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A Study on the Influence on Brand Attachment

and Loyalty of Cosmetic Brand Authenticity

Yonggu Su®, He Sean Yoo™*Hayran Kim™*

Abstract

The purpose of this research is to investigate the attribute of cosmetic brand authenticity and
the relationships with consequences such as brand attachment and loyalty, and to compare
brand authenticity according to channels. Through review of studies related to authenticity and
interviews with consumers and practitioners in the cosmetic field, possible authenticity
dimensions and consequences were proposed. Brand authenticity consists of three
dimensions, product authenticity, seller authenticity, and corporate authenticity., The three
incorporate seven factors of naturalness, story, genuine product, differentiation,
professionalism, advertising truthfulness, CSR. Brand attachment and brand loyalty are as

consequences of the three dimensions as below.

Product authenticity

Brand attachment

Seller authenticity

Brand
loyalty

Corporate authenticity

(Figure 1) Cosmetic brand authenticity research model

* Sookmyung Women'’s University, ygs9964@sookmyung.ac.kr
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A cross-channel online survey was conducted and 408 usable responses were analyzed using
statistical techniques. As a result, brand authenticity was defined with three dimensions of
brand authenticity, product authenticity, seller authenticity, and corporate authenticity. The
three dimensions positively affected brand attachment but only corporate authenticity showed

positive influence on brand loyalty.

Product Authenticity

Brand Attachment

Seller Authenticity

Brand
Loyalty

Corporate Authenticity

(Figure 2) Analysis of research model

Additionally, significant differences were presented in the relationships between the brand
authenticity dimensions and the consequences across channels, door-to-door sale and the
traditional market. The result of t-test to show differences in recognizing brand authenticity

variables between two channels is as below,



(Table 1) T—test of variables between the two channels

Group Statistics Levenes Test tfteSt for
) ) Equality of Means
Dimension Channel N
Mean s, s F Si t df Si
dev. err, 9 9.
Door 207 414 940 .065
Nat o ditional | 201 | 307 | Too0 | oz | 421 | 041 | 1689 | 394 1.098
Product Door 207 | 4.91 1980 .068
authenticity | S°" [Traditional| 201 | 401 | 1098 | o7 | ‘089 | 766 | 8719 | 406 ).000
Door 207 | 475 821 057
Gen. |7 aditional | 201 | ae2 | Tsea | Tost | M | 739 | 1492 ] 406 ) .136
) Door 207 | 478 | 808 056
Seller D, Traditional | 201 3.90 872 062 518 472 110,615 1406 1.000
authenticity Door 207 | 489 814 057
Pro. | aditional | 201|431 | 810" sy | /78 | 378 | 7188 | 406 1.000
Door 207 | 4.80 | 790 055
fruth, Traditional | 201 | 4.60 729 051 26721 103 | 2,681 | 406 |.008
Corporate C D 207 | 4.45 71 049
- oor : . )
authenticity | g 5 254 | 615 | 2.372 | 406 | .018
R Traditional | 201 428 745 053
Door 207 | 521 886 062
Brand attachment Traditionail 501 477 864 061 073 | 786 | 5132 | 406 |.000
Door 207 | 5.31 930 .065
Brand loyalty Traditonai T 501 499 965 068 144 704 | 3.402 | 406 | .001

These findings will contribute to the authenticity research field where there is no published

work on a generalizable authenticity model in that in particular, three dimensions and seven

factors are developed and found to affect brand attachment and brand loyalty. As well, a

practitioner can gain a better perspective of competitive strategy in the management of a

channel in considering the result that significant differences are presented in brand authenticity

factors across channels,

Key word: Brand Authenticity, Brand Attachment, Brand Loyalty, Cosmetic Brand, Channels






