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VII. Appendices 

1. Stata Graphs 

1.1. Demographics  

1.1.1. Gender 

 

1.1.2. Age 
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1.1.3. Education Level 

 

1.1.4. Profession 

 

1.2. Normality 

1.2.1. T1 Emotional Responses 
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1.2.2. T2 Emotional Responses 

 

1.2.3. T1 Trust 
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1.2.4. T2 Trust 

 

1.2.5. T1 Authenticity 
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1.2.6. T2 Authenticity 

 

1.2.7. T1 Purchase Intention 
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1.2.8. T2 Purchase Intention 

 

1.3. Outliers 

1.3.1. T1 Emotional Responses 
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1.3.2. T2 Emotional Responses 

 

1.3.3. T1 Trust 
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1.3.4. T2 Trust 

 

1.3.5. T1 Authenticity 
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1.3.6. T2 Authenticity 

 

1.3.7. T1 Purchase Intention 
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1.3.8. T2 Purchase Intention 

 

2. Generated Images (Nano Banana Pro, Gemini 3 Pro Image) 

2.1. Juice 

2.1.1. Final Image 



 

 

 

11 

 

2.1.2. Other images generated 

 

 

2.2. Chocolate 

2.2.1. Final Image 



 

 

 

12 

 

2.2.2. Other Images generated 
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2.3. Cereals 

2.3.1. Final Image 

 

2.3.2. Other images generated 
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2.4. Shampoo 

2.4.1. Final Image 

 

2.4.2. Other images generated 
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2.5. Soap 

2.5.1. Final Image 

 

2.5.2. Other images generated 
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2.6. Toothpaste 

2.6.1. Final Image 
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2.6.2. Other images generated 
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2.7. Canned Food 

2.7.1. Final Image 
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2.7.2. Other images generated 
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3. G*Power Calculus 

 

4. Questionnaire link (Google Forms) + Google sheets 

https://uclouvain-my.sharepoint.com/:b:/r/personal/alexia-

ilinca_mateiciuc_student_uclouvain_be/Documents/Questionnaire%20Master%20Thesis%20

(Google%20Forms).pdf?csf=1&web=1&e=tTUn94  

https://uclouvain-my.sharepoint.com/:b:/r/personal/alexia-ilinca_mateiciuc_student_uclouvain_be/Documents/Questionnaire%20Master%20Thesis%20(Google%20Forms).pdf?csf=1&web=1&e=tTUn94
https://uclouvain-my.sharepoint.com/:b:/r/personal/alexia-ilinca_mateiciuc_student_uclouvain_be/Documents/Questionnaire%20Master%20Thesis%20(Google%20Forms).pdf?csf=1&web=1&e=tTUn94
https://uclouvain-my.sharepoint.com/:b:/r/personal/alexia-ilinca_mateiciuc_student_uclouvain_be/Documents/Questionnaire%20Master%20Thesis%20(Google%20Forms).pdf?csf=1&web=1&e=tTUn94
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5. Codes + Results Stata 

5.1. Data cleaning 

5.1.1. Label check 

 

5.1.2. Meaning of the variables 

 

5.1.3. Management of missing data 
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5.1.4. Reverse item (conflict_visual_label) 

 

5.2. Outliers 

ID 57: 

  

ID 73: 

  

5.3. Sample Description 

5.3.1. Gender 
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5.3.2. Age 

 

5.3.3. Education level 

 

5.3.4. Profession 

 

5.4. Groups Description 

 

5.5. Scale Reliability (Cronbach’s Alpha) 

5.5.1. T1 Emotional Responses 



 

 

 

32 

 

5.5.2. T2 Emotional Responses 

 

5.5.3. T1 Trust 

 

5.5.4. T2 Trust 

 

5.5.5. T1 Authenticity 

With the item conflict_visual_label: 
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Without the item: 

 

5.5.6. T2 Authenticity 

With the item conflict_visual_label: 

 

Without the item: 

 

5.5.7. T1 Purchase Intention 
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5.5.8. T2 Purchase Intention 

 

5.6. Composite mean scores 

 

5.7. Randomization Check 

5.7.1. Gender 
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5.7.2. Age 

 

5.7.3. Education Level 

 

5.7.4. Profession 

 

5.8. Normality of the dependent variables (Jarque-Bera): H1 + H2 

5.8.1. T1 Emotional Responses 
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5.8.2. T2 Emotional Responses 

 

5.8.3. T1 Trust 

 

5.8.4. T2 Trust 

 

5.8.5. T1 Authenticity 
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5.8.6. T2 Authenticity 

 

5.8.7. T1 Purchase Intention 

 

5.8.8. T2 Purchase Intention 

 

5.9. Normality of the dependent variables (Shapiro-Wilk): H3 

5.9.1. H3A (Groups 3 & 6) 

Emotional Responses (t1 – t2):                                Trust (t1 – t2): 
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Authenticity (t1 – t2):                                            Purchase Intention (t1 – t2): 

       

5.9.2. H3B (Groups 2 & 5) 

Emotional Responses (t1 – t2):                              Trust (t1 – t2): 

            

Authenticity (t1- t2):                                                Purchase Intention (t1 – t2): 

             

5.10. Homogeneity of variances (Homoscedasticity) 

5.10.1. H1 

T1 Emotional Responses:                                          T1 Trust: 

     

T1 Authenticity:                                                       T1 Purchase Intention:                      
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5.10.2. H2 

T1 Emotional Responses:                                        T1 Trust: 

              

 

T1 Authenticity:                                                     T1 Purchase Intention:               

           

 

5.11. Hypothesis 1 

5.11.1. ANOVA H1 

T1 Emotional Responses:                                     T1 Trust: 

         

T1 Authenticity:                                                     T1 Purchase Intention: 
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5.11.2. Pairwise comparison for Authenticity 

 

5.12. Hypothesis 2 

5.12.1. H2A (interaction effect) 

T1 Emotional Responses:                                         T1 Trust: 

       

T1 Authenticity:                                                         T1 Purchase Intention 

        

5.12.2. H2B & H2C 

T1 Emotional Responses:                                          T1 trust: 
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T1 Authenticity:                                                      T1 Purchase Intention: 

              

 

5.13. Hypothesis 3A 

5.13.1. Paired t-test 

Emotional Responses:                                          Trust: 

         

 

Authenticity:                                                           Purchase Intention 
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5.13.2. Wilcoxon signed-rank test 

Emotional Responses:                                                 Trust: 

                

Authenticity:                                                              Purchase Intention: 

                

                                            

 

5.14. Hypothesis 3B 

5.14.1. Paired t-test 

Emotional Responses:                                             Trust: 

          

 



 

 

 

43 

Authenticity:                                                          Purchase Intention 

              

5.14.2. Wilcoxon signed-rank test 

Emotional Responses:                                             Trust: 

                

               

Authenticity:                                                             Purchase Intention: 

                 

 

5.15. Exploratory test - Hypothesis 1A 

5.15.1. Homoscedasticity (Breusch-Pagan) 

T1 Emotional Responses:                                    T1 Trust: 
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T1 Authenticity:                                                     T1 Purchase Intention: 

            

5.15.2. Regression 

T1 Emotional Responses: 

    

T1 Trust: 
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T1 Authenticity: 
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T1 Purchase Intention: 

        

5.16. Exploratory test – Hypothesis 1B 

5.16.1. Homoscedasticity 

T1 Emotional Responses:                                      T1 Trust: 

              

T1 Authenticity:                                                       T1 Purchase Intention: 
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5.16.2. Regression 

T1 Emotional Responses: 

        

T1 Trust: 
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T1 Authenticity: 

   

T1 Purchase Intention: 
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5.17. Exploratory test – Hypothesis 1C 

5.17.1. Homoscedasticity 

T1 Emotional Responses:                                         T1 Trust: 

                

T1 Authenticity:                                                          T1 Purchase Intention: 

                   

5.17.2. Regression 

T1 Emotional Responses: 
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T1 Trust: 

   

T1 Authenticity: 

   

T1 Purchase Intention: 
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5.18. Exploratory test – Hypothesis 2 

5.18.1. Homoscedasticity 

T1 Emotional Responses:                                   T1 Trust: 

             

T1 Authenticity:                                                  T1 Purchase Intention: 
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5.18.2. Regression 

T1 Emotional Responses: 

      

T1 Trust: 
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T1 Authenticity: 

   

T1 Purchase Intention: 
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5.19. Exploratory test – Hypothesis 3A 

5.19.1. Homoscedasticity 

Emotional Responses:                                              Trust: 

                

Authenticity:                                                             Purchase Intention 

                

5.19.2. Regression 

Emotional Responses: 

   

Trust: 
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Authenticity: 

 

Purchase Intention: 

 

 

5.20. Exploratory test – Hypothesis 3B 

5.20.1. Homoscedasticity 

Emotional Responses:                                               Trust: 
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Authenticity:                                                         Purchase Intention: 

           

5.20.2. Regression 

Emotional Responses: 

 

Trust: 

  

Authenticity: 
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Purchase Intention: 
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