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brands. Brand strength is affected posi-
tively by advantages but negatively by 
disadvantages, such as varying forms of 
anti-brand and anti-consumption activity. 
Today, many anti-brand and anti-consump-
tion movements focus their efforts and 
energy into anti-brand hate sites. The 
most valuable brands (high in ranking and 
consistently listed on Business Week ’ s  ‘ Top 
100 Brands ’  List — BW List) may attract 
more anti-brand hate site attention than 
less valuable brands. In other words, 
companies may experience effects similar 
to those of DJ, but in an opposite direc-
tion in the form of hate site targeting on 
the internet. We, therefore, will conceptu-
alise this new phenomenon and brand 
effect on the internet as  ‘ Negative Double 
Jeopardy (NDJ) ’  inspired by the well-
known DJ phenomenon in marketing 
theory. 

 In this paper, this new NDJ concept will 
be discussed with regards to anti-brand — or 
hate — sites to devise management strategies 

 INTRODUCTION 
 The  ‘ Double Jeopardy (DJ) ’  phenomenon 
in marketing theory illustrates that strong 
brands have multiple advantages over 
weak brands, for example, strong brands 
may have more customers, higher pene-
tration and also a higher degree of brand 
loyalty leading to high repeat purchases.  1,2   
Notably, the DJ effects have repeatedly 
shown that this DJ or multiple jeopardy 
is manifested in many different product 
categories  1   and in consumers ’  store selec-
tion decisions as well.  3   Recently,  researchers 
have also shown that DJ effects are visible 
on the internet, locating these effects with 
search engines and online book / music 
retailers.  4   The top search engines show 
higher frequency of usage, consumer 
intentions to use the site in the future and 
time spent on the internet. Leading online 
book / music retailers were also shown to 
have similar advantages. 

 On the other hand, strong brands also 
have multiple disadvantages over weaker 

        Negative Double Jeopardy: The role 
of anti-brand sites on the internet 
 Received (in revised form): 2nd May, 2007    

  S. UMIT       KUCUK           
 is currently teaching various marketing courses at the University of Washington, Bothell and was recently a 
postdoctoral fellow at the Darden Graduate School of Business Administration, University of Virginia. His work 
appears in the  International Journal of Retail  &  Distribution Management ,  Journal of Euro-Marketing ,   Journal of International 
Consumer Marketing  and the  Technovation .         

    

  Abstract 
 This study discusses the role of anti-brand websites and their importance in markets within a 
new conceptualisation — Negative Double Jeopardy (NDJ):  ‘ the most valuable brands attract more 
anti-brand sites while less valuable brands do not have such hate attraction on the Internet ’ . 
In this context, the forms and reasons of anti-brand sites are investigated in light of this newly 
proposed NDJ phenomenon. NDJ components are identifi ed as  ‘ Brand Rank ’  and  ‘ Brand Consistency ’ . 
Typology of anti-brand sites with regard to NDJ is also studied and fi nally managerial implications 
are addressed.  
   Journal of Brand Management  (2008)  15,  209 – 222.  doi: 10.1057/palgrave.bm.2550100 ; 
published online 8 June 2007         

  Keywords
   anti-consumption   ;    
anti-branding   ;    branding   ;    
brand identity   ;    double 
jeopardy   ;    search engine   ; 
   marketing 

  Keywords
   anti-consumption   ;    
anti-branding   ;    branding   ;    
brand identity   ;    double 
jeopardy   ;    search engine   ; 
   marketing 



 KUCUK 

210 © 2008 PALGRAVE MACMILLAN LTD 1350-23IX $30.00 BRAND MANAGEMENT VOL. 15, NO. 3, 209–222 JANUARY 2008

in order to minimise the negative impacts 
of anti-branding efforts on the internet 
and to reach more effective and produc-
tive market relationships. The paper is 
structured as follows: fi rst, the role and 
form of anti-brand sites and NDJ effects 
in the markets are discussed, and then 
components of NDJ are defi ned as brand 
rank and consistency in BW List and 
tested with available data. Later, a typology 
of anti-brand sites is developed, and the 
perspective of each anti-brand site is 
discussed individually to understand the 
difference in such sites to be able to 
develop strategies to handle such NDJ 
effects. Finally, managerial implications 
are proposed in the light of ongoing 
discussions.   

 THE ROLE OF ANTI-BRAND SITES 
AND NDJ EFFECTS  

  ‘ The biggest digital risk problem keeping 
some senior executives awake at night is not 
hacking, viruses or network intrusion but 
corporate hate sites according to the one-
to-one private interviews carried out with 
over 125 CEOs and CFOs of major global 
brands in North America, South America, 
Europe and Asia by the mi2g Intelligence 
Unit between December 2003 and 
November 2004. There are currently over 
10,500 hate sites against major global brands 
on the Internet.  This compares to 1,900 hate 
sites at the end of 2000, 550 hate sites at the 
end of 1997, and just one hate site in 1995 ’ . 
                              mi2g Intelligence Unit  5    

 Anti-brand websites are today ’ s new form 
of boycott and protest, developed through 
consumer activism as a result of increasing 
consumer power with the advent of the 
internet. Consumers are able to clearly 
broadcast their messages and organise 
with other like-minded consumers, and 
to start using anti-brand websites as 
weapons of empowerment to battle the 

corporate world and its brand power on 
a day-to-day basis.  6   

 One of the major reasons behind rising 
brand opposition movements on the 
internet is the internet ’ s technological 
structure itself (all nodes are  equal  in 
status on the internet ’ s nonhierarchical 
distributed network system), which can 
be conceptualised as providing  ‘ speech 
equality ’ , allowing for many-to-many 
communication rather than traditio-
nal one-to-many mass communication 
perspectives. In other words, consumers 
are no longer passive recipients of company 
information and advertising messages, but 
actively co-create market value.  7   Put 
simply, the corporation has a website and 
so does the consumer. Because of this 
enhanced form of speech equality between 
the corporation and individual consumer 
on the internet, we are witnessing a new 
extreme form of expressed dissatisfaction: 
 ‘ anti-brand hate sites ’ . This dissatisfaction 
is not just with a specifi c transaction or 
complaint; it goes beyond ordinary 
consumer complaint behaviours and 
addresses a wide range of issues. In conclu-
sion, the internet — a most promising and 
revolutionary direct marketing tool — also 
empowers consumer activist groups by 
allowing them to broadcast their message 
at a very low cost to a vast audience on 
hate sites. 

 Such sites are attacking targeted 
brands and corporations by using their 
most powerful online branding tool 
against them:  ‘  domain names  ’ . Many such 
anti-brand domain names are easy to 
remember and catchy in nature (such 
as Northwest Airlines ’  Northworstair.
org, Safeway ’ s  Shameway.com , Starbucks ’   
Starbucked.com , Coca-Cola ’ s  Killercoke.
org , etc). Anti-brand sites purposefully use 
the targeted corporation ’ s brand name in 
their domain name to insult the corpora-
tion ’ s brand identity and to express their 
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anger and frustration while entertaining 
and educating consumers and audiences. 
For example, the founder of  Walmart-
blows.com  describes his motivation as 
follows:  

  ‘ Pissed off at Wal-Mart, I needed a 
constructive way of releasing my frustration, 
so I bought a silly domain name and 
designed a Web site dedicated to my anger. 
I have created this site in retaliation against 
Wal-Mart for their crappy customer service 
and for treating their employees like s – t ’ .  8    

 Many court decisions concluded that 
usage of a targeted brand ’ s name in a 
domain name is not trademark infringe-
ment, but is protected under the First 
Amendment — as long as the site owner 
does not use the anti-brand site to make 
a profi t.  9,10   With these domain names, 
anti-brand sites are also benefi tting by 
sharing the link popularity, brand aware-
ness and web traffi c of the targeted 
brands ’  site in many search engine results 
and in consumer surfi ng decisions on the 
internet.  Anti-brand sites sometimes show 
up in the top ten search results when a 
corporate brand is searched on major 
search engines. Other sites are also taking 
advantage of mistyping (called typo-
squatting) to steal traffi c directed to the 
targeted brand as in the case of  Untied.
com , a hate site targeting United Airlines 
( United.com ). 

 For these oppositional consumer groups, 
anti-brand sites have turned out to be 
major message dissemination venues and 
a powerful communication tool. Today, 
hate sites exchange information, organise 
boycotts and coordinate lawsuits, thus 
revolutionising consumer movements 
against targeted brands on the internet. 
Many of the anti-brand sites function 
beyond ordinary complaint sites (such as 
e-complaints), and cover a wide range of 
issues — not only dissatisfaction caused by 

a simple transaction or service failures. 
Many of these sites are shown in the form 
of consumer revenge sites ( aolsuck.com  
and  starbucked.com  — discussing incon-
sistent services and greedy business 
philosophies), disgruntled current and ex-
employee sites ( walmart-blows.com  — if a 
site discusses company policies and invites 
other employees to comment, then it can 
be considered  ‘ concerted activity ’  and is 
protected by the National Labor Rela-
tions Act — NLRA), political basis websites 
( homedepotsuck.com  and  McSpotlight.
com  — harming the environment by 
destroying rainforests and using harmful 
packaging, corrupting the culture, mono-
polistic and anti-labour market practices) 
and competitor-supported anti-brand 
sites (Amway alleged that P & G has been 
a behind-the-scenes sponsor of a rogue 
website that foments hate rhetoric 
about Amway — suit fi led in Michigan in 
1998  11  ). 

 All of the above forms of anti-brand 
hate sites directly and indirectly impact 
consumers ’  perceptions of the targeted 
brand ’ s identity and image, consumer 
purchase decisions and might eventually 
affect companies ’  market share. Compa-
nies ’  brand value can also be used as a 
major market share indicators. Therefore, 
companies ’  placement or rank on the BW 
List and how long they stay on this list 
can also be used as an indicator of how 
well they are doing in the markets. In this 
context, NDJ components from the BW 
list can be used to indicate  ‘ Brand Rank ’ ; 
and  ‘ Brand Consistency ’ , indicating how 
long a specifi c brand is ranked in the list 
during the last fi ve years. These two 
dimensions can also be used to show how 
much hate these brands are generating. 
This new form of anti-brand movement, 
and thus NDJ effects, should be investi-
gated in terms of the aforementioned 
components in detail.  
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 Method 
 In order to understand the nature of the 
impact of these anti-brand sites on targeted 
brands, data were collected by using major 
search engines to determine the number 
of anti-brand websites for the brands listed 
in BW List  12   between 1st May and 15th 
May, 2005. For each brand, hate sites were 
searched by using a set of negative terms, 
such as  ‘ hate ’ ,  ‘ anti ’ ,  ‘ watch ’ ,  ‘ blows ’ , etc. 
The search was fi rst conducted by using 
the brand name and a negative term, and 
then the same search was conducted using 
the brand and negative term together in 
quotation marks (eg Starbucks sucks and 
 ‘ Starbucks sucks ’ ). Each site was visited to 
make sure that each was an individual, 
unique site, as opposed to simply redi-
recting the consumer to another estab-
lished site. If one site was just a conduit 
to another site, both sites were counted 
together as one. Sites were also used that 
were covered in media accounts.  8   The 
distinction between web pages and sites 
was considered, and thus single posts to 
blogs or discussion boards were not 
included to this study, nor were Usenet 
groups (eg alt.microsoft.sucks, alt.destroy.
microsoft). 

 First, the numbers of anti-brand sites 
attracted by the brands in the list are 
grouped in terms of NDJ components. 
The NDJ effects created by these sites can 
be clearly seen in  Table 1 .  The results indi-
cated when high  ‘  Brand Rank  ’  within 
BW ’ s list aligned with high  ‘ Brand List 
Consistency ’  or  ‘ Brand Consistency ’  an 
increase in hate sites can be seen. The 
research showed that when both compo-
nents —  Brand Rank  and  Brand Consist-
ency  — are present, the brand is more likely 
to attract the attention of consumer activ-
ists who then develop hate sites. 

 The data also reveals that being listed 
 consistently  in the BW List rather than 
being  highly  ranked is one of the major 

reasons behind the presence of anti-brand 
sites (14 brands and 42 anti-brand sites in 
cell-2 over four brands seven anti-brand 
sites in cell-3). Also, in cell-1  Table 1 , 24 
brands generate 81 anti-brand sites with 
an average of four anti-brand sites per 
brand; in cell-2 average about four anti-
brand sites; in cell average about two anti-
brand sites and fi nally in cell-4 average 
one anti-brand sites produced by each 
brands. Therefore, brand consistency plays 
a major role in attracting anti-brand sites, 
and such brands should be extra careful 
and conscious of being targeted by the 
anti-brand sites on the internet. 

 Secondly, although NDJ effects were 
observable in terms of anti-brand site 
frequencies in  Table 1 , binary logistic 
models are also developed to test the NDJ 
effects on the presence of anti-brand sites 
as depicted in  Table 2 . 

 Our data and variables are coded as 
follows: if a specifi c brand has an anti-
brand site, it is coded 1; if it does not, it 
is coded 0 (zero) in order to measure the 
anti-brand site presence. Brand Ranks are 
calculated by dividing the ranking into 

    Table 1       Negative double jeopardy effect in top 100 
brand list 

    Brand rank  *    

  Brand 
consistency  *  *    

  High    Low  

 High  1  2 
    24  Brands ( 81 

anti-brand sites ) 
  14  Brands ( 42 
anti-brand sites ) 

      
 Low  3  4 
    4  Brands ( 7 

anti-brand sites ) 
  3  Brands ( 4 
anti-brand sites ) 

   *       If brand is ranked in the fi rst 50, it is labelled High 
Brand Rank; otherwise it is Low Brand Rank.   
   *  *       If brand is ranked more than three years, it is 
labelled High Brand Consistency; otherwise it is 
designated Low Brand Consistency.
        Bold indicates how many brands targeted by anti-
brand site.     



213

 ROLE OF ANTI-BRAND SITES ON THE INTERNET 

© 2008 PALGRAVE MACMILLAN LTD 1350-23IX $30.00 BRAND MANAGEMENT VOL. 15, NO. 3, 209–222 JANUARY 2008

four groups from BW ’ s most valuable 
global brands list ( ‘ 4 ’  fi rst 25th  ‘ 3 ’  second 
25th, etc), and Brand Consistency repre-
sents how many times a specifi c brand was 
on the most valuable global brand list in 
the last fi ve years ( ‘ 1 ’  if it is listed one year, 
 ‘ 5 ’  if it is listed every year). NDJ values, 
as a result, are calculated as (Brand 
Rank) × (Brand Consistency). In order to 
understand the NDJ effects on a compa-
ny ’ s likelihood of having an anti-brand 
site, we used the most appropriate model 
for our data: the binary logistic regression 
model. 

 In model 1, NDJ effects are statistically 
signifi cant. In other words, it is likely that 
NDJ effects are related to Brand Rank 
and Consistency, which can be associated 
with corporations ’  anti-brand site pres-
ence in the markets. 

 Although NDJ effects can be observed 
in the US, this might not be the case in 
other countries (if, eg the consumers in a 
different country might not be as internet-
savvy as American consumers). Since there 
are some international brands in BW List, 
this factor needed extra attention as well. 
The lack of anti-brand sites might be 
caused by information technology infra-
structure problems, language and cultural 
differences  13   and is conceptualised as the 
 ‘ Digital Divide (DD) ’  in e-commerce 
literature. American consumers are more 
connected and aware of the pros and cons 
of their actions and internet marketing, 

thus it might be more common to see 
these anti-brand sites ’  having an impact 
on US brands than on other international 
brands. Another possible reason could be 
Americans ’  love – hate relationship with 
brands.  14   Americans might love their 
brands more than Europeans and that 
might be the reason behind increasing hate 
sites in the US. Simply, observation of NDJ 
effects on such international brands and 
markets might be limited to the date. 
Therefore, in order to observe NDJ 
effects we built another model (model-2 
in  Table 2 ) taking account of the DD 
phenomena to test the anti-brand site pres-
ence in the markets. 

 If the specifi c brand is a US brand, it 
is coded 1; if it is international brand, it 
is coded 0 (zero) in order to take account 
of DD effects. Even when DD is included 
in the model, NDJ effects continue to be 
statistically signifi cant. 

 Overall, the study ’ s results showed 
clear NDJ effects — that the most valuable 
brands are targeted by anti-brand sites 
(sometimes multiple sites), while less valu-
able brands have no hate sites.  The impacts 
and perspectives of such sites are , however, 
still unknown and the question remains: 
 ‘ How are each group of anti-brand sites 
that cause NDJ effects making their points 
to infl uence potential consumers and 
markets? ’    In order to answer this question, 
a typology is developed to understand 
each site ’ s objectives.   

   Table 2       Logistic regression results 

    Model-1                              Model-2  

  Dependent    Presence of anti-brand site    Dependent         Presence of anti-brand site

  Independents    Coeffi cient    Odds    Independents    Coeffi cient    Odds  

 NDJ  0.088*  1.091  NDJ  0.074**  1.076 
       DD  0.829**  2.290 
   �    2    6.912*    �    2      10.734*   

       * p   0.01, ** p   0.05.   



 KUCUK 

214 © 2008 PALGRAVE MACMILLAN LTD 1350-23IX $30.00 BRAND MANAGEMENT VOL. 15, NO. 3, 209–222 JANUARY 2008

 Typology of anti-brand sites with 
regard to NDJ matrix 
 Hirschman ’ s  15   well-known  ‘ Exit-Voice ’  
theory draws attention to a missing link 
in the market mechanism:  ‘ consumers ’  
respond to companies and markets with 
not just product / brand choice decisions —
 exit; refuse to consume, brand switching, 
change in purchase frequency — but also 
actively giving voice to consumer 
concerns ’  — voice; complaints, consumer 
activism …  ’ . In other words, consumers 
can be neither totally alienated nor 
liberated from brands and markets.  16   
Instead, they create alternative meanings 
and social codes regarding such brands in 
the markets, which can be defi ned as 
 ‘ liberatory postmodernism ’ ,  17   — in order 
to differentiate themselves from consump-
tion cycles of the company-created 
consumption system.  18   With the internet, 
consumer liberation from, and transfor-
mation of, symbolic meanings in the 
markets — which are mainly represented 
by brands — are much easier and the 
consumer is now able to make his /
 her disdain for these corporate-created 
meanings known. 

 In this context, the reasons behind the 
propensity of some brands to generate 
more anti-brand sites than others, and the 
common points shared by such anti-
brand sites in creating pressure on corpo-
rations ’  brand identity should be discussed 
in detail. For this purpose, all of the 
anti-brand sites were analysed in order to 
understand their counterarguments and 
major points of view; as well as web 
content quality and visual expressi -
veness. And fi nally, a new anti-brand 
sites typology is developed with regard 
to the NDJ concept as also depicted in 
 Table 3 . 

 The following sections are organised to 
provide evidence of the conceptual clas-
sifi cation of such anti-brand sites.  

 Experts (high brand rank, high brand 
consistency) 
 The developers of these sites have broader 
knowledge about markets and alternatives, 
and expertise about business practices, 
products and technologies. Because of 
their advanced level of expertise, they are 
capable of sensing and following market 
changes in real time (eg killercoke.org 
announces the news about Coca-Cola on 
a daily basis from many reliable sources 
such as Associated Press, etc), and devel-
oping counter-strategies against perceived 
business malpractices.  Walmart-blows.com  
provides membership for visitors who 
want to login to discussion groups and 
learn more about employment discrimi-
nation issues and educate their followers. 

 Generally these sites discuss issues in an 
analytical way supported by important 
market information. Experts generally 
oppose the consumption culture and 
system created by such companies. For 
example, although one consumer explains 
that he is neither a vegetarian nor an 
extremist animal rights supporter, he 
writes a passionate explanation of why he 
refuses to patronise McDonalds. He raises 
issues such as rain forest destruction and 
erosion resulting from the beef industry ’ s 
practice of clear-cutting in order to graze 
cattle. He concludes with the warning:  ‘ for 
every pound of beef you eat, 55 acres of 
rainforest were destroyed ’ .  19    This consumer 
analyses the company ’ s operations and is 

  Table 3       Typology of anti-brand sites with regard to 
the NDJ matrix 

    Brand rank  

  Brand 
consistency  

  High    Low  

 High  Experts  Symbolic 
Haters 

      
 Low  Complainers  Opportunists 
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protesting the company because of its 
production style and not simply product 
or service failures or consumption-related 
issues. Although the consumer in this 
example might actually enjoy this company ’ s 
products and clearly differentiates himself 
from other protest groups (ie vegetarians 
and animal activists), he / she understands 
and disapproves of the company ’ s produc-
tion process. Some such sites give exten-
sive and detailed information citing to 
actual documents that reveal what is 
wrong with the targeted brand from their 
point of view.  20   Others provide links to 
thought-provoking experts and authors 
regarding the issues,  21   to alternative 
products (eg  Ihatemicrosoft.com  links to 
visitors to free open source software), and 
to related anti-brand and boycott sites to 
organise a collective movement to dissem-
inate their messages to public.  22   This, in 
effect, creates some level of economic 
pressure by stimulating anti-consumption 
against the targeted brands. Overall, the 
arguments raised by such sites are more 
constructive, well articulated and directly 
question the company ’ s existence. 

 Many experts set out to become their 
own media source instead of expecting 
support from the general media. Their 
websites show advanced design techniques 
and communication skills, potentially 
developing themselves as an independent 
media outlet. Some sites welcome visitors 
with an interactive talking  ‘ host ’  with 
very easy – to-use features (the person on 
the front page display says:  ‘ click on 
me for more information ’ , as in  Ihat-
emicrosoft.com ). Some experts apply 
strong expressiveness and communication 
strategies with unforgettably powerful 
images to maximise their impact on 
visitors to the site and the markets 
with the ultimate purpose of creating 
brand identity erosion (see  Figure 1  for 
examples).   

 Symbolic haters (low brand rank, 
high brand consistency) 
 The brands targeted by symbolic haters 
have high brand awareness in the markets 
and are ranked consistently on the BW 
List, but generally appear low on the list. 
They are not as valuable as those targeted 
by the experts. The more popular these 
brands become, the louder and more 
comprehensive, however, the hate towards 
the targeted company might be. 

 This group of anti-brand protesters is 
sustained predominantly by negative 
WOM (word of mouth) or rumour in the 
markets, and focus more on the myths 
behind the brand ’ s success (or what people 
are saying about them — what ’ s  ‘ hot ’ ) and 
put those issues in the centre of their 
negative speech. Since the brands they 
target are consistently ranked, these 
symbolic haters might have a better 
chance of attracting more public attention 
to the issues they promote. For example, 
 amazon.com  created a one-click purchasing 
process to improve its customer service by 
making it easy for a consumer to make 
an online purchase by saving the custom-
er ’ s information from a previous transac-
tion. Some consumers no doubt appreciate 
this change and see it as an improvement. 
Symbolic haters, however, may view 
Amazon ’ s  ‘ improvement ’  with suspicion, 
believing that Amazon is attempting to 
steal consumers ’  fi nancial information for 
its own impermissible purposes. A symbolic 
hater ’ s arguments against a company are 
largely based upon suspicion and rumour, 
as opposed to the factual business malprac-
tice evidence relied upon by experts.  23,24   
Another example would be protestors 
who hate Starbucks because it might be 
currently perceived as fashionable to hate 
that specifi c corporation that has achieved 
such widespread availability. The symbolic 
hater adopts this  ‘ hate ’  of the company 
because of social pressure to support coffee 
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shops that might offer a more unique 
experience. 

 Here are the comments of the founder 
of a hate site dedicated to Starbucks;  

  ‘ Personally, I hate them because their coffee 
sucks and they are everywhere. You can ’ t 
escape them ’ .  25    

 The founder of this site makes general 
arguments without providing any tech-
nical or market information. The point 
made here is rather relative, related to 
personal taste and is not as convincing and 
trustworthy as the arguments put forth by 
experts. This site may also be repeating 
and imitating the points of view that have 
been articulated by others because it is 
popular and fun to do so. 

 Their expressiveness and web design 
are not as sophisticated as those of the 
experts, and may rely more on humour 
than other groups of protestors. Here, the 
protestors changed the company ’ s brand 
symbol by adding horns to indicate evil 
and added a cross sign over the targeted 
brand ’ s symbols ( starbucked.com , etc); 
some others also included a cartoon to 

entertain consumers about their major 
arguments as seen in examples in  Figure 2 .   

 Complainers (high brand rank, low brand 
consistency) 
 Complainers target brands that have not 
been ranked in the list previously, and 
that debut in the top 50 companies (but 
generally closer to the top ten or 20). 
Complainers refl ect their anger by 
bringing negative attention to the 
company with service failure scandals in 
order to create opposition to the targeted 
brands. They are more interested in oper-
ational and product-related problems than 
business philosophy or system order.  They 
might have initially tried to build commu-
nication with the company regarding 
their concerns, but their insight was not 
appreciated by the company, and they 
chose to protest them on hate sites using 
 ‘ wake-up call ’ -type attention grabbers to 
get their point across (eg UPS smashed 
or undelivered packages  26 – 29   and Citi-
bank hidden fees, service inconveniences 
failures  30  ). Some such sites even give hints to 

  Figure 1          Examples of the visual expressiveness of experts,  http://www.frot.co.nz/wheels/coca-cola.htm  visited on 27th July, 2006  
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like-minded consumers regarding how to sue 
the targeted company in similar situations.  29   

 The quality of these types of sites is 
not as advanced as either experts or 
symbolic haters, and their expressiveness 
is limited to depictions of actual service 
failures (pictures of smashed packages, 
etc) or scanned and posted documents 
about the unresolved communications 
with the targeted company rather than 
advanced interactive website designs. The 
message, however, is clear, and often the 
examples given involve personal experi-
ences that the reader can empathise with, 
and thus the reader may develop a negative 
opinion of the targeted company based on 
the experience of another person.   

 Opportunists (low brand rank, low brand 
consistency) 
 Opportunists rely on a company ’ s service 
failures refl ected in the media news as 
their main source of information. It can 
be said that opportunists are fed by media, 
not personal expertise nor experience, but 
they are trying to use fl ashy news stories 
to infl uence potential consumers into 
viewing their own website in order to 
increase site traffi c. In other words, oppor-
tunists are generally not as personally 
invested as other groups of anti-brand 
sites. What they want is to fi nd scandal 

news that maximise their visibility and 
attract attention on the internet. 

 For example, the following anti-brand 
site ( www.ebaysucks.com ) targeting ebay 
shows this message to newcomers:  

  ‘ Is this the beginning of the end for ebay? 
 One business writer says yes .  Ebay Execs 
have to pay back millions  due to  ‘ spinning ’  
lawsuit.  Ebay gets hit with another suit over 
billing . Ebay ’ s  SquareDeal Scam!  Deceives 
ebay users into thinking they are protected, 
but in fact, it ’ s deceptive on purpose! 
They only pay up to  $ 1000 per seller, 
not buyer or item! Tell us what you think 
about this in the  EbayExodus Forums !  
   Spice Up Your Desktop — Free Download 
[ICON]    

73 %  of Tiffany items sold on ebay 
are fakes! So Tiffany is  suing ebay . 
 
No Doubt issues a  counterfeit warning  for 
guitars being sold on ebay as autographed 
by band members ’ .   

 You can download free downloads to 
 ‘ spice-up your desktop ’ , which provides a 
link to media news regarding the targeted 
brands. Also, interestingly, at the bottom 
of the site, the site owner posted the 
following information:  

  ‘ All Rights Reserved, including copyrights 
 &  trademarks, 1999 – 2006 EbayExodus,   
EbayExodus.com , EbaySucks,   EbaySucks.com , 

  Figure 2          Examples of the visual expressiveness of symbolic haters,  http://www.shinyhappyhead.com/starsucks.htm  visited 20th 
April, 2007  
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EbaysDeadJim,   EbaysDeadJim.com , F..kEbay,   
F..kEbay.com ,   TheBestAuctionList.com  
and the  ‘ circle-hash ’  logo (meaning  ‘ NO 
Ebay ’ ) are all trademarks of   EbayExodus.
com . All Rights Reserved. The information 
and articles on this website are given freely 
here in this context, but to use it elsewhere 
without compensation is stealing. Stealing is 
bad. It gives you headaches and your teeth 
fall out. Don ’ t do it! ’   

 Although they are not many in numbers, 
clearly the site owners are trying to 
increase website popularity and traffi c 
through buying the rights to all possible 
negative domain names potentially used 
in the future. The above-listed alternative 
domain names direct traffi c to one anti-
brand site targeting ebay, thus maximising 
its site traffi c. Web designs are not of good 
quality and are less expressive, but generally 
focus on free downloads or products. Since 
the downloads offered are free, they might 
be protected from legal attacks as well.     

 POSSIBLE STRATEGIES FOR 
HANDLING NDJ EFFECTS 
 Anti-brand sites can be either harmful or 
benefi cial to many business operations in 
both direct and indirect ways. Although 
anti-brand sites can harm a company and 
its brand, they can also indirectly provide 
opportunities and benefi ts for companies. 
Therefore, four basic strategies are offered 
for companies who wish to benefi t from 
and control the aforementioned negative 
NDJ effects. These proposed strategies can 
be used to address each type of anti-brand 
site in different scenarios, but also suggest 
the most effective strategies for each 
specifi c type. In this context, the pros and 
cons of these four strategies will be 
discussed in order to reach clear and 
understandable consumer-centred market 
relationships and market welfare as framed 
in  Table 4 .  

 Work with experts 
 Experts might alert the company to prob-
lems, and expertise shared on the sites can 
be used in a company ’ s market value-
creation process in the future. The 
feedback gained from such sites is free to 
the company, unlike customer-satisfaction 
surveys or consultants that come at a price. 
Some very useful information could come 
from sites developed by ex-employees 
who have extensive knowledge of the 
company. In some cases, these ex-
employees might have been unable to 
share their ideas while employed because 
of bureaucracy or other organisational 
barriers. Therefore, working with experts 
can help a company discover new ideas 
and learn more about their challenges and 
solutions as well. The questions, however, 
still remains  ‘ to what extent does this 
hostile language and brand opposition 
impact your market share and brand 
value? ’  or  ‘ how can you control and reduce 
this hate, and, if possible, use the informa-
tion provided to your advantage? ’  

 First, a company must analyse and 
determine the  ‘ hostility level ’  and  ‘ exper-
tise level ’  of such sites. The trade-off 
between hostility and expertise can give 
an idea as to how much hate a company 
should tolerate in order to reach some 
level of collaboration with such sites ’  users. 
If the hostility level is extremely aggressive 
and the expertise will offer nothing in terms 

  Table 4       Strategies for handling the effects of NDJ 

    Brand rank  

  Brand 
consistency  

  High    Low  

 High   Work with 
Experts  

 Monitor 
 Symbolic Haters  

      
 Low  Talk to 

 Complainers  
 Combat 
 Opportunists  
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of value for the company, the company 
might need to monitor the site before the 
hate generated reaches harmful levels. If a 
company reaches a somewhat manageable 
level of hostility along with a good level of 
consumer expertise through these sites, it 
should, however, encourage consumer 
involvement in the market co-value-crea-
tion process as discussed below. 

 Bringing customers to the centre of the 
value-creation process, networking and 
creating open dialogue between them and 
the company will eventually lead to 
mutual satisfaction between the consumer 
and the company.  31   As discussed earlier, 
such consumers analyse a whole system 
carefully without any distinction between 
consumption and production functions 
(ie McDonald ’ s example in the previous 
section). This, in turn, helps the company 
to maximise complete value-creation 
processes on multiple levels  32   as long as 
the targeted company can understand and 
control the hostility level of such sites.   

 Monitor symbolic haters 
 Symbolic haters might generally be under 
the infl uence of negative WOM in the 
markets. Therefore, the challenge is how 
the company should work on dissemi-
nating timely positive and credible infor-
mation about itself to gain such consumers 
through focusing on possible consumers ’  
in-groups. 

 The insight they may provide on their 
sites will likely not be as useful as that 
provided by experts, because symbolic 
haters might have a tendency to become 
irrational and any valid feedback they 
provide will also probably be provided 
by other sites that are less emotionally 
charged. Companies should closely 
monitor what these sites are talking about 
and be open to any communication form 
directed to consumers in order to control 

this symbolic (or sometimes even disin-
genuous) hate targeted towards their 
brands. In other words, a company cannot 
defend its perspectives without knowing 
the truth behind the news broadcasted by 
such sites. 

 One solution could be monitoring 
such hate sites and discussion boards with 
the help of professional companies who 
do this in order to combat what is 
said about them on the internet (ie 
CyberAlert). Such companies conduct 
media monitoring to help clients fend off 
possible damage by conducting more than 
2,000 ongoing daily searches of corporate 
and brand names for public relations, 
reputation management, competitive 
intelligence, market intelligence and 
market research, and trademark infringe-
ment.  33   Here is an example depicted by 
an internet monitoring company ’ s success 
stories section:  

  ‘  Case in Point : A major manufacturer 
became the focal point for activists ’  
crusades against genetically-modifi ed foods. 

  Action : The company positioned itself to  ‘ own ’  
the issue so that public debate on the Internet 
takes place largely on the company ’ s terms ’ .  33    

 Other monitoring companies (ie Delahaye) 
also develop reputation indices to track 
down a company ’ s reputation in the 
markets and to provide the basis for 
understanding and improving its reputa-
tion positioning.  34   This kind of constant 
monitoring effort might give a company 
the chance to intercept targeted hate 
towards them to develop simultaneous 
counter-strategies accordingly. 

 From a marketing point of view, online 
brand communities can be a good starting 
point to build a communication platform 
to understand problems and encourage 
symbolic haters to interact with the 
company and with satisfi ed consumers in 
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order to develop new identities (specifi -
cally new brand identities) and solutions 
that they can be comfortable with. Online 
communities might also reduce customer 
services costs by providing customer-
to-customer solution interactions.  6   
Importantly, WOM created in online 
communities may have higher credibility 
than marketer-generated messages on the 
internet.  35   In this context, online brand 
communities may give a company the 
chance to be involved in discussions in 
such digital spaces and to some extent 
may give the company a chance to control 
negative WOM before it is disseminated 
to markets and becomes harmful.   

 Talk to complainers 
 These are the consumers that might have 
been satisfi ed with a company ’ s products 
and services for a while, but have grown 
dissatisfi ed. They are likely still looking for 
the spark or enjoyment they once felt 
when they met with that brand. Since 
such sites are trying to get attention and 
are focusing on major service failure scan-
dals, companies should contact site owners 
to solve such consumer dissatisfaction prob-
lems before the aggression begins to impact 
the company ’ s brand identity on the internet. 
This, in turn, necessitates a closer analysis of 
the reasons behind the complaints, thus an 
effective consumer services management 
especially when consumers fi rst contact the 
company with a problem. 

 Because negative WOM spreads quickly 
and may be found online indefi nitely,  36   
companies should attempt to transform 
the negative WOM to positive WOM and 
improve the experience of their consumers. 
Although such site owners can go to 
online discussion groups and / or online 
third-party forums (eg  epinions.com ), 
which can be detrimental to the company 
if these complaints are detected early, a 

company may be able to benefi t from 
these complaints.  37   Companies should 
take advantage of this opportunity to 
develop a stronger relationship with their 
customers. An effective complaint system 
with an option of personalised services 
might give a company the ability to 
understand their consumers better. Such 
complaint systems would be a good way 
to start clear communication with 
complainers by creating a company ’ s own 
effective online response and feedback 
system on its own website. And, publicity 
of such system can even attract new 
consumers. 

 Companies could also check e-complaint 
sites and consumer blogs to monitor new 
problems and to make sure whether the 
complained of event is a one-time occur-
rence or a common problem. When it is 
appropriate, companies can send emails to 
upset customers, perhaps attaching 
discount coupons or gift cards to show its 
sincerity. Some corporations might choose 
to ignore such sites, believing that 
providing a response might attract more 
publicity to the issue. But quietly and 
regularly monitoring such anti-brand sites 
then tells how much they are doing well. 
In this way, companies are given the 
chance to develop their products and 
services, and fi nally to provide an oppor-
tunity to stop such sites ’  negative speech 
before negative WOM is disseminated to 
the whole market. Either way, companies 
must keep one ear open for extreme 
critiques and bias-driven broadcasting. In 
many business environments, especially in 
this digital age, talking to consumers might 
be less costly and more rewarding than 
putting a brand at risk.   

 Combat opportunists 
 Such sites are looking for an opportunity 
to be recognised and reach a level of 
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awareness that can be realised by the 
public. They can be very harmful once 
they fi nd scandalous events regarding a 
targeted brand, which brings the site 
higher visibility and traffi c. Opportunists 
are trying to steal web traffi c from the 
targeted company, and will search the 
media to fi nd anything they can use to 
gain attention by attacking brands. In a 
pre-emptive attempt to prevent the crea-
tion of such anti-brand sites, corporations 
can buy potential negative domain names 
that can be targeted on the internet 
(eg Volvo ’ s  volvosucks.com , Chase Manhat-
tan ’ s  chasesucks.com ,  ihatechase.com  and 
Exxon ’ s  exxonsucks.com ).  38 – 40    Priceline.
com  purchased  pricelinesucks.com  even 
before  priceline.com  went online.  40,41   

 If opportunist hate sites survive and 
thrive, it is possible that they could morph 
into complainers or symbolic haters, 
which should motivate companies to 
monitor them carefully and take action 
(either legal or counter-marketing actions) 
when necessary. Companies should be 
aware / cautious of opportunists ’  existence 
on the internet and ready to combat them 
to stop brand erosion and web traffi c —
 because they do not bring benefi t or value 
creation to a company. Companies might 
need to re-evaluate search engine 
marketing efforts (ie keyword selection 
and link popularity determination etc) by 
taking into consideration such sites. 
Otherwise, the company may end up 
needing to buy the anti-brand site in 
order to shut it down  5   or face a new addi-
tion to its list of hated anti-brand sites.    

 CONCLUSION 
 Anti-brand hate sites are becoming a 
threat to companies and sometimes may 
function like market agents, but can also 
be sources of valuable information for a 
company if monitored, understood and 

managed well. The majority of companies 
might be choosing to ignore these sites 
while others are spending money devel-
oping websites or fi ling lawsuits to combat 
them. Companies need to realise that 
these sites can direct extreme criticism to 
companies and bias-driven broadcasting 
to markets and consumers. Whether they 
are  ‘ experts ’  or  ‘ opportunists ’ , companies 
need to understand and analyse such sites ’  
language, culture and function in order to 
determine how to direct the hate gener-
ated by such sites into a more productive 
and positive form of communication that 
helps to maximise both company and 
consumer benefi t in markets.     
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