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= Ae WY ol vatd A &8 A2 A ol & Wk, AW

AT R FES A (27, 2005) HEAE Ak Azt

o)
=1
ofth
e

5 ] Ae Adus AdHs] vzt BakerS‘Jr
Grewal(1994)%= Sohxm 22 59 <l A 9 1 22 Al &
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X olu[A]E FA3t}ar A4 glT) Shim & Kotsiopulos(1992) ¢} Yoo, Park,
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A3 A A WAL HE AT

1) AR ni= JAA

‘Z14 A (authenticity)' 2 A8t n|g+d HAFoA ‘I, ‘o&Ad’ ‘=
HA 2 AHE v, Aol EAd dAEte AHE AJojdt
(Knaller, 2007). o213 7 d2 viA® Eok=z s o] B 74743 7id
o2 FA3LE A2, Brown, Kozinets, & Sherry(2003)+= BA= A4S
BA= g 4 7hA et A S wAEk ejFdlls A glo] Idd B
T2 =l W49 4 dado® AHstlnt o] Choi et al.(2015)-
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H ZF o] A3y AR E g4t A A=f 947 S50 Qv A
9 21473 (Authenticity of Channel)& B = A&, A 8|27} v A A
drbut JAA QA A s =A], 2ear o] H gk /lAe] EdE, Bll=EAd
&=, e, A F 2HA gl oud S vA=AE e TR
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npA e AWkS tFE Hasan, Qayyum, and Zia(2022)9] A+
= S F7lR W e, dHERINEA Y E
drjste]l WA A FFE FiL, A=Ewold, FeAg, AAA
(e—=WOM)2 7}4] &5 = (value co—creation)= W7 = 1% S
Athal Bagit, o= 7143 AnjAbt A A Alske QIE HE| B G 3 ook
o gAY Alg G- Egds ngiy. of2lg ‘s A 7|wk X
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utjo] thH] S22 Q¢ BHE ARJUE RS vhEva F4 30 volrt &
Bl AN = G A Feghe]l AATA e o el g
FES n = AR o] YJF A=, Kowalezyk and Pounders(2016)+ A
S B SNSeA Z&297F =7 AR 5ol AA A o2& mj = A
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el T4 Al QM e B Tas IS vt A+
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ol uMel A X A7 78 (peak experience)ol 71 AA 711351 H
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=
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= AAeH, Vargo®t Lusch(2008)= o2k sfz{r}gl o] ]z Xul =1
(service—dominant logic)e] &2 3174 %] (co—participation)} A &
2t(resource integration)o] 34 74 84US =Tt o] % Chandlere}t
Lusch (2015)+= 319 2 kA (experience—centric) 7} & 7F| 7} Atk
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(UGC)ell 7148k YouTube, Etsy, Airbn T Aot}
Wang(2019)S A4 &+ AFUE M Azt &9, 25, 84 22 7]
F7F ST AE S} A4E 78S Fol VEHA A9 o] fraL
B3t Lego Ideas Abdl <A tolA  Antorini, Muifiiz Jr, and
Askildsen(2012)-& 174 Aeto] ¥4 AEo & A-g3td uf AFgEA= U7}
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o] 7ZrstEtial BTl Nike By You B3+ An|2H7F 2% Al t]zpele]
A Afetes do=n, theF sr53H(mass customization)

(crowdsourcing)©] A%< u 7|4
T A& 1o Frh(Piller, hl, & Vossen, 2005).
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oA Brodie, Hollebeek, Juric, and Ilic
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[T WA tgetes drbar A sttt ERE-HAE #5 el A] Lusch
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Zro] AHS U1 Y EY A 25 Al (network externalities) S %A 71t}haL
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2) AMd A1F A (Channel trustworthiness)ol] #3+ AT

FoAg Aeo A Y 2 F A (trustworthiness of distribution channel)
& AH| AR oAb el A A Q] dEkS m A= aQlo R BAtstal vk 5
sl gAY Mk A kel ezl HEE EU9F Ttk Ado]
LAl HWHA, AvRbEe] DS AEE 7 Aol gig Jo AR
@A S fso] A o 2 9% T Ak

AEZL A o &2 344 (honesty), ¥ (consistency), k& o] & 7}
A (reliability)ol] T3t An|zFe] Alvd o g AHolwt} Morgan¥ Hunt(1994)
= BAAR ] £ Qb A A E A Fdopdo] k&S A7) fE VA

O-

2] & Hlolgts gpl7o .z Aol A, AlE7F glol= ow st A7) A A
= AHE F gl A 259 5 -A1F o] (commitment-trust
theory)< % YL}EIJQ} 2HZE 2 A7 A ol A3 7)Aol A 7F EA)

s, o= = A AHAGY FHAEE olojxvtar At

o] ¢} & AYE et Ganesan(1994) i ake} dufz} 1+ 77 ¢
J (long—term orientation)= FAsI= 244 Q207 AZFE AA]
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X
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g
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3) A B w]#E = (informational attractiveness)ol] &3+ A

e A9 A @9 T 3yl AHu# %= (informational
attractiveness)= A do] A|-&3s= HH

A A ok gk
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A Doy D8 st T8 A 9] A A gk Poﬂ st A4 = zto =,
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&
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t}(Huang & Benyoucef, 2015). 2.3 &}<]
A A A (online—offline informational

o A, &9 3

e
“
integration)< ZH|2}7}

)

Ul
=

E @ 27A st A

>19=(perceived deception)

40
==

g g

A FyAg g0l ARy

A (channel—integration quality) ¢ -

o
TR
]
oF
TR

ﬁO
B
T

X

ojn

ol

ol

;2

d

o] Buw w

7
N

Aerd W g,

o

ol

Nlo
Al

~
fi%e)

el
i

Qo A A A &

=3
1o

ol

T A "t o= A

BH

g2 @) 24, guel o

|9} U89 ARt AFTD5E AvE AEo A

¥

CRIEE DR

s

HA =, ol

Moz a3

5

o

[e)
=

U

A

.=
1o

g

7 B
Al Alskd dart Ak WA

ki3

o]

A 7lzol B4

, Al 5

_29_



(e]

7140l 2vlAe] Hn A R o

3

ARE drbd A E

A7 AL Al B

1
s

3LL
[Sln =]

]

AMA E 5 Aok A, AR 3

Felold xlefo] A

s

Rbs e Al

xgy_

3l Al
= o

HAE 7ol M

H=

2 2wz Q1%

24

=A%

Al Zevzbe] BA= AR 2 o]y

w
<

= AS BRI} o

S

Ho

B
H

0

)
110

gyt

N

4) A9 ZAAA(Channel authenticity)ol]l &3+ AT

o} 2]
7]

3T
™

2B A7) A3

ke
T

J (authenticity)

Z1784

oM AHd

e

=7}l

O] & Pale)
et k&S

1oz LuAE

3
dol] %
/\1—754 o

f

24, 7

b

H

3|

ShwA

/E],

m]A] o]

o

4 Az

=

15.(2023)2] Aol uwt

o
1l

e}

A3},

% o7} 4

=
K3

3t 7]

| A2k o]

ERE R

24

32

SA

o =
3t

o

= g A

212}

st

A Z, A

Far Az Aok =4, A

S

Al

ATE Tl AnAke FhE e

44

(2022)=

p=S
o

Al A2 ¥t} Septianto

o5
=0

N

Fo} o) Z7bE of

FshEy, ol

<2
L

ol
HH

oAtk NER, vl A} 8o F-o) o

_30_



signal

el
s

A
Ay

s

[e)

T

(2023)

=S

o

HE AL (FYAE)
Vocino

AA,

.

Piancatelli,

T

0]
T

congruency

Gl

—_—

—_—

°
0|

2 AZ49 vpx o g glo]lH Aw A9}

Fyo

g%

gl

%L

)

t}. T Taobao Live A}#

el

135, 2023). o] &= 2H|A7F AAZT AES F3) A

o
vl

o

(

s

Ut

el
o

&+

ol

H Ad DAL ©ed] Ui BT} oy

Helae A4, 2% HeFe AE, A P

3T
™

A3

-
|

g 7=, o

<H

s
7ol

B

7HA
A 7}

=
L

o
=

o] obujzt, M| A7k ARE:

R

j -
-

g 7

-

-

Jolt}. o] 7 t}dS Vargo®t Lusch(2004)9] A
— 31 —

H] 22 A]¥)] =2 (Service—Dominant Logic)E 53
oAl A 2n| A7 ARE FEH R ol

o] 43tz o)y

A

s

7}

_]

ot

7} 2] 8-5%Z (value co—creation)-&

H=
5) 7FXF%ZZ(value co—creation)d] &I A+

= A A (value co—creation during use)



A% 7HX7F A ETE AS AJAFS

TAA o % Yigl Gong(2013)2 744853 = (value co—creation) &=
S 7hed =2 dyeiH, o] & ‘Fo] AF(participation behavior)'#} ‘4]
7l 25 (citizenship behavior) &2 o] &&}t). o] 5 AW AT, Y
o, ANA FEAE o 1A BEE el AT BFL M= AP

£5 A9 5 Ad PES wPeE Ao AT, o9 go] wAlol
Sed] Al FalAsk ol H s AT FEYR 7158 0, $EAYe
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Frost= A ofnlsie, A4 7|9k ARS AdS SEl 7HA7F AdE s
TR oA LA o) X 2b3) 7H o] ofE A HaE oloix]k‘x%l A Jﬂr O]%
< value co—creation®] 117§ 75 BHAE FAE 7|

n

717 A A AAE 72

Ay

FEAY A8 BAH BN AANTEFEES wed AF TS
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Frequency Valid Percent
L EnA 10 2.9
SeRITdE 105 30.0
HE A ZNE 175 50.0
AN = 29 8.3
AULE A E o] 31 8.9
Folg Y=
Frequency Valid Percent
FuE 25 23.8
SSG.com 47 44.8
doiH= 9 8.6
Cle 13 12.4
GSAF 11 10.5
Folg MEA ST
Frequency Valid Percent
=94 16 9.1
F2IAY 47 26.9
A 2 2 11 6.3
o] &1 37 21.1
A LA 7L 42 24.0
SRR 17 9.7
7] e} 5 2.9
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3) S Aol i &dH 2ALH(CFA)

. od4+= Anderson and Gerbing(1988)9] o] 24 Eof 7|%3}o], A5
el & 5709 FANE] e ohaE A = (multi—item scale)9] Al
q

ol £
A gFA S HAE3x 14 QA EX(CFA: Confirmatory Factor
A
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TZ27F A FRE dlelge o3| %“4‘4 z X]X]Q*EX]% 3375}% 5 74]7]
Ho g H AFoA = ZF FA7d e disk Zd el d (convergent validity ) 2}

FHEE A (discriminant validity) S 2HH.sF= Zo] 8 4ol

N

Az, AWA BY AGE AL $§ F5H FFE B2 BE
2 YERTh 7418 25 GFI(Goodness of Fit Index) = 0.935,
AGFI(Adjusted Goodness of Fit Index) = 0.907, TLI(Tucker—Lewis Index)
= 0.989, CFI(Comparative Fit Index) = 0.991%, tJF £ A= =47}
0.90 o]d<= A3lsto] By el o] 5 AlAEHE B3 RMR(Root
Mean Square Residual) = 0.039, RMSEA(Root Mean Square Error of
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A A8

Ad AE A

AR

SEEEE

Ad AEA 1
) 0.424
A IC TR VRS !
0.319 0.380
] ===y
g rl (0.119) | (0.130) L
0.459 0.398 0.520
2 9 2 A A : : :
AR (158 (0.141) (0.132) !
| osmn 0.626 0.423 0.510
s O . . .
HIEE2=2 0165) | (0.181) | (0.169) | (0.207) :
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ABSTRACT

The Effects of Channel Characteristics on
Perceived Authenticity and Usage Intentions:
Focusing on the comparison between
Vertical Platforms and Online malls

Burm, Glenn Yong Kyun

Major in International Business
Dept. of International Trade
The Graduate School

Hansung University

The recent retail market is undergoing structural changes driven by
the rapid growth of online channels, which have now established
themselves as a major distribution channel. Amidst this shift, vertical
platforms—specialized online malls that effectively meet segmented
consumer needs within specific product categories—are gaining attention
and growing rapidly.

The proliferation of social media and personal media has transformed
how consumers search for information, leading to the rise of small

brands that reflect individual tastes and trends. In particular, changes in
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consumer decision—making factors for high—involvement products and the
lowered entry barriers in the manufacturing value chain have enabled
emerging brands to actively enter the market, providing a backdrop for
the growth of vertical platforms.

This study aims to identify the reasons behind the rise of vertical
platforms in the current retail landscape. It seeks to academically define
the competitive advantages of vertical platforms and empirically verify
them. The study defines key independent variables affecting channel
performance as channel expertise, channel credibility, and information
attractiveness. It also explores how value co—creation and perceived
channel authenticity significantly influence the performance of these
variables.

Vertical platforms enhance the shopping experience by offering
trustworthy products and services based on expertise and providing
attractive information. Furthermore, they strengthen channel performance
through value co—creation driven by active customer participation. The
study shows that performance can vary depending on consumers’
perception of the channel’s authenticity. Through this, the study explains
the competitive advantage of vertical platforms over omnichannel
strategies, which have traditionally been considered successful, and
suggests reasons why omnichannel strategies may be struggling.

This research provides academic evidence for the growth of vertical
platforms and highlights the importance for retail companies to offer a
satisfying shopping experience based on specialized and trustworthy
products and services in a rapidly evolving market. Moreover, it
emphasizes the need to develop capabilities for producing and sharing
attractive information through active customer engagement and
co—creating consumer value. These competitive factors influence perceived

channel authenticity, which is empirically confirmed to be a critical factor
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in the success of retail channels. Especially in a context where the
limitations of omnichannel strategies are becoming apparent, the study
suggests that vertical platforms can secure a competitive edge through
deep emotional and experiential connections with consumers, offering

practical implications for the retail industry.

[Key words] Channel Expertise, Channel Credibility, Information
Attractiveness, Value Co—Creation, Channel Authenticity, Channel Usage

Intention, Vertical Platform, Omnichannel
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