
 

Experiential brand avoidance: a ticking time bomb? 

 

 

 

 

Devoid of the slightest warning, 40 per cent of customers are said to stop patronising their 

service provider as a result of negative experiences. It takes one negative brand 

experience to lose a customer indefinitely, as they have become more demanding and 

less tolerant toward poor service experiences than ever before. Service brands are 

particularly important as they provide a proxy of how the service should be performed and 

represent a promise relevant to the experiences the customer can anticipate. When 

customers face a negative brand experience of unmet expectations, the service brand is 

perceived as inferior to competitors. The consequence for the service brand is possibly 

losing the customer for good. Experiential avoidance has been identified as a prominent 

reason for customers to actively reject a service brand. 

A research study was conducted by Sotira Petrou, a Master’s student in the Department 

of Marketing Management, to investigated poor service performance, inconvenience and 

hassle, service encounter, co-production failure and service environment as predictors of 

experiential avoidance, and experiential avoidance was investigated as a predictor of 

service brand avoidance within the South African cell phone industry. This study was one 

of the first quantitative service brand avoidance studies. Data was collected from 241 

South African cell phone customers.  

The results from this study revealed that poor service performance, inconvenience and 

hassle, as well as the service environment are significant predictors of experiential 

avoidance. In addition, the results indicated that experiential avoidance is a significant 

predictor of service brand avoidance. 

This study stresses the importance of experiential avoidance as a service brand 

avoidance dimension. It is imperative to gain an understanding of customers’ motives to 

avoid a service brand. This knowledge empowers service brands to counter the risks of 

reputational damage and long-term profitability loss associated with service brand 
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avoidance. Service providers should consider utilising customer brand experience 

mapping as a strategy to remedy experiential avoidance. By identifying shortfalls at every 

moment of the service brand experience, managers will become capable of improving the 

customer brand experience and mitigate the risk of service brand avoidance. 

This research was conducted as part of the fulfillment of the Master’s degree in Marketing 

Management in 2016 with the Department of Marketing Management by Sotira Petrou 

under the supervision of Prof. P.G. Mostert. 
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