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Abstract
Enterprises tend to attach importance to consumer brand relationship in the marketing context, especially the establishment and culture of attachment relationship,
and they try to maintain brand loyalty through consumers’ high self-connection. But
they ignore the possibility that brand attachment leads to anti-brand behavior; however, previous study was less involved in the negative effects of brand attachment and
negative brand behavior. So on the basis of relevant research literature review, we
firstly illustrate two kinds of incentive of anti-brand behavior: 1) the loss of functional benefit; 2) the violation of self-concept, and then discussed the theoretical framework that brand attachment leads to anti-brand behavior from the perspective of
consumers’ individual characteristics. The purpose of this paper is to explore the
strong brand attachment relationship between consumers and brand when and why
it will be transformed into a strong negative brand behavior, and thus provide a new
perspective on the study of brand attachment.
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1. Introduction
Gao Xiang (2012) argues that brand attachment has a positive impact on brand loyalty
by influencing the relationship of brand [1], especially if the brand is vilified by negative information, customers will strive to safeguard the interests of the brands if they
are threatened (Belk, 1998) [2]. Therefore, traditional views think that consumers who
have higher level of attachment often won’t focus too much on brand negative information, and they will explain the negative information based on earlier positive product
evaluation, thus weakening the influence of negative information. However, strong
brand attachment does not mean its absolute brand loyalty; accordingly, it should conDOI: 10.4236/ojbm.2017.51013 January 5, 2017
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tain at least one kind of tipping point, such as the degree of damage, the individual differences of consumer, etc.
Grégoire and Fisher (2006) propose the notion of “love becomes hate”; they thought
that consumers with high relationship quality always have higher expectations for the
brand, then they are easier to feel betrayed by the brand and have higher desire of revenge [3]. Johnson (2011) indicates that the more self-relevant a consumer-brand relationship, the more likely the anti-brand retaliatory behaviors after the relationship
ends, and self-conscious emotion motivates consume hostility and retaliation [4]. Hou
Haiqing (2011) analyzes the bidirectional effects of customers’ attachment to the brand
on negative marketing events [5]. Park (2013) puts forward Attachment-aversion model of customer-brand relationships [6]. Japutra (2014) studies a conceptual framework
of brand attachment’s detrimental outcomes, and then he points that companies’ opportunism activities and incongruity of values between consumer and brand will lead to
anti-brand behavior [7]. However, so far, domestic and foreign scholars to explore negative role of brand attachment are still very limited.
Therefore, this paper will focus on the negative effects of brand attachment and the
moderating effect of attachment style between brand attachment and anti-brand behavior. First of all, we discuss the inducing factors that brand attachment will lead to anti-brand behavior. Second, attachment style as reflecting characteristics of the consumer’s individual difference factors is less involved in the marketing situation of related
research, so we know very little about its influence mechanism.

2. Theoretical Background
2.1. Concept for Anti-Brand Behavior
Anti-brand behavior will cause many adverse effects to the brand, but there is no uniform definition. Some literature focuses on the behavior of consumers who have negative feelings, beliefs, and attitudes towards brands, such as brand hate, brand resistance,
brand revenge, brand avoidance and anti-consumption behavior.
Hogg (1998) pointed out that the decision not to purchase a product can be caused
by two aspects of negative choices: non-choice and anti-choice [8]. Anti-choice refers to
abandonment, avoidance, and aversion, and non-choice refers to availability and accessibility constrained by affordability. Huefner and Hunt (2000) divide revenge behavior
into six categories: cost/loss, vandalism, trashing, stealing, negative word of mouth and
personal attack [9]. When consumers are wrongly treated by enterprise, brand avoidance and retaliation will emerge (Grégoire et al., 2009) [10]. Lee et al. (2011) think that
anti-consumption does not necessarily mean that people would completely stop consuming certain products or services, as it also covers rejection, restriction, and reclamation of consumption [11].
Therefore, anti-brand behavior refers to that consumers reject even revenge certain
brand. Besides stopping buying, negative word-of-mouth and turning to other competitor, it should also include the change of consumers’ emotion and attitude. Although
consumers can access to a particular brand and economically afford, but they will still
retaliate against a brand deliberately because of some motivations.
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2.2. Motives for Anti-Brand Behavior
Ethnic hatred, national culture, social effect can influence consumers whether to boycott, while consumers are consistent in behavior, but they are not based on the same
motivation to make anti-brand behavior. Therefore, relative to collective and organizational influence, this article mainly focuses on individual factors of consumers.
First of all, from the perspective of interests of consumers, the establishment of brand
attachment is based on that brand meets consumers’ interests and values of life. It is
mainly reflects in functional value and individual enjoyment. If product harms a person’s personal safety and health, and thus violates their trust in the brand technology
reliability, consumers will experience the loss of emotional distress and psychological
trauma (Lee et al., 2011) [11]. Consumers will form functional and aesthetic expectations about product or service in the process of consumption, if enterprises provide inferior products will lead to not meet expectations, it can cause consumer dissatisfaction.
Funches et al. (2009) point out that failure of the product or service recovery will stimulate consumers to produce retaliation [12]. The essence of consumer-brand relationship is the exchange of value and interest. Product performance directly affects
consumers’ ability to solve problem, and it relates to the satisfaction of consumer selfefficacy [13]. If brand exposes defects in the functional properties and other important
quality characteristics, consumers will think that the product function value is insufficient and it will shake the foundation of consumer-brand relationship (Xu Xiaolong et

al., 2012) [14].
Secondly, from the perspective of consumers’ self-concept, brand attachment contains important aspects of consumer self-concept and self-image, and it mainly reflects
in social attributes of the product. If brand meaning deviates from individual’s self-definition and emotional well-being, consumers will gradually lose for the brand’s identity
and belonging. When product image is not consistent with consumer, it will cause
consumers to avoid, disgust and abandon the brand (Hogg et al., 2009) [15]. In order to
improve and enrich themselves, consumers can also avoid those brands that can only
realize actual self (Sirgy, 1982) [16]. In addition, it can also lead to moral avoidance
when the specific value of the brand conflicts with the ideology of consumer beliefs,
such as enterprise violates ethics and social responsibility (Lee et al., 2009) [17]. For
example, consumers are increasingly concerned about environmental friendly products
and against excessive consumption or non-recyclable garbage in the consumption of
fast fashion brand (Kim, 2013) [18].

3. The Moderating Effect of Attachment Style
In the social/personality psychology, the concept of attachment style is a systematic
model for expectation, demand, emotion and emotion regulation strategies. Attachment style difference is caused by the internal working model, and different attachment
style reflects different personal experiences of human relationships. Attachment style
contains two scale dimensions: anxiety and avoidance. Anxiety is the extent to which a
consumer has excessive fears of rejection and abandonment, excessive worries and a
need for approval; whereas, avoidance is the extent to which a consumer has excessive
fears of depending on others.
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Revenge is closely related to negative emotion and is also a consequence of attributing failure to others (Grégoire et al., 2010) [19]. We posit that attachment style moderates the link between brand attachment and anti-brand behavior. For example, consumers who have high anxiety are more likely to take anti-brand behavior because of
higher self-esteem and negative attribution, but secure consumers are opposite.
Thomson, Whelan and Johnson (2012) pointed out that the attachment style will
lead to retaliation, including consumer self-image threat and interest losses will have
mediating effect on this role [20]. Through reading the related literature about the attachment style, we find that different attachment styles have a great difference in cognition and judgment of threat factors, and the degree of perceived corporate betrayal is
different, which is reflected in three aspects: attribution, trust and consumption emotion.

3.1. Attachment Style and Attribution
Attribution theory views people as rational information processors whose actions are
influenced by their causal inferences. Different attachment mental models have different attribution to the behavior of self and others, and individuals of secure attachment
are more tolerant to their partner’s behavior than the individuals who are not secure
attachment (Zuo Enling, 2009) [21]. Positive self-model can induce individuals to
perceive relationship events in an adaptive way, while negative self-model will make the
individual tend to attribute in a non-adaptive way through negative interpretation
(Sumer et al., 2004) [22]. Compared with anxious-ambivalent individual, secure individual has less negative attribution on partner behavior (Collins, 1996) [23]. Whelan
and Dawar (2014) argue that secure individual is less likely to be responsible, controlled
and intentional attribution in ambiguous situations [24]. However, insecure attachment
individual does not believe the goodwill of others and tend to blame undefined behavior or intention to others.

3.2. Attachment Style and Trust
Main aspects of trust includes the evaluation of others’ behavior is a reliable and predictable, and believe that care individual needs (Mikulincer, 1998) [25]. High anxiety
attachment individuals are afraid of rejection and are not sure if partners are available
and responsive when they need them, so they tend to not trust others (Hazan et al.,
1987) [26]. High avoidance attachment individuals desire to be independent of their
partners and often experience a lower interpersonal trust. Therefore, secure attachment
individuals think others are available and tend to believe attachment object. Insecure
attachment individuals do not see relying on other people as a comfortable partner relationship and maintain a high degree of vigilance against threat factors.

3.3. Attachment Style and Customers’ Emotion
When the relationship between consumer and brand is threatened, there are some differences between attachment styles in emotional reaction and behavior tendency. Secure individuals have a positive attitude towards brand, and it is easier for them to ignore negative information and behavior of the product or brand. Anxiety individuals
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have lower error tolerance. For example, they will show strong sadness and anger and
even take extreme behavior to revenge a brand which betrayal them. Avoidant attachment consumers will keep distance from the source of pain on cognition and behavior
(Mikulincer et al., 1998) [27]. Usually, secure attachment individual positively related
to the functional angry and the anger focuses on the situation of rational analysis and
solve the problem. However, insecure attachment individuals are often affected by cognitive bias and tend to punishment and harm the angry demagogue (Collins, 1996)
[23].
In order to better understand when and how brand attachment may result in antibrand behaviour, we try to develop a conceptual model as shown in Figure 1. Scholars
consider brand attachment a key requisite in consumer-brand relationships that create
favourable consumer behaviours such as positive brand attitudes. Our framework reveals that the link between brand attachment and anti-brand behaviors is driven by attachment style which influences consumers’ attribution, trust and emotion. In particular, with respect to the secure attachment style of consumers, anxious consumers are
more likely to take extreme actions when they perceive the threat of negative behavior
of enterprises, therefore, the attachment style has a moderate effect on the relationship.
This article attempts to explore how brand attachment leads to anti-brand bebaviours.
We posit that without strong attachment to the brand, it is unlikely that a consumer
will elicit anti-brand behaviors. As shown in Figure 1, anti-brand behaviors occurs
when consumers display strong bonding between the self and the brand.

4. Discussion and Conclusion
In the marketing context, not all consumers who have high attachment level will take
initiative to resist the influence of the negative information, and it is influenced by
consumer attachment style. This study puts forward a theoretical model that brand attachment may lead to anti-brand behavior, so as to provide a useful reference for the
enterprise. Specifically, we try to explore how attachment style among consumers influences their negative emotion, how they attribute, and with what consequences.
By evaluating consumer’s attachment style, enterprises can understand which consumers are more tolerant or which consumers are more stringent, and thus decide how

Figure 1. Conceptual model of the negative effect of brand attachment.
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to deal with this relationship. Marketers should pay more attention to the relationship
and actively clarify the truth to maintain brand trust. Consumers have narrow channel
and site to release their emotions and dissatisfactions, so it is important to establish a
well-founded platform between enterprise and customers. Because lifestyle branding
has gained popularity among companies, company should become a practitioner of social responsibility movement to maintain reliable relation with consumers.
Although the establishment of brand attachment has positive impact on attribution,
brand beliefs and emotional expression, this relationship is regulated by consumer’s
characteristics, especially the consumer attachment style. Compared with secure attachment style, fearful attachment consumers are more likely to take anti-brand behavior to end its relationship with the brand. It is hard to establish close relationship with
avoidant attachment consumers. But once they set up relationship with brand, they
think themselves to have already invested more resources. If the brand betrays their
trust, this type of consumers is likely to take anti-brand behavior. Therefore, the establishment of attachment can produce positive effect, but if marketers do not take this relationship seriously, it can also become a booster for the breakdown of close relationships.

5. Future Research
The research on the relationship between brand attachment and anti-brand behavior
has great practical significance. Future scholars may try to pay more attention to the
negative influence of brand attachment and the boundary conditions of this negative
effect, so as to enhance the favorable influence of brand attachment and avoid its negative effects to enterprises. Attachment style as a reflection of consumers’ own characteristics, and we can pay more attention to its influence in the study of consumer behavior. Relative to secure attachment, anxious customers may be more sensitive to relational cues and tend to overreact to critical incidents. Understanding customer attachment style can help with new customer acquisition, so it is an important construct that
should be seriously considered in future research.
This paper puts forward the research model based on theoretical research, but still
lacks relevant empirical research. These problems can be further explored in the future.
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