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A Study on the Effectiveness of Podcast Advertising

Yu-Tai Chien" 1Yao  Tzu-HuiPan™

Mei-Jen Chen” San-San Hsing

Abstract

During the COVID-19 pandemic, Podcasts have spurred a new wave of growth in the
auditory economy. The effectiveness of Podcast advertisements is one of the key factors to
sustainable management and operation of Podcast. However, there is still lack of research
exploring factors contributing to effectiveness of Podcast advertisements. In this study,
we systematically reviewed previous literature and proposed four key factors. We also
constructed our research model to examine the effects of the key factors. The study used
online questionnaires and cooperated with Podcasters like 5 e {E45H ~ 5@ E 55—
g~ BRI 22 S to distribute questionnaires. After removing invalid questionnaires, we
examined our research model using a sample of 1,000 participants. We used Smart PLS 4.0 to
conduct statistical analysis. The results showed that parasocial interaction, flow, match-up, and
argument quality all positively influenced advertisement effectiveness, with argument quality
having the greatest influence, match-up the second, flow the third and parasocial interaction
the least.
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AWFFELLCronbach’s o BEFH & (E BFH M 2HEEE B mE - RBERTAVHER
AIAIAR WS FT A M HY Cronbach’s afH 8 AR0.7 » URAMIEFERACEREGN
E—EE - SHERFEEMEANR0.83920.953 2 » e EFEAFIHE(E0.7 (Fornell &
Larcker, 1981) -

x* 7 frErEmEEENE

A BE | IRBEWE IFig%j\%;HRE %H('/E'(\:{:)rg Cronbach’s a
PSI1 0.815
Heit S AE) | PSI2 0.759 0.634 0.839 0.711
PSI3 0.815
FLOI 0.766
N FLO2 0.887 0.714 0.882 0.803
FLO3 0.877
FIT1 0.886
FIT2 0.861
HeSE FITS 0.888 0.780 0.934 0.906
FIT4 0.899
ARG 0.798
ARG2 0.892
compnpr | ARG3 0.876 0.727 0.914 0.874
ARG4 0.841
ADAI 0.793
ADA2 0.848
ADA3 0.801
PRAI 0.785
PRA2 0.844
PRA3 0.811 0.670 0.953 0.945
. PRI1 0.823
A PRI2 0.855
PRI3 0.843
PRI4 0.780
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M R (Fornell & Larcker, 1981) -

K8 ERIBUERERR

1 2 3 4 5
1 g5kt & A8 0.796
201 0.573 0.844
3. B 0.589 0.424 0.883
4 GmEh e 0.548 0.395 0.700 0.852
5SS 0.527 0.419 0.656 0.663 0.818
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FEARAMEA 5 - (TR B AR IR A A BE A AR B BRI AR - ILAh - AR RS0 B HE
DU bt 723 8 - i oy H A 7 sURH R EHE A B A LB T -

EER TR - ASEEBEFIRERK T4 #7% (Harman™ s single-factor
test) MEEE S AFAE I F T A fRERAYRIRE - A5 REUR - A EEA R EE A SN
WL T B 15 ) 25— 18] K] 7 e T At S i Py 4 4. 88 % I AR5 0% » [KI L 3L [F] V5 L R R Ay
PR RAELE - BLOP » IREBES FTLLB BRI AREGE0.395%10.700 + #/NR0.9 + 3
WS B R FAE = AR - — 25 SCRFAI SeAE 3 [F] U5 vk m 3t 0 2 Bl 2t 225
fy -

=~ it bR

AT FEAE T TG 1 1 B B s PR i Bie /NS /594 (partial  least squares; PLS
) BEHISmartPLS 4.08k etz A FE R iE i LA RH P2 /S RO © SR A b o A 5k
(147 J5 R Ry 388 5 PR G 1 35 % o AT 9% Dlbootstrapping B #7 HAR 7 B #5000 58 5 AN it
17004 o B4 R AR B L AT ISR -
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WOl W R s B 47 4% (R® = 0.474) » 540 » QRIEHTFE#E B S A B 25 5%
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