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Abstract

Brand attachment plays a vital role in the success and failure of the company. Brands have to deal
with the reactions caused by the negative emotions of consumers. The aim of this study is to investigate
the relationship between the negative emotions of brand anxiety, brand hatred, and brand obsession,
considering the role of attachment to the brand as an effective emotion in the relationship between brand
hatred and brand anxiety. This research is practical, descriptive-correlational, and survey in terms of
purpose, method, and data collection. The statistical population comprises 384 consumers of SAIPA
automotive products, who were asked through standard electronic questionnaires of brand anxiety
designed by Mend and Bolton (2011), brand hatred by Johnson et al. (2011), brand confusion by Johnson
et al. (2012), and brand affection by Thomson et al. (2005). Structural equation modeling processed by
Smart-PLS software was used to test the collected data. The he findings show a significant effect of
brand anxiety on brand hatred and brand hatred on brand obsession. It was also shown that brand hatred
has a significant mediating effect on the relationship between brand anxiety and brand obsession. In
addition, brand affection as a moderator cannot have a significant effect on the relationship between
brand hatred and brand obsession. In this research, the intensity of negative feelings towards the SAIPA
automobile brand and the possibility of destructive actions against it were highlighted.
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Introduction

The emergence of new marketing approaches and attention to its various aspects show the high
importance of marketing and its related concepts as accouterments to face competition in today's
complex markets (Dalvand et al., 2019). Emotions play an important role in the process of buying
products or services (Boger et al., 2017). Previous investigations show that people tend to share a
negative experience or a negative opinion more than a positive experience (Baumeister et al., 2001).
Obsession shows unconscious manifestations in people's behavior, which purposefully leads to arousing
their emotions. Obsession cannot be considered unnatural, but it is very attractive to the owner and
influence his/her behavior (Najafipour, 2018). Hegner et al. (2017) also state that there is no general
agreement on the stimulants and consequences of brand hatred. Therefore, investigating the factors and
consequences of brand hatred seems quite logical. The aim of the present study is to find the linkages
between brand anxiety, brand hatred, and brand obsession based on the attachment theory. The main
hypothesis of the research is to investigate the effect of brand anxiety on brand obsession through the
mediation of brand hatred and the moderation of brand affection.

Research Methodology

This research is practical, descriptive-correlational, and survey in terms of purpose, method, and data
collection. The statistical population of this research comprises all customers of the SAIPA automobile
factory in Isfahan, whose number is uncountable. Using Cochran's formula, the statistical sample was
384 people at the 95% confidence level. The sampling method used in this research is available
sampling. Data were collected through five-choice Likert questions in a twelve-item questionnaire, three
of which were used to measure brand anxiety from Mende and Bolton’s (2011) research. Meanwhile,
brand affection was measured using three items adapted from Thomson et al. (2005). Brand hatred was
measured using three items from Johnson et al.’s (2011) study, while brand obsession was measured
using three items from Johnson et al.’s (2012) study. In this research, reliability was measured and
confirmed through Cronbach's alpha, composite reliability, and factor loadings. Validity was confirmed
based on content validity (formal: experts' approval), convergent validity, and divergent validity. In
order to test the hypotheses, the structural equation technique was used by smartPLS software.

Research Findings

In this research, in order to obtain more accurate results and to test the conceptual model of the
research, the PLS method was used, which is a variance-based path modeling technique that provides
the possibility of examining theory and factors simultaneously. The results of the hypothesis test are
given in Table 1.

Table 1. Hypothesis Test Results

Hypothesis Relationship Type of effect Path t statistic P-Values
coefficient
H1 brand anxiety Direct 0.602 11.420 0.000
- brand hatred
H2 brand anxiety Direct 0.013 0.208 0.835
- brand
obsession
H3 brand hatred - Direct 0.679 12.962 0.000
brand obsession
H4 brand affection modifier -0.026 0.333 0.739
- brand
obsession
H5 brand anxiety indirect 0.408 9.096 0.000
- brand hatred Total 0.421 6.914 0.000
- brand VAF 0.969
obsession
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Discussion and Conclusion

One of the research results that can be mentioned is that anxious consumers are more unforgiving
towards brands, which is consistent with previous studies such as Japutra et al. (2018) and Japutra et al.
(2021). In addition, the present study shows that anxious consumers reach brand obsession through
brand hatred. This finding increases our understanding of the mechanism through which consumer
negativity, especially obsessive-compulsive behaviors, develops. This study provides valuable insight
into how to manage negative brand perception regarding the role of anxiety and hatred in explaining
consumer negativity. The results reveal important implications regarding for whom and under what
conditions consumer emotions are more likely to lead to stronger effects and even lead to anti-brand
behavior.

Regarding the statistical population of the research, it can be said that the intensity of negative
feelings towards the SAIPA automobile brand and the possibility of destructive actions against it are
prominent. What is clear is that if the government support and the special economic conditions ruling
the country are removed, it is certainly not expected that this car manufacturer will be treated well by
the consumers, and the marketing managers of this company should take serious measures to repair the
relationship between consumers and their brand as soon as possible. There are two short-term and long-
term proposals, firstly, a merger with another automobile company that has a positive attitude among
the domestic consumers, and the brand that consumers have a strong hatred for and are confused about
should be completely removed, but the company can continue to exist. Another suggestion is that long-
term and consistent marketing planning should be done in order to reduce and change the negative
feelings of consumers. This, however, does not seem to be an easy task.

Keywords: Brand Anxiety, Brand Hatred, Brand Obsession, Brand Love.
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