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Abstract 

This study explores the direct effects of brand trust and environmental consciousness on the 

intention to repurchase a brand; tests the indirect impacts of brand affect and resistance to negative 

information in the effect of brand trust on intention to repurchase. The data collected from 110 current 

users of a particular brand of an automotive company that has recently faced an environmental crisis. 

SEM and process analysis are used to test the hypotheses. Brand trust positively affects repurchase 

intention, whereas environmental consciousness does not. Brand affect and resistance to negative 

information are mediators. For an environmental crisis experienced brand; this study clarifies the 

significance of brand related concepts (e.g., brand trust, brand affect) and resistance to negative 

information instead of environmental consciousness in an emerging market, Turkey. 

Keywords : Environmental Crisis, Environmental Consciousness, Brand Trust, 

Brand Affect, Resistance to Negative Information, Repurchase 

Intention. 
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Öz 

Marka güveninin ve çevre bilincinin bir markayı tekrar satın alma niyeti üzerindeki doğrudan 

etkilerini araştırmak, marka güveninin yeniden satın alma niyeti üzerindeki etkisinde marka duygusu 

ve olumsuz bilgiye karşı direncin dolaylı etkilerini test etmek amaçlanmaktadır. Veriler çevresel krizle 

karşı karşıya kalan bir otomotiv firmasının belirli bir markasını kullanan 110 katılımcıdan toplanmıştır. 

Hipotezler SEM ve process analizi ile test edilmiştir. Marka güveni, tekrar satın alma niyetini olumlu 

yönde etkilerken, çevre bilinci etkilememiştir. Marka duygusu ve olumsuz bilgilere karşı direncin aracı 

etkisi bulunmaktadır. Çevresel kriz yaşamış bir marka için; bu çalışma, gelişmekte olan bir ülke olan 

Türkiye’de çevre bilinci yerine marka ile ilgili kavramların (örn. marka güveni, marka duygusu) ve 

olumsuz bilgilere karşı direncin önemli olduğunu ortaya koymaktadır. 

Anahtar Sözcükler : Çevresel Kriz, Çevre Bilinci, Marka Güveni, Marka Duygusu, 

Olumsuz Bilgiye Karşı Direnç, Tekrar Satın Alma Niyeti. 
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1. Introduction 

Environmental problems occur since people have consumed the environment for 

centuries for different purposes, methods, and dimensions (Krause, 1993). Although the 

early environmental issues are not a significant threat to society (Krause, 1993), especially 

after the Industrial Revolution, the environmental problems increase significantly and 

become dangerous (Daly & Zannetti, 2007). 

In this context, Abratt and Sacks (1988) state that criticisms arise to the purchases 

made by customers without considering the social benefit. Along with the criticisms stated, 

a societal marketing orientation arises, suggesting that researchers should also address the 

social and ethical perspective (Takas, 1974). Societal marketing emphasizes that managers 

should take the environment into account in producing goods and services (Prothero, 1990). 

Within the societal marketing approach framework, the consumers’ environmental 

consciousness level gains importance. 

Environmentally conscious consumers have an awareness of environmental 

problems. These consumers are the people who support and may be able to solve 

environmental issues (Ariffin et al, 2016). Environmental consciousness levels of consumers 

worldwide are increasing (Schlegelmilch et al., 1996). Therefore, consumers’ purchasing 

intention for environmentally friendly products is also growing (Kalafatis et al., 1999). 

Despite the increase in the purchase intention of environmentally conscious consumers and 

environmentally friendly products, some brands may come to the fore with the damage they 

cause to the environment. In such cases, brands may face crises due to companies’ activities 

that harm the environment and nature (Mitroff et al., 1987). 

In this case, consumers with high environmental consciousness may negatively affect 

their intention to repurchase the brand after the crisis. The level of environmental 

consciousness affects consumer behaviour (Garvey & Bolton, 2017). However, no specific 

study in the literature examines this direct impact. Investigating this issue is also crucial for 

companies’ crisis management. Environmental brand crises that may arise in societies with 

high environmental consciousness can cause more harm to the company compared to crises 

that may arise from societies with low environmental consciousness. 

Furthermore, brand crises can negatively affect the continuity and profitability, 

putting the future of the relevant brand at risk (Pace et al., 2017). For this reason, crises can 

pose a threat to brands and affect the brand negatively (Claeys et al., 2010). However, the 

brand trust developed before the crisis can protect the brand against the crisis and the 

negativities arising from the crisis (Peltekoğlu, 2014: 469). Trust is essential in developing 

a positive brand-customer relationship (Delgado‐Ballester & Luis Munuera‐Alemán, 2001). 

According to Upamannyu, Bhakar, and Gupta (2015) brand trust is a long-term experience 

(Upamannyu et al., 2015). The brand and customers rely on the consumers’ beliefs and 
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reliance on the brand (Chaudhuri & Holbrook, 2001), which might protect the company 

during and after crises. 

In the literature, brand trust is generally considered together with the concept of brand 

affect (Upamannyu et al., 2015) since brand affect is an approach that can complement brand 

trust. Brand affect is the positive emotion potential (Chaudhuri & Holbrook, 2001) that the 

brand can create in the consumer and consists of feelings that develop instantly (Upamannyu 

et al., 2015). Firms may need brand affect as well as brand trust in a crisis. 

In addition, crises faced by brands can cause negative information about brands 

(Dawar & Lei, 2009). Negative information can damage its reputation and negatively affect 

its sales (Eisingerich et al., 2011). In such a situation, consumers’ reaction to negative 

information is essential. For example, in some cases, consumers can resist negative 

information for several reasons. Namely, a socially responsible, customer-oriented, service-

oriented, or sensitive to environmental issues may be less affected by negative information 

about itself (Eisingerich et al., 2011), which might be a result of brand trust. More 

specifically, the brand trust that affects resistance to negative information (Turgut & 

Gultekin, 2015) might shelter the brand in times of crisis. In other words, brand trust can 

also lead to consumer non-adoption of negative information resulting from the brand crisis, 

which might increase the likelihood of repurchasing the same brand. However, the number 

of studies examining the possible effects of negative information emerging for a brand or 

company and consumers’ reactions to this information in question is limited (Ahluwalia, 

Burnkrant, & Unnava, 2000). Therefore, in crises, companies and researchers need to 

investigate the impact of brand trust on resistance to negative information and resistance to 

negative information on purchase intention. 

Investigating environmental consciousness and brand trust in the context of real-

world brand crises firstly, contributes to the literature and practitioners by collecting data in 

an emerging market, Turkey. Secondly, although these underlying relationships between 

brand trust, brand affect, resistance to negative information, and repurchase intention is vital 

for a company’s success, up to our knowledge this proposed model has not been tested 

internationally and nationally. The findings of this study would help managers in Turkey 

during their allocation of the marketing budget and preparation of related promotional 

messages. 

In this framework, this paper aims to measure the direct effects of brand trust and 

environmental consciousness on the intention to repurchase a brand. Then this study 

examines the related mediating effects of brand affect and resistance to negative information 

in the impact of brand trust on intention to repurchase a specific automobile brand that has 

experienced an environmental crisis. In the last section, results, limitations of the study, 

suggestions for future research, and suggestions for managers are given. 
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2. Conceptual Framework 

2.1. Environmental Consciousness - Repurchase Intention Linkage 

Ethical issues are related to the environmental impact on the purchasing behavior of 

consumers (Newholm & Shaw, 2007). Consumers’ value judgments are a vital tool for 

predicting purchasing intentions (Ariffin et al., 2016). Environmentally conscious 

consumers are the “people who are aware of environmental problems, who support or may 

be able to solve these problems” (Ariffin et al., 2016: 393). 

In the literature, there are studies (Ariffin et al., 2016; Menon et al., 1999) showing 

that environmental consciousness affects repurchase intention. In addition, environmentally 

conscious consumers purchase environmentally friendly products more and are prone to pay 

higher prices for these products (Ariffin et al., 2016; Kong et al., 2014). Consumers’ 

environmental consciousness also positively affects their intention to repurchase 

environmentally friendly products (Menon et al., 1999). Therefore, environmental 

consciousness enables consumption being right and good for society and individuals (Lin et 

al., 2015). 

On the other hand, crises faced by brands can affect consumer attitudes and 

behaviours (Yannopoulou et al., 2011). Many studies (Lin et al., 2011; Souiden & Pons, 

2009) emphasize that various crises faced by firms harm consumer purchase intention. In 

addition, the non-environmentally friendly activities of brands can negatively affect the 

purchasing preferences of consumers with high environmental consciousness (Lin et al., 

2015). As a result, the crisis and its aftermath negatively affect sales (Carter, 1997). Kong 

et al. (2014) mention that 77% of the participants stated that they do not buy the products of 

a specific brand because it harms the environment. The greenhouse gas emission and fuel 

consumption levels of automobiles are essential decision-making criteria for potential and 

existing automobile users (Chowdhury et al., 2016). 

Based on this information, the purchasing intention of environmentally conscious 

consumers towards brands facing the crisis may be adversely affected due to environmental 

consciousness. That is to say, the environmental consciousness of the consumers may harm 

the intention of purchasing the company’s products faced with an environmental crisis. The 

hypothesis proposed is as follows. 

H1. Environmental consciousness negatively affects the intention to repurchase the brand 

that has experienced an environmental crisis. 

2.2. Brand Trust - Repurchase Intention Linkage 

Trust is the mutual belief that the parties will not take advantage of each other’s 

weaknesses (Barney & Hansen, 1994). Trust is the desire or expectation to rely on the other 

party in risky or uncertain situations (Matzler et al., 2008). Brand trust enables customers to 

purchase the brand in question by reducing uncertainty for customers (Mishra et al., 2016). 
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In other words, while consumers are making purchasing decisions, they can choose the 

brands they trust to reduce the risk (Yannopoulou et al., 2011). 

There is a positive impact of brand trust on brand loyalty (Chaudhuri & Holbrook, 

2001; Orzan et al., 2016), brand commitment (Delgado‐Ballester & Luis Munuera‐Alemán, 

2001), and intention to repurchase (Fang et al., 2011; Lin et al., 2011). Brand trust also 

causes customers to buy large amounts (Mishra et al., 2016). Customers buy the brands they 

trust more often (Chaudhuri & Holbrook, 2001). Relying on the commitment-trust theory 

(Morgan & Hunt, 1994), brand trust is critical in consumers’ purchasing decisions and 

commitment. According to this information, it can be argued that consumers would continue 

buying after the crisis due to brand trust. Thus, another hypothesis suggested is as follows: 

H2. Brand trust positively affects the repurchase intention of the brand that has experienced 

an environmental crisis. 

2.3. Mediating Role of Brand Affect between Brand Trust and Repurchase 

Intention 

Brand Trust-Brand Affect Linkage 

Brand affect refers to the relationship between the brand and the consumer 

(Upamannyu et al., 2015). Having a high brand affect means that the consumer has a good 

impression and feeling about the brand and glorifies the brand in her/his mind (Mishra et al., 

2016). Experiencing a brand can establish an emotional connection between the customer 

and the brand due to the brand affect (Chaudhuri & Holbrook, 2001). 

Consumers can choose the product they approach more emotionally due to the low 

risk attached (Mishra et al., 2016). This low risk perception and positive feelings might be 

due to brand trust. Kabadayi & Koçak Alan (2012) stated the difference between brand trust 

and brand affect, as the former being the cognitive component that needs a long time and 

thought to occur. The latter being the emotional response that is more impulsive and 

spontaneous. Orzan et al. (2016) state that as consumers trust brands, they develop emotional 

attachments and find that brand affect occurs due to their trust in the brand. Therefore, brand 

affect might stem from the brand trust. 

Brand Affect-Repurchase Intention Linkage 

Emotions and feelings can have a significant impact on customer preferences 

(Westbrook, 1987). Chaudhuri & Holbrook (2001) mention that consumers tend to buy 

brands that make them happy, entertained, and delighted. Similar to this view, brand affect 

has a positive impact on purchasing (Matzler et al., 2006). For example, with the impact of 

the brand affect or when consumers have an emotional bond with one of the restaurants they 

visit, consumers prone to pay a high price for the restaurant and visit this restaurant 

frequently (Chaudhuri & Holbrook, 2001). In addition to these, brand affect positively 

influences brand loyalty (Chaudhuri & Holbrook, 2001, 2002). Brand loyalty mitigates the 
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harmful effects of a crisis faced by a brand on customers’ purchase intention (Park & Lee, 

2013). For this reason, even after crises the brand affect would positively influence the 

repurchase intention. 

Thus, we expect that the brand trust would positively influence brand affect, which 

in turn has a positive impact on the repurchase intention, and the hypothesis formed is as 

follows: 

H3. Brand affect has a mediating role between brand trust and intention to repurchase the 

brand. 

2.4. Mediating Role of Resistance to Negative Information between Brand 

Trust and Repurchase Intention 

Brand Trust-Resistance to Negative Information Linkage: 

Companies need to focus on long-term goals in a competitive environment to 

establish relationships with consumers, rather than short-term and profit-oriented goals 

(Grönroos, 1997). Trust is critical for firms to establish a long-term and strong relationship 

with consumers (Matzler et al., 2008). In addition, trust is an essential factor that shapes the 

brand-customer relationship (Mishra et al., 2016). 

Brand trust is an important phenomenon, especially in uncertainty or fear of 

opportunism (Laroche et al., 2012). Brand trust helps reduce uncertainties in consumers’ 

minds (North, 2011). The role of trust in such situations is to reduce consumer concerns and 

make them feel safe towards brands (Laroche et al., 2012). Consumers consider brand trust 

in their purchasing process and the whole process of interacting with the brand (Delgado-

Ballester et al., 2003). 

Trust created before the crisis protects the brand against the crisis’s adverse effects 

(Peltekoğlu, 2014: 457). Trust is when one party believes that the other will take an action 

that will lead to positive results (Morgan & Hunt, 1994). In other words, trust is the belief 

that the parties will not take action that will have negative consequences for each other. 

Based on this information, the possible effect of brand trust on resistance to negative 

information becomes crucial. Eisingerich et al. (2011) argue that corporate social 

responsibility, customer orientation, and service quality protect brands against negative 

information. Accordingly, consumers can trust a brand that is socially responsible, customer-

oriented, service-oriented, or sensitive to environmental issues and is less affected by 

negative information about this brand. 

The trust and reputation formed due to the company’s communication strategies in 

the pre-crisis period can reduce the harmful effects of the crisis (Peltekoğlu, 2014: 457). In 

addition, during the crisis, the brand trust established previously can protect the firm against 

the adverse effects of the crisis (Peltekoğlu, 2014: 469). Therefore, if consumers’ trust in a 
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brand is high, they can be expected to resist to negative information caused by the crisis that 

arose for that brand. Similarly, Turgut and Gultekin (2015) show that brand trust positively 

affects resistance to negative information. 

Resistance to Negative Information-Repurchase Intention Relationship Linkage 

Resistance to negative information is the fact that the general opinion of consumers 

about any brand is not affected adversely by unfavourable messages (Eisingerich et al., 

2011). Consumers can resist unfavourable information for various reasons. According to Liu 

(2006), the value of the information can affect the resistance to negative information. Also, 

consumers’ strong relationship with the brand can be a valid reason to resist negative 

information (Aaker et al., 2004). 

Consumers are frequently exposed to a variety of information. For this reason, they 

are often selective by eliminating some of the information and tend to use only the necessary 

information (Dawar & Pillutla, 2000). Consumers’ judgments about products and their 

intention to try new products can be positively or negatively affected by the information 

obtained (Liu, 2006). One of the types of information that consumers utilize is negative 

information that can arise about the brand. Negative information can damage the company’s 

reputation and negatively affect the company sales (Eisingerich et al., 2011). Unfavourable 

information and how firms deal with negative information affect customers’ purchasing 

decisions (Ahluwalia et al., 2000). Consumers regard negative information as more 

informative or explanatory than positive information (Ahluwalia et al., 2000). Therefore, 

managing negative information is vital for companies. 

Negative information about a product can reduce product sales (Chevalier & 

Mayzlin, 2006). Furthermore, the effect of negative information on reducing product sales 

is stronger than the potential positive effect of positive information on product sales 

(Chevalier & Mayzlin, 2006). As the resistance to negative information reduces, the 

consumers’ intention to boycott diminishes (Kang et al., 2021). Based on this information, 

due to resistance to negative information, consumers might repurchase the same brand that 

has experienced an environmental crisis. Therefore, the following hypothesis is proposed as 

follows: 

H4. Resistance to negative information has a mediator role on the positive influence of brand 

trust on the intention to repurchase the brand. 

2.5. Brand Trust - Brand Affect - Resistance to Negative Information - 

Repurchase Intention Linkage 

Consumers’ emotions and feelings towards the brand constitute the consumer-brand 

relationship (Chen-Yu et al., 2016). Consumers use emotions as the source of information 

about the brand (Mishra et al., 2016). In other words, consumers can act in line with their 

feelings towards brands. Furthermore, brand affect positively affects brand loyalty 
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(Chaudhuri & Holbrook, 2001, 2002). Consumers’ loyalty to the brand, which is the subject 

of negative information, may cause them to resist such information (Ahluwalia et al., 2000). 

Various problems faced by brands (i.e., recall due to a chronic problem, racism, and 

sexual abuse) may cause negative information about companies and brands (Pullig et al., 

2006) and lead to brand crises (Fearn-Banks, 2017: 304). Therefore, crises encountered by 

brands cause negative information. However, emotional factors can affect the consumers’ 

reaction to unfavourable information about the brand. For example, when consumers have 

high emotional relationships with brands or their favourite objects, resistance to negative 

information may arise (Eisingerich et al., 2011). Similarly, brand love is a mediator between 

brand trust and resistance to negative information (Turgut & Gultekin, 2015). In this sense, 

the positive brand affect can increase the resistance against negative information, boosting 

the possible repurchase intention. In this sense, the following hypothesis is formed: 

H5. The impact of brand trust on repurchase intention is mediated by two mediators of brand 

affect and resistance to negative information. 

The model of the study with the proposed hypotheses is given in Figure 1. 

Figure: 1 

Proposed Model 
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3. Methodology 

3.1. Sampling 

The research data were gathered through a convenience sampling method from 110 

participants living in Ankara who were actively using an automobile brand that had 

previously faced a crisis. The participants were asked on a nominal scale (Yes/No) whether 

they were using the X-branded automobile and whether they were aware of the particular 

environmental crisis in a specified time. Participants who marked “Yes” for both statements 

were included in the research sample. The brand name of this automobile is not stated for 

ethical reasons. The average age of the participants is 31 years, and approximately 80% are 

men. Furthermore, 60% of the participants stated that they are university graduates, and 70% 

are middle-income. 

3.2. Measures 

To measure environmental consciousness, environmentally friendly purchasing 

behaviour, knowledge, recycling behaviour and political action dimensions of the scale were 

adapted from the study of (Bohlen et al., 1993: 422-425). 

The environmentally friendly product purchasing behaviour dimension includes 

seven items (i.e., “Choose the environmentally-friendly alternative regardless of price”, “Try 

to discover the environmental effects of products prior to purchase”) related to the frequency 

of purchase. These items were measured with a 5-point Likert-type scale as “Never” (1), 

“Always” (5) (Bohlen et al., 1993: 419). The 11 items within the environmental knowledge 

(i.e., knowledge about the “sea/river pollution”, “global warming”, “pollution from 

pesticides/insecticides”) were utilized (Bohlen et al., 1993: 419). For the items within the 

knowledge dimension, a 5-point Likert-type scale with “Know nothing about” (1), “Know a 

great deal about” (5) was used (Bohlen et al., 1993: 419). Environmental activities such as 

the level of recycling (i.e., “Recycling paper”, “Recycling glass”) and political action to 

encounter environmental issues (i.e., “Supporting environmental pressure groups,” 

“Lobbying about green issues”) are measured with eight items. For the items of this 

dimension, a 5-point Likert-type scale was used as “Would never do” (1), “Do often” (5) 

(Bohlen et al., 1993: 419). 

We adapted the brand trust and brand affect scales (Chaudhuri & Holbrook, 2001). 

There are four items in the brand trust scale (i.e., “I trust this brand”, “I rely on this brand”). 

For these statements, a 5-point Likert-type scale was used as “Strongly Disagree” (1), 

“Strongly Agree” (5), and three items in the brand affect (i.e., “I feel good when I use this 

brand”, “This brand makes me happy”) (Chaudhuri & Holbrook, 2001: 87). 

The scale of resistance to negative information was adapted from the study of 

Eisingerich et al. (2011). There are four items on the scale (i.e., “Negative information about 

[company name] does not change my general view of the firm”, “Negative information about 
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[company name] has no effect on me”) (Eisingerich et al., 2011: 66). For these statements, 

a 5-point Likert-type scale was used as “Strongly Disagree” (1), “Strongly Agree” (5). 

The repurchase intention scale is adapted from the study of (Chiu et al., 2012). There 

are three statements on the scale (i.e., “If I could, I would like to continue using [company 

name],” “I plan to continue using [company name] in the future) (Chiu et al., 2012: 844). 

For these statements, a 5-point Likert-type scale was used as “Strongly Disagree” (1), 

“Strongly Agree” (5). 

Before the questionnaire, a voluntary participation form was presented to inform the 

participants about the study and get permission for their participation. Participation in the 

study was voluntary. Participants could quit filling out the questionnaire for any reason. In 

addition, common method variance was not concerned relying on Harman’s one-factor test 

(Podsakoff & Organ, 1986) due to the most prominent factor having just 25.84% of the 

variance, which is less than 50%. 

3.3. Analyses 

Confirmatory Factor Analysis (CFA) assessed whether the data fit the environmental 

consciousness scale of three dimensions: environmentally friendly purchasing behaviour, 

environmental knowledge, and recycling behaviour and political action. CFA revealed an 

acceptable model fit after modifications due to low factor loadings (Environmentally 

friendly purchasing behaviour-Item 1 and Recycling and Political Action- Item 7 and Item 

8) (χ2=340.760, d.f.=225, χ2/d.f.=1.514; CFI=0.906; RMSEA=0.069). Then the average 

score of each dimension is taken for further analysis. 

To test the H1. and H2., structural equation modelling was conducted. In structural 

equation modelling, to assess the study’s validity, the measurement model was run with the 

variables Results firstly show unacceptable fit (χ2= 228.459, d.f.=109, χ2/d.f.=2.096; 

CFI=0.918; RMSEA=0.100). Making the related modifications, acceptable model fit is 

achieved (χ2= 162.559, d.f.=106, χ2/d.f.=1.534; CFI=0.961; RMSEA=0.070). All the factor 

loadings are high and statistically significant (Anderson and Gerbing 1988) and range 

between 0.62-0.92. Cronbach’s Alpha, Average Variance Extracted (AVE) and Composite 

Reliability (CR) values and other descriptive statistics are given in Table 1. 

Table: 1 

Mean, Standard Deviation and Correlations of the Variables 

Variables Mean 
Std. 

Dev. 
Cronbach’s Alpha CR AVE 1. 2. 3. 4. 5. 

1. Environmental Consciousness 3.42 .64 .77 .78 .54 .73     

2. Brand Trust 4.07 .72 .89 .88 .66 .10 .81    

3. Brand Affect 4.16 .78 .92 .92 .81 .03 .74** .90   

4. Resistance to Negative Information 3.21 .94 .90 .88 .66 .18 .53** .43** .81  

5. Repurchase intention 3.89 .85 .80 .92 .80 .15 .63** .70** .44** .89 

** p<0.01; Std. Dev.: Standard Deviation; CR: Composite Reliability; AVE: Average Variance Extracted; Dioganal 

axis represents the square root of AVE. 
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Cronbach’s Alpha and Composite Reliability (CR) values are above 0.70, stating the 

reliability of the scales. Average Variance Extracted (AVE) values are above 0.50 (Fornell 

& Larcker, 1981), and the square root of each scale’s AVE value is greater than its highest 

correlation with other scales. Thus, discriminant validity is established. 

Path analysis revealed that brand trust positively affects the repurchase intention of 

the same brand (β = .77, p< .001, R2 = .61). However, environmental consciousness did not 

have any significant impact on repurchase intention (β = .13, p > .05) (χ2=178.044, d.f.=111, 

χ2/d.f.=1.604; CFI=0.954; RMSEA=0.074). Therefore, H2 is supported whereas H1 is not. 

Then, mediator roles of the brand affect (M1) and resistance of negative information 

(M2) in the relationship between the brand trust and repurchase intention are simultaneously 

tested with the brand trust-brand affect-resistance to negative information-repurchase 

intention link via process analysis (Model 6). The study uses 5000 bootstrapping samples 

and 90% Confidence Interval process analysis. The results of the analysis revealed that brand 

affect (b = .44, Boot S.E. = 0.10, 90% CI [.27, .62]) is a mediator between the brand trust; 

repurchase intention and resistance to negative information (b = .07, Boot S.E. = 0.04, 90% 

CI [.004, .16]) have a mediating role in the relationship between the brand trust and 

repurchase intention since confidence interval levels (upper-lower) does not include zero. 

Accordingly, H3 and H4 are supported. 

On the other hand, the brand trust-brand affect-resistance to negative information-

repurchase intention linkage is not statistically significant since there is 0 between lower-

level and upper-level confidence intervals (b = .007, Boot S.E. = 0.02, 90% CI [-.01, .04]). 

Thus, H5 is not supported. The analysis results are presented in Table 2. 

Table: 2 

Regression-Based Analysis Results for Mediating Roles of Brand Affect and 

Resistance to Negative Information on the Relationship between Brand Trust and 

Repurchase Intention 

 b SE. t p 

Direct and Total Effects     

Brand Trust → Repurchase Intention .74 .08 8.57 .00 

Brand Trust → Brand Affect .80 .06 11.71 .00 

Brand Affect → Repurchase Intention .55 .10 5.02 .00 

Brand Affect → Resistance to Negative Information .08 .14 .56 .57 

Brand Trust → Resistance to Negative Information .63 .15 3.97 .00 

Resistance to Negative Information → Repurchase Intention .11 .07 1.58 .11 

     

Indirect effects Boot b/ β Boot S.E. Boot LLCI Boot ULCI 

Brand Trust → Brand Affect (M1) → Repurchase Intention .44/.37 .10 .27 .62 

Brand Trust → Resistance to Negative Information (M2) → Repurchase Intention .07/.06 .04 .004 .16 

Brand Trust → Brand Affect (M1) → Resistance to Negative Information (M2) → Repurchase Intention .007/.006 .02 -.01 .04 

b: unstandardized coefficient, β: standardized coefficient, SE: Standard error of unstandardized estimate, LLCI: 

Low level confidence interval, ULCI: Upper-level confidence interval; M1: Mediator 1; M2: Mediator 2. 
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4. Conclusion and Discussion 

Even the automobile brand had an environmental crisis recently, the first hypothesis 

(H1) that proposed direct negative impact of environmental consciousness on repurchase 

intention is insignificant. The participants’ environmental consciousness (EC) level is 

slightly above the average (𝑋̅EC= 3.42). However, participants’ environmental consciousness 

has no impact on their repurchase intention in a crisis involving the environment. In other 

words, although the environmental consciousness of the participants is above the average, 

this is not sufficient to reduce their repurchase intentions. This result is similar to the result 

of Özer, Kement, and Gültekin (2015), which state that the attitude towards visiting green 

hotels is not a determinant of revisiting these hotels. Furthermore, for those who actively 

drive green cars and potential green car users, the environmental impacts of green cars come 

after features such as price, brand, and engine power (Chowdhury et al., 2016). 

The automobile subject to this research is in the category of shopping goods. 

According to Sriram and Forman (1993), consumers care less about the product’s 

environmental impact than convenience goods in their shopping good purchasing process. 

Therefore, the failure to support the negative relationship between environmental 

consciousness and the intention to buy again within the brand crisis framework may be 

because the product discussed in this study is a shopping good. For this reason, instead of 

environmental consciousness, the variable of brand trust is at the forefront in the repeat 

purchasing intentions of the participants. 

The second hypothesis (H2) that proposes the positive impact of brand trust on 

repurchase intention is significant. This result is consistent with commitment-trust theory 

(Morgan & Hunt, 1994) and is similar to the results of other studies (Fang et al., 2011; 

Garbarino & Johnson, 1999; Lin et al., 2011; Turgut & Gultekin, 2015; Zboja & Voorhees, 

2006) examining the effect of trust on repeat purchasing intention. According to the results 

of this study, it can be concluded that brand trust has more priority than environmental 

concerns and sensitivities. 

The third, fourth, and fifth hypotheses examine the link between brand trust-

repurchase intention within the mediators’ framework. The third hypothesis is supported; 

brand trust positively affects the repeat purchasing intention of consumers through the brand 

affect. The fourth hypothesis is supported; brand trust positively affects the repeat 

purchasing intention of consumers via resistance to negative information. 

McKenzie (2019), Nielsen’s Global Intelligence Leader, states that it is impossible 

to regain brand trust when it is damaged; when brand trust is established, the brand trust 

provides essential benefits for companies. The data obtained from this study also show that 

trust (BT) in the brand that has experienced a crisis is high (𝑋̅BT= 4,07). This finding shows 

that brand trust acts as a shield after the brand crisis and positively affects repeat purchasing 

intention by supporting the brand affect and creating resistance to negative information. 
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Brand trust positively affects repeat purchasing intention through brand affect after 

the crises (H3). As the participants trust in brand increases, brand affect boosts which in turn 

positively influences their purchase intentions. Brand affect is an essential concept for 

companies. Namely, the emotional reactions arising from consumers’ experiences towards 

the brand create the brand affect (Orzan et al., 2016). This study found that the participants 

of this study have a positive brand affect (BA) (𝑋̅BA = 4,16). For example, more than 80% 

of the participants responded positively to the items measuring the brand affect, such as 

liking the brand and favouring the brand. There are studies showing that brand affect is a 

precursor to brand loyalty (Matzler et al., 2006; Nezakati et al., 2013; Ong et al., 2012). The 

repeat purchase intention of the consumers in a brand experiencing a crisis might be due to 

brand trust via brand affect. 

Furthermore, brand trust positively affects repeat purchasing intention through 

resistance to negative information (H4). This result is similar to Turgut and Gultekin 

(2015)‘s study, which found that brand trust positively affects resistance to negative 

information. Accordingly, this study emphasizes the importance of brand trust, which relies 

on the consumers’ belief that the brand has competencies such as consistency, honesty, and 

taking responsibility (Delgado-Ballester & Munuera-Alemán, 2005). 

Based on this information, relying on brand trust, customers believe in the brand’s 

honesty, ability to take responsibility, and resist negative information about the brand. More 

specifically, the annual sales of some automobile companies that experience a brand crisis 

are increasing year by year after the brand crisis (Reuters, 2019), which might be due to this 

brand trust and resistance to negative information. 

However, the fifth hypothesis (H5) is not supported; brand trust- brand affect-

resistance to negative information-repurchase intention link is insignificant. In other words, 

the impact of the first mediator (brand affect) on the second mediator (resistance to negative 

information) is not significant. Most of the effect is brand trust-brand affect-repurchase 

intention relationships and then from brand trust to resistance to negative information and 

resistance to negative information to repurchase intention. Similarly, Chaudhuri, Holbrook 

(2001: 82) mention, “overall, we view brand trust as involving a process that is well thought 

out and carefully considered, whereas the development of brand affect is more spontaneous, 

more immediate, and less deliberately reasoned in nature”. Relying on this perspective, 

brand affect and resistance to negative information are not sequential mediators but two 

separate mediators between brand trust and repurchase intention linkage. In other words, 

brand affect does not positively impact the resistance to negative information. This finding 

differs from Turgut and Gultekin (2015) study in which brand love positively affects 

resistance to negative information. Turgut and Gultekin (2015) examined brand love and 

resistance to negative information within the framework of clothing brands. Customers do 

not consider the brand affect in products such as automobiles in the context of resistance to 

negative information. Although brand affect has a positive effect on word-of-mouth 

communication activities for brands (Kabadayi & Koçak-Alan, 2012; Westbrook, 1987), in 
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this study, brand affect did not provide an effect on resistance to negative information. The 

relationship between brand affect and resistance to negative information is explicitly 

evaluated for a brand that has experienced a crisis. The finding that the brand affect does not 

have an impact on resistance to negative information reflects that brand trust is still necessary 

after the crisis. It makes sense for companies to invest in longer-term issues such as brand 

trust to develop resistance to negative information, which increases the likelihood of 

repurchase intention. 

5. Managerial Implications 

All brands might encounter a crisis (Priporas & Vangelinos, 2008) that is considered 

both a threat and an opportunity (Okay & Okay, 2014: 382). The influence of environmental 

consciousness on the purchase intention that has experienced a crisis is not significant. 

However, consumers’ attention to environmental-related features might be different. 

Consumers may resist negative information emerging against brands they consider 

environmentally responsible (Eisingerich et al., 2011). In addition, the activities of 

companies that benefit the environment (e.g., reducing greenhouse gas emissions) can 

positively affect the intention of consumers to purchase these products (Hartmann & 

Apaolaza-Ibáñez, 2012). For example, Swedish consumers also attach importance to the 

greenhouse gas emission factor in their car purchase decision (Chowdhury et al., 2016). 

Managers need to emphasize brand-customer relations in the pre-crisis period and 

their importance during and after the crisis. Therefore, in crisis management and the 

reactions of company managers during the crisis, the trust they have built before the crisis is 

also of critical importance. Trust arises from the mutual expectations of both sides to believe 

in each other (Matzler et al., 2008). Companies must show an honest approach that will 

strengthen and not threaten the trust for companies to create brand trust. Examples such as 

keeping the promises, the consistency and accuracy of the statements made, the transparency 

that is shown in crises, and taking responsibility for the mistake/s, if any, are critical in 

maintaining the established trust and relationship. Furthermore, brand trust enables the belief 

that the brand to perform as expected. To ensure brand trust, the products offered by the 

brand must be equal to or more than the consumer expectations (Orzan et al., 2016). 

Businesses do not only focus on selling and making a profit but also to make an effort 

by making investments to establish long-term relationships with consumers and develop 

brand equity (Morgan & Hunt, 1994). Among these efforts, there are various social 

responsibility projects for the environment. At the same time, businesses claim that they are 

environmentally friendly in their advertising messages (Shrum et al., 1995), recently some 

of the automobile advertisements include CO2 emissions released. In an environment where 

environmental issues gain such importance, companies’ ignoring the environment and 

environmental problems in their marketing strategies can cause several consequences that 

may cause the company to lose millions of dollars and, at the same time, damage their 

reputation (Dauvergne & Lister, 2012). Since customers continue paying attention to 
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environmental problems, companies should invest in the company’s trust and reputation. 

However, the environmental consciousness does not affect their intention to repurchase the 

brand that has experienced a crisis. 

Brand trust positively affects repurchase intention through brand affect and resistance 

to negative information. However, in this process, brand affect does not have an impact on 

resistance to negative information. Therefore, expressions related to brand affect after the 

crisis do not mean that customers will resist negative information. Therefore, in the context 

of brand affect and resistance to negative information relationships, firms’ emphasis on 

brand trust may be more beneficial for a brand that has experienced a crisis. 

Similarly, considering the findings of this study, the effect of brand trust on repeat 

purchase through brand affect is greater than the effect of brand trust through resistance to 

negative information in terms of repurchase intention. For this reason, it is vital to give 

messages about brand trust and emphasize the brand affect on the marketing communication 

activities of the company after the crisis period. 

6. Limitations and Recommendations for Future Research 

This study has constraints in terms of method and variables. First, the results of the 

study are limited to the sample obtained. In addition, in future studies, the comparative 

analysis could consider the users of different automobile brands that have encountered a 

crisis. This research discusses the customers’ perceptions regarding the automobile being 

considered a shopping good. Therefore, examining subsequent studies by considering the 

crisis of convenience, speciality, or unsought goods may contribute to the literature. 

One of the research variables, resistance to negative information, is a new concept in 

recent years. This research examines the concept with environmental consciousness, brand 

trust, and brand affect. Since the negative information affects the consumers’ purchasing 

behaviour (Ahluwalia et al., 2000; Eisingerich et al., 2011), future studies might investigate 

the adverse effect of the resistance to negative information on the company’s sales. For 

example, when consumers are exposed to negative information about a product, they may 

qualify for poor quality. In contrast, positive information does not affect consumers’ 

classification of products in this way (Ahluwalia et al., 2000). According to Ahluwalia et al. 

(2000), consumers can obtain positive information about the products more frequently and 

easily. For this reason, future studies can discuss the effects of resistance to negative 

information about brands that have experienced a crisis on the perceived quality of products 

and consumers’ purchasing decision process. 

In future studies, the proposed model can be tested in different countries. In addition 

to these, future studies can address the impact of corporate social responsibility activities of 

brands experiencing a crisis in the context of resistance to negative information and 

repurchase intention. There are studies in the literature on the moderating role of 

environmental consciousness (Garvey & Bolton, 2017; Lin et al., 2015; Russell & Russell, 
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2010). It is crucial to consider the moderating role of environmental awareness within the 

framework of the brand crisis in future studies. Furthermore, the study of Garvey and Bolton 

(2017) reveals that the environmental consciousness level has a moderating effect on the 

relationship between environmentally friendly product selection and environmental 

behaviour. In this context, in future studies, an environmentally friendly car (e.g., an electric 

car) that has experienced a crisis in the past can be examined within the model’s scope in 

this study. 
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