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Abstract

This study aimed to identify sub-dimensions of the authenticity and fictionality of a
brand story and analyze the effects of authenticity and fictionality on customer-based
brand equity. Data were obtained from a group of 213 males and females in their
20s and 30s living in Korea using an online survey institute. Results showed that the
authenticity and fictionality of a brand story are composed of reality, excitement,
exaggeration, fictional symbolism, influence, sincerity, relativeness, mysteriousness,
and unreality. Of these, sincerity, excitement, reality, influence, and mysteriousness
had significant effects on brand imagery; sincerity particularly exerted a relatively
more substantial influence on brand imagery. Also, influence, mysteriousness, excite-
ment, and relativeness impacted performance positively, and exaggeration impacted
performance negatively. This indicated that a well-constructed brand story with
authenticity and fictionality had a positive impact on the brand image. Excitement,
mysteriousness, reality, relativeness, sincerity, and influence of a brand story had
significant effects on brand judgement. In contrast, only excitement and influence
positively impacted brand feelings, and unreality had a negative impact on feelings.
The exciting and influential brand story impacted brand attitude. Also, brand image
and attitude positively impacted sharing and purchase intention, while brand perfor-
mance did not affect recommendation intention. These findings contribute to identifying
a brand story’s attributes, authenticity, and fictionality and provide insights for mar-
keters on creating brand stories to increase brand image and attitude and to build
customer-based brand equity.

Keywords: brand story(EZHE AEZ)), story authenticity(AEZ FF7E), story
Sfictionality(AE 2] 5]724%), customer-based brand equity(Z2] Z]8F B &
= 3

Copyright©2022, The Costume Culture Association. All rights reserved.

- 381 -



52 BYE AEelo] YT STl WAV HAS Ak AL ¥ BaRslaT

I. Introduction

Eﬂl% aH|Af A AL BT} oH|
Sof zElAet HAE 719 M
% 254, 202 S AT
2% 3h o] glom, P nAs
AT ek o 9ol 713 aslo] F 4 9l
TH(Choi, Jung, & Hwang, 2014; Lee & Chong, 2009;
Lee & Lee, 2009; Woodside, Sood, & Miller, 2008).
HAE AEE Avxiel HAE 7o) giglE A&
sta, BT 9lo] WAS JFAFA| 7| W (Escalas, 2004),
AR Q1A A7) Q1 A E A= B/l FIF
£ FH(Hollebeek & Macky, 2019). &1 Q1= o]of7]
7h Sl HAES} I8A] e HASHT Aulgo
A 6% ol 3 A2eHA trbg 4 90w (Fog,
Budtz, & Yakaboylu, 2005; Im & Kim, 2012), 4H]
A= B E7F Aotz s sty 71X &
go] 7|¥tste] 758 £402 Udshr|Hoh=
EZol oA A off HHEE ¢ oo =
7]31 B 718k (Byrne, 2016; Escalas & Stern, 2003;
Hamby, Brinberg, & Danilosky, 2019). 0|32 &% HI#=
AEgl= BHE o|u]x]Q} B (Ryu, Letho, Gordon,
& Fu, 2019)% oz}, B E -FH(Ande, Gunasekaran,
Murugesan, & Natarajan, 2017; Bruhn, Schoenmiller,
& Schafer, 2012; Chang, 2017; Lee, Lee, & Kim,
2017; Sun, 2019; Yoo & Donthu, 2001)°f -3-2]5t I
F= UAY, A4 Ao ZHet HlE ApikE 5
SHA €k

Z FEE BlE 2RSS [ 4
of 42 HHeE A A “7l=H(Huang &
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Guo, 2021), S B0 tigh 4n|*pe] 5.9
Aol H=g F4dste 2Av3les H ot (Lundgvist,

Liljander, Gummerus, & Van Riel, 2013). A&E&]9] A
82 AHE RS HuA HFol o5l AREHE A,
&, AHAPF AEE Aol okl Azbete A
o] Z8stH, AEZ]9 YL BT ou]x|e} Bl
= glrof] 93 v th(Chiu, Hsich, & Kuo, 2012;
Huang, 2010). 2H| RS2 T3t o|ok7]7} oyt Al
Ho] AE olob/l, 190l et A AT Aol
= W8S FE= olopr|E £7] W5t A Z(Simmons,

- rvT E
2002), ZUl9} Au]E Ao7W Hrt 7HE} BHe

F= 2EHE W8kl B2 2RIt S )] |
ol £EAREe] 1 3FYE S71HA Bt #
A Rethe AolA o748 Eot AR 234

£4o] & 4 It} (Kim, Jeong, & Choi, 2013; Smith
& Keyton, 2001).

MY AT AT AENS THIE F
8 8490 x B3ty 712 AT (Kim, 2015; Lee,
2012; Yi, Lee, & Kim, 201052 AEZ] 9331 B2
HE FH FFo] IE v A=y o4, oy
A Q1A419] Aol 5 Yol H FASdl fAth EF 449
Zpe] Bl HiEu pujors AEES 7ol
AFdoio] et ga2A Yeht7|e Skil(Haase,
Hennings, Konig, & Wiedmann, 2015; Sin, Kim, &
Yoon, 2014), HEHE 4oyt H54 AS oF, &
E2] &40 et gekx] 7] % $HHChoi et al., 2014;
Yang, 2013). 3| BoloA= F2 AT BEH=L
tAold H=o] tAd AR (Hong & Kim,
2013; Park & Park, 2016), A2 BH=9] AEF]
AAo]| W2 AH|A}Q] QQAla} Luj Q)% (Haase et al.,
2015), A2EZEF S o]-&3t VMD AH|(Kim & Chun,
2013) 5, ARUA ol FM2] BHE Bl
o @g=lo] Uet

BAE RS 480 AFAd] wet e
A BREed, 484, 724, ¥, $0(Chiu o
al.,, 2012), &AA, 134, ¥&4J(Bae, Jeon, & Shin,
2020; Huang, 2010; Jeong, Han, & An, 2013), 1]
3, 494, A (Back, 2015), 73, WA HaL
S}, o]u]x] AX|A(Lee & Chong, 2009), 114,
g4, Tu|X, 74, olaf&o]A(Boo, 2019; Kim &
Jeon, 2013) 5] Qlt}. 3]4t/g0l TaA= e E A
F(Kim, 2017; Kim et al., 2013)7F 1S B AEF|9]
AR AR AKARE WD, oIF A6l
o BAE i 3 B53F AR G Rota)
YEct web B A7 9d na
43 H4E T SHolae dopia, AR
o 94T S0l DA BAE A4kel B
E oln|x], BE 9@ HA= ﬂaoﬂ %]
obxn7t gt o] A7k WA
e AJARS =0l ¢ 9lo] HIlE AE
2 Blska anAse] Azl 7]
$83 ARE AT Aol

u;z_a
4 1o
ofy
fo
ox
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Il. Review of Literature

1. Authenticity and fictionality of brand story

AEZ = Aol gig AEY AHS e IHE
HASH= Aol A= ZAo] ofyzt, AR oju|et 4
P4e dstn BRe FspAIzl fejeuety g
4= Qlth(Gabriel, 1998; Smith & Keyton, 2001). E.#
E 2gEE AR YE ZAYA F7HU U
of ARSI BT HEL Folgonl, avlel
£~ O3t BYL fwsb] AelHE x5
FAJo] A4s] =zd 27 JkKim et al., 2013).
mebd BAE AR AY4T 740) £4S
=33t Adolety 3 & gtk

1) Authenticity of brand story

AL A4l &2 Aol it A4, I4, 1
3 98 So] BEglxog Z2s5t= Jjgoer, 7|
o 17 #A §4 8 ok FR uAY o]
th(Kim, 2016). A4 L Thokst Bofol ] d7L7} &
B3 gledl, Guato] okl cheyet stelHAo)
MEER o)A 9w, sHe Hofol wet W4
29 440] 2Ee Bop t $9S BT
AZ38t= Aol WRBITHChoi & Lee, 2013). 1AA
= 245k AL 71919 lAo]H(Chiu et al., 2012;
Gilmore & Pine, 2007/2010), A4 Y= AEEE=
2E29] A o}k 9 Algo] of#A Q143
Lifo] 2@ Qth(Huang, 2010). AA8H =7]& A
3} 297 gL A9} Aol FeAolH Al B
ZholB g /L ofd didel WAsks £/d°] oy
o 5% 4golAl 53 ool el QalslE Aol

k1l & 4= AH(Grayson & Martinec, 2004). Godin
(2005)= QEE]-J A4S sl 2E27F A
A, &S AAD 5= AL AFD ”}3}“1 TAA o)1
Al i’\@ olEZ W= & A, HAEH= W
4ol el= EV/\ A= 3 7/4\, AREA Q1 AA|
it 7 ‘Q'OHO]: & A 1/\]'3]'55\"4' Gilmore and Pine
(2007/2010)Z wHAE 401];1 ug 9 _—,LEE 2}

A4, =34, BB, A
2 FEIGE, 7Idely BHHET) o 52 %E
Fot7] 9sf o U2 A AASk= 2] 9l

FEE 7HE o AAES vEtdt L st B

HaA - oledl -

1
ox,
ot

53

T AR IS 2EHE Fe 48 AA A
A Aoz, 1440 sheHelo Rt

44, 9, AV 5§39 2 5
2 ARH JHE, g EH 2EF 0] 5A5h= AE
o o)goltt A4, W Sol AR A4S, A
Aoy AlF7a AhE ARE GAE AREFE
AEF7E A Ado] kil 7]+ AL 2 (Beverland,
Lindgreen, & Vink, 2008; Chiu et al., 2012; Huang,
2010), ST SRS AU A2E AL 2x
4 719s] dUAng BAUHAY, 740l 2
et 22 55 WA= BF AT A= QA%
t}H(Gilmore & Pine, 2007/2010). AL o]ok7]7}
2451 928 o] opieh, Wgo] 7w A=t 7
o dTgo] AS W IBAE WA “AAE AR
(Lee & Hwang, 2018), ZA35}1 AFY 1 AHAE Lo}
AWH(Choi & Lee, 2013), UG 7H5aHA] g2 &
o AAAA T Zo|A IS AT FFHLS AR
So] AAol thE NS, H2 AAE o e
oz WS A AShES ke v o
Aol ot »7)A JHH(Gilmore & Pine, 2007/
2010). TS AET7F BAHE, 7[4o EAS v
Fotal HAEo] Q= Ao g MAHEHA HHSHH, &
I A3 olopr| &= HESHA HEE F ojokvt Z‘lxé*é
A A4 StH(Bae et al., 2020). ESH HH=9F
EASH AL B9 AE, AQAA xﬂﬁ_,]
S5 5ol 2EF F7]= A%
(Beverland, 2005), 2E2 9} A|&E9 #HAo] ==
o AiHos 504l HAE HEg A Ao
Z YelgdtiJeong et al., 2013).

5]

A 7

E b

2) Fictionality of brand story

748 Aol BAE moltt W50l A4
oA US & = AR WHst= AR BFIHE7]

% 39 ojop|7} sl HololA] o Amlgleta A7t
sol gEAo® STl e wTe HEE
Stok(Konijn & Hoorn, 2005). o]+ 25 £7]7]
o 2 5712 s slHe R0 BYsi, of
£ 9AAY 83k BT 489 4= G
2= IthKim, 2017). BAE AEZHE LH|AQA A7t
oI} BT AHIAS 2L AP, BASY AE
o] A784e yetli71= stAut, ALY A
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54 BE AEe)o) YA 740l LAY BAE Aate] nH L G

g wEoldo R HT4e BRI Wt 4

AAQ Fa N7 AEZ 9 AT} 5L
TE5H0g et $4olga & 4 e, A
BRSO ANES WS Y5 HAE F2E wE

A, 8o} T, ek 5o 4HHA F4T T
B3I Btk ARl kot A4l d -
FE|0, SlAjol s AR} 2 Seloln AR
Aol RAe el FegRTRs AB} 71 47
Z ou]of ut}al & 4= ATH(Gabriel, 1998). Grayson
and Martinec(2004)2 A& B9 AA SAFA <l
29l Alelanjo] 47lel 570 ABQl 4% F= ot
23e 2 BRSO visT PAoT T o)
NHAE BIUES W, 710 X E(hypothetical
indexicality)’} S} 49| AAES SJu]shA] o=
o, ol Aol Fo AL By Sk
BYE AEde] HPAe Axee] BEH 5
How sierdlos Fuly, A4, A, w1
A, A 58 §5T + Slo A4S LuAE
o HAE AEE ol E717h A AR
o9t QA R, Adolu S Bt fIgt
Al St 7]uke 4= Qlow, AFo] E4dof ut
2HA= olopr]9f AME o R E Wy 3 S F=
olop7], AW FH|EL A AET} HAAH
AEHHG AEF FYo] SHAQ FFE vt
(Kim et al, 2013). 2204} AL F= |47t
UE ool w4E B FAE HASAA AEol
oAl 7S 7HAAl & £ oty BEHE Hiko
QoulEt IS U]H LU HEATE £}
E 4 QItH(Chiu et al., 2012; Jin & Villegas, 2007;
Zhang & Zinkhan, 2006). AFAAL 2AMA Q] AME-Q]
EAS AU d4oz YeilE Bl 4d
2, AR, 2atdo g SE55 A4e 5 A2 -
UTh(Baek, 2015). ERF AE2]9] U-go] REEA] AR
ojojojrt & WQ = glom, 23] /4420l 4
Mol BAER oo ofgeh AMESE LAYE
Stth(Beverland et al., 2008). T2 AEZ] 9 AFA
olut o] TEo] Yk LAl Ao, A
g9 5740l #2F 2B U 2
A&l a35 FH(Kim et al., 2013), AH|A-EH=
AT JFS WA= Frh(Kim, 2017). HH

AL ol olor|gte AEF Yol dAE A
Zo| AHAY LAY S5 18 4 Slvha
rol50] ™ (Huang, 2010), ©]& 3t 574 244}
== 7ol oy, AEFE d¥she £49
StHEA & © AAA0lal 7HeAQl S0l &
= St ol A4 dold & Qi Yol of
7HAE A& YEolA EAZT SHE =7H
A 38 o 7] WZolth Al AH|REC] Al
F9 A omAE B S E71AY FE
gt B 7] doks Ao R, E5] 7HAAR M9t
Ag AEo AF sl ol A olopr| 7t &
| & AUTKKim, 2017). 59| o]4l Yo]7|(Nike),
AP Al g2 A (Hermes), Q10] FAFe] 27991 A}
o|(Siren)S EI1E AMRSt= ARHA 5 W B
AETL AS) & QJIES BHHE o[ o= AMEShe=T,
AP o]Het 4SS Ed BUHE e B
0 H

2. Customer-based brand equity

pAY BoA Ao 7] 23 BHE AH4Ee] T
YL Aaker(1991)0] 93] o] Qich. Aaker(1991)=
BT 2pbE AlFelu AR|AZE 7143 7o) A
Agsh= 7HE 71 82 A7l BlEgolu
Adn #Ed A 4 RS AR SHYA,
Keller(1993)= 1 Z7|4F HalE }ARS BT o] n}
AY Eo] W 1 AAo] Y BTt
ojstei). e, B A4 Helel 3
A= A4 Sjeol= 29 Aol B
(brand salience), B E Ad-5(brand performance)d}; 4]
AX(brand imagery), 2~H|A} 7K consumer judgements)
9} A (consumer feelings), AH|X-EHE= Fo
(consumer-brand resonance)Q 2 FAE Izu| =9
Bl Egsfor s Aao] BTG st
(Keller, 2001). o]&|st Helt z}Ak9] LA Q 4 7o
= BARC R JFHATE EA5HH, B oju]A]
of Bt Hj=r} Bt Fgo) 3420 9F= 7l
A= A0 2 QI H(Ande et al., 2017; Lee et al.,
2017; Sun, 2019).

1) Brand image
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HPE olu]|A]= AH|A npE&o] Heas HH
T Ao Ao A, 719 &of = BT Aol
o A7|El BEi=of st 9] QlA]o|th(Aaker,

E

1991). BAE oju|Ax HAES} Y WE A7k,
LA, N7 oA & S5t Ndo =, AHAt
A Zeel 4Hols S5 HUE gao] o)
oA =g o= B HA =] 2pEst 94
7} € 4 QtH(Webster & Keller, 2004). TE3H BHE
olul At 1A okl QIAH, HAH, B
37o] Aetgstol A4 BA=S] dat 17 o
2]9] EA|o|H(Lee, James, & Kim, 2014), tz}2l, 7}
A, vkl 484 5 715 45T ARA B4,
FUAE, 14, 7R, AW B9 AFAIH 478
A2 4 9= 494 A4S B J4uE
(Keller, 2016). ]9} 7o] BAE ojmA|: 7|54 8
N ER PR LI e S
oAl Zree 2 Apabolat oA Sholet o 4
Qlth(Agmeka, Wathoni, & Santoso, 2019).

HAE ojulAE HAEF FHAE o o] ZR
gt g5 5 (Mao, 2010), BEHEO] tfgt 4Bz} 41
o 2A4r, 1A = 2 BT AL ol g
olog YrsA Ut} Kim, Chun, and Ko(2017)= =j
=) oI SR K 17 7
FHOEE Gttty 5191, Ismail and Spinelli
(2012)= WA AFS] BEHE 01 o A7k Jazo] 3
gFS n|X|= HAHE Algo] AAQQlo|gkal sFYth
Cho, Fiore, and Russell(2015)2 ojAd HEH:=9] o]n]
A2 Qs Hei=of tigt ARgd 2732 doXiva
sflom, HaE ojulxlo] whet 7o) Wrlr| %} 7
o o] o] 2po]7F UEh7] & FTHKim & Lee, 2011).
ETE, 7]4olA HIiE oju|x|e} ofo|dIEEE 5
3171 AL aulAEo] 1 BeAEd] BUT 4 9
£ Axgdeo) Zasis, Was B4 A
A o] QU AEF Pt HAE oW 4
Al713L, BRE AEFEo] HE oujXE &9
294 WEIES olnE Ao ehdrhlee &
We, 2019; Ryu et al., 2019; Seo, 2016).

I

l

.l

I

¢

2]

2) Brand attitude
HAC grE HAHo] gt S9Ho|AY HE
o]l 4An|zt Byl ZAAAH v, 5 A 5o

— ds O O

HE - olerl -

Hpgs 55

ZA, 2HRke] 719 &Kol HRAES ti#she= 23 &
go] & & ofyz}, AJzto] Aol wet M 4= 9]
= 799 Adolztar & 4= Ue(Choi & Yu, 2017;
Zarantonello & Schmitt, 2013). EHE = QA&
AR Aeor BREed, AAA Hrs BT
gt o] g2 kel Anjx; Hrtof o) WAgste] 3
5= o]lI1E 2912 F A8 (Liu, Hu, Lin, Tsai, &
Xiao, 2020). A4 Hlew &HA P50 295 F
L aaRA, HACe B A 2L 394 7
4, A 59, A7 EFHEE T F4HH(Kim
& Lim, 2002), 399l HHAdC EHEZ:= HHE AT
£ 89 34 170l 2 7IsdS EEH Rossiter,
2014). Park, Maclnnis, Priester, Eisingerich, and
Tacobucci(2010)= HH T g7} HFE Lo, HA =
270 gt e A B ) FEo] FHA
gL wATk e,

HAE YRR ANAHAE BAS A 2
ARA, 284 P A5 o £8517] T

HAC Hxrt ofBA FHHIL, ofE 35 A7t o
EfE=X]E 1lelsl= Zlo] 59 5)th(Beerli, Martin, &
Quintana, 2004; Nayeem, Murshed, & Dwivedi, 2019).
Augusto and Torres(2018)= HAE EEZ Q3] 4
HlAL Tefelg] 7Ag ARStEE 2R Foldl
o+l 5191, Hong, Yang, Wooldridge, and Bhappu
2021)= EHE A&} HEo] SHS Fol, 71
o] = Bt AEZHT} AvRY) THE BAE A
Ee7} § e X Aol 2HAA 4HL B9 o
S99l HIE HEE Ay st Chung
and Lee(2020)= BHE qgojx9] AEZ s Fu7}
BHE Bt Fujoiro] JFE vAe Ao 3t
o}6}93.11, Choi, Yi, and Sung(2016)2 B71x &<l
v} YEAGFAS 2% Afolo] BAE A
FEERE " Fgoll Zol7t A= It

Nr[

3) Brand resonance

BAE FYe 4vA} BASe} BAE YA
£ 9o} ZAse} A4S FANSHE 550 9
e Lot AEeA, Baso] diet oj2is} W5
4%, TEA o4 9 434 Po] S tehdr}
(Keller, 2001). AB|x}7} BAZ9} 29 BAS 12
37 g W AL 4uAe) ohLo] nA=S}
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I

56

ZAjoF o1, BAE] Bat o] 4Azow F
& 71&ddt FAo BEHES}F 35t AE A ofzto
A ojof stof(Kang, Koo, Han, & Yoo, 2022). T
o, W4T HAE S A1 aNAE BEH 34
£7b %3 BUEel 4EAgY SUe 4340
2 B ojeh, 2 ARt 4R BRos B4L
ZY il Qlth(Alhaddad, 2015). Huang, Yen, Liu, and
Chang(2014)0]] o]t AH|A-HIE F78 A= B
Mo gt A2A 270l PEF oS Zulein,
HIle Zof 93t AH|R} AL 4AA P2
=R B o Atk ojHe BiE 32 Bl
ojuX|(d, WSt BEHE E=(F7t FA)e
S 'O i (Chekalina, Fuchs, & Lexhagen, 2018),
HPE omX|g} gz BT gk et QA
o Qe B3 BHEY) o] BAE FUS T3
3t= =235 @9lo 7 ALSHol(Latif, Islam, & Noor,
2014; Yoo, Donthu, & Lee, 2000).
BHE 92 #5017 A ZEAAAE AR
1+ ATL(Latif et al., 2014)0] 4= BIHE QAR L, B
Y, BUE 944, BAE Fare @ BAs

L2 FAEIL, HAE i BHES] 3 Y
5t A7 (Jung, Lee, Kim, & Yang, 2014)°]A]
el
A=y

)

|

o8, Il'l

[E ]

ok

rlr 1%, o

E QAR AZE BY 9 FHE A 2
Fgo nA = JFHE 4513t Faircloth,
Capella, and Alford(2001)= EH: = R}Ato] AH|Z}O
A &4 B st A3 A Aledezs
HAle 390 dF2 A= olnAe} HE=E 2
gtthal 3}91, Yagiz and Ozer(2022)= HHE=0] of
& XA, A uhgo] 2u|Ale} HAC 7ke] 4
1€ 2Avjsts BAE 39& =0l shalth
Moura, Ferreira, de Oliveira, and da Silveira Cunha
(20197 53 Btel g Gl 89lo] ofuly
@t 790 Z+AA goldct vt Fgo] o 34 4
ke mZchy 95l YA, Duman, Ozbal, and Duerod
(2018)= BRi= Frgo] o] AAA gllHtt 7F

Al

=1

oz 2 ox |
g

i

¢

i

¢

]
r
iy

P

Z Q9lo] ¢ ZA Z&3thal sttt ESH Hwang

(2013)2 A Zo gist 14 o] BA=

B ol Q91224 Y BUS A T
O = A _/'\_

9lo] 74 g

_L4

E 2B 9] A s54gdo] AN BE Apit mA= 9

019‘1_3

BAEGAT

4 9lom, IA/|EF BT ZAF mdo] o
olu] |9} B} Bl Akl FAFS]

s
A= 3Pl FHH JFES vAE Ao

Ill. Research Method

1. Research questions

AFEAl 1. BEHE ARHo] ARG 5414, 1L
275 BHE A4 SRS &
ohrt.

ATEAl 2. BHE AE2)9] A s7-4do] B
AHE ofu] o] vlAl kS Folre.

A=Al 3. BHE AR 1R/ T s5-4d0] B

E dio] mAE Pk Yok

ATFEA 4. BHE o]ujx]|9} g7} Hie Fgo

AL PP goprh.

2. Definition of variables and measurement

1) Authenticity and fictionality of brand story

BiE A9 A2 AEH Aol L, B
A=) 7S 2 ke, o] gla Wgol v
FHH ol QA E= A, BHE AR 544
< AWl FR RS FHA dojd = gle
Hll oJop7] A9t A AdE Ad AR 2% ojopr]EaL
NSt Ao Aol 4 Ut BYLe APAT
(Bae et al., 2020; Chiu et al., 2012; Kim, 2017; Lee
& Hwang, 2018)°4 AMH EF2 44 - HYSHA
o BEAE AEF G4 1627 5]+ 188
o7 % 379 FEe A8

2) Customer-based brand equity

A7 BAE AL BAE ofuA|gt g B
o TAASLD, B o B By
3} 4ol Bk RGO TN H5S 24

2T 15 4TE Wit SHA7I)
of I3t FEOF Choi, Kyung, and Hwang(2020),
Yoo and Donthu(2001)9] APALolA AREH F=
2 2 a7l WA Sgelol sBRoR FAN
Qe 2NAF 2T ABAEY 878 Ay

EIO]-'\:
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(

N

Al7] =710 et =0 F Shim and Lee(2017)
HUE oju]x] ZYET AT AT G
A 6BFg Aol Agaiact vis
7tk 4l B RO oY
5 712z 12
q Ast QAo AZd F, A=,
(Kim & Lim, 2002)3}+= Q1X| & Ht
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3. Sampling and data analysis

1) Study stimulus
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2) Data collection and analysis methods
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IV. Results and Discussion

1. Factor analysis
& A HlE AR AT s44g0] &L
A7) BAE Ao A Fge o] A9
ARAHS AAch. KB FAHE B

9
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3 2LHA] 1.0 o)l 290 FE3AL, 20Tt
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50 o]E FaT HaE waseloh k3,
AL g FAAE W59 A4S EA6]
Cronbach’s ¢A|$S AFE3}9CH, Cronbach’s a%t
o] .70 o]g?l A% 4lF/go] Atk HIIstHh
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1) Factor analysis of authenticity and fictionality
of brand story

HAe 28] AP 5o Bt 348F=
QRIEAT A3, (Table ¥} o] ILFA] 1.0 0%
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<Table 1> Factor analysis of authenticity and fictionality of brand story
F Ei lati h’
Factors Measured items acthor igen |Cumulative | Cronbach’s
loading value value a
Events in the story actually happened. .861
The characters in the story are real people. .857
Reality What’s in the story actually happened. .854 4.812 16.592 .821
The story is what happened in reality. .838
The places in the story are real places. .809
The story is interesting. .855
I am interested in the story. .851
Excitement 4.258 31.275 .831
The story is exciting. .850
The story is fun. .843
The story is exaggerated. .867
Exaggeration The characteristics of the product are inflated in the 263 3.049 41.788 830
story.
The events in the story are exaggerated. .846
A place in the story is a symbolic place for the story. 875
F1ct10r.1a1 The ye.ar or number in the story is not a fact but a 875 2856 51.635 229
symbolism | symbolic number.
The characters in the story are symbolic, not real. .824
The brand’s philosophy is well reflected in the story. .860
Influence The brand’s mission is well reflected in the story. .848 2.574 60.509 811
The brand’s value is well reflected in the story. 750
The story is sincere. .682
The story is natural. .677
Sincerity 2.329 68.541 .801
The story is trust worthy. .652
The story is artless. .606
The story is related to the product. 718
Relativeness | The story is well reflected the characteristics of product. 713 1.956 75.288 .801
The story is well suited with the product. .627
The story is mysterious. 785
Mysteriousness 1.401 80.119 77
The story makes me imagined. .680
The story is unreal. .539
Unreality 1.002 83.047 780
The story is nonsense. 510
L 9719] 89lo] =& HR. 81l 12 AEFOJA 1 Faoltt 59 EFLE F4Ho] o] @A
2 AR AAl dofd oo, AE QlEold, AA gEsth 81l 2= AEFTF T7)40] 7it, S
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2) Factor analysis of brand image
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<Table 2> Factor analysis of brand image
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3) Factor analysis of brand attitude
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4) Factor analysis of brand resonance

Hee g tigt 2024 Z¥= (Table 4)9
o] TR 1.0 0|49l 3749] Qlo] =&Y} |

£ L‘ri HAle AEHE GOE A
Ao, BHiE ~Ef'4 FH AREA o
oz JLAE o] Qo] “ZY
B o] AEL A&

2 Ffsha g 4 Pt BAsle] Fuhelwet 3

. Factor | Eigen |Cumulative|Cronbach’s
Factors Measured items .
loading | value value a
The brand is trendy. .854
The brand is chic. .837
Imagery 2.579 36.836 .883
The brand is attractive. 785
The brand is unique. 587
The brand in the story will be functionally good. .879
Performance | The brand in the story will perform well. .823 2.244 68.890 .827
The brand in the story will be different from other brands. | .712
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<Table 3> Factor analysis of brand attitude
Factors Measured items Fact.or Eigen |Cumulative | Cronbach’s
loading | value value a
The brand in the story will use good materials. .843
The brand in the story is of good quality. .828
Judgement | The brand in the story will be excellent. 813 3.295 36.610 831
The brand in the story will offer lots of benefits. .692
The brand in the story will provide superior value. .675
The brand in the story will give me pleasure. .881
The brand in the story will make me feel good. .856
Feelings 3.248 72.694 .822
The brand in the story will make me happy. .844
The brand in the story will make me satisfied. 7134
<Table 4> Factor analysis result of brand resonance
Factors Measured items Factpr Eigen | Cumulative | Cronbach’s
loading | value value a
I want to share the brand story with other people. .881
Sharing intention I want to tell the people around me about the brand 851 2730 27,304 814
story.
I want to share the brand story via my SNS. .821
I am willing to continue to purchase products of this
.804
brand.
I am willing to continue to use products of this
792
brand.
Purchase intention 2.686 54.166 .803
I am willing to choose products from this brand over
735
other brands.
I will purchase products of this brand even if I have 662
to visit several stores. '
I am willing to recommend this brand to people 268
around me. '
ReC(?mmefldation I am willing to recommend this brand to my friends 838 2643 20.595 704
intention or colleagues.
I am willing to recommend to purchase this brand to
. .822
my friends or colleagues.
Polgirh. 891 38 HACSE FHABOI] FWT  RARF 50 o3kl 1749 EFo] AAH 0w,
ool et I FROA B FuiE AR Cronbach’s ¢ZAl5=7}F .70 o[ fo= Yeht 41¥/4do]
o WEoR FAHC] Qo ‘FAATE  AFHAL.
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2. The effect of authenticity and fictionality of
brand story on brand image

2 ALEAE A35sh] s B
A 549 sHeladde =HH il
A9l AT dee FEHETE 0}04 EP% A=A
£ AA59 AA, B e AAtof tsfAs (Table
5)9} Zro] |AAA (=230, =3.857, p<.001), SH|A
(=240, =4.028, p<.001), VIFH (=217, =3.647,
p<.001), AAA(£=.250, =4.196, p<.001), AIH]J(B=
185, £=3.102, p<.05)°] FH(+) FFZ vIHI, 3|7
239] M HEEE 27.9%%ch o] 82 & A4
43t u)e) Aod o] B ek, Wgol
1 AAEE AAsTe 2R ARG o, 2
A7 gD Aule ) BRES B8 v Kol
T AR S5 4R 4T 5 ok

lE I>

111

_rN
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K5 - o}l - 9] 61

=4, BHE o|n]|Z]9] 5ol vA= JFES AT
2 23, Zu(8=219, =3.523, p<.01), I (8=
-.145, =-2.332, p<.05), FIF (=254, =4.101, p<
001), ABA(B=.125, =2.010, p<.05), AH|A(B=
242, =3.905, p<.001)°] 2|3t YT vjH o, 3
2P AA ABE2 21.9%E Uetyrth §3] 4
FEI AR Agho] Ao E A YEh
B AEZAA BHEY HI, 714, Hxrt &
YA E, AEZ7} AHF AEHE 59 4

A5 BEL B9, BAS] g3t 45| S5go]
U o BSOS NG F 5 Ak 1
Pt BPYS BAE ojuA9 Aol $OH

Fe vAE ACE Yeh, 282 9] 8ol ]
of AY A&l 4ol FEA B Tty
AAeHE A9, 93] HATo Aoy 715Hel

<Table 5> The effect of authenticity of brand story on brand image

Dependent variable Independent variable B t F R’
Reality 230 3.857°"
Excitement 240 4.028™"
Exaggeration .078 1.317
Fictional symbolism .045 750
Imagery Influence 217 3.647° 8.737°" 279
Sincerity 250 4.196™"
Relativeness 117 1.967
Mysteriousness 185 3.102°
Brand Unreality -.054 -913
image Reality .017 279
Excitement 219 3.523"
Exaggeration -.145 -2.332"
Fictional symbolism -.045 =728
Performance Influence 254 41017 6.333"" 219
Sincerity .092 1.478
Relativeness 125 2.010°
Mysteriousness 242 3.905
Unreality -.031 -.493
Y p<05, 7 p<01, 77 p<.001
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3. The effect of authenticity and fictionality of
brand story on brand attitude

Eel9) QYA STel WAV BAS Aabe] nE G BARsAT

2 AFEAE Hdst7] s B AR A
A 549 shaclS SHBSE, B He
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HPE H=Ql Hrio mA= FFS 24T 23
(Table 6)3} Zro] AAA(8=.194, =3.206, p<.05),
u|Q(f=262, =4.327, p<.001), FIF(B=.127,
2.101, p<.05), JAA(8=.178, =2.936, p<.05), AT
A(8=.182, =3.012, p<.01), AH]A(8=.220, +=3.646,
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<Table 6> The effect of authenticity of brand story on brand attitude

Dependent variable Independent variable B t F R’
Reality 194 3.206"
Excitement 262 4327
Exaggeration -119 -1.969
Fictional symbolism -.075 -1.235
Judgement Influence 127 2.101" 7.8317" 258
Sincerity 178 2.936"
Relativeness 182 3.012"
Mysteriousness 220 3.646™
Brand Unreality -.049 -.814
attitude Reality 024 378
Excitement 291 4511
Exaggeration .061 .949
Fictional symbolism .004 .055
Feelings Influence 174 2.695" 4.198"" 157
Sincerity .062 970
Relativeness .093 1.440
Mysteriousness .075 1.167
Unreality -.140 -2.180°
Y p<05, 7 p<01, 77 p<.001
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23 o, 9T, vl Felt dFE Al
A Ao FAH o duEE Fuid (=291, =
4511, p<.001), F3FE(4=.174, =2.695, p<.01), H]&
AR (B=140, =2.130, p<.05)9] ATH}Z UeAch
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&= H9] O & (Chiu et al., 2012; Lundqvist et al., 2013),
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FASIH= AP ATL(Bae et al., 2020; Jeong et al.,
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fRlo] BHHE o]nmx|e} B BFE {-oJu|gt Tk

<Table 7> The effect of brand image on brand resonance
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4. The effect of brand image and attitude on
brand resonance
BAE olAel 443 P SPuse, B
339 FRYE, PO, FHITE B&uS
sto] T3 ARAS AARE A3= (Table 7)3%
o}, FR9 o= AAN(A=.222, =3.429, p<.01), A
(B8=.262, t=4.050, p<.001)°] HAH ()2 IS u|
I olsloH, o590 A9 11.8%At. T

=

Mooy HU Il'l

Dependent variable Independent variable B t F R
Imagery 222 3.429™ e
Sharing intention . 14.078 118
Performance 262 4.050
Imagery 267 4.149™
Purchase intention . 16.085 133
Performance .249 3.868
Imagery 314 4.796""
Recommendation intention 11.626 .100
Performance .033 .502

#x

p<.01, ™" p<.001
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ARF Y e 25.6%2 YegTh 2Howo)=
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V. Conclusion
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A, BRHE AE9] 143 5442 dAA,
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<Table 8> The effect of brand attitude on brand resonance

Dependent variable Independent variable B t F R
Judgement 259 3.963™ .
Sharing intention " 11.736 .101
Feelings 182 2.787
Judgement 172 2.896"
Purchase intention . 36.117 256
Feelings 476 7.990
Judgement 168 2.745" .
Recommendation intention -~ 27.784 209
Feelings 425 6.931

Y p<05, 7 p<.001
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