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Abstract

The aim of the present study was to investigate the
Received: consequences of brand hatred on sportswear users. The
05 Oct 2020 research method was descriptive-correlational and in terms of

purpose, it was applied in a field and the users of sportswear
Accepted: . .
12 Apr 2021 were statlstlca!ly. There w¢.are 360 samples selected l:.)y smTpIe

random sampling. Measuring Tools, Standard Questionnaires
Keywords: for Hateful from Hegener et al. (2017), Questionnaire for to
Brand Hatred, Avoid Romania et al. (2012), Questionnaire for to Reduce or
Consequence, Stop Supporting Gregory and Fisher Brand (2006) The Question-
Sportswear and-Answer Questionnaire was a for Thomson et al. (2012), a

questionnaire for Gregory and Fisher brand (2006), and
guestionnaire for revenge against the Romanian brand et al.
(2012). For the validity of the translation, the forward-sonic
translation validity method was used. The formal and content
validity was confirmed by fifteen sports management
professors. The reliability of the desired questionnaire was also
estimated. Analysis of the results was performed by structural
equation method with LISREL and SPIOSIAS software. The
results showed that brand aversion significantly avoids
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branding, reducing / stopping support, negative word-of-
mouth advertising, brand complaints, and brand revenge.
general, given that hatred of the brand increases the negative
consequences on the brand, it is recommended to managers,

managers

are advised

to take approaches in brand

management to consider ways to deal with such crises.

Extended Abstract

Abstract

Consumers of sports products differ
significantly in their relationship with
brands. While some love their brands,
others are indifferent to all brands, and
some hate only different brands. This
shows that much attention has been
paid in the marketing literature to the
phenomenon of positive and negative
emotions towards brands. Negative
feelings towards a brand are one of the
most important concepts in a brand.
Understanding why consumers dislike
or even hate brands is important
because it can have detrimental
consequences for brands. considering
the sensitivity of manufacturing
companies, especially sportswear
manufacturers in  retaining their
customers, the aim of this study was to
investigate the consequences of brand
hatred from the perspective of
sportswear users. All users of
sportswear were considered as the
research sample, from which 360
people were selected as the sample.
The questionnaires were designed
online on the Design Processing Cafe
website and their link was provided to
the sportswear users through virtual
networks and they answered the
questions. The instruments used in the
present study included standard
questionnaires 1) brand hatred (six

questions), 2) brand avoidance (five
questions), 3) reduction or cessation of
brand support (four questions), 4)
negative word of mouth (five
questions), 5) brand complaints (three
questions), and 6) brand revenge (five
questions). Due to the fact that these
instruments had never been located in
the country, the forward-backward
translation validity method was used
for translation validity. The
questionnaires were given to two
people who were fluent in English and
they translated them separately. Then,
a Persian questionnaire was created by
comparing the translations of two
persons. In the next step, the
translation was done in reverse order.
Finally, by comparing the two versions
prepared in Persian and English, the
desired corrections were made in the
Persian translation. The content validity
of the questionnaires was checked and
confirmed by 15 professors. The
reliability of the questionnaire was also
reported to be satisfactory by
Cronbach's alpha. Moreover, the
reliability of the instruments used in
previous studies was found to be
desirable. Thus, Shojae and Sadegh
Vaziri (1397) have reliability for brand
hatred (0.87), brand avoidance (0.86),
reduced support (0.75), negative word
of mouth (0.86), complaints about the
brand (0.89) and brand revenge (0.89).
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Structural equation method was
utilized for data analysis using LISREL
8.8 and SPSS 22. It was found that most
of respondents were females and the
age group <25 years had the highest
response. They were interviewed and
most of them had monthly income less
than three million. In the current study,
the data distribution was normal and all
questions had factor loadings greater
than 0.4, indicating that the questions
were appropriate. In addition, the
correlation matrix of the brand hate
variables and their consequences
showed high correlation among the
research variables. The output results
of LISREL software illustrated that the
variable of brand hatred had an effect
on brand avoidance with effect size of
0.88, reduction or cessation of support
with effect size of 0.67, negative word
of mouth advertisings with effect size of
0.82, brand complaints with effect size
of 0.79 and brand revenge with effect
size of 0.78. On the other hand,
considering that each of the model
effect paths was not in the range of -
1.96 and 1.96, it could be said that
these effects were significant. Finally,
model fit indices such as Normed Chi-
square, Root Mean Square Residual
(RMR), Goodness of fit index (GFl),
Normed Fit Index (NFI), Non-Normed
Fit Index (NNFI), Incremental Fit Index
(IF1), Comparative Fit Index (CFl) and
Root Mean Square Error of
Approximation (RMSEA) of optimal
were computed. Hence, it was
observed that the model of the present
study had a good fit and the factor
structure considered for it was
acceptable. In other words, the

research data support the theoretical
model of the study. As a general
conclusion, as long as there is a
discussion of monopolies in industries
and manufacturing companies, the
discussion of repeated purchases by the
consumers does not express the
ultimate satisfaction with the brand
because the consumer does not have
the right to choose his desired product
in another brand. Therefore, the role of
positive and negative emotions in the
mark has no meaning. The opposite is
also true, and in today's competitive
environment, organizations and
companies have a competitive
advantage that can bring customers.
This  connection occurs  when
companies care about the feelings and
needs of their customers. Now let us
assume that customers do not have a
good feeling about a brand, in this case,
they cannot compete with their
competitors, and instead of reforming
their structure and competing with
them, they should engage in
complaints, revenge acts, stopping and
reducing support and so on on behalf of
their customers. In this case, the failure
of the company and the brand is
preprogrammed. From a business
perspective, companies need to be able
to deal with brand hatred effectively.
This is because brand hate directly and
indirectly affects consumers'
perceptions of the brand's identity and
image and decisions about future
purchases. It can be argued that even a
hated customer can support and retain
a large number of existing customers or
potential customers in various ways
such as negative word of mouth
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advertising, avoidance of repeat
purchases, reduction in brand support
and so on. Eliminate this, which can
result in millions of dollars in damages.
Thus, it is suggested that brands,
especially sportswear brands, reduce
the number of negative feelings and

hatred towards their brand by paying
attention to customers' feelings
towards their brand and then taking
action to increase their customers'
loyalty.
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Consequences, Sportswear

hatred,
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