1279 LSt Ma5a M4z 20164 8 (pp. 1279~1307) http://dx.doi.org/10.17287/kmr.2016.45.4.1279

O A|LH (F=xixp)

= S TS
(toymind@dankook. ac.kr)
0| S (@ AR
c2ohetm mg
(dwmin@dankook.ac. kr)

>,
[e>

o
2
=R
ox
Q,
oX,

~ 10 of

B
qE
agja H = tHﬂ N?J Oﬂ ZE?S“E} 3] ©f
3l A o g olojzthe MIPATLE 7|ukeZ
A AlF 3 P s G AuH 1z} 619
ARE FATE el il dke A ASD
A= B g 2R 2RE AXska, o] Billes
23 }MJ% FTEULR B Bl gk 74
A4) = el ad BAEst Al S T l
z 010%531, A 611% Bilsd g w2 7d 3 ?UHAE vebstth, @, ti&(Contrast) & &3l (PHEFHS] 2

g T Aol 2Bjate whgo] SAARQ 9FE vHE ARE, BAE A7 ©EoR wlske
NFZ g4 A7) B0 mj7) s Aol § e AL ol ARFon B o
avlze] 2olHQl WS olBolE e &vlke] w2 Arloleke W vl ¢ elv] e

19 2318 Moz & Q7sl e dels 474 Ange] =9 sigton), vhs
o] A HSiet.

FAlo]: BRE Y, w8 A HdE AF, FAE, T

N
[ mm ;g _Q,
o z
ot n%
2%
2 X
c% e
e dm
i Py
oo
8
N
e
e o |
2y 3
HE -{E
T ;}
0
fm X
o ©
= o
ro rlo
>, offt
2
N i,
NN
o,
5%
oo o (z o0 T &

1‘%

N
il
=
o™

. 92 93 AR A sy
A o] Hz4wla dt}. A4 (Authenticity) €|
2 gal 2x1S Lt know thyself) EE G4l

o thine own self to be true)2

o] Aztelm g}, 7 HD}E} ZRAL HEHC/I A4S oz A 2R Fu glon nHE #3
ola. o]g|dt 2 Lol|A M e HzY 2o tigk ko] o (Dickinson,

2 o)
WAt 54 HAES e AL oNAn 200622 Ae) B mA=d] o] 144L 7]

FEETA: 2015. 4. 29 ™Y (1% 2015. 9. 15) A=t 2016. 5. 11



Qo] AHAelA TAMY selt BAES ololdl
ElE|sh A4 ZH1A7 2l ofoldEE Aeld] 1t

Aol §44% 28407 ¥ B A2, o)
& Bale gAY gude AFY, AR 2
A4, Al o2 3T Fo] s solof B
o= ©x 71910l AulAd WA okl QA
ohle), el Adzeke 7% AAZL DA oR
%ol Aok A BAST} ARG e wg
G glee onan

Q
=
—
=.
]
[
O
DO
o
()
N
N2

o
_r Ei‘ﬂ“i 0] E] 1:4 ‘
9 AAP RO TE FAE o
AU E—zﬂﬁ o A
Al

7T 4 E‘z)’ ?ﬂoii 01 <

Bees) o AlIAIHUY f71E 3 0pAQl
3= (Whole foods), Z28]3 M glo]z
g Zbkn 9le ohilth(Aveda) 5%
Bxste wAE Ao Ry

)
19

ﬂ

718 oln] B3HH o= Anjzte] oAAA o JoF
n) 38, Beverland(2009) = 2lH14, #1184, 214
go] Mz B =] A S Aksto] Slof
ofg #AZF A& ¥, Guber(2007) & 4H|
Aol SHEAET} Algdhe 2R S Al #

9o
=
A

add 2l AL o 7 A Hast
<
Jl ]

1280

A4o] Erhn A2 W 2 DA vl A%
2 20w ik o AY o A7Ee nds
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3 ool Falel tide] Elar th(Lewis, 2000).

AL =3ke o] ‘Authenticity' el oj9< 2
AetE ouE 7k 28] 20 ‘Authentikos A
et on, ol AT g e MA =l

AL uigtt, 134 taiA e thgd 39
ZA8}. Harter(2002)& A7) Wiof Azto]
Aol R @7 dXHE Aozt H9
3}, Regina Bendixe A4 (F144E& 2holA]
(In search of authenticity))& %3l 3178*39*
Ezﬂgl Wiz el A vlu2 e W0
olE& T8, AP M F
PA\:‘E Lﬂzw Afote} €4 zpofe] dx|4olth,
2134 /‘] 719e] &B| At A B
2B A7E 7199 e =
WA 7} 7ke] dx]Ado] uj¢- Tu—o}“/}i
t}. o]o] we}, Dickinson(2006)&
Y2 tiat o]3g'S Bdlle Agdoz A
Gilmore and Pine(2007)& H#:= 2173
o]7] M= oo FERT 7HA ] FEd +H

£ X

=
R

]

¢

—1)131 fo
=

ol it ke
e L]
¥ rr K

1o JH
o ;'é

o
W KW

ZYStAT H45A M4z 20164 82

SH}H(Gilmore and Pine, 2007).
OE aRAET A4 R oTr:}ﬂr A= 2009
d 712 (McKinsey) |4 &7k (The consumer
decision journeyyell W, FujA% Al7]dl] An]
Ap AP dEe A= R 291 A1
FHolu AIHYRY AHE$Y] Fol AR e

2 A} FEae hIRe 93 o 389 1%
o 23EY o)k A¥AEC HA=E Neg
E oln|x

of Slo] Fa AFE F R VYo
7b obd AR Fethe 2
agT, ol AR EE 98 dad A
U717 Court, Elzinga, Mulder, and Vetvik
(2009)& HAT 7} v Aol A ABAYE SH31
ol 7] (Push)2] vHAH
=k 7}—”~é of vij-5- 4 OU% *H]x}~o] AAR

o
o B gus sue

-z
Q. ot

=

3o
lesi==NCH

ok Hi= Jzé‘é% 3‘4% %01 ]"JOH/‘L_
F7F it AlYr1ge 2014 (&H)A}

9 ® 34 (Annual Consumer Report:
ACR)YOIA uiAE e 814 @42 ‘oln|z| K} A
7 F88A 2 9 SE AEsEA 201499 719 =

1281



2 134¢ 49890 (20124 EdE
o A8E 2 el 44 7 4 s}

Oﬂi EM—C A U}ﬂl S 7wto g AP S
gr3le] 20029%E 20119704 1097k vij&
o] ¢ 37Tt esox 29 7AW BE=E 104
of 7k S A B ool 297 el IE
gt 224 BI=E A = g4 A
A= Az dal AA LEE A AL

S A Ba, 22§ EE

Slefele] Egk Hsg

= *ﬂﬁ% AR =

. dE =] Hl
1

[

QL E o wWH Mr rx 1R

24 e

2ol
o A% 4

¢
fru

EE

%

a& 5 49 AFS TPl
< 7E goe e 553
4 uﬂ?m 3 24 zl:cw
5 AzAe] A=A}
e 142 Astst
Holm AFA A FA

‘01 71t4

ok
o
o
4
o, OH
O,
é

o ox
oy

rr H;‘l

r o
FI% ) 2
[t >
lo @ go
o = o
=) o
A a
i

)

QL
32
h:)
- o
Kl
i
4
ol

b
f o o
= o
R
o2
_0|L
2
&
4
>
z to
2 K
[
2

Er}.L
=2

(] m{}l'
1..

o o
ox
il
2
i
<
)
r

e

o)
o
fu
ol i
%
Fl?

(
4

A o o

ofm H 1o T
= o

N
N
P>

& Ad 7 & itk 221 :éﬁ_i a}
Jol A o2 & A} AFez 7% e
(One for one) Q1o & & Mg—'g A= %L
Toms)&°] 2L oo™ = B —°r

5ol AL 7R lﬂ/‘ﬂ'r

rr
o
-9
o
_Q,

5
o

i
o
e

1282

o,
rd
:(u)L_'.
of m oy
|
e N
>y
f
Iy o
=2 Vlo
le.‘ ‘.g:,
O: —_—
b
o 2
. =
o=
e =
oy
ro \I
N

o

fo 2 12
2
ro,

(m
o=

2 ol
2
e
o

>
ot

2o N ke

)

gok gttt oo wel, Peterson(2005)&
FE WA EATte e A g &
2 Au 29 | 1EE e e ALkt
2E|7E, BB 7E 5 ke HoAEate] A
oA ofg] Hojof gt m FAYPTE o= MNFA
o gtHo| gk Akl 7| Het 2H2 T
719472 o] Avke AL onldt, ¥y
ZIdelv BAlErL R 2RE A g5
A e 2ol thg et ofalj 7t -4 dast
t}. olo] i8] Gilmore and Pine(2007)& Hii
E R4 SEE g oAl 7 24E AR
%473 (Authenticity) )& B3l dg3taL itk o]

29 HHE A= A oA & e A
otal ApHsE Hojof st =
73 (originality), =53t A= WA 3793
£ £l (exceptionality), 243} A3t QTL: A%
7 e drlE Arkete <

oXx
fl
[
=
il
2
2
ftl
12
==
)
ro,
2
ox,

§_,Q flo ox off ox

lO I_,N o,

ox
ﬂ-{kl rlo

jg

J(naturalness), H|®™

A (reference),

(influence)” 59 dAZo] ZQasit} og =
Agge Skl da HaAQl 245 W s
71 We] dEAQ Hoose O 2AS det
7] otk whebd A= 4] 2o Hot
7Pkel PP Sl e et oM Bie
A& Hotop gt AR o] & F53

£4], Morhart, Malar, Amélie, Girardin, and
Grohmann(2015)2 B 2ol 2|44, 71d]
AE A AAY aen AR oR A Ho]

oz
o, —_—
ATt kit 2Ee AS WS Bl Bia= A

ASHITL ®45H HM4ZE 20164 8Y

0.
o



d'elt}h, Eggers, O'Dwyer, Kraus, Vallaster,
and Giildenberg(2013)= B = A o] A
Zo|z] ggom, BAE 2ol Al 7HA] Q1o
T4 B i, AR 7EX| 9 Bl E T1A] €
9”4 (Brand congruency), EA= d#4 (Brand
consistency), EHE 17 2|3 (Brand customer
orientation)°] 1E°|t}. Egger et al.(2013)<
olglgt Bill= 2] GGl FFS
=t ol A7 ifdts ASs Wit
Featherman et al.(2006)2 H#l= z1% o]
oo glow ARt s A Hed, &
H 2 7F A2 A 7std el g Halsd s zl4ds)
b == B B b v 2 = B o 7 = e A 2 [N P A
B=rt Adsix A

= D)

o~

N
T~
2
rg
ph
o,
>N
>
e
>

John. S. Adams®| &%4 °|2(Equity theory)
ol oahd, AFgEL 250 FUE AL (Input) el

AASIT H45H M4z 2016 82

g LeE o 2 = M=o ofrfiEat

It A3} (Outcome) & E7] ¥3l7] wj o
Q) Fol whet A3 7|A =
1965). ol & viAY wEto] A

H
gLAH 2 e 2 W] BUEEE O AFE

rot
.
(T
=

af A 7ol EobdE 9n|
A 2EAE B AL e T L8H 80
om, o7lde AHApL FuiE S8l A3t
= o9 x Pl AQFHE Aty =8 a1
A2 98 Fol 25 X3 Frh(McDougall and
Levesque, 2000). mebA tiQt Aejel] glof ]
A7t Eole wgo] sy a7t AEgh AlFoly

4
228 Psge wobdA dek

wEE Soluukl weh ofgA F& W]
!

1o
N
)
o,

StobAoF I Ad7E g4 ettt Adg

)
ko
k)
rir

=
[t
f
i
2
)
ifla} ko
ot

X0 wu
o,
HE
=)
N
rlr
> o
f
2
i)

M s

2
ol
i
b
Eiv
1o,

N
N
ES

o g &
o

ro W
o e rir

o Mo wlo
[o]

_O‘L
N,
.
O,
fo,
2
2oy,
e —

2,

[> o —»

v Bl

Ho I

o r |
=
S

fror2 et o
fot,
o &

&1!
ofl
[
=
[
>
2
N
N
>
oL
1o
ko
ro,
-
S o
=

MoSL N ox me
N
)

=2
-5
=
o
ox
M
Do
o
S
>
=
o
()
=
o
Q
5
=
=)
o
o
wn
(@]
B

1283



O[AILY -

and Wilkie(1989)& &H|A7F 250 7HA 3 ¢l
© FEI} B34 & o ARG wHS ¢ 7]&

o] 1 BIANL Fratin ATt o] 7]Ed)

3lal 1t} 2010 Harvard Business Review©l
A8 (Stop Trying to Delight Your Customers)
w=5o AHzte] w& H7bo] 24 A FH| 9
of g2 FolEg F83 o|fretal S tH(Dixon,
Freeman, and Toman, 2010). AASol «]‘3}‘:’1

‘A wEo ‘mA ZHg o]l nAFe st
Jks nFtka GElA A A o] SR 1A
v AT aMF ol o o] ot o
2gh F 3 Bk oF T 5 AH|AE
Al AAGE o] & B3l A5 HAa, olE B3l A
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£ WL st sl Al 41 wEA 14 =
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%=+, Sweeney and Swait(2008)7} ¥3l %],
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sels FFMo| 7A o Fojolzof ol o w2 Fznt el Mlzle| ozt

=gh=

A A4 f8s A2AA = F de 2349
¢ = o] (Everard and Galletta, 2006),
olg]gt Azl 2|72 AHAte] ToAQl HEE §

2)
Aeted 2349 98-S 3h(Macintosh and
1

f
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Lockshin, 1997).
(1999)& nAm=3}
=0 /\]Qq_ Eo]oﬂ 7}
AL Bearden and Teel(1983) w3
A9 £ 9
= Skl AlA FUH
A gk Al Badle E3e 7
2 g3go] &S ¢ 4 o=, Chaudhuri and
Holbrook (2002)& E#= =% (Brand commitment)
ol Al Mg 2 vl FHAA FTgS nAH,
2 71X BalE A7 g Wtk ¢ Ronald
E. Goldsmith¢} 19 T552 4dd A+E %

3 BA= A7) DA A AvA jhgoz
AAGEAE Bttt Lefferty and Goldsmith
(1999)= 714l tigt 41| (Corporate credibility)
9} 29 (Endorser)d w3t A7} zkzt 74ake] 3
3 AF] gk Fufe el nx|= g AT E %
otk 71l gk AE7F =2 (vs. B2) A5 Tl
o7b Eorom, mdo g MEe Frjezd
g ekS A ZUTH Goldsmith, Lafferty, and
Newell(2000)2 o] A7+E gAgste] 7ol vt
A7 A woHdsE Fujdrt B AEsd
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2011). AL 7199 drtaFolr Bl of
g 21| (Trust) 9 41&(Credibility) = 271 913
d4291 24 (Molleda and Roberts, 2008)°]
t}. Schallehn, Burmann, and Riley(2014)¢]
ostd A& RS BAE NI E FolFH,
BAE JIHYE olde A&A, A A
oJaS n| AT W3 Eggers et al.(2013)¢] w2
H AP B AR Ao HAEEL AF 9
z‘fok ] ;o;] },] x%u}x%o oﬂoﬂoﬂ/q :L@xqo

[
o gko] BrEIT}aL 319t} Grayson and Martnec
(2004)2 7] °] '5?:'5] A 7R o] B4 7Y

%ﬁ Ei“ﬂr_l_ 0}919_131, Gilmore and P1ne(2007),

Napoli, Dickinson, Beverland, and Farrelly
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70
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A= AP ﬂw} f71dez Az
Leitch and Davenport(2011)-% 4:H]
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AR B Fag 98 gt A2 59
Trltol et &M HEYAY FHeE 1 985 T
< A8 H=d (Court et al., 2009), &<l +
Ae M2 u guo} ufZ ko] 2 S 1|
ZtH(Chevalier and Mayzlin, 2006). #4& 5
HAo| AL v 5o Al AH| Y] RS FHA R
A 7])= Ao Qlo] Fa o] Fo g o] glon

(Day, 1971), Court et al.(2009)& XA F-uj
DA AuAEe] AA ] 71 & JEFS nA =
Aol FA(Lekol 1A xdh ok itk o]HH

A 2t Y5 B P Fag s
3l JoH(Brown and Reingen, 1987). 3 234
Al fAe] A 9oz Ae Foo 9TS
gt} Higie, Feick, and Price(1987)¢] w29 Al
F& 4 Jd=(Trustworthy) A Zo|L} Hilc= 4
Aol FHAQ FakE nAH, 7| gk A7}
A TH e OHL'J‘ﬂr ot AlEle o)
of Mej M2 E F23F 9a-5 sl=d (Doney

and Cannon 1997), Lefferty and Goldsmith
(1999)el W29 71del ek Azlo] e =&
Tuje]ER o]ojzitkar 3%ttt Pennington, Wilcox,
and Grover(2003) H3 Fujo]% 9 B o] 41E]
7F 3AQ = A Ae AP Bk &

Qstsith. ofeigt A= Als]e] dito] s Hall
= 743E 7 (Consideration set) &2 ¥E3F A
1 7Fs/dE 57171 (Erdem and Swait, 2004),

=
F4 (Perceived quality) & =7 %7} st

2|zt
o 4 vx7] wEo]th(Erdem and Swait,
1998). o|E X% AlF9] gL F 394 HER
oJo}AE & 4 U (Macintosh and Lockshin,
1997). wehA &2 AFoda e BaE A7) ey
A AR &H|z) Hhgo] Yehd AR o 33slgint.
2B Whg-& Ao el Fujole Aw R gk
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o &HARs AR S el o] #
2 5FH 859 7|9 949 FE Brie A4
A 58 AR 5 NUA dHo R &
FEE O Agste Al 7] B (Lantos,
2015), A EE ¥R ¥ ddster] v
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Bl AE40l 7H U Tololzol olxle ¥E: = BUD BAS A2lof ophznt

A7l 9gt A4 840l (Molleda and Roberts, o (Eggers et al., 2013; Molleda and Roberts,
2008), A= f7ldoz dZHo gt (Leitch  2008), ¥ A+ HAZ AHAo] Hr} 59249l
and Davenport, 2011), ©]= 4&H|A7} B =] ZHzbe] HEe o 2 AR E d) Qo] ‘WA= <
S A ALEFE dF BlHsE 9 28 ¢ 2lEbe] 2 wpdEs & Ao o sttt

2
9 Snldth(HS). 2ET ol P e & (H). 53 HA= AgHom dd wg A A

e T BEAES A4E FAE =4 AUl Ze] S Aolge d5E uEeR Aua)
&t (Erdem and Swait, 1998), 8 Ag 7oz  HAso AL =/ 2zsid g 2= A
TIANL 7S A7 7] W ol (Erdem and ¥} Fdtol] Sole ko] A7 E £ 90 Aow
Swait, 2004), T9|A9l HE= ]‘ﬂxa T AUt w73, olg g Hih A7t O HalEd fig
(Macintosh and Lockshin, 1997). & dFellA A E 3 A1A HFH o2 FHAQA 8|7 6
© ol 2Bt whE-2 :r”q g e E vEE §o& ool Aolgta o4k FATHHT)
WH(H4). 9 AHAe BEAllEd 2% 4e] Ao

Yo} gty v ) gHS x];Ps}tﬂ g BAll= 7HaE Aelshd v 24
of gk AAAE A5 Dok (Featherman et

al., 2006). 19 B = gk B4l LH|AE H1: BiE ARG 74 3 Fojojze] 34
stolg A Ao tigk F7b gAloly Bilse A9l g v F Aol

2144 s sl B wE8E FRled & H2: Bl= L =8 A 3449 9
o aela olgg F7HQ w8 Fhe AHA g Aotk

of B4 wgE 2edeZ & 3th(Garbarino H3: B AL B A5 ZH A
and Edell, 1997; Xia et al., 2010). 3FA5F & Fg= vA Flolt

HIZE-& AR e] weo] A7 FYE AF/AH] 20 H4: 2= Azle #4 9 Fojozd] 334
e o 2 418E Bug, ol& F2d AFE Ql ggkE vE Zoltt

I A Ao AW F g, =¥ Aol 1A H5: =8 A7re valls Agd 3320 93
FAEE =o]H(Dixon et al, 2010) 12 FA =7} < v Aol

AFE 7o 2 &17] wZel (Sweeney and Swait, H6: Bl= % ge] 4 3 Fajole] n||
2008) & A7= HAll=rh Helef w8& g E9 T 9= BaE A7} ujsfE Aol

A gha AR =H O]b I BAEd g AEE H7: BilE 3440l 4 3 Fujelze] w]A]
=Y Z0R ddeith(Hb). A Aol A 1 T 9YS =g Ailo] BAE NS P
Z sl Rol BHlE 3172?‘33 A AH| A} Wk A71E 4ol mifE Aot

o2 94 i(e.g., Gilmore and Pine, 2007),

BT AF FA] £HA ghgo] AR JFS

#He.g., Goldsmith et al., 2000). Z131d] HH

E 8 E

HE AEE Eole o 7] Wi
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4.1 AP =AHPretest)

FH, B A9 8T ATRY B
24 %8 HAIa] 9la) A 2L AN

4.1.148 27 2 47

HAAEL Z 279 (A} 169 vs. A} 119
Q7T ~494)) 0.2 I B I8 2R AYEo]
st & A AHE AF=EY
A& AH8ek SE BAllE] AA] F

20t FukellA 40

A= S

1288

Stttk 7HEe] AR e sEEd] e A
Sepel £ 2Bz fwE Fasl st A
Y AT TA Jee] A58 Aol S HAaste|
3, BA=rQl ElE]Al (Titisee) & F 31 ZF
AN FLdatA AHEstA 2H|A} 2]

A B 29 WAIAE Fune 7 1871,
2|2 25 10702 Y8l A tH Appendix
C ilz)

BiE APAHE S5 -‘Hﬁﬁ Morhart et al.
(2015)¢] A7t B = 2134 (Perceived Brand
Authenticity; PBA) 47H4 31 = A8 28
A gt vs. 7 = Wi a2hHS AHATH e =
.98).

= S A=

2z

=
=2 N

= o-1-

] &

Lus

=

Aggel Fa
G B, S 4 1
Acleka Az, AgEel
Golghn Azshe Aole A wes
A= AU, el AR
thn A7tk 153 BAse] gika A7t

o N{N

Ao A4 e =
2 39t} mxgoz B
o] wAAlel @A &
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Azlef oj7i =t

kol A FEAH28~494]) 2] Hat A o] oJzH (27 ~
3641 Hoh =4 YeEhY(Mug = 38.274 vs. Max

= 31.25, A1, 25) = 18.73, p { .001), 91
4.1.3 23 < FRFoE oAl wdo] xgle] o]
T 895 B4 247 foshA] @& Aoz YE
A 23, Bis 214 27 o Fof et Wt ol= dEo] BA T A wet e
H Bl = g9 Azt zbel7t UEhsth AE Bl= 2744 A zto) Aol 7F YERA] &9kEE <
Aol M= A4 Mt vlaia BA= A4S o o gt} R go 2 A& AMEs ALY S0 7
A AZ4AH(Mag = 5.80 vs. Mgy = 4.23: do] gk YehtA| eslt
F(1, 25) = 132.63, p< .001). °|& &3l 7P
o] 9 Fxe} hHjA B RE o]FAZ AFES 4.2 2 48 (Main study)
g8t Hale YA 22o] AFAdS gt
F7HH o R BA ¥ d3kE e A7, dF 2 A% dinge oL (1Y 1)3 2o}
of M ojudt FIE JehtA] ekttt AT A
thol] e BalE A A7t dig el = & 42148 Z7mA 2 AA
7 JebdtH (Mg = 5.67 vs. Mag = 5.13;
M1, 23) = 4.29, p= .05). A4z, Jd# W B FATE sk A9 531 (Eak 229
Hs
L - see A
H. H.
H;
salc FH TERER
Hi Tof el =(b)
He : HBC FBA > S A2 > AHK 9S
H; 2dic FEM 5 o3 H2F 5 dellc M2 5 AH[A} LS
Qg 1) o7 29
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vs. 92 319 26~414)¢] JAAER A
Arretgon | B Ao ALEE AgEe] 2R

A AR S 2Fee SPAE Balse] 2AbE Azt

7} 20141 FukeA 40th 20l AE gheketel 4%

= geR A Al & 499 27
01 1) BAE 2ol aulak kel mXle 4F
7} 2) HAle QAAgo] ARl v viAs 9%
AN =2 sk BAE Ao w7jEatE dobi
o 7] wEe, SEues Bls 144, oy
HER =g A i A Agae
TEATR A5l ATz wFd ol F AS
= AHgE B g 7o met Fuje st
=

4.2.249 A= 2 Ax

AP ZA A A
3 AR} ) el i) B
FrestA vtz wEel,
Al A AZE AFEES A
)3 BA J(28%) A 72 4l
T (vs. B71A &) AAAE X8 Fu
HIZL 2 57F AAE AT o], AR AR mizEE
A2 BE JYAEL Morhart et al.(2015)¢]
Zbd BAlle 1784 (PBA)Y 147 €31 = A9
aA @t vs. 7 = wl$ 22 h) o Gttt

o|F PRS- w7 el Sekdith A

=8 A7+ Dixon et al.(2010)
?:?"E}(e. g, Wt der sigFe 7ig
gsd s Fulel Aee Al
71%‘3} Uz g sES e
A

el
T

t:o

W o] BASE HesA AE Pkl AEY E
£ A% ¥ 5 92 A 2o 290 Wk goz
1290

HES P o) o
el el 20
A3eH1

Fol9th « -
RERS

.95).

Lol

Eof A 7F =AY AT
7148 %Qs}x} ettt vs. 7 = v gtk
= .96).

olo] FEHMFE 74 9 Fujo st SA U
FA9Z= Harrison-Walker(2001)ol|A 7l
yl 7o) #&(e.g., U= o] HAE=d| digiA o
ARSI A A5 A 2T Ue o] Bilss

ASolA thE BAl=rRY go] oJopy] & o

o Ue 92 ARSI o] Bl g ¢
7187F ok, & @e A 2 aga ye o
AbEEA o] BalEd tiejA 2d v, F= B
o 2 HE 4 A 2ol AHEHA =
W8] T Gttt vs. 7 = vl$- B3 «
7). 7S =% Lee and Min(2010)]A A&
gt 'dupt o] HREC] A FS st AFU7Y

2 ZAHAH = Ao 2387 &tk vs. 7T = v

6
=

A %

=
ClR=S
5k

w7 2R $4 A E
= mom A3 A 2x2 A
2k T)3e] Ike(l = 98 234 Pk s, T =
ilg- 3Ethsh B2 sRe] B4 gk PR
B0l B gtk vs. 7 = BAo] ) Bl 2
AR, ol F 4 BE BYE AE BT 3PE
o) #71(1~33), 4~73], 8~103], 108 o],
293 A8 oA @g)el el gab A
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olof AJAEAA 259 A APl s &
St shglth & Ao AHeE dd Fael @
Wk AA BRE(AER)Y F8 Z2RA A
g S8 W, Ao R SRS A
AL v R o] BIES ARSIAY SofE
Aol sl Aol el gestsint

Aoz e
LA 51) =

/\é ZZo] A 24

Il
ot

(Ma=
197.18, p< .001),
o2 o] FolAtt.

0_|_, )_l

HPlc Z

==

42443 A3

4.2.4.1 BRE o] A%, FuloEd

—LJ
o
o
H1
N
i
o
o
2
=
3

|

(@1
&
3

=
o

= 3.04; F(1, 51) = 350.10, p( 001' Hl-a
A] ] T = ek AF Hdo] FAl He] H|

3 =A JePdtH(Mag = 5.68 vs. Mzy = 3.25:
F(1,51) = 212.81, p<{.001: H1-b AA]).

7]
8- Hayes(2013)9] PROCESS &2 No.6E
AHETH AT E ® 1, 29 38 2 F2). 2
7}, ANOVA A¥e w7A 2 HilE %
TRz A= Fgo] Fols UrE‘rkkE}

l A= gk 1.20, ¢t = 18.71, p< .001: LLCI = 1.07, ULCI
B Aol 7+ 9 Fojolre] nxe g = 1.33; Hl-a AA). o2 Hlls %A o]
(E 1) Balc ZAMo| FHolzol| ojxle FEoilA 3 Bzo 2= Al2|o| ofzi=nt
=Yg TEAT B SE ¢ D LLCI ULCI
Bale 44 Tz 1.20 .06 18.71 .000 1.07 1.33
M1, 51) = 350.10, p < .001, R = .87
v Ay =3 d7 .94 .09 10.74 .000 .76 1.11
M1, 51) = 115.38, p < .001, Z = .69
BHalc A4 Hic A .23 .06 4.14 .000 12 .35
=3 A7 BT AF .69 .05 13.61 .000 58 .79
F2, 50) = 482.81, p( .001, #* = .95
Bale 44 Tz .62 .10 6.38 .000 43 .82
Hagc A3 THY= 57 21 2.69 .01 .14 .99
=3 d47 FAIE .08 .16 51 61 -.24 A1
F(3, 49) = 235.09, p< .001, &Z = .94
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(3l 2) HEal= ZFMo| AN x| olxl= AEoM 3 Mol Halie A2|o| nfyiEn}
(F 2) 7oz st 7t &2} vl Zo}
E - Bootstrap F%3 95% 2137t
L ¢ B SE LLCI ULCI
T4 Bidc 2R > =8 Az S Hails A > e .36 15 12 al
g% Huz AFA > BAE AF > FAIR 13 .07 .01 31

=8 A7 nXE dFe] FAPHB = A, ¢ =
10.74, p ¢ .001: LLCI = .76, ULCI = 1.11:
H2 A|A)). o]&, ojdl Bal=d) daf J3@d27} 2134
Aol gitka Az, 2 Bl gigk g 2 A
g7} Aol gigt w8 & @ S
7Yghg ougth, His Ao
nAE dFE FoAoH Jebd=T (8
4.14, p ¢ .001: LLCI = .12, ULCI =
H3 #AA), o]& Bis AgAe] Z4zH(v
7] F&) AR eE2EW 1 Bl = gis) o
) AFE wE AL 9ujeit} B 4

.35

vs., A&

(vs.

1292

7} el el vlA =

24 AFe §98 Ao

2 JERtth(s = 57, 5—269 p{.05; LLCI =
14, ULCI = .99; H4-a A|A]). viA[gto2 =8
Hzto] Hal= Alg]d] 3441 JaFS v|X= o=
UehgtH B = 69, ¢ = 13.61, p( .001; LLCI =
.58, ULCI = .79; H5 #AA).

g, AN AFetua dd A EdE o
SHA Uebtoh(E 2 B4 An, Bds 1%
Az FAo® #AC dg A= 417t Fo3
o FAAR R, (Ble A > Bls AEF S
TRAE) &AL froleAl vehgen (5 =

EESN
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.13: LLCI = .01, ULCI = .31), °ol&, 2#=
5_1@/\42 l_r;ﬂ] ;(]71- l_/'\.i A]g] /\Zo] l;—o].x] =
obil A7 o] FAgwe| BlHoR GG o
i]% Aolgta & & itk (H6-a AA). o2,
= AR AT DA = Aol B
3SR = o] vishst
t AR eThEAE A4 > =3 2% S
HH= 2E > FH%; g = .36: LLCI = .12,
). o] A3 =, H = z];g/xi_@ =SS ]

Aztehel BAsd W wFol @@ﬂwn A

&, 7t UH7H7:‘§° 28 3HE Contrast® Wl
g A3 (BAl= A% > w8 44 S Ha= A
g > FHYE)R olojA = AR A AT
(HA= 24 > HA= 418 > FHYE)E o]
oA AR HHEAE W At fofA e
WYoh(B = .23; LLCI = .07, ULCI = 58). °

=

(& 3) 22ie ZTFYYo| Fafel=of| olxl= 2

0%
H—
1
M
oY
i}
|
L
| n
E
o
3
|:0I

> FAYE)R oot AzuT} o

ujgiey.

N ot
2
=

o r_?l_L

7Hde] glo FRofmel Fde e Anrt
ATHFEAFet T34 H2, H3 AR 2 ﬁa
g

ool ¥4 Asle} £Y). $4 HAE

B0l Frjel =] vlAl= Gl ANOVA ﬁEJM
AR, FFelshAl YeRATHS = 1.22, t = 14.59,
p<.001: LLCI = 1.05, ULCI = 1.38: H1-b

AA]). 3 Bl A7} ooz

nAE 3%

o] freldt o ® Ye=tl(6 = 62, ¢ = 2.14,

JgolM £ o Bale d2|of opezt

=Hus THHE g SE 4 D LLCI ULCI

Bl 24 Tl = 1.22 .08 14.59 .000 1.05 1.38
F(1, 51) = 212.81, p( .001, & = .81

Bile 3134 g A4 94 .09 10.74 .000 .76 1.11
F(1, 51) = 115.38, p{ .001, & = .69

Bl 2144 HAs 4l 23 .06 4.14 .000 12 .35

=g A4 Bile Ag] .69 .05 13.61 .000 .58 19
F(2, 50) = 482.81, p ( .001, & = .95

BiE 184 T = .53 14 3.90 .000 .25 .80

Hile g Tl = .62 .29 2.14 .04 .04 1.21

=g Az Tl = 15 22 .67 .51 -.30 .60
(3, 49) = 129.77, p { .001, & = .88
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(a8 3) 2aie TFYol Fafel=ol| ofxl=

(Z 4) Fole|zol chet 2

JeolM o3 2T BEas Az(of o= at

—

(HEE T H|D Znt

Bootstrap F%33| 95% A&7t

Gk B SE LLCI ULCI
T BAE A S w8 A S HiE A S fujor 40 21 .04 .86
= BAc P4 > BA= AF > Tl .15 .09 .01 .39

p < .05; LLCI = .04, ULCI = 1.21; H4-b A
), ol BHzo dslx FAE A9 FEol

$25% PHEA FoldS oJuldt oo, =
2 Aggo] BAE Alsaoﬂ MAE GYE 8 A
o7 JETHE = 69, ¢ = 13.61, p ( .001:

LLCI = .58, ULCI = .79: H5 AA). o]&=
B=E7E R glol el Ao g Zof
U= AL A7 59, 2 Bl w7)= 4l

o $%0] EoldgE AL ET. Fulew
HE £ AdeA B GE o)l

F frolhl JERATHE 4 32). $4, DdE
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B4 > BAHE 28] > Fujr)R ojojA]= AR
HHEIHE fFrofatA debseh(6 = 150 LLCI =
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Z217730] Fujelzo] FgS nA= BAANA =
Mol BAle A Fd] 2Hgets A o] wi/fHER
A Fodth(B = 40; LLCI = .04, ULCI =
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.

o
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A
£l
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3t} (e.g., Lee and Aaker, 2004: Mandler,

Nakamura, and Van Zandt, 1987; Reber,
Winkielman, and Schwarz, 1998). 281 #%

3] 3ol g HuAY e 72t A6 o
g Hrtol WlRe fE 4 tH(Winkielman,

Schwarz, Fazendeiro, and Reber, 2003). ¢
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The Effect of Brand Authenticity on

WOM and Purchase Intention:
Mediating Role of Effort Saving and Brand Trust

Sinae Lee® - Dongwon Min**

Abstract

Recently, many corporates, for example Aveda, Lush, Kiehl's, make a great effort to promote
their brand's authenticity to enhance the corporate-customer relationship, which in turn improve
consumers brand loyalty and purchase. This study focuses on the mediators which influence
the effect of brand authenticity on consumers responses. When consumers perceive that brand
has authenticity, they are likely to perceive low risk on the choice of the brand because they
judge the brand is trustworthy, which means the consumers save their effort to judge and
choose the brand. According to prior research, when consumers feel that they make less effort
(e.g., time, money, cognition, etc.), they are satisfied with the target more. Fluency literature
also shows that the ease with which individuals perceive a target leads to more favorable attitudes
toward the target. In the perspective of effort saving strategy, individuals often evaluate the
level of trust of a target using various heuristics which are inexpensive processing strategies.
Based on literature, the authors expect that brand authenticity positively affects the perception
of effort saving, in turn, increases trust on the brand, because brand authenticity helps
consumers to use efficient strategy. In the experiment using an advertisement and consumer
review, we investigates whether consumers’ effort saving perception and trust on brand mediate
the effect of brand authenticity on word of mouth (WOM) and purchase intention. Results show
that the brand with (vs. without) authenticity leads more positive effect on WOM and purchase

intention. Moreover, this process is mediated by participants’ effort saving perception and trust

* Doctoral Student, Dankook University, First Author
** Assistant Professor, Dankook University, Corresponding Author
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on the brand. Specifically, Contrast reveals that (brand authenticity = effort saving 2 brand
trust » DVs) is stronger than <{brand authenticity < brand trust = DVs). These findings
demonstrate that effort saving plays a very significant role in the relationship among brand
authenticity, brand trust, and consumer responses. Based on our findings, implications are

discussed and research ideas for further research are suggested.

Key words: Brand authenticity, Effort saving, Brand trust, WOM intention, Purchase
intention
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