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Brand avoidance

e The deliberate decision to reject a brand (Lee, Motion and
Conroy 2009)

e Undelivered, unappealing, detrimental and inadequate
promises
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Anti-consumption

e Reject, restrict, and reclaim (Lee, Cherrier, Roux and Cova
2011)
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Reasons against
consumption

(Chatzidakis and Lee 2013)
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