR R
523 WEEMBFREAR, SUEHHRERAKL

BT S ANRE, AL AR SHORRIE. AR BT B, RASERIL. MELRRIE N,
RO 28388 ETES SRR, WG BAREERI0IE 5 SIS M E S 7 dhid By 1h, eI # 4T

DOI: 10.12677/ecl.2026.152180 466 N e


https://doi.org/10.12677/ecl.2026.152180

s

TF

=

BB A S TR o, WP EGRD 2e EIRSS SCRIT R, IRTET B REALCE R
JRIE b, RAEEEREEN B S EIEREALRE, WNTH APP I RE. T EDGICRRE R USRS,
UGk, (RIS S e S, Sl i sE R Ha M. RRARCR A, ST EETE
TSRS, SEHUERR R KA

SE K

[1]

[2]

(3]

(4]

[5]

(6]

[7]

(8]
(0]

[10]

[11]

[12]

[13]

[14]

[15]
[16]
[17]
[18]

[19]

[20]

Gupta, P.B. and Lord, K.R. (1998) Product Placement in Movies: The Effect of Prominence and Mode on Audience
Recall. Journal of Current Issues & Research in Advertising, 20, 47-59.
https://doi.org/10.1080/10641734.1998.10505076

Dominic, C. and Warren, K. (2022) Using Podcasts to Cultivate Learner-Teacher Rapport in Higher Education Settings.
Innovations in Education and Teaching International, 60, 861-871.
https://doi.org/10.1080/14703297.2022.2102528

R, B RERNOR SO S AL ] FAaEE, 2018(16): 76-78.

CPA AL X, & EIRERRS. 2025 R &4 A & -B[R/OL]. 2025-11-17.
https://www.fxbaogao.com/detail/4616271

YR, RN XY 23 DL R R /E FIALHILI]. # &5t 7E, 2023(11): 82-85.

Apirakvanalee, L. and Zhai, Y. (2023) Telling Stories from the New Silk Road: A News Discourse Analysis of BBC’s
Podcast Episodes on the Belt and Road Initiative. Journalism, 24, 2551-2569.
https://doi.org/10.1177/14648849221107223

Kir, K.F., Sarpong, F.A., Dazagbyilo, Y.Y.K., etal. (2021) Research on the Effects of Influencing Factors of International
Students on Employability: A Case Study in China. Open Journal of Business & Management, 9, 1942-1964.

HHEM, UUTT. SOR A T AT P R &t 8= IR R SRR T [0]. i #Rl2#, 2023, 41(6): 153-160.

IR, SOR AN U2 18 i R 06V 9 3 W SE 2 IR B2 M ML 20 BT —— DL O IRAR 36 e R A AR (0], m L& BRI IE,
2020(6): 73-75.

R E N R KHEARHI AT AR S0FT) WS, miEw], T3, & BAR 4 PERMEZE. M
5RCRVF). EFRHTEIR, 2011, 33(4): 6-23.

Russell, C.A. (2002) Investigating the Effectiveness of Product Placements in Television Shows: The Role of Modality
and Plot Connection Congruence on Brand Memory and Attitude. Journal of Consumer Research, 29, 306-318.
https://doi.org/10.1086/344432

Lehu, J. and Bressoud, E. (2009) Recall of Brand Placement in Movies: Interactions between Prominence and Plot Con-
nection in Real Conditions of Exposure. Recherche et Applications en Marketing (English Edition), 24, 7-26.
https://doi.org/10.1177/205157070902400102

SR, N ZACIZ AR R 2R — TR S W 7E[D]: [t~ 5], e 22Ul 4 K27, 2018.

Li, H., Edwards, S.M. and Lee, J. (2002) Measuring the Intrusiveness of Advertisements: Scale Development and Vali-
dation. Journal of Advertising, 31, 37-47. https://doi.org/10.1080/00913367.2002.10673665

U, T, MASEARIE A E R T[], L BEEE, 2020(3): 45-53.
BAST, Fall. BIHAT SRR E TR 51T A RS 0]. R E)TH, 2018(10): 112-117.
BEg, XK. PIBAS BALIRBORTE R [J]. HiRALE, 2009, 27(10): 1487-1491.

MacKenzie, S.B., Lutz, R.J. and Belch, G.E. (1986) The Role of Attitude toward the Ad as a Mediator of Advertising
Effectiveness: A Test of Competing Explanations. Journal of Marketing Research, 23, 130-143.
https://doi.org/10.1177/002224378602300205

Riley, D., Charlton, N. and Wason, H. (2015) The Impact of Brand Image Fit on Attitude Towards a Brand Alliance.
Management & Marketing, 10, 270-283. https://doi.org/10.1515/mmcks-2015-0018

WTRR, TS, KRR, & A DR AR T 0 ? AT B BB A 0 2 E S R D). ANE 2T
FH, 2024, 46(12): 119-134.

DOI: 10.12677/ecl.2026.152180 467 CIREE RN


https://doi.org/10.12677/ecl.2026.152180
https://doi.org/10.1080/10641734.1998.10505076
https://doi.org/10.1080/14703297.2022.2102528
https://www.fxbaogao.com/detail/4616271
https://doi.org/10.1177/14648849221107223
https://doi.org/10.1086/344432
https://doi.org/10.1177/205157070902400102
https://doi.org/10.1080/00913367.2002.10673665
https://doi.org/10.1177/002224378602300205
https://doi.org/10.1515/mmcks-2015-0018

M F

NREBEEUER 5 NMATHRHMEMRES KT 1, 5 NMET R ZMRER 52 13.061%, 12.935%,
12.629%, 12.494%, 11.263%. He#% 5 BA )T Z RN 62.383% > 50%.

Table S1. Variance explained rate table (principal component analysis)

3 Sl FEMBRRR (EMS DR

—— FRIEAR Ve W 77 ZE R R JVEH 5 77 ZE R R R
Rl HEMRER% BRw Bk TEMBEERE% RFH% B FEREX% BH%
1 9.504 31.681 31.681  9.504 31.681 31.681 3.918 13.061 13.061
2 2.863 9.543 41.225  2.863 9.543 41.225 3.881 12.935 25.996
3 2.497 8.325 49549  2.497 8.325 49549  3.789 12.629 38.625
4 2.361 7.871 57.421  2.361 7.871 57.421  3.748 12.494 51.119
5 1.489 4.962 62.383  1.489 4.962 62.383  3.379 11.263 62.383
6 0.724 2.414 64.797
7 0.694 2.313 67.110
8 0.662 2.207 69.317
9 0.612 2.041 71.358
10 0.589 1.963 73.321
11 0.578 1.927 75.248
12 0.553 1.843 77.091
13 0.540 1.800 78.891
14 0.517 1.723 80.613
15 0.508 1.693 82.307
16 0.481 1.604 83.910
17 0.448 1.493 85.404
18 0.429 1.431 86.835
19 0.410 1.368 88.203
20 0.397 1.325 89.527
21 0.380 1.265 90.793
22 0.368 1.225 92.018
23 0.358 1.193 93.211
24 0.351 1.169 94.380
25 0.330 1.100 95.480
26 0.304 1.014 96.493
27 0.280 0.934 97.428
28 0.276 0.920 98.348
29 0.262 0.874 99.222
30 0.233 0.778 100.000
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