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ABSTRACT

In today's world, consumers possess a unique power, i.e., the power to
praise, to critique, or even to reject a brand. At the zenith of challenges
stands an issue known as ” Brand Hate” which is a negative set of per-
ceptions consumers develop towards a brand or product etc. Unlike sim-
ple dissatisfaction, brand hate stems from frustration, ethical objections
and betrayal, with reactions from boycotting to even running anti- brand
campaigns online. Social media amplified these feelings of frustration and
can spread to more people, greatly affecting the reputation of the brand.
The roots of brand hate vary, for some, it begins with a disappointing
product experience; while for others, it is the result of unethical steps taken
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by the company. Whether it's an issue with the quality or a failure of the
brand to meet the expectations of the consumers, regardless of the case
the consequences are severe. Our study aims to explore the complexity in
these variables leading to brand addiction and provide dependence and
driving power of these factors and provide recommendations for the same.

INTRODUCTION

Brands have a unique ability to awaken a wide range of emotions in
consumers, ranging from admiration & loyalty to frustration, disappoint-
ment, and even anger. The relationships consumers build with brands are
not purely transactional; they are deeply emotional and psychological,
often reflecting personal values, identity, and social belonging. While
a substantial body of research has explored the positive dimensions of
this bond like brand love, attachment, and loyalty; the darker side of this
relationship has not received comparable attention. Among the various
negative emotional responses, brand hate stands out due to its intensity
and consequences. Unlike mere dissatisfaction or disappointment, brand
hate is a far stronger and emotionally charged reaction that can shape
consumer behaviour in profound and lasting ways.

Brand hate often finds its roots from repeated or significant negative
experiences with a brand. These may include concerns with regards to
the product quality, customer service, advertisements etc. Anger, betrayal,
disgust, or frustration, are not just deeply felt but also motivate action.
Studies suggest that such feelings can drive individuals to actively harm
the brand, whether by spreading negative word-of-mouth, boycotting its
products, discouraging others from purchasing, or engaging in public
criticism and ridicule (Zarantonello et al., 2016). These behaviours are
not passive expressions of discontent but rather active forms of resistance,
signalling a rupture in the brand-consumer relationship.

More recently, scholars and marketers alike have begun to recognize
that these negative emotions play a critical role in shaping consumer-brand
dynamics (Curina et al., 2020). In fact, negative brand relationships can be
justas powerful if not more than their positive counterparts. They influence
consumer decisions, shift trends, and can even damage a brand’s image.

36



32 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/chapter/navigating-brand-hate-research/396215

Related Content

Foreign Land Acquisition: Food Security and Food Chains — The Nigerian
Experience

Olanrewaju E. Ajiboyeand Olabisi S. Yusuff (2015). Handbook of Research on In-
Country Determinants and Implications of Foreign Land Acquisitions (pp. 146-166).
www.irma-international.org/chapter/foreign-land-acquisition/120376

‘Cool', Brands and ‘Cool' Brands

Harsh V. Verma (2014). International Journal of Asian Business and Information
Management (pp. 59-73).
www.irma-international.org/article/cool-brands-and-cool-brands/105498

Evaluating Knowledge, Perception, and Adoption of Enaira Among Rural
Dwellers: Implications for Central Bank Digital Currency Development in
Nigeria

Olugbenga Ayo Ojubanire, Oluwaseun Precious Adedeji, Oluwatosin Ifedayo Oke,
Sunday Adewale Olaleye, Oluwaseun Abigail Ojubanireand Subaidat Abike Fasanya
(2024). Global Developments in Central Bank Digital Currency (pp. 126-145).
www.irma-international.org/chapter/evaluating-knowledge-perception-and-adoption-of-enaira-

among-rural-dwellers/352028

Knowledge Sharing Using Web 2.0: Preferences, Benefits and Barriers in
Brunei Darussalam's Tertiary Education

Nurul Afigah Hj Nor Amin, Amy Suliza Hasnan, Nurul Nazira Besarand Mohammad
Nabil Alimunawar (2016). International Journal of Asian Business and Information
Management (pp. 1-18).
www.irma-international.org/article/knowledge-sharing-using-web-20-preferences-benefits-and-

barriers-in-brunei-darussalams-tertiary-education/163156

Postharvest Management Strategies

Rohanie Maharaj, Dimple Singh-Ackbaraliand Clement K. Sankat (2016).
International Business: Concepts, Methodologies, Tools, and Applications (pp. 1987-
2011).

www.irma-international.org/chapter/postharvest-management-strategies/147943



http://www.igi-global.com/chapter/navigating-brand-hate-research/396215
http://www.igi-global.com/chapter/navigating-brand-hate-research/396215
http://www.irma-international.org/chapter/foreign-land-acquisition/120376
http://www.irma-international.org/article/cool-brands-and-cool-brands/105498
http://www.irma-international.org/chapter/evaluating-knowledge-perception-and-adoption-of-enaira-among-rural-dwellers/352028
http://www.irma-international.org/chapter/evaluating-knowledge-perception-and-adoption-of-enaira-among-rural-dwellers/352028
http://www.irma-international.org/article/knowledge-sharing-using-web-20-preferences-benefits-and-barriers-in-brunei-darussalams-tertiary-education/163156
http://www.irma-international.org/article/knowledge-sharing-using-web-20-preferences-benefits-and-barriers-in-brunei-darussalams-tertiary-education/163156
http://www.irma-international.org/chapter/postharvest-management-strategies/147943

