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ABSTRACT

The demand for authenticity has been growing in the contemporary world and in
consumers” lives (Fine, 2003; Grayson & Martinec, 2004). According to Grayson and
Martinec (2014), the quest for authenticity has existed for many years. However, today
it is reflected in the purchase of several market offerings. In a time of intense
competition, it is difficult for companies to differentiate their products (goods or
services) and authenticity can, indeed, act as an important element of differentiation
(Gilmore & Pine, 2007). Despite the relevance of the term, research about authenticity
has been very fragmented and different definitions can be found in the literature
(Beverland & Farrelly, 2010; Grayson & Martinec, 2004). In any case, some level of
agreement can be identified as authenticity is many times associated with being genuine,
real and/or true (Beverland & Farrelly, 2010). When the concept is applied to objects
like, for instance, brands, the notion of brand authenticity emerges (Fritz,
Schoenmueller, & Bruhn, 2017).

The relevance of authenticity in modern times has led several scholars to study it in
different areas of knowledge like, for example, sociology, anthropology, psychology
and philosophy (Bruhn, Schoenmiiller, Schifer, & Heinrich, 2012; Fritz et al., 2017).
In the marketing field, the topic has been described as “one of the cornerstones of
contemporary marketing” (Brown, Kozinets, & Sherry, 2003, p. 21). Despite the
importance of the topic and the research that has already been developed, Bruhn et al.
(2012) state that the study of authenticity is still in its infancy. Adding to this, Fritz et
al. (2017) argue that it would be interesting to have more insights about authenticity
within the service context and other studies refer the importance of exploring the
concept of authenticity/ brand authenticity in different industries or segments (e.g. Ilicic
& Webster, 2014; Mody & Hanks, 2019; Napoli, Dickinson-Delaporte, & Beverland,
2016; Spiggle, Nguyen, & Caravella, 2012). In the case of hospitality and tourism,
authenticity has been playing an important role. However, it is stated that “even though
authenticity has not been ignored in the hospitality and tourism research, it is still
understudied in the hotel sector” (Manthiou, Kang, Hyun, & Fu, 2018, p. 39).

Fritz et al. (2017) argue that although there is a trend of growing research regarding the
study of the antecedents and consequences of brand authenticity, there is still a research
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gap concerning this topic. Fritz et al. (2017), not only highlight the need to have a
deeper understanding of the antecedents and consequences of brand authenticity, but
they also point out that it is important to identify different brand contexts where the
perception of authenticity can vary. Other studies refer that deeper research about the
relationship of brand authenticity and other related constructs is also required (e.g.
Morhart, Malér, Guévremont, Girardin, & Grohmann, 2015; Moulard, Raggio, & Folse,
2016).

Another very important concept, within the marketing field, which is considered a
research challenge for the next years, is customer experience (Lemon & Verhoef, 2016).
Pine and Gilmore (1998) were some of the first scholars who have pointed out the
importance of customer experience, considering that “while prior economic offerings-
commodities, goods and services- are external to the buyer, experiences are inherently
personal, existing only in the mind of an individual who has been engaged on an
emotional, physical, intellectual or even spiritual level” (Pine & Gilmore, 1998, p. 99).
Pine and Gilmore (1998) suggest that this concept is multidimensional and that there
are four “realms” of an experience: educational, entertainment, esthetic and escapist.
According to the authors, experiences that people think of as entertainment are those
where customers are more passive than active (e.g. watching Tv or attending to a
concert). In contrast, educational experiences (for instance, attending to a class), tend
to involve more the participants. In the case of escapist experiences, they require more
customer immersion. These experiences can teach something, like the educational
experiences or amuse, like more entertaining experiences. This is the case, for instance,
of acting in a play. Finally, an experience that has a more esthetic component is
characterized by the customer/participant being immersed in an activity but having a
small effect on it (e.g. a tourist enjoying a view).

Several definitions of the construct can also be found in the literature. In the case of
Lemon and Verhoef (2016), customer experience has been defined as “a
multidimensional construct focusing on a customer’s cognitive, emotional, behavioral,
sensorial, and social responses to a firm’s offerings during the customer’s entire

purchase journey” (Lemon & Verhoef, 2016, p. 71).

Some knowledge gaps regarding the concept of customer experience have been
highlighted. Firstly, Lemon and Verhoef (2016) state that it would be important to have
a deeper understanding about the outcomes of customer experience, like, for instance,
the long-term loyalty effects of the customer journey and the immediate purchase
consequences. Secondly, although the importance of experience in hospitality and
tourism is recognized, having more empirical evidence about the subject, applied to the
hotel context, would be important to understand the topic in this specific context (Walls,
2013).

Therefore, the objectives of this study are: 1) to have a deeper knowledge about brand
authenticity in the hospitality context, ii) to explore brand authenticity’s antecedents
and outcomes, in the hospitality context, iii) to study the outcomes of customer
experience, in the hospitality context.

Within the marketing field, the concept of brand authenticity has been defined in

different ways, for example, “as a subjective evaluation of genuineness ascribed to a
brand by consumers” (Napoli, Dickinson, Beverland, & Farrelly, 2014, p. 1091).
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Another perspective considers that “(1) Authenticity in the context of brands deals with
the authenticity of market offerings (objects and services) in contrast to the authenticity
of human beings; (2) Brand authenticity is based on the evaluations of individuals rather
than being solely related to the inherent attributes of the brand (for references on this
topic cf. Beverland and Farrelly 2010); (3) Brand authenticity corresponds to a variety
of attributes since there is no unique definition of the authenticity concept, particularly
in the branding context” (Bruhn et al., 2012, p. 567). A third perspective describes an
authentic brand as “one that is perceived by consumers as having a clear philosophy it
lives by; one with a sense of what it stands for; a brand that lives up to its promise”
(Dwivedi & McDonald, 2018, p. 1391).

Despite the different perspectives and definitions of the topic, after performing the
literature review, it is possible to state that the majority of the works assume a multi-
dimensional perspective of the construct. For instance, Bruhn et al. (2012) develop a
scale to measure consumers’ perceived brand authenticity with four dimensions. These
dimensions are: continuity, originality, reliability and naturalness. Another example is
the scale developed by Napoli et al. (2014), that includes 14 items and integrates three
main dimensions (factors) which are: quality commitment, sincerity and heritage.

When analyzing in the literature the case of experience and, in concrete, the construct
of brand experience, one can also realize that several descriptions have also been used.
For instance, brand experience has been characterized as “subjective, internal consumer
responses (sensations, feelings, and cognitions) and behavioral responses evoked by
brand-related stimuli that are part of a brand’s design and identity, packaging,
communications, and environments” (Brakus, Schmitt, & Zarantonello, 2009, p. 53).

Within the context of hospitality and tourism, the concept of experience has also been
addressed. In the study of Walls (2013), the author analyzes the antecedents of
consumer experience and the outcome on consumers” perceived value, in a hotel setting.
In the developed framework, two constructs have been used to explore consumers’
perceived experiences: the physical environment (sights, tastes, sounds, textures,
smells...) and the human interaction dimension (the behaviors of employees and
customers involved in the service). In the specific case of this study, brand experience
will be analyzed as an antecedent of brand authenticity.

The impact of brand experience on brand loyalty has been observed in different studies.
For instance, Brakus et al. (2009) develop a brand experience scale based on four
identified dimensions (sensory, affective, intellectual and behavioral) and state that
brand experience affects directly consumer satisfaction and loyalty and, indirectly,
through brand personality associations.

Loyalty has, in fact, been identified as an important outcome of several relevant
marketing constructs, namely, brand experience. Brand loyalty has been described as
“the biased (i.e., nonrandom), (2) behavioral response (i.e., purchase), (3) expressed
over time, (4) by some decision-making unit, (5) with respect to one or more alternative
brands out of a set of such brands, and (6) is a function of psychological (decision
making, evaluative) processes” (Jacoby & Kyner, 1973, p. 2). In hospitality studies,
different measures have been commonly applied to evaluate loyalty. This is the case of
repeat visitation, intention to return and recommendation to others (Manthiou, Kang,
Sumarjan, & Tang, 2016). In this study, brand loyalty will be analyzed as an outcome
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of both customer experience and brand authenticity.

Another construct that will be analyzed as a possible outcome of brand authenticity is
brand coolness. Brands, to be considered cool by consumers, need to be “extraordinary,
aesthetically appealing, energetic, high status, rebellious, original, authentic,
subcultural, iconic, and popular” (Warren, Batra, Loureiro, & Bagozzi, 2019, p. 36). In
the study of Warren et al. (2019), the authors use grounded theory to understand what
cool brands are and the main characteristics of these brands. Different tools have been
applied like focus groups, depth interviews, essay writing, surveys, and experiments to
develop a multi-item scale that could measure the brand coolness construct in different
contexts.

Regarding methodology, this study will use a mixed methods approach, using both
qualitative and quantitative methodologies. In the qualitative part, interviews with
experts in the hospitality and tourism sectors will be held and this will enable us to
understand how the constructs are perceived by practitioners, as well as the main
dimensions associated to the constructs and the most relevant outcomes. A quantitative
approach, based on the analysis of questionnaires, will be used to understand the
perspective of customers. Understanding the opinions and the perceptions of both
experts and consumers will be key to establish the associations among the different
variables.

We do believe that this study will add value to theory as brand authenticity and customer
experience are very important concepts in contemporary life and in marketing research.
Therefore, studying them in the hospitality context will not only address relevant topics,
but also answer to important knowledge gaps, already identified by scholars. We also
think that this study will have relevant managerial implications as the consumers” quest
for authenticity is a reality and having more insights about how brand authenticity is
perceived by customers is very important for marketers and managers in general, to be
able to differentiate their brands.

Keywords: brand authenticity, customer experience, hospitality.
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