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Table 1 Respondent Characteristics

case number

%

Male 60 29.3
Gender
Female 145 70.7
20s 151 73.7
Age 30s 46 22.4
40s 8 3.9
Student 84 41
Job
Business man 121 59
High school graduate 4 2
Technical college graduate 2 1
Education
college student or graduate 179 87.3
Graduate school or higher 20 9.8
under 1 million won 77 37.6
1 million won ~ under 2 million won 27 13.2
2 million won ~ under 3 million won 75 36.6
Income
3 million won ~ under 4 million won 16 7.8
4 million won ~ under 5 million won 4 4 2
5 million won or higher 6 2.9
Total 205 100
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Table 2 Brand attitude confidence metrics
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Company Variables Questionnaire Cronbach’s a
This company’s brand makes me feel good.
| am interested in this company’s brand.
Brand Attitude | am concerned about this company’s brand. 917
| think this company’s brand has some good points.
Pulmuone | can feel a sense of trust toward this company’s brand.
I will say that this company’s brand is good to the people.
Brand Royalty I will select this company’s brand first, when shopping. 917
I will use this company’s brand first, when buying.
This company’s brand makes me feel good.
| am interested in this company’s brand.
Brand Attitude I am concerned about this company’s brand. 914
I think this company’s brand has some good points.
Namyang | can feel a sense of trust toward this company’s brand.
I will say that this company’s brand is good to the people.
Brand Royalty I will select this company’s brand first, when shopping. .934
I will use this company’s brand first, when buying.
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Table 3 Corporate Historicity metrics and reliability

Company Variables Questionnaire Cronbach’s a
| am concerned about this company’s business history.
Business | This company’s now have made by the company’s past history. 883
History This company’s history stands for the time this company has grown up since its ’
establishment.
Value | know the PR campaigns this company has conducted.
Pulmuone PR I am concerned about the PR campaigns this company has conducted. 946
histor This company’s PR campaigns have contributed to this company’s development. '
y This company’s PR campaigns have made this company’s present.
| know the past crisis of this company.
Crisis history || am interested in the crisis of this company. .812
This company'’s past crisis has made the present of this company.
I am concerned about this company’s business history.
Business | This company’s now have made by the company’s past history. 316
History This company’s history stands for the time this company has grown up since its '
establishment.
Value | know the PR campaigns this company has conducted.
Namyang PR | am concerned about the PR campaigns this company has conducted. 890
histor This company’s PR campaigns have contributed to this company’s development. '
Y This company’s PR campaigns have made this company’s present.
| know the past crisis of this company.
Crisis history || am interested in the crisis of this company. .865
This company'’s past crisis has made the present of this company.
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Company

Questionnaire

Cronbach’s a

This company’s business activities coincide with the values and the opinion of the company.

Pulmuone | This company’s business activities are true. .886
This company’s business activities are presented the company put a premium on sincerity.
This company’s business activities coincide with the values and the opinion of the company.

Namyang | This company’s business activities are true. .884

This company’s business activities are presented the company put a premium on sincerity.




Table 5 Model fit test
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AFM IFM
x? RMR RMSEA NFI IFI TLI CFI
Statistics X (:djiaiggi?*** .047 .086 .889 .930 915 .929
fit p < 0.5 .05 under .08 under .9 higher .9 higher .9 higher .9 higher
Table 6 Confirmatory Factor Analysis for Polmuone
Variables ettcens | S CR | petiabiny | AVE
historicity1 0.903
B;ii[r;eris historicity2 0.889 0.058 18.182
historicity3 0.762 0.069 13.185
historicity1 0.948
istouiciy | VA1ue PR historicity2 0.971 0.031 32.689 0956 oce7
history historicity3 0.865 0.046 20.722
historicity4 0.812 0.051 17.555
historicity1 0.832 - -
hCiS'tiZi:y historicity2 0.675 0.095 9.120
historicity3 0.777 0.092 10.884
Authenticity1 0.876 0.062 15.879
Authenticity Authenticity2 0.781 0.064 13.814 0.929 0.813
Authenticity3 0.895 - -
attitude1 0.862 0.069 14.217
attitude2 0.774 0.080 12.161
Brand attitude attitude3 0.761 0.079 11.977 0.929 0.724
attitude4 0.879 0.071 14.755
attitude5 0.808 - -
royalty1 0.903 0.084 12.854
royalty2 0.956 0.087 13.444
Brand royalty 0.919 0.742
royalty3 0.760 0.048 20.918
royalty4 0.723 - -
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Table 7 Model fit test for Namyang

AFM IFM -
x? RMR RMSEA NFI IFI TLI CFI
Statistics | X (= d?1:6'16922(;*** 086 076 902 945 933 944
fit p <05 .05 under .08 under .9 higher .9 higher .9 higher .9 higher
Table 8 Confirmatory Factor Analysis for Namyang
Variables Coetficents | SF CR | renaiity | AVE
historicity 1 0.891 - -
b;z'tr;iis historicity 2 0.957 0.062 17.109
historicity 3 0.513 0.066 7.815
historicity 1 0.885 - -
Historicty | VA1Ue PR historicity 2 0.899 0.059 18.039 o0 0.5
history historicity 3 0.770 0.070 13.238
historicity 4 0.710 0.075 11.537
historicity 1 0.667 - -
hfsrltziy historicity 2 0.913 0.135 11.115
historicity3 0.917 0.148 10.921
Authenticity 1 0.861 0.068 15.306
Authenticity Authenticity 2 0.827 0.065 13.870 0.907 0.766
Authenticity 3 0.856 - -
Attitude 1 0.889 0.069 15.080
Attitude 2 0.705 0.073 11.030
Brand Attitude Attitude 3 0.684 0.071 10.589 0.911 0.676
Attitude 4 0.938 0.073 16.195
Attitude 5 0.804 - -
Royalty 1 0.962 0.091 14.352
Royalty 2 0.953 0.094 14.272
Brand Royalty 0.929 0.769
Royalty 3 0.760 0.038 28.081
Royalty 4 0.735 - -
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Table 9 Model fit test
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Table 10 Significance of the path coefficients (Pulmuone)
stande_]r.dized S.E t-value
coefficients
Authenticity < Value PR history 451 .065 4411 %%
Authenticity <= Business history .067 .160 317
Authenticity < Crisis history —.072 166 —-.373
Brand Attitude < Value PR history .058 .067 .562
Brand Attitude < Business history .067 155 —.263
Brand Attitude < Crisis history —.141 162 —.763
Brand Attitude < Authenticity .555 .084 6.728***
Brand royalty < Value PR history —.071 .047 —1.039
Brand royalty < Business history —.029 109 —.218
Brand royalty < Crisis history .053 114 430
Brand royalty < Authenticity 142 .067 2.298*
Brand royalty < Brand Attitude .809 .073 11.766***
value PR =303
history
Brand
Attitude
B0
Crigis R2=707
history Brand
Rovalty
-
Business _ _ 00 __ _: Authenticity

history

Figure 1 Result of Model Verification for Pulmuone



<§%Ww%ﬂﬁﬁﬁ*%ﬂ-4éﬂWﬂﬁﬂ
oA TS Folulat ofake sk Aoz el
th%aﬂﬁﬂﬂﬂﬂlﬁﬂaaﬁﬂaﬁzm

S AR vl Zholl ShnlAaut
& Upepdeh, o)z (714 3)-2 AeEigle
71919] ojArge gl aslolt HAfere]

Journal of Public Relations, Vol.20, No.2, May, 2016 49
o] 2340] oM 717k QlalE|glom o]t ol f
2 71 7] PRo| 1Al d3F= 1AL, ol

[ ) A=
= Ao

T AREE S3lA B iy S/ o

29l P w2 AR YRt Zlo & Helrk

= ERae] (A2 wel) Aseln 2

ol 71

o] 7FA PR & 23 A&l o5 S5l &

LA}

o
ol
Lﬁi
ok

2ol 2| otk werd 79l
A BAE iz G 7137
]_E]E _—_,] X]Z—]/\—]O] oﬂl—
2wl el ke

el e 97
= dE Bele %
ORE ol BRglo] o3
71X PREFE-E 554 71 AAA 914]

710l 171 SARE AR AR 7]¢)

J 1%
o
H

®
>

5
™

O

ot
N
o Mo
(o]
N
o
o,
T
>

2 oox
Nl P
fr o
S ok
L%iﬁ
9
E‘li‘%J
;
ﬂr&
32,
_VL*

18
>
v
S~
>
1A
18
>
D)
2N
2
s
r%

X
1
2,
of
OOI'
filo
SL

o

rv

o
i)
2
ELQ U:E

Table 11 Significance of the path coefficients (Namyang)

S50l 7199 IS Alrshs A9, 2= g
U FAEAE o]l 714 PR EEE0] T4
O R LS gojnlal RS u|x| AL &4 9)
Al s FEER= AR wehEch

REA TVEAL 91522 up| e 2ol F3k= A
o7 vehtar, 917] el Al AHehe Jo
o] oz EFat v vE At vebst
t}, (Table 10) I} Zo] 714 PR HAHolH 917
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oettients S *value
Authenticity < Value PR history 489 .074 5.974%***
Authenticity < Business history —.037 .069 —.438
Authenticity < Crisis history —4.36 .082 —5.204***
Brand Attitude < Value PR history 149 .076 1.994*
Brand Attitude < Business history .035 .063 514
Brand Attitude < Crisis history —.218 .079 —3.027**
Brand Attitude < Authenticity .598 .088 7.608%**
Brand royalty <— Value PR history —.003 .058 —.049
Brand royalty < Business history —.048 .048 —.926
Brand royalty < Crisis history —.045 .060 —.834
Brand royalty < Authenticity .251 .081 3.498***
Brand royalty < Brand Attitude .659 .074 9.065***
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Figure 2 Result of Model Verification for Namyang

Table 12 Variable between direct and indirect effect analysis(Namyang)

Direct effect Indirect effect Total effect
Business history — Authenticity —.037 —.037
Business history — Brand Attitude .035 —.022 .012
Business history — Brand royalty —.048 —.001 —.048
Crisis history — Authenticity —.436** —.436%*
Crisis history — Brand Attitude —.218* —.261** —.479%*
Crisis history — Brand royalty —.045 —.425* —.470**
Value PR history — Authenticity 489* 489*
Value PR history — Brand Attitude 149 292%* A447%*
Value PR history — Brand royalty —.003 A413* 410%
Authenticity — Brand Attitude .589* .589*
Authenticity — Brand royalty .251* .394* .644*
Brand Attitude — Brand royalty .659* .659*
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This study is aimed to find out the influences of the relations between the PR history,
authenticity and the brand reputations. For this purpose, two corporations were selected and
SEM was used to the analysis. The results are as follow. First, it reveals that PR history
influenced on the brand attitude and royalty. Second, PR-values-history had a positive impact
to the brand attitude and royalty. meanwhile, crisis history had a negative impact on those
variable. Also, the corporation authenticity had influences on brand attitude and brand royalty
in both corporations. Third, the authenticity was fully mediated in the correlation between PR
history and brand attitude, brand royalty in Pulmoowon. But, in Namyang, it functioned as a
moderating variable in the correlation. This study has implications that time is important in the
PR’s history and authenticity’s correlation to the brand attitude and royalty.
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