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In the past, researchers in the field of brand management predominantly focused on
positive aspects and attitudes towards brands. However, in recent times, the negative
impacts of customer perceptions of brands have garnered more attention, as addressing
these concerns can enhance organizational profitability and customer satisfaction. The
purpose of this research is to propose a conceptual model for reducing brand hate
among customers. In this study, following the meta-synthesis approach, a search was
conducted in the Scopus database using keywords related to brand hate, resulting in
the identification of 488 articles. After eliminating irrelevant and undesirable articles
based on the screening process, 91 relevant articles remained. In this review, 10 factors
influencing the reduction of brand hate were identified. With the input of 13 experts
and the use of the interpretive structural modeling (ISM) technique, a conceptual model
was designed to reduce brand hate in the Iranian home appliance industry. The results
of the study indicate that factors such as communication quality, complaint handling,
and after-sales service are recognized as foundational elements of the model.
Improving these factors can strengthen the structure for reducing brand hate. These
findings are consistent with previous research and demonstrate that attention to
environmental issues and their improvement has a positive impact on brand social
responsibility, product relevance, and timely delivery. These factors can enhance
customer experience and lead to a better perception of price and quality balance,
ultimately resulting in positive word-of-mouth and a reduction in brand hate. This
research suggests that managers in the home appliance industry should focus on
foundational factors and environmental issues to be more successful in reducing brand
hate. The findings of this study provide important insights for researchers interested in
this field, encouraging them to develop more dynamic conceptual models by better
understanding these factors.

Keywords: Branding, Brand Hate, Home Appliance Industry, Meta-Synthesis,
Interpretive Structural Modeling (ISM).
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Introduction

The evolution of brand management research has predominantly focused on the positive aspects
of consumer-brand relationships, emphasizing the development of brand loyalty and positive brand
associations. However, recent studies have highlighted the growing significance of negative consumer
perceptions, such as brand hate, which can critically impact a company's profitability and customer
satisfaction (Fetscherin, 2019; Roy et al., 2022). Brand hate is described as a strong, negative emotional
response from consumers towards a brand, which can lead to active disengagement, negative word-of-
mouth, and even organized consumer boycotts (Kucuk, 2019; Zhang & Laroche, 2020). Addressing this
negative sentiment is particularly relevant in the Iranian home appliance industry, where local brands face
significant challenges from both consumer expectations and comparisons with foreign competitors.

This research aims to propose a conceptual model to mitigate brand hate in the Iranian home
appliance sector by integrating a meta-synthesis approach with Interpretive Structural Modeling (ISM).
The study identifies key factors that contribute to reducing brand hate and offers insights for industry
practitioners to improve customer relationships and brand perception.

Methods and Materials

The research employed a meta-synthesis approach, which involved a comprehensive review of
literature sourced from the Scopus database. Using keywords related to "brand hate,” "consumer boycott,"
and "brand avoidance," the initial search yielded 488 articles. These were meticulously screened, resulting
in a final selection of 91 relevant studies that were systematically reviewed to identify factors influencing
brand hate reduction (Rabben et al., 2024).

The identified factors were further examined through the input of 13 industry experts using the
ISM technique. This approach allowed for the development of a structural model that illustrates the
relationships between these factors. The experts, selected through snowball sampling, were experienced
professionals in the Iranian home appliance industry, holding positions such as CEOs and senior
managers. Their insights were critical in establishing the hierarchical structure of the model, which was
validated through multiple iterations of pairwise comparisons and group discussions (Malekinejad et al.,
2020).

Findings and Results

The research identified ten key factors that are essential in reducing brand hate, organized into
three primary dimensions: Customer Relationship Management (CRM), Organizational Process
Management, and Marketing Strategies.

The ISM analysis revealed that CRM factors are the most influential, forming the base of the
model. Improvements in these areas can positively impact other factors such as environmental
responsibility and marketing strategies, ultimately leading to a reduction in brand hate.

Conclusion
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The findings of this study align with existing literature, emphasizing the importance of effective
communication, responsive customer service, and after-sales support in managing consumer emotions
towards a brand (Bayarassou et al., 2020; Itani, 2020). The research underscores the interconnectedness of
these factors, suggesting that improvements in foundational CRM elements can create a ripple effect,
enhancing organizational processes and marketing outcomes.

For instance, a brand that excels in complaint handling is likely to be perceived as more socially
responsible, which can, in turn, lead to better customer experiences and perceptions of product quality
(Curinaetal., 2020; Kucuk, 2019). Furthermore, the study highlights the role of environmental responsibility
as a critical factor that can strengthen the overall brand image, particularly in an industry where consumer
awareness of environmental issues is increasing (Carvalho & Fidélis, 2009; Fusi et al., 2016).

This study provides a comprehensive model for reducing brand hate in the Iranian home appliance
industry, integrating multiple factors that span CRM, organizational processes, and marketing strategies.
The findings suggest that by focusing on foundational elements such as communication quality and after-
sales service, companies can significantly mitigate brand hate and enhance overall brand perception.

The model offers practical insights for managers in the home appliance sector, encouraging them
to prioritize these key areas to build stronger, more positive relationships with their customers. Future
research could further refine this model by exploring its applicability in different cultural contexts and
industries, thereby contributing to a broader understanding of brand hate and its mitigation.

In conclusion, the study offers a robust framework that not only addresses the immediate challenge
of brand hate but also provides a pathway for long-term brand sustainability and customer loyalty.
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