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Abstract : Authenticity in advertising, is the cornerstone of modern marketing. Despite research advances related to the role
of authenticity in marketing, it remains unclear why customers respond to authentic brand stories. This study shows that
different personality traits moderate the influence of various types of authenticity on people’s levels of emotion. Both indexical
and iconic authenticity advertising evoke more positive emotions among extroverts and open and agreeable people. When
neurotic people and conscientious people read iconic authenticity advertisements, rather than indexical authenticity ones, they
produce more negative emotions. The emotion evoked by advertising in turn has a positive impact on brand attitude. These
findings provide managerial implications and directions for practitioners.
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