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The purpose of this research is to extract the elements of consumers
perceived brand authenticity and to develop the scale according to its elements. This study also
provides a way of brand management that incorporates a new viewpoint of brand authenticity while
using elements obtained as a result of scale development. Specifically, we explain the following
three findings. First, we developed a scale of elements to measure brand authenticity. Then, we
applied it to advertisement expression while classifying the resulting elements. Finally, we
proposed brand management based on the process of forming brand authenticity.
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