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HATE MOTIVATES CONSUMERS TO LEAVE? WITH STUDY
IN THE MODERATING EFFECTS OF CONSUMER-BRAND
CONSISTENCY AND SERVICE RECOVERY SATISFACTION

S
B 17 52 F N SR AT I B B LB A
£2 Ik

B 75 KT B E A LI e A

Chih-Hui Hsiao
Professor, Department of Marketing and Tourism Management,
National Chiayi University
Chao-Hung Tsai
Graduate Student, Graduate Institute of Marketing and Tourism Management,

National Chiayi University

HE

KT L —F5 KRR E M R B Eﬁ’ﬂﬁﬁﬁﬁ‘é‘%ﬁrm‘fﬁ%%yr%Hﬁﬁl‘f&'yﬁﬁ
B HBLELEAY — Bk T R T IR EROR R ) e Z AR &
MR LB BT E o EET R R AR 211 {7 > PR o A T 1E§E§k
fiE - AW FE RV BREES RBUR - (HMIRBETELEMBNR D (D) mEnRE
PR (CEHBEE R E R — @Zfﬁf&ﬁj":%Hﬁ/%mfﬁ%ﬁmﬁ%%ﬂﬁtﬂ’ﬂ
R ERE > GEERNHEEHELENE RS SE  ()7E SR OUIR B2 i fE

VAR 0 MhR R ES 580 9% - (05)273-2841

E-mail : chihhui@mail.ncyu.edu.tw



iR 2 E o IRBBORE R RA TECR ¢ (T0)1E Mk 5 RO/ B Y BOSUERE
an FE VK U IR 3 an R IR Y 2 BAR T - G B R IR M BUR B E Y RIS I © B
& > HIIASXHIWTFEEER > BEfR R R EBEMW -

BRgEEE ¢ LIRS ~ iR - OB BB RN 2  IRBHRBOREE © miFEiR

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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