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Abstract. Service failures by mobile network operators can generate intensely 

negative customer experiences that result in brand hatred. This hatred often man-

ifests through negative word-of-mouth (both face-to-face and electronic), se-

verely affecting the company's reputation. Conversely, customer forgiveness 

emerges as a mitigating factor, potentially reducing harmful discourse and fos-

tering repurchase intentions. This study examined these dynamics among 400 

Generation Z (18–30 years) and Millennial (31–43 years) respondents who had 

experienced a service failure with their mobile network provider in the past year. 

Using the PLS-SEM technique, findings reveal that brand hatred significantly 

increases both forms of negative word-of-mouth, while customer forgiveness re-

duces them and positively influences repurchase intention. Although generational 

differences did not moderate the impact of hatred and forgiveness on word-of-

mouth behavior, a moderating effect was found in the relationship between for-

giveness and repurchase intention, with Generation Z showing a stronger effect. 

Keywords: negative experience; brand hatred; customer forgiveness; negative 

word-of-mouth; negative electronic word-of-mouth; repurchase intention; mo-

bile network services; generational differences. 

1 Introduction 

Brand hatred is an emotionally intense, negative response toward a brand, and in some 

cases, by extension, toward the company itself. This emotional reaction can signifi-

cantly impact the brand's reputation and its success in the market [1,2]. Brands are often 

perceived as having human-like characteristics and form bidirectional relationships 

with customers; therefore, negative experiences with their products or services can lead 

to distrust and damage this relationship [3,4,5,6]. Such experiences trigger emotions 

like frustration, disappointment, and dissatisfaction, which, if not addressed appropri-

ately, may intensify over time and lead to negative word-of-mouth (nWOM) [7]. 

Within brand hatred research, mobile network operators consistently appear among 

the most affected industries, underscoring the relevance of this phenomenon in the tel-

ecommunications sector [8]. Although these companies face considerable customer 

churn annually—with rates ranging from 20% to 40%—many customers still remain 
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with their current providers, which is particularly true among those with a strong con-

nection to the brand [9,10]. 

This tendency to reduce the impact of negative evaluations is referred to as customer 

forgiveness [11]. It denotes a customer's willingness or ability to overcome a negative 

or unsatisfactory experience and remain loyal to the brand or continue using its services 

[12,13]. Brands can foster forgiveness through strategic actions such as compensation, 

apologies, and explanations, which may, in turn, promote future transactions—com-

monly referred to as repurchase intention [14]. The interplay between customer for-

giveness and brand hatred, and their influence on negative WOM, constitutes the core 

of this research problem [15]. 

The objective of this research is also to explore how the interaction between brand 

hatred and customer forgiveness influences nWOM and repurchase intention, consid-

ering generational differences between Generation Z and Millennials as individuals 

from different generational cohorts exhibit distinct emotional responses and behaviors 

[16,17]. Finally, this study is especially relevant for its distinction between electronic 

and face-to-face nWOM—an area still underexplored in the literature [9,18,19].  

1.1 Literature review 

Brand Hatred (BH). Brand hatred is an emotionally intense and negative psychologi-

cal response that consumers develop toward a specific brand. It is a major concern for 

companies as it can shape consumer perceptions and behaviors and severely impact 

brand reputation and market performance [3,5,20]. This phenomenon influences con-

sumer responses and is linked to negative behaviors such as complaints and protests 

[4,20]. Research suggests that brand hatred may be even more powerful than brand 

love, as negative events tend to leave a more impression on consumer memory [3,6].  

One common behavioral outcome of brand hatred is negative word-of-mouth (nWOM). 

The increasing expression of negative emotions by consumers toward brands has led 

researchers to examine this relationship, finding that brand hatred is positively associ-

ated with negative word-of-mouth [6].  

H1: Brand hatred has a positive influence on nWOM. 

Consumers tend to share negative experiences more readily than positive ones. When 

they feel emotions such as anger or discontent toward a brand, they are likely to express 

this dissatisfaction through online negative comments [5,9,15,21]. 

H2: Brand hatred has a positive influence on neWOM. 

Customer Forgiveness (CF). Customer forgiveness is described by [11] as a shift in 

motivation in which consumers become less inclined to retaliate against a brand and 

more willing to restore the relationship. It involves an internal decision to let go of 

resentment and the desire for revenge toward a company that has caused harm, often 

following a negative service experience [12,22]. 

In the mobile network sector, managing forgiveness is vital for customer retention and 

brand protection. Studies emphasize the effectiveness of forgiveness in maintaining 

strong relationships in this highly competitive industry [7,10,23]. 
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The relationship between customer forgiveness and nWOM is inverse: forgiveness mit-

igates harmful behaviors such as spreading unfavorable comments [11,23].  

H3: Customer forgiveness has a negative influence on nWOM. 

Customer forgiveness also inversely affects neWOM, reducing anti-brand behaviors 

such as online complaints, claims, or negative reviews [18,24]. Negative emotions nar-

row consumer focus and intensify criticism, whereas positive emotions—such as those 

promoted by forgiveness—broaden attention and response options [5].  

H4: Customer forgiveness has a negative influence on neWOM. 

There is a positive link between forgiveness and repurchase intention. Customers who 

forgive a brand after a negative experience are more likely to consider future transac-

tions [14]. Forgiveness strengthens brand loyalty and improves overall brand percep-

tion, restoring trust after failure [11]. 

H5: Customer forgiveness has a positive influence on repurchase intention. 

Negative Word-of-Mouth (nWOM). Negative word-of-mouth (WOM) refers to in-

formal, face to face communication that conveys unfavorable opinions about goods or 

services [21,25]. Negative WOM refers to the extent to which an individual criticizes a 

brand in speech or writing. These negative communications may target a product, ser-

vice, or organization. This form of expression is typically fueled by dissatisfaction and 

a desire for retribution. It seeks to influence the perceptions and decisions of other con-

sumers and can severely damage brand reputation [8,23]. Studies have shown that 

nWOM significantly affects consumer attitudes and purchase intentions.  

Negative Electronic Word-of-Mouth (neWOM). Before the rise of digital channels, 

nWOM was confined to small groups through interpersonal communication, sometimes 

referred to as personal WOM. However, with the proliferation of online platforms such 

as blogs, websites, and social media, consumers now widely share negative experi-

ences, giving rise to neWOM.  

NeWOM has distinct characteristics compared to interpersonal nWOM such as 

greater scalability, speed, persistence, accessibility, measurability, and quantifiability. 

Moreover, consumers often place more trust in negative online reviews, particularly for 

experiential goods and services [11]. 

Repurchase Intention (RI). Repurchase intention refers to a consumer's willingness 

or readiness to purchase a company’s products or services again in the future [26]. This 

intention not only indicates the likelihood of repeat purchases but also reflects a degree 

of loyalty, potentially contributing to sustained competitive advantage and positive 

brand feedback [14]. In the telecommunications industry, repurchase behavior is often 

driven by intentionally crafted customer experiences.  

Generational Differences (GN). The moderating effect of age refers to how age can 

influence the strength or direction of relationships between variables in a study [20,27].  

As a moderator variable, age provides an important context to understanding how gen-

erational differences shape perceptions, interactions, and behavioral responses to stim-

uli [16,17].  
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Age may function as a moderator in the context of service failure and recovery, in-

fluencing the emotional intensity of consumer reactions [27].  

H6: Generation moderates the relation between brand hatred and neWOM. 

H7: Generation moderates the relation between brand hatred and nWOM. 

Age also moderates the impact of forgiveness on nWOM. This suggests that market-

ers must consider generational differences when developing communication and recov-

ery strategies [20]. Younger consumers are more reactive to negative outcomes, 

whereas older consumers focus more on process-based errors and exhibit greater for-

giveness, which strengthens with age. Older adults tend to forgive more often, priori-

tizing emotional well-being in conflict resolution. 

H8: Generation moderates the relation between customer forgiveness and neWOM. 

H9: Generation moderates the relation between customer forgiveness and nWOM. 

Age may also influence repurchase intention, as attitudes, values, and expectations vary 

between generations. Younger consumers may value innovation and novelty, whereas 

older customers may prioritize quality and reliability.  

H10: Generation moderates the relation between customer forgiveness and repur-

chase intention. 

 

Fig. 1. Research Model. 

2 Methodology 

The survey was administered between August and September 2024, a total of 400 par-

ticipants were required to have experienced at least one negative incident with their 

primary mobile network operator in the past year, which prompted them to file a com-

plaint or formal communication to the company. The demographic breakdown of the 

respondents revealed an equal distribution between men and women and respondents 

of Generation Z (18–30 years) represented twice as many respondents as Millennials 
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(31–43 years). Data was collected via an online survey distributed through Facebook 

groups related to telecommunications complaints. According to OSIPTEL, the Super-

visory Agency for Private Investment in Telecommunications, near 80% of the national 

market is concentrated among a few key operators, which was reflected in the sample's 

distribution. Most participants were located in middle and upper socioeconomic areas. 

Half of the participants stated that their problem had been resolved while the other 

half indicated that it had been either partially or not resolved at all. Despite these neg-

ative experiences, 75% of the respondents chose to remain with their operator and only 

25% opted to switch provider. A statistically significant relationship was observed be-

tween problem resolution and customer retention: those whose problems were unre-

solved were significantly more likely to change providers.  

3 Results 

To evaluate the hypotheses, the data were analyzed in two stages using Partial Least 

Squares Structural Equation Modeling (PLS-SEM) with SmartPLS v4 software [6]. 
All outer loading values exceeded 0.70, validating indicator reliability Cronbach’s 

alpha, rho_A, and rho_C were calculated, and all three values exceeded the recom-

mended threshold of 0.70, thereby confirming adequate internal consistency. Conver-

gent validity was also confirmed since Average Variance Extracted (AVE) values ex-

ceeded 0.50 [28,29] (See Table 1).  

Table 1. Reliability and validity results of the model. 

  Convergent Validity Internal Consistency Reliability 

Variable Indicators 

or items External 

loadings 

Reliability 

of the 

indicator 

Average  

Variance  

Extracted  

Alpha of 

Cronbach 

Rho_A Reliability 

Composed 

Rho_C 

 OM1 0.913 0.833 0.856 0.966 0.973 0.967 

OM2 0.930 0.864 

OM3 0.908 0.824 Brand Hatred 
OM4 0.942 0.887 

OM5 0.925 0.855 

OM6 0.934 0.872 

 BBN1 0.933 0.870 0.916 0.977 0.982 0.978 

Negative BBN2 0.959 0.919 

word of mouth BBN3 0.968 0.937 

BBN4 0.968 0.937 

BBN5 0.957 0.915 

Negative  BBNE1 0.957 0.915 0.935 0.965 0.977 0.970 

Electronic BBNE2 0.970 0.940 

word-of-mouth BBNE3 0.974 0.940 

 IR1 0.971 0.942 0.943 0.970 0.980 0.970 

Repurchase IR2 0.970 0.940 

Intention IR3  0.972 0.944 

 PC1 0.917 0.840 0.828 0.948 0.960 0.957 

Customer PC2 0.937 0.877 

Forgiveness PC3 0.924 0.853 



0.944 

0.825 

0.891 

0.680 
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PC4 

PC5 

Discriminant validity was assessed using the Heterotrait-Monotrait ratio (HTMT) 

criterion [29]. The results confirmed discriminant validity, as all HTMT values were 

below 0.85 [28,29]. 
 

Table 2. Discriminant Validity: HTMT Criterion. 

nWOM neWOM RI CF BH GN 

neWOM 0.574 
     

RI 0.546 0.378 
    

CF 0.480 0.459 0.733 
   

BH 0.647 0.553 0.582 0.537 
  

GN 0.018 0.023 0.124 0.121 0.108 
 

To evaluate the structural model, the Variance Inflation Factor (VIF) values were 

calculated to assess collinearities for all combinations of endogenous (dependent) and 

exogenous (independent) variables. The following VIF values were obtained: Brand 

Hatred & nWOM/neWOM: 2.295; Customer Forgiveness & nWOM/neWOM: 2.317; 

Customer Forgiveness & Repurchase Intention: 1.521. All VIF values are below 3.0, 

so collinearity is not a concern in this model [6]. 

Next, bootstrapping with 5,000 samples was conducted to determine the significance 

of the relationships between variables. The analysis confirmed that hypotheses H1 to 

H5 were supported at a p-value < 0.05. Path coefficients were evaluated for both sign 

and magnitude [29]. The coefficients for H1 (BH → nWOM), H2 (BH → neWOM), 

and H5 (CF → RI) were positive and statistically significant, indicating strong relation-

ships. In contrast, the path coefficients for H3 (CF → nWOM) and H4 (CF → neWOM) 

showed inverse and weaker relationships. 

Regarding hypotheses H6 to H9, which assess the moderating effect of Generation, 

all were rejected except H10, which was accepted. The path coefficient for H10 indi-

cates a significant negative moderating effect. The negative sign implies that the influ-

ence of customer forgiveness on repurchase intention is stronger among Generation Z 

(See Table 3). 

Table 3. Structural model path coefficients, effect size (f2) and hypothesis testing. 

  
Path  

coeffi-

cient 

t-value P<0.05 f2 P<0.05 Hypothesis 

H1 BH → nWOM 0.602 9.864 0.000 0.284 0.000 ACCEPTED 

H2 BH → neWOM 0.458 5.746 0.000 0.138 0.014 ACCEPTED 

H3 CF → nWOM -0.212 3.320 0.001 0.035 0.099 ACCEPTED 
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H4 CF → neWOM -0.274 3.622 0.000 0.049 0.073 ACCEPTED 

H5 CF → RI 0.825 21.289 0.000 0.985 0.000 ACCEPTED 

H6 BH->GN->nWOM -0.197 1.824 0.068 0.012 0.398 REJECTED 

H7 BH->GN->neWOM -0.125 1.032 0.302 0.004 0.680 REJECTED 

H8 CF ->GN-> nWOM 0.066 0.646 0.519 0.001 0.826 REJECTED 

H9 CF ->GN-> neWOM 0.152 1.345 0.179 0.006 0.548 REJECTED 

H10 CF->GN-> RI -0.364 4.865 0.000 0.062 0.023 ACCEPTED 

  Effect size (f²) values greater than 0.35, 0.15, and 0.02 are considered strong, moder-

ate, and weak, respectively. When comparing the effects of brand hatred (BH) and cus-

tomer forgiveness (CF) on negative word-of-mouth (nWOM), the results show that 

brand hatred has a moderate to strong and statistically significant effect (f² = 0.284; p 

= 0.000), whereas the effect of customer forgiveness is weak and not statistically sig-

nificant (f² = 0.035; p = 0.099). Similarly, for negative electronic word-of-mouth 

(neWOM), brand hatred again demonstrates a moderate and significant effect (f² = 

0.138; p = 0.014), while customer forgiveness shows a weak and non-significant effect 

(f² = 0.049; p = 0.073). It is concluded that the relative effect of customer forgiveness 

on both nWOM and neWOM is negligible compared to the effect of brand hatred. 

According to [30], the coefficient of determination (R²) value for neWOM (0.337) re-

flects weak to moderate explanatory power; for nWOM (0.443) represents a moderate 

explanatory power, and for RI (0.533) also indicates a moderate explanatory power. 

4 Conclusion and Discussion 

Brand hatred positively influences negative word-of-mouth (nWOM) and negative 

electronic word-of-mouth (neWOM). This aligns with findings from [2,6,21], indicat-

ing that customers expressing hatred towards their operator can trigger negative com-

municative behaviors, influencing public perception and purchasing decisions as po-

tential customers often consult online reviews. 

Conversely, customer forgiveness negatively influences both nWOM and neWOM, 

confirming findings from [24]. Forgiveness acts as a buffer against adverse emotional 

reactions, reducing the likelihood of negative online reviews and curtailing the sharing 

of negative experiences in social interactions. This is crucial as negative online reviews 

can influence individuals who haven't directly experienced a service failure [23]. Fur-

thermore, a positive relationship between customer forgiveness and repurchase inten-

tion was validated [11], suggesting that forgiving customers are more likely to continue 

using a service despite past failures, with empathy and fairness during service recovery 

contributing to renewed brand trust and loyalty. 

Regarding the moderating role of Generation, the study found no significant moder-

ating effect in the relationships between brand hatred and nWOM (both face-to-face 

and electronic), implying that the influence of brand hatred on discontent expression is 
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consistent across Generation Z and Millennials. Similarly, no moderating effect of Gen-

eration was found on the relationships between customer forgiveness and both types of 

nWOM. However, a significant moderating effect of Generation on the relationship 

between customer forgiveness and repurchase intention was confirmed. The positive 

influence of forgiveness on repurchase intention is stronger among Generation Z than 

among Millennials, indicating that younger customers, once they forgive a brand, may 

be more inclined to renew their engagement and trust in the provider. 

4.1          Managerial Implications 

Proactive service failure management is crucial to prevent brand hatred, which strongly 

drives negative word-of-mouth. Swift, transparent, and empathetic responses are essen-

tial for mitigating hatred, fostering forgiveness, and increasing repurchase probability. 

While generational differences (Millennials vs. Gen Z) don't significantly moderate the 

impact on word-of-mouth, forgiveness more strongly influences repurchase intent in 

Gen Z, suggesting broad effectiveness of uniform recovery approaches. 

4.1 Limitations and Future Research 

This study has limitations, including a restricted geographic scope, the exclusion of 

older generations beyond Millennials and Generation Z, and a focus solely on brand 

hatred, forgiveness, and nWOM without considering broader contextual factors like 

competitive actions or market trends. Future research should expand geographically to 

diverse areas, include older generational cohorts and varied socio-economic statuses, 

integrate additional relevant constructs like satisfaction with service recovery or brand 

trust as mediators/moderators, and apply this framework to other service sectors (e.g., 

banking, airlines) to assess generalizability. 
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