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This study investigates how negative marketing practices, 

including greenwashing, perceived price unfairness, negative 

endorser reputation, and advertisement inauthenticity, influence 

consumers’ brand hate and how the moderating effect of Negative 

Word of Mouth (NWOM) amplifies these outcomes. A 

quantitative research design was employed by surveying 350 

consumers of Vietnamese organic food products. Data were 

analyzed using Partial Least Squares - Structural Equation 

Modeling (PLS-SEM). The results indicate that all examined 

negative marketing practices significantly increase brand hate, 

with advertisement inauthenticity having the strongest effect. 

Greenwashing and perceived price unfairness also elicit 

substantial negative emotional responses, while negative endorser 

reputation transfers moral disapproval from endorsers to brands, 

further intensifying brand hate.  Moreover, NWOM significantly 

moderates these relationships, exacerbating the impact of 

unethical practices on consumers’ negative attitudes toward the 

brand. These findings highlight that brand hate is shaped not only 

by unethical marketing behaviors but also by the amplification 

effects of NWOM. From a managerial perspective, organic food 

companies should adopt transparent communication, ethical 

pricing, careful selection of endorsers, truthful advertising, and 

proactive digital reputation management to mitigate brand hate. 

Implementing these strategies can strengthen consumer trust, 

reduce emotional backlash, and foster long-term loyalty in 

Vietnam’s competitive organic food market. 

1. Introduction 

With the rapid development of information technology and the widespread adoption of 

social media, consumers now have greater access to brand-related information and are able to 

express their reactions to brands and marketing activities more easily than ever before. 

Understanding these reactions has become increasingly important for managers, as it enables 

firms to cultivate emotional bonds with customers, strengthen brand loyalty, and improve 

stakeholder value across the brand life cycle (Taqi et al., 2024). 

At the same time, the digital environment has amplified consumers’ ability to reshape 

brand images in negative ways (Kucuk, 2010). From this perspective, Zarantonello et al. (2016) 

introduced the concept of Brand Hate (BH), defining it as a strong and harmful negative 

emotion directed toward a brand, and proposed a theoretical framework to explain its 

antecedents and consequences. Subsequent studies have broadened this line of inquiry to 



 

4   Nguyen N. B. Tram, Du T. Chung. HCMCOUJS-Economics and Business Administration, 17(2), …-… 

include related constructs such as brand betrayal, brand aversion, consumer animosity, and 

brand boycott (Taqi et al., 2024). Among these constructs, brand hate is regarded as one of the 

most intense emotional responses, capable of leading to serious consumer reactions such as 

public complaints, acts of retaliation, and long-term avoidance (Bryson et al., 2013; Hashim & 

Kasana, 2019). 

The growing influence of social media has intensified how consumers react to brands. 

Many people now turn to online platforms to voice their dissatisfaction through reviews, 

comments, or short posts that can circulate quickly, undermining brand equity and reducing 

purchase intentions (Curina et al., 2020; Kucuk, 2018a). In this context, examining negative 

consumer brand relationships has become increasingly important (Brandão et al., 2022). 

Although previous studies have identified several antecedents of brand hate, research on its 

behavioral outcomes and the mechanisms that may strengthen or weaken these effects is still 

limited (Aziz & Rahman, 2022). One area that remains underexplored is the role of Negative 

Word of Mouth (NWOM), a frequent reaction to consumer dissatisfaction, and how it may 

shape or intensify feelings of brand hate (Kucuk, 2016). 

Most existing studies have been conducted in developed economies, leaving a 

noticeable gap in our understanding of brand hate in emerging markets (Curina et al., 2020; 

Fetscherin, 2019). This gap is particularly important because emotions such as hate are 

influenced by cultural and contextual factors. In collectivist societies like Vietnam, consumer 

responses are often shaped by reference groups, shared norms, and community expectations 

(Nguyen, 2021). Without considering these cultural dimensions, existing theories risk reflecting 

primarily Western consumer behavior patterns (Bayarassou et al., 2020). Although a few 

Vietnamese studies have examined brand hate in online shopping contexts, emphasizing factors 

such as deceptive advertising, value deficits, and online betrayal (Do et al., 2024; Nguyen, 

2021; Nguyen & Nguyen, 2021), this line of research remains limited to digital commerce and 

does not extend to other sectors where trust, authenticity, and transparency play a central role. 

One sector that illustrates these dynamics is the organic food industry, which has been 

growing rapidly in Vietnam, supported by government initiatives aimed at promoting 

sustainability and rural development. The market reached an estimated value of USD 100 

million in 2023, representing a 20% increase since 2020, with consumers showing a strong 

willingness to pay premium prices for certified organic products (Euromonitor, 2021). Despite 

this expansion, the industry faces challenges related to consumer skepticism and greenwashing. 

Numerous firms have engaged in misleading marketing, exaggerated claims, and unverified 

certification, raising concerns about deceptive practices and opportunistic pricing (De Freitas 

Netto et al., 2020). Given that organic consumption is closely associated with ethical 

considerations, health concerns, and trust-based motivations (Nguyen & Nguyen, 2021), such 

negative practices are likely to provoke strong emotional responses, including brand hate. 

Existing research, however, has not sufficiently explained why negative marketing 

practices might be especially impactful in trust-dependent sectors such as organic food, where 

authenticity, credible certification, and fair pricing are central to consumer evaluations. This 

gap has practical implications, as managers lack empirical evidence on how unethical behaviors 

can lead to destructive emotions like brand hate. 

Furthermore, there is limited empirical work examining how specific negative 

marketing practices, such as greenwashing, advertisement inauthenticity, and perceived price 

unfairness, influence brand hate within Vietnam’s organic food market. The potential 

moderating role of Negative Word of Mouth (NWOM) in amplifying these effects has also been 

largely overlooked. This omission highlights both a theoretical gap in understanding the 
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mechanisms of brand hate in high-trust, ethics-driven consumption contexts and a practical gap, 

as managers are left without context-specific insights into how unethical marketing can 

undermine consumer trust and trigger emotionally charged rejection of brands in sectors where 

perceived authenticity and transparency are vital. 

To address these gaps, this study aims to: (i) investigate the impact of negative 

marketing behaviors, including greenwashing, perceived price unfairness, negative endorser 

reputation, and advertisement inauthenticity, on brand hate in Vietnam’s organic food industry; 

and (ii) explore the moderating role of NWOM in these relationships. By situating this research 

within an emerging market characterized by rapid globalization and evolving consumer 

expectations, the study seeks to extend the cross-cultural understanding of brand hate and 

provide practical guidance for sustainable brand management in trust-sensitive industries. 

2. Theoretical background and research model 

2.1. Brand hate  

Brand hate is an emotional construct that has received comparatively little attention in 

the academic literature (Kucuk, 2016, 2018a; Zarantonello et al., 2016). While some consumers 

develop strong attachments to specific brands, others may form intense negative feelings 

instead (Park et al., 2013). This has led to growing research interest in negative consumer-brand 

relationships (Kucuk, 2008), which include dislike, detachment, antipathy, and brand hate 

(Islam et al., 2018). Early studies often described brand hate as the most extreme form of brand 

dislike (Grappi et al., 2013) or as an extraordinary negative emotional response (Bryson et al., 

2013). Later, Kucuk (2016) defined brand hate as a psychological state in which consumers 

experience intense negative emotions and detachment toward brands that perform poorly or 

provide unsatisfactory experiences. Similarly, Zarantonello et al. (2016) and Fetscherin (2019) 

emphasized that hate constitutes a primary emotional response, typically expressed through 

anger, contempt, or disgust. 

Most research on brand hate approaches it from an emotional perspective. While many 

studies treat brand hate as a unidimensional construct (Hashim & Ahmed, 2018), some have 

examined its sub-emotions and differentiated levels of intensity. For example, Zarantonello et 

al. (2016) distinguished between active hate, which includes disgust, contempt, and anger, and 

passive hate, which encompasses fear, disappointment, shame, and dehumanization. Hegner et 

al. (2017) further conceptualized brand hate as a stronger emotional response than brand dislike 

and developed measurement items to capture it. Building on this foundation, Fetscherin (2019) 

and Kucuk (2016, 2018a, 2018b) examined disgust, contempt, and anger as emotions reflecting 

mild, moderate, and severe brand hate. More recently, Zhang and Laroche (2020) identified 

anger, sadness, and fear as core emotional components of brand hate. Drawing on these insights, 

the present study conceptualizes brand hate as a multidimensional psychological state 

encompassing several intense negative emotions, primarily anger, disgust, and contempt, which 

directly influence consumers’ behavioral responses toward brands 

2.2. Underpinning theories 

Research on Brand Hate (BH) has largely relied on psychological theories, particularly 

Sternberg’s (2003) duplex theory of hate and the Attachment-Aversion Relationship (AAR) 

model (Park et al., 2013). As noted by Aziz and Rahman (2022), these frameworks are most 

(2003) frequently used to explain the dimensions and nature of BH. However, applying 

Sternberg’s interpersonal theory directly to branding has been criticized for its limited empirical 

support and its inability to capture brand-specific aspects of hate (Bayarassou et al., 2020; 

Zhang & Laroche, 2020). 

Beyond these dominant theories, relatively few frameworks treat BH as a distinct 
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construct. Most studies focus on its antecedents or outcomes (Aziz & Rahman, 2022). While 

Sternberg (2003) conceptualizes hate as an emotion, the AAR model frames it as a relational 

phenomenon. These differing perspectives highlight a fragmented theoretical landscape and 

point to the need for an integrative model that considers contextual and cultural factors. To 

address this gap, the present study adopts the Stimulus-Organism- Response (SOR) framework 

proposed by Mehrabian and Russell (1974), which captures how external stimuli affect 

consumer emotions and behavior. 

According to the SOR model, external stimuli influence internal emotional or cognitive 

states, which in turn drive behavioral responses. In this study, negative marketing practices are 

treated as stimuli that provoke adverse emotional reactions such as distrust, resentment, or 

brand hate. These emotional responses then lead to behavioral outcomes including avoidance, 

retaliation, or Negative Word of Mouth (NWOM). The SOR framework is particularly 

appropriate because it accounts for complex consumer reactions to marketing stimuli, captures 

both passive and active expressions of brand hate, and emphasizes affective states that are 

central to understanding negative emotions. 

In addition, this study draws on Signaling Theory (Spence, 1973) to clarify how 

negative marketing behaviors act as trust-damaging signals. Signaling Theory addresses 

information asymmetry between signalers, such as brands, and receivers, such as consumers. 

Signalers attempt to convey credible information about attributes that are not directly 

observable, including product quality or ethical intent (Connelly et al., 2011; Connelly et al., 

2025; Kirmani & Rao, 2000). In marketing contexts, signals such as packaging, certifications, 

pricing fairness, endorser reputation, and advertising claims are important in shaping consumer 

perceptions, especially when product quality cannot be easily verified before purchase (Rao & 

Ruekert, 1994; Shahid et al., 2024). This is particularly relevant in the organic food sector, 

where “organic” quality is credence-based and cannot be visually confirmed, making 

consumers rely heavily on marketing cues (Sharma et al., 2021). When these cues are perceived 

as misleading or inconsistent, such as in cases of greenwashing, perceived price unfairness, 

negative endorser reputation, or advertisement inauthenticity, consumers may experience 

cognitive dissonance, perceived betrayal, and strong negative emotions like anger, contempt, 

or disgust (Baruah & Panda, 2020; Santos et al., 2023). 

Moreover, NWOM serves as a secondary social signal that can reinforce or reshape how 

consumers interpret brand behavior. By providing peer-based validation, NWOM can amplify 

the distrust created by questionable marketing signals. In collectivist contexts such as Vietnam, 

this social amplification may intensify emotional backlash and strengthen feelings of brand 

hate. In this way, Signaling Theory complements the SOR framework by explaining how 

perceived distortions in marketing signals trigger brand hate and how NWOM magnifies this 

effect through social reinforcement. 

2.3. Hypotheses development 

Greenwashing occurs when companies overstate or misrepresent their environmental 

initiatives, which can generate consumer skepticism and provoke negative emotional reactions 

(Delmas & Burbano, 2011). From the standpoint of attribution theory, consumers often perceive 

such behavior as deliberate deception, intensifying negative emotions such as brand hate 

(Santos et al., 2023). Greenwashing encompasses strategies intended to mislead consumers 

regarding a company’s environmental practices or the eco-friendly attributes of its products and 

services (Parguel et al., 2011). In practice, firms may present themselves as environmentally 

responsible even when their actual practices fall short of these claims (Santos et al., 2023). 
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Consumers are drawn to environmentally friendly brands not only due to ecological 

concerns but also because they anticipate personal benefits from using green products (Sajid et 

al., 2024). When a brand exaggerates the ecological value of its offerings, customers have valid 

reasons to question whether these “green products” deliver the promised benefits, particularly 

given their premium pricing (Parguel et al., 2011). Violations of consumers’ ethical or 

environmental expectations can trigger strong emotional responses (Singh & Wagner, 2024). 

Indeed, discovering that they have been misled may amplify feelings of disappointment into 

more intense negative emotions, including brand hate (Kucuk, 2021). This trajectory suggests 

that greenwashing, perceived as morally irresponsible, intensifies consumer resentment and 

dissatisfaction (Santos et al., 2023). Prior research has also demonstrated that greenwashing not 

only fosters brand hate (Singh & Wagner, 2024) but can also prompt other adverse consumer 

behaviors, such as brand avoidance (Sajid et al., 2024). Based on these considerations, the study 

proposes the following hypothesis: 

H1: Greenwashing is positively related to brand hate 

Perceived price unfairness arises when consumers believe that a product’s price is 

unjustified relative to its value or competitors’ offerings, eliciting emotions such as anger and 

resentment (Xia et al., 2004).  According to justice theory, perceived violations of fairness 

norms evoke strong negative emotions, which can escalate into brand hate (Santos et al., 2023). 

Any imbalance in this evaluation leads to perceived unfairness. Since value perception 

represents the exchange between buyer and seller, it plays a crucial role in customer satisfaction 

(McDougall & Levesque, 2000). Moreover, consumers tend to recognize unfair prices more 

easily than fair ones (Xia et al., 2004). Perceived price unfairness refers to consumers’ 

evaluation of the imbalance between a brand’s price and the quality it delivers (Ali et al., 2020). 

When customers perceive unfair pricing, such as overpaying for poor quality, they may 

feel financial, emotional, or temporal loss, which can trigger aversion, retaliation, and 

ultimately brand hate (Kucuk, 2018a). Financial loss, in particular, has been identified as a key 

driver of anger, negative word of mouth, brand switching, and retaliatory behaviors when 

brands fail to compensate fairly (McDougall & Levesque, 2000). In this regard, perceived unfair 

pricing undermines customer-brand relationships, turning dissatisfaction into brand hate 

(Kucuk, 2018a, 2018b). Attiq et al. (2022) found that perceived price unfairness has a 

significant impact on brand hate. Therefore, we propose the following hypothesis: 

H2: Perceived price unfairness has a positive effect on brand hate 

Amos et al. (2008) demonstrated that scandals involving celebrity endorsers can damage 

consumers’ trust and overall evaluations of the endorsed brand. Similarly, Hegner et al. (2017) 

found that when endorsers violate moral or social norms, such transgressions can elicit strong 

negative emotions such as anger and contempt, which may ultimately lead to brand hate. High 

NWOM increases consumer exposure to negative information about endorsers, intensifying 

brand hate as more consumers encounter and reinforce these perceptions (Santos et al., 2023). 

Therefore, we propose the following hypothesis: 

H3: Negative reputation of brand endorsers has a positive effect on brand hate 

Advertisement inauthenticity creates a disconfirmation of consumer expectations, 

which serves as a primary source of dissatisfaction and frustration (Oliver, 1980). Grappi et al. 

(2013) identify misleading communication as a key driver of extreme dislike toward brands 

while Darke and Ritchie (2007) demonstrate that deceptive advertising elicits anger and 

negative brand evaluations. Consistent with these findings, Hegner et al. (2017) emphasize that 

misleading marketing practices provoke brand hate by intensifying consumers’ feelings of 

disappointment and contempt. Knittel et al. (2016) identified four critical dimensions of 
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deceptive advertising failure, namely content, celebrity endorsement, music, and consumer 

response, and argued that shortcomings in these aspects elicit negative emotional reactions 

toward the brand. In line with this argument, Nguyen (2021) provided empirical evidence that 

deceptive advertising significantly intensifies consumers’ brand hate emotions. Therefore, we 

propose the following hypothesis: 

H4: Advertisement inauthenticity has a positive effect on brand hate 

Rumors are frequently used in propaganda and misinformation campaigns to shape 

public perception (DiFonzo & Bordia, 2007). In the context of negative marketing, such rumor-

based content can spread rapidly through Negative Word of Mouth (NWOM). According to 

rumor diffusion theory, individuals are more likely to believe and share information that is 

emotionally charged or selectively framed, which causes negative messages to circulate faster 

and more widely than positive ones (Kamins et al., 1997). From the perspective of signaling 

theory, rumors interfere with or distort the signals that a brand intends to convey, leading 

consumers to view the brand’s actions as untrustworthy or harmful. NWOM further amplifies 

these distorted signals by validating them socially and increasing their reach, thereby 

heightening emotional responses and accelerating the emergence of brand hate. Based on this 

reasoning, NWOM is expected to strengthen the link between negative marketing practices and 

brand hate. Accordingly, this study proposes the following hypotheses: 

H5a: NWOM moderates the relationship between greenwashing and brand hate, such 

that the relationship is stronger when NWOM is high 

H5b: NWOM moderates the relationship between perceived price unfairness and brand 

hate, such that the relationship is stronger when NWOM is high 

H5c: NWOM moderates the relationship between the negative reputation of brand 

endorsers and brand hate, such that the relationship is stronger when NWOM is high 

H5d: NWOM moderates the relationship between advertisement inauthenticity and 

brand hate, such that the relationship is stronger when NWOM is high 

The theoretical model in this study is illustrated in Figure 1.  

Figure 1 
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Proposed Model 

3. Methodology 

3.1. Research design 

This study adopts a quantitative research design using a cross-sectional survey method 

to empirically examine the impact of negative marketing practices on brand hate and the 

moderating role of Negative Word of Mouth (NWOM) in the organic food industry. The 

quantitative approach is suitable for testing theoretically grounded hypotheses and exploring 

causal relationships among latent variables in consumer behavior (Hair et al., 2017). Partial 

Least Squares Structural Equation Modeling (PLS-SEM) was employed as the primary data 

analysis technique due to its suitability for prediction-oriented studies, complex models with 

multiple constructs, and non-normal data distributions (Hair et al., 2017). PLS-SEM allows 

simultaneous estimation of the measurement and structural models, making it an appropriate 

approach for this study. 

3.2. Sampling and data collection 

The survey was conducted in six major cities of Vietnam, including Hanoi, Hai Phong, 

Da Nang, Nha Trang, Ho Chi Minh City, and Can Tho. These are major socio-economic centers 

with high population density, relatively high average income, and are considered areas with 

strong and growing demand for organic food products. The selection of these survey locations 

helps ensure broad sample coverage across different regions (North - Central - South), while 

also reflecting representative markets for the organic consumption trend in Vietnam. 

The survey sample was distributed using a purposive sampling method, a non-

probability technique in which participants are selected based on specific characteristics 

relevant to the study, such as adult consumers who are aware of organic products and serve as 

key decision-makers in purchasing organic food for their households. This approach ensures that 

the respondents are directly relevant to the research context. The study strictly adhered to ethical 

research standards. All participants were clearly informed about the research objectives, assured 

of anonymity and confidentiality, and participated voluntarily. Written informed consent was 

obtained from each respondent, and no personally identifiable information was collected. 

A pretest was first conducted to refine the measurement items and assess the reliability 

of the scales. After removing items with weak discriminative power, the remaining constructs 

H5d 

H5c 

H5b 

H5a 

H4(+) 

H3(+) 

H2(+) 

H1(+) 

Negative marketing practices 

Green-Washing 

(GW) 

Perceived Price 

Unfairness (PRICE) 

Negative Endorser 

Reputation 

(NREPU) 

 

Advertisement 

Inauthenticity (AI) 

 

Negative 

Word of Mouth 

(NWOM) 

 

Brand Hate 

(BH) 

Note:                      Direct effects                           Moderating effects.   The researcher’s data analysis 
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demonstrated satisfactory reliability. The main survey was subsequently carried out during the 

formal quantitative research phase to test the proposed model and hypotheses. Participants were 

informed about the study’s objectives and provided informed consent prior to participation. 

Trained interviewers facilitated the data collection process to ensure accuracy and consistency. 

According to Hair et al. (2017), a minimum sample size of 50 is required, with over 100 

preferred to ensure adequate statistical power. In line with this guideline, 400 questionnaires 

were distributed, and 350 valid responses were retained after excluding incomplete or invalid 

ones, resulting in a valid response rate of 79.5%. This sample size exceeds the minimum 

requirement proposed by Hair et al. (2017) for the PLS-SEM method, which recommends at 

least ten times the maximum number of structural paths directed toward any latent construct in 

the model. 

Data analysis was conducted using two statistical software packages. Statistical Package 

for the Social Sciences (SPSS) version 26 was first used to analyze demographic characteristics 

and assess Common Method Bias (CMB). Subsequently, Partial Least Squares Structural 

Equation Modeling (PLS-SEM) was performed using SmartPLS version 4.0 to evaluate the 

hypothesized relationships. PLS-SEM was selected for its suitability in analyzing complex 

models, moderating effects, and prediction-oriented research designs (Hair et al., 2017). 

3.3. Measurement instruments 

All constructs were measured using multi-item scales adapted from prior studies to 

ensure content validity. Specifically, Greenwashing was measured using the scale developed 

by Chang and Chen (2014), reflecting consumers’ perceptions of misleading or exaggerated 

environmental claims. Perceived price unfairness was based on the studies by Mannan et al. 

(2017) and adapt to the context of organic food research to capture consumer’s perceptions of 

unfair pricing practices. Negative endorser reputation utilized the scale from Liu et al. (2020), 

which reflects consumers’ negative perceptions of the credibility and trustworthiness of brand 

endorsers. Advertisement inauthenticity was measured following Wang et al. (2017), assessing 

the extent of misleading or exaggerated product information. Brand hate was measured using 

the scale by Hegner et al. (2017), capturing strong negative emotions such as anger, contempt, 

and disgust toward the brand. Negative Word of Mouth (NWOM) was assessed using the scale 

by Jabeen et al. (2022), reflecting the extent to which consumers are willing to share negative 

brand experiences. The questionnaire was developed in English and translated into Vietnamese 

using a back-translation procedure form Brislin (1980) to ensure conceptual and linguistic 

equivalence, and in pilot test with 30 participants was conducted to refine wording, verify 

reliability, and ensure clarity. Except for demographic variables, all other variables were 

assessed using a 5-point Likert scale, ranging from “strongly disagree” (1) to “strongly agree” 

(5). The reliability and validity of all scales were assessed using Cronbach’s Alpha, Composite 

Reliability (CR), and Average Variance Extracted (AVE). All constructs exceeded the 

minimum thresholds (α > 0.70, CR > 0.70, AVE > 0.50), confirming internal consistency and 

convergent validity. 

4. Result and discussion 

4.1. Respondents information 

Table 1 presents the demographic characteristics of the respondents (N = 350). In terms 

of gender, the distribution is relatively balanced, with 33.7% male respondents, 32.0% female 

respondents, and 34.3% identifying as other genders. Regarding age, 28.9% of participants were 
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under 21 years old, 32.3% were between 21 and 45 years old, and 38.9% were over 45 years 

old, indicating that the sample includes a diverse age range with a slightly higher representation 

of older respondents. 

In terms of occupation, students accounted for the largest proportion (28.9%), 

followed by business owners or self-employed individuals (11.4%) and teachers or lecturers 

(11.1%). Other notable groups included office staff (8.6%), engineers or technicians (7.4%), 

freelancers (7.4%), and housewives (6.9%). Smaller proportions were found among workers, 

farmers, fishermen, or craftsmen (5.7%), government officers or public servants (5.1%), 

retired individuals (4.3%), and healthcare professionals such as doctors, nurses, and 

pharmacists (3.1%). 

With respect to average monthly income, 36.3% of respondents reported earning 

between 15 and 30 million VND, followed by 28.0% earning below 7.5 million VND, 21.4% 

earning between 7.5 and 15 million VND, and 14.3% earning above 30 million VND. This 

distribution suggests that the majority of respondents belong to the middle-income group. 

 

Table 1 

Demographic Profile of the Respondents 

Category Frequency Percentage 

Gender Male 118 33.7% 

Female 112 32.0% 

Others 120 34.3% 

Age Under 21 years old 101 28.9% 

21 - 45 years old 113 32.3% 

Over 45 years old 136 38.9% 

Occupation Doctor/Nurse/Pharmacist/Healthcare 

worker 

11 3.1% 

Business owner/Self-employed 40 11.4% 

Government officer/Public servant 18 5.1% 

Worker/Farmer/Fisherman/Craftsman 20 5.7% 

Retired 15 4.3% 

Teacher/Lecturer 39 11.1% 

Engineer/Technician 26 7.4% 

Freelancer 26 7.4% 

Office staff 30 8.6% 

Housewife 24 6.9% 

Student 101 28.9% 

Below 7.5 million VND 98 28.0% 
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Category Frequency Percentage 

Average 

monthly 

income 

7.5 - 15 million VND 75 21.4% 

15 - 30 million VND 127 36.3% 

Above 30 million VND 50 14.3% 

Total 

 

350 100.0% 

Note. Authors’ calculations 

4.2. Measurement model assessment 

Indicator Reliability: The reliability of all observed variables was satisfactory, with 

outer loadings above the recommended 0.70 threshold, ranging from 0.720 to 0.868. This 

indicates that the survey items adequately represent the constructs they were designed to 

measure (Hair et al., 2017) (see Table 2). 

Internal Consistency Reliability: Internal consistency was evaluated using both 

Cronbach’s Alpha (α) and Composite Reliability (CR). All constructs exceeded the minimum 

benchmark of 0.70. Cronbach’s Alpha values ranged between 0.840 and 0.919, while CR values 

ranged from 0.893 to 0.935, confirming that the items within each construct are highly consistent 

(Hair et al., 2017). Among them, brand hate (α = 0.919; CR = 0.935) and greenwashing (α = 

0.871; CR = 0.907) showed particularly strong reliability. other constructs, including 

advertisement inauthenticity (α = 0.867; CR = 0.910), Negative Word of Mouth (NWOM) (α = 

0.902; CR = 0.927), negative reputation of brand endorsers (α = 0.850; CR = 0.899), and 

perceived price unfairness (α = 0.840; CR = 0.893), also demonstrated solid internal consistency 

(see Table 2). 

Convergent Validity: Average Variance Extracted (AVE) values were all above 0.50, 

ranging from 0.661 to 0.718, showing that the indicators effectively capture the underlying 

constructs (Hair et al., 2017). Specifically, AVE values for brand hate (0.674), greenwashing 

(0.661), advertisement inauthenticity (0.716), NWOM (0.718), negative reputation of brand 

endorsers (0.689), and perceived price unfairness (0.675) confirm that all constructs meet the 

criteria for convergent validity (see Table 2). 

Table 2 

Reliability and Convergent Validity 

Constructs Items 
Outer 

Loadings 
CA CR AVE 

Brand Hate 

(Hegner et 

al., 2017) 

BH1. I would never buy from this 

brand 
0.800 

0.919 0.935 0.674 

BH2. I do not tolerate the brand and 

its company 
0.813 

BH3. The world would be a better 

place without this brand 
0.820 

BH4. I totally angry about the brand 0.846 

BH5. This brand is awful 0.835 
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Constructs Items 
Outer 

Loadings 
CA CR AVE 

BH6. I hate this brand 0.817 

Green-

washing 

(Chang & 

Chen, 2014) 

GW1. The brand misleads with words 

in its environmental features 
0.802 

0.871 0.907 0.661 

GW2. The brand misleads with 

visuals or graphics in its 

environmental features 

0.826 

GW3. The brand makes a green claim 

that is vague or seemingly unprovable 
0.792 

GW4. The brand overstates or 

exaggerates how green its 

functionality actually is 

0.806 

GW5. The brand leaves out or masks 

important information, making the 

green claim sound better than it is 

0.838 

Advertisem

ent 

inauthentici

ty (Wang et 

al., 2017) 

AI1. I think celebrities, by false 

advertising, are less respectable and 

desirable 

0.868 

0.867 0.910 0.716 

AI2.Celebrity through inauthentic 

advertising to endorse will push me to 

reduce goodwill and impression 

toward  brands 

0.840 

AI3. The advertisements that 

celebrities endorsed were not always 

reliable 

0.829 

AI4. The advertisements that 

celebrities endorsed were not always 

an authentic source of information 

0.846 

Negative 

reputation 

of brand 

endorsers 

(Liu et al., 

2020) 

NREPU1. Celebrities who fall into 

negative reputations are not 

trustworthy 

0.812 

0.850 0.899 0.689 
NREPU2. Celebrities who fall into 

negative reputations are not 

respectable 

0.830 

NREPU3. My attitudes toward brands 

are related to celebrities’ reputations 
0.841 
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Constructs Items 
Outer 

Loadings 
CA CR AVE 

NREPU4. I will not choose brands 

that are endorsed by celebrities with 

negative reputations 

0.837 

Negative 

word of 

mouth 

(Jabeen et 

al., 2022) 

NWOM1. When I hear NWOM on 

social media from people who matter 

to me about brand X, I feel frustrated 

0.836 

0.902 0.927 0.718 

NWOM2. When I hear NWOM on 

social media from my friends about 

brand X, I feel angry 

0.826 

NWOM3. When I hear NWOM on 

social media from people who know 

me about brand X, I feel hate 

0.856 

NWOM4. After hearing NWOM on 

social media from the online 

community about brand X, people I 

know who advise me not to use 

products or services from that brand 

0.860 

NWOM5. After hearing NWOM on 

social media from the online 

community about brand X, my friend 

told me about his feelings of wanting 

to go against brand X 

0.859 

Perceived 

price 

unfairness 

(Mannan et 

al., 2017) 

PRICE1. The prices of organic food 

products are not fair 
0.806 

0.840 0.893 0.675 

PRICE2. The prices of organic food 

products are higher than they should 

be 

0.844 

PRICE3. The prices of organic food 

products are not reasonable compared 

to their quality 

0.790 

PRICE4. The discounts or 

promotional offers for organic food 

products are not attractive 

0.846 

Note. CA = Cronbach’s Alpha; CR = Composite Reliability; AVE = Average Variance Extracted.  The researcher’s 

data analysis 

Discriminant Validity: Discriminant validity was assessed using the Fornell and Larcker 

criterion (Hair et al., 2019). As presented in Table 3, the square roots of the Average Variance 
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Extracted (AVE) for each construct, shown on the diagonal, were higher than the correlations 

between constructs, indicating satisfactory discriminant validity. The diagonal values (bolded 

in Table 3) ranged from 0.813 to 0.848, exceeding all corresponding off-diagonal correlations. 

For instance, the square root of AVE for brand hate (0.821) was greater than its correlations 

with greenwashing (0.478), advertisement inauthenticity (0.466), and perceived price 

unfairness (0.453). Likewise, greenwashing (0.813) exhibited moderate correlations with other 

constructs but remained above all its inter-construct correlations, confirming that each construct 

is empirically distinct. These findings provide strong evidence that all latent constructs are 

discriminant from one another, thereby satisfying the Fornell-Larcker criterion for discriminant 

validity (Hair et al., 2017).  

Table 3 

Fornell-Larcker Criterion Results 

Constructs (1) (2) (3) (4) (5) (6) 

Brand Hate (1) 0.821      

Greenwashing (2) 0.478 0.813     

Advertisement inauthenticity 

(3) 
0.466 0.317 0.846    

Negative word of mouth (4) 0.415 0.286 0.250 0.848   

Negative reputation of brand 

endorsers (5) 
0.440 0.300 0.238 0.263 0.830  

Perceived price unfairness (6) 0.453 0.263 0.280 0.339 0.298 0.822 

Note. AVE is shown as the bold values in the diagonal cells. Data analysis result of the research 

4.3. Structural model testing 

After confirming the reliability and validity of the measurement model, the next step 

involved evaluating the structural model to test the hypothesized relationships among the 

constructs. The inner Variance Inflation Factor (VIF) analysis showed that all latent variables 

in the structural model had VIF values between 1.195 and 2.245, which are below the 

commonly accepted threshold of 3.3. This indicates that multicollinearity among the constructs 

is not a concern, supporting the reliability of the model estimates and allowing the structural 

relationships to be interpreted with confidence. 

The assessment of the structural model focused on several key aspects: the significance 

and magnitude of the path coefficients, the explained variance of the endogenous variable (R²), 

predictive relevance (Q²), and the moderating effects included in the model. Path significance 

was evaluated using a bootstrapping procedure with 5,000 subsamples, applying standard criteria 

of t-statistics greater than 1.96 and p-values below 0.05 for statistical significance. The results 

of the hypothesis testing are summarized in Table 4. 

Table 4 

Hypotheses Testing Results 

Hypotheses 
Effect 

Coefficients 
Sig. Results 

H1: Greenwashing → Brand Hate 0.254 0.000 Accepted 
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H2: Perceived price unfairness  → Brand Hate 0.231 0.000 Accepted 

H3: Negative reputation of brand endorsers  → 

Brand Hate 
0.184 0.000 Accepted 

H4: Advertisement inauthenticity  → Brand Hate 0.263 0.000 Accepted 

H5a: NeWOM * Greenwashing → Brand Hate 0.133 0.003 Accepted 

H5b: NeWOM * Perceived price unfairness  →  

Brand Hate 
0.104 0.022 Accepted 

H5c: NeWOM * Negative reputation of brand 

endorsers → Brand Hate 
0.090 0.026 Accepted 

H5d: NeWOM * Advertisement inauthenticity  → 

Brand Hate 
0.127 0.003 Accepted 

Note. Authors’ calculations  

The results show that greenwashing has a significant positive effect on Brand Hate (β = 

0.254, t = 6.118, p < 0.001), supporting H1. Similarly, perceived price unfairness also exerts a 

positive and significant influence on Brand Hate (β = 0.231, t = 5.553, p < 0.001), confirming 

H2. The negative reputation of brand endorsers was found to significantly increase Brand Hate 

(β = 0.184, t = 4.607, p < 0.001), thus supporting H3. Among the factors examined, 

advertisement inauthenticity showed the strongest positive effect on Brand Hate (β = 0.263, t = 

6.380, p < 0.001), supporting H4. 

Regarding the moderating role of Negative Word of Mouth (NWOM), the analysis 

revealed that NWOM significantly strengthens the relationship between greenwashing and 

Brand Hate (β = 0.133, t = 2.951, p = 0.003), supporting H5a. This indicates that when consumers 

share negative discussions online, the harmful effects of greenwashing on brand hate are 

amplified, as widespread criticism draws more attention to deceptive environmental claims. 

The interaction between NWOM and perceived price unfairness was also significant (β 

= 0.104, t = 2.296, p = 0.022), supporting H5b. This suggests that when unfair pricing practices 

are widely discussed, consumers’ perceptions of injustice increase, leading to stronger feelings 

of brand hate. Similarly, NWOM significantly moderates the relationship between negative 

endorser reputation and Brand Hate (β = 0.090, t = 2.221, p = 0.026), supporting H5c. Collective 

conversations about discredited endorsers appear to intensify negative emotions directed at the 

associated brand. 

Finally, the moderating effect of NWOM on the link between advertisement 

inauthenticity and Brand Hate was significant (β = 0.127, t = 2.987, p = 0.003), supporting H5d. 

This result demonstrates that negative online discussions and peer-to-peer communication 

magnify the impact of misleading advertising on the formation of brand hate. 

The structural model accounts for a moderate portion of the variance in the endogenous 

latent variable, with an R² value of 0.468. This means that about 46.8% of the variation in the 

construct can be explained by the predictor variables. The Q² value of 0.303 further indicates 

that the model has a reasonable level of predictive relevance for the endogenous construct. Taken 

together, these findings suggest that the model provides an acceptable level of explanatory power 

while also demonstrating satisfactory predictive capability. 

5. Discussion  

The findings provide compelling evidence that unethical brand practices significantly 
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shape consumers’ negative emotional responses, particularly brand hate, within the organic food 

sector in Vietnam. As the results indicate, all hypothesized paths were supported, demonstrating 

that greenwashing, perceived price unfairness, negative endorser reputation, and Advertisement 

inauthenticity exert direct and significant effects on brand hate. Moreover, NWOM was found 

to amplify all these relationships, emphasizing the powerful influence of online consumer 

discourse in shaping brand perception in Vietnam’s digital marketplace. 

First, the positive effect of greenwashing on brand hate (β = 0.254, p < 0.001) highlights 

an important paradox in the Vietnamese organic food market. Many local and international 

brands position themselves as eco-friendly or organic, yet often fail to provide transparent 

evidence of sustainable sourcing or certification. This finding implies that when consumers 

perceive a brand as engaging in deceptive or exaggerated environmental efforts, their moral 

opposition intensifies, leading to feelings of brand hate (De Jong et al., 2020). The result 

reinforces prior research showing that consumers who feel misled by greenwashing (GW) are 

likely to express their dissatisfaction through negative word of mouth and brand avoidance 

behaviors (Ha et al., 2022; Sajid et al., 2024; Singh & Wagner, 2024). Vietnamese consumers, 

especially younger and urban segments, are increasingly skeptical toward exaggerated or 

unverified green claims. This result suggests that when consumers detect inconsistency between 

a brand’s environmental messages and its actual practices, moral disapproval quickly translates 

into brand hate. In the context of organic food, a category associated with health, purity, and 

ethics, such deception violates consumers’ moral expectations and damages brand legitimacy. 

Second, the significant relationship between perceived price unfairness and brand hate 

(β = 0.231, p < 0.001) reflects a growing concern in Vietnam about the high price premiums 

charged for organic products. Although higher prices are often justified by costlier production 

or certification standards, consumers may perceive them as exploitative, particularly when 

product quality or authenticity is uncertain. This emotional response is especially relevant in a 

developing market where consumers are highly price-sensitive. The perception of unfair profits 

contradicts the moral and sustainable image of organic brands, evoking resentment and anger 

rather than trust and loyalty. This suggests that consumers who perceive a brand’s pricing as 

unjust or exploitative tend to respond with strong negative emotions such as anger and hate. This 

finding corroborates previous studies showing that unfair pricing leads to emotional retaliation 

and negative brand attitudes (Attiq et al., 2022; Kucuk, 2018a, 2018b; Xia et al., 2004). 

Third, the influence of endorser reputation (β = 0.184, p < 0.001) highlights that 

celebrity and influencer marketing in Vietnam’s organic food sector carries notable reputational 

risks. In the Vietnamese market, many organic brands actively engage Key Opinion Leaders 

(KOLs) and social media influencers to enhance perceived credibility and attract younger, 

socially connected consumers. However, if these endorsers become involved in unethical 

behavior or public scandals, their negative reputation can quickly transfer to the brand, 

damaging consumer trust and brand equity. This aligns with prior research demonstrating a 

significant association between perceived price unfairness and brand hate (Hegner et al., 2017; 

Santos et al., 2023; Sajid et al., 2024). 

Importantly, in the Vietnamese context, a collectivist society that emphasizes social 

harmony, moral image, and community perception, consumers are particularly sensitive to the 

social behavior and ethical stance of endorsers. Negative actions or controversies associated with 

endorsers are more likely to be transferred to the brand, intensifying emotional rejection and 

weakening consumer loyalty. This underscores that influencer-brand fit is not merely about 

image alignment or popularity but also involves ethical congruence and perceived moral 

integrity. Overall, these findings extend existing research on celebrity-brand fit by emphasizing 

the heightened reputational risks in collectivist and morally conscious markets like Vietnam, 
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where consumer attitudes toward brands are strongly influenced by the social credibility and 

ethical behavior of endorsers. 

Fourth, advertisement inauthenticity emerged as the strongest predictor of brand hate (β 

= 0.263, p < 0.001). This underscores Vietnamese consumers’ sensitivity to deceptive marketing 

tactics, particularly in categories linked to health and safety. The organic food market in Vietnam 

has experienced several controversies related to false organic labeling and unverifiable health 

benefits. Such misleading claims not only erode consumer confidence but also provoke moral 

outrage, as consumers feel deceived in matters that directly affect their wellbeing. This aligns 

with previous studies emphasizing that violations of consumer trust in health-related categories 

can lead to intense emotional backlash. This finding underscores perceived authenticity as a 

crucial factor in fostering consumer trust and brand loyalty. Conversely, when advertising is 

perceived as inauthentic, it can evoke feelings of skepticism, resentment, and betrayal toward 

the brand, significantly contributing to brand hate (Noor et al., 2021). This aligns with previous 

findings indicating that annoying or inappropriate advertisements can trigger strong emotional 

reactions, including anger and frustration (Darke & Ritchie, 2007; Grappi et al., 2013; Hegner 

et al., 2017; Knittel et al., 2016; Nguyen, 2021), which play a critical role in cultivating brand 

hate among consumers. 

Fifth, the moderating effects of NWOM highlight the amplifying role of social media in 

spreading distrust and animosity toward unethical brands. From a Signaling Theory perspective, 

NWOM functions as a secondary social signal that reinforces consumers’ interpretations of 

distorted or deceptive brand cues. When unethical practices such as greenwashing, perceived 

price unfairness, negative endorsement, or advertisement inauthenticity undermine the 

credibility of brand signals, NWOM provides peer validation that strengthens perceptions of 

brand untrustworthiness. Within the SOR framework, these peer-amplified signals act as 

intensified stimuli that heighten negative internal states (Organism), thereby accelerating 

emotional reactions such as anger and resentment, which manifest as brand hate (Response). In 

Vietnam, online communities and review platforms such as Facebook, TikTok, and Shopee 

reviews serve as critical arenas where consumers actively share experiences and expose 

unethical behaviors. The findings show that NWOM magnifies the adverse effects of all forms 

of unethical marketing on brand hate, demonstrating the collective power of online consumer 

discourse in shaping public perception. In a digitally active and collectivist society, peer 

communication often carries more credibility than corporate messaging, making NWOM a 

potent mechanism through which distrust and animosity toward unethical brands are socially 

constructed and amplified. 

Finally, this study shows that distorted brand signals, such as greenwashing, unfair 

pricing, and inauthentic advertising, provoke stronger brand hate in Vietnam’s organic food 

sector than in other industries like fast food (Hashim & Kasana, 2019) or fashion (Islam et al., 

2019). In credence-based categories, where product quality cannot be visually verified, 

consumers depend heavily on extrinsic signals such as pricing, endorser reputation, and 

advertising to form brand judgments. In collectivist societies like Vietnam, where communal 

trust and social harmony are highly valued, negative associations with endorsers more easily 

transfer to the brand, intensifying emotional rejection (Islam et al., 2019). Likewise, NWOM 

acts as a significant amplifier in this environment, as peer evaluations often carry more weight 

than brand messaging (Nguyen & Nguyen, 2021). These findings underscore the critical need 

for trust-based branding strategies in sensitive consumption sectors and emerging markets. 

6. Conclusion and managerial recommendations  

This study provides strong evidence that unethical brand practices, including 
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greenwashing, perceived price unfairness, negative endorser reputation, and advertisement 

inauthenticity, have a significant impact on consumers’ negative emotional responses, 

particularly brand hate, within the Vietnamese organic food market. The findings also show that 

negative word of mouth intensifies these effects, emphasizing the important role of online 

consumer discussions in shaping perceptions and attitudes toward brands. Overall, the results 

highlight the combined influence of unethical brand behaviors and peer-to-peer communication 

in fostering consumer distrust, moral disapproval, and emotional detachment from brands. 

From a managerial perspective, these findings offer several practical implications. Firms 

should prioritize transparent and authentic communication, ensuring that environmental and 

ethical claims are verifiable and supported by credible certifications or third-party endorsements. 

Implementing ethical pricing strategies is critical to avoid perceptions of exploitation and 

maintain consumer trust. Careful selection and ongoing monitoring of endorsers and influencers 

whose values align with the brand’s ethical stance can mitigate reputational risks. Marketing 

communications should be truthful, clear, and verifiable, while educational initiatives can further 

strengthen consumer confidence in brand promises. 

Proactive management of digital reputation is also essential to address the amplifying 

effect of negative word of mouth. First, companies should implement real-time monitoring of 

social media to detect emerging negative discussions. Using digital listening tools, brands can 

track complaints, unfavorable reviews, and viral posts, allowing timely interventions before 

issues escalate. Second, rapid and empathetic response strategies are crucial. Addressing 

consumer concerns transparently and promptly demonstrates accountability, reduces perceived 

negligence, and can transform negative experiences into trust-building opportunities. Responses 

should acknowledge the problem, provide clear explanations or solutions, and convey the 

brand’s commitment to ethical practices. Third, fostering positive consumer engagement and 

advocacy is key. Highlighting authentic experiences of satisfied customers, encouraging 

reviews, or developing interactive content can generate positive word of mouth that counteracts 

negative narratives. Peer-to-peer endorsements from trusted users often carry more credibility 

than corporate messages, helping to mitigate the impact of NWOM. 

Additionally, ensuring ethical consistency across all brand touchpoints is vital. 

Inauthentic advertising, unfair pricing, or association with discredited endorsers can trigger 

NWOM. Maintaining honesty, transparency, and alignment between brand promises and actual 

practices reduces the likelihood of negative online discourse. Finally, educational content and 

information campaigns can help prevent misinformation. By providing accurate, accessible 

information about products, production processes, and sustainability efforts, brands empower 

consumers to make informed choices, limiting the spread of negative perceptions. Collectively, 

these strategies underscore the importance of active monitoring, transparent communication, 

consumer engagement, and ethical consistency in managing NWOM, protecting brand 

reputation, and sustaining consumer trust. 
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