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Abstract
Electronic commerce has become a global phenomenon. “Online is now becoming an
integral part of any country’s economy ……..it is important for businesses to understand
where the future opportunities will be” (Interactive Media in Retail Group, 2012). By
2017 60% of all U.S. retail sales will involve the Internet in some way, either as a direct
electronic commerce transaction or as part of a shopper’s research on a laptop or mobile
device (internetRetailer.com, 2014). With worldwide electronic commerce increasing
exponentially, there are significant opportunities available for businesses that are
competent in the online environment (eMarketer.com, 2013).

However the inauthenticity of online; brands, services and communities hinders the
potential efficacy of electronic commerce in New Zealand and probably the World. The
research reveals that consumers that can appropriate authenticity in their online; brands,
community, and service will be more likely to engage in positive consumption behaviour.
Moreover, with online consumer purchases in 2014 involving 3.5 billion global
consumers spending $1.5 trillion euro’s the online retail opportunities are significant
(eMarketer.com., 2013).

Yet while there have been numerous studies focused on various aspects of electronic
commerce, a review of academic research identifies a knowledge gap in the
conceptualisation and measurement of consumer authenticity online.

In order to fill that deficit a literature review is conducted. The literature review reveals
the following nine primary constructs of authenticity: Approximate (Iconic),
Identification, Production, Situation, Social, Moral, and Pure (Indexical) Authenticity,
Virtuous and Practical Self and Interpersonal Self-authentication.
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The research uses these constructs (in addition to: consumption behaviour and its two
constructs - rational and experiential thinking) to build a conceptual model and develop
hypotheses to explain consumer authenticity online.

In order to test the theoretical model a survey instrument is constructed using measures
selected from academic articles based on their ability to validly measure the constructs in
the model. The survey is then used to collect data from five hundred randomly selected
online consumers from the wider Auckland district of New Zealand. The data collection
method is via surveys administered on a face-to-face basis.

After data collection and cleaning a two-stage data analysis procedure begins: The first
stage comprises descriptive data analysis to identify the trends of the dataset. The second
stage or model development stage uses a two-phase process of confirmatory factor
analysis to develop the model and determine its validity, and structural equation model
analyses to test the hypothetical relationships. This is achieved by measuring the
hypotheses of the original model and then modifying the model to better represent the
characteristics of the dataset as advised by the AMOS analysis output.

Finally, both the accepted and rejected hypothesised relationships conceptualised in the
alternative SEM model are analysed from; theoretical, consumption modes and consumer
interpretation perspectives and the managerial implications determined.
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1.0 CHAPTER ONE - THESIS INTRODUCTION

1.1 CHAPTER INTRODUCTION
This chapter explains the rationale that underpins the research. It examines consumer
online purchase behaviour both internationally and within New Zealand. The research
argues that consumer authenticity online is important because of the economic
importance of online purchase behaviour. However, there are emerging issues that are
identified from both a practical as well as a theory based perspective. In this chapter
the gap in the current understanding is identified, and this leads to the primary
motivation for the research, that is: “To conceptualise and measure consumer
authenticity online”. The research contribution of the study is then presented and
followed by an explanation of the structure of the thesis. Chapter one then concludes
with a chapter summary.

1.2 STUDY RATIONALE
The research conceptualises and measures consumer authenticity online. By
understanding this we can determine an online consumer’s behaviour when relating to
the brand, the community, and the service. We can then identify the drivers of and the
impediments to the consumer’s online purchase behaviour. With this knowledge we
can devise effective strategies that better enable buyers and sellers to trade in an
online marketplace.

Consumer authenticity online is of interest because it relates to:
1. Online consumer purchase behaviour.
2. Consumer authenticity theory: The theoretical issues around conceptualising
and measuring consumer authenticity online.
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1.2.1 ONLINE CONSUMER PURCHASE BEHAVIOUR
International Online Consumer Purchase Behaviour
As of March 2014 there are in excess of approximately 2.9 billion Internet users,
comprising over 40% of the World’s population (Internet World Stats, 2014), with
some agencies claiming that 3.5 billion global consumers spend $1.5 trillion euros
(eMarketer.com., 2013). Forrester Research Incorporated (2013) report that “by 2016,
web-influenced offline spending and online retail sales combined will account for
US$1.99 trillion, or 52% of all retail spending in the United States, which the research
firm estimates will reach $3.80 trillion”. For the twelve months up to September 30,
2012, eBay had a net total payment volume of US$136.84 billion (eBay Inc., 2012).
For the year ended 31 December, 2011, Amazon had net sales of US$48.36 billion
(Amazon.com, 2012). Comparing the turnover for these two internet based companies
with the US$24.75 billion spent on video games, hardware and accessories offline and
online in the US in 2011 (ESA, 2012) puts into perspective the enormity of the online
marketplace. This growth continues unabated (Interactive Media in Retail Group,
2012) and is due to the size and speed of expansion of the online community.

When analysing the growth of the online community, it is clear that the European
region is currently the largest electronic commerce market in the world. The European
online market posted 19% growth in 2011 in business-to-consumer sales to reach an
estimated $307 billion. North America is the second largest online marketplace at
$297 billion (The European Multi-channel and Online Trade Association, 2012). In
China this growth is even more rapid than Europe. Forrester Research Incorporated
estimates that online sales in China will grow 27% a year from 2010 to 2015 to reach
$159.4 billion by 2015 (Interactive Media in Retail Group, 2012).

Even though it is inevitable that growth will slow, firstly in the more mature markets,
for example, Europe, North America, and Japan, the online market will continue to
grow for the foreseeable future, with China eventually becoming the largest single
market in the world (IMRG, 2012).
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New Zealand Online Consumer Purchase Behaviour
This research focuses on New Zealand’s online consumer purchase behaviour. New
Zealand online consumers exhibit characteristics similar to the mature markets of
Europe, North America, and Japan, which means that the online market growth is
slowing. However, total New Zealand online sales exceeded NZ$3.2 billion in 2013,
and it is expected to increase to NZ$5.4 billion by 2016. More than two out of three
New Zealander’s aged 25 to 44 now shop online. 1.8 million New Zealanders made
an online purchase within the twelve month period prior to the 2012 national census
survey (Statistics NZ, 2013). In 2012, more than 70 percent of New Zealanders aged
25 to 34 years conducted an online purchase. Consumers aged between 35 and 44
years making an online purchase increased by 14 percent to a total of 68 percent in
that twelve month period prior to September 2012 (Statistics NZ, 2013). This growth
in online commerce is facilitated by the increasing consumer adoption of Internet
connection services.

Statistics NZ (2013) claims that New Zealanders are more connected to the online
environment than ever before. In 2013, 80 percent of New Zealand households had an
Internet connection. Moreover, Statistics NZ (2013) has determined that 85 percent of
Auckland households have an internet connection, and this is an increase of 9 percent
from the 2009 census. Admittedly, the rate of new connections is slowing as internet
connections get closer to 100 percent.
Furthermore, “broadband access has almost entirely replaced dial-up and is now the
connection of choice for nearly 90 percent of recent internet users” (Statistics NZ,
2013). Broadband access provides faster Internet connections, which allow users to
quickly download large files. This faster access service permits web pages that have
lots of graphics and videos et cetera to download quickly (BBC, 2014).

In 2014 the way New Zealanders connect to the internet is also changing. Between
2009 and 2012 the number of households using more than one device to access the
internet had nearly doubled, from 21 percent to 40 percent (Statistics NZ, 2013). In
2009, the most popular connection device combination was overwhelmingly a
desktop and a laptop. In 2012, this had shifted to a laptop and a mobile phone.
“Rather than depending on a fixed device (for example, a desktop), each person in a
13

household can have their own personalised device to connect to the Internet”
(Statistics NZ, 2013). Smart-phones have now impacted on online users, with a third
of households reportedly using a mobile phone to access the Internet in 2012, an
increase of 26 percent since 2009 (Statistics NZ, 2013). At an individual level, a
quarter of all recent Internet users now connect via their smart-phone (Statistics NZ,
2013).

Emerging Issues
However, the risks to this increasingly internet-reliant population are considerable as
it is generally accepted that the online marketplace is a high risk trading place (Chang
and Wong, 2010; Gregg and Scott, 2006; Rietjens, 2006). There may be millions of
anonymous potential buyers from across the world viewing or participating in an
online auction (Chang and Wong, 2010). After concluding a transaction on one site, a
trader can conveniently and at low cost move to another. This is because shopping in
online auction sites feature low-entry thresholds and easy-to-acquire accounts (Gregg
and Scott, 2006). Online auction sites also present buyers and sellers that can be
diverse, anonymous, and temporally and physically separated (Gregg and Scott,
2006). This combination of anonymity, low-entry thresholds, and separation between
buyer and seller, gives rise to problems such as deception and fraud (Chang and
Wong, 2010). Online deception and fraud is prevalent because of the ability of a
fraudster to hide their identity online. Fraudsters, either sellers or buyers, may be
untraceable. They can hide behind false personas anywhere around the globe. They
may reside in different time zones, different geographic regions or countries from the
individuals they deceive. Many of these countries have varying legal regulations,
particularly in the online environment, and legal redress for the victims is generally
unlikely (Gregg and Scott, 2006).

Fraudsters are aided by the fact that online markets are often characterized by a large
proportion of trades that are one-off transactions. Because of this, online buyers and
sellers often do not gain the opportunity to build a mutual relationship (Pavlou and
Gefen, 2004). This inability to build relationships threatens online trading behaviour.
This is because traders cannot differentiate between traders that are credible and/or
benevolent and those that are more likely to deceive (Pavlou and Dimoka, 2006).
Pavlou and Dimoka (2006) define credible sellers as sellers that provide exceptional
14

product delivery, precise product representation, and close adherence to fulfillment of
guarantees. Benevolent sellers are defined as sellers that show extraordinary goodwill
behaviour, show empathy to the buyer’s needs, go beyond “the call of duty”, and do
not take advantage of the buyer despite having the chance to do so (Pavlou and
Dimoka, 2006).

Because online consumers are unable to differentiate between individuals who are
credible and/or benevolent and those likely to deceive, they look for cues from the
online environment to ensure they will not experience a loss when making a purchase
online (Chang and Chen, 2008). Unlike offline retail stores where the consumer can
detect these cues whilst they interact with a salesperson and the merchandise, online
shoppers cannot. These conditions increase the perceived risks with regard to online
shopping (Shim, Eastlick, Lotz, and Warrington, 2001). Therefore, as more virtual
marketplaces become available to consumers and more consumers buy online,
providing cues to help differentiate between favourable and unfavourable traders
becomes increasingly important. This is necessary not only to protect consumers from
dishonest vendors and vendors from dishonest consumers but also to protect the
reputation of the online site. For that reason, the auction site has an interest in
assisting the consumer to differentiate between honest and dishonest traders (Pavlou
and Dimoka, 2006). This requires the institution to provide information on the
trustworthiness of the traders.

The responsibility for differentiating between credible/benevolent traders and others
and for building dependability in the buyer-seller relationship resides with the
reputation management systems. These reputation management systems have been
developed by online auction sites to help estimate the trustworthiness of unknown
buyers and sellers (eBay, 2013; trademe, 2013). The online feedback forum is such a
reputation management system. It is a feedback mechanism where buyers can post
feedback about their past transactions with sellers and vice versa. The feedback
mechanism attempts to create an environment where buyers and sellers can learn
about each other’s previous transactions through word-of-mouth communication. This
form of communication is considered the most effective means for building trust
because word-of-mouth communication is credible, objective, and influential, and
among impartial buyers it is unlikely to be biased or profit driven (Kamins, Folkes,
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and Perner, 1997; Milgrom, North, and Weingast, 1990). Also, people tend to rely on
the opinions of others to form their beliefs (Banerjee 1992).

Hence, in the online marketplace, buyers generally believe in the integrity of sellers
who have accrued many positive ratings as feedback. This is because these ratings are
signals for a superior reputation (Ba and Pavlou 2002). Buyers believe these reputable
sellers are less likely to cheat because they want to protect their superior reputation.
Moreover, as Melnick and Alm (2002) ascertain, buyers are more likely to place their
faith in reputable sellers. Consequently, feedback mechanisms have been shown to
build buyers’ trust in sellers (Pavlou and Gefen, 2004), sellers’ trust in buyers and
both buyers’ and sellers’ trust in the online auction site.

Trademe uses a feedback forum similar to other online auction sites. The feedback
forum helps mitigate the risks involved in trading in an impersonal and anonymous
marketplace. This forum enables the collection and dissemination of information
about the transaction behaviour of buyers and sellers based on previous trading
partners’ experiences. Therefore the feedback mechanism is a tool to improve conduct
on the website by discouraging negative behaviour and encouraging trade, and by
reducing risk for buyers and sellers.

But does the feedback mechanism reduce risk for the online consumer? Does the
feedback forum provide feedback that is indicative of the trader’s true experience?
Resnick and Zeckhauser (2001) claim that of the feedback provided on eBay by
buyers, 99.1% is positive, while only 0.3% is neutral and 0.6% is negative. Is this an
accurate assessment of the many traders’ experiences whilst buying and selling on
eBay? This high percentage of positive feedback could be partially due to the social
convention of not wanting to do something that would be considered wrong in the
eyes of the community. Or, the high frequency of positive feedback could be a matter
of trader courtesy (Rietjens, 2006). On the other hand, Calkins (2001) suggests it may
be due to the perceived threat of reprisal that induces members to post positive
feedback. For example, a seller might not give negative feedback out of fear that the
buyer will retaliate by giving the seller negative feedback in a “tit for tat” reprisal.
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So it would seem that the feedback presented by buyers and sellers may not be
indicative of the trader’s true experience. A trader may moderate online feedback to
maintain social convention, reduce offence, or as a defensive strategy to avoid the risk
of retaliation. There are also offensive deceptive strategies.

The extant literature suggests that feedback mechanisms on online auction sites can
be, and have been, successfully circumvented by fraudsters in several ways. Because
individuals know the importance of positive feedback to online traders, there have
been instances when unethical buyers have blackmailed individuals to perform acts
they are not legally obliged to carry out (Baron, 2002). For example, a buyer could
deny receiving an item and threaten the seller with negative feedback unless the seller
refunds their purchase price. The retailer may then refund the buyers purchase price to
prevent receiving negative feedback. Another example of deceiving the reputation
system of an online marketplace, is when a trader creates multiple identities; using
one identity, they can leave themselves positive feedback that appears legitimate to
anyone later checking their member profile. Members can also conspire together to
ensure they receive positive ratings from each other to upgrade their member profile
(Rietjens 2006). Alternatively, members can collude with other members to leave a
competitor negative ratings, or similarly, create multiple member identities and use
these different identities to leave a competitor negative feedback to lower their
reputation. Either or both strategies could be utilised in an attempt to push a
competitor out of the market (Dellarocas, 2000). Fraudsters may also lure
unsuspecting customers into high value transactions and then take advantage of them
in the following way: if fraudsters first make a large number of credible trades of low
value to gain a good reputation they can then lure the unsuspecting customer into a
high value transaction to defraud them. This is a successful deception because
feedback given for low-value transactions is as valuable as that for high-value
transactions (Rietjens, 2006).

It could be concluded that because of the reasons stated above, consumers cannot rely
on the feedback forum as eBay and Trademe suggest. So if they cannot rely on the
institutions feedback mechanism to differentiate between ethical traders and other
kinds, what can they rely on? It is understood that consumers look for cues from the
online environment to make sure that they will not experience a loss when making an
17

online purchase or sale (Chang and Chen, 2008). These clues are indicators of
authenticity, and it is the authenticity of the brand, the community, and the service
that the consumer seeks.

The study presumes that if buyers and sellers can be confident about the authenticity
of the online brand, community, and service, e-commerce will be transacted more
effectively. It is at this point that the research seeks to understand consumer
authenticity in an online context in order to determine its constructs and identify a
means of measuring them. However, in order to understand how to measure consumer
authenticity, we must first refer to the literature. From the literature we can identify
both authenticity’s founding constructs and previously determined hypothesised
relationships.

1.2.2 CONSUMER AUTHENTICITY THEORY
Having established the economic and emerging issues regarding online consumer
behaviour, it is necessary to understand consumer authenticity as it applies in the 21st
century online consumption environment. To this end the research refers to the
literature.

Consumer (corporate) Authenticity
Brand managers value authenticity because as Brown, Kozinets, and Sherry (2003)
posit, “the search for authenticity is one of the cornerstones of contemporary
marketing” (p. 21). Modern marketing intentionally creates tension between authentic
and inauthentic products and services (Brown, Kozinets and Sherry 2003; Chiu,
Hsieh, and Kuo, 2012). Authenticity in branding can build believability and
encourage consumer confidence (Beltramini, 1982) for example, by having warning
labels listed on cigarette packaging and alcoholic beverages (Andrews, Netemeyer
and Durvasula 1991). Furthermore, Beverland (2009) suggests that authenticity is
central to corporate reputation and brand status, and that authentic brands are “worthy
of acceptance, authoritative, trustworthy, not imaginary, false or imitation,
conforming to an original (p.15). “Authenticity is the benchmark, against which all
brands are judged” (Grant, 1999, p.98), and it is a key source of competitive
advantage and in recent times of economic crisis can be a universal brand remedy
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(Abimola and Kocak, 2007). Brands that are deemed authentic realise “a significant
and direct impact on a company’s bottom line” (Eggers, O’Dwyer, Kraus, Vallaster
and Guldenberg, 2013, p.341). Moreover, consumers seek authenticity (Beverland and
Farrelly, 2010), and as Grayson and Martinec (2004) argue, that authenticity is a key
component in consumers’ lives, and that this is reason enough for companies to
manufacture an impression of authenticity (Guy, 2002).

But consumers have lost trust in organisations (Gerzema and Lebar, 2008) and they
often associate advertising with exaggeration and deception (Holt, 2002). There is a
disconnection between the consumer and the organization, which damages trust and
brand reputation (Leitch and Davenport, 2011). Furthermore, Boorstin (1964) focuses
scholarly attention on the increasing prevalence of pseudo-events that are designed to
influence and/or deceive an audience. He argues that reality or originality gets lost as
our world manufactures an environment where fantasy is more real than reality (p.37).
Additionally, Baudrillard (1988) proposes that today’s consumption experiences lack
originality and that the line between real and fake is blurred. Beverland (2005)
explains how wine brands craft perceptions of authenticity “through making links to
place, using traditional production methods, ensuring stylistic consistency, using
culture and history as referents, and appearing above commercial considerations
through decoupling their business and production practices from their espoused
philosophies and public persona” (p.1012).

However, the consumer is now aware of the propensity of brand managers to use the
individual’s quest for authenticity as an opportunity to deceive or entrap them, and in
today’s transparent society authenticity that is merely a marketing ploy will be
quickly detected (Eggers, O’Dwyer, Kraus, Vallaster and Guldenberg, 2013; Guy,
2002; Peterson, 1997). Consumers do not just base their perception of brand
authenticity on whether the company communications appear authentic. Consumers
are seeking organisations that are authentic as a whole. Authenticity must be the
overarching culture of the organisation (Weinberger, 2008). This can be illustrated by
a customer-facing employee who is instructed by a supervisor to be customer focused
yet their remuneration is based on the number of financial transactions they complete.
Here there is a conflict of interest between the management instructions and the
organisation’s remuneration system. In this situation of providing service to the
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customer, it is the employee who will choose between the two contradicting systems
and it is the customer that will quickly detect the contradiction and the lack of service
authenticity (Eggers et al., 2013).

Consumer (self-constructed) Authenticity
As a result of the lack of authenticity in today’s social and consumption practices,
Leigh, Peters and Shelton (2006) claim that consumers are constructing their own
kind of authenticity. This is illustrated by the experience of authenticity gained
through driving and restoring classic automobiles rather than having them repaired by
a professional or purchasing a new vehicle (p.484). Also Belk and Costa (1998) reveal
how modern consumers actively seek socially constructed authentic experiences
through fantasy “as a quest for self-transformation in a socially constructed alternative
reality” (p.236). They describe “how modern mountain men enact fantasy experiences
of a primitive alternative reality” as a temporary escape from modern reality in a form
of consumption authenticity (p.218). Rose and Wood (2005) concur, explaining how
consumers today gain the greatest enjoyment from reality television where
“consumers find self-relevant goals/tasks in an entertaining fantasy locale” (p.289).
Furthermore, MacCannell (1973) describes tourists who, seek authenticity through
alternative or primitive journeys and holidays because they experience alienation
through their modern, daily working lives.

Consumer (historical) Authenticity
But is the quest for authenticity in consumption a recent phenomenon? Jacknis (1990)
states that “authenticity is a general preoccupation of modern western culture” (p.9).
MacCannel (1999) proposes that authenticity is “the key to the development of the
modern world” (p.145) In addition, Rose and Wood (2005) explain how consumers
increasingly value authenticity in a postmodern mass-production age. However, this is
not a just a modern phenomenon. Consumers have sought authenticity for hundreds of
years. Phillips (1997) describes how interest in authentic religious relics existed in
Europe during the ninth to eleventh centuries. Clunas (1992) identifies consumer
demand for authenticity in fifteenth and sixteenth century China. In addition, Orvell
(1989) argues that consumer preoccupation with separating the authentic from the
imitation “has been a key constituent in American culture since the Industrial
Revolution” (p.16).
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The Current State of Consumer Authenticity
However, even though the literature claims that authenticity is relevant to consumers,
it is rare to find an academic article that develops a conceptual model of authenticity
in either a marketing or consumer behaviour context. Moreover, Grayson and
Martinec (2004) state: “consumer research has not given considerable focused
attention to authenticity” (p.296). Today scholars still agree that the concept is not
well understood and is yet to be clearly defined (Beverland and Farrelly, 2010;
Napoli, Dickinson, Beverland and Farrelly, 2013). However, most recently Napoli,
Dickinson, Beverland, and Farrelly (2013) in their seminal study develop a
psychometrically robust measure of brand authenticity from a consumer’s perspective.
Their scale measures the ability of a brand to create an enduring mental association
between it and a consumer by providing elements of authenticity to the individual.
Furthermore, Eggers et al. (2013) use a model development approach to investigate
linkages between brand authenticity, brand trust and SME growth from a CEO’s
perspective. Interestingly, both studies conclude that features akin to excellence,
dedication, tradition and genuineness are important drivers of authenticity - Napoli et
al (2013) from a consumer’s viewpoint and Eggers et al. (2013) from an
organisational perspective. However, in both Napoli et al. (2013) and Eggers et al.
(2013), online data collection is used and as Eggers et al. (2013) emphasise, “it is still
possible that the method (electronic data collection method) led to bias in the findings,
notably non-response bias” where, for example, the response rate to the online survey
was 2.85% (p.346). In addition, Napoli et al. (2013) point out several limitations:
Firstly, their study analyses only the following four factors - quality, commitment,
heritage and sincerity. Another limitation of the Napoli et al. (2013) study is that the
measures for each of the constructs have been obtained from the same source, and this
may have an effect on the results produced (Eggers et al., 2013). They also ponder on
whether brand authenticity evaluations may vary across cultures (or market segments)
and note that this has implications for managing brands across cultures. These
recommendations are noted for this study and are also evidence that authenticity is a
relevant concept for research.
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1.3 RESEARCH QUESTION
This research is based on the notion that online consumer purchase behaviour and the
theoretical issues surrounding conceptualising and measuring consumer authenticity
online are significant. Their significance is due to the economic impact of electronic
commerce and the lack of scholarly research into consumer authenticity online. That
is, the dearth of quantifiable studies into determining consumer authenticity online
and the lack of face to face data collection on which to base a study. Therefore, given
these gaps in the knowledge regarding consumer authenticity online, the research
intends to fill the theory gap by answering the following research question.
“How do you conceptualise and measure consumer authenticity online?”

The research question will be answered through a four stage process:
1. Conceptual model and hypotheses development: A literature review is
conducted to determine the current state of knowledge on authenticity. Then
based on the findings of those articles, a model is theorised based on the
hypothetical relationships and the constructs drawn from the literature.
2. Questionnaire development and data collection: After the conceptual model
and hypothetical relationships are developed, a questionnaire is constructed
using measures selected from different articles from the marketing and
consumer behaviour literature to minimise the potential for common method
bias (Napoli et al., 2013, p.7). The measures are selected based on there being
at least three items present that can measure the constructs in the model, and
that the items are valid (as measured by Cronbach’s alpha, construct reliability
and the average variance extracted) (Hair, Anderson, Tatham, and Black,
1998). Then as recommended, five hundred randomly selected online
consumers from the wider Auckland district are surveyed (Davis, Lang and
San Diego, 2014). After data collection the dataset is then collated in MS
Excel and rigorously checked for input accuracy (Bagozzi and Yi, 2012).
3. Data analysis using both measurement model assessment and descriptive data
analysis (DDA): Before data analysis can commence data cleaning is
necessary to clean the data for missing values, outliers and normality (Kline,
2005). Descriptive data analysis is then used to gain an insight into the
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characteristics of the dataset (Tukey, 1977). Measurement model assessment is
then conducted using confirmatory factor analysis (CFA). The CFA ensures
that the specified relationships between the constructs and the indicators are
valid (Bagozzi and Yi, 2012).
4. Hypothesis and conceptual model testing: Structural equation modelling
(SEM) is used to test the hypothesised relationships and confirm that the
model accurately represents the dataset (Bagozzi and Yi, 2012). This is
achieved by modifying and developing an alternate conceptual model to the
point that it best represents the characteristics of the dataset as measured by
model “goodness of fit” (Bagozzi and Yi, 2012). This modified version of the
conceptual model is known as the alternative model.

1.4 RESEARCH CONTRIBUTION
This research contributes to the understanding of how to conceptualise and measure
consumer authenticity online in four ways: theoretical, empirical, methodological and
managerial.
Theoretical: Research of academic articles provides the constructs and the
hypothesised relationships upon which the conceptual model is based. The literature
also supplies the measures used in the data collection instrument (based
predominantly on a Cronbach’s alpha of at least 0.6, but coefficient of reliability and
average variance extracted are also considered).
Empirical: Data is gathered from random previous and/or current online consumers to
gain a consumers’ perspective (Eggers et al. 2013; Grayson and Martinec, 2004). The
researcher conducts a face-to-face study of 500 randomly selected consumers in the
wider Auckland area in New Zealand (Davis, Lang and San Diego, 2014). This data
collection method is inclusive of different individuals’ groupings (Napoli et al., 2013)
as Auckland represents a diverse and multicultural population (Statistics NZ, 2013).
Methodological: Through descriptive data analysis to overview the dataset and gain a
feeling for what the data offers (Tukey, 1977), model development is carried out to
test and measure the conceptual model using confirmatory factor analysis (Bagozzi
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and Yi, 2012), as is hypotheses testing through structural equation modelling to
determine the significance of the proposed hypotheses (Jöreskog and Sörbom, 1993).
Managerial: As a result of the data analysis and discussion, three sets of conclusions
are drawn: 1) management implications, as the research offers pragmatic strategies
that online retailers may use to improve the efficacy of the online marketplace; 2)
research limitations, which are identified and explained, and 3) possible future
research directions.

1.5 THESIS STRUCTURE
There are five chapters that form the structure of this thesis:

In chapter one the conceptualisation and measurement of consumer authenticity
online is presented. It is argued that consumer authenticity online is important both
because of the economic importance of online purchase behaviour and the emerging
issues from a practical and theory based perspective. The gap in current understanding
is identified and this leads to the research question. The research contribution is
described and the thesis structure and chapter summary then conclude the chapter.

Chapter two conducts a literature review and presents the conceptual model. The
literature review focuses on understanding authenticity as it applies in a marketing
and consumer behaviour context. Notable works that define authenticity are selected
from recent reputable marketing and consumer behaviour journals and examined. The
hypotheses drawn in these studies are used as the bases for the construction of the
conceptual sub-models (see Appendix D) that form the hypothetical conceptual model
in this research.

Chapter three describes the methodology of this research. The methodology has four
phases: 1) the Trademe research site, 2) questionnaire development, 3) data collection,
and 4) data analysis. The data analysis phase is divided into a two-stage descriptive
data analysis (DDA) and model development data analysis. The model development
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data analysis is then further broken down to a two-step process of confirmatory factor
analysis and structural equation modelling.

Chapter four presents the results from both the descriptive data analysis and the model
development analysis. The model development analysis includes both the
confirmatory factor analysis (CFA) and the structural equation model (SEM) results.
Chapter five discusses the results from Chapter four, explains the research limitations
and the managerial implications, and concludes the thesis.

1.6 CHAPTER SUMMARY

This chapter establishes the rationale for the study, that is, the economic importance
of online purchase behaviour. It describes the online environment and presents the
theoretical issues around conceptualising and measuring consumer authenticity online.
The research question is stated: “How do you measure and conceptualise consumer
authenticity online?” The research contribution is explained, and the thesis structure
described.
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2.0 CHAPTER TWO - LITERATURE REVIEW

2.1 CHAPTER INTRODUCTION

Chapter two conducts a literature review of recent prominent articles from the
academic literature on marketing and consumer behaviour. This literature review
determines the current state of knowledge on authenticity. The research then defines
and conceptualises authenticity in a hypothetical model. The model is constructed
where authenticity is based on literature defined constructs and hypothesised
relationships, and the relationship between authenticity and consumption behaviour,
including consumption behaviour’s two reflective constructs. The relationships
between authenticity and both its primary and secondary constructs and consumption
behaviour, including its two reflective constructs, are presented as hypotheses to be
tested in chapter three.

2.2 DEFINING AUTHENTICITY

Chapter one has introduced authenticity theory and its emerging issues. However, in
order to conceptualise consumer authenticity online, it is necessary to review the
marketing and consumer behaviour literature to establish a definition of authenticity
that is relevant to online consumers today.

Consumer Authenticity Today
The late 20th to early 21st century is a post-modern age of simulation and hyperreality, in which authenticity is no longer of interest to consumers (Baudrillard, 1983;
Eco, 1986). It is suggested that this is because as contemporary lifestyles have become
increasingly contrived and inauthentic, the boundaries between real and fake have
become blurred (Leigh, Peters, and Shelton, 2006, p.481). When combined with
commercialism, the consumer’s ability to tell the difference between the real and the
fake has been undermined (Baudrillard, 1988; Grayson, 2002). For example, nostalgic
images reflecting an object’s authentic heritage may have no basis in reality (Napoli et
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al., 2013). It is now at the point where the consumer has lost interest in determining
the difference between what is real and what is manufactured (Baudrillard 1983). As a
result, consumers no longer differentiate between the authentic and the replica.
Authenticity is now manufactured by, or on behalf of, the consumer (Grayson and
Martinec, 2004). Technological advances have intensified this culture of simulated
authenticity, for example, software applications like CAD can replicate items and
personalise them to suit the individual.
Consumer “Fake” Authenticity
Consequently, the post-modern consumer does not associate authenticity with what is
real and/or original. Rather, as Baudrillard (1988) posits, post-modern consumers
construct “fake” replications of themselves that are viewed as being “more real” than
the original (p. 41). This claim is supported by Eco (1986) who proposes “a
reproduction is superior to the original; for example, a museum representation is more
effective than the scene it represents” (p. 8). Furthermore, reproduced or fake
authenticity is attributed to commercial enterprises such as reality television (Rose
and Wood, 2005) and advertising (Stern, 1994). For example, Stern (1994) suggests
that, even though advertisements may be mere representations of reality, they can be
considered authentic if they “convey the illusion of the reality of ordinary life in
reference to a consumption situation” (p.388). Similarly, Rose and Wood (2005) show
consumers attributing authenticity to the fiction-oriented entertainment genre “reality television”. In this case, the television programme successfully turns fantasy
into an authentic consumer experience. This is achieved by blending the viewers’
lived experiences and aspirations with the programme’s fantasy elements that inspire
the viewers’ imagination. Similarly, fake authenticity is also illustrated by Eco (1986),
who explains that through hyper-reality “the American imagination demands the real
thing, but to attain it, must fabricate the absolute fake” (p.7). Leigh, et al., (2006)
support this theory and suggest that western consumers delight in the escapist,
constructed reality that embodies pseudo-events to the extent that today’s
consumption practices lack depth or originality. Accordingly, it has been assumed that
the post-modern consumer prefers the easily accessible replica to the more
inaccessible original (Baudrillard, 1988).
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The Significance of Consumer Authenticity
Alternatively, it can be argued that in this age of simulation and hyper-reality, the
acquisition of an authentic item may be more alluring than in the past. An example of
this is the purchase of a wide variety of products, such as ethnic food, travel
souvenirs, athletic shoes, antiques, and original art. In addition, there is an increasing
body of evidence supporting the belief that authenticity is now so sought-after that it
is a central theme in contemporary culture, as suggested by Beverland, Lindgreen, and
Vink (2008); Grayson and Martinec (2004); Leigh, Peters, and Shelton (2006); Napoli
et al. (2013); Rose and Wood (2005). Hence, contrary to Baudrillard (1983) and Eco
(1986), Leigh, Peters, and Shelton (2006) suggest that the role of authenticity is
becoming increasingly significant in spite of contemporary culture’s increasingly
contrived and inauthentic nature. Additionally, Beverland, et al., (2008) confirm that
the increasingly inauthentic or unbelievable nature of many mass marketing strategies
(by mainstream advertising, market segmentation, and direct selling) makes
authenticity ever more important in contemporary marketing strategies. For example,
some brands have had their authenticity reduced due to mass marketing (Beverland,
2005) whilst others have become generic household terms (for example, as in the
cases of Hoover and Google).

The Academic View of Consumer Authenticity
The extant literature suggests academics have used the concept of authenticity as a
lens to view the consumers’ experience with consumption (Beverland and Farrelly,
2010), goods and services (Bruner, 1994; Grayson and Martinec, 2004), food and
beverage industries (Beverland, et al., 2008), luxury wines (Beverland, 2005), the
tourism industry (Cohen, 1988; Cohen and Cohen, 2012; MacCannell, 1973; Wang,
1999), reality television (Rose and Wood, 2005), subcultures (Leigh, Peters and
Shelton, 2006), and advertising (Chiu, Hsieh, and Kuo, 2012). Moreover, scholars
have focused on studying authenticity from various perspectives: existential, both
intra-personal and interpersonal (Wang, 1999), iconic, indexical and hypothetical
(Grayson and Martinec, 2004), self-referential and hyper-authentic (Rose and Wood,
2005), objective, constructive, and existential, (Leigh, Peters and Shelton, 2006),
pure, approximate and moral (Beverland, et al., 2008), control, connection and virtue
(Beverland and Farrelly, 2010), and hot and cool (Cohen and Cohen, 2012).
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Locating Consumer Authenticity
As brand managers build authenticity into a corporate identity, it has been discovered
in tradition, culture and craftsmanship, (Beverland, et al., 2008). Drawing on
historical associations, authenticity has been shown to be central to consumer roles
within subcultures, for example as experienced in classic car clubs (Leigh, Peters and
Shelton, 2006). Historical associations have also been found in communication
strategies building brand authenticity with luxury wine makers (Beverland, 2005).

Evaluating Consumer Authenticity
Beverland (2005) shows that consumers are offered authenticity through sincere
messages to convince them of the item’s commitment to tradition, passion for craft,
and production excellence. There is also public disavowal of the use of modern mass
production techniques and commercial motivation (p.1025). But the literature
suggests authenticity means more today than reassuring consumers of genuineness
(Beverland, et al., 2008). Authenticity is a subjective evaluation of genuineness
attributed to an object by a consumer (Napoli, et al., 2013). For example, some
tourists collecting artefacts believe that the authenticity of an item is found in the
article being constructed by a craftsman of a particular tribe and being for a specific
purpose, whereas others find authenticity in mass produced (iconic) representations of
the original object (Cohen and Cohen, 2012). Authenticity may be based on sincerity,
innocence and originality (Fine, 2003), or being simple, honest and natural (Boyle,
2003). It may be related to the genuineness, reality, or truth, of the object or
experience (Grayson and Martinec, 2004). It can be based on a product being true to
its heritage, natural, non-commercial, historically grounded, and using traditional
modes of production (Beverland 2005). Furthermore, authenticity can infuse the item
or experience with a set of values that differentiate it from other, more
commercialised brands. The literature suggests that “the nature of authenticity in
consumption is contested” (Beverland and Farrelly, 2010, p.838). Yet Grayson and
Martinec (2004) demonstrate that ultimately, consumers use different cues to assess
different kinds of authenticity for different effects (p.297).
Consumer “Perceived” Authenticity
This research seeks to conceptualise and measure authenticity from the consumer’s
perspective. This is because authenticity is a general preoccupation of modern western
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consumer culture (Jacknis, 1990, p.9). Additionally, within virtually every subculture
and communal consumption context in the world, authenticity is central to consumer
roles (Leigh, Peters and Shelton, 2006, p.482). Yet due to the lack of authenticity in
today’s social and consumption practices, consumers are resorting to self-constructing
it (Leigh, Peters and Shelton, 2006). Therefore, “research needs to explore the
benefits that consumers experience when they consume or experience something
authentic” (Napoli, et al., 2013, p.7). Napoli et al. (2013) confirm that authenticity is
based on a consumer subjective evaluation of the genuineness of an item (p. 2). When
an object or experience is consumed it is the individual’s perception of the
authenticity of the consumption experience that is relevant.

With this in mind, the study centres on ten core research papers that are relevant to
understanding the current state of knowledge on authenticity. These are the most
significant recent works on the determination of authenticity: Grayson and Martinec
(2004), Rose and Wood (2005), Leigh, Peters and Shelton (2006), Beverland,
Lindgreen and Vink (2008), Grayson and Shulman (2000), Beverland and Farrelly
(2010), Wang (1999), Chiu, Hsieh, and Kuo (2012), Cohen and Cohen (2012), and
Napoli, Dickinson, Beverland, and Farrelly (2013).

Indexical Authenticity
Grayson and Martinec (2004) suggest that authenticity is not an attribute inherent in
an object but is better understood as an assessment made by a particular consumer in a
particular context. They propose two forms of authenticity: iconic and indexical. The
word indexical is associated with genuineness, reality and truth, and it is used to
describe something that is not a copy or an imitation but is the original or the “real
thing”. Indexical is defined by Charles Pierce (1998) as having a factual or spatiotemporal link with something else, either physically or psychically - a factual, spatial
connection with the special events and people they represent. When an object has a
factual, spatio-temporal connection to history in the context of how the individual and
the object interact, they have indexical authenticity. Even if two objects appear
exactly alike, the indexically authentic object is the one that is believed to have
particularly valued or important physical encounters with the world. However, in
order for an object to be indexically authentic, the consumer must have verification of
its legitimacy for it to be considered “the original”.
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Iconic Authenticity
Alternatively, iconic authenticity is a term used to describe something that physically
resembles something that is indexically authentic. An iconically authentic item is
often described as an “authentic reproduction” or “authentic recreation” and it must
appear very similar to the original to the consumer. Therefore, it is necessary that the
consumer has some pre-existing knowledge of the appearance of the original because,
for an item to be considered idexically or iconically authentic, a consumer must
believe it is (Grayson and Martinec, 2004). Icons are associated with the
phenomenological experience of attending to an individual’s senses. A consumer’s
sensory experience is the basis for determining whether an item is iconically
authentic. To view an object as an icon the consumer must have some preconceived
knowledge or expectations that they can use to create a “composite photograph” of the
item in their mind.

Grayson and Martinec (2004) propose that perceptions of

iconicity and indexicality are graded, not binary; consumers can perceive products
and services as being more or less, iconic or indexical. Iconic and indexical
authenticity are not mutually exclusive; some items may be iconically and indexically
authentic, for example, Grayson and Martinec (2004) suggest a chair built in the
Victorian era will be indexically authentic but if it was built in the Victorian style it
would also be iconically authentic. Grayson and Martinec (2004) suggest that iconic
and indexical cues are both important in the evaluation of authenticity. But even if
indexical or iconic cues contribute to an assessment of authenticity this does not
necessarily contribute to the benefits of authenticity. This suggests that different kinds
of authenticity can have different effects on consumers and that some kinds of
authenticity have no significant effect because the distinction between authentic and
inauthentic is subjective (Beverland, Lindgreen and Vink, 2008). Hence the
distinction between authentic and inauthentic can be socially or personally
constructed (Leigh, Peters and Shelton, 2006).

Constructed Authenticity
Rose and Wood (2005) suggest that although some connectedness to lived experience
contributes positively to judgments of authenticity, these judgments are not consistent
with indexical authenticity. This perspective is consistent with Pierce’s (1998) view
that despite our belief that we perceive iconic or indexical signs, in “the real world”
our perception of these signs is highly influenced by our predilections and perceptual
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imperfections. Rose and Wood (2005) state that consumers are as likely to value
contrivance or fantasy in the construction of a satisfying authentic experience as they
are to rely on connections to their personal reality. Indexicality is found to be an
important condition for consumer engagement but not sufficient to ensure a judgment
of satisfying authenticity. Rose and Wood (2005) also find that the positive valuation
component of authenticity is a complex judgment often based on the negotiation of
contradictory elements. They describe how “Reality Television” seeks authenticity in
what is normally a fiction-oriented entertainment genre. This is accomplished by
turning fantasy into an authentic experience and blending indexical elements of
programming that connect with their lived experiences and aspirations with fantastical
or simulated elements that inspire their imaginations in a “constructed authenticity”.
This process is an active negotiation of contradictory real and fantastic elements that
leads to a constructed, authentic experience. For example, reality television uses a
simulation substitution to satisfy the viewer’s curiosity as to how they may fare in that
particular situation and against that antagonist in a genuine (exotic) situation. This is
achieved by placing an ordinary person that viewers can define themselves against
through social comparison in a fantasy location (for example, an exotic tropical island
setting) to gain a perceived spontaneous reaction. The viewer may then compare this
tactic with the strategy they would use in that particular situation (Rose and Wood,
2005). Therefore, authenticity in the reality television genre is not based on
indexicality; rather it is based on constructed authenticity where fantasy is blended
with reality. This encourages viewers to link the indexical elements of the programme
with their lived experiences. The viewer may then situate this authentic experience in
a utopian context so as to inspire the imagination. The acceptability of the programme
experience as authentic is dictated by the authenticity of the personal meaning the
viewer can take from it rather than the belief that the episode was a legitimate
occurrence. In this way the viewer has “self-authenticated” the experience (Rose and
Wood, 2005).

Communication Authenticity
Similarly, Chiu, Hsieh, and Kuo (2012), explain that advertising blends unreality with
reality in an attempt to encourage consumers to believe that the advertising is
authentic. The authors cite Grayson and Martinec (2004) in describing an object as
authentic if it appears to be “the original” or the “real thing”: indexical authenticity.
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However, consumers gauge authenticity on the basis of their individual experiences
and therefore for the individual, product authenticity exists as long as the consumer
subjectively believes in the authenticity of the product (Rose and Wood, 2005).
Hearon (2004) proposes that fiction writers should collect a variety of facts to create a
believable story that comes to life on the page and meets the reader’s expectations.
Similarly, advertisers must imitate life’s reality in regard to the consumption of a
product in order to produce an authentic advertisement. This is because consumers use
objective cues of a factual or spatio-temporal link with the real world to determine the
authenticity of the advertisement. If these cues resemble their perception of real life
they accept the advertising story as authentic (Chiu, et al., 2012).

Social Authenticity
However, Leigh, Peters and Shelton (2006) find that authenticity has many meanings,
both personal and social, and that it is a central value for consumers and their
subculture (p.484). Within subcultures authenticity positions individuals in status
hierarchies and establishes social boundaries in a symbolic authenticity (Leigh, Peters
and Shelton, 2006). They find a distinction between authenticity based on selfefficacy and that based on product symbolism, and these results expand the product
driven view of indexical and iconic authenticity. The consumer subculture was found
to use objective, constructive, and existential conceptualisations of authenticity.

Objective authenticity is based on an object’s or experience’s degree of originality
and assumes that there is an absolute, objective criterion against which to gauge it.
This suggests there is a division between the perceived authenticity and “the original”
(Leigh, Peters and Shelton, 2006). This view of the original is also described by
Grayson and Martinec (2004) as an indexical authenticity.

Then there is constructive authenticity, which is considered to be a constructed view
based on an individual’s fantasies and expectations, projected onto a product. This
constructive authenticity allows for different interpretations of reality based on the
consumers’ projections onto objects (Leigh, Peters and Shelton, 2006). This would
suggest consumers have different interpretations based on their individual consumer
perception filter through which they view the object.
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Thirdly, existential authenticity is established as participating in intrapersonal,
cathartic, authentic experiences, with the aid of the object, to develop a stronger sense
of self. This participation with the aid of an object is found to assist in authentic
personal and social identities, and identify the consumer as an authentic member of
that community (Leigh, Peters and Shelton, 2006). This means that, within
subcultures, authenticity positions individuals in status hierarchies and establishes
social boundaries in a symbolic authenticity based on expertise on, and/or use of, the
authentic article. For example, a member of a car club sub-culture that maintains,
uses, or has expertise, on the automobile marque may hold positional power in the
organisation.

Self-Authenticity
Then again, Beverland and Farrelly (2010) find that authenticity is contingent on the
consumers’ personal goals within a socio-cultural context. They identify the
relationship between goals and authenticating acts by examining how goals underpin
assessments of authenticity including the strategies employed by consumers to
achieve this assessment. Assessments of authenticity in objects are underpinned by
consumer goals. They are based on the concept that consumers actively seek
authenticity to find meaning in their lives, and in line with associated personal goals.
Beverland and Farrelly (2010) establish that the loss of traditional sources of meaning
and self-identity caused by globalisation, de-territorialisation, and hyper reality has
encouraged consumers to become active and adept in appropriating authenticity.
Consumers may appropriate authenticity to achieve self-authentication where the
consumer co-creates product value as an authenticating act or a cultural display (such
as rituals, festivals, or protest actions) representative of a social unit (for example,
family ethnic group, or profession) and in what the consumer deems are important
aspects of life. Beverland and Farrelly (2010) provide evidence that different
interpretations of authenticity are often a by-product of the personal goals that
influence which properties of a context are identified as significant and relevant. They
also show that the conferring of authenticity to an object involves conscious
negotiation or production of meaning, including the active use of brand cues. When
seeking long-term identity goals, consumers draw on a broad range of cues to actively
construct a sense of authenticity that reinforces their desired sense of self. Consumers
actively construct authenticity because they are motivated to realise associated
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benefits, such as a sense of escape from the phoniness of modern life, feelings of
assuredness (based on perceived evidence that what one believes in is real), and
connection with the past (Beverland and Farrelly, 2010).

Summary
The literature suggests that authenticity is a subjective evaluation made by a consumer
(Napoli, et al., 2013). That evaluation is dependent on consumer goals, selfauthentication, and social constructions. Authenticity is established by blending fact
and fiction to authenticate items and experiences in a self-construction that allows the
consumer to satisfy their personal goals. Authenticity encapsulates what is genuine,
real, and true, and consumers do not find authenticity in the fake but rather are able to
find elements of what is genuine, real, and true in items that others may deem false
(Beverland and Farrelly, 2010; Grayson and Martinec, 2004; Leigh, Peters, &
Shelton, 2006; Rose & Wood, 2005). In order to achieve authenticity it is essential
that the brand, the service and the community provide the experiences, expectations
and desires of the consumer and reflect their prevailing beliefs (Napoli, et al., 2013).

2.2.1 LITERATURE REVIEW CONCEPTUAL FOUNDATIONS
After conducting the literature review of the core articles authenticity is defined (see
Appendix B) and the following hypothesised relationships are revealed:

Grayson and Martinec (2004) conceptual foundations (see sub model in
Appendix D):
Indexical authenticity is related to actual site indexicality, hypothetical site
indexicality and actual site indexicality with era. Iconic authenticity is related to
fictional accounts of iconicity, iconicity with “old things”, and iconicity with
historical accounts. Semiotic authenticity is related to the connection with the past
provided by iconic cues.

Rose and Wood (2005) conceptual foundations (see sub model in Appendix D):
Situation authenticity is related to the congruency between self-relevant goals and
situational fantasy. Identification authenticity is related to the congruency between
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experienced actors and everyday people. Production authenticity is related to the
congruence between the experienced actors scripted narrative and everyday narrative.
Leigh, Peters and Shelton (2006) conceptual foundations (see sub model in
Appendix D):
Social authenticity is related to objective authenticity, constructive authenticity and
existential authenticity. Existential authenticity is related to the congruency between
communal commitment and social role performance.

Beverland, Lindgreen and Vink (2008) conceptual foundations (see sub model in
Appendix D):
Pure (indexical) authenticity is related to brand-related communications that
communicate commitment to tradition, place of origin and a guarantee of being
genuine. Approximate (iconic) authenticity is related to brand-related communication
that communicates the feeling of connection of the brand to its origin through time
and place. Moral authenticity is related to the congruity between the moral values of
the consumer and the moral values communicated by the brand.

Beverland and Farrelly (2010) conceptual foundations (see sub model in
Appendix D):
Practical self-authentication is related to first-hand experience, independent judgment,
verification and instrumentality. Inter-personal self-authentication is related to brand
proximity, communal norms and ubiquity. Virtuosity in self-authentication is related
to the brand’s purity of motive and universal norms.

Wang (1999) conceptual foundations (see sub model in Appendix D):
Epistemological experience is related to authenticity of originals, symbolic
authenticity and state of being.

Chiu, Hsieh, and Kuo (2012) conceptual foundations (see sub model in Appendix
D):
Brand story-product congruency is related to brand story, authenticity, conciseness,
reversal, and humour.
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Cohen and Cohen (2012) conceptual foundations (see sub model in Appendix D):
Attribution authenticity is related to performative acts and implicit beliefs.

Grayson and Shulman (2000) conceptual foundations (see sub model in
Appendix D):
Brand verification function of the replaceability of possessions is related to brand
temporal indexicality, corporal indexicality, social visibility and psychic energy.

Literature Based Conceptual Model of Authenticity (see Appendix D)
The hypothetical relationships described above are used to establish the initial
literature-based conceptual model which is further refined to the conceptual model in
Figure 1.

2.3 MODEL CONCEPTUALISATION

The following model conceptualises the interaction of the primary and secondary
constructs of authenticity. The nine primary and twenty-one secondary literature
determined constructs that reflect authenticity are analysed first. Definitions of these
constructs are found in Appendix B.
The models’ final reflective primary construct - consumption behaviour - and the two
secondary reflective constructs - rational and experiential thinking - will be discussed
later in the chapter (see 2.5 Authenticity and Consumption Behaviour).
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Figure 1 Conceptual Model of Authenticity
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AIA
IA
PSA
PSA
PSA
PSA
PSA
PSA
PSA
PRA
SIA
SIA
SOA
SOA
MA
MA
PIA
PIA
PIA
VSA
VSA

Primary Construct
Approximate (Iconic) Authenticity
Identification Authenticity
Practical Self And Interpersonal Self
Authentication
Practical Self And Interpersonal Self
Authentication
Practical Self And Interpersonal Self
Authentication
Practical Self And Interpersonal Self
Authentication
Practical Self And Interpersonal Self
Authentication
Practical Self And Interpersonal Self
Authentication
Practical Self And Interpersonal Self
Authentication
Production Authenticity
Situation Authenticity
Situation Authenticity
Social Authenticity
Social Authenticity
Moral Authenticity
Moral Authenticity
Pure (Indexical) Authenticity
Pure (Indexical) Authenticity
Pure (Indexical) Authenticity
Virtuous Self-Authentication
Virtuous Self-Authentication

Secondary Construct
TO
Time Origin
EP
Everyday People
FHE First Hand Experience
IJ

Independent Judgment

I

Instrumentality

V

Verification

AU

Ubiquity

BP

Proximity

CN

Communal Norms

SN
SF
RG
OA
CA
CV
BV
CT
PO
GG
UN
PM

Scripted Narrative
Situational Fantasy
Self-Relevant Goals
Objective Authenticity
Constructive Authenticity
Consumer Values
Brand Values
Commitment To Tradition
Place Of Origin
Guarantee Of Genuine
Universal Norms
Purity Of Motive

2.4 DEFINING AUTHENTICITY CONSTRUCTS

The model above conceptualises authenticity. This is achieved through the
conceptualisation of the relationship between authenticity and the twenty-one
reflective secondary constructs identified in the literature. These secondary constructs
are used to test and measure the nine literature-based unobserved primary constructs
as defined (see Appendix B). The primary constructs may have single or multiple
reflective secondary constructs. The unobserved primary constructs are not shown in
the conceptual model because they are not part of the hypothesised relationships
between the reflective secondary constructs and authenticity. However, the
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hypothetical relationships between authenticity and the secondary constructs in the
above model are explained as they relate to the primary constructs in the following
hypotheses (the questionnaire follows the same format, see Appendix A): These
hypothetical relationships are explained, hypothesis by hypothesis.

2.4.1 APPROXIMATE (ICONIC) AUTHENTICITY (AIA-TO)
The primary construct – “approximate iconic authenticity” (AIA) is defined as an
accurate reproduction of the original, something that physically resembles something
that is indexically authentic (Grayson and Schulman, 2000; Grayson and Martinec,
2004). Icons are associated with the phenomenological experience of attending to an
individual’s senses. Iconic authenticity is identified as a “consumer experience”, an
accurate reproduction of the original. An iconically authentic item, often described as
an “authentic reproduction” or an “authentic recreation”, must provide the consumer
with the phenomenological experience of the original item (Grayson and Martinec,
2004). The only secondary construct of approximate iconic authenticity - “time
origin” (TO) - is defined as a feeling of connection to the original time of
manufacture. Beverland, Lindgreen, and Vink (2008) claim that this feeling of
connection to the original time of manufacture assists the consumer to achieve goals
of approximate (iconic) authenticity. Authenticity as a connection to a period of time
is important for consumers because it affirms tradition. If the brand provides an iconic
cue or feeling that it will assist the consumer to acquire an authentic experience
through connecting through to the time of its origin, the consumer will attribute iconic
authenticity to the brand. For example, Grayson and Martinec (2004) explain that
iconic cues to “old age” assist consumers to judge objects as authentic. Lowenthal
(1985) proposes that even personal possessions such as clothing are manufactured to
show signs of wear and tear to make them iconic with “old age” (p.305). Therefore, in
consumption behaviour it is argued that an item or experience that iconically connects
a consumer to its time of origin will be deemed authentic.

H1: Authenticity is positively related to iconic authenticity.
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2.4.2 IDENTIFICATION AUTHENTICITY (IA-EP)
Identification authenticity (IA) is the second primary construct. In order to
construct authenticity, first the consumer must identify authenticity or the
components of authenticity. In the process of constructing community
authenticity, consumers must first be able to identify authentic people in a
community. Consumers identify with people that they feel comfortable with
and/or have had previous experience with. Rose and Wood (2005) explain that if
community members resemble the consumer (for example, in values, behaviours,
lifestyle, and physical attributes) the consumer can most closely identify with
them and engage with that community (p.291). The one secondary construct of
“identification authenticity” - “everyday people” (EP) - is defined as “those with
whom consumers can identify”. Through an identification negotiation with
everyday people, the consumer constructs authenticity. That is, in the course of
coping with or resolving issues with everyday people, the consumer constructs
authenticity through blending each party’s experiences to create a form of selfreferenced hyper-authenticity (Rose and Wood, 2005). Therefore, if an
experience includes everyday people, the consumer will be more likely to
attribute authenticity to the experience. This is because, as Rose and Wood
(2005) suggest, everyday people assist the consumer to attribute authenticity to
an experience as it would apply to them. It therefore follows that if people can
identify with a product/service, the consumer will be more likely to attribute
identification authenticity to that product/service.

H2: Authenticity is positively related to identification authenticity.

2.4.3 SELF AUTHENTICATION (PSA)
The third primary construct is “practical self and interpersonal self-authentication”
(PSA). Self-authentication is primarily an individual pursuit where self-referential
behaviours reveal or produce the true self (Beverland, 2005, p.701). When conferring
authenticity to brands and experiences, Beverland and Farrelly (2010) claim that
consumers seek a favourable characterisation of their true self (p.841). Consumers
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associate self-authenticity with feeling a sense of personal control over their
surroundings and life in general. They can achieve self-authentication through interpersonal enrichment by connecting to a local community that reflects their values. If
through the consumption of the item or experience the consumer can achieve personal
or inter-personal goals of self-authentication, that item or experience will be assessed
as authentic (Beverland and Farrelly, 2010). Practical self and interpersonal selfauthentication is assessed via the following seven secondary constructs; a) first-hand
experience (FHE), b) independent judgment (IJ), c) instrumentality (I), d) verification
(V), e) ubiquity (AU), f) brand proximity (BP), and g) communal norms (CN)
(Beverland and Farrelly, 2010).

a) First-hand Experience (PSA-FHE)
Personal experience helps the consumer achieve personal goals of practical selfauthentication. Consumption objects are often judged to be authentic only after
personal experience of the reputed benefits. That is, if consumers have a positive firsthand experience of a service, the service experience will be assessed as authentic
(Beverland and Farrelly, 2010). For example, Beverland and Farrelly (2010) explain
that consumers desire a direct experience of product performance claims before being
able to make informed decisions on its authenticity (p.849). Consequently, in
consumption behaviour, it is assumed that consumers who have experience with an
article/experience will attribute authenticity to that article.

H3a: Authenticity is positively related to first-hand experience.

b) Independent Judgment (PSA-IJ)
The independent judgment (IJ) of other consumers (that is, an alternate opinion from a
friend or family member based on their experience) helps the consumer achieve
personal goals of practical self-authentication (Beverland and Farrelly, 2010).
Beverland and Farrelly (2010) show that due to consumer skepticism of marketing
claims, consumers require evidence of independent judgment to substantiate these
claims. For example, Beverland and Farrelly (2010) confirm that consumers seek the
opinion of previous users of the product before purchasing hair care products. The
consumer values independent user confirmation that the specific hair-care products
that claim “frizz control” perform as stated (p.849). This is because the previous
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consumers are generally impartial and unlikely to be biased or profit driven (Kamins,
Folkes, and Perner, 1997). Subsequently, in consumption behaviour it is proposed that
if consumers receive an independent judgment of an item, the item will be assessed as
authentic.

H3b: Authenticity is positively related to independent judgment.

c) Instrumentality (PSA-I)
Instrumentality (I) (best performing or best value for money item or experience)
assists the consumer to achieve personal goals of practical self-authentication
(Beverland and Farrelly, 2010). Beverland and Farrelly (2010) provide evidence of
the consumers’ desire for brand instrumentality (best performing or best value for
money brand). For example, consumers appreciate brand messages that enable them
to make direct and accurate comparisons between competing brands (such as interest
rates on bank term-deposits, or the fuel efficiency of vehicles, et cetera), “thereby
increasing the chances of getting the best possible result” (p.849). Consequently, in
the consumption behaviour context it is argued that an item or experience that is
instrumental will be assessed as authentic.

H3c: Authenticity is positively related to instrumentality.

d) Verification (PSA-V)
Verification (V) (testing to establish that required standards are met) assists
consumers to achieve personal goals of practical self-authentication (Beverland and
Farrelly, 2010). Beverland and Farrelly (2010) propose that consumers desire
products and experiences that convey verifiable results and reject more emotive
claims. For example, consumers desire products and experiences with messages that
convey verifiable performance benefits, such as information on product ingredients on
food packaging labels (Beverland and Farrelly, 2010, p.849). Therefore, in online
consumption behaviour it is anticipated that if a claim can be verified, a consumer will
assess the product as authentic.

H3d: Authenticity is positively related to verification.
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e) Ubiquity (PSA-AU)
Ubiquity (AU) (mainstream, mass brands or a “market leader”) assists the consumer
to achieve goals of inter-personal self-authentication (Beverland and Farrelly, 2010).
Beverland and Farrelly (2010) propose that a service that has established itself as an
icon among consumers remains a part of the fabric of the consumer community even
if it loses an indexical form of authenticity. It is authentic because it is widely adopted
by the consumer community (p.850). For example, Beverland and Farrelly (2010)
suggest that Australians consider Vegemite to be an established icon although it has
lost an indexical connection to Australia through no longer being an Australianowned brand. However, because Vegemite “is shared across generations, and remains
something that all true Aussies eat” (p.850) it is still considered an Australian icon.
Therefore, in consumption behaviour it is expected that if a consumer determines a
product to be ubiquitous, the product will be assessed as authentic.

H3e: Authenticity is positively related to ubiquity.

f) Proximity (PSA-BP)
Proximity (BP) (close to the consumer or part of their social community) assists the
consumer to achieve goals of inter-personal self-authentication (Leigh, Peters, and
Shelton, 2006). Beverland and Farrelly (2010) uncover proximity “as being central to
authenticity”; when seeking connection, consumers often look for situations that put
them in close proximity to others. Being close to each other “up close and personal”
and having members of the community “out there sweating and working hard for the
people” provides members with an inter-personal authentic experience (p.849).
Therefore, consumers will attribute authenticity to an article, brand, or community
that is in close proximity to the consumer.

H3f: Authenticity is positively related to proximity.

g) Communal Norms (PSA-CN)
Communal norms (CN) (laws that govern the community’s behaviour in everyday
life) assist the consumer to achieve goals of inter-personal self-authentication (Leigh,
Peters, and Shelton, 2006). Communal norms provide the conduit for people to
connect by bringing community members or loved ones together. Communal norms
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include socialisation with members, encouraging new membership, and engaging in
community activities (Beverland and Farrelly, 2010). Beverland and Farrelly (2010)
confirm that the role of people in the community is to bring individuals together and
ensure the vibrancy of the community through socialisation and encouragement of the
introduction of new members. Additionally, members must also participate in
communal activities because it is considered an attribute of genuine membership. For
example, cyclists partake in annual cycling events because it represents an activity
that genuine members of the cycling fraternity engage in. Furthermore, they also
attend under a sense of duty and to support the community and its members
(Beverland and Farrelly, 2010, p.850). Consequently, there is an argument to support
the theory: communities that maintain communal norms will be deemed authentic by
consumers.

H3g: Authenticity is positively related to communal norms.

2.4.4 PRODUCTION AUTHENTICITY (PRA-SN)
Consumers experience authenticity in the balance of spontaneity and manipulated
production, in for example, advertising (Stern, 1994) or reality television (Rose and
Wood, 2005). Rose and Wood (2005) show how reality television uses scripted
narratives and natural spontaneity in a production to satisfy the viewer’s curiosity as
to how they might fare in that particular situation and against that foe in a genuine
fantasy situation. Reality television uses a scripted narrative combined with acting
with natural spontaneity to encourage consumers to link indexical elements of the
programme with their previously lived experiences (Rose and Wood, 2005). The
television programme experience is judged as authentic because of the personal
meaning the consumer can take from it rather than a belief that the episode was a
legitimate event. In this way the consumer has “self-authenticated” the experience
(Rose and Wood, 2005). Therefore, in online consumption behaviour it can be argued
that if the brand message provides a scripted narrative that combines with the
consumers natural spontaneity (Rose and Wood, 2005), the consumer will be more
likely to attribute authenticity to the brand.

45

H4: Authenticity is positively related to scripted narrative.

2.4.5 SITUATION AUTHENTICITY (SIA)
Situation authenticity is consumer-produced by blending fantasy and their personal
self-relevant goals in a form of hyper-authenticity (Rose and Wood, 2005). That is, an
individual may look at a fantasy situation (for example, a reality television setting)
and be able to extract indexically authentic elements based on their own experiences
and combine them with a strategy for what they would do in the same situation. In
this way the primary construct – “situation authenticity” - is reflected by the two
secondary constructs: a) fantasy situations (SF), and b) self-relevant goals (RG).

a) Situation Fantasy (SIA-SF)
A combination of real and fantastic elements leads to a consumer-constructed,
authentic experience. An example of this is Rose and Wood (2005) illustrating how
fantasy situations assist the consumer to achieve goals of situation authenticity.
Fantasy locations provide settings and contexts that assist consumers to construct
authentic imaginary experiences. If the brand message provides a relevant fantasy
situation, the consumer will be more likely to attribute situation authenticity to the
brand. For example, Rose and Wood (2005) find that the fantasy situations of reality
television programmes “are novel enough to be stimulating yet familiar enough to
permit an imaginary participation in them by the viewer” (p.290). Subsequently, it is
suggested that in consumption behaviour, if an item or experience provides a fantasy
situation that assists consumers to construct authentic imaginary experiences, the
online consumer will attribute authenticity to that item or experience.

H5a: Authenticity is positively related to situation fantasy.

b) Self-Relevant Goals (SIA-RG)
Self-relevant goals (RG) assist the consumer to achieve goals of situation authenticity.
Consumers find situation authenticity if the goals of the brand message are consistent
with, and relevant too, their own goals (Rose and Wood, 2005). This means that if the
brand message provides consumer self-relevant goals, the consumer will be more
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likely to attribute situation authenticity to the brand. For example, Rose and Wood
(2005) explain how viewers who enjoy a reality television programme may reject a
particular character because they perceive that character’s behaviour to be
inconsistent with their personal standards of conduct (p.289). Accordingly, it can be
argued that in consumption behaviour, a product/experience message that shows
consumer self-relevant goals will be judged authentic.

H5b: Authenticity is positively related to self-relevant goals.

2.4.6 SOCIAL AUTHENTICITY (SOA)
Consumers within a social subculture pursue two different concepts of
authenticity: objective and constructive. This is based on product symbolism or
self-efficacy assisting in determining authentic personal and social identities
(Leigh, Peters, and Shelton, 2006). In this context objective authenticity refers to
the authenticity of originality (Beverland, 2006) and constructive authenticity
refers to the authenticity projected onto objects by consumers in terms of their
imagery, expectations, preferences, beliefs, powers, et cetera. (Leigh, Peters, and
Shelton, 2006).

a) Objective Authenticity (SOA-OA)
Objective authenticity (OA) assists the consumer to achieve goals of social
authenticity. For example, classic car club members bond through mutual
commitment to an objective ideal of the perfect vintage vehicle (Leigh, Peters, and
Shelton, 2006). If the brand displays originality, quality, knowledge and commitment,
it will achieve objective authenticity (Beverland, 2006). Beverland, Lindgreen and
Vink, (2008) propose that objective authenticity “imbues the product with a set of
values that differentiate it from other, more commercialised brands”. The brand must
meet an objective ideal, meaning it must be untouched, perfect and genuine in every
aspect. For example, a vintage vehicle in “showroom condition” and “as it left the
factory” would achieve objective authenticity (Leigh, Peters, and Shelton, 2006).
Therefore, the research maintains that in online consumption behaviour, an online
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brand that exhibits originality, quality, knowledge and commitment will be considered
authentic by online consumers.

H6a: Authenticity is positively related to objective authenticity.

b) Constructive Authenticity (SOA-CA)
Constructive authenticity (CA) assists the consumer to achieve goals of social
authenticity. For example, a member of a car club who maintains and uses an
original classic car is deemed an authentic member of the subculture and may
gain additional social status (Leigh, Peters, and Shelton, 2006). If the
consumption item gives the consumer personal mastery and self-efficacy it will
assist the consumer to achieve constructive authenticity (Leigh, Peters, and
Shelton, 2006). For example, a service desk “technical guru” can talk customers
through performing complicated technical procedures. This service shows a
willingness to share their human capital with customers as a teacher. For many
consumers the participation in cathartic, authentic experiences, with the aid of
the service, develops a stronger sense of self (Leigh, Peters, and Shelton, 2006).
As a result, in consumption behaviour, if an item or service assists the consumer
to construct authenticity by developing a stronger sense of self, the consumer
will consider that item or service authentic.

H6b: Authenticity is positively related to constructive authenticity.

2.4.7 MORAL AUTHENTICITY (MA)
Moral authenticity (MA) involves iconicity and/or indexicality to show higher
moral status through any of the following processes. It may be achieved through
brand values that show iconic and/or indexical love of the craft, process, or
involvement of individual creators in the production process (Beverland,
Lindgreen, and Vink, 2008). It can be achieved through mirroring consumer
values in the brand to assist the consumer to achieve goals of moral authenticity.
Or, if a brand, community, or organization, provides a feeling that it will help the
consumer achieve self-authentication through connecting with personal moral
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values, the consumer will attribute moral authenticity to that entity (Beverland,
Lindgreen, and Vink, 2008).

a) Consumer Values (MA-CV)
Moral authenticity is based on congruity between the moral values of the
consumer and the moral values communicated by the brand (Beverland,
Lindgreen, and Vink, 2008). If the consumer finds their own personal values
mirrored in the brand, the consumer will feel that this brand will connect with
those personal values (Beverland and Farrelly, 2010). For example, “green
consumers” purchase ecologically friendly products that better fit their personal
values. Also, through the purchase of Fair Trade products western consumers can
assist indigenous peoples living in poorer economic conditions. This strategy can
match the consumer’s personal ethical position with that of an appropriate
organisation. Accordingly, in consumption behaviour it is proposed that if the
consumer finds their own personal values mirrored in the article or experience,
the consumer will feel that the article or experience is authentic.

H7a: Authenticity is positively related to consumer values.

b) Brand Values (MA-BV)
Brand values (BV) that the consumer finds admirable or uplifting assist the
consumer to achieve their goals of moral authenticity. If the brand message
through iconic and indexical cues displays brand values that gain the respect of
the consumer, the consumer will then attribute moral authenticity to the brand.
For example, a brand that pursues a traditional craftsman approach, following
time-honoured production techniques and is not perceived as being commercially
oriented, it may “fit” the consumer’s interpretation of an authentic brand
(Beverland, Lindgreen, and Vink, 2008). It is therefore believed that in
consumption behaviour, if the brand values serve to uplift the online consumer to
a higher moral plain the consumer will confer authenticity to the online brand.

H7b: Authenticity is positively related to brand values.
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2.4.8 PURE (INDEXICAL) AUTHENTICITY (PIA)
Literal authenticity is associated with genuineness, reality, and truth, and it is used to
describe something that is not a copy or an imitation but is the original (Beverland
and Farrelly, 2010). Pure authenticity is defined by Beverland, Lindgreen, and Vink
(2008) as providing an unbroken commitment to tradition and place of origin (a
continued connection to the place of founding): “cues that reinforce perceptions of
authenticity are those that reinforce a continuance of historic practices, including
means of production, place of production, and product styling” (p.7). Likewise, when
an object has a factual, spatio-temporal connection to history in the context of how the
individual and the object interact, it is defined by Grayson and Martinec (2004) as
indexical authenticity. The primary construct – “pure (indexical) authenticity of
brand” can be calculated by measuring the three following secondary constructs: a)
commitment to tradition (CT), b) place of origin (PO), and c) guarantee of being
genuine (GG).

a) Commitment to Tradition (PIA-CT)
Brand commitment to tradition (CT) assists the consumer to achieve goals of pure
(indexical) authenticity. If the brand provides the consumer with an unbroken
commitment to tradition, the consumer will attribute indexical authenticity to the
brand (Beverland, Lindgreen, and Vink, 2008). For example, boutique wine and beer
makers and other small, craft producing firms often claim authenticity through using
indexical, traditional, artisan-based manufacturing techniques. These techniques are
claimed to be historically accurate and differentiate their niche products from those of
the large commercial brands that use mechanised, mass-production methods (Carol
and Swaminathan, 2000). Consequently, in consumption behaviour, the researcher
expects that an item/experience that provides the consumer with an unbroken
commitment to tradition will be considered authentic.

H8a: Authenticity is positively related to commitment to tradition.

b) Place of Origin (PIA-PO)
Brand place of origin (PO) means that through indexical cues, the brand shows a
commitment to, and feeling for, the original place of manufacture. This assists the
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consumer to achieve goals of pure (indexical) authenticity (Beverland, Lindgreen, and
Vink, 2008). Connection to a place of origin is important for a consumer because it
affirms authenticity (Beverland, 2005, p.1007). Indexical cues are strongly and
consistently associated with a perceived connection with the place of origin (Grayson
and Martinec, 2004). Therefore, if a brand provides an indexical cue that it will assist
the consumer’s self-authentication through connecting to the place of its origin, the
consumer will attribute indexical authenticity to the brand (Beverland and Farrelly,
2010). For example, for wine connoisseurs, a wine’s relationship to a place of origin
or terroir has value because this makes the respective wine label a unique product of
its environment. When consuming a wine from a specific place of origin or terroir, the
consumer is also experiencing the history or soul of the brand (Beverland, 2005).
Thus it is argued that in consumption behaviour, an item or experience that provides
consumers with a connection to its place of origin will be accepted as authentic.

H8b: Authenticity is positively related to place of origin.

c) Guarantee of Being Genuine (PIA-GG)
Guarantee of genuineness (GG) assists the consumer to achieve goals of pure
(indexical) authenticity. To guarantee the genuineness of a product/experience,
typically the product/experience will be authenticated in an explicit, often formal or
even official, act. The product/experience “is declared to be original, genuine or real,
rather than a copy, fake or spurious”. This is achieved by an authenticating agent, who
is deemed entitled by their knowledge, personal charisma, institutional position, or
social status to perform the act of authentic certification (Cohen and Cohen, 2012,
p.1298). For example, Beverland, Lindgreen, and Vink (2008) describe how an
advertisement for Wrangler jeans in Australia projects two slightly unkempt denim
clad models under the tag line “Born Authentic”. This advertisement claim of
authenticity is then verified with an in situ guarantee by suggesting that customers
visit the Wrangler Web site to read about the brand’s history. It is suggested,
therefore, that if the product or experience provides the consumer a guarantee of being
the genuine article, the consumer will attribute indexical authenticity to the brand
(Beverland, Lindgreen, and Vink, 2008). Consequently, in consumption behaviour, it
is argued that an article or experience that is guaranteed to be genuine will be
considered authentic by consumers.
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H8c: Authenticity is positively related to a guarantee of being genuine.

2.4.9 VIRTUOUS SELF AUTHENTICATION (VSA)
Virtuous authenticity (VSA) comes from the sense of a passionate creator being
involved in making goods, and is motivated primarily by their love of craft rather than
financial reward. Virtuous self-authentication is a process where the consumer
determines the authenticity of an experience based on their values of virtuosity. It is a
self-referential act in that it defines their preferred consumption choices, and helps the
consumer to gain an overall feeling that the brand conforms to their sense of what an
authentic craft product would be like (Beverland, Lindgreen, and Vink, 2008, p.12).
The more consumers can achieve their personal goals of virtuosity in selfauthentication (the primary construct) through the secondary constructs of a) the
purity of motive (PM) or b) the universal norms (UN) of an item or experience, the
more the item or experience will be assessed as authentic (Beverland and Farrelly,
2010).

a) Universal Norms (VSA-UN)
Universal norms (UN) (laws that govern societies, the standards that override other
considerations) assist the consumer to achieve goals of virtuosity in selfauthentication. Authenticity is applied by the consumer within a socio-cultural context
of virtuosity to the service experience. Consumers may focus on choosing
organisations that are genuine in their intentions, whether they are truly committed to
social programmes or really love their craft (Beverland, Lindgreen, and Vink, 2008,
p.12). If there is alignment of the governing laws of the product or service provider
with the values of the consumer, the consumer will attribute authenticity to that
product or service (Beverland and Farrelly, 2010). Therefore it is believed that in
consumption behaviour, if consumers can align with the universal norms of a
consumption item, that product or service will be assessed as authentic.

H9a: Authenticity is positively related to universal norms.
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b) Purity of Motive (VSA-PM)
Brand purity of motive (PM) (consistent application of a set of morals) assists the
consumer to achieve goals of virtuosity in self-authentication. Consumers attribute
authenticity to communities that exhibit purity of motive. For example, it is essential
that in the making of luxury wines a wine makers’ purity of motive is shown through
commitment to traditional production methods, stylistic consistency, using history and
culture as referents, and appearing above commercial considerations (Beverland,
2005). The consumption of these wines then provides the consumer with the feeling
that they have consumed an unadulterated, non-commercial experience. Therefore, in
consumption behaviour it is theorised that if the consumer considers the
brand/product/experience to be pure of motive, that the brand/product/experience will
be assessed as authentic.

H9b: Authenticity is positively related to purity of motive.

2.5 AUTHENTICITY AND CONSUMPTION BEHAVIOUR

The conceptual model was previously explained in terms of authenticity and its
twenty-one observed secondary and nine unobserved primary constructs. Now the
relationship between authenticity and consumption behaviour (including the two
consumption behaviour constructs, rational and experiential thinking) is analysed.

Authenticity is positively related to consumption behaviour within virtually every
subculture and communal consumption context in the world (Leigh, Peters and
Shelton, 2006, p.482). Consumers that value authenticity “consume authentic
products deliberately, remain loyal to authentic products, and refuse to buy or use
imitation goods” (Liao and Ma, 2009, p.107). However, in the 21st century many
postmodern consumers feel they have been denied access to a lifestyle that is real or
authentic (Rose and Wood, 2005). Hence they are now “ready to embrace alternate
consumption behaviours” (Napoli et al., 2013, p.7). Organisations must understand
authenticity as a driver of consumer consumption behaviour in order to facilitate
positive consumer online purchase behaviour. As Napoli, et al. (2013) claim,
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understanding authenticity as it relates to consumption behaviour will help to explain
consumers’ attitudes and loyalties to products, brands and communities (p.2).

2.6 DEFINING CONSUMPTION BEHAVIOUR

It is argued that consumption behaviour consists of both consumption modes and
consumption behaviour:

1. Consumption behaviour is defined as consumer buyer, seller, and
usage activity on Trademe, and the intention and clarity behind those
consumption decisions (Hamilton, Ratner and Thompson, 2010).

2. Consumption modes is defined as modes consisting both of actions in
which consumers directly engage consumption objects (object
actions), or interactions with other people in which consumption
objects serve as focal resources (interpersonal actions). Additionally,
a consumer’s action can be both an end in itself (an autotelic action),
and a means to some further ends (an instrumental action) (Holt,
1995).

2.6.1 CONSUMPTION MODES
Analysis of consumption modes is important because it explains the interpersonal
interactions that consumers experience during the act of consuming goods and
services. Consumption of a good or service has both purpose and structure (Holt,
1995, p.2). The purpose is either an end in itself (an autotellic action) or a means to an
end (an instrumental action). That is, the consumption experience is appreciated
through the consumption of objects and/or the interactions with people. This means
that an individual may consume a product for either the love of the object or because
the object is a vehicle to meet other consumer needs. This is relevant because as Holt
(1995) states “collective sharing of experiential practices is a critical element of
consuming” (p.9) In the consumption modes model below, the online consumer
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interpersonal interactions of communing and sharing experiences in the consumption
of online products and services are conceptualised with regard to the brand purchased,
the Trademe auction site, and the online community.
Figure 1 Consumption Modes Model

Shared actions
Consumption as an interpersonal interaction through “shared actions” is defined as
engaging in actions that enhance one's sense of affiliation to a specific brand or
product, which also distinguishes oneself from those whose allegiance is not as strong
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and from those who affiliate with other brands or none at all (Holt, 1995). This can be
illustrated, for example, with football spectators who participate in Mexican waves, or
supporters of one team who may sing derogatory chants when the opposition team has
possession of the ball. This shared action aligns individual supporters with other
supporters of the team, and with the team players themselves.

The research explores consumption through shared actions by investigating the
following secondary constructs: consumers’ first-hand experience, ubiquity, universal
norms, and the constructive authenticity of the Trademe service.

Shared objects
Consumption as an interpersonal interaction through shared objects is defined as
classifying oneself and others by means of objects. The consumption of an object
conveys cultural and personal meanings that act to classify the consumer of the object.
That is, “using consumption objects as resources to interact with fellow consumers”
(Holt, 1995, p.3). Possession of an object builds affiliation and enhances distinction
in, for example, spectator sports where wearing clothing with team logos builds an
affiliation with the team and its supporters.

The study analyses consumers through social interactions with shared objects via the
secondary constructs of scripted narrative, instrumentality, objective authenticity,
commitment to tradition, place of origin, guarantee of being genuine, time origin,
consumer values, brand values, situational fantasy, and the self-relevant goals of the
brand.

Shared experiences
Consumers commune and socialise with members of their consumption community
by sharing their experience of the consumption object. In this way the consumption
experience becomes a mutual experience (Holt, 1995).

Consumption through socialising by sharing mutual experiences to entertain is
investigated through the following constructs: independent judgment, verification,
proximity, communal norms, purity of motive and everyday people. These secondary
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constructs determine how consumption as a way of socialising and sharing the mutual
experiences of the community are exhibited.

2.6.2 CONSUMPTION BEHAVIOUR
The buying, selling and usage activity of consumers on Trademe, and the intention
and clarity behind those consumption decisions is of interest to retailers so that they
may effectively market products and services online. It is argued that if the consumer
perceives the consumption item to be authentic, or that self-authentication will be
derived from the consumption experience, the consumer is likely to use or purchase
the item and/or engage with the community and service (Rose and Wood, 2005). That
is, by choosing or rejecting an item online, a consumer is indicating the authenticity of
that brand, service and/or community (Napoli, et al., 2013). Therefore it is proposed
that consumption behaviour demonstrates the authenticity of the object or experience.

H10a: Authenticity is positively related to consumption behaviour.

2.7 THINKING BEHAVIOUR

Consumers make consumption decisions as a result of experiential and rational
thinking approaches (Wang, Baker, Wagner, Wakefield, 2007). Botti and McGill
(2011) suggest that preferences for experiential thinking are emotionally driven,
whereas those for rational thinking are cognitively driven (p.1067).

Hence, the research investigates consumer buyer, seller and usage activity on
Trademe based on two thinking behaviours: experiential and rational thinking:

1. Rational: with utilitarian concern and expectations of reward (Davis, Lang,
and Gautam, 2013) and,
2. Experiential: where the consumer seeks hedonic gratification due to affective
and sensory attributes (Davis, Lang, and Gautam, 2013).
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2.7.1 EXPERIENTIAL THINKING
The buying, selling and use of the article, brand and community invokes an
experiential thinking process (Novak and Hoffman, 2009). That is, when consumers
buy, sell, and use Trademe they are concerned with being “immersed in the
experience” and being entertained (Wolfinbarger and Gilly, 2001). The buying,
selling or usage of the Trademe experience is subjective and results in higher levels of
satisfaction and positive feelings (Arnold and Reynolds, 2003). For example,
consumers who shop recreationally may gain greater interaction, pleasure, and
involvement from the experience (Babin, Darden, and Griffin, 1994). That is to say,
an experiential approach is intrinsically motivated and inherently rewarding as an end
in itself. It is through this experiential process that the authenticity of the item, brand
and community is determined by the consumer (Wang, 1999). It is therefore argued
that if the consumption experience engages the consumer in an experiential thinking
process, the consumer will attribute authenticity to the online consumption behaviour.

H11a: Authenticity is positively related to experiential thinking.

2.7.2 RATIONAL THINKING
Alternatively, rational thinking is by definition instrumental, efficient, and task
oriented (Davis, Lang, and Gautam, 2013, p.233). Rational thinking has explicit
structure and known objectives (Huang and Hsieh, 2011). A consumer using a rational
thinking approach to buying, selling or usage of Trademe will endeavour to make an
efficient, purposeful purchase in a fastidious manner. As a result, a rational
consumption decision is not rewarding in itself but is instrumental to the achievement
of a higher-level goal (Botti and McGill, 2011). Moreover, if the consumer makes a
consumption decision based on a logical, planned strategy, he/she will more likely
experience an authentic consumption experience (Cohen and Cohen, 2012).
Consequently, it is proposed that consumer behaviour driven by rational thinking will
result in consumer authenticity being attributed to the online consumption behaviour.

H11b: Authenticity is positively related to rational thinking.
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2.8 CHAPTER SUMMARY

Chapter two reviews the current marketing and consumer behaviour literature that
analyses authenticity. The literature review provides the analyses upon which a
conceptual model is theorised. The conceptual model defines the relationships
between authenticity and its reflective constructs, both primary and secondary. The
twenty-four secondary constructs are indicators used to determine the validity of the
ten primary constructs, all of which are taken from the literature. These hypothetical
relationships are explained hypothesis by hypothesis, as they relate to the
questionnaire used in the study. Further investigation of the primary constructs will be
conducted in Chapter Four - Findings.
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3.0 CHAPTER THREE - METHODOLOGY

3.1 CHAPTER INTRODUCTION

Chapter Three describes the methodology of this research from two perspectives, the
conceptual foundations of the approach applied and the operational implementation.

The methodology has four phases:
1. The Research Site – Trademe.
2. Questionnaire Development – the development of the questionnaire instrument
from the conceptual model.
3. Data Collection – data collection using a random sampling method and a
researcher administered questionnaire.
4. Data Analysis - descriptive and model development data analysis.

3.2 THE TRADEME RESEARCH SITE
Trademe is the leading online marketplace and classified advertising platform in New
Zealand. It connects people and businesses, and provides them with the information
and tools they need to undertake a transaction. Product and services bought and sold
include auctions and fixed-priced sales for new and used goods.

Trademe includes companion websites providing the following services: Safe Trader escrow service for Trade Me auctions. Find Someone - Matchmaking/dating site. Old
Friends - finding old school friends and workmates. Travel bug - booking travel/hotel
accommodation. Holiday Houses - booking holiday homes/baches - rental
accommodation. Treat Me - group buying local deals site.
According to Neilson online as at the 14th February 2014, Trademe has the following
measured statistics:

60

1. Number of active members (live) 3,407,099.
2. Number of current listings (live) 2,431,697.
3. Average time spent on the site: 10 minutes.
4. Average number of people who visit each day: 653,696.

3.3 QUESTIONNAIRE DEVELOPMENT
Questionnaire development is principally concerned with taking the constructs of
authenticity and obtaining measurement scales from marketing and consumer
behaviour articles that validly measure those constructs. Measurement scales were
chosen based upon their consistency with the conceptual model definitions, their
ability to be deployed in a multi-item likert scale, their associated measures of
reliability (for example, coefficient of reliability, average variance extracted, and
Cronbach’s alpha), and there being at least three measurement items.

3.3.1 LIKERT SCALE
The questionnaire uses closed-ended questions that require the respondent to select
the most appropriate answer from any one of seven possible choices, ranging from 1
(“strongly disagree”) to 7 (“strongly agree”) on a likert scale. Multi-item Likert scales
are employed in the questionnaire because they are a common and recommended
means of collecting data on beliefs, values, attitudes and other consumer behaviour
constructs (Peterson, 1994). In addition, scale data is most appropriate for analysis
using the CFA and SEM process.

3.3.2 REVERSE CODING
However, when multi-item scales are worded in a single direction, there is a tendency
for a response bias to occur, for example, the respondent may answer the questions
summarily without engaging in a deep thought process (Wong, Rindfleisch,
Burroughs, 2003). For this reason the researcher has used reverse coding of certain
items to break the participant from a routine answering response and encourage
concentration on the specific question in order to ensure that a more accurate record
of the respondent’s true beliefs are obtained (Wong, Rindfleisch, Burroughs, 2003).
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3.3.3 QUESTIONNAIRE
A final draft questionnaire was created and this was reviewed extensively by the
researcher and a senior academic.

The questionnaire is segregated into three parts that measure:
1.

Consumer Experience: analyses the respondents’ experience, that is, their
feelings, thoughts and behaviours (Questions 37 to 167).

2.

Consumption Behaviour: determines the respondents buying, selling and
usage behaviour when using Trademe (purchase – questions 1 to 11, usage
– questions 12 to 21 and selling – questions 22 to 30).

3.

Demographics: (Questions 31 to 36) provides specific details of the
respondent’s age, ethnicity, marital status, educational achievement, and
employment status (Davis, Lang and San Diego, 2014).

3.3.4 QUESTIONNAIRE PRE-TEST
Prior to the completion of the final questionnaire, a pre-test was implemented to check
the effectiveness of the survey instrument being used in the field (Grayson and
Shulman, 2000; Grayson and Martinec, 2004; Chiu, et al., 2012).

The following process was applied:
1. Data were gathered initially in a pilot study of 20 randomly selected
respondents in the wider Auckland area in New Zealand.
2. The interviewer spent ten days in four locations within approximately 30
kilometres: north, south, east and west of Auckland City, approaching every
potential respondent and asking them to participate in a research study. This
method ensured that all people would have an equal chance to take part in the
survey. The interviewer would verify that the potential respondent was a
Trademe user, and those Trademe users that agreed to participate were asked
to respond to a structured questionnaire.
3. Respondents were screened as to their suitability to complete the survey by
means of one question: “Do you buy or sell products or services on Trademe
personally (not as a business).
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4. If the answer was “yes” they were told that “this questionnaire is about their
buying and selling behaviour on Trademe and that there are no right or wrong
answers”.
5. After completion of the interview the researcher would then approach the next
potential candidate until 20 questionnaires had been completed.
6. The pre-test process allows the researcher to identify whether respondents
understand the questions and instructions, and whether the meaning of the
questions is the same for all participants (as used by Grayson and Shulman,
2000; Grayson and Martinec, 2004; Chiu, et al., 2012). Furthermore, the pretest shows if there are sufficient response categories available in the scale, and
whether any questions are commonly missed by respondents (Bagozzi and Yi,
2012).
7. The respondents were questioned to find their opinions on the length of the
questionnaire, its format, and the wording of the scales, and this feedback was
recorded in a notebook. The pre-test surveys and respondent feedback were
then analysed. Relevant minor changes were made.

3.3.5 QUESTIONNAIRE FOCUS
In all the questions, consumers were asked to think about their feelings, thoughts and
behaviours when they bought products and services on Trademe through a computer
or other mobile device. Different questions, had different focuses. This was dependent
on the question and its role in establishing the consumers perceptions of authenticity.

The three areas of focus were:
1. Trademe: the service itself www.trademe.co.nz.
2. Community: other buyers and sellers on Trademe who may mutually
communicate with consumers during buying and selling.
3. Brand Purchased: the product and/or service that the consumer bought on
Trademe.
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3.3.6 QUESTIONNAIRE ETHICS APPROVAL
Upon completion of the questionnaire it is forwarded to the Unitec Ethics Committee
to ensure adherence to the highest standards in research and scholarship. Unitec
operates under national and international standards for ethical research. The Unitec
Research Ethics Committee is responsible for review and approval of research at
Unitec and ensures researchers are committed to the highest international standards of
professional and personal integrity. Ethical approval for all research or projects
involving or affecting any person or persons must be obtained prior to the
commencement of the project. The Unitec Ethics Committee also provided a layman’s
assessment of the questionnaire.

The final questionnaire is provided in Appendix A.

3.4 DATA COLLECTION

The data collection process can be best described as follows:
1. Target sample of 500 completed responses.
2. Random sampling method.
3. Face to face implementation of structured questionnaire in the field
administered by the researcher.
4. Data input.

3.4.1 SAMPLE
The target sample size was determined to be approximately 500 completed responses.
The target sample was largely based on the experience of Davis, Lang and San Diego
(2014) and the recommendation of Comrey and Lee (1992). Account also had to be
taken of data cleaning and using a split sample approach for the CFA versus the SEM
to avoid sampling method bias (Bagozzi and Yi, 2012).

Bagozzi and Yi (2012) provide guidance in determining the necessary sample size,
stating: “one should endeavour to achieve a sample size above 100, preferably above
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200” (p.29). Barrett (2007) also argues that “SEM analyses based upon samples less
than 200 should simply be rejected outright for publication unless the population from
which a sample is hypothesised to be drawn is itself small or restricted in size” (p.
820). Alternatively, Comrey and Lee (1992) identified 500 to be very good sample
size but 1000 to be excellent.

However, sample sizes for SEMs are generally dependant on the number of
parameters to be estimated (Bentler and Chou, 1987). Loehlin (1992) recommends
that more than 200 cases are required for conceptual models containing ten variables
in order to produce sufficient data to achieve statistically significant results. Stevens
(2002) has stated that at least 15 cases per measured variable are required as a general
rule. Moreover, Bentler and Chou (1987) state that the ratio of sample size to number
of parameters should be at least 10:1, but that the ratio “may be able to go as low as
5:1 under normal elliptical theory, especially when there are many indicators of latent
variables and the associated factor loadings are large” (p. 91).
On the other hand, Bagozzi and Yi (2012) propose that “the distributional properties
of the measures are important, not sample size or ratios of sample size to free
parameters, per se” (p.29). Bagozzi and Yi (2012) maintain that because maximum
likelihood estimation procedure requires multivariate normality, it is the kurtosis of
the data that is relevant rather than the sample size (p. 29). Therefore, even with “a
relatively small sample size, the maximum likelihood procedure may be satisfactory”
(Bagozzi and Yi, 2012, p.29), if the data is statistically normally distributed.

3.4.2 RANDOM SAMPLING
Random sampling is necessary to obtain a dataset that is reflective of the view of the
wider population of Auckland, NZ. It is claimed that when gathering information in
group settings a common experience could cause individual respondents to have
responses that are mutually correlated (Kline, 2005). This resultant dependence
among the respondents causes extraneous and unmeasured effects on the sample data
results (Kline, 2005). Although it is not possible to detect all possible forms of
dependence, the researcher must always explore all possible causes and effects, and
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then correct for them prior to analysis (Kline, 2005). To ensure the selection of a
random sample this study has been undertaken with individual participants, at
different locations and socio-economic regions, on differing days of the week, and at
differing times of the day. Data were gathered through face-to-face interviews with
random individuals from the general public in several locations; north, south, east and
west of Auckland City. These sites were within approximately 30 kilometres of the
Auckland central business district. Because of these precautions the researcher does
not expect incidence of dependence among respondents.

3.4.3 FACE TO FACE DATA COLLECTION
Data was collected in 2013. A face-to-face survey was used to collect data. This data
collection method was used by Grayson and Martinec (2004) and also recommended
by Chiu et al. (2012) as a suitable strategy (p.273). The survey was administered by
the researcher and totaled 491 completed responses. Like the pre-test, data was
collected using a random sampling method from the general public in several
locations in Auckland, New Zealand: north, south, east and west of Auckland City.
These sites were within approximately thirty kilometres of the Auckland central
business district. Every potential respondent was asked to participate so that all would
have an equal chance to take part in the survey. Respondents were screened as to their
suitability to complete the survey by means of one question: “Do you buy or sell
products or services on Trademe personally (not as a business)”. The interviewer then
conducted the interview with the respondent and after completion of the
questionnaire, he would then approach the next potential candidate.

3.4.4 DATA INPUT
During data collection, data was entered in a systematic way to reduce error (Bagozzi
and Yi, 2012). In this study, as each block of fifty surveys was completed the
questionnaires were numbered sequentially and the data transcribed into an Excel
spread sheet for future analyses. When data input was performed frequently, that is, in
fifty per batch lots, input error was significantly reduced (due to reduced fatigue when
conducting data input in frequent, short duration tasks). After each batch of 50
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questionnaire data were input, five random lines of data would be selected and
checked against the numbered questionnaire to verify the accuracy of the data input
process. This data check process was carried out on 10% of the questionnaires, and if
an error was found, all lines of data within at least 5 rows either side of the incorrect
input line would be checked for accuracy.

After the questionnaires were transcribed into an Excel spread sheet at least a further
50 random lines of data were again checked against the corresponding survey
questionnaires to check the data input accuracy. This checking of approximately 50
random lines of input data was repeated two days later as a further confirmation of the
accuracy of the data input process. Bagozzi and Yi (2012) maintain it is essential to
follow a rigorous data input process to negate input error (p.32).
The 500 surveys are now ready for the data analysis stage.

3.5 DATA ANALYSIS

The data analysis process has 4 key stages:
1. Data Cleaning – where manual adjustments to the data set is conducted to
account for missing values, outliers, normality and multicollinearity (Hair,
Anderson, Tatham, and Black, 1998)
2. Descriptive Data Analysis (DDA) – the research seeks to open-mindedly
explore the nature of the sample data and both numerically and graphically
allow the dataset to reveal its true nature (Tukey, 1977).
3. Model Development (MD) – in this process the study develops and refines the
measurement model through confirmatory factor analysis (CFA) (Bagozzi and
Yi, 2012).
4. Hypothesis Testing – the research tests the conceptual model hypotheses
through structural equation modelling (SEM) (Jöreskog and Sörbom, 1993).

67

3.5.1 DATA CLEANING
Data analysis begins with data cleaning. Data cleaning is performed to maintain
dataset consistency with the assumptions of confirmatory factor analysis and
structural equation modelling (Bagozzi and Yi, 2012). Data cleaning involves a
process of checking for missing values, outliers, normality, and correlation between
the independent variables (multicolinearity) (Hair, Anderson, Tatham, and Black,
1998).

Data Integrity
Initially the sample characteristics and indicator variables are analysed to ascertain the
quality of the dataset. This is to check data integrity and whether all the assumptions
associated with further analysis are valid for the sample. The data integrity is reliant
on the absence of data outliers and missing data responses and the assumption that the
data is of normal distribution (Kline, 2005). To achieve this, the researcher must
understand the properties of the dataset including the identification and rectification of
errors (data cleaning). Before data is archived in a database, it passes through a
number of steps involving both human interaction and computation. Data errors can
occur in any part of the process from initial data acquisition when surveying the
sample population to archival storage at the data analyses stage (Tukey, 1977). The
researcher has previously discussed the strategies in use to negate data input errors.
The following procedures outline the method of handling missing data and data lying
outside two standard deviations from the mean of the dataset. These procedures
include the handling of: (1) missing data, (2) data outliers, (3) normality of data
distribution, and (4) multicollinearity.

Missing Values
For missing data Bagozzi and Yi (2012) recommend that any incomplete
questionnaires be removed to prevent them from biasing the overall dataset estimates.
This study follows Bagozzi and Yi’s (2012) recommendation that missing data is best
handled in an approach based on missing at random. Previously, at the data collection
stage, nine questionnaires were found to be missing values. These were confirmed to
be missing at random and then deleted because confirmatory factor analysis does not
accept data with missing values (Jöreskog and Sörbom, 1993).
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Data Outliers
Data outliers represent the extreme values of the sample population. Outliers are
inappropriate representations and can be very problematic for SEM analyses (Bagozzi
and Yi, 2012). These extreme values can bias not only the parameter estimates but
also the fit indices, and they must be detected to get unbiased estimates (Bagozzi and
Yi, 2012). Outliers represent the extreme values that are inappropriate representations
of the sample population. Schumacker & Lomax (1996) describe them as influential
observations that present a substantial difference between actual and predicted values
of the dependent variable or between independent variable values and those of other
observations. These extreme values can bias not only the parameter estimates, but also
the fit indices (Kline, 2005). Outliers are assessed using the Mahalanobis distance
(D²). D² considers the distance of an observation from the mean values of the
independent variables, and once identified the outlier can be removed as an individual
error (Kline, 2005), where both p1 and p2 are significant.

Normality of Distribution
In normality of distribution, Byrne (2001) explains that SEM dictates data must be
continuous and multivariate normal. A lack of normality in the data distribution can
lead to inaccurate conclusions regarding the model being tested. For example, the bias
toward a Type I error (that is, rejecting a model which should not be rejected) can
occur due to the inflated chi-square statistic resulting from lack of normality. The
same bias also occurs for other indexes of fit because violation of multivariate
normality can also deflate standard errors. This can lead to inaccurate but significant
regression paths and factor/error covariances (Hair, Anderson, Tathan and Black,
1998, p.601). The dataset in this study is tested using a normality test to determine
whether it is well-modelled by a normal distribution curve. Normality is tested with
measures of kurtosis and skewness (Loehlin, 1992). Skewness is a measure of the
symmetry of the distribution curve and kurtosis is a measure of the height and
sharpness of the peak of the dataset’s normal distribution curve relative to the rest of
the data (Kline, 2005). In this study, variables with kurtosis and skewness of greater
than plus or minus two were deleted (Curran, West, and Finch, 1996).
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Multicolinearity
Multicolinearity occurs when several independent variables are closely correlated to
one another (Schumacker and Lomax, 1996). The researcher measures the
multicolinearity, and variables with a variance factor greater than five are deleted
(Curto and Pinto, 2011). Further model refinement is undertaken to determine the
optimal measurement model through the deletion of observed variables with a
standardised residual covariance of greater than two (Hair, Black, Babin, and
Anderson, 2010). Finally, the correlations between variables are determined to ensure
that they support single rather than multiple constructs (Bagozzi and Yi, 2012).
Multicolinearity can lead to a covariance matrix that is non-positive definite. This is
problematic in SEM because SEM relies on the covariance matrices for computations.
If the covariance matrix is non-positive definite, AMOS will return an error message,
for example, “The following covariance matrix is not positive definite”. This is
because statistics related to covariance matrices cannot be computed. Observed
variables are measured to determine how much these variables would change
together. If they do change together and their standardised residual covariance is
greater than 2, they are deleted (Bagozzi and Yi, 2012).

In the research:
1. Nine missing data cases are removed.
2. Outliers are removed from the data using the AMOS Mahalanobis distance
analysis (where data lies >2 standard deviations from the mean).
3. Measure variables are removed with high multicollinearity. High variance
inflation factor (VIF) and multicollinearity is shown through use of SPSS.
Where VIF values of items >5.0 are found, they are deleted (Hair, Anderson,
Tathan and Black, 1998).
4. Using AMOS, kurtosis and skewness of the data is determined. All items of
>2 or >-2 are deleted (Curran, West, and Finch, 1996).

3.5.2 DESCRIPTIVE DATA ANALYSIS
The results of the descriptive data analysis are shown in Chapter 4.
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Descriptive data analysis provides the tools and attitudes for discovering patterns to
foster hypothesis development and refinement (Tukey, 1977). First the dataset is
cleaned for missing data, outliers, and normality of data distribution (Hair, Anderson,
Tatham, and Black, 1998). Then the researcher analyses the post data-cleaning
responses to all questions in the survey, both numerically and graphically, so as to
introduce the reader to the nature of the data sample (Suhr, n.d.).

In the descriptive analysis, the post-data-cleaning dataset (n = 427) is graphed and the
response percentage per scale item reported. A summary analysis describing the
tendencies of the data, both graphically and numerically, is given. From these graphs
the exact nature of the data can be determined without making assumptions (Tukey,
1977).

This process consists of response graphing the combined response data from the 427
cleaned surveys and graphing the final results for each of the 212 items in the
questionnaire. The data from the 212 questionnaire items is then input into individual
frequency graphs. The graphs are headed with a title, the code corresponding to the
question it represents, the range of the dataset (n=491), the Likert-scale response
range (1=Very Rarely, to 7 = Very Often) or (1 = Strongly Disagree, to 7 = Strongly
Agree), and a brief summary analysis of the findings. The conclusions drawn from the
analyses of the dataset are then presented in Chapter Four.

3.5.3 MODEL DEVELOPMENT (CFA)
The CFA analysis uses AMOS 19.

A CFA is performed to ensure that the specified relationships between the constructs
and the indicators are valid (Bagozzi and Yi, 2012). CFA is a statistical technique
used to verify the factor structure of a set of observed variables (Kline, 2005). This
allows the researcher to test the hypothesis that a relationship between observed
variables and their underlying latent constructs exists. The researcher uses knowledge
of the theory and empirical research, postulates the relationship pattern a priori and
then tests the hypothesis statistically (Suhr, n.d.). “CFA is a confirmatory technique
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— it is theory driven…. the planning of the analysis is driven by the theoretical
relationships among the observed and unobserved variables” (Schreiber, Stage, King,
Nora, and Barlow, 2006, p.323).

The authenticity the conceptual model comprising its 24 unobserved constructs and
212 indicator variables must now be built and tested to see how well it “fits” the
dataset (Bagozzi and Yi, 2012).

In building this conceptual model, the following basic model construction procedures
documented by Bagozzi and Yi (2012) have been followed:
1. Latent variables or constructs are represented with circles and measured
variables are represented with squares.
2. Data variables are appropriately allocated to the measured variables.
3. Covariances are drawn between all latent variable constructs.

Maximum likelihood estimation is used to calculate the estimates and measure the fit
between the data and the CFA model (Myung, 2003). This is the preferable method if
the data is distributed normally (Kline, 2005).

Adjustments to the model are made to achieve discriminant validity, convergent
validity and Goodness of Fit (GoF) (Schreiber, Stage, King, Nora, and Barlow, 2006,
p.331).

Model adjustments are made by removing measured variables for the following
reasons:
1. The standardised residual covariances are >2.0. In this case the standardised
residual covariance suggests that these variables are too closely interrelated
and this provides an amplifying effect on the variables’ presence in the model
(Bagozzi and Yi (2012). This in effect attributes excessive influence in the
model to a specific variable.
2. In the Maximum Likelihood Estimates, the regression weights are
insignificant (Hair et al., 1998).

72

3. The standardised regression weight is below 8 (appropriate for the
development of an initial conceptual model) (Hair et al., 1998). The
standardised regression weight is an indicator of discriminant validity and the
calculated average variance extracted (AVE) (Hair et al., 1998).

For the CFA measurement model, the results for discriminant validity, convergent
validity and Goodness of Fit (GoF) are shown in Chapter 4: Tables 29 and 30. Our
measures of validity and fit are based on Bagozzi and Yi (2012) and others (Bacon,
Paul, and Murray, 1995; Baumgartner and Homburg 1996; Bentler 1980; Browne and
Cudek 1993; Fornell and Larcker 1981; Hair et al. 2010; Kline, 2005), that is:
1. Discriminant Validity: The implied correlations for each construct are less than
the corresponding square root of the average variance extracted (AVE) (Hair et al.
2010).
2. Convergent Validity: Construct Cronbach’s alpha and construct reliability are
greater than 0.70, and the Average Variance Extracted (AVE) is greater than 0.50
(Fornell and Larcker 1981). The Cronbach’s alpha determines the internal
consistency of the items in the survey instrument by calculating its average
correlations, and this is used to gauge the reliability of the survey instrument. A
"high" Cronbach’s alpha value is evidence that the items successfully measure the
latent construct (Kline, 2005).
3. Goodness of Fit (GoF): (1) CMIN/DF (chi-squared/degrees of freedom) ratio is
<5.0, (2) a significant p value, (3) Normalized Fit Index (NFI), GFI=Goodness of
Fit, Comparative Fit Index (CFI) and Tucker Lewis Index (TLI) that is preferably
greater than 0.90, and (4) the root mean square error of approximation (RMSEA)
and standardized root mean-squared residual (SRMR) is preferably less than 0.05,
but values up to 0.08 are acceptable (Bagozzi and Yi, 2012).

3.5.4 HYPOTHESIS TESTING (SEM)
SEM is a method of path analysis that simultaneously tests all specified relationships
in the model, allowing for (1) multiple dependant variables, (2) the variables to
correlate, and (3) measurement error (Jöreskog and Sörbom, 1993). SEM tests to
confirm that the model accurately represents the data (Bagozzi and Yi, 2012).
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SEM Data Analyses
Swimberghe (2008) states that “structural equation modelling (SEM) is now a wellestablished and important research tool in the marketing and consumer behaviour
literature” (p.79). This is because firstly, “it takes into account measurement error
which seems especially important when working with survey data” (Swimberghe,
2008, p.79). Secondly, “it allows the researcher to conduct a confirmatory factor
analysis (CFA) of the measurement structure and enables theory testing and
modelling of direct and indirect relationships between observed and unobserved
constructs” (Swimberghe, 2008, p.79). “SEM, in comparison with CFA, extends the
possibility of relationships among the latent variables and encompasses two
components: (a) a measurement model (the CFA) and (b) a structural model”
(Schreiber, Stage, King, Nora, and Barlow, 2006, p.325).

Examples of the use of SEM in consumer authenticity research include Chiu et al.,
(2012) and Grayson and Martinec (2004). Grayson and Martinec (2004) use SEM to
model iconicity and indexicality as predictors of authenticity in consumer assessment
of market offerings (p.304). Similarly Chiu et al., (2012) use SEM to model
relationships and test hypotheses between authenticity, conciseness, reversal and
humour, and brand attitude, for both search and experience products (p.267).

Reflective Conceptual Model
The conceptual model in this study is known as a reflective model (see Figure 1). This
is because the models factors and its indicators can stand alone whilst undergoing
goodness-of-fit estimates (Bagozzi and Yi, 2012, p. 17). This can be compared to a
formative model where the constructs are described as a function of its proposed
measures (Bagozzi and Yi, 2012). The measures are often theoretically related and
correlated. A reflective model is used in this research because, while the indicators are
part of the theory of consumer authenticity, they are not related to their measures
formatively in a priori conceptual sense (Bagozzi and Yi, 2012, p. 18).

Data Distribution
Maximum likelihood estimation (MLE) is used in the SEM analysis using AMOS 19.
MLE is a method to estimate the parameters of a model that best fits the
characteristics of the dataset by suggesting the probable distribution of the data that
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would be most likely (Myung, 2003). Once the most probable data distribution has
been determined, the researcher can then ascertain the best “goodness of fit” of the
model to the dataset.

Structural Equation Modelling
In the SEM process there are two stages:
1. The Original Model: This stage measures the hypothesised relationships
without modifications.
2. The Alternative Model: This stage measures the hypothesised relationships
with modifications as advised by the AMOS analysis output that were
consistent with existing theory.

For the SEM process, the results for Goodness of Fit (GoF) are shown Chapter 4:
Tables 32 and 33. Measures of fit are based on Bagozzi and Yi (2012) and others
(Hair et al. 2010; Baumgartner and Homburg 1996; Bacon et al 1995; Browne and
Cudek 1993; Bentler 1980), that is:
1. Model Goodness of Fit (GoF): (1) CMIN/DF (chi-squared/degrees of
freedom) ratio is <5.0, (2) a significant p value, (3) Normalized Fit Index
(NFI), GFI=Goodness of Fit, Comparative Fit Index (CFI) and Tucker Lewis
Index (TLI) is preferably greater than 0.90 and (4) the root mean square error
of approximation (RMSEA) and standardized root mean-squared residual
(SRMR) is preferably less than 0.05, but values up to 0.08 are acceptable.
2. Hypothesis Test: Standardised regression weight, path estimate, critical ratio
and p value for level of significance (see Tables 29 and 30).
3. Squared Multiple Correlations: R2 value for each construct (see Table 34).
Cohen (1988, p.413) notes that an R2 ≈ 0.0196 is a small effect, 0.13 is a
medium effect and 0.26 is considered large. In the structural modelling
procedure the researcher tested, no correlations between error terms have been
added to the model to improve goodness of fit measures.
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3.6 CHAPTER SUMMARY

This chapter explains the methodology of the research, including the theoretical basis
and the operationalisation of the research site, the questionnaire development, the data
collection, and both the descriptive and model development data analysis. The model
development data analysis stage is further described as a two stage process of
confirmatory factor analysis and structural equation modelling. The results from both
the descriptive data analysis and the model development analysis are presented in
chapter four.
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4.0 CHAPTER FOUR – FINDINGS

4.1 CHAPTER INTRODUCTION

The aim of Chapter Four is simply to present the results of the research. As described
in Chapter Three, this includes the Descriptive Data Analysis (DDA), Confirmatory
Factor Analysis (CFA) and Structural Equation Model (SEM).

4.2 DESCRIPTIVE DATA ANALYSIS (DDA)

The results for the DDA are shown below (see Tables 3-28).

Before these results are described, the sample characteristics are presented and
compared to the New Zealand and Auckland population (Statistics New Zealand,
2013) (Tables 1 and 2). It can be seen from the table that the sample’s age, ethnicity,
marital status, educational achievement, and employment data distribution reflect that
of the New Zealand and Auckland populations.

Our sample is described as follows:
1. The sample shows that the age of the population is split approximately equally
above and below 40 years of age. The population data shows an approximately
equal distribution above and below 40 years of age.
2. The ethnicity breakdown of the sample shows approximately 60% NZ European,
8% Maori and 30% other nationalities. The population data also shows a 60% NZ
European, 10% Maori and 30% other ethnic group composition.
3. The marital status of the sample comprises an approximate split of 43% living
alone and 58% in a permanent relationship. Population data is similar, with 47%
living alone and 53% in a permanent relationship.
4. The educational status of the sample is split 77% non-degree and 23% holding a
degree. The population data is similar, with a 75% to 25% split between nondegree and those holding a degree.
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5. The employment status of the sample is approximately 75% employed and 25%
unemployed.

Population data is similar, with a 67% to 33% split between

employed and those not working.

There are two minor deviations between the sample data and that of the New Zealand
and Auckland population (Statistics New Zealand, 2013) and they are highlighted
below:
1. There were more females than males sampled, with an approximately 60%
female to 40% male ratio. Similarly, the New Zealand and Auckland
population data also show more females than males. However, the split was
slightly less polarised, with a 51% female and 48% male composition in the
New Zealand and Auckland populations (Statistics New Zealand, 2013).
2. The annual income of the sample population is split approximately equally
above and below an annual income of $40,000. The New Zealand and
Auckland population data (Statistics New Zealand, 2013) shows a slightly
disproportionate population spread above and below this threshold. New
Zealand and Auckland population data reports 60% of people earning below
$40,000 and 40% earning above $40,000 per annum.

Table 1 Sample Characteristics (n=491) - Demographics
%
Gender

Age

Male

37

Female

63

19-24

14

25-29

15

30-34

13

35-39

17

40-44

14

45-49

10

50-54

6

55-59

5

60-64

3

65-70

3
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Ethnicity

NZ Pakeha

49

Maori

8

Pacific Islander

9

Asian

12

European

13

Other

8

Single

32

Widowed

2

Living with permanent partner

26

Married

31

Divorced/ Separated

9

Secondary School/ College

60

Trade/Professional Qualification

18

Degree/Diploma (Tertiary)

20

Post-graduate Degree/Diploma (Tertiary)

3

Student

7

Full time

63

Self employed

7

Unemployed

4

Homemaker/retired

11

Part-time
< 10,000

8
18

10,000-20,000

7

20,001-30,000

11

30,001-40,000

11

40,001-50,000

13

50,001-60,000

15

60,001-80,000

13

≥ 80,000

13

Marital Status

Education

Employment

Annual Income

Table 2 New Zealand Population Demographics (Statistics New Zealand, 2013)
Variable
Age

Categories
≤ 19

NZ percentage
28.99

Auckland percentage
29.77

20-24

6.73

7.60

25-29

6.02

6.89

30-34

6.87

7.57

35-39

7.49

8.06
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Gender

Education

Ethnicity

Marital Status

Employment

Annual Income

40-44

7.79

8.08

45-49

7.28

7.13

50-54

6.27

5.90

55-59

5.80

5.23

60-64

4.46

3.93

≥ 65

12.30

9.85

Male

48.80

48.69

Female

51.20

51.31

Non-degree

75.45

71.38

Degree

24.55

28.62

NZ European

10.08

7.26

Maori

13.27

10.04

Pacific Islander

6.24

13.02

Asian

8.32

17.14

European

61.24

51.13

Others

0.85

1.41

Single

31.37

32.46

Widowed

5.53

4.52

Living with partner

7.89

9.13

Married

44.76

44.22

Divorced/Separated

10.45

9.68

Student

23.13

22.86

Full Time

48.44

48.82

Self-employed

3.36

4.37

Unemployed

3.37

3.68

Homemaker

7.30

7.22

Part-time

14.39

13.07

< 10,000

19.31

20.72

10,000-20,000

19.49

15.40

20,001-30,000

13.76

11.88

30,001-40,000

12.79

12.40

40,001-50,000

8.30

8.84

50,001-70,000

8.90

9.89

≥ 70,000

17.45

20.88
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4.2.1 CONSUMPTION BEHAVIOUR
Consumption behaviour presents the DDA results from the following constructs:
1. Buying Experience and Intentions (see Table 3).
2. Usage Behaviour (see Table 4).

3. Selling Behaviour (see Table 5).

Buying Experience and Intentions (see Table 3) identifies Trademe customers as very
experienced in the use of and purchase on Trademe. They purchase items using
Trademe more frequently than they sell, and those purchases are more often of used
goods rather than new products. Furthermore, Trademe customers have both very high
future use intentions and future purchase intentions using Trademe.
Table 3 Buying Experience and Intentions
Findings

Implications

Frequency of purchase use using Trademe: The research shows that
72.3% of respondents do not purchase using Trademe all the time
whereas 15.1% do, with 12.6% of respondents reporting neither
Level of experience using Trademe: The research shows that 64.4% of
respondents have a lot of experience on Trademe whereas 26.4% of
respondents do not, with 9.2% answering neither
Previous purchase experience on Trademe: The research shows that
67.2% of respondents have had previous purchase experience on
Trademe whereas 4.2% of respondents have not, with 28.6% reporting
neither
Purchase of new or used products on Trademe: The research shows
that 24.5% of respondents buy more new products than used products
on Trademe whereas 57.9% of respondents do not, with 17.6%
reporting neither

Trademe customers do not
buy using Trademe all the
time
Trademe customers are very
experienced in the use of
Trademe
Trademe customers have had
previous purchase experience
on Trademe

Revisit Trademe intention: The research shows that 87.5% of
respondents do intend to visit Trademe again whereas 7.8% of
respondents do not, with 4.7% answering neither
Future intention to buy on Trademe: The research shows that 64% of
respondents do intend to buy on Trademe again whereas 13.3% of
respondents do not, with 22.7% replying neither
Intention to buy on Trademe in the next few years: The research shows
that 63.1% of respondents do intend to buy on Trademe in the next
few years whereas 14.1% of respondents do not, with 22.8% saying
neither
Frequency of selling or buying on Trademe: The research shows that
24.9% of respondents do sell more than they buy on Trademe whereas
50.3% of respondents do not, with 24.8% replying neither
Frequency of purchase on Trademe: The research shows that 12.2% of
respondents often buy on Trademe whereas 68.3% of respondents do
not, with 19.5% answering neither

81

Trademe customers tend to
buy more used products than
new products, although new
products account for a high
proportion of purchases
Trademe customers have very
high future site use intentions
Trademe customers have very
high future purchase
intentions
Trademe customers have very
high long term future
purchase intentions
Trademe customers buy more
than they sell on Trademe
Trademe customers do not
often buy on Trademe

Usage Behaviour (see Table 4) shows that Trademe customers are proficient in the
use of Trademe, using it daily to buy, sell or view products and services. The data
shows that Trademe users generally use PCs, MACs or Tablets, rather than
mobile/smart phones.
Table 4 Usage Behaviour
Findings

Implications

Effective use of Trademe: The research shows that 65.8% of
respondents feel certain about how to effectively use Trademe whereas
20.8% of respondents do not, with 13.4% reporting neither
Proper use of Trademe: The research shows that 80.2% of respondents
are sure how to use Trademe properly whereas 11.8% are not, with 8%
answering neither
Frequency of use of Trademe including when they do, or do not buy or
sell: The research shows that 42.8% of respondents often use Trademe,
including when they do, or do not buy or sell whereas 34.6% of
respondents do not, with 22.6% saying neither
Frequency of use of Trademe: The research shows that 44% of
respondents use Trademe less than once a week whereas 43% of
respondents use Trademe more often than once a week, with 13%
saying neither
Expectations when using Trademe: The research shows that 60.6% of
respondents know what is expected of them if they use Trademe
whereas 21.8% of respondents do not, with 17.6% answering neither
Clarity of Trademe steps: The research shows that 65.8% of
respondents find the steps clear in the process of using Trademe
whereas 20.8% of respondents do not, with 13.4% reporting neither
Clarity of directions regarding the use of Trademe: The research
shows that 24.3% of respondents find there are only vague directions
regarding how to use Trademe whereas 56.8% of respondents do not,
with less than 18.9% saying neither
Frequency of use of a PC/MAC on Trademe: The research shows that
33.8% of respondents often use a PC/MAC (desktop, laptop,
notebook, or netbook) on Trademe whereas 49.9% of respondents do
not, with 16.3% answering neither
Frequency of use of a Mobile phone on Trademe: The research shows
that 97.4% of respondents very rarely use a Mobile Phone (not
smartphone) on Trademe

Trademe customers feel
certain about how to
effectively use Trademe
Trademe customers are sure
how to use Trademe properly

Frequency of use of a Smartphone on Trademe: The research shows
that 74.4% of respondents do not often use a Smartphone on Trademe
whereas 17.9% do, with 7.7% saying neither
Frequency of use of a Tablet on Trademe: The research shows that
62.3% of respondents do not often use a Tablet on Trademe whereas
26.7% do, with 11% reporting neither
Frequency of use of some other device on Trademe: The research
shows that 98.6% of respondents very rarely use some other device
other than a PC/MAC, Mobile phone, Smartphone or Tablet on
Trademe
Frequency of use of Trademe on a normal day: The research shows
that 87.9% of respondents use Trademe every 24 hour period with
39.1% of respondents using Trademe at least every seven to twelve
hours on a normal day
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Inconclusive

Inconclusive

Trademe customers know
what is expected of them if
they use Trademe
Trademe customers find the
steps clear in the process of
using Trademe
Trademe customers find there
are clear directions regarding
how to use Trademe
Trademe customers generally
use a PC/MAC or a Tablet
rather than a mobile/smart
phone on Trademe
Trademe customers very
rarely use a mobile phone
other than a smartphone on
Trademe
Trademe customers
infrequently use a smart
phone on Trademe
Tablet use on Trademe is less
frequent than that of
PC/MAC but more prolific
than smart phone
Trademe customers do not
use platforms other than
those described above
Trademe customers use
Trademe every day, with
40% using it at least every
seven to twelve hours on a
normal day

Selling Behaviour (see Table 5) reveals that Trademe customers generally do not use
the site to sell as frequently as they do to buy. However, they have a good deal of
experience using Trademe and will continue to sell using Trademe in the future, albeit
predominantly to sell used items.
Table 5 Selling Behaviour
Findings

Implications

Frequency of Selling using Trademe: The research shows that 15.9%
of respondents sell using Trademe all the time whereas 71.3% of
respondents do not, with 12.8% answering neither
Selling experience using Trademe: The research shows that 49.5% of
respondents have a good deal of experience selling on Trademe
whereas 33.5% of respondents do not, with 17% reporting neither

Trademe customers do not
sell using Trademe all the
time
Trademe customers generally
have a good deal of
experience selling on
Trademe
Trademe customers have sold
through Trademe in the past

Previously sold through Trademe: The research shows that 66.8% of
respondents have sold through Trademe in the past whereas 9.9% of
respondents have not, with less than 23.3% answering neither
Selling new or used products on Trademe: The research shows that
3.6% of respondents sell more new products than used products on
Trademe whereas 86.2% do not, with 10.2% replying neither
Intention to sell on Trademe again: The research shows that 61.8% of
respondents will sell on Trademe again whereas 14.7% of respondents
will not, with 23.5% saying neither
Intention to sell on Trademe in the future: The research shows that
61.5% of respondents will sell on Trademe in the future whereas
14.9% of respondents will not, with 23.6% answering neither
Intention to sell on Trademe in the next few years: The research shows
that 84.8% of respondents will sell on Trademe in the next few years
whereas 9% of respondents will not, with 6.2% replying neither
Selling versus buying on Trademe: The research shows that 18.2% of
respondents sell more than they buy on Trademe whereas 60.1% of
respondents do not, with 21.7% reporting neither
Selling frequency on Trademe: The research shows that 11.4% of
respondents often sell on Trademe whereas 68% of respondents do
not, with 20.6% saying neither

Trademe customers sell more
used products than new
products on Trademe
Trademe customers will sell
on Trademe again
Trademe customers will sell
on Trademe in the future
Trademe customers will sell
on Trademe in the next few
years
Trademe customers do not
sell more than they buy on
Trademe
Trademe customers do not
often sell on Trademe

4.2.2 AUTHENTICITY
Authenticity presents the DDA results from the following constructs:
1. First-Hand Experience (PSA-FHE) (Trademe)
2. Scripted Narrative (PRA-SN) (Brand Purchased)
3. Independent Judgment (PSA-IJ) (Community)
4. Instrumentality (PSA-I) (Brand Purchased)
5. Verification (PSA-V) (Community)
6. Objective Authenticity (SOA-OA) (Brand Purchased)
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7. Ubiquity (PSA-U) (Trademe)
8. Commitment to Tradition (PIA-CT) (Brand Purchased)
9. Universal Norms (VSA-UN) (Trademe)
10. Brand Proximity (PSA-BP) (Community)
11. Place of Origin (PIA-PO) (Brand Purchased)
12. Communal Norms (PSA-CN) (Community)
13. Guarantee of Being Genuine (PIA-GG) (Brand Purchased)
14. Purity of Motive (VSA-PM) (Community)
15. Time Origin (AIA-TO) (Brand Purchased)
16. Everyday People (IA-EP) (Community)
17. Consumer Values (MA-CV) (Brand Purchased)
18. Constructive Authenticity (SOA-CA) (Trademe)
19. Brand Values (MA-BV) (Brand Purchased)
20. Situational Fantasy (SIA-SF) (Brand Purchased)
21. Self-Relevant Goals (SIA-RG) (Brand Purchased)

The results for First-Hand Experience (Trademe) (see Table 6) reveals that Trademe
customers generally like the feel of the website, they like the pictures/images used,
and think Trademe makes the brand look very appealing.
Table 6 Firsthand Experience (Trademe)
Findings

Implications

The feel of this website: The research shows that 57.6% of
respondents like the feel of this website whereas 16.7% of respondents
do not, with 25.7% reporting neither
The pictures/images used in this website: The research shows that
74.6% of respondents like the pictures/images used in this website
whereas 12.2% of respondents do not, with 13.2% reporting neither
The opening page of this website: The research shows that 43.8% of
respondents like the opening page of this website whereas 24.2% of
respondents do not, with 32% reporting neither
The pictures/images used in this website: The research shows that
37.3% of respondents believe this website makes the brand purchased
look very appealing whereas 27.7% of respondents do not, with 35%
reporting neither
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Trademe customers like the
feel of this website
Trademe customers like the
pictures/images used in this
website
Trademe customers generally
like the opening page of this
website
Inconclusive

The Scripted Narrative (Brand Purchased) (see Table 7) results exhibit how Trademe
customers generally believe the brand conveys a clear image that is not difficult to
understand. However, the Trademe customers are not influenced by the advertising of
the brand.
Table 7 Scripted Narrative (Brand Purchased)
Findings

Implications

The brand purchased advertisement: The research shows that 24.3% of
respondents found that the brand purchased advertisement changed
their mind about the brand whereas 53.5% of respondents found that
the brand purchased advertisement did not, with 22.2% reporting
neither
Learning from the brand purchased: The research shows that 35.2% of
respondents learnt something new from the brand purchased whereas
41.8% of respondents did not, with 24% reporting neither
Point of view and the brand purchased advertisement: The research
shows that 24.3% of respondents see things differently after viewing
the brand purchased advertisement whereas 61.7% of respondents do
not, with 14.1% reporting neither
The pictures/images used in this website: The research shows that
74.6% of respondents like the pictures/images used in this website
whereas 12.2% of respondents do not, with 13.2% reporting neither
Brand purchased image: The research shows that 15% of respondents
believe the brand purchased has an image that is difficult to
understand whereas 71% of respondents do not, with 14% reporting
neither
Brand purchased image constancy: The research shows that 65.8% of
respondents believe the brand purchased conveys a clear image in all
its action whereas 17.2% of respondents do not, with 17% reporting
neither
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Trademe customers generally
found that the brand
purchased advertisement did
not change their mind about
the brand
Inconclusive

Trademe customers do not
see things differently after
viewing the brand purchased
advertisement
Trademe customers like the
pictures/images used in this
website
Trademe customers do not
believe the brand purchased
has an image that is difficult
to understand
Trademe customers believe
the brand purchased conveys
a clear image in all its action

The examination of Independent Judgment (Community) (see Table 8) illustrates that
Trademe customers generally believe that the Trademe community's future advice
would be useful to them and yet they would not be confident in accepting it.
Table 8 Independent Judgment (Community)
Findings

Implications

Community advice acceptance: The research shows that 32.6% of
respondents would accept the Trademe community's advice about the
brand purchased in the future whereas 44.2% of respondents would
not, with 23.2% reporting neither
Community future advice: The research shows that 44.2% of
respondents believe the Trademe community's future advice about the
brand purchased would be useful to them whereas 35.8% of
respondents do not, with 20% reporting neither
Community future opinions about brand purchase: The research shows
that 46.5% of respondents believe the Trademe community's future
opinions about brand purchase will be informative to them whereas
34.2% of respondents do not, with 19.3% reporting neither
Community and brand purchase choice: The research shows that
16.7% of respondents would allow the Trademe community to choose
a brand purchase for them in the future whereas 65.2% of respondents
would not, with 18.1% reporting neither
Accepting community advice: The research shows that 33% of
respondents would be confident in accepting the Trademe
community's advice about brand purchase in the future whereas 44.6%
of respondents would not, with 22.4% reporting neither
Community understanding: The research shows that 36.6% of
respondents feel the Trademe community would understand the
reasons why they rate the brand purchased the way they do whereas
39.5% of respondents feel the Trademe community would not, with
23.9% reporting neither
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Inconclusive

Trademe customers generally
believe the Trademe
community's future advice
about the brand purchased
would be useful to them
Trademe customers generally
believe the Trademe
community's future opinions
about brand purchase will be
informative to them
Trademe customers would
not allow the Trademe
community to choose a brand
purchase for them in the
future
Trademe customers generally
would not be confident in
accepting the Trademe
community's advice about
brand purchase in the future
Inconclusive

The investigation of Instrumentality (Brand Purchased) (see Table 9) shows that
Trademe customers generally feel that they know what to expect from the brand. They
believe the brand to be dependable, reliable, and trustworthy.
Table 9 Instrumentality (Brand Purchased)
Findings

Implications

Brand dependability and reliability: The research shows that 78.2% of
respondents think this brand is dependable and reliable whereas 11.6%
of respondents do not, with 10.2% reporting neither
Has this brand has always been good to you? The research shows that
49.1% of respondents feel this brand has always been good to them
whereas 17.9% of respondents do not, with 33% reporting neither
Brand promises: The research shows that 39.6% of respondents
believe that if this brand makes a claim or promise about its products
or services, it is probably true whereas 20.5% of respondents do not,
and 39.9% of respondents are neutral
Brand expectations: The research shows that 74.6% of respondents
feel like they know what to expect from this brand whereas 12.2% of
respondents do not, with 13.2% reporting neither
Brand trust: The research shows that 41.6% of respondents feel they
can trust this brand whereas 21.9% of respondents do not, with 36.5%
reporting neither

Trademe customers think this
brand is dependable and
reliable
Trademe customers generally
feel this brand has always
been good to them
Inconclusive

Trademe customers feel like
they know what to expect
from this brand
Inconclusive

Verification (Brand Purchased) (see Table 10) analysis reveals that Trademe
customers generally trust the Trademe community's contributors to know things they
do not know. However, they are undecided on whether contributors to the Trademe
community's forum have high integrity or not. Trademe customers would not base an
important decision on the advice of the Trademe community.
Table 10 Verification (Brand Purchased)
Findings

Implications

Community knowledge: The research shows that 48.7% of
respondents trust the Trademe community's contributors to know
things they do not know whereas 22.2% of respondents do not, with
29.1% reporting neither
Community advice: The research shows that 29% of respondents
would base an important decision on advice received from the
contributors to the Trademe community’s forum whereas 51.7% of
respondents would not, with 19.3% reporting neither
Community integrity: The research shows that 33.4% of respondents
believe contributors to the Trademe community's forum have high
integrity whereas 42.1% of respondents believe contributors to the
Trademe community's forum do not, with 24.5% reporting neither
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Trademe customers generally
trust the Trademe
community's contributors to
know things they do not
know
Trademe customers would
not base an important
decision on advice received
from the contributors to the
Trademe community’s forum
Inconclusive

Examination of Objective Authenticity (Brand Purchased) (see Table 11) identifies
that Trademe customers generally believe the brand purchased is a good brand and
would not hesitate to recommend it to others. Trademe customers also believe that
even though they found that commercials described certain specific product
characteristics that are desirable to them, they disagree with the advertising and
believe it makes exaggerated and untrue claims about the product.
Table 11 Objective Authenticity (Brand Purchased)
Findings

Implications

Brand recommendation: The research shows that 49.5% of
respondents believe the brand purchased is a good brand and would
not hesitate recommending it to others whereas 20.8% of respondents
believe it is not, with 29.7% reporting neither
Brand dependability: The research shows that 52.5% of respondents
believe that the advertised brand is a dependable, reliable one whereas
19% of respondents do not, with 28.5% reporting neither
Brand expectations: The research shows that 79.8% of respondents
know what to expect from this brand whereas 9% of respondents do
not, with 11.2% reporting neither
Product purchase reasons: The research shows that 65% of
respondents think of reasons why they should buy the product whereas
19.1% of respondents do not, with 15.9% reporting neither
Product characteristic desirability: The research shows that 76.8% of
respondents found the commercial described certain specific product
characteristics that are desirable to them whereas 7.3% of respondents
do not, with 15.9% reporting neither
Disagreement with advertising: The research shows that 48.7% of
respondents find themselves disagreeing with some things in the
commercial whereas 22.2% of respondents did not, with 29.1%
reporting neither
Exaggerated advertising: The research shows that 52.2% of
respondents believe the commercial makes exaggerated and untrue
claims about the product whereas 24.8% of respondents did not, with
23% reporting neither
Trust in the contributors: The research shows that 35.7% of
respondents trust the Trademe community's contributors to know
things they do not know whereas 30.8% of respondents do not, with
33.5% saying neither
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Trademe customers believe
the brand purchased is a good
brand and would not hesitate
recommending it to others
Trademe customers believe
that the advertised brand is a
dependable, reliable one
Trademe customers know
what to expect from this
brand
Trademe customers think of
reasons why they should buy
the product
Trademe customers found the
commercial described certain
specific product
characteristics that are
desirable to them
Trademe customers find
themselves disagreeing with
some things in the
commercial
Trademe customers believe
the commercial makes
exaggerated and untrue
claims about the product
Inconclusive

Ubiquity (Trademe) (see Table 12) concludes that Trademe customers generally
consider Trademe a unique, strong, and well-known brand.
Table 12 Ubiquity (Trademe)
Findings

Implications

Strength of the Trademe brand: The research shows that 56.7% of
respondents consider Trademe a strong brand whereas 16.7% of
respondents do not, with 26.6% reporting neither
Trademe brand recognition: The research shows that 80% of
respondents consider Trademe a well-known brand whereas 5.9% of
respondents do not, with 14.1% answering neither
Uniqueness of the Trademe brand: The research shows that 47.7% of
respondents consider Trademe a unique brand whereas 31.2% of
respondents do not, with 21.1% reporting neither

Trademe customers consider
Trademe a strong brand
Trademe customers consider
Trademe a well-known brand
Trademe customers generally
consider Trademe a unique
brand

Commitment to Tradition (Brand Purchased) (see Table 13) expresses that Trademe
customers generally do not place value on tradition or a strong link to their past.
Nevertheless, they do consider traditional values to be important.
Table 13 Commitment to Tradition (Brand Purchased)
Findings

Implications

Respect for tradition: The research shows that 32.3% of respondents
consider respect for tradition to be important whereas 42.1% of
respondents do not, with 25.6% replying neither
Family heritage: The research shows that 36.3% of respondents
consider family heritage to be important whereas 42.2% of
respondents do not, with 21.5% reporting neither
Link to the past: The research shows that 26.2% of respondents value
a strong link to their past whereas 58.8% of respondents do not, with
15% answering neither
Traditional values: The research shows that 45.2% of respondents
consider traditional values to be important whereas 34.9% of
respondents do not, with 19.9% confirming neither
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Inconclusive

Inconclusive

Trademe customers do not
value a strong link to their
past
Trademe customers generally
consider traditional values to
be important

Universal Norms (Trademe) (see Table 14) demonstrates how Trademe customers
generally believe one should always adhere to all applicable laws and regulations and
always be honest in serving customers, consumers, and the Trademe community.
Table 14 Universal Norms (Trademe)
Findings

Implications

Law and regulation adherence: The research shows that 59.9% of
respondents believe one should always adhere to all applicable laws
and regulations whereas 18.9% of respondents do not, with 21.2%
believing neither
Representing experience: The research shows that 47% of respondents
believe one should always accurately represent one's experience
whereas 33.2% of respondents do not, with 19.8% representing neither
Honesty: The research shows that 77.8% of respondents believe one
should always be honest in serving customers, consumers, and the
Trademe community whereas 8.1% of respondents do not, with 14.1%
believing neither
Conflict of interest: The research shows that 45% of respondents
believe one should not knowingly participate in a conflict of interest
without prior notice to all parties involved whereas 40.1% of
respondents do not, with 14.9% reporting neither
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Trademe customers believe
one should always adhere to
all applicable laws and
regulations
Trademe customers generally
believe one should always
accurately represent one's
experience
Trademe customers believe
one should always be honest
in serving customers,
consumers, and the Trademe
community
Inconclusive

Brand Proximity (Community) (see Table 15) identifies Trademe customers generally
as having a strong desire to remain in the Trademe community and to participate in
the community’s activities because they are able to reach personal goals. They are not
very attached to the community and are usually unwilling to pay more money to be a
member of this community than for membership in other communities. Trademe
customers by and large feel a desire to preserve their personal freedom since joining
the community.
Table 15 Brand Proximity (Community)
Findings

Implications

Community attachment: The research shows that 16.3% of
respondents are very attached to the community whereas 60% of
respondents are not, with 23.7% saying neither
Commonality: The research shows that 43.1% of respondents believe
other community members share their objectives whereas 34% of
respondents do not, with 22.9% reporting neither
Community friendships: The research shows that 15.5% of
respondents have friendships with other community members that
mean a lot to them whereas 57.4% of respondents do not, with 27.1%
answering neither
Community connection: The research shows that 10.4% of
respondents would, if community members planned something, think
of it as something “we” would do rather than something “they” would
do whereas 70.7% of respondents would not, with 18.9% reporting
neither
Part of the community: The research shows that 43.9% of respondents
see themselves as a part of the community whereas 42.4% of
respondents do not, with 13.7% saying neither
The benefit from following the community rules: The research shows
that 31.8% of respondents benefit from following the community’s
rules whereas 39.9% of respondents do not, with 28.3% reporting
neither
Community activity participation: The research shows that 31.2% of
respondents are motivated to participate in the community’s activities
because they feel better afterwards whereas 51.5% of respondents are
not, with 17.3% confirming neither
Supporting community members: The research shows that 28.1% of
respondents are motivated to participate in the community’s activities
because they are able to support other members whereas 51.9% of
respondents are not, with 20% reporting neither (see Appendix D,
Figure D132)
Personal goals: The research shows that 51.3% of respondents are
motivated to participate in the community’s activities because they are
able to reach personal goals whereas 21.6% of respondents are not,
with 27.1% believing neither
Behavioural expectations: The research shows that 53.6% of
respondents believe that in order to be accepted, they feel they must
behave as other community members expect them to behave whereas
24.2% of respondents do not, with 22.2% saying neither
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Trademe customers are not
very attached to the
community
Inconclusive

Trademe customers do not
have friendships with other
community members that
mean a lot too them
Trademe customers would
not, if community members
planned something, think of it
as something “we” would do
rather than something “they”
would do.
Inconclusive

Inconclusive

Trademe customers are not
motivated to participate in the
community’s activities
because they feel better
afterwards
Trademe customers are not
motivated to participate in the
community’s activities
because they are able to
support other members
Trademe customers are
motivated to participate in the
community’s activities
because they are able to reach
personal goals
Trademe customers believe in
order to be accepted they
must behave as other
community members expect

Community influence: The research shows that 36% of respondents
actions are influenced by how other community members want them
to behave whereas 44.2% of respondents actions are not, with 19.8%
reporting neither
Personal freedom: The research shows that 48.8% of respondents,
have felt a desire to preserve their personal freedom since joining the
community whereas 33.8% of respondents have not, with 17.4%
confirming neither
Leaving the community: The research shows that 41.5% of
respondents feel it would be very difficult to leave this community
whereas for 35% of respondents it would not, with 23.5% reporting
neither
Perceived value of the community: The research shows that 28.9% of
respondents are willing to pay more money to be a member of this
community than for membership in other communities whereas 47.3%
of respondents are not, with 23.8% saying neither

Intention to remain in the community: The research shows that 51.7%
of respondents intend to stay on as a community member whereas
19.1% of respondents do not, with 29.2% answering neither
Recommendation of the community to others: The research shows that
29.8% of respondents intend to never miss an opportunity to
recommend this community to others whereas 52.2% of respondents
do not, with 18% saying neither
Recommendation of the community to friends or relatives: The
research shows that 35.4% of respondents intend to recommend this
community to friends or relatives who were searching for a
community whereas 41.3% of respondents do not, with 23.3%
recommending neither
Participation in community activities: The research shows that 28.3%
of respondents intend to actively participate in the community’s
activities whereas 53.3% of respondents do not, with 18.4% reporting
neither
Intention to leave the community: The research shows that 16.9% of
respondents thought about leaving this community within the last ten
weeks whereas 70.1% of respondents did not, with 13% saying neither
Community participation: The research shows that 19.6% of
respondents participated in activities of this community within the last
ten weeks whereas 57.6% of respondents did not, with 22.8%
reporting neither
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them to behave
Inconclusive

Trademe customers generally
have felt a desire to preserve
their personal freedom since
joining the community
Inconclusive

Trademe customers generally
are not willing to pay more
money to be a member of this
community than for
membership in other
communities
Trademe customers intend to
stay on as a community
member
Trademe customers do not
intend to never miss an
opportunity to recommend
this community to others
Inconclusive

Trademe customers do not
intend to actively participate
in the community’s activities
Trademe customers did not
think about leaving this
community within the last ten
weeks
Trademe customers did not
participate in activities of this
community within the last ten
weeks

For Place of Origin (Brand Purchased) (see Table 16) it is found that Trademe
customers in the main did not feel a connection with another place through the
experience of brand purchase.
Table 16 Place of Origin (Brand Purchased)
Findings

Implications

Place connection: The research shows that 23.8% of respondents felt a
connection with a place when looking at the brand purchased whereas
67.7% of respondents did not, with 8.5% confirming neither
Place transportation: The research shows that 21% of respondents felt
the brand purchased helped to transport them back to another place
whereas for 69.7% of respondents the brand purchased did not, with
9.3% reporting neither
Place connection: The research shows that 24% of respondents gained
a connection with another place through the experience of brand
purchase whereas 69.1% of respondents did not, with 6.9% saying
neither
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Trademe customers did not
feel a connection with a place
when looking at the brand
purchased
For Trademe customers the
brand purchased did not help
to transport them back to
another place
Trademe customers did not
usually gain a connection
with another place through
the experience of brand
purchase

Communal Norms (Community) (see Table 17) illustrates that for Trademe customers
in general their sense of pride comes from knowing they belong to groups and when
joining a group they usually develop a strong sense of identification with that group.
If a person insults a group they belong to, they feel personally insulted. However, by
and large they do not connect with the Trademe community group and do not feel that
the group is an important part of who they are.
Table 17 Communal Norms (Community)
Findings

Implications

Groups reflection of an individual: The research shows that for 29.3%
of respondents the groups they belong to are an important reflection of
who they are whereas for 47.1% of respondents the groups they
belong to are not, with 23.6% reporting neither
Group importance to the individual: The research shows that 30.4% of
respondents when they are in a group feel that the group is an
important part of who they are whereas 46.4% of respondents when
they are in a group do not feel this way, with 23.2% confirming
neither
Group pride: The research shows that 61.1% of respondents usually
feel a strong sense of pride when a group they belong to has an
important accomplishment whereas 16.1% of respondents do not, with
22.8% answering neither
Group relevance to the individual: The research shows that 25% of
respondents think one of the most important parts of who they are can
be captured by looking at the groups they belong to and understanding
who they are whereas 50.9% of respondents do not, with 24.1%
suggesting neither

Group belonging: The research shows that 20.5% of respondents,
when they think of themselves, often think of groups they belong too
whereas 55.4% of respondents do not, with 24.1% reporting neither
Groups as a part of self-image: The research shows that for 33.6% of
respondents, groups they belong to are an important part of their selfimage whereas for 39.1% of respondents groups they belong to are
not, with 27.3% confirming neither
Sensitivity for group: The research shows that for 67.5% of
respondents, if a person insults a group they belong too, they feel
personally insulted whereas for 13.3% of respondents, if a person
insults a group they belong to, they do not, with 19.2% reporting
neither
Sense of pride: The research shows that 41.2% of respondents feel that
their sense of pride comes from knowing they belong to groups
whereas for 30% of respondents their sense of pride does not, with
28.8% answering neither
Group identification: The research shows that when joining a group,
52.7% of respondents usually develop a strong sense of identification
with that group whereas 25.4% of respondents do not, with 21.9%
reporting neither
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For Trademe customers
generally, the groups they
belong to are not an important
reflection of who they are
For Trademe customers
generally, when they are in a
group it does not often feel
like that group is an important
part of who they are
Trademe customers feel a
strong sense of pride when a
group they belong to has an
important accomplishment
Trademe customers do not
think one of the most
important parts of who they
are can be captured by
looking at the groups they
belong to and understanding
who they are
Trademe customers do not
often think of groups they
belong to when they think of
themselves
Inconclusive

For Trademe customers, if a
person insults a group they
belong too, they feel
personally insulted
For Trademe customers
generally their sense of pride
comes from knowing they
belong to groups
When joining a group.
Trademe customers usually
develop a strong sense of
identification with that group

Guarantee of Being Genuine (Brand Purchased) (see Table 18) reveals Trademe
customers strongly feel they can trust this brand and find it dependable and reliable.
They believe that if this brand makes a claim or promise about its products, it is
probably true.
Table 18 Guarantee of Being Genuine (Brand Purchased)
Findings

Implications

Brand dependability and reliability: The research shows that 51.6% of
respondents find this brand dependable and reliable whereas 19% of
respondents do not, with 29.4% suggesting neither
Brand treatment: The research shows that for 51.1% of respondents
this brand has always been good to them whereas for 19.6% of
respondents this brand has not, with 29.3% reporting neither
Brand claims and promises: The research shows that for 43.4% of
respondents if this brand makes a claim or promise about its products,
it is probably true whereas for 23.2% of respondents it is not, with
33.4% confirming neither
Brand expectations: The research shows that 50.1% of respondents
feel like they know what to expect from this brand whereas 21.5% of
respondents do not, with 28.4% reporting neither
Brand trust: The research shows that 80.4% of respondents feel they
can trust this brand whereas 13.4% of respondents do not, with 6.2%
saying neither
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Trademe customers find this
brand dependable and reliable
For Trademe customers this
brand has always been good
to them
Trademe customers generally
believe brand
claims/promises
Trademe customers feel like
they know what to expect
from this brand
Trademe customers strongly
feel they can trust this brand

Purity of Motive (Community) (see Table 19) illustrates how Trademe customers
generally believe that the Trademe community has a long-term interest in the
community, is supporting community members to support their causes, and are trying
to give something back to the community.
Table 19 Purity of Motive (Community)
Findings

Implications

Community’s obligation to help: The research shows that 35.6% of
respondents believe the Trademe community feels morally obligated
to help whereas 43.9% of respondents do not, with 20.5% replying
neither
Long-term interest in the community: The research shows that 46% of
respondents believe the Trademe community has a long-term interest
in the community whereas 34.1% of respondents do not, with 19.9%
reporting neither
Owners or employees belief in the cause: The research shows that for
35.8% of respondents the owners or employees believe in the cause
whereas for 36.1% of respondents the owners or employees do not,
with 28.1% suggesting neither
Ease of supporting causes: The research shows that 43.7% of
respondents feel they want to make it easier for consumers who care
about the cause to support it whereas 31% of respondents do not, with
25.3% reporting neither
Moral obligation to help: The research shows that 47.1% of
respondents believe they are trying to give something back to the
community whereas 25.2% of respondents do not, with 27.7%
confirming neither

Inconclusive

Trademe customers generally
believe that the Trademe
community has a long-term
interest in the community
Inconclusive

Trademe customers generally
feel the Trademe community
want to make it easier for
consumers who care about
the cause to support it
Trademe customers generally
believe that the Trademe
community are trying to give
something back to the
community

Time Origin (Brand Purchased) (see Table 20) establishes that for Trademe customers
generally, the brand purchased provided a significant connection with the past.
Table 20 Time Origin (Brand Purchased)
Findings

Implications

Brand purchase connection with the past: The research shows that
51.7% of respondents, when they look at the brand purchased, feel a
connection with the past whereas for 35.6% of respondents when they
look at the brand purchased, they do not, with 12.7% reporting neither
Brand purchase time transportation: The research shows that for
47.9% of respondents the brand purchased helps to transport them
back in time whereas for 38.3% of respondents the brand purchased do
not, with 13.8% saying neither
Connection with the past: The research shows that for 54.2% of
respondents the brand purchased provides a significant connection
with the past whereas for 36.5% of respondents the brand purchased
do not, with 9.3% reporting neither
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When Trademe customers
looked at the brand
purchased, they felt a
connection with the past
For Trademe customers
generally, the brand
purchased helped to transport
them back in time
For Trademe customers
generally, the brand
purchased provided a
significant connection with
the past

Everyday People (Community) (see Table 21) identifies how Trademe customers
generally find the Trademe community to be attractive. However, they do not think
the Trademe community is like an old friend, nor do they have any desire to meet
them in person.
Table 21 Everyday People (Community)
Findings

Implications

Is the community like an old friend? The research shows that 17.7% of
respondents think the Trademe community is like an old friend
whereas 64.4% of respondents do not, with 17.9% answering neither
Does the community make them feel comfortable? The research
shows that for 28.7% of respondents the Trademe community makes
them feel comfortable, as if they are with friends whereas for 50.5% of
respondents the Trademe community does not, with 20.8% saying
neither
Does the community understand the things they want to know?: The
research shows that for 26.7% of respondents the Trademe community
seems to understand the things they want to know whereas for 56.4%
of respondents the Trademe community does not, with 16.9%
confirming neither
Is the Trademe community attractive? The research shows that 45.8%
of respondents find the Trademe community attractive whereas 29.8%
of respondents do not, with 24.4% reporting neither
Everyday People - Would they like to meet the community in person?
The research shows that 21.4% of respondents would like to meet the
Trademe community in person whereas 59.9% of respondents would
not, with 18.7% suggesting neither
Do they feel sorry when the Trademe community makes a mistake?
The research shows that 35.7% of respondents feel sorry when the
Trademe community makes a mistake whereas 38.9% of respondents
do not, with 25.4% reporting neither
Comparing ideas with what the community says: The research shows
that 39.1% of respondents like to compare their ideas with what the
Trademe community says whereas 47.2% of respondents do not, with
13.7% confirming neither
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Trademe customers do not
think the Trademe
community is like an old
friend
The Trademe community
does not make Trademe
customers feel comfortable,
as if they are with friends
The Trademe community
does not seem to understand
the things Trademe customers
want to know
Trademe customers generally
find the Trademe community
attractive
Trademe customers would
not like to meet the Trademe
community in person
Inconclusive

Inconclusive

Consumer Values (Brand Purchased) (see Table 22) illustrate that for Trademe
customers generally the brands purchased do not help them to define themselves, and
do not reflect the kind of person they see themselves to be.
Table 22 Consumer Values (Brand Purchased)
Findings

Implications

Are brands purchased a reflection of the person? The research shows
that for 32.9% of respondents the brands purchased reflect the kind of
person they see themselves to be whereas for 43.8% of respondents the
brands purchased do not, with 23.3% reporting neither
Do brands purchased help to communicate self-identity? The research
shows that for 40.5% of respondents the brands purchased help them to
communicate their self-identity whereas for 42.9% of respondents the
brands purchased do not, with 16.6% suggesting neither
Do the brands purchased help self-expression? The research shows that
for 43.6% of respondents the brands purchased help them express
themselves whereas for 38.2% of respondents the brands purchased do
not, with 18.2% reporting neither
Do the brands purchased help self-definition? The research shows that
for 30.3% of respondents the brands purchased help them to define
themselves whereas for 56% of respondents the brands purchased do
not, with 13.7% confirming neither

98

For Trademe customers
generally the brands
purchased do not reflect the
kind of person they see
themselves to be
Inconclusive

Inconclusive

Trademe customers find the
brands purchased do not
help them to define
themselves

For Constructive Authenticity (Trademe) (see Table 23) it is concluded that Trademe
customers feel personally capable and able to take on and master hard challenges.
They base their decisions on their own values, do things their own way, and can
express themselves. They strongly believe that Trademe makes them feel adequate or
competent. However, Trademe customers feel Trademe makes them feel controlled
and pressured to be certain ways, and does not make them feel free to be who they
are.
Table 23 Constructive Authenticity (Trademe)
Findings

Implications

Does Trademe make them feel very capable and effective? For 32.6%
of respondents Trademe makes them feel very capable and effective
whereas for 45.1% of respondents Trademe does not, with 22.3%
supporting neither
Does Trademe make them feel adequate or competent? The research
shows that for 86.8% of respondents Trademe makes them feel
adequate or competent whereas for 8.6% of respondents Trademe does
not, with 4.6% reporting neither
The successful completion of difficult tasks and projects: The research
shows that 63.9% of respondents feel that they can successfully
complete difficult tasks and projects whereas 18.1% of respondents do
not, with 18% saying neither
Mastering hard challenges: The research shows that 59.7% of
respondents feel that they can take on and master hard challenges
whereas 21.8% of respondents do not, with 18.5% reporting neither
Capability: The research shows that 72.3% of respondents feel very
capable in what they do whereas 11.1% of respondents do not, with
16.6% saying neither
Control and pressure: The research shows that for 78.8% of
respondents Trademe makes them feel controlled and pressured to be a
certain way whereas for 13% of respondents Trademe does not, with
8.2% reporting neither
Freedom to be who they are: The research shows that for 29.3% of
respondents Trademe makes them feel free to be who they are whereas
for 42.6% of respondents Trademe does not, with 28.1% confirming
neither
Choices based on true interests and values: The research shows that
69.2% of respondents feel that their choices are based on their true
interests and values whereas 16.7% of respondents do not, with 14.1%
reporting neither
Free to do things your own way: The research shows that 69% of
respondents feel free to do things their own way whereas 20.3% of
respondents do not, with 10.7% suggesting neither
Expression of true self: The research shows that 58.1% of respondents
feel that their choices express their true self whereas 27.6% of
respondents do not, with 14.3% reporting neither
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For Trademe customers
generally, Trademe does not
make them feel very capable
and effective
Trademe customers strongly
believe that Trademe makes
them feel adequate or
competent
Trademe customers feel that
they can successfully
complete difficult tasks and
projects
Trademe customers feel that
they can take on and master
hard challenges
Trademe customers feel very
capable in what they do
Trademe customers feel that
Trademe makes them feel
controlled and pressured to be
certain ways
Trademe customers generally
believe Trademe does not
make them feel free to be
who they are
Trademe customers feel that
their choices are based on
their true interests and values
Trademe customers feel free
to do things their own way
Trademe customers feel that
their choices express their
true self

Brand Values (Brand Purchased) (see Table 24) explains that for Trademe customers
in the main, they do not have a lot in common with the brand purchased. They believe
it is not childish to dream, but feel the truth lies in facts only. Trademe customers
prefer simple problems to complex ones.
Table 24 Brand Values (Brand Purchased)
Findings

Implications

Brand commonality: The research shows that for 27.1% of
respondents the brand and they have a lot in common whereas for
53.6% of respondents the brand and they do not, with 19.3%
supporting neither
Brand and self-image: The research shows that for 26.3% of
respondents this brand’s image and their self-image are similar in a lot
of ways whereas for 58% of respondents it is not, with 15.7%
reporting neither
Brand and type of person: The research shows that for 30.9% of
respondents this brand says a lot about the kind of person they are or
want to be whereas for 54.8% of respondents this brand does not, with
14.3% confirming neither
Brand reminding them of who they are: The research shows that for
34.4% of respondents this brand reminds them of who they are
whereas for 49.1% of respondents this brand does not, with 16.5%
reporting neither
Trademe making them feel capable and effective: The research shows
that for 19.3% of respondents generally, Trademe makes them feel
very capable and effective whereas for 64.1% of respondents
generally, Trademe does not, with 16.6% supporting neither
The importance of having nice things: The research shows that for
36.6% of respondents it is important to them to have really nice things
whereas for 43% of respondents it is not, with 20.4% reporting neither
The truth: The research shows that for 53.5% of respondents the truth
lies in facts only whereas for 25.9% of respondents the truth does not
lie in facts only, with 20.6% answering neither
Complexity of problems: The research shows that 18.3% of
respondents would prefer complex to simple problems whereas 68.4%
of respondents would not, with 13.3% reporting neither
Consumption dreams: The research shows that for 20.4% of
respondents, having consumption dreams for an adult is childish
whereas for 50.8% of respondents, having consumption dreams for an
adult is not childish, with 28.8% supporting neither
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The brand and Trademe
customers do not have a lot in
common
For Trademe customers this
brand’s image and their selfimage are not similar in a lot
of ways
Trademe customers feel that
this brand does not say a lot
about the kind of person they
are or want to be
Trademe customers generally
feel that this brand does not
remind them of who they are
Trademe does not make
Trademe customers feel very
capable and effective
Inconclusive

For Trademe customers
generally, the truth lies in
facts only
Trademe customers prefer
simple problems to complex
ones
Trademe customers think
having consumption dreams
for an adult is not childish

Situational Fantasy (Brand Purchased) (see Table 25) identifies Trademe customers as
usually knowing the object of their dreams but not being dreamers themselves.
Trademe customers find the constraints of time, money, and family responsibilities to
be an obstacle.
Table 25 Situational Fantasy (Brand Purchased)
Findings

Implications

Dreams: The research shows that 39.1% of respondents think of this
dream several times a day whereas 43.2% of respondents do not, with
17.7% reporting neither
Object of dreams: The research shows that 64.1% of respondents
know a lot about the object of their dream whereas 21.8% of
respondents do not, with 14.1% confirming neither
The constraints of time, money, and family responsibilities: The
research shows that 72.8% of respondents find the constraints of time,
money, and family responsibilities are an obstacle whereas 15.8% of
respondents do not, with 11.4% reporting neither
Dreamers: 63.9% of respondents would say that they are not dreamers
whereas 21.6% of respondents would say that they are dreamers, with
24.8% saying neither
Purchase intention: The research shows that 37.1% of respondents
always have something in their mind that they intend to buy whereas
38.1% of respondents do not, with 24.8% reporting neither
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Inconclusive

Trademe customers know a
lot about the object of their
dream
Trademe customers find the
constraints of time, money,
and family responsibilities are
an obstacle
Trademe customers say that
they are not dreamers
Inconclusive

Self-Relevant Goals (Brand Purchased) (see Table 26) identify Trademe customers as
generally feeling a personal connection between themselves and their brands, but
these brands do not define them.
Table 26 Self-Relevant Goals (Brand Purchased)
Findings

Implications

Bonding with brands: The research shows that 59.9% of respondents
have a special bond with the brands that they like whereas 19.2% of
respondents do not, with 20.9% supporting neither
Are favourite brands part of themselves? The research shows that
33.2% of respondents consider their favourite brands to be a part of
themselves whereas 50.3% of respondents do not, with 16.5%
suggesting neither
Brand connection: The research shows that 52.7% of respondents
often feel a personal connection between themselves and their brands
whereas 29.9% of respondents do not, with 17.4% reporting neither
Brand importance: The research shows that for 22.6% of respondents
part of them is defined by important brands in their life whereas for
52.1% of respondents part of them is not defined by important brands
in their life, with 25.3% signifying neither
Brand connection: The research shows that 57.7% of respondents feel
as if they have a close personal connection with the brands they most
prefer whereas 26.9% of respondents do not, with 15.4% reporting
neither
Brand identification: The research shows that 62.9% of respondents
can identify with important brands in their life whereas 15.3% of
respondents cannot identify with important brands in their life, with
21.8% suggesting neither
Brand linkage: The research shows that for 35.7% of respondents
there are links between the brands that they prefer and how they view
themselves whereas for 43% of respondents there are not, with 21.3%
reporting neither
Brand indication: The research shows that for 29.1% of respondents
favourite brands are an important indication of who they are whereas
for 50.8% of respondents favourite brands are not, with 20.1%
confirming neither
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Trademe customers have a
special bond with the brands
that they like
Trademe customers do not
consider their favourite
brands to be a part of
themselves
Trademe customers often feel
a personal connection
between themselves and their
brands
A part of Trademe customers
is not defined by important
brands in their life
Trademe customers feel as if
they have a close personal
connection with the brands
they most prefer
Trademe customers can
identify with important
brands in their life
Inconclusive

Favourite brands are not an
important indication of whom
Trademe customers are

4.2.3 EXPERIENTIAL AND RATIONAL THINKING
Experiential and Rational Thinking presents the DDA results from the following
constructs:
1. Experiential Thinking (Trademe) (see Table 27).
2. Rational Thinking (Trademe) (see Table 28).

Experiential Thinking (Trademe) (see Table 27) shows that although consumers are
often very intuitive, instinctive, and guided by their heart they also reason things out
carefully, and do not rely on flashes of insight or ideas just popping into their heads
when using Trademe.
Table 27 Experiential Thinking (Trademe)
Findings

Implications

Frequency of use of gut feelings: The research shows that 55.1% of
respondents often use their gut feelings to guide them when using
Trademe whereas 29.2% of respondents do not often do this, with
15.7% reporting neither
Frequency of “going by what feels good”: The research shows that
61.9% of respondents often go by what feels good to guide them when
using Trademe whereas 23.2% of respondents do not, with 14.9%
saying neither
Frequency of trusting one’s hunches: The research shows that 64.2%
of respondents often trust their hunches when using Trademe whereas
20.2% of respondents do not, with 15.6% reporting neither
Frequency of relying on one’s sense of intuition: The research shows
that 66.2% of respondents often rely on intuition when using Trademe
whereas 23.8% of respondents do not, with 10% supporting neither
Frequency of relying on one’s first impression: The research shows
that 40.5% of respondents often rely on their first impression when
using Trademe whereas 42.4% of respondents do not, with 17.1%
saying neither
Frequency of using one’s instincts: The research shows that 64% of
respondents often use their instincts when using Trademe whereas
18.2% of respondents do not, with 17.8% reporting neither
Frequency of using one’s heart as a guide for their actions: The
research shows that 52.8% of respondents use their heart as a guide for
their actions when using Trademe whereas 31.2% of respondents do
not, with 16% confirming neither (see Appendix D, Figure D37)
Frequency of having flashes of insight: The research shows that 31.9%
of respondents often have flashes of insight when using Trademe
whereas 45% of respondents do not, with 23.1% reporting neither (see
Appendix D, Figure D38)
Frequency of ideas just popping into your head: The research shows
that 76.8% of respondents very rarely have ideas just popping into
their heads when using Trademe
Frequency of using free-association: The research shows that 62.2% of
respondents often use free-association, where one idea leads to the
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Trademe customers use their
gut feelings to guide their
decision making
Trademe customers often go
by what feels good to guide
their decision making
Trademe customers often
trust their hunches to guide
their decision making
Trademe customers often rely
on intuition to guide their
decision making
Inconclusive

Trademe customers often use
their instincts to guide their
decision making
Trademe customers often use
their heart as a guide for their
actions when making
decisions
Trademe customers do not
often have flashes of insight

Trademe customers very
rarely have ideas just popping
into their heads
Trademe customers often use
free-association, where one

next when using Trademe whereas 24.5% of respondents do not, with
13.3% signifying neither
Frequency of reasoning things out carefully : The research shows that
71.5% of respondents often reason things out carefully when using
Trademe whereas 15.1% of respondents do not, with 13.4% reporting
neither

idea leads to the next when
making decisions
Trademe customers often
reason things out carefully
when making decisions

Rational Thinking (Trademe) (see Table 28) shows that although consumers do not
use clear rules or focus on the steps involved in the process of using Trademe, they
are often systematic, focused on what they are doing, and aware of their thinking
process.
Table 28 Rational Thinking (Trademe)
Findings

Implications

Frequency of tackling the task systematically: The research shows that
51.3% of respondents often tackle the task systematically when using
Trademe whereas 31.4% of respondents do not, with 17.3%
suggesting neither
Frequency of figuring things out logically: The research shows that
77.2% of respondents often figure things out logically when using
Trademe whereas 15.9% of respondents do not, with 6.9% reporting
neither
Frequency of approaching the task analytically: The research shows
that 59.3% of respondents often approach the task analytically when
using Trademe whereas 22.9% of respondents do not, with 17.8%
mentioning neither
Frequency of focusing on the steps involved in doing the task: The
research shows that 32.8% of respondents often focus on the steps
involved in doing the task when using Trademe whereas 49.7% of
respondents do not, with 17.5% reporting neither
Frequency of applying precise rules to deduce the answers: The
research shows that 42.4% of respondents often apply precise rules to
deduce the answers when using Trademe and 42.4% do not, with
15.2% reporting neither
Frequency of being very focused on what they are doing to arrive at
the answers: The research shows that 71.9% of respondents are often
very focused on what they are doing to arrive at the answers when
using Trademe whereas 14.1% of respondents are not, with 14%
representing neither
Frequency of being very aware of their thinking process: The research
shows that 61.1% of respondents are often very aware of their thinking
process when using Trademe whereas 15.7% of respondents are not,
with 23.2% reporting neither
Frequency of carefully assessing the information in front of them: The
research shows that 85.2% of respondents often arrive at their answers
by carefully assessing the information in front of them when using
Trademe whereas 7.5% of respondents do not, with 7.3% saying
neither
Frequency of use of clear rules: The research shows that 31.8% of
respondents often use clear rules when using Trademe whereas 45.2%
of respondents do not, with 23% supporting neither
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Trademe customers tackle the
task systematically

Trademe customers figure
things out logically

Trademe customers approach
the task analytically

Trademe customers do not
focus on the steps involved in
doing the task
Inconclusive

Trademe customers are very
focused on what they are
doing to arrive at the answers
when using Trademe
Trademe customers are very
aware of their thinking
process
Trademe customers arrive at
their answers by carefully
assessing the information in
front of them
Trademe customers do not
generally use clear rules

4.3 CONFIRMATORY FACTOR ANALYSIS (CFA)

Following the method described in Chapter Three and prior to commencement of the
CFA the researcher has cleaned the data for missing values, outliers, and normality.
This is to maintain consistency with the assumptions of CFA and SEM that the dataset
is of normal statistical distribution (Hair, Black, Babin and Andersen, 2010).
Appendix A shows the original questionnaire with notation of variables removed in
all phases of the data cleaning and model modification. As highlighted in the previous
chapter, outliers are assessed using the Mahalanobis distance statistic. Where
observations are found with both p1 and p2 significant, they are removed. The
researcher then tests for normality with measures of skewness and kurtosis. Variables
with a kurtosis and skewness value of greater than +/- 2.0 are deleted (Curran, West,
and Finch, 1996). After data cleaning a split sample procedure is used, that is, the
sample is halved (n=233) to avoid common method bias (Bagozzi and Yi, 2012).

Multicollinearity is also measured as part of the analysis procedure and variables with
a variance inflation factor (VIF) greater than 5 are deleted (Curto and Pinto, 2011).
Further model refinements are then made to determine the optimal measurement
model. This is achieved through deletion of observed variables with a standardized
residual covariance of >2.0 (Hair, Black, Babin and Andersen, 2010). The researcher
then checks for correlations between variables so as to determine whether they
support single rather than multiple constructs (Bagozzi and Yi, 2012).

It is acknowledged that the model has generally acceptable discriminant validity,
convergent validity (see Table 30) and goodness of fit (see Table 29). The measures
of validity and goodness of fit are based on recommendations by Bagozzi and Yi
(2012) and others (Bacon, Paul and Murray, 1995; Baumgartner and Homburg, 1996;
Bentler, 1980; Browne and Cudek, 1993; Hair et al. 2010).

Validity is determined by:
1. Cronbach’s alpha of greater than 0.7 (Fornell and Larcker, 1981; Hair,
Anderson, Tatham, and Black, 1998).
2. Construct reliability of greater than 0.7 (Fornell and Larcker, 1981).
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3. An average variation extracted of greater than 0.5 (Nunnally, 1978).

Goodness of Fit (GoF) is determined by:
1. CMIN/DF (chi-squared/degrees of freedom) ratio is <5.0 (Hair et al.
2010).
2. A significant p value <0.05 (Hair et al. 2010).
3. Normalized Fit Index (NFI), Goodness of Fit (GFI), Comparative Fit Index
(CFI) and Tucker Lewis Index (TLI) are preferably greater than 0.9 (Hair
et al. 2010) and that the,
4. Root mean square error of approximation (RMSEA) and standardized root
mean-squared residual (SRMR) is preferably less than 0.05, with values of
up to 0.08 being acceptable (Hair et al. 2010).

It is noted that:
Although discriminant and convergent validity is generally acceptable, some
constructs share variance with other constructs and these have been identified and
underlined in Table 30, for example, Verification (PSA-V) and Independent Judgment
(PSA-IJ) at 0.938 (see Table 30) show that these two constructs may be interrelated.
Additionally, the construct Ubiquity (PSA-AU) with a Cronbach’s alpha (Ca) of
0.541, construct reliability (Cr) of 0.681 and an average variance extracted (AVE) of
0.444, does not achieve the validity threshold of greater than 0.7 or an AVE of 0.5
(see Table 31).

This does not provide evidence that all constructs share more variance with their
indicators than with other constructs, which could lead us to question the construct
validity in this specific relationship. However, the research retains this conceptual
relationship by relaxing the constraint measures. When a model does not achieve the
discriminant validity threshold, Denison and Fornell (1990) propose relaxing the
constraint parameters. This is because “the goal is to obtain a parsimonious
representation of the proximities, the distances, and the theoretical constraints”
(Denison and Fornell, 1990, p. 482). This research follows a recommended procedure
where the researcher may relax model constraints because they remain theoretically
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defensible. For example, Novak, Hoffman, and Young, (2000) retained constructs
with reliabilities below 0.6 because “previous research has found these two constructs
to exhibit adequate reliability” (p.34). In the case of Ubiquity (PSA-AU), because it
has been previously established as a construct of authenticity (Beverland and Farrelly,
2010) the researcher has elected to retain it in the conceptual model.

For GoF: Although the Comparative Fit Index (CFI) at 0.941 and Tucker Lewis Index
(TLI) at 0.938 are good, the Normalized Fit Index (NFI) and Goodness of Fit Index
(GFI) are below the threshold of greater than 0.9. For example, the model has an
NFI=0.871 and GFI=0.776 (see Table 30). But this may be attributed to the size and
complexity of the model.

A conceptual model like this may require a sample size larger than practically
possible to estimate all of the parameters and the many items per factor (Bagozzi and
Yi, 2012). Hence, in this research, emphasis is placed upon the core measures of GoF,
that is, a CMIN/DF (chi-squared/degrees of freedom) ratio of <5.0, a significant p
value of <0.05 and a root mean square error of approximation (RMSEA) and
standardized a root mean-squared residual (SRMR) preferably less than 0.05, with
values of up to 0.08 being acceptable (Hair, Anderson, Tatham, and Black, 1998). For
example, the model shows good fit with a CMIN/DF of 1.841, a significant p value of
<0.001, an SRMR of 0.058, and the RMSEA at 0.044 (see Table 29).

Table 29 CFA and SEM Goodness of Fit (GoF)
Model
CFA
SEM
ORG
SEM
ALT

N

X2

d.f.

CMIN/DF

Sig. p)

NFI

CFI

TLI

GFI

RMSEA

SRMR

233

3855.77

2352

1.639

<0.000

0.801

0.910

0.897

0.708

0.052

0.065

491

7811.54

2391

3.267

<0.000

0.780

0.836

0.829

0.642

0.068

0.125

427

3981.67

2163

1.841

<0.000

0.871

0.941

0.938

0.776

0.044

0.058

CFA=Confirmatory Factor Analysis, SEM=Structural Equation Model,
CMIN/DF=Chi-squared/degrees of freedom ratio, p=significance <0.001,
NFI=Normed Fit Index, GFI=Goodness of Fit, TLI=Tucker Lewis Index,
CFI=Comparative Fit Index, RMSEA=Root-Mean-Square Error of Approximation,
SRMR=Standardized Root-Mean-Squared Residual.
ORG = Original and ALT = Alternative.
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Table 30 Discriminant and Convergent Validity

Cronbach’s
Alpha
Construct
Reliability
Average
Variance
Extracted

Experiential
Thinking
(EXP)

Situation
Fantasy
(SIA-SF)

First Hand
Experience
(PSA-FHE)

Independent
Judgment
(PSA-IJ)

Instrumentality
(PSA-I)

Verification
(PSA-V)

Ubiquity
(PSA-AU)

0.848

0.831

0.859

0.915

0.940

0.833

0.541

0.867

0.842

0.888

0.926

0.939

0.872

0.681

0.686

0.643

0.726

0.808

0.837

0.696

0.444

Experiential
Thinking (EXP)

0.829

Situation Fantasy
(SIA-SF)

0.222

0.802

0.134

-0.026

0.852

0.212

0.113

0.47

0.899

Instrumentality
(PSA-I)

0.195

0.212

0.45

0.419

0.915

Verification (PSAV)

0.227

0.153

0.358

0.938

0.444

0.834

Ubiquity (PSA-U)

0.061

0.057

0.598

0.309

0.475

0.326

0.667

Brand Proximity
(PSA-BP)

0.225

0.2

0.333

0.761

0.401

0.795

0.325

Communal Norms
(PSA-CN)

0.123

0.563

0.035

0.318

0.216

0.369

0.065

Rational Thinking
(RAT)

-0.348

-0.178

0.056

-0.032

0.133

-0.005

0.078

Scripted Narrative
(PRA-SN)

0.108

-0.023

0.313

-0.012

0.400

-0.004

0.235

0.294

0.163

0.417

0.707

0.498

0.772

0.379

0.16

0.215

0.445

0.475

0.963

0.554

0.468

Self-Relevant
Goals (SIA-RG)

0.195

0.638

0.192

0.217

0.329

0.194

0.068

Consumer Values
(MA-CV)

0.193

0.428

0.373

0.316

0.414

0.385

0.226

Brand Values
(MA-BV)

0.196

0.441

0.379

0.365

0.574

0.438

0.336

Everyday People
(IA-EP)

0.211

0.251

0.247

0.747

0.344

0.82

0.225

Time Origin
(AIA-TO)

-0.031

0.154

0.012

0.127

0.158

0.137

0.116

Purity of Motive
(VSA-PM)

0.294

0.241

0.402

0.753

0.527

0.838

0.324

Guarantee of
Being Genuine
(PIA-CG)

0.234

0.2

0.44

0.432

0.978

0.465

0.431

First Hand
Experience (PSAFHE)
Independent
Judgment (PSAIJ)

Constructive
Authenticity
(SOA-CA)
Objective
Authenticity
(SOA-OA)
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Place of Origin
(PIA-PO)

0.095

0.166

0.064

0.208

0.228

0.263

0.205

Commitment to
Tradition (PAICT)

0.182

0.128

-0.095

0.311

0.085

0.381

0.207

Universal Norms
(VSA-UN)

0.151

0.03

0.076

0.223

0.216

0.333

0.439

Consumption
Behaviour

0.073

-0.037

0.645

0.179

0.268

0.142

0.312
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Brand
Proximity
(PSA-BP)

Communal
Norms
(PSA-CN)

Rational
Thinking
(RAT)

Scripted
Narrative
(PRA-SN)

Constructive
Authenticity
(SOA-CA)

Objective
Authenticity
(SOA-OA)

Self-Relevant
Goals
(SIA-RG)

Cronbach’s Alpha

0.895

0.903

0.874

0.938

0.769

0.866

0.928

Construct
Reliability

0.934

0.917

0.875

0.898

0.791

0.866

0.937

Average Variance
Extracted

0.825

0.786

0.703

0.973

0.577

0.685

0.833

Brand Proximity
(PSA-BP)

0.909

Communal Norms
(PSA-CN)

0.363

0.886

Utilitarian
Experience (RAT)

0.044

-0.083

0.838

Scripted Narrative
(PRA-SN)

0.095

-0.04

0.176

0.898

0.754

0.444

-0.041

0.126

0.759

0.507

0.229

0.105

0.412

0.583

0.827

Self-Relevant
Goals (SIA-RG)

0.291

0.537

-0.023

0.119

0.298

0.303

0.913

Consumer Values
(MA-CV)

0.44

0.453

0.097

0.186

0.502

0.465

0.529

Brand Values
(MA-BV)

0.495

0.45

0.069

0.226

0.581

0.601

0.615

Everyday People
(IA-EP)

0.837

0.541

-0.015

0.002

0.827

0.459

0.313

Time Origin (AIATO)

0.213

0.236

0.091

-0.046

0.213

0.196

0.09

0.84

0.414

-0.029

0.193

0.807

0.631

0.313

Guarantee of Being
Genuine (PIA-CG)

0.456

0.219

0.106

0.452

0.558

1.000

0.371

Place of Origin
(PIA-PO)

0.376

0.404

0.053

0.024

0.337

0.287

0.243

Commitment to
Tradition (PAI-CT)

0.381

0.319

-0.025

-0.206

0.413

0.125

0.112

Universal Norms
(VSA-UN)

0.409

0.169

0.062

0.013

0.368

0.225

0.124

Consumption
Behaviour

0.174

-0.003

0.098

0.252

0.277

0.264

0.215

Constructive
Authenticity (SOACA)
Objective
Authenticity (SOAOA)

Purity of Motive
(VSA-PM)
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Consumer
Values
(MA-CV)

Brand
Values
(MABV)

Everyday
People
(IA-EP)

Time
Origin
(AIATO)

Purity
of
Motive
(VSAPM)

Guarantee
of Being
Genuine
(PIA-CG)

Place
of
Origin
(PIAPO)

Commitment
to Tradition
(PAI-CT)

Universal
Norms
(VSAUN)

Consumption
Behaviour

Cronbach’s
Alpha

0.949

0.918

0.864

0.979

0.920

0.808

0.980

0.940

0.823

0.868

Construct
Reliability

0.950

0.930

0.894

0.975

0.923

0.833

0.981

0.954

0.828

0.871

Average
Variance
Extracted

0.863

0.815

0.739

0.929

0.750

0.632

0.946

0.873

0.622

0.633

Consumer
Values
(MA-CV)

0.929

Brand
Values
(MA-BV)

0.714

0.903

Everyday
People
(IA-EP)

0.497

0.531

0.859

Time Origin
(AIA-TO)

0.162

0.189

0.251

0.964

Purity of
Motive
(VSA-PM)

0.512

0.509

0.87

0.218

0.866

0.484

0.65

0.407

0.161

0.57

0.795

0.24

0.351

0.401

0.411

0.292

0.272

0.973

Commitment
to Tradition
(PAI-CT)

0.091

0.192

0.437

0.239

0.283

0.109

0.467

0.934

Universal
Norms
(VSA-UN)

0.239

0.315

0.396

0.158

0.339

0.251

0.376

0.646

0.788

0.32

0.355

0.12

0.106

0.225

0.271

0.043

-0.245

-0.081

Guarantee of
Being
Genuine
(PIA-CG)
Place of
Origin
(PIA-PO)

Consumption
Behaviour
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0.796

4.4 STRUCTURAL EQUATION MODELLING (SEM)

The SEM focuses on the analysis of the structural conceptual model using the
maximum likelihood method to test the hypothesised relationships (Kline, 2005).

There are two forms of the structural model:
1. The original model – the analysis of original hypothesised relationships (see
Table 31).
2. The alternative model – the analysis of original hypothesised relationships
with modifications and additions (see Tables 32 and 33).

In the original model the hypotheses are accepted with the exclusion of H3e Ubiquity
and H11a Rational Thinking (see Table 31). As part of the model development phase
and as a result of SEM analyses, an alternative model is constructed (Bagozzi and Yi,
2012). The alternate model tests the original hypothetical relationships, invalidating
some and constructing additional hypothetical relationships to enhance model
goodness of fit (see Table 32 and 33).

Whereas the whole sample was used for the analysis in the original model (n=491), in
constructing the alternate model further data cleaning is performed to improve fit
(n=427). The following constructs: Instrumentality, Ubiquity, Scripted Narrative,
Self-relevant Goals, Brand Values, Place of Origin, Guarantee of Being Genuine, and
Rational Thinking are then removed in order to further improve model goodness of fit
(see Table 32). Then additional hypothetical relationships as determined by the SEM
analysis are modelled (see Table 33). However, no correlations between error terms
have been added to the model to improve goodness of fit.

It is illustrated (see Table 34) how through model development, linear relationships
between authenticity and its reflective constructs are improved, for example:
Instrumentality (PSA-I) (Brand) squared multiple correlation (R2) improves from
0.277 in the original model to 0.910 in the alternative model, Guarantee of Being
Genuine (PIA-CG) (Brand) R2 strengthens from 0.317 to 0.995, Everyday People (IA-
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EP) (Community) R2 builds up from 0.792 to 0.951, and Verification (PSA-V)
(Community) R2 develops from 0.752 to 0.921.

In this research it can be seen that (see Table 32):
1. Authenticity is not positively related to the following constructs:
Instrumentality, Ubiquity, Scripted Narrative, Self-relevant Goals, Brand
Values, Place of Origin, Guarantee of Being Genuine, or Rational Thinking.
2. Consumption Behaviour is not positively related to Rational Thinking.
3. The remaining constructs are positively related.
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Table 31 Original Structural Model – Existing Hypotheses

H1
H2
H3a
H3b
H3c
H3d
H3e
H3f
H3g
H4a
H5a
H5b
H6a
H6b
H7a
H7b
H8a
H8b
H8c
H9a
H9b
H10
H11a
H11b

Authenticity → Iconic Authenticity
(IA-EP)
Authenticity → Identification
Authenticity (AIA-TO)
Authenticity → First Hand
Experience (PSA-FHE)
Authenticity → Independent
Judgment (PSA-IJ)
Authenticity → Instrumentality
(PSA-1)
Authenticity → Verification (PSAAV)
Authenticity → Ubiquity(PSA-AU)
Authenticity → Brand Proximity
(PSA-BP)
Authenticity → Communal Norms
(PSA-CN)
Authenticity → Scripted Narrative
(PRA-SN)
Authenticity → Situation Fantasy
(SIASF)
Authenticity → Self-Relevant Goals
(SIA-RG)
Authenticity → Objective
Authenticity (SOA-OA)
Authenticity → Constructive
Authenticity (SOA-CA)
Authenticity → Consumer Values
(MA-CV)
Authenticity → Brand Values (MABV)
Authenticity → Commitment to
Tradition (PAI-CT)
Authenticity → Place of Origin (PIAPO)
Authenticity → Guarantee of Being
Genuine (PIA-CG)
Authenticity → Universal Norms
(VSA-UN)
Authenticity → Purity of Motive
(VSA-PM)
Authenticity → Consumption
Behaviour
Consumption Behaviour → Rational
Thinking (RAT)
Consumption Behaviour →
Experiential Thinking (EXP)

Mode

SRW

Estimate

CR

Sig. (p)

COM

2.640

0.500

5.278

<0.001

Accept

BR

0.875

0.245

3.575

<0.001

Accept

SER

1.086

0.237

4.586

<0.001

Accept

COM

2.515

0.480

5.243

<0.001

Accept

BR

1.406

0.283

4.971

<0.001

Accept

COM

1.869

0.365

5.119

<0.001

Accept

SER

-

-

-

-

-

COM

2.467

0.470

5.248

<0.001

Accept

COM

1.248

0.270

4.623

<0.001

Accept

BR

0.602

0.190

3.168

<0.002

Accept

BR

1.000

-

-

<0.001

Accept

BR

1.114

0.247

4.520

<0.001

Accept

BR

1.480

0.299

4.949

<0.001

Accept

SER

2.528

0.481

5.259

<0.001

Accept

BR

2.108

0.414

5.090

<0.001

Accept

BR

2.141

0.419

5.104

<0.001

Accept

BR

0.578

0.174

3.317

<0.001

Accept

BR

1.111

0.262

4.249

<0.001

Accept

BR

1.622

0.322

5.032

<0.001

Accept

SER

0.867

0.226

3.831

<0.001

Accept

COM

2.995

0.564

5.313

<0.001

Accept

CBS

0.899

0.230

3.903

<0.001

Accept

CBS

0.069

0.051

1.359

<0.174

Reject

CBS

0.117

0.044

2.623

<0.009

Accept

SRW = Standardized Regression Weight, CR = Critical Ratio, p=significance.
Mode = Consumption Mode; SER = Service, COM = Community, BR = Brand, CBS
= Consumer Brand Service.

114

Table 32 Alternative Structural Model - Existing Hypotheses

H1
H2
H3a
H3b
H3c
H3d
H3e
H3f
H3g
H4a
H5a
H5b
H6a
H6b
H7a
H7b
H8a
H8b
H8c
H9a
H9b
H10
H11a
H11b

Authenticity → Iconic Authenticity
(IA-EP)
Authenticity → Identification
Authenticity (AIA-TO)
Authenticity → First Hand
Experience (PSA-FHE)
Authenticity → Independent
Judgment (PSA-IJ)
Authenticity → Instrumentality
(PSA-I)
Authenticity → Verification (PSA-V)
Authenticity → Ubiquity(PSA-AU)
Authenticity → Brand Proximity
(PSA-BP)
Authenticity → Communal Norms
(PSA-CN)
Authenticity → Scripted Narrative
(PRA-SN)
Authenticity → Situation Fantasy
(SIA-SF)
Authenticity → Self-Relevant Goals
(SIA-RG)
Authenticity → Objective
Authenticity (SOA-OA)
Authenticity → Constructive
Authenticity (SOA-CA)
Authenticity → Consumer Values
(MA-CV)
Authenticity → Brand Values (MABV)
Authenticity → Commitment to
Tradition (PAI-CT)
Authenticity → Place of Origin (PIAPO)
Authenticity → Guarantee of Being
Genuine (PIA-CG)
Authenticity → Universal Norms
(VSA-UN)
Authenticity → Purity of Motive
(VSA-PM)
Authenticity → Consumption
Behaviour
Consumption Behaviour → Rational
Thinking (RAT)
Consumption Behaviour →
Experiential Thinking (EXP)

Mode

SRW

Estimate

CR

Sig. (p)

COM

3.724

0.882

4.224

<0.001

Accept

BR

0.901

0.318

2.828

0.005

Accept

SER

0.582

0.201

2.903

0.004

Accept

COM

3.067

0.737

4.163

<0.001

Accept

-

-

-

-

-

COM

0.814

0.233

3.494

<0.001

Accept

SER

-

-

-

-

-

COM

2.918

0.700

4.166

<0.001

Accept

COM

0.924

0.290

3.191

0.001

Accept

BR

-

-

-

-

-

BR

1.000

-

-

<0.001

Accept

BR

-

-

-

-

-

BR

1.311

0.345

3.804

<0.001

Accept

SER

3.020

0.722

4.182

<0.001

Accept

BR

1.368

0.397

3.447

<0.001

Accept

BR

-

-

-

-

-

BR

0.822

0.271

3.038

0.002

Accept

BR

-

-

-

-

-

BR

-

-

-

-

-

SER

0.732

0.243

3.008

0.003

Accept

COM

3.964

0.939

4.223

<0.001

Accept

CBS

0.947

0.312

3.037

0.00

Accept

CBS

-

-

-

-

-

CBS

0.211

0.043

4.885

<0.001

Accept

BR

SRW = Standardized Regression Weight, CR = Critical Ratio, p=significance.
Mode = Consumption Mode; SER = Service, COM = Community, BR = Brand, CBS
= Consumer Brand Service.
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Table 33 Alternative Structural Model - Additional Hypotheses

H12a
H12b
H12c
H12d
H12e
H12f
H13
H14a

SRW = Standardized Regression Weight,
CR = Critical Ratio, p=significance.
Objective
Consumption
←
Authenticity (SOABehaviour
OA)
Commitment to
Consumption
←
Tradition (PAI-CT)
Behaviour
Consumer Values
(MA-CV)

6.611

<0.001

Accept

0.246

0.046

-5.323

<0.001

Accept

0.002

Accept

Brand Values (MA←
BV)
First Hand
Experience (PSA- ←
FHE)
Constructive
Authenticity (SOA- ←

Consumption
Behaviour

0.137

0.037

3.664

<0.001

Accept

Consumption
Behaviour

0.382

0.039

9.764

<0.001

Accept

Consumption
Behaviour

0.113

0.028

4.020

<0.001

Accept

Experiential
Thinking (EXP)

0.100

0.030

3.284

0.001

Accept

Rational Thinking
(RAT)

0.142

0.041

3.502

<0.001

Accept

0.438

0.046

-9.471

<0.001

Accept

0.295

0.039

7.582

<0.001

Accept

0.206

0.042

4.957

<0.001

Accept

0.355

0.037

9.498

<0.001

Accept

0.309

0.064

4.857

<0.001

Accept

0.347

0.053

6.575

<0.001

Accept

0.603

0.047

12.702

<0.001

Accept

0.176

0.047

3.763

<0.001

Accept

0.447

0.052

8.645

<0.001

Accept

0.921

0.030

30.506

<0.001

Accept

0.143

0.037

3.870

<0.001

Accept

Communal Norms
(PSA-CN)

0.101

0.027

3.677

<0.001

Accept

Instrumentality
(PSA-I)

0.273

0.049

5.585

<0.001

Accept

Instrumentality
(PSA-I)

0.187

0.033

-5.713

<0.001

Accept

CA)
Constructive
Authenticity (SOA- ←
CA)
Universal Norms
←
(VSA-UN)

←

H16a

Place of Origin
(PIA-PO)

←

Self-Relevant
Goals (SIA-RG)
Identification
Authenticity (AIATO)
Place of Origin
(PIA-PO)

←

H17c

Universal Norms
(VSA-UN)

←

H17d

Experiential
Thinking (EXP)

←

H18a

Brand Values (MA←
BV)

H18b

Instrumentality
(PSA-I)

←

H19

Communal Norms
(PSA-CN)

←

H21b

0.038

3.169

Place of Origin
(PIA-PO)

H21a

0.252

0.049

H15

H20

Sig. (p)

0.154

←

H17b

CR

Consumption
Behaviour

Experiential
Thinking (EXP)

H17a

Estimate

←

H14b

H16b

SRW

←
←

Iconic Authenticity
←
(IA-EP)
First Hand
Experience (PSA- ←
FHE)
Iconic Authenticity
←
(IA-EP)

Rational Thinking
(RAT)
Identification
Authenticity
(AIA-TO)
Brand Values
(MA-BV)
Brand Values
(MA-BV)
Commitment to
Tradition (PAICT)
Commitment to
Tradition (PAICT)
Commitment to
Tradition (PAICT)
Commitment to
Tradition (PAICT)
Guarantee of
Being Genuine
(PIA-CG)
Guarantee of
Being Genuine
(PIA-CG)
Place of Origin
(PIA-PO)
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H22

Verification (PSAV)

←

H23a

Consumer Values
(MA-CV)

←

H23b

Brand Values (MA←
BV)

H23c

Communal Norms
(PSA-CN)

H23d

Self-Relevant
Goals (SIA-RG)

H24a

Guarantee of Being
←
Genuine (PIA-CG)

H24b

Consumer Values
(MA-CV)

←

H25

Brand Proximity
(PSA-BP)

←

Independent
Judgment (PSAIJ)
Situation Fantasy
(SIA-SF)

0.512

0.040

12.759

<0.001

Accept

0.409

0.048

8.559

<0.001

Accept

Situation Fantasy
(SIA-SF)

0.181

0.040

4.536

<0.001

Accept

←

Situation Fantasy
(SIA-SF)

0.408

0.045

9.143

<0.001

Accept

←

Situation Fantasy
(SIA-SF)
Objective
Authenticity
(SOA-OA)
Objective

0.373

0.043

8.663

<0.001

Accept

0.965

0.031

31.392

<0.001

Accept

0.301

0.066

4.576

<0.001

Accept

0.089

0.026

3.400

<0.001

Accept

Authenticity
(SOA-OA)
Universal Norms
(VSA-UN)

Tables 32 and 33 show the results of the SEM using the same Goodness of Fit as in
the CFA with the addition of the standardised regression weight (to determine which
of the independent variables have a greater effect on the dependent variable), path
estimate, critical ratio, and p value for level of significance.
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Table 34 SEM Squared Multiple Correlations (R2)

Everyday People (IA-EP) (Community)
Time Origin (AIA-TO)(Brand)
First Hand Experience (PSA-FHE) (Service)
Independent Judgment (PSA-IJ)(Community)
Instrumentality (PSA-I)(Brand)
Verification (PSA-V)(Community)
Ubiquity (PSA-AU)(Service)
Brand Proximity (PSA-BP)(Community)
Communal Norms (PSA-CN)(Community)
Scripted Narrative (PRA-SN)(Brand)
Situation Fantasy (SIA-SF)(Brand)
Self-Relevant Goals (SIA-RG)(Brand)
Objective Authenticity (SOA-OA)(Brand)
Constructive Authenticity (SOA-CA)(Service)
Consumer Values (MA-CV)(Brand)
Brand Values (MA-BV)(Brand)
Commitment to Tradition (PAI-CT)(Brand)
Place of Origin (PIA-PO)(Brand)
Guarantee of Being Genuine (PIA-CG)(Brand)
Universal Norms (VSA-UN)(Service)
Purity of Motive (VSA-PM)(Community)
Authenticity
Consumption Behaviour
Rational Thinking (RAT)
Experiential Thinking (EXP)
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Original
Model

Alternative
Model

Direction
Original vs.
Alternative

0.792

0.951

↑

0.047

0.101

↑

0.177

0.511

↑

0.613

0.590

↔

0.277

0.910

↑

0.752

0.921

↑

-

-

↑

0.782

0.810

↑

0.157

0.399

↑

0.034

-

↑

0.072

0.051

↑

0.128

0.544

↑

0.325

0.301

↔

0.737

0.815

↑

0.304

0.465

↑

0.345

0.707

↑

0.040

0.098

↑

0.093

0.292

↑

0.317

0.995

↑

0.068

0.427

↑

0.841

0.897

↔

0.000

0.000

↔

0.075

0.050

↓

0.004

0.000

↔

0.017

0.305

↑

Table 34 summarises the R2 value for each construct. The R2 value is a measure of the
amount of variance of the dependent variable that can be accounted for by the
independent variables (Jöreskog, 1999). The closer this value is to one, the greater the
linear relationship between the independent variables and the dependent variable.
Cohen (1988, p. 413) notes that an R2 of 0.0196 is a small effect, 0.13 is a medium
effect, and 0.26 is considered a large effect. The process of model development has
enhanced the linear relationships between authenticity and its reflective constructs, for
example: the linear relationship between Authenticity and Guarantee of Being
Genuine (PIA-CG) (Brand) has strengthened from 0.317 to 0.995.

4.5 CHAPTER SUMMARY

Chapter four presents the results of the Descriptive Data Analysis (DDA),
Confirmatory Factor Analysis (CFA) and Structural Equation Model (SEM) in this
research. The DDA illustrates the trends in the data and provides the researcher with
an overview of the dataset. The CFA tests and measures the covariance between the
constructs and measures, and between the various constructs. Finally, the SEM
determines the model fit to data via the hypotheses determined from previous
marketing and consumer behaviour research. The findings of these analyses will be
discussed fully in the following chapter.
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5.0 CHAPTER FIVE – DISCUSSION
5.1 CHAPTER INTRODUCTION

The aim of this chapter is to discuss the hypothesised results. Attention will be placed
only on the alternative model and its accepted and rejected hypothesised relationships,
although squared multiple correlations (R2) will be acknowledged. The discussion
will focus on three implications: (1) Authenticity theory, (2) consumer modes and (3)
consumer interpretation. The chapter will conclude with the managerial implications
for online retailers, research limitations and possible future research directions.

5.2 HYPOTHESES INTERPRETATIONS
The hypothesised relationships presented in the alternate model are discussed as
follows:

It was found that there is a positive relationship between authenticity and
identification authenticity (Community) (H1). In terms of the literature it is argued
that individuals may find proximity, affiliation, social interaction and bonding through
virtual communities (Brodie, Ilic, Juric, and Hollebeek, 2011, p.3). In addition, Rose
& Wood (2005) suggest consumers identify elements of authenticity in imaginary or
fantasy situations. Consumers are then able to extract these elements of authenticity
knowingly from fake situations if they can relate to the community in the fantasy
situation and feel that the community is similar to themselves. That is, the community
must be comprised of people with similar cultural roots and network of goals and
should participate in socially recognised roles. Then the consumer will be able to
relate to them and accept them as an authentic community member and those
authentic elements identified can be used to construct a consumer hyper-authenticity
(Rose & Wood, 2005). In the online consumption mode the act of the consumer
socialising and sharing a fake consumption experience with people like themselves is
considered by the consumer to be an authentic experience. This suggests that
consumers do gain authentic experiences by knowingly extracting elements of
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authenticity from fake situations as long as they can relate to the community and feel
the community is similar to themselves.

The findings conclude that the relationship was positive between authenticity and
iconic authenticity (Brand) (H2). The literature suggests that iconic authenticity
provides the consumer with the phenomenological experience of the original item
from the past. “For example, silver pieces in a museum gift shop are authentic (or
authentic reproductions) if they are thought to look very similar to coins made in the
sixteenth-century Spanish colonies” (Grayson and Martinec, 2004, p.298). If
consumption of the item assists the consumer to connect with a period of time or
affirms tradition, it will help the consumer to acquire an authentic experience. In the
online consumption mode, the act of the consumer socialising and sharing an
experience of consumption that connects to the past with the online community will
be considered an authentic experience. This is because a consumer authenticates
themselves and others by their consumption of authentic reproduction items that link
to the original time of manufacture. A consumer will receive an authentic experience
when he/she socialises and shares with their community an experience of an object
that shows signs of being from the past (Grayson and Martinec, 2004). This leads to
iconic authenticity and place of origin (Brand) (H15).

The results showed a positive relationship between iconic authenticity and place of
origin (Brand) (H15). Iconic authenticity is achieved when the item demonstrates a
reconstruction of the original place. The place of origin assists the consumer to
achieve goals of pure (indexical) authenticity by providing a factual connection
between the object and a place (Grayson and Martinec, 2004). Beverland, Lindgreen,
and Vink (2008) suggest that place origin assists the consumer to achieve goals of
approximate (iconic) authenticity by providing a commitment and feeling of the
original place of manufacture. In the online consumption mode the consumer uses an
object that provides a feeling of the place of origin to classify themselves and other
consumers. The research shows that consumers authenticate themselves and others by
their consumption of authentic reproduction items that link to the original place of
manufacture.
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It is supported that there is a positive relationship between authenticity and firsthand
experience (Service) (H3a). SEM squared multiple correlations (R2) shows an
important correlation of 0.511 for firsthand experience (Service). This means that the
explanatory variables explain 51.1% of the variance of the dependent variable. Cohen
(1988) notes that an R2 ≈ 0.0196 shows a small effect, 0.13 is a medium effect and
0.26 is considered large (p.413). Squared multiple correlations of over 0.26 are of
interest in this research because the explanatory variables explain the majority of the
variance of the dependent variable and imply a strong relationship to the latent
construct. In terms of the literature it is proposed that firsthand experience helps the
consumer achieve personal goals of practical self-authentication. For example, selfauthentication is self-determined through experience, persistence and dedication
(Beverland and Farrelly, 2010). In the online consumption mode the consumer’s
firsthand experience with the service helps build a sense of affiliation to the service.
This process helps the consumer achieve personal goals of practical selfauthentication. It is therefore concluded that a firsthand experience can give a
consumer a sense of affiliation to a service and this experience helps the consumer
achieve self-authentication.

There is support for the positive relationship between authenticity and independent
judgment (Community) (H3b). R2 shows an important correlation of 0.590 for
independent judgment (Community). The literature suggests that the independent
judgment by another consumer of the item assists the consumer to achieve interpersonal goals of practical self-authentication (Beverland and Farrelly, 2010). The act
of socialising with the community and listening to their experience with a product
provides self-authentication to the consumer. It follows that in the online consumption
mode the act of the consumer socialising and sharing an independent judgment from
other consumers assists the consumer to achieve personal goals of self-authentication.
This leads to independent judgment and verification (Community) (H22).

It was found that there is a positive relationship between independent judgment and
verification (Community) (H22). The literature proposes that independent judgment by
another consumer of the item assists the consumer to authenticate the consumption
object (Beverland and Farrelly, 2010). It is also proposed that verification, that is,
testing to establish that required standards are met, assists consumers to self122

authenticate by authenticating the independent judgments received. In the online
consumption mode the act of the consumer socialising and sharing a mutual
experience, that is, authenticating the independent judgments received, assists the
consumer to achieve self-authentication. Consequently, verification from an accepted
authority enhances the consumer experienced self-authentication gained from the act
of socialising with the community and acknowledging their independent judgment.

However, there is NO SUPPORT for the positive relationship between authenticity
and instrumentality (Brand) (H3c). R2 shows a strong correlation of 0.91 for
instrumentality (Brand). This suggests that although the explanatory variables explain
the majority of the variance of the dependent variable and imply a strong relationship
to the latent construct, the consumer does not accept brand instrumentality as being a
factor in brand authenticity. The academic literature proposes that brand
instrumentality, that is, the best performing or best value for money item or
experience, assists the consumer to achieve personal goals of practical selfauthentication (Beverland and Farrelly, 2010). However, the research suggests that
consumers do not view best value products and services to be authentic because they
are generally considered commercial. For a consumption item to be classified as
authentic it is necessary for it to hold a degree of exclusivity. For example, Fine
(2003) proposes that the value and authenticity of the artwork produced by the
Reverend Howard Finster was reduced due to its proliferation in the market. In the
online consumption mode the consumer WILL NOT gain self-authentication through
using best value brands to interact with fellow consumers. This leads to
instrumentality and firsthand experience (H21a).

The findings conclude that the relationship was positive between instrumentality and
firsthand experience (Service) (H21a). Although the research shows that brand
instrumentality DOES NOT provide the consumer with an experience of authenticity,
the research suggests that first hand experience of the best performing or best value
for money service assists t consumers to achieve personal goals of self-authentication.
The research uncovers that by verifying the marketer’s claims of service
instrumentality through firsthand experience, consumers will authenticate the
experience. In the online consumption mode the consumer will gain selfauthentication from affiliating with a service that he/she has found to be the best
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performing or best value for money service. As a result, online consumers will
support a service with which they have had experience as being the best performing or
best value for money service. This leads to instrumentality and identification
authenticity (H21b).

The results showed a positive relationship between instrumentality and identification
authenticity (H21b). The literature proposes that brand instrumentality, that is, the best
performing or best value for money item or experience assists the consumer to selfauthenticate (Beverland and Farrelly, 2010). Rose and Wood (2005) demonstrate that
consumers are able to construct authenticity if they can identify with the members of
the community, even if the additional factors are known to be fictitious. They identify
that, through a process of coping with or resolving the issues with everyday people,
the consumer constructs authenticity by blending each party’s experiences to create a
form of self-referenced hyper-authenticity. The research illustrates how consumers
that identify with an instrumental brand or item will attribute authenticity to that
experience. In the online consumption mode if the consumer can identify with the
brand, and it is the best value or best performing brand, he/she will be more likely to
use it to interact with fellow consumers to gain self-authentication. Whereas online
consumers do not use best value brands to interact with fellow consumers, if they can
identify with the brands they will then use those brands to interact with fellow
consumers.

It is supported that there is a positive relationship between authenticity and
verification (Community) (H3d). R2 shows a strong correlation of 0.921 for
verification (Community), which means that the explanatory variables explain the
majority of the variance of the dependent variables, leaving a small potential error
measurement (Jöreskog and Sörbom, 1993). The research suggests that verification,
that is, testing to establish that required standards are met, assists consumers to
achieve self-authentication (Beverland and Farrelly, 2010) and to authenticate the
members of the community. In the online consumption mode if the consumer can
verify the authenticity of the community they will attain self-authentication from the
act of socialising and sharing a mutual experience with that community. This means
an online consumer’s authenticity is enhanced when he/she can socialise and share
their experience with a community they have verified as being authentic.
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However, there is NO SUPPORT for the positive relationship between authenticity
and ubiquity (Service) (H3e). The literature suggests ubiquity (mainstream, mass
brands or a “market leader”) assists the consumer to achieve goals of selfauthentication (Beverland and Farrelly, 2010). In contrast, it is illustrated in the
research that online consumers do not accept mainstream brands as authentic. For
example, Beverland (2005) proposes luxury wines have maintained authenticity by
distancing themselves from images of mass brands and commercialisation (p.1004).
In the online consumption mode, consumers WILL NOT gain authenticity through
interactions using mainstream brands when engaging in actions that enhance their
sense of affiliation to a specific service, This means an online consumer will not
achieve authenticity through interaction with their community when sharing a
consumption experience of a ubiquitous service.

It is supported that there is a positive relationship between authenticity and brand
proximity (Community) (H3f). R2 shows a strong correlation of 0.81 for brand
proximity (Community). Beverland and Farrelly (2010) show proximity “as being
central to authenticity” (p.849). Being close to each other “up close and personal” and
having members of the community “out there sweating and working hard for the
people” provides members with an inter-personal authentic experience (p.849). In the
online consumption mode the act of the consumer socialising and sharing a mutual
experience and having members of the community in close proximity provides an
inter-personal authentic experience. Subsequently, an online consumer will gain interpersonal authenticity from a community that keeps in close proximity with the
consumer.

There is support for the positive relationship between authenticity and communal
norms (Community) (H3g). R2 shows an important correlation of 0.399 for communal
norms (Community). In terms of the literature, communal norms are defined as the
roles of people in the community in bringing individuals together and ensuring the
vibrancy of the community through socialisation and encouragement of the
introduction of new members (Beverland and Farrelly, 2010). In the online
consumption mode the act of the consumer socialising and engaging in community
activities contributes to inter-personal self-authentication. Therefore, online consumer
authenticity is enhanced through communal norms - when consumers share mutual
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experiences they engage in community events and introduce new members to the
community. This leads to communal norms and identification authenticity (H20).

It was found that there is a positive relationship between communal norms and
identification authenticity (Community) (H20). Rose and Wood (2005) demonstrate
that consumers are able to construct authenticity if they can identify with the members
of the community, even if the additional factors are known to be fictitious. Through a
process of coping with or resolving the issues with everyday people, the consumer
constructs authenticity by blending each party’s experiences (Rose and Wood, 2005).
In the online consumption mode the act of the consumer socialising and sharing a
mutual experience with a community that the consumer can relate too, and that
exhibits similar behavioural laws, contributes to inter-personal self-authentication.
This means that online consumer authenticity is enhanced through the act of
socialising and sharing with individuals who the consumer can relate too and who
share similar behavioural laws.

However, there is NO SUPPORT for the positive relationship between authenticity
and scripted narrative (Brand) (H4a). The literature shows that consumers experience
authenticity in the balance of spontaneity and scripted narratives, in for example,
advertising (Stern, 1994) and reality television programming (Rose and Wood, 2005).
However, the research finds NO SUPPORT for consumer authenticity in brandscripted narratives. Consumers are skeptical of and do not attribute authenticity to
marketing claims because they are often a marketing ploy (Guy, 2002; Peterson,
1997). In the online consumption mode the consumer DOES NOT use the scripted
narratives of consumption objects as resources to interact with fellow consumers to
perceive authenticity in the brand. Online consumers DO NOT attribute authenticity
to brand scripted narratives unless the consumer has had personal experience with the
brand or the claims can be verified by an expert or substantiated by an independent
judgment.

It was found that there is a positive relationship between authenticity and situation
fantasy (Brand) (H5a). The literature suggests that combining elements of authenticity
and fantasy helps consumers construct a form of hyper-authenticity based on their
previous experiences (Rose and Wood, 2005). In the online consumption mode the
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consumer can gain authenticity by extracting indexically authentic elements based on
their own experiences from consumption objects and use them to interact with fellow
consumers. This means that, based on their own experiences with consumption
objects and sharing those experiences with their community, online consumers can
gain an authentic experience. This leads to situation fantasy and consumer values
(H23a).

The findings conclude that the relationship was positive between situation fantasy and
consumer values (Brand) (H23a). In terms of the literature it is suggested that fantasy
situations provide settings and contexts that assist consumers to construct authentic
imaginary experiences (Rose and Wood, 2005). Also Beverland and Farrelly (2010)
argue that if the consumer finds their personal values mirrored in the brand they will
feel that the brand is connected with their values. It is clearly shown in the research
that if consumers can see their values represented in the brand they will accept it as
authentic even when they know that the brand setting is contrived. In the online
consumption mode the consumer gains authenticity from relating to community
members the brand messages that help them construct the authentic imaginary
experiences that align with their personal values. This means that online consumers
construct authentic imaginary experiences when communicating with their
community about brands that provide messages aligned to their personal values. This
leads to situation fantasy and brand values (H23b).

The results showed a positive relationship between situation fantasy and brand values
(brand) (H23b). In terms of the literature it is suggested that fantasy situations provide
settings and contexts that assist consumers to construct authentic imaginary
experiences (Rose and Wood, 2005). The literature suggests that brand values that
consumers can relate too, (for example, if the brand pursues a traditional hand-made
approach, or follow time honoured craftsman techniques) will be considered authentic
by consumers (Beverland and Farrelly, 2010). In the online consumption mode
consumers will attribute authenticity to the brand that uses items that display brand
values that they can relate too, and use them as resources to interact with fellow
consumers. Therefore, online consumer authenticity is enhanced when consumers can
converse with fellow consumers about brands that fit either 1) their interpretation of
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an authentic brand or, 2) their imagined authentic brand. This leads to situation
fantasy and communal norms (H23c).

It is supported that there is a positive relationship between situation fantasy and
communal norms (H23c). The literature suggests that communal norms include
socialisation with members, encouraging new membership, and engaging in
community activities (Beverland and Farrelly, 2010). The research indicates that
online consumers can combine fantasy situations with community socialisation to
attain an authentic experience. For example, Rose and Wood show how in reality
television viewers gain a hedonic experience by affiliating with people displaying
similar values to themselves and watching how they cope in physically demanding
exotic environments. This leads to situation fantasy and self-relevant goals (H23d).

There is support for the positive relationship between situation fantasy and selfrelevant goals (Brand) (H23d). In the literature it is suggested that fantasy situations
provide settings and contexts that assist consumers to construct authentic imaginary
experiences (Rose and Wood, 2005). The literature also proposes that consumers find
situation authenticity if the goals of the brand message are consistent with, and
relevant to, their personal goals (Rose and Wood, 2005). In the online consumption
mode the consumer will gain authenticity through using a brand that provides a
fantasy situation if the brand message goals are aligned to the consumer’s own goals,
and they will use them as a resource to interact with fellow consumers. This means
online consumers can construct authenticity in an imaginary setting if there is
alignment of the brand message and their own self-relevant goals.

However, there is NO SUPPORT for the positive relationship between authenticity
and self-relevant goals (Brand) (H5b). Consumers DO NOT attribute authenticity to
brand messages purporting to be consumer self-relevant goals, even though the R2 of
0.544 is indicative of the explanatory variables explaining the majority of the variance
of the dependent variables for self-relevant goals (Brand). Alternatively, the literature
suggests that consumers find situation authenticity if the goals of the brand message
are consistent with and relevant to the consumer’s self-relevant goals (Rose and
Wood, 2005). But this can be explained by the research findings that show that
consumers generally do not accept marketing claims unless they can confirm them
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personally or have them verified independently. In the online consumption mode the
consumer WILL NOT gain authenticity through the use of a brand with a message
that is consistent with their personal standards and use it as a resource to interact with
fellow consumers unless it is verified by an impartial source. Therefore it follows that
online consumers DO NOT believe they will find authenticity in brands that merely
provide a message that matches their personal goals. Consumers are looking for
brands that are authentic as a whole; they distrust brands that do not link goals and
values to actions and achievements (Eggers et al, 2013, p.341).

It was found that there is a positive relationship between authenticity and objective
authenticity (Brand) (H6a). R2 shows a correlation of 0.301 for (Brand). Objective
authenticity is based on a consumption item’s degree of originality and this assumes
that there is an absolute, objective criterion against which to gauge it. For example,
consumers debate the authenticity of the current Volkswagen Beetle automobile
because, even though the brand essence is present in the new design, the car does not
have the same physical properties as the original (Leigh, Peters, and Shelton, 2006,
p.482). If the new design matched the physical properties of the original, the current
Volkswagen Beetle would have been iconically authentic. In the online consumption
mode the consumer will gain authenticity from using consumption objects that display
originality, quality, knowledge and commitment as resources to interact with fellow
consumers. This leads to objective authenticity and guarantee of being genuine (H24a).

The findings concluded that the relationship was positive between objective
authenticity and guarantee of being genuine (H24a). If a brand can be certified
authentic by an expert or institution and original, genuine or real rather than a copy, it
will be considered authentic by consumers (Cohen and Cohen, 2012). In the online
consumption mode the consumer will experience authenticity by using consumption
objects certified as original, genuine or not a copy as resources with which to interact
with fellow consumers. This means online consumers find authenticity in brands that
have been certified as original, genuine or not a copy by an authenticating agent or
institution. This leads to objective authenticity and consumer values (H24b).

The results showed a positive relationship between objective authenticity and
consumer values (H24b). Objective authenticity is intrinsic to the object if the authentic
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objects are natural, pure, and original, and of good quality (Beverland, 2005).
Additionally, if the consumers find their own personal values mirrored in the brand,
they will feel that the brand will connect with their personal values (Beverland,
Lindgreen and Vink, 2008). Hence, online consumers find authenticity in objects that
are original and of good quality, and services that are knowledgeable and committed
to these goals. Furthermore, because consumers have these as their own personal
values they feel that the brand fits with their beliefs.

It is supported that there is a positive relationship between authenticity and
constructive authenticity (Service) (H6b). R2 shows a strong correlation of 0.815 for
constructive authenticity (Service). Constructive authenticity provides the consumer
with personal mastery or self-efficacy which will in turn assist the consumer to
construct an authentic experience (Leigh, Peters, and Shelton, 2006). In the online
consumption mode a service that provides the consumer with personal mastery or
self-efficacy will enhance their sense of affiliation to a specific service, and they will
experience authenticity as a result. Online consumers construct self-authenticity in
consuming a service that teaches them a skill. This in turn provides the consumers
with a stronger sense of themselves.

There is support for the positive relationship between authenticity and consumer
values (Brand) (H7a). R2 shows an important correlation of 0.465 for consumer values
(Brand). Beverland, Lindgreen and Vink (2008) suggest that if consumers find their
own personal values mirrored in the brand, they will feel that they can connect with it
and as a result can attribute authenticity to the brand. In the online consumption mode
consumers gain authenticity by using consumption objects that mirror their personal
values, and as resources to interact with fellow consumers.

However, there is NO SUPPORT for the positive relationship between authenticity
and brand values (Brand) (H7b). Though the R2 shows a strong correlation of 0.707 for
brand values, this indicates that a majority of the variance of the dependent variables
is explained by the explanatory variables but that the survey participants did not
support the hypothesis. Alternatively, the literature suggests that if the brand values
that consumers can relate too, for example, the brand is committed to traditional
production methods, using place, history and culture as referents and appears to be
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above commercial considerations, it will be considered authentic by consumers
(Beverland, 2005, p.1017). Yet the research illustrates that online consumers DO
NOT accept brand messages espousing traditional handmade craftsmanship as being
genuine. These messages are clichés and consumers are weary of them (Fine, 2003).
Consumers do not view brand messages as sincere; as Eggers et al (2013) state:
“customers often associate brand-speak with trickery, exaggeration, misdirection and
outright deception (p.341). In the online consumption mode the consumer WILL NOT
use consumption objects with brand values that match those of their own as resources
to interact with fellow consumers because the consumer does not trust the sincerity of
brand communications. This leads to brand values and place of origin (H16a).

It was found that there is a positive relationship between brand values and place of
origin (Brand) (H16a). The research suggests that brand values that consumers can
relate too, for example, hand-made by artisans remaining true to the past, will be
considered authentic by consumers if the brand can illustrate an authentic place of
origin. For example, wine can be authenticated by terroir, which links a wine style to
a specific region (Beverland, 2005). Similarly, place origin assists the consumer to
achieve goals of approximate (iconic) authenticity by providing a commitment to and
feeling for the original place of manufacture (Beverland and Farrelly, 2010). In the
online consumption mode the consumer gains authenticity from using a brand that
provides this commitment to and feeling for the original place of manufacture as a
resource to interact with fellow consumers. Hence consumers attribute authenticity to
items that provide brand values such as being hand-made and following time
honoured craftsman techniques if they also show a commitment to and feeling for the
original place of manufacture. This leads to brand values and self-relevant goals
(H16b).

The findings concluded that the relationship was positive between brand values and
self-relevant goals (Brand) (H16b). The literature suggests that brand values that
consumers can relate to, for example, traditional hand-made craftsmanship, using
intuitive expertise and history and culture as referents, will be considered authentic by
consumers (Beverland and Farrelly, 2010). The literature proposes that consumers
find situation authenticity if the goals of the brand message are consistent with and
relevant to the consumer’s self-relevant goals (Rose and Wood, 2005). The research
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uncovers a relationship between the two in that it has been shown that consumers
require substantiation of claims made by brand messages. In this case brand values
must be seen as consistent with consumer goals in order to be considered authentic. In
the online consumption mode the consumer will gain authenticity from using a brand
that has values that are aligned with the consumers’ self-relevant goals as resources to
for interact with fellow consumers. Therefore, consumers accept that a brand that
pursues a traditional hand-made approach, following time honoured craftsman
techniques, is authentic if the goals of the brand message are consistent with and
relevant to the consumer’s self-relevant goals. This leads to brand values and brand
values (H16c).

It is supported that there is a positive relationship between authenticity and
commitment to tradition (Brand) (H8a). Consumers will attribute indexical authenticity
to brands that provide the consumer with an unbroken commitment to tradition
(Beverland, Lindgreen and Vink, 2008). In the online consumption mode the
consumer will experience authenticity by using brands with an unbroken commitment
to tradition as resources to interact with fellow consumers. The consumer can use the
indexical authenticity of the brands’ traditional elements in inter-personal
communications with members of their consumption community. This then leads to
commitment to tradition and iconic authenticity (H17a).

There is support for the positive relationship between commitment to tradition and
iconic authenticity (H17a) (Brand). Grayson and Martinec (2004) argue that if
consumption of the item assists the consumer to connect with a period of time or
affirms tradition, it will assist the consumer to acquire an authentic iconic experience.
Beverland (2005) finds that consumers seek authenticity through the use of traditional
hand crafted methods and stylistic consistency with the past in a commitment to
tradition. In the online consumption mode the consumer will experience authenticity
by using brands that provide a consumer experience of the original, traditional item as
a resource to interact with fellow consumers. Therefore, if consumption of the item
assists the consumer to connect with a period of time, or affirms tradition, the
consumer will attribute authenticity to the brand. This leads to commitment to
tradition and place of origin (Brand) (H17b).
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It was found that there is a positive relationship between commitment to tradition and
place of origin (Brand) (H17b). As has been proposed earlier, consumers will attribute
indexical authenticity to brands that provide the consumer with an unbroken
commitment to tradition (Beverland, Lindgreen and Vink, 2008). Also place of origin
assists the consumer to achieve goals of approximate (iconic) authenticity by
providing a commitment to and feeling for the original place of manufacture.
Moreover, in the online consumption mode the consumer, using brands that provide a
commitment to tradition and place of manufacture as resources to interact with fellow
consumers, will attribute authenticity to that brand. Therefore, online consumers will
attribute authenticity to brands that provide the consumer with both an unbroken
commitment to tradition and a commitment to and feeling for the original place of
manufacture. This leads to commitment to tradition and universal norms (H17c).

It was found that there is a positive relationship between commitment to tradition and
universal norms (H17c). Beverland, Lindgreen and Vink (2008) find that consumers
will attribute indexical authenticity to brands that provide the consumer with an
unbroken commitment to tradition. Additionally, if there is alignment of the
governing laws of the brand or service provider and those of the consumer, the
consumer will attribute authenticity to that brand (Cohen and Cohen, 2012).
Furthermore the research identifies that online consumers will attribute authenticity to
products or services if they are aligned to the consumers’ conception of traditional and
original as a product of objective authenticity. This leads to commitment to tradition
and experiential thinking (H17d).

The findings concluded that the relationship was positive between commitment to
tradition and experiential thinking (H17d). Beverland, Lindgreen and Vink (2008)
show that consumers will attribute indexical authenticity to a brand or organisation
that provides the consumer with an unbroken link to tradition. Experiential thinking is
defined by Hoffman and Novak (2009) as the processing of information in a quick,
instinctive or reflective way. When analysing the relationship between organisation or
brand tradition and experiential thinking, the research finds that consumers engage in
experiential thinking when making consumption decisions regarding authentic,
traditional, products and services.
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However, there is NO SUPPORT for the positive relationship between authenticity
and place of origin (Brand) (H8b). R2 shows a correlation of 0.292 for place of origin
(Brand). In terms of the literature it is argued that place of origin assists the consumer
to achieve goals of approximate (iconic) authenticity by providing a commitment to
and feeling for the original place of manufacture (Beverland and Farrelly, 2010).
However the research shows a lack of consumer trust in the brand message (in support
of Gerzema and Lebar, 2008). In the online consumption mode the consumer WILL
NOT gain authenticity from using brands that provide a factual connection between
the object and a place as a resource to interact with fellow consumers. Online
consumers WILL NOT consider a brand to be authentic based on its providing a
commitment to and feeling for the original place of manufacture unless this can be
independently verified or if they have had personal confirmation of this previously.
This leads to place of origin and communal norms (H19).

There is support for the positive relationship between place of origin and communal
norms (H19). In the literature it is argued that place of origin assists the consumer to
achieve goals of approximate (iconic) authenticity by providing a commitment to and
feeling for the original place of manufacture. Moreover, Beverland and Farrelly
(2010) find that communal norms include socialisation with members, encouraging
new membership, and engaging in community activities. This suggests that online
consumers envisage place of origin to be associated with communal norms, for
example, a long established community with ties to the original place of its founders
(Grayson and Martinec, 2004).

However, there is NO SUPPORT for a positive relationship between authenticity and
guarantee of being genuine (Brand) (H8c). The R2 shows a very strong correlation of
0.995 for guarantee of being genuine (Brand). Therefore, there is evidentially a strong
correlation between the indicator variables and the latent construct but the hypothesis
is not supported by the survey participants. The research suggests that consumers
WILL NOT accept brand assertions of authenticity. On the contrary, Cohen and
Cohen (2012) find that if a brand can be certified as authentic by an expert or
institution, to be original, genuine or real rather than a copy, it will be considered
authentic by consumers. It therefore follows that if the brands’ guarantees are verified
by expert opinion the consumer will attribute authenticity to claims of authenticity.
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Consequently, in the online consumption mode the consumer WILL NOT use
consumption objects claimed to be authentic as resources to interact with fellow
consumers unless they have been certified as such by an independent expert or
institution. This means that online consumers DO NOT find authenticity in a brand
that is promoted as being the genuine article unless the claim has been independently
verified. This leads to guarantee of being genuine and brand values (H18a).

It was found that there is a positive relationship between guarantee of being genuine
and brand values (H18a) (Brand). The literature suggests that brand values that
consumers can relate to, for example, where the brand pursues a traditional handmade approach and is non-commercial, will be considered authentic by consumers
(Beverland and Farrelly, 2010). Cohen and Cohen (2012) suggest that if a brand can
be certified authentic by an accepted expert it will be considered authentic by
consumers. Furthermore, the research illustrates a connection between a brand’s
guarantee to be the genuine item and its values that align with the consumer. That is,
if the brand values match those of the consumer and the brand also provides an in situ
guarantee of being authentic, the consumer will attribute authenticity to the
consumption experience. In the online consumption mode the consumer will use
brands that are certified legitimate and original as resources to interact with fellow
consumers. This means online consumers will find authenticity in a brand that is
certified as having specific values, for example, food items that are certified organic
by an independent accrediting institution rather than a brand claim or product
message. This leads to guarantee of being genuine and instrumentality (H18b).

The findings concluded that the relationship was positive between guarantee of being
genuine and instrumentality (H18b) (Brand). It has already been affirmed that, if a
brand can be certified authentic by an expert or institution, an original rather than a
copy, it will be considered authentic by consumers. In addition, Beverland and
Farrelly (2010) propose that brand instrumentality, that is, the best performing or best
value for money item or experience, assists the consumer to achieve personal goals of
practical self-authentication. The research finds that consumers will attribute
authenticity to a brand that is best performing or best value if it is confirmed by a
certified expert. In the online consumption mode the consumer will attribute
authenticity to the use of brands that provide certification that support their claims to
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being the best performing or best value for money, and use them as resources to
interact with fellow consumers. For example, if the NZ Consumer Magazine finds
Persil laundry detergent to be the most effective cleaning laundry powder in the
market it can be safely assumed that consumers will accept the claim and attribute
authenticity to the Persil claim.

The results showed a positive relationship between authenticity and universal norms
(Service) (H9a). R2 shows a correlation of 0.427 for universal norms (Service). In
terms of the literature it is proposed that universal norms are laws that govern
societies and that these laws override other considerations. If there is alignment
between the governing laws of the service provider and the values of the consumer,
the consumer will attribute authenticity to the service provider (Beverland and
Farrelly, 2010). In the online consumption mode the consumer will affiliate
themselves to a service if the laws that govern the service are in alignment with those
of the consumer. This means that online consumers will consider a service that has
values similar to those of the consumer to be authentic. This leads to universal norms
and brand proximity (H25).

It is supported that there is a positive relationship between universal norms and brand
proximity (H25). Beverland and Farrelly (2010) reveal proximity “as being central to
authenticity” (p.849). Being close to each other “up close and personal” and having
members of the community “out there sweating and working hard for the people”
provides members with an inter-personal authentic experience (p.849). The research
finds that if the brand is keeping in contact with its consumption community and there
is alignment between the governing laws of the brand and the values of the consumer,
the consumer will attribute authenticity to the brand (Beverland and Farrelly, 2010).
Online consumers view experiences of the brand community being active and
working with its members and having alignment of their respective values as being
authenticating behaviours.

There is support for the positive relationship between authenticity and purity of
motive (Community) (H9b). R2 shows a strong correlation of 0.897 for purity of
motive, illustrating that the construct is effectively explained by the indicators. The
research shows that the surveyed participants accept the hypothesis. Moreover,
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consumers attribute authenticity to communities that show purity of motive. Purity of
motive is defined as using history and culture as referents and being above
commercial considerations (Beverland, 2005). In the online consumption mode, the
act of the consumer socialising and sharing an experience of consumption, using
history and culture as referents and of being above commercial considerations will be
considered an authentic experience.

It was found that there is a positive relationship between authenticity and
consumption behaviour (H10). In the literature it is proposed that consumer behaviour
is the buyer, seller and usage behaviour on Trademe and the intentions behind those
decisions (Hamilton, Ratner and Thompson, 2010). The research finds that online
consumers, by engaging in buyer, seller and usage behaviour on Trademe, have
authenticated themselves and/or their consumption experience.

However, there is NO SUPPORT for the positive relationship between consumption
behaviour and rational thinking (H11a). Rational thinking is defined as rational,
instrumental, efficient and purposeful (Davis, Lang, and Gautam, 2013). The research
shows that online consumers generally DO NOT use rational thinking when making
consumption decisions online. However, the descriptive data analyses of rational
thinking (Trademe) (see Table X) shows that although consumers do not use clear
rules or focus on the steps involved in the process of using Trademe, they are often
systematic, focused on what they are doing, and aware of their thinking process.

It was found that there is a positive relationship between consumption behaviour and
experiential thinking (H11b). Experiential thinking is defined as processing
information in a quick almost effortless process that relies on effect (Hoffman and
Novak, 2009). The research uncovers online consumers finding authenticity in
making consumption decisions based on a subjective, internal, response of sensations,
feelings and cognitions, evoked by a stimulus (Brakus, Schmitt, and Zarantonello,
2009, p.53) rather than as a result of a rational process.

The findings concluded that the relationship was positive between consumption
behaviour and objective authenticity (H12a). Objective authenticity is a measure of an
item’s originality, quality, knowledge and commitment (Leigh, Peters, and Shelton,
137

2006). This suggests that the online consumer’s buying, selling and usage of original,
good quality consumption objects is viewed as authentic consumption behaviour.
The results showed a positive relationship between consumption behaviour and
commitment to tradition (H12b). The literature suggests that consumers will attribute
indexical authenticity to brands that provide the consumer with an unbroken
commitment to tradition (Beverland, Lindgreen and Vink, 2008). The research
establishes that online consumers find authenticity in the buying, selling and usage of
consumption products that provide the consumer with an unbroken commitment to
tradition.

It is supported that there is a positive relationship between consumption behaviour
and consumer values (H12c). The literature suggests that if the consumers find their
own personal values mirrored in the brand, they will feel that the brand will connect
with their personal values (Beverland, Lindgreen and Vink, 2008). This suggests that
an online consumer will buy, sell and use products that have brand values aligned
with their own personal values.

There is support for the positive relationship between consumption behaviour and
brand values (H12d). The literature suggests that brand values that consumers can
relate to, for example, a brand that pursues a traditional hand-made approach and
follows non-commercial motivations will be considered authentic by consumers
(Beverland and Farrelly, 2010). This means consumers will buy, sell, and use
products that are traditional and hand-made, and above commercial consideration
because they appreciate these values.

It was found that there is a positive relationship between consumption behaviour and
firsthand experience (H12e). Beverland and Farrelly (2010) suggest that first hand
experience of the best performing or best value for money service assists the
consumer to achieve practical self-authentication. Therefore, it is logical to conclude
that a consumer will buy, sell and use products that the consumer has had first hand
experience with as being the best performing or best value for money service. This is
because although consumers may not trust brand messages, they do learn from their
prior experiences.
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It was found that there is a positive relationship between consumption behaviour and
constructive authenticity (H12f). Leigh, Peters and Shelton (2006) state that if the
product or experience acts as a teacher and provides the consumer with personal
mastery and self-efficacy, the consumer will attribute authenticity to that product or
experience. This means that a consumer will buy, sell and use products that provide
the consumer with personal mastery and self-efficacy because personal mastery and
self-efficacy are self-authenticating traits.

The findings concluded that the relationship was positive between experiential
thinking and constructive authenticity (H13). The research demonstrates that
consumers engage in experiential thinking when making decisions about the
consumption of online products or services that provide them with a learning
experience.

The results showed a positive relationship between rational thinking and universal
norms (H14a). In terms of the literature it is proposed that universal norms are laws
that govern societies and that these laws override other considerations. If there is
alignment between the governing laws of the service provider and the values of the
consumer, the consumer will attribute authenticity to the service provider (Beverland
and Farrelly, 2010). The research confirms that consumers rationalise the alignment
between the governing laws of the service provider and their own personal values
when making online consumption decisions.

It was found that there is a positive relationship between rational thinking and
experiential thinking (H14b). The research confirms that consumers engage in both
rational thinking and experiential thinking when making online consumption
decisions.
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5.3 MANAGERIAL IMPLICATIONS
The relationships discussed above (5.2 Hypotheses Implications) are now analysed
from the perspective of the management implications of the research findings.
The research indicates that online retailers will benefit from encouraging consumers
to socialise with their communities and share their consumption experiences. Online
consumers find participating in reciprocal, interactive communications and activities
rewarding (Brodie, Ilic, Juric, and Hollebeek, 2011). For example, manufacturersupported car clubs bring together consumers with a passion for the same marque.
Here members can interact and discuss brand experiences, and this communal activity
assists consumers to inter-personally self-authenticate (Leigh, Peters, and Shelton,
2006).

Online retailers marketing brands that provide consumers with feelings that they are
linked to the original historical time will be considered authentic by consumers.
Therefore, online retailers will benefit from providing a consumer a brand that is an
accurate representation of an original item, for example, Converse Allstar shoes are
copies of the original sandshoe and are popular as iconic, “retro” footwear.

The results showed online retailers will benefit from marketing brands that show a
commitment to and feeling for the original place of manufacture. For example, for
wine connoisseurs, a wine’s relationship to its place of origin or terroir has value
because this makes the respective wine label a unique product of its environment
(Beverland, 2005).

It is supported that online retailers will benefit from providing direct experience of
service performance claims. That is, a “try before you buy” service experience, for
example, in offline professional services like accountancy practices that provide the
first appointment free of charge, or engaging in a vehicle test drive before purchasing
an automobile.

There is support for online retailer benefits resulting from encouraging consumers to
share their experiences with their consumption communities, for example, consumer
product clubs like wine clubs and book clubs, where consumers may compare their
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experiences and socialise with others. This provides not only a product-focused group
of target customers but also builds the consumers’ self-efficacy through sharing
knowledge. Moreover, this process also develops a social hierarchy that marketers
may target, using those with status in the club to verify or legitimise product claims.

It was found that online retailers will benefit from providing independent verification
of the authenticity of their products/services from an independent authority, either a
person or institution (Cohen and Cohen, 2012). For example, In the U.S. state of
California, Section 1739.7 of the Californian Civil Code requires a certificate of
authenticity for collectibles sold at auction, but this does not apply to online auctions
(Rietjens, 2006). It is proposed that if online auctions offered this form of protection
to consumers, then customers would attribute authenticity to the trading process.

Spooner (1986) suggests that authenticity stated in terms of objects reflects the
person’s social status, quality of personality, or how one should be understood and
appreciated as an individual by others (p.227). Therefore it is not surprising that the
research shows NO SUPPORT for retailers marketing products/services on the basis
of their instrumentality. Online retailers WILL NOT benefit from marketing a brand
that is the best performing or best value for money because it may be seen as
commercial or mainstream and hence, inauthentic. For example, consumers may gain
self-authentication from purchasing a considerably more expensive item that may
only be marginally superior functionally, but its “brand prestige” may impress their
fellow consumers and provide status to the consumer (Spooner, 1986).

Additionally, the findings conclude that consumers do not attribute authenticity to
brand messages claiming best performance or best value products/services. However,
it must be acknowledged that consumers are in many cases co-creators of product or
brand authenticity where through their communities they may serve as brand curators
(Leigh, Peters, and Shelton, 2006). Therefore, online retailers will benefit from
providing the consumer with a first hand experience of their product and allowing the
consumer community to market the product, rather than relying exclusively on
advertising claims of a best value or low cost advantage.
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Spooner (1986) claims that consumers identify with objects that confer not only social
status, but also quality of personality, or how one should be understood and
appreciated as an individual by others, even to the extent of determining an
individual’s sense of social identity (p.227). This is supported by the research where
the results showed a positive relationship between instrumentality and identification
authenticity. Therefore, online retailers need to provide brands that consumers can
identify with, rather than relying on low cost generic products even though they may
be the best performing or value for money option.

There is a positive relationship found between authenticity (Community) and
verification. It therefore follows that online retailers will benefit from providing a
means for consumers to verify the authenticity of the online community, for example,
through independent testimony from a recognized expert or institution (Cohen and
Cohen, 2012). This is because consumers do not generally trust marketing messages
(Eggers et. al, 2012) or the online environment (Rietjens, 2006).

The research indicates that online retailers WILL NOT benefit from marketing low
cost generic products or services even though they may be the best performing, or best
value for money option, unless the consumer can verify the claims being made, either
personally, by an accredited authority, or through the experience of an independent
consumer. Liao and Ma (2009) “suggest that marketers maximize the use of opinion
leaders by using Web blogs, consumer forums, and viral marketing to approach and
influence consumers” (p.107).

The research suggests that brand proximity provides consumers with a feeling of
connection. This is associated with personal enrichment through being part of a
community and having the desire to develop an authentic self by contributing to this
community (Beverland and Farrelly, 2010). Using brands in interpersonal
communications and cathartic experiences provides community member recognition
and assists in the construction of authentic personal and social identities (Leigh,
Peters, and Shelton, 2006, p.491). For example, Leigh, Peters, and Shelton (2006)
suggest that retailers should facilitate fan and community activities that promote brand
authenticity and heritage. For example, Jaguar offers car "birth certificates" and
invites owners to display their classics at local dealers. Therefore, the online retailer’s
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community needs to establish and maintain an “up close and personal relationship” to
construct these authentic identities. As a result of their close proximity with the
consumer the online community will then be considered an authentic community. But,
to be perceived as authentic, online retailers need to listen to and engage with
consumers in messages which consumers perceive to be non-commercially-driven,
focusing on knowledge sharing, educating, and enabling consumers to co-develop
(Brodie, Ilic, Juric, and Hollebeek, 2011, p.8).
To be successful the online retailer’s community must bring individuals together and
ensure the vibrancy of the community through socialisation and encouragement of the
introduction of new members. Brodie, Ilic, Juric, and Hollebeek (2011) suggest that
consumers find participating in reciprocal, interactive communications and activities
rewarding (p.3). This is illustrated by Speights – The Great Yarns – The People and
Values (2014). This brand message of camaraderie, and how working together,
solving problems and being united and passionate about their craft authenticates the
product, brand and community.

The research suggests that online retailers would benefit from providing a community
that the consumer can relate too, with behavioural laws that match the consumer, if
they want to engage with the consumer. As a result, this community may experience
enhanced consumer loyalty, satisfaction, empowerment, connection, emotional
bonding, trust and commitment (Brodie, Ilic, Juric, and Hollebeek, 2011).

However, it is identified that online retailers DO NOT benefit from using promotional
messages that use scripted narratives. Consumers are skeptical of brand scripted
messages and do not accept them as authentic. Chiu et al. (2012) suggests that in
order for consumers to accept brand messages as authentic; brand managers must
encourage consumers to listen to the story and share their experiences. In this way the
brand narrative becomes a relational activity (p.272). This exchange of communal
beliefs and values not only affirms brand knowledge and deepens connections with
the brand; it is also an inter-personal self-authenticating act.

It was found that online retailers will benefit from providing elements of authenticity
against a fantasy backdrop (for example, as in a reality television programming). This
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helps consumers construct their own imaginary experience based on their previous
experience, and thereby authenticates the consumption experience. Consumers “buy
in” to the brand by constructing their own imaginary experience, and in this way
achieve a self-authenticating experience (Chiu et al., 2012; Rose and Wood, 2005).

The results showed a positive relationship between situation fantasy and brand values,
which may incorporate the artistry and mastery of the staff. It recognises that the
knowledge, skills and techniques of the employees are beyond the normal person’s
reach, as they require special training and apprenticeships and a range of specialised
experiences (Carroll, 2009). Consequently, if online retailers promote products that
are handcrafted by artisans using traditional methods, and present this image against a
fantasy backdrop, consumers will construct a hyper-authentic experience based on
their own personal experiences and views (Rose and Wood, 2005). For example,
Speight’s television advertisements present indexical elements of authenticity of a
traditional beer against a fantasy backdrop of the “traditional New Zealand Southern
man” (Speights, n.d.).

It is found that online retailers would benefit from marketing products and services
that combine socialisation with members, encouraging new membership, and
engaging in community activities within a fantasy situation. This fantasy situation
provides consumers with elements from which they can fabricate a hyper-authentic
imaginary situation relating to their past experiences and desires for the future (Rose
and Wood, 2005). When combining the inter-personal communal activities with a
personally fabricated environment, the consumer gains a self-authenticating
experience, similar to Davis, Lang, and Gautam’s (2013) hedonic experience in online
gaming where “game characters may help transform the consumers’ self-concept”
(p.247).

For online retailers it is necessary for the brand message goals to be relevant to the
consumer as the fantasy context will then provide the consumer with an imaginary
setting from which they can construct their own authentic experience. For example, in
the reality television programme “Survivor”, the audience relating to the cast
members with similar values and “fantasy settings added to the viewers’ vicarious
hedonic experience” (Rose and Wood, 2005, p.290). Therefore, if online retailers
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offer a message that people can relate to within a fantasy situation, consumers will
attribute authenticity to the retailer’s message.

However, consumers are skeptical about brand messages claiming to know what is
relevant to the customer (Spooner, 1986). It is not enough for online retailers to
provide a message that is consistent with the consumer’s personal goals; the research
finds that the consumer requires verification, firsthand experience or an independent
judgment before considering the brand or product to be authentic. For example,
Brodie, Ilic, Juric, and Hollebeek (2011) claim that consumers are more likely to
search for and accept negative electronic word-of-mouth (e-WOM) when they lack
information and experience (p.4).

It was found that if online retailers market original, quality products, and provide
knowledgeable service and commitment to the customer, the consumer will attribute
authenticity to the brand (Beverland and Farrelly, 2010). For example, the Speight’s
message tells of a gravity-fed brewery that is rich in heritage, history and tradition.
The beers are crafted using the same techniques and machines originally used in the
1940s. It is a hands-on process and one that requires a remarkable attention to detail in
order to produce a consistently good quality beer. (Speight’s, n.d.).

The findings concluded that if online retailers market a brand that is certified
authentic by an expert or institution to be original, genuine or real rather than a copy,
it will be considered authentic by consumers. This is because certification is the
authenticating act (Cohen and Cohen, 2012).

The results show authenticity conveys meaning about the values and choices found in
an item. Carroll and Swaminathan (2000) suggest that the consumer attraction to
microbrewers in the U.S. beer market comes from the perception that they are
traditional artisans: “consumers buying specialty beers seek simply a malt beverage
brewed in a small craft-like firm according to traditional methods and using natural
ingredients” (p.728). Consequently, if online retailers can market a product/service of
quality and displaying consumer values of, for instance, social responsibility, the
consumer will identify with and understand the brand and subsequently feel a
connection with the brand. For example, Ben and Jerry’s Ice Cream Company
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illustrates the relationship between objective authenticity and consumer values by
following its founders’ values and stressing quality and social responsibility over
profits (Lager, 1994).

It is supported that the online retailer that provides the consumer with a service that
endows the consumer with personal improvement or a learning and development
experience will assist the consumer to construct an authentic experience. This is based
on how the consumer has developed a new skill with the retailer’s assistance (Leigh,
Peters, and Shelton, 2006).
If the online retailer can identify and understand the consumer’s personal values and
can instill them into the brand, the consumer will feel a connection with the brand and
attribute authenticity to it. Rose and Wood (2005) ascertain that consumers reject
individuals or organisations if their goals are not genuine and consistent with the
consumer’s personal standards of conduct (p.289). For example, restaurants that
feature food sourced only from producers who treat their animals humanely, or who
grow their fruits and vegetables in an organic or sustainable way. The
managers/owners of these businesses have made certain choices based on their own
morals and values. These decisions must then align with the consumer’s position
before authenticity is attributed to the restaurant.

However, there is NO CONSUMER SUPPORT for marketing products/services
based on the brand’s values. For example, consider the prevalence of the corporate
social responsibility movement and the emphasis on practices supporting
environmental sustainability. The majority of multi-national corporations make
substantive claims about their activities in these areas, and interest groups, third-party
auditors and consumer watchdogs try to ensure they live up to their claims and expand
on them. For example, McDonald’s and Wal-Mart seek competitive advantage by
embracing and delivering on these values. Yet consumers begin to cynically question
whether the choices behind a product represent sincere moral judgments or simply
reflect marketing ploys (Guy, 2002). In this case, if the online retailer markets a brand
purely embracing and delivering on these values, the consumer will not view the
product as authentic (Eggers, et al., 2013). Before attributing authenticity to the
product, two conditions must be fulfilled. Firstly, the brand values must be compatible
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with the consumer values, and secondly have been previously verified either through
independent judgment or in the course of the consumer’s firsthand experience of the
item. The consumer has grown skeptical of claims of product/service authenticity
(Baudrillard, 1986; Eco, 1986) and does not believe these claims unless they are
substantiated.

It was found that there is a positive relationship between brand values and place of
origin. Leigh, Peters and Shelton (2006) suggest that recognizing and acknowledging
a link between modern society and the place of origin might help individuals to
understand their heritage and anchor themselves in a rapidly changing world.
Therefore, if the online retailer claims that their product/service is traditionally handmade they must also show a commitment to and feeling for the original place of
manufacture to support their claims. For example, Beverland, Lindgreen, and Vink
(2008) propose that brand messages must create direct links between the brand and
actual traditional practices, including place of production. “Without such a direct
connection, the advertisement is less successful” (p.8)

The findings concluded that for the online retailer to convince the consumer of its
authenticity, it must satisfy two consumer goals. Not only must its products/services
follow a traditional craftsman’s approach, the goals of the brand message must also be
consistent with and relevant to the consumer’s own self-relevant goals. Beverland,
Lindgreen, and Vink (2008) state that if “consumers are seeking information to ensure
that their product choice reflects their personal moral values, advertisements must
create a factual or emotional sense that the brand is committed to traditional moral
practices” (p.12).

It is supported that if the retailer provides a brand with a commitment to tradition, the
consumer will gain an authentic experience by using that item and interacting with the
community. However, care must be taken to show this commitment to tradition.
Seemingly minor details can be perceived by the consumer as an indication that the
brand’s commitment to tradition is not genuine. For example, Beverland, Lindgreen,
and Vink (2008) in a study of authenticity in Trappist beer brands, identify that when
minor details were inconsistent with the consumer’s view of a traditional beer (for
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example, modern bottles with non-traditional colours and font styles) the consumer
judged the beer inauthentic (p.9).

There is support for the positive relationship between commitment to tradition and
iconic authenticity. Beverland, Lindgreen, and Vink (2008) suggest that consumers
focus on symbolic (or iconic) impressions of tradition when making judgments of
authenticity. For example, Linie Aquavit (2014) transports its Norwegian aquavit on
the deck of a ship around the world on a voyage taking four and a half months. This
practice smoothes and enhances its flavour and dates back to 1805 when five casks
made for the West Indies were returned unsold. They were then sampled and thought
to taste better. “Customers know these stories and use them to motivate and justify
visits and purchases; they also repeat them to friends and to others when they frequent
the establishments or describe the products” (Carroll, 2009, p.33). It therefore follows
that if online retailers provide the consumer with a brand that connects with a period
of time, or affirms tradition, the consumer will attribute authenticity to the brand.

It was found that if online retailers provide a brand that provides the consumer with an
unbroken commitment to tradition and a commitment to and feeling for the original
place of manufacture, the consumer will attribute authenticity to that brand (Grayson
and Martinec, 2004). Evidence of place of origin acts as verification of the retailer’s
claim.

If online retailers provide the consumer with an unbroken commitment to tradition
and show alignment of the ethical norms of the brand with those of the consumer, the
consumer will attribute authenticity to that retailer. This conclusion was previously
revealed by Beverland and Farrelly (2010). They also found that “breaches of ethical
norms resulted in a loss of authenticity because the brands were judged as lacking
moral fibre” (p.847).

The findings concluded that if online retailers provide cues or feelings that provide the
consumer with an unbroken commitment to tradition, the consumer instinctively and
automatically attributes authenticity to the brand (Beverland, 2006). For example,
when promoting beers with heritage and a sense of history, brewers show a passion
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for traditional hands-on brewing and “being comfortable with the craft of brewing”
(as illustrated by Speight’s, n.d.).

However, if online retailers rely on marketing brands that provide a commitment to
and feeling for the original place of manufacture, this WILL NOT be seen as authentic
by consumers unless independently substantiated. The lack of authenticity attributed
to brands that provide a feeling of the original place may be due to a difficulty for
consumers to differentiate between indexical and iconic authenticity. For example,
Grayson and Martinec (2004) use the U.S. Declaration of Independence to show that
although the original document was faded and poorly preserved and an 1823 version
was used as a reference for books, the original was indexically authentic because it
was the genuine item. However, it was not iconically authentic because it did not look
like the original when it was signed. Alternatively, the 1823 version is perceived as
iconically authentic but not indexically authentic (p.299). This exercise in perception
may be beyond online consumers using an experiential thinking mode and they may
discount the relevance of a “feeling” for the original place of manufacture entirely.

It is shown that if online retailers provide a commitment to and feeling for the original
place of manufacture and provide an online community that socialises with members,
encourages new memberships, and engages in community activities, they will be seen
as authentic by consumers. For example, consider a beer tasting club stylised as a
simulated monastery, with monks in traditional garb producing beer with traditional
equipment and interacting with members through beer tasting and education, and sales
and service. In this case the patron experiences a simulated authentic place of origin,
which is substantiated by a community that is involved with and interacts with the
consumer (Beverland, Lindgreen, and Vink, 2008).

However, there is NO SUPPORT for online retailers that claim to be genuine. Online
retailers need to market to consumers, suggesting their product or service is more than
just certified as being the genuine article. They need to provide a means for the
consumer to verify that claim through firsthand experience, independent judgment,
expert verification, or organisational transparency. Lack of organisational
transparency can be shown, for example, by a café’s claims that it uses only
handpicked, shade-grown beans, bought from small organic farmers in Guatemala, but
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these elements are not readily visible to the consumer. Such claims would likely
engender skepticism from customers, with some wanting more details or proof of this
claim. In contrast, a café that claims to roast its own coffee beans might have its
roaster within easy view of customers (Carroll, 2009). Firsthand experience,
independent judgment, expert verification, and how consumers use these attributes to
substantiate retailers’ claims have been discussed previously.

It was found that an online retailer may use certified brands or alternatively,
certification, as a process to qualify their product claims of brand values. The brand
values will then be accepted as authentic by customers. An example of this is the
marketing of Fair Trade products that aim to provide “better prices, decent working
conditions, local sustainability, and fair terms of trade for farmers and workers in the
developing world” (Fair Trade.org.uk.). In the process of marketing Fair Trade goods
consumers accept the Fair Trade trademark as a guarantee of being genuine.

The research suggests that the instrumentality of an item is not relevant to its
authenticity. As a result, online retailers must provide a legitimate, external, expert
opinion to legitimise the brand’s authenticity before the claim of the brand being the
best performing or best value for money item will be accepted by the consumer
(Cohen and Cohen, 2012).

If the online retailer aligns their services’ governing laws with those of the consumer,
the consumer will attribute authenticity to the service experience. This is because
individuals operate within a social context, and within this context consumers confer
authenticity to objects that conform to universal principles of right and wrong
(Beverland and Farrelly, 2010). For example, Beverland, Lindgreen, and Vink (2008)
propose that when advertising Trappist beer the advertisement should include monks
producing beer with traditional equipment and selling it in traditional garb (p.9). This
also applies to the positive relationship between universal norms and brand proximity.
As previously mentioned, online retailers will benefit from working closely with
consumers and providing a brand where the governing laws of the service provider
and the values of the consumer are aligned.
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In online retailing if the consumer associates with a community that acts without
commercial considerations and has a pure motive, the consumer will consider the
community authentic. This conclusion is supported by Beverland and Farrelly (2010),
who suggest that when people or organisations breach ethical standards (for example,
track star Ben Johnson) or fail to take into account their wider impact on society (for
example, Barbie), the brand value is eroded in the eyes of individuals seeking virtue.
“Behaviour viewed as unethical overshadowed all other considerations in judging the
brand as (in) authentic” (p.851).

It was found that there is a positive relationship between authenticity and
consumption behaviour. Hence when consumers buy, sell, or use an online
marketplace they are authenticating themselves and/or the experience. They will
pursue at least one of three possible consumer modes: sharing and socialising with
their community the experience they have had, engaging in actions to enhance their
affiliation to the product, or classifying themselves or others who consume the
product (Holt, 1995). The research argues that the success or otherwise of
authenticating the consumption experience through any of these modes dictates the
consumer’s impression of the authenticity of the online brand, community and
service.

However, online retailers WILL NOT benefit from providing categorical information
to authenticate their products/services. This is because as the research finds,
consumers do not make online consumption decisions based on being instrumental,
efficient and purposeful. However, a positive relationship was found between
consumption behaviour and experiential thinking. This suggests that online retailers
will benefit from providing a marketplace that provides cues or a feeling of
authenticity from a shopping entertainment experience, rather than just enabling a
pragmatic, efficient, consumption decision.

Consumers will be prepared to buy and use the products and services that online
retailers provide that are genuine, original and of merchantable quality. Furthermore,
a positive relationship was shown between consumption behaviour and commitment
to tradition. Therefore, if online retailers market products/services that are linked to
tradition, consumers will attribute authenticity to the brand/product and will purchase
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the article. For example, in the case of beer, the consumer takes into account the
ingredients used (organic malt and hops grown in a traditional region) and the
production techniques (small batches made using old manual equipment and using no
chemicals or modern quality controls) (Carroll, 2009).

It is supported that consumers contemplate the way in which the product was
produced as well as the personal objectives of the company’s management. The more
the consumer knows of and identifies with the values and practices of the
organisation, the greater will be the value that the consumer derives from
consumption of the product (Podolny and Hill-Popper, 2004, p.96). Therefore if
online retailers market products/services that exhibit values that match those of the
consumer, the consumer will consider them authentic and will purchase and use them.
Also, because there is support for the positive relationship between consumption
behaviour and brand values, it follows that if online retailers market products and
services that have brand values that consumers also hold as important values, for
example, pursuing a traditional hand-made approach and following time honoured
craftsman techniques, they will be considered authentic by consumers and the
products will be purchased.

It was found that consumers will purchase products from online retailers if they have
had a positive first hand experience of the item or another consumer’s
recommendation. Online retailers cannot rely on unsubstantiated claims made to
consumers because they will be treated with skepticism.

If online retailers supply a teaching experience where consumers gain personal
mastery and self efficacy through their consumption experience, the consumer will
gain self-authentication and attribute authenticity to the consumption experience.
Additionally, an online retail experience that enhances the consumer’s skills and
provides a teaching experience will be considered by the consumer as an experiential
process. This means that the purchase of this learning experience is conducted without
conscious and rational thought, and provides intra-personal authenticity to the
consumer.
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The results showed that if the online retailer can show alignment between the
governing laws of the service provider and the values of the consumer, the consumer
will be able to rationalise the relationship and attribute authenticity to that retailer.

Moreover, it was found that there is a positive relationship between rational thinking
and experiential thinking, which suggests that if the online retailer can provide
rational and/or experiential reasons for a consumer to engage with their products
and/or services, the consumer will engage with the retailer.

Summary
It is suggested that consumers seek authenticity (Grayson and Martinec, 2004) in their
choice of consumption items. However, as proposed by Baudrillard (1988), today’s
consumption experiences lack originality, and the boundary between the real and the
fake has become blurred. As a result, the consumer produces their own authenticity as
it applies to their personal values, social position, and experiences. Nevertheless, if
online retailers present a feeling or impression of authenticity through their
communications and community, and verify advertising claims using independent
judgments or by providing trials of their products/services, consumers will attribute
authenticity to the consumption experience. This will apply whether or not the article
is objectively authentic because the consumption experience provides the consumer
with self-authentication (either inter-personal or intra-personal).

Two main themes were uncovered over the course of the research. Firstly, online
consumption decisions are generally made as a result of experiential thinking, that is,
consumers are often instinctive and guided by intuition. Consumers do not use clear
rules or focus on the steps involved in the process of using online marketplaces. The
second and commonly recurring theme throughout the research has been a consumer
reluctance to trust the online marketplace, retailer and brand. This conclusion takes us
back to Chapter One where it was posited that consumers had lost trust in
organisations (Gerzema and Lebar, 2008), and often associated organisational
messages with exaggeration and deception (Holt, 2002). However, the research
confirms the literature’s position, which suggests that authenticity will encourage
consumer confidence (Beltramini, 1982) and that consumer authenticity in the
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marketplace will set the benchmark against which all competing organisations and
brands are judged (Grant, 1999).

5.4 RESEARCH LIMITATIONS
There are limitations to this research. Firstly, the model conceptualised in the research
could be further simplified and refined. The initial conceptualisation of consumer
authenticity online modelled in this research has endeavoured to cover all aspects of
authenticity as highlighted in the academic literature. Hypothetical relationships were
not excluded at first because the future impact of their omission could not have been
envisaged. Future research directions may include analysing specific aspects of the
model as part of ongoing model refinement, by re-specifying the conceptual model to
focus on the relationships offering the strongest squared multiple correlations, for
example: Everyday People (IA-EP) (Community), Instrumentality (PSA-I)(Brand),
Verification

(PSA-V)(Community),

Brand

Proximity

(PSA-BP)(Community),

Constructive Authenticity (SOA-CA)(Service), Brand Values (MA-BV)(Brand),
Guarantee of Being Genuine (PIA-CG)(Brand), and Purity of Motive (VSAPM)(Community), all of which have SEM squared multiple correlations (R2) above
0.80.

The length and complexity of the survey instrument meant that considerable time and
concentration was necessary for participants to complete the survey. However, at the
time there was no available measurement scale that was applicable to this research
because the Napoli et al (2013) scale, was not available until late 2013.

The time taken to complete the research after data collection may have affected its
validity since it has been previously shown that online purchase behaviour is rapidly
evolving and the way consumers access the Trademe website may be changing. With
the possible changes in the way consumers access the website, the behavioural
thinking process undertaken in making their consumption decisions may also evolve.
For example, the ever-increasing use of mobile devices and their relatively small
screens may possibly discourage involved analytical research before making
consumption decisions. Additionally, with the increasing propensity for individuals to
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spend more time in the workplace, the decreasing incidence of “stay at home”
guardians and the resultant increase in disposable income and reduction of leisure
time (adding to the encouragement of consumers to use consumption activities as
leisure activities) consumers may increasingly be making consumption decisions
using experiential thinking rather than rational reasoning.

Another shortcoming could be the reliance this research places on self-reported usage.
Self-reported usage can be inaccurate, as suggested by Szajna (1996). However,
because Trademe would not provide data on the buying, selling and usage behaviour
of their online consumers for this study, the research records self-reported usage from
present and/or past Trademe customers. As an alternate research direction, future
studies may wish to analyse whether the consumer self-reported Trademe
consumption behaviour demonstrated in this research matches the actual consumption
behaviour in the Trademe online marketplace.

This study utilises a cross-sectional analysis in which 491 participants are asked to
complete a survey, reflecting upon their current and prior online consumption
behaviour. Often research uses a longitudinal study approach over a longer period of
time to capture the nuances of consumer behaviour and because consumer perceptions
of authenticity shift over time (Postrel, 2003). Although a longitudinal study could
have taken into account changes in consumer perception over time, it was not possible
for this research due to the limited time allocated to a thesis. However, a future
research project consisting of a longitudinal study over several years may illuminate
the changing determination of consumer authenticity online, keeping in mind that
online consumption behaviour is still a relatively recent phenomenon.

Finally, an insignificant analysis based on demographic breakdowns has been
undertaken in this research. This is primarily because of the time restraints imposed
on a 90 credit thesis. Analyses on the basis of gender, age, ethnicity, marital status,
education, employment and annual income using the dataset collected in this study
may have uncovered additional findings and discussion points.
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5.5 FUTURE RESEARCH DIRECTIONS
The research investigates consumer behaviour online, but it is anticipated that the
findings could be applied to an offline marketplace. Further research may wish to
ascertain the applicability of the scale developed in this study to an offline
marketplace. The offline marketplace is not such a “high risk” trading place;
consumers can meet retailers face-to-face, establish trust relationships, and contact the
vendor if problems arise with their consumption experience. It is therefore envisaged
that offline consumers may look for differing cues to establish authenticity and that
the level of authenticity substantiation be accordingly set at a lower threshold.

Future research may wish to extend the model into other samples that are different
from the NZ context. Consumers of differing cultures search for different indicators of
authenticity (Holt, 1998). Napoli et al. (2013) speculate on the likelihood of
authenticity evaluations varying with different cultures, and although this research
does sample a culturally diverse population (see Table 1, Chapter 4) future research
could focus on a specific national group to study the effects of cultural differences.
For example, China as a specific market segment could be investigated. China is NZ’s
major import and second largest export market and because cross cultural evaluations
have implications for managing brands, communities, and the online marketplace, an
economic advantage may be gained through an investigation of this research area. For
example, do Chinese consumers use different cues to evaluate the authenticity of a
service, community, or brand, and if so, what are the critical drivers of their online
buying, selling and usage behaviour? This strategy could also be applied to measure
other market segments, for example, age-based, gender-based, and experience-based
(that is, where consumers with different levels of online consumption involvement
may attribute authenticity to different cues or in differing weightings to those cues) or
socio-economic based differences in decision making behaviour and evaluations.

The research analyses consumer online authenticity both based on the literature
defined constructs of authenticity and also from the perspective of the effect
authenticity has on consumption behaviour via rational or experiential thinking. As
consumer online authenticity has been determined as a result of the consumer’s
experiential and rational thinking, future research could investigate which thinking
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behaviour is used to determine the authenticity of specific products or services, as
suggested by Napoli et al. (2013).

Authenticity evaluations and rational/experiential thinking behaviour may alter with
the relative cost of the consumption object. For example, there may be a positive
relationship between authenticity and experiential thinking with low cost consumer
items, and rational thinking with higher cost products and services. Further
investigation is required to explore the relationship between item price and the effect
of the authenticity of the brand, service and community on the consumer’s
experiential/rational thinking behaviour and consumption intentions (possibly using
the dataset used in this research).

Alternatively, the conceptual model could be applied to the measurement of
authenticity in organisations and clubs. Authenticity has been found to promote
organisational success and growth (Eggers et. al, 2012). Furthermore, brand
authenticity - comprised of consistency, congruency, and customer orientationconstructs brand trust. Brand trust then leads to organisational growth (p.345). Future
research may choose to apply the findings of this research to an organisation (either
profit or not-for-profit) to determine the consumer authenticity evaluation of the
institution and compare this against its growth rate, profitability, or position in the
marketplace.

The literature suggests that authenticity is often fabricated (Guy, 2002). For example,
Champagne as the branded sparking white wine became synonymous with France and
traditional production processes, as well as the “authenticity of the products of the
region according to traditional methods” (p.25). But what if the consumer detects
inauthenticity in the brand, service, or community, or its communications? Future
research may wish to explore the ramifications to brand, community and service
authenticity when claims of authenticity are discovered by the consumer as being
fictitious (Beverland, 2005).
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5.6 CHAPTER SUMMARY
Chapter five discusses both the accepted and rejected hypothesised relationships
conceptualised in the alternative SEM model. These hypothesised relationships are
analysed from theoretical consumption modes and consumer interpretation
perspectives. As a result of these analyses, the managerial implications for online
retailers have been identified. The limitations of the research are then explained and
based on these limitations, possible future research directions have been suggested.
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APPENDIX A. QUESTIONNAIRE
SCREEN QUESTION: Do you Buy or Sell products or services on Trademe personally (not as a
business). This questionnaire is about your Buying and Selling behaviour on Trademe. There is no
right or wrong answer.

Model
Use

TRADEME PURCHASE BEHAVIOUR: THINK ABOUT WHEN YOU BUY ON TRADEME:

1.

How often do
you BUY the
following types
of products and
services?
Antiques and collectables
Art

Very
Rarely

1

2

3

4

5

Very Often

CODE

6

7

PC1
PC2

1

2

3

4

5

6

7

1

2

3

4

5

6

7

PC3

1

2

3

4

5

6

7

PC4

1

2

3

4

5

6

7

PC5

Business, farming and
industry
Cars, bikes and boats

2

3

4

5

6

7

PC6

1
1

2

3

4

5

6

7

PC7

Christchurch earthquake
support
Clothing

2

3

4

5

6

7

PC8

1
1

2

3

4

5

6

7

PC9
PC10

Baby gear
Books
Building and renovation

Computers
Crafts
Electronics and
photography
Flatmates wanted
Gaming
Health and beauty
Home and living
Jewellery and watches
Jobs
Mobile phones
Movies and TV
Music and instruments
Pets and animals
Pottery and glass
Real estate
Services
Sports
Toys and models
Travel, events and
activities
2. When I have
BOUGHT on
Trademe…
I DID NOT use my gut
feelings. (R)
I went by what felt good
to me.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

PC11

2

3

4

5

6

7

PC12

1
1

2

3

4

5

6

7

PC13

1

2

3

4

5

6

7

PC14

1

2

3

4

5

6

7

PC15

1

2

3

4

5

6

7

PC16

1

2

3

4

5

6

7

PC17

1

2

3

4

5

6

7

PC18

1

2

3

4

5

6

7

PC19

1

2

3

4

5

6

7

PC20
PC21

1

2

3

4

5

6

7

1

2

3

4

5

6

7

PC22

1

2

3

4

5

6

7

PC23

1

2

3

4

5

6

7

PC24

1

2

3

4

5

6

7

PC25

1

2

3

4

5

6

7

PC26

1

2

3

4

5

6

7

PC27

2

3

4

5

6

7

PC28

1

Hamilton,
Ratner, and
Thompson
(2010): Ca =
0.96; Davis,
Lang, and
Gautam,
(2013)

Definitely
True

Definitel
y False
1

2

3

4

5

6

7

EXP1R

X

1

2

3

4

5

6

7

EXP2

X
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Ca=Cronbac
h’s Alpha
Cr=Coefficie
nt of
Reliability
AVE=Avera
ge Variance
Extracted

Novak and
Hoffman
(2009): Ca =
0.87 to 0.904

I trusted my hunches.
I DID NOT rely on my
sense of intuition. (R)
I relied on my first
impressions.
I used my instincts.
I DID NOT use my heart
as a guide for my actions.
(R)
I had flashes of insight.
Ideas just popped into my
head.
I DID NOT use freeassociation, where one
idea leads to the next. (R)
I reasoned things out
carefully.
I tackled this task
systematically.
I DID NOT figure things
out logically. (R)
I approached this task
analytically.
I was very focused on the
steps involved in doing
this task.
I DID NOT apply precise
rules to deduce the
answers. (R)
I was very focused on
what I was doing to arrive
at the answers.
I was very aware of my
thinking process.
I DID NOT arrive at my
answers by carefully
assessing the information
in front of me. (R)
I used clear rules.
My buying experience or
intention when USING
Trademe:
I purchase using
Trademe all the
time.
4. I DO NOT have a
lot of experience
on Trademe. (R)
5. I have purchased
from Trademe in
the past.
6. I buy more new
products than used
products on
Trademe?
7. I DO NOT intend
to visit Trademe
again. (R)
8. I will buy on
Trademe in the
future.
9. I will buy on
Trademe in the
next few years.
10. I DO NOT sell
more than I buy on
Trademe? (R)

1

2

3

4

5

6

7

EXP3

1

2

3

4

5

6

7

EXP4R

1

2

3

4

5

6

7

EXP5

1

2

3

4

5

6

7

EXP6

1

2

3

4

5

6

7

EXP7R

1

2

3

4

5

6

7

EXP8
EXP9

X

1

2

3

4

5

6

7

1

2

3

4

5

6

7

EXP10R

1

2

3

4

5

6

7

EXP11

1

2

3

4

5

6

7

RAT1

1

2

3

4

5

6

7

RAT2R

1

2

3

4

5

6

7

RAT3

X

1

2

3

4

5

6

7

RAT4

X

1

2

3

4

5

6

7

RAT5R

1

2

3

4

5

6

7

RAT6

1

2

3

4

5

6

7

RAT7

1

2

3

4

5

6

7

RAT8R

1

2

3

4

5

6

7

RAT9

X

Voorhees,
Brady, and
Horowitz
(2006): Cr =
0.89, AVE =
0.73.

Strongly
Agree

Strongly
Disagree

3.

1

2

3

4

5

6

7

PE1

1

2

3

4

5

6

7

PE2R

1

2

3

4

5

6

7

PE3

1

2

3

4

5

6

7

PN1

1

2

3

4

5

6

7

PI1R

1

2

3

4

5

6

7

PI2

1

2

3

4

5

6

7

PI3

1

2

3

4

5

6

7

PS1R

Very
Rarely

Very Often
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X

11. How often do
you buy on
Trademe?

1

2

3

4

5

6

7

TRADEME USAGE BEHAVIOUR: THINK ABOUT HOW YOU USE TRADEME:
How confident do you feel
Strongl
Strongly
when USING Trademe:
y
Agree
Disagre
e
12. I feel certain about
7
how to effectively
2
3
4
5
6
1
use Trademe.
13. I am NOT sure how
7
to use Trademe
2
3
4
5
6
1
properly. (R)
Very
Rarely

PB1
Meuter,
Bitner,
Ostrom,
Brown
(2005): Ca =
0.96 and
0.94.
UC1

X

UC2R

Very Often

14. How often do
you use Trademe
(including when
2
3
4
5
6
7
UC3
1
you do, or do not,
buy and sell)?
15. How often do you USE Trademe? Encircle the number following the most accurate answer.
Everyday
Every other day
At least once a week
Less than once a week,
but at least once every
two weeks.
Less than once every two
weeks, but at least once a
month.
Less than once a month,
but at least every six
months
Less than once every six
months, but at least once
a year
Ability to USE Trademe:
16. I know what is
expected of me if I
use Trademe.
17. The steps in the
process of using
Trademe are NOT
clear to me. (R)
18. I believe there are
only vague
directions
regarding how to
use Trademe
19. How often do
you USE
Trademe
(including
when you do or
do not buy and
sell) through
the…

1
2
3

UC4
UC5
UC6

4

UC7

5

UC8

6

UC9

7

UC10
Strongly
Agree

Strongly
Disagree
1

2

3

4

5

6

7

UC11

1

2

3

4

5

6

7

UC12R

1

2

3

4

5

6

7

UC13

Very
Rarely

Hamilton,
Ratner, and
Thompson
(2010): Ca =
0.96; Davis,
Lang, and
Gautam,
(2013)

Very Often

PC/MAC (desktop,
laptop, notebook, or
netbook)

1

2

3

4

5

6

7

UB1

Mobile Phone (not
smartphone)

1

2

3

4

5

6

7

UB2

Smartphone (including
iPhone)

1

2

3

4

5

6

7

UB3
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X

Meuter,
Bitner,
Ostrom,
Brown
(2005):
Alphas of .96
and .94 were
reported.

Tablet computer
(including iPad)

1

2

3

4

5

6

7

UB4

Other device
20. How often do
you USE
Trademe
(including when
you do or do not
buy and sell)
through…?

1

2

3

4

5

6

7

UB5

Very
Rarely

Very Often

An Internet based
browser (Internet
Explorer, Safari etc.)

1

2

3

4

5

6

7

UB6

An iPhone App

1

2

3

4

5

6

7

UB7

An Android App

1

2

3

4

5

6

7

UB8

A Touch Site

1

2

3

4

5

6

7

UB9

A Tablet App

1

2

3

4

5

6

7

UB6

Other

1

2

3

4

5

6

7

UB10

21. How frequently do you USE Trademe during a normal day? Encircle the number following
the most accurate answer.
Every 15 minutes
1
UB11
Every 30 minutes
2
UB12
Every hour
3
UB13
Every 2 hours
4
UB14
Every 2 to 6 hours
5
UB15
Every 7 to 12 hours
6
UB16
Every 24 hours
7
UB17
TRADEME SELLING BEHAVIOUR: THINK ABOUT HOW YOU SELL USING TRADEME:
Strongl
y
Disagre
e
22. I DO NOT sell using Trademe all
the time. (R)
23. I have a good deal of experience
selling on Trademe.
24. I have sold through Trademe in
the past.
25. I DO NOT sell more new products
than used products on Trademe?
(R)
26. I will sell on Trademe again.
27. I will sell on Trademe in the
future.
28. I WILL NOT sell on Trademe in
the next few years. (R)
29. I sell more than I buy on
Trademe?

Hamilton,
Ratner, and
Thompson
(2010): Ca =
0.96; Davis,
Lang, and
Gautam,
(2013)
Hamilton,
Ratner, and
Thompson
(2010): Ca =
0.96; Davis,
Lang, and
Gautam,
(2013)

Strongly
Agree

1

2

3

4

5

6

7

SPE1R

1

2

3

4

5

6

7

SPE2

1

2

3

4

5

6

7

SPE3

1

2

3

4

5

6

7

SPN1R

1

2

3

4

5

6

7

SPI1
SPI2

1

2

3

4

5

6

7

1

2

3

4

5

6

7

SPI3R

1

2

3

4

5

6

7

SPS1

Very
Rarely

X

Very Often

30. How often do you sell on
2 3 4 5 6
7
SPB1
1
Trademe?
In all questions I want you to think about your feelings, thoughts and behaviours when you buy on
Trademe. Please note the following:


Trademe (SERVICE): is the site defined as www.trademe.co.nz which you buy
products and services on through a computer or other mobile device.

Community (COMMUNITY): is defined as other buyers and sellors on trademe who may
mutually communicate with you.

Brand Purchased (BRAND): is defined as the product and/or service that you buy on
trademe.
FIRST-HAND
WHEN YOU BUY ON TRADEME:
Strongl
Strongl
EXPERIENCE
THINK ABOUT YOUR PAST
y
y Agree
(PSA-FHE)
EXPERIENCES ON TRADEME
Disagre

171

M
o
d

Kwon
and
Lennon

(SERVICE)

e

e
l
u
s
e

31.

I like the feel of this website.

2

3

4

5

6

7

FHE1

X

1

2

3

4

5

6

7

FHE2
R

X

1

2

3

4

5

6

7

FHE3

X

1

2

3

4

5

6

7

FHE4

32.

SCRIPTED
NARRATIVE
(PRA-SN)
(BRAND
PURCHASED)

INDEPENDEN
T JUDGMENT
(PSA-IJ)
(COMMUNIT
Y)

I DO NOT like
pictures/images used in this
website. (R)
33.
I like the opening page of this
website.
34.
This website makes the
BRAND PURCHASED look
very appealing.
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES OF BRANDS
PURCHASED
35.
The BRAND PURCHASED
ADVERTISEMENT DID
NOT change my mind about
the brand. (R)
36.
I learned something new from
the BRAND PURCHASED.
37.
After viewing the BRAND
PURCHASED
ADVERTISEMENT, I see
things differently.
38.
The BRAND PURCHASED
DOES NOT clearly
communicate what it stands
for. (R)
39.
The BRAND PURCHASED
has an image that is difficult
to understand.
40.
The BRAND PURCHASED
DOES NOT convey a clear
image in all its action. (R)
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES WITH THE
TRADEME COMMUNITY

1

41.

42.

43.

44.

45.

How likely is it that you
would accept THE
TRADEME
COMMUNITY’S advice
about the BRAND
PURCHASED in the future?
How likely it is that THE
TRADEME
COMMUNITY’S future
advice about the BRAND
PURCHASED would be
useful to you?
How likely is it that THE
TRADEME
COMMUNITY’S future
opinions about BRAND
PURCHASE will be
informative to you?
How likely is it that you
would allow THE
TRADEME COMMUNITY
to choose a BRAND
PURCHASE for you in the
future?
How likely is it that you
would be confident in
accepting THE TRADEME
COMMUNITY’S advice

Strongl
y
Disagre
e

Strongl
y Agree

1

2

3

4

5

6

7

SN1R

1

2

3

4

5

6

7

SN2

1

2

3

4

5

6

7

SN3

1

2

3

4

5

6

7

SN4R

1

2

3

4

5

6

7

SN5

1

2

3

4

5

6

7

SN6R

Strongl
y
Disagre
e

Strongl
y Agree

1

2

3

4

5

6

7

IJ1

1

2

3

4

5

6

7

IJ2

1

2

3

4

5

6

7

IJ3

1

2

3

4

5

6

7

IJ4

1

2

3

4

5

6

7

IJ5
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(2009):
Ca =
0.880
and
0.912.

Einwiller
,
Alexande
r,
Johnson,
and
Kamins,
(2006):
Ca =
0.92.

Gershoff,
Mukherj
ee, and
Mukhopa
dhyay
(2007):
Ca =
0.68 to
0.87.

INSTRUMEN
TALITY
(PSA-I)
(BRAND
PURCHASED)

VERIFICATIO
N
(PSA-V)
(COMMUNIT
Y)

OBJECTIVE
AUTHENTICI
TY
(SOA-OA)
(BRAND
PURCHASED)

UBIQUITY
(PSA-U)
(SERVICE)

about BRAND PURCHASE
in the future?
46.
How well do you feel THE
TRADEME COMMUNITY
would understand the reasons
why you rated the BRAND
PURCHASED the way you
did?
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES OF BRANDS
PURCHASED
47.
This brand is NOT
dependable and reliable. (R)
48.
This brand has always been
good to me.
49.
If this brand makes a claim or
promise about it products or
services, it is probably true.
50.
I DO NOT feel like I know
what to expect from this
brand. (R)
51.
I feel I can trust this brand.
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES WITH THE
TRADEME COMMUNITY
52.
I trust THE TRADEME
COMMUNITY’S
contributors to know things I
don’t know.
53.
I would base an important
decision on advice I received
from the contributors to THE
TRADEME
COMMUNITY’S forum.
54.
Contributors to the THE
TRADEME
COMMUNITY’S forum have
high integrity.
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES OF BRANDS
PURCHASED
55.
That’s a good brand and I
wouldn’t hesitate
recommending it to others.
56.
I know that the advertised
brand is a dependable,
reliable one.
57.
What they said about the
product was dishonest. (R)
58.
As I watched, I thought of
reasons why I should NOT
buy the product. (R)
59.
The commercial described
certain specific product
characteristics that are
undesirable to me. (R)
60.
I found myself disagreeing
with some things in the
commercial. (R)
61.
The commercial made
exaggerated and untrue
claims about the product. (R)
62.
I will definitely buy the brand
in the commercial.
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES ON TRADEME

1

2

3

4

5

6

Strongl
y
Disagre
e

7

IJ6

Gupta,
Yadav,
and
Varadara
jan
(2009):
Cr = 0.96
to 0.93.
Breivik,
Einar and
Helge
Thorbjør
nsen
(2008).

Strongl
y Agree

1

2

3

4

5

6

7

I1R

1

2

3

4

5

6

7

I2

1

2

3

4

5

6

7

I3

1

2

3

4

5

6

7

I4R

1
Strongl
y
Disagre
e

2

3

4

5

6

7

I5

1

2

3

4

5

6

7

V1

1

2

3

4

5

6

7

V2

1

2

3

4

5

6

7

V3

athwick,
Wiertz
and
Ruyter
(2008):
Ca =
0.93.

Strongl
y Agree

Strongl
y
Disagre
e

Schlinger
(1979):
Ca =
0.96.

Strongl
y Agree

1

2

3

4

5

6

7

OA1

1

2

3

4

5

6

7

OA2

1

2

3

4

5

6

7

OA3R

1

2

3

4

5

6

7

OA4R

1

2

3

4

5

6

7

OA5R

1

2

3

4

5

6

7

OA6R

1

2

3

4

5

6

7

OA7R

X

1

2

3

4

5

6

7

OA8

X

Strongl
y
Disagre
e
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Strongl
y Agree

X

Verhoef,
Langerak
, and
Donkers

63.
64.

COMMITMEN
T TO
TRADITION
(PIA-CT)
(BRAND
PURCHASED)

UNIVERSAL
NORMS
(VSA-UN)
(SERVICE)

Trademe is a strong brand.
Trademe is NOT a wellknown brand. (R)
65.
Trademe is a unique brand.
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES OF BRANDS
PURCHASED
66.
Respect for tradition is
important to me.
67.
Family heritage is important
to me.
68.
I value a strong link to my
past.
69.
Traditional values are NOT
important to me. (R)
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES ON TRADEME

2

3

4

5

6

7

U1

1

2

3

4

5

6

7

U2R

1
Strongl
y
Disagre
e

2

3

4

5

6

7

U3

1

2

3

4

5

6

7

CT1

X

1

2

3

4

5

6

7

CT2

X

1

2

3

4

5

6

7

CT3

X

1

2

3

4

5

6

7

CT4R

Strongl
y Agree

Strongl
y
Disagre
e

Bearden,
Money
and
Nevins,
(2006):
Ca =
0.78 to
0.85.

1

2

3

4

5

6

7

UN1

1

2

3

4

5

6

7

UN2

Vitell,
Rallapall
i, and
Singhapa
kdi
X (1993):
Ca =
0.67.

1

2

3

4

5

6

7

UN3

X

1

2

3

4

5

6

7

UN4

X

Strongl
y Agree

70.

BRAND
PROXIMITY
(PSA-BP)
(COMMUNIT
Y)

One should always adhere to
all applicable laws and
regulations.
71.
One should always accurately
represent one's experience.
72.
One must always be honest in
serving customers,
consumers, and THE
TRADEME COMMUNITY.
73.
One should not knowingly
participate in a conflict of
interest without prior notice
to all parties involved.
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES WITH THE
TRADEME COMMUNITY
74.
I am very attached to the
community.
75.
Other community members
and I share the same
objectives.
76.
The friendships I have with
other community members
mean a lot to me.
77.
If community members
planned something, I’d think
of it as something “we”
would do rather than
something “they” would do.
78.
I DO NOT see myself as a
part of the community. (R)
79.
I benefit from following the
community’s rules.
80.
I am motivated to participate
in the community’s activities
because I feel better
afterwards.
81.
I am motivated to participate
in the community’s activities
because I am able to support
other members.
82.
I am motivated to participate
in the community’s activities
because I am able to reach
personal goals
83.
In order to be accepted, I feel
like I must behave as other
community members expect
me to behave.
84.
My actions are often
influenced by how other

(2007):
Ca =
0.70

1

Strongl
y
Disagre
e

Algeshei
mer,
Dholakia
, and
Herrman
n (2005):
Ca =
0.60 to
1.0.

Strongl
y Agree

1

2

3

4

5

6

7

BP1

1

2

3

4

5

6

7

BP2

1

2

3

4

5

6

7

BP3

1

2

3

4

5

6

7

BP4

1

2

3

4

5

6

7

BP5R

1

2

3

4

5

6

7

BP6

X

1

2

3

4

5

6

7

BP7

X

1

2

3

4

5

6

7

BP8

X

1

2

3

4

5

6

7

BP9

1

2

3

4

5

6

7

BP10

1

2

3

4

5

6

7

BP11
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85.

86.

87.

88.
89.

90.

91.

community members want
me to behave.
Since I joined the
community, I have felt a
desire to preserve my
personal freedom.
It would NOT be very
difficult for me to leave this
community. (R)
I am willing to pay more
money to be a member of this
community than I would for
membership in other
communities.
I intend to stay on as a
community member.
I never miss an opportunity to
recommend this community
to others.
If friends or relatives were to
search for a community, I
would definitely recommend
this one.
I intend to actively participate
in the community’s activities.

1

2

3

4

5

6

7

BP12

1

2

3

4

5

6

7

BP13
R

1

2

3

4

5

6

7

BP14

1

2

3

4

5

6

7

BP15

1

2

3

4

5

6

7

BP16

1

2

3

4

5

6

7

BP17

1

2

3

4

5

6

7

BP18

Very
Often

Very
Rarely
92.

PLACE OF
ORIGIN
(PIA-PO)
(BRAND
PURCHASED)

How often did you think
about leaving this community
within the last ten weeks?
93.
How often did you participate
in activities of this
community within the last ten
weeks?
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES OF BRANDS
PURCHASED
94.
When I looked at it, I felt a
connection with a place.
95.
It helped to transport me back
to another place.

1

2

3

4

5

6

7

BP19

1

2

3

4

5

6

7

BP20

Strongl
y
Disagre
e

Strongl
y Agree

1

2

3

4

5

6

7

PO1

1

2

3

4

5

6

7

PO2

X

PO3

X

Weak
Connect
ion

Strong
Connect
ion

96.

COMMUNAL
NORMS
(PSA-CN)
(COMMUNIT
Y)

How much of a connection
with another place did this
give you?
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES WITH THE
TRADEME COMMUNITY
97.
The groups I belong to are an
important reflection of who I
am.
98.
When I’m in a group. It often
feels to me like that group is
an important part of who I
am.
99.
I usually DO NOT feel a
strong sense of pride when a
group I belong to has an
important accomplishment.
(R)
100.
I think one of the most
important parts of who I am
can be captured by looking at
the groups I belong to and
understanding who they are.
101.
When I think of myself, I
often think of groups I belong
to as well.

Grayson
and
Martinec
(2004):
Ca =
X
0.93.

1

2

3

4

5

6

Strongl
y
Disagre
e

7

Strongl
y Agree

1

2

3

4

5

6

7

CN1

1

2

3

4

5

6

7

CN2

1

2

3

4

5

6

7

CN3R

1

2

3

4

5

6

7

CN4

1

2

3

4

5

6

7

CN5
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Melnyk
et al.,
(2009:
Ca =
0.91 to
0.93.

102.

GUARANTEE
OF BEING
GENUINE
(PIA-GG)
(BRAND
PURCHASED)

PURITY OF
MOTIVE
(VSA-PM)
(COMMUNIT
Y)

TIME ORIGIN
(AIA-TO)
(BRAND
PURCHASED)

In general, groups I belong to
are an important part of my
self-image.
103.
If a person insults a group I
belong to, I DO NOT feel
personally insulted. (R)
104.
My sense of pride comes
from knowing I belong to
groups.
105.
When I join a group, I usually
develop a strong sense of
identification with that group.
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES OF BRANDS
PURCHASED
106.
This brand is dependable and
reliable.
107.
This brand has always been
good to me.
108.
If this brand makes a claim or
promise about its products, it
is probably true.
109.
I feel like I know what to
expect from this brand.
110.
I feel I can NOT trust this
brand. (R)
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES WITH THE
TRADEME COMMUNITY
111.
They feel morally obligated
to help.
112.
They have a long-term
interest in the community.
113.
Their owners or employees
believe in the cause.
114.
They want to make it easier
for consumers who care about
the cause to support it.
115.
They are NOT trying to give
something back to the
community. (R)
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES OF BRANDS
PURCHASED
116.
When I looked at it, I felt a
connection with the past.
117.
It helped to transport me back
in time.

1

2

3

4

5

6

7

CN6

1

2

3

4

5

6

7

CN7R

1

2

3

4

5

6

7

CN8

X

1

2

3

4

5

6

7

CN9

X

Strongl
y
Disagre
e

Breivik,
and
Thorbjor
nsen,
(2008):
Cr =
0.88.

Strongl
y Agree

1

2

3

4

5

6

7

GG1

1

2

3

4

5

6

7

GG2

1

2

3

4

5

6

7

GG3

1

2

3

4

5

6

7

GG4

1

2

3

4

5

6

7

GG5R

Strongl
y
Disagre
e

Ellen,
Webb,
and
Mohr
(2006):
Ca =
0.89.

Strongl
y Agree

1

2

3

4

5

6

7

PM1

1

2

3

4

5

6

7

PM2

1

2

3

4

5

6

7

PM3

1

2

3

4

5

6

7

PM4

1

2

3

4

5

6

7

PM5R

Strongl
y
Disagre
e

Strongl
y Agree

1

2

3

4

5

6

7

TO1

X

1

2

3

4

5

6

7

TO2

X

TO3

X

Weak
Connect
ion

Grayson
and
Martinec
(2004):
Ca =
0.93.

Strong
Connect
ion

118.

EVERYDAY
PEOPLE
(IA-EP)
(COMMUNIT
Y)

How much of a connection
with the past did this make
you feel?
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES WITH THE
TRADEME COMMUNITY
119.
I think the TRADEME
COMMUNITY is like an old
friend.
120.
The TRADEME
COMMUNITY makes me
feel comfortable, as if I am
with friends.
121.
The TRADEME
COMMUNITY seems to
understand the things I want

X

1

2

3

4

5

6

Strongl
y
Disagre
e

7

Strongl
y Agree

1

2

3

4

5

6

7

EP1

1

2

3

4

5

6

7

EP2

1

2

3

4

5

6

7

EP

176

Russell
and
Stern,
(2006):
Ca =
0.89

to know.
122.

CONSUMER
VALUES
(MA-CV)
(BRAND
PURCHASED)

CONSTRUCTI
VE
AUTHENTICI
TY
(SOA-CA)
(SERVICE)

BRAND
VALUES
(MA-BV)
(BRAND
PURCHASED)

I find the TRADEME
COMMUNITY to NOT be
attractive. (R)
123.
I would like to meet the
TRADEME COMMUNITY
in person.
124.
I feel sorry when the
TRADEME COMMUNITY
makes a mistake.
125.
I like to compare my ideas
with what the TRADEME
COMMUNITY says.
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES OF BRANDS
PURCHASED
126.
The BRANDS PURCHASED
DO NOT reflect the kind of
person I see myself to be. (R)
127.
The BRANDS PURCHASED
help me communicate my
self-identity.
128.
The BRANDS PURCHASED
help me express myself.
129.
The BRANDS PURCHASED
help me define myself.
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES ON TRADEME
Generally, Trademe makes
me feel very capable and
effective.
131.
Trademe makes me feel
inadequate or incompetent.
(R)
132.
I feel that I can successfully
complete difficult tasks and
projects.
133.
I feel that I can take on and
master hard challenges.
134.
I feel very capable in what I
do.
135.
Trademe makes me feel
controlled and pressured to be
certain ways. (R)
136.
Trademe makes me feel free
to be who I am.
137.
I feel that my choices are
based on my true interests
and values.
138.
I feel free to do things my
own way.
139.
I feel that my choices express
my "true" self.
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES OF BRANDS
PURCHASED
140.
The brand and I have a lot in
common.
141.
This brand’s image and my
self-image are similar in a lot
of ways.
142.
This brand says a lot about
the kind of person I am or
want to be.
143.
This brand DOES NOT
remind me of who I am. (R)
144.
This brand is a part of me.
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Strongl
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Wilcox,
Kim, and
Sen
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Ca =
0.89.
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CV1R

Thomson
(2006):
Ca =
0.83.
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0.89.
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SITUATIONA
L FANTASY
(SIA-SF)
(BRAND
PURCHASED)

SELFRELEVANT
GOALS
(SIA-RG)
(BRAND
PURCHASED)

WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR DAY
DREAMS OF BRANDS
PURCHASED
145.
I think of this dream several
times a day.
146.
I know a lot about the object
of my dream.
147.
The following constraints:
time, money, and family
responsibilities are NOT an
obstacle. (R)
148.
I'd say that I am NOT a
dreamer (R)
149.
I always have something in
my mind that I intend to buy.
150.
It is important to me to have
really nice things.
151.
I think that truth lies in facts
only.
152.
I would prefer complex to
simple problems.
153.
Having consumption dreams
for an adult is childish.
WHEN YOU BUY ON TRADEME:
THINK ABOUT YOUR PAST
EXPERIENCES OF BRANDS
PURCHASED
154.
I have a special bond with the
brands that I like.
155.
I consider my favourite
brands to be a part of myself.
156.
I often feel a personal
connection between my
brands and me.
157.
Part of me is NOT defined by
important brands in my life.
(R)
158.
I feel as if I have a close
personal connection with the
brands I most prefer.
159.
I can identify with important
brands in my life.
160.
There are links between the
brands that I prefer and how I
view myself.
161.
My favourite brands are an
important indication of who I
am.
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D’Astous
, A. and
Deschen
es, J.
(2005):
X
Ca =
Not
X
reported.

X

X

X

Sprott,
Czellar,
and
Spangen
berg
(2009):
Ca =
0.91 to
0.93.

APPENDIX B. CONSTRUCT DEFINITIONS
Primary
Construct
Iconic
Authenticity
Identification
Authenticity

Primary
Construct
Definition
Authentic
reproduction of
the original.
Identifying
elements of
authenticity in
fantasy.
Where selfreferential
behaviours
reveal the
consumers true
self.

Secondary
Construct

Secondary Construct
Definition

Time Origin
(AIA-TO)
(Brand)
Everyday
People (IAEP)
(Community)

A feeling of connection
to the original time of
manufacture.

Grayson and
Martinec (2004)

Consumers
connect/identify with
everyday people.

Rose & Wood
(2005)

First Hand
Experience
(PSA-FHE)
(Service)

Independent
Judgment
(PSA-IJ)
(Community)

Instrumentality
(PSAI)(Brand)

Practical Self/
Interpersonal
Self
Authentication

Verification
(PSA-V)
(Community)

Ubiquity
(PSAAU)(Service)

Brand
Proximity
(PSA-BP)
(Community)

Communal
Norms (PSACN)
(Community)
Production
and

Consumers
blend situations

Scripted
Narrative
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A positive first hand
experience of the item
assists the consumer to
achieve personal goals
of practical selfauthentication.
The independent
judgment of other
consumers of the item
assists the consumer to
achieve personal goals
of practical selfauthentication.
Best performing or best
value for money item or
experience assists the
consumer to achieve
personal goals of
practical selfauthentication.
Testing to establish that
required standards are
met assists consumers to
achieve personal goals
of practical selfauthentication.
Mainstream, mass
brands, or a “market
leader” assist the
consumer to achieve
goals of inter-personal
self-authentication.
Being close to you or
part of your social
community assists the
consumer to achieve
goals of inter-personal
self-authentication.
Laws that govern the
community’s behaviour
in everyday life assist
the consumer to achieve
goals of inter-personal
self-authentication.
Scripted narrative assists
the consumer to

Authors

Beverland and
Farrelly (2010)

Beverland and
Farrelly (2010)

Beverland and
Farrelly (2010)

Beverland and
Farrelly (2010)

Beverland and
Farrelly (2010)

Leigh, Peters, &
Shelton (2006)

Leigh, Peters, &
Shelton (2006)

Rose & Wood
(2005)

Situation
Authenticity

and production
to construct
authenticity
from fantasy.

(PRA-SN)
(Brand)
Situation
Fantasy (SIASF) (Brand)

Self-Relevant
Goals (SIARG) (Brand)

Social
Authenticity

Moral
Authenticity

Pure
(Indexical)
Approximate
(Iconic)
Authenticity

Virtuous Self
Authentication

construct production
authenticity.
Fantasy situations
provide the consumer
indexical elements with
which he/she can
construct situation
authenticity.
Self-relevant goals of a
product/experience
assist the consumer to
construct situation
authenticity.

Rose & Wood
(2005)

Rose & Wood
(2005)

Consumers use
product
symbolism or
self-efficacy to
construct
authentic
personal or
social identities.

Objective
Authenticity
(SOA-OA)
(Brand)

Objective authenticity
refers to the authenticity
of the original article.

Leigh, Peters, &
Shelton (2006)

Constructive
Authenticity
(SOA-CA)
(Service)

Constructive
authenticity refers to the
authenticity projected
onto objects in terms of
their imagery,
expectations,
preferences, beliefs,
powers, etc.

Leigh, Peters, &
Shelton (2006)

Iconicity or
indexicality to
show higher
moral status.

Consumer
Values (MACV) (Brand)

Consumer values
mirrored in the brand.

Beverland,
Lindgreen, & Vink
(2008)

Indexical: A
factual or
spatio-temporal
connection to
history.
Approximate
(iconic):
Commitment
and feeling to
the original
place of
manufacture.

The degree to
which the
consumer can
achieve personal
goals of
virtuosity in self
authentication

Brand Values
(MABV)(Brand)
Commitment
to Tradition
(PAI-CT)
(Brand)

Brand values that assist
the consumer to achieve
moral selfauthentication.
Love of the craft,
process, or the
involvement of the
creators in the
production process.

Beverland,
Lindgreen, & Vink
(2008)
Beverland,
Lindgreen, & Vink
(2008)

Place of Origin
(PIA-PO)
(Brand)

A commitment too, and
feeling for, the original
place of manufacture.

Beverland,
Lindgreen, & Vink
(2008), Grayson
and Martinec
(2004)

Guarantee of
Being Genuine
(PIA-CG)
(Brand)

An in situ guarantee of
genuineness provided by
a recognised authority.

Beverland,
Lindgreen, & Vink
(2008)

Universal
Norms (VSAUN) (Service)

Laws that govern
societies, these standards
override other
considerations.

Beverland and
Farrelly (2010)

Purity of
Motive (VSAPM)
(Community)

Consistent application of
a set of morals.

Beverland and
Farrelly (2010)

Rational
Thinking
(RAT)

The degree to which a
person who has recently
engaged in a certain task
describes his/her
processing of
information to have been

Novak and
Hoffman (2009)
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done in a logical, rulebased manner.
Assesses how much a
person who has recently
engaged in a certain task
describes his/her
processing of
information as being
conducted quickly,
almost effortlessly, and
depending heavily on
affect.

Experiential
Thinking
(EXP)

Consumption
Behaviour

181

Purchase and usage
(buying and selling)
experience, frequency,
intentions, clarity.

Novak and
Hoffman (2009)

Voorhees, Brady
and Horowitz
(2006),
Meuter, Bitner,
Ostrom, Brown
(2005),
Hamilton, Ratner
and Thompson
(2010)
Davis, Lang, and
Gautam, (2013).

APPENDIX C. TERM DEFINITIONS

Term
Consumers:

Definition
Reference
Are people who live in a specific social
Kozinets (2006).
and historical situation that places them in
a co-dependent relationship with
commercial culture. One where industrial
and post-industrial information
economies create not only things, but
critical elements of cultural, social, and
self-identity.

Consumer
behaviour:

Jacoby (1978).

Consumer
research:

Encompasses the acquisition,
consumption, and disposition of goods,
services, time, and ideas by decisionmaking units (e.g., individuals, families,
organisations, etc.).
Research addressed to studying some
aspect of consumer behaviour.

Products and
Services:

Any marketplace experiences evaluated
by a consumer.

Grayson & Martinec
(2004).

Products:

The need satisfying goods and services
for which consumers and suppliers
engage in an economic exchange.

Abdul-Ghani, Hyde, and
Marshall (2011).

Jacoby (1978).

A group of individuals being represented
by three core components: 1.
Consciousness of kind, 2. Presence of
shared rituals and traditions, and 3. A
sense of moral responsibility.
Virtual
Are similar to social aggregations that
communities: emerge from the internet when enough
people participate in them, with enough
human feelings, thus forming
interpersonal relationship webs in
cyberspace.

Muniz, Jr. and O’Guinn
(2001).

Virtual
consumer
community:

Dholakia, Bagozzi, and
Pearo (2004).

Community:

Online
auction site:

Consumer groups of varying sizes that
meet and interact online for the sake of
achieving personal as well as shared goals
of their members.
A site that acts as a consumer-toconsumer (C2C) marketplace, bringing
together buyers and sellers who are
typically ordinary citizens and endconsumers. In online auctions buyers and
sellers are not present in the same space at
the same time, therefore a lack of face-toface contact exists between them, and
they are not able to identify one another.
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Rheingold (1993).

Abdul-Ghani, Hyde, and
Marshall (2011).

Online
consumers:

Trademe:

Are strangers who focus on establishing
Abdul-Ghani, Hyde, and
the price and true value of goods before
Marshall (2011).
undertaking transactions as buyers and
sellers. These exchanges are discrete and
the parties are unlikely to transact again
with each other in the future.
An internet-based auction site selling both http://www.trademe.co.nz
services and products; new and used
through the main trademe auction site
with associated companion websites
providing the following services:
 Safe Trader - escrow service for
Trade Me auctions.


Find Someone Matchmaking/dating site.



Old Friends - finding old school
friends and workmates.



Travel bug - booking travel/hotel
accommodation.



Holiday Houses - booking holiday
homes/baches - rental
accommodation.



Treat Me - group buying local
deals site.
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APPENDIX D. LITERATURE-BASED SUB MODELS
Figure 4 Semiotic Authenticity

Actual Site
Indexicality

Indexical
Authenticity

Hypothetical Site
Indexicality

H3a

Actual Site
Indexicality (era)

Semiotic
Authenticity

Iconicity with
historical accounts

Iconic Authenticity
H3b

Fictional accounts
of iconicity

Iconicity with
“old things”
Iconic Cues
(Connection with
Past)
H3c

Indexical Cues
(Perceived
Evidence)

Conceptual foundation - Grayson and Martinec (2004) sub-model

Hypothesis 3a: Indexical authenticity is related to actual site indexicality, hypothetical
site indexicality and actual site indexicality with era.
Hypothesis 3b: Iconic authenticity is related to fictional accounts of iconicity,
iconicity with “old things”, and iconicity with historical accounts.
Hypothesis 3c: Semiotic authenticity is related to the connection with past provided
by Iconic cues
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Figure 5 Authenticity through Real Virtuality Experience

Self Relevant Goals

Situation
H4a
Situational Fantasy

Experience Actors

Real Virtuality
Experience

Identification
H4b
Everyday People

Scripted Narrative

Production

H4c
Everyday Narrative

Conceptual foundation - Rose and Wood (2005) sub-model

Hypothesis 4a: Situation authenticity is related to the congruency between Selfrelevant goals and Situational fantasy.
Hypothesis 4b: Identification authenticity is related to the congruency between
experience actors and everyday people.
Hypothesis 4c: Production authenticity is related to the congruence between the
experienced actors scripted narrative and everyday narrative.
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Figure 6 Social Authenticity

Objective
Authenticity

H5a

Social
Authenticity

Constructive
Authenticity

Communal
Commitment

H5b

Existential
Authenticity

Social Role
Performance

Conceptual foundation - Leigh, Peters and Shelton (2006) sub-model

Hypothesis 5a: Social authenticity is related to objective authenticity, constructive
authenticity and existential authenticity.
Hypothesis 5b: Existential authenticity is related to the congruency between
communal commitment and social role performance.
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Figure 7 Communication Authenticity

Commitment to
Tradition

Pure Indexical
Authenticity

Place of Origin

H2a

Guarantee of Being
Genuine

Communication
Authenticity

H2b

Approximate Iconic
Authenticity

Time Origin

Place Origin

Consumer Values
H2c

Moral
Authenticity

Brand Values

Conceptual foundation - Beverland, Lindgreen and Vink (2008) sub-model

Hypothesis 2a: Pure (indexical) authenticity is related to brand-related
communications that communicate commitment to tradition, place of origin and a
guarantee of being genuine.
Hypothesis 2b: Approximate (iconic) authenticity is related to brand-related
communication that communicates the feeling of connection of the brand to its origin
through time and place.
Hypothesis 2c: Moral authenticity is related to the congruity between the moral values
of the consumer and moral values communicated by the brand.
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Figure 8 Consumer Self-Brand Authenticity

First Hand
Experience

H1a

Practical
Self-authentication

Independent
Judgement

Verification

Instrumentality
Consumer Self
Brand
Authenticity

H1b

Interpersonal
Self-authentication

Proximity

Communal Norms

Ubiquity

H1c

Virtuosity
Self-authentication

Purity of Motive

Universal Norms

Conceptual foundation - Beverland and Farrelly (2010) sub-model

Hypothesis 1a: Practical self-authentication is related to first-hand experience,
independent judgment, verification and instrumentality
Hypothesis 1b: Inter-personal self-authentication is related to brand proximity,
communal norms and ubiquity.
Hypothesis 1c: Virtuosity in self-authentication is related to the brands purity of
motive and universal norms.
188

Figure 9 Authenticity through Epistemological Experience

Authenticity of
Originals

Epistemological
Experience

H6

Symbolic
Authenticity

State of Being

Conceptual foundation - Wang (1999) sub-model

Hypothesis 6: Epistemological experience is related to authenticity of originals,
symbolic authenticity and state of being.
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Figure 10 Brand Story-Product Congruency

Conceptual foundation - Hung-Chang Chiu, Yi-Ching Hsieh, and Yi-Chu Kuo (2012)
sub-model

Hypothesis 8: Brand story-product congruency is related to brand story; authenticity,
conciseness, reversal, and humour.
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Figure 11 Attribution Authenticity

Performative Act

Attribution
Authenticity

H7

Implicit Belief

Conceptual foundation - Cohen and Cohen (2012) sub-model.

Hypothesis 7: Attribution authenticity is related to Performative acts and Implicit
beliefs
191

Figure 12 Brand Verification Function

Brand Temporarily
Indexicality

Brand Corporally
Indexicality
Brand
Verification
Function

H9

Brand Social
Visibility

Brand Psychic
Energy

Conceptual foundation - Grayson and Shulman (2000) sub-model.

Hypothesis 9: Brand verification function of the replaceability of possessions is
related to the brand temporal indexicality, corporal indexicality, social visibility and
psychic energy.
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Figure 13 Literature Based Conceptual Model of Authenticity

Communication
Authenticity

Semiotic
Authenticity

Real Virtuality
Experience

H3
H2

Social
Authenticity

H4
H5

Consumer Self
Brand
Authenticity

H1

Brand
Authenticity

H6

Epistemological
Experience

H9

H7
H8

Brand
Verification
Function

Brand StoryProduct
Congruency

The conceptual model founded on the sub-models designed from analyses of
scholarly articles defining authenticity.
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