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Abstract

This study investigates the impact of green marketing activities (green products, advertising, packaging,
eco-labels and social media) on consumers’ perceived authenticity and sustainable brand loyalty, based on
Cue Consistency Theory and the SOR model. Green marketing activities include internal cues (green
products, advertising, and packaging) and external cues (eco-labels and social media). A survey was
conducted on 618 Korean consumers, and the data were analyzed using structural equation modeling. The
results indicate that green packaging, social media, and advertising positively influenced on perceived
authenticity, while green products and eco-labels had no significant effect on authenticity. Authenticity had
a positive effect on brand loyalty through brand image and trust. This study’s academic contribution lies in
its exploration of the process of building sustainable brand loyalty. The practical significance lies in
confirming the importance of authenticity in this process and providing strategic implications for improving
corporate brand loyalty through green marketing activities.
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3068 (49.5%), OIXt 312%H(50.5%), HEHL2 1000 56T (9.1%), 20CH 125%(20.2%), 30CH 122H(19.7%),

40CH 1268(20.4%), SOCH 129%H(20.9%), 60CH Ol& 60H(9.79%) 2= LEtRCH g2 15su EY
O[5t 186F(30.1%), Lt ZY 374T(60.5%), CHetR S 0|4 58 (9.4%), 252 & 2002t 0|
]

OF 172%(27.8%), & 200-3002H O[T 177H(28.6%), & 300-5002H 0|2 172H(27.8%), & 500-800
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42 MElg I EITE 24

X&H7ts S0 ofsh AH|Xe] SE= dd WPdS 2HET| 2ol
g

g, 2HE oojx], M|, Y=o oK g ob +2|d gd= =4¢
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[ 1] A=Y 3 el 24

[Table 1] Reliability and Validity Results

T= A Cronbach’s a AVE CR
rigkd ®ME 718

Xty ©Z reE xNE2 668 806 748 899
Xzt HE3 761
rletg &1 727

Koty &0 reE g 803 851 792 920
gty &3 752
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Xetd 7| x| 778
Koty mf7| x| Figkd oj7|x)2 792 763 728 888
rletd o7 |x[3 547
of| T2 649
ojZ2kd of D2t 693 837 760 904
of| 2 2tE3 764
A40[C|of1 778
2-40|C[of A40|C|of2 778 841 788 918
A40|C|0f3 633
pSES) 752
NESES NESESb) 798 861 829 935
I3 756
0|01 738
o|ofx| o[o|x|2 801 858 788 918
O[ofX|3 799
R 598
NP ME|2 765 837 766 907
2|3 735
FdE1 760
sHE ey} 660 859 800 923
5853 682
[# 2] BHEEIEYE 24
[Table 2] Discrimination Validity
1 2 3 4 5 6 7 8 9
.32 M2 748a
2.%letE 30 4716 | 792
3.20ekd o7 (x| 507 297 728
4.01 221 456 350 277 760
5.240|C|of AL2 430 262 510 788
6. 718 453 349 479 295 356 829
7.0|0]X| 158 303 176 306 368 245 788
N L 202 271 223 348 349 210 543 766
9.58E 264 347 218 498 359 267 444 643 800

(a: AVE, b: A2HA= X&)
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[Table 3] Hypotheses Test Results

Bp) S.E. CR E<inl;
Hla | 224 NE — PSS 135 076 1.781 71z
Hib | X&d &0 - NESES 141% 053 2.551 KHEH
Hic | &4 mf7|X] | — PSS 389k 063 6.261 KHEH
Hld ojZ2kd - PSS 051 053 882 71z
Hle | AM0|C|0f — PSS 238k 055 4211 KHEH
H2a NESES — o|ojx| 560%* 047 12.068 KHEH
H2b NESES - AE| 192k 048 4.265 KHEH
H3a o|ofx| — NE] B15%% 054 11.815 KHEH
H3b o|ofx| — sHE 206%** 059 3.611 KHEH
H3c e - FHE 649%% 064 9.980 KHEH

Model Fit: x2=867.634 df=298 p<.001 GFI=906 NFI=915 CFI=.942 RMSEA=056
#p<.05 *p<01 *%p<.001

Gix| A8 oY 250l AEH0) OXE e CheDt 2T HEF MB0| DY olX
use E7Fo2 [ol0[E 2

d
£ |3t Znt7b LIEHLER] QOf Hiae AHEHE|X| QiRtomy, Xetd Zvt
TG0 OjXle Hek2 B=0.141(p<.05)Z, Hlb= KHEHSHCE % z
&2 B=0.389(p<.00D)E, Hlce X{EAFACE ofZ2pdo| ZIEHof 0|
ZI7F LIEHLER] QOF Hide AHEHE(X] pQton, AHE0|C(o7F TF-Eo| 0|
=0.238(p<.001)2, Hle= XHEHSHCY

1 2o Z¥/Eo| BEE o|0jx|, A2, Z4&0 0/X=
=

[e:]
o —
O[0|X|0f OJX|l& FT2 B=0.560(p<.001)Z, H2a= A{EHSHODY ZIHMO| 22 AMZ|of OJX|

2 g

£ G2 B=0.192(p<.001)Z, H2b= ME{FCE =M= O|O|X|7} £2HE ME[of O/X[& FT2 B
=0.615(p<00)E, H3az KMEIFID, EBEME O|O|X|7p EUE FHEE0| OXs Jg2 B
=0206(p<.001)Z, H3bz HEHSHOD EHE M7} BHHE FLE0 OX= g2 B

=0.649(p<.001)Z, H3c= XHEHSHCE,
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