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摘要  

本研究以一芳水果茶事件為例，目的在於檢驗「仇恨情緒」、「品牌仇恨」、「消

費者與品牌的一致性」、「品牌轉換」、「服務補救滿意度」構念之間的關係，透過

網路社群發放問卷進行調查，共計回收有效樣本 211 份，採用迴歸分析進行假設

檢定。本研究的驗證結果顯示：(一 )仇恨情緒會產生品牌仇恨；(二 )品牌仇恨會導

致品牌轉換； (三 )在消費者與品牌的自我一致性低時，品牌冷仇恨對品牌轉換的

影響程度，會顯著大於消費者與品牌的自我一致性高時； (四 )在品牌仇恨與品牌
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轉換之間，服務補救滿意度具有干擾效果； (五 )在服務補救滿意度的成效低時，

品牌冰仇恨對品牌轉換的影響程度，會顯著大於服務補救滿意度的成效高時。最

後，預期本文的研究結果，能提供企業界實務意涵。  
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ABSTRACT 

Taking Event Yi Fang as an example, this study aims to examine the relationships 

among the constructs of hate emotion, brand hate, consumer -brand congruence, brand 

switch, and service recovery satisfaction. A total of 211 valid samples were collected 

and tested by regression analysis.  The research results show as follow. 1. Hate emotion 

generate brand hate. 2. Brand hate will lead to brand switch. 3. When the self-

consistency between consumers and the brand is low, the impact of cool hate on brand 

switch is greater than when the self-consistency between consumers and brands is high. 

4. Service recovery satisfaction causes interference between brand hate and brand 

switch. 5. When the effectiveness of service recovery satisfaction is low, the impact 

of brand hate on brand switch is greater than when the effectiveness of service 

recovery satisfaction is high. Finally, the research will provide practical suggestions 

for the companies through the research results.  
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