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BRAND DETACHMENT : 
CONCEPTUALIZATION, ANTECEDENTS AND PROPOSITION OF A 

MEASUREMENT SCALE 
 
 

Abstract :  
Having clarified the concept of brand detachment, this communication presents the results of 
our first data collection. The first part of this paper conceptualises the phenomenon of brand 
detachment : After a succinct presentation of the literature on detachment, we expose our 
approach of this concept. Then, we present some results of our qualitative research to 
apprehend its antecedents and outline its impact on brand loyalty. 
The second part presents the first quantitative results relative to our study and particularly the 
creation of a measurement scale. Brand detachment seems to have two dimensions : an 
affective and a cognitive. Finally, the factors activating the process of brand detachment are 
exposed.  
 
Key Words : detachment, brand, relationship dissolution, affective reactions, measurement 
scale. 

 
 
 

LE DETACHEMENT DE LA MARQUE : 
 CONCEPTUALISATION, ANTECEDENTS ET PROPOSITION D’UNE ECHELLE 

DE MESURE 
 
Résumé : après avoir clarifié le concept de détachement de la marque, cette communication 
présente les résultats de notre première collecte de données. La première partie de ce papier 
conceptualise le phénomène de détachement de la marque : après une présentation succincte 
de la littérature sur le détachement, nous exposons notre approche de ce concept. Puis, nous 
présentons certains résultats de notre étude qualitative pour appréhender ses antécédents et 
mettre en exergue son impact sur la fidélité à la marque. 
La seconde partie présentes nos premiers résultats quantitatifs et particulièrement ceux relatifs 
à la construction d’une échelle de mesure. Le détachement de la marque semble avoir deux 
dimensions : une affective et une cognitive. Enfin, les facteurs activant le processus de 
détachement de la marque sont exposés. 
 
Mots clés : détachement, marque, dissolution des relations, réactions affectives, échelle de 
mesure. 
 
 



Introduction 
 
The increase of competition has made loyalty and thus profitability important goals for 
researchers and practitioners. That is why a growing number of researches are interested in 
relationship dissolution (see Strandvik and Holmlund, 2000; Prim, 2000; Stewart, 1998). 
Some of these authors underlined the loss of profit associated with relationship dissolution 
(Strandvik and Holmlund, 2000; Prim, 2000). Indeed, the costs locked up for keeping old 
clients are smaller than those associated with acquiring new ones.  
Quality and satisfaction have been mentioned as explanatory factors for defection (Strandvik 
and Holmlund, 2000). But they constitute insufficient explicators for dissolution since some 
satisfied customers leave (Jones and Sasser, 1995) and some unsatisfied customers stay 
(Gronhaug and Gilly, 19911). Moreover, in consumer research, a growing body of literature 
has shown the importance of affective reactions and states for a better comprehension and 
explanation of brand choice and other aspects of consumer behaviour (Halvena and 
Holbbrook, 1986; Batra and Ray, 1986). Affective states can occur as part of the dissolution 
process.  Strandvik and Holmlund (2000) have noted that « dissolution may happen in terms 
of attitudinal effects (emotions and cognition) and/or behavioural changes. There may thus 
exist a hidden dissolution of a relationship when only attitudinal changes happen without 
effects on behaviour ». 
In consumer behaviour, the emergent concept of brand detachment characterizes the 
deterioration of the relationship between a brand and a consumer. Brand detachment is a state 
of psychological distance with regard to a brand, resulting from the weakening or the 
dissolution of the affective bond existing between a customer and a brand. It is manifested by 
a partial or complete loss of some positive affective reactions toward the brand and by casting 
a doubt on the privileged place of the brand in the customer’s mind. Brand detachment could 
be seen as an attitudinal facet of processes of relations’ deterioration between the consumer 
and the brand. In fact, it can constitute an indicator of the tendency to leave the relationship.  
The aim of this paper is to clarify our approach of brand detachment and to expose the first 
results concerning the scale development and the factors activating the detachment process.  
This paper is divided in two parts. The first part deals with the conceptualisation of the 
phenomenon. It begins with the literature on detachment, presents our approach of it as well 
as some results of our qualitative research2. To conclude this part, we shall underline its 
contribution for the research in marketing. The second part presents some of the first 
quantitative results relative to our study of brand detachment. 
 
 

I) Towards a conceptualisation of brand detachment 
 
Our approach of brand detachment arises essentially from an adaptation of works in the field 
of psychoanalysis and psychology. Before proposing our definition of this concept in the 
sphere of marketing, we are going to present briefly these various papers.  
Then, we shall present some of our qualitative results, before concluding this part by the 
contribution of brand detachment for the research in marketing. 

 
 
 
 
 

                                                 
1 Quoted by Strandvik and Holmlund (2000). 
2 For the complete results of this study, see Perrin-Martinenq (2002). 
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1) The detachment in literature 
 
Our approach of detachment is based mainly on the works of Horney (1937;1945) developed 
in psychoanalysis and on those of Levenson and Gottman (1985), and Bowlby (1969) in 
psychology. 
 

1.1) The detachment seen by Horney (1937;1945) in the field of  psychoanalysis 
 
The detachment would be a technique allowing the neurotics to reduce the basic fear of any 
neurosis. This author describes exactly the manifestations of such an orientation. The 
detachment is an attempt to resolve some of the internal conflicts. It consists of “maintaining 
an emotional distance towards the others”. Consequently, the detached person is trying to 
eliminate any sort of feeling from his life and is characterized by “an emotional lack” and an 
attitude “I don’t give a damn”. The essential purpose of a detached person is the refusal of  
commitment : he/she on no account wants to be engaged affectively. 
We saw that the detached person had a general tendency to eliminate any feeling, even to 
deny their existence. “It is therefore a logical consequence of the need to maintain an 
emotional distance towards the others, because to feel consciously a big love or a violent 
hatred would be opposite to their approach”. 
 
 
 

1.2) The detachment in the field of psychology  
 
The detachment seen by Levenson and Gottman, (1985) in  the field of psychology : study of 
separation and divorce 
The conceptual and empirical studies relative to separation and to divorce are numerous. 
However, although it can be considered that detachment is a phenomenon characterizing the 
deterioration of interpersonal relations, few researchers had aimed at explaining this concept. 
Those who clarified that the separation could be preceded by an emotional detachment did not 
define this phenomenon. However, Levenson and Gottman (1985) listed certain 
demonstrations of the emotional detachment of a man with regard to a woman in the 
unsatisfactory relations. The detached man feels less positive affect (notably less affection) 
and less negative affect towards the woman. The process of detachment begins well before the 
final separation because before leaving, partners lead separate lives emotionally as well as in 
their behaviour (Goode, 1956; Weiss, 1975 quoted by Levenson and Gottman). 
 
The detachment seen by Bowlby (1969) in psychology 
By developing the attachment theory, Bowlby (1969) made reference to detachment. Notably, 
he noted that a child being separated from his mother could show reactions of detachment 
during her absence as well as upon her return. The phase of detachment in which is the child 
during the absence of his mother is often considered as a sign of recovery, compared to a 
phase of protest and despair that followed the departure. Indeed, during this phase of 
detachment, “the child shows more interest for what surrounds him : he does not reject any 
more the nurses but accepts their care, the food and the toys they bring. Furthermore, the child 
can be sociable and smiling. When his mother is coming back, the child rejects her as an 
object of love. He remains distant and apathetic. In the place of tears, he turns away 
nonchalantly. He seems to have lost any interest for her” (Bowlby, 1969). 
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These various approaches allowed us to grasp with clearer sightedness the concept of 
detachment and contributed to the establishment of a definition of brand detachment in 
marketing. 
 
 

2) Our approach of Brand detachment 
 
The approaches previously exposed agree that detachment is demonstrated by decrease, and 
even disappearance of the affective reactions with regard to a person to whom one was 
attached. So, we can conclude that to be emotionally untied from somebody refers to being 
taken away from him, not liking him any more and not looking for his presence any more or 
not appreciating his company.  
In the sphere of marketing, being detached from a brand to which one was previously attached 
means that the emotional link, which united one with this brand, is weakened or broken. The 
detached customer is taken away from that brand : positive affective reactions previously felt 
for that brand have partially or totally disappeared. The customer is no longer very interested 
in that brand and he is not very enthusiastic about the idea of wearing, using or buying it. 
Moreover, the consumer should not be frustrated if the brand is not available in the store, 
which means that the negative affective reactions towards the brand should be minimal. 
 
We defined brand detachment as a state of psychological distance with regard to a 
brand, resulting from the weakening or the dissolution of the affective bond existing 
between the customer and this brand. It is manifested by a partial or complete loss of some 
affective reactions toward the brand and by casting a doubt on the privileged place of the 
brand in customer’s mind.  
 
Detachment is a state subsequent to attachment. Indeed, etymologically, the term “detached” 
comes from “attached” by change of prefix. For being detached from somebody or something, 
it is necessary to have been previously attached to him/it. 
When the consumer is detached, the affective and emotional link which united him with the 
brand, as well as the psychological closeness which bound them is very weak or does not exist 
any more. The feelings and emotions felt for the brand seem to be affected in the same way. 
Finally, the brand from which the consumer is detached should be less striking in the spirit of 
the consumer : thoughts appear less, or even not at all mobilized by it. 
 
The detachment such as we apprehend it, does not correspond to a strong negative emotional 
state towards the brand like rejection. No longer liking a brand does not mean hating it. 
Hating or rejecting somebody or something implies the presence of strong negative affective 
reactions towards this person or towards this thing. If brand detachment is demonstrated by 
the partial or total loss of certain positive affective reactions, it does not necessarily imply the 
appearance of negative affective reactions. 
If the relatively weak negative affective reactions (tiredness, disappointment) characterized 
the process of detachment, when the individual is detached, he should no longer have strong 
negative feelings towards this brand. The independence between the positive and negative 
affects (Zautra, Potter et Reich, 1997 quoted by Russell and Carroll, 1999) shows that the 
decrease of some affects does not cause inevitably the increase of the others. 
From our point of view, to feel strong affective reactions towards a person or towards a thing 
means that one is attached to it. So to hate or reject somebody or something shows an 
attachment rather than detachment. Only persons or things to which we are attached are likely 
to affect us profoundly.  
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The detachment should not be confused with the state of indifference. Certain important 
distinctions should be made between these two concepts. On one hand, contrary to 
detachment, indifference towards a thing or a person implies that it/he has never affected us. 
On the other hand, demonstrations of indifference could correspond only to an extreme shape 
of detachment. 
 
Finally, the detachment does not necessarily mean that the consumer does no longer estimate 
the brand positively. The individual can be removed from a brand and continue to consider it 
as a good brand, even if he is not close to it any more, nor attracted by it.  In that case, the 
brand is no longer preferred, liked, privileged. On the contrary, the detached individual can 
estimate the brand in a negative way. He can for example have been disappointed by the 
quality of its products and award it an image of “bad quality” or have been disappointed by 
the non-evolution of the offer and confer it an “old-fashioned” brand image. However, that 
does not mean that he is still affected by the brand. 
 
Having exposed our approach of brand detachment, we are going to present the triggers of the 
detachment process and show how the study of this concept can be beneficial for a better 
understanding of the deterioration of the relation among the consumer and the brand. These 
elements come from a qualitative exploratory research3. Indeed, the lack of literature incites 
us to lead this study in order to grasp this phenomenon in consumer behaviour. The most 
important results of this study are exposed in the next section. 
 
 
 

3) Elements at the origin of the detachment and its consequences on relationship 
with the brand : results of an exploratory qualitative research 

 
We led an exploratory qualitative study to better grasp the concept of detachment. We tried in 
fact to identify the factors being at the origin of this state, its manifestations and to discover 
its effects on brand loyalty. In this paper, we will briefly expose some results of this 
qualitative research in order to show, in the second part of the paper, if these results are 
confirmed by our first quantitative  study. 
 

3.1) Elements at the origin of the process of detachment 
 
Different factors activating the detachment process came out from this study. We grouped 
them in 3 categories : factors inherent to the brand, factors inherent to the individual and the 
phenomena of fashion. 
 
The factors  inherent to the brand linked to the offer of the brand. In fact, several elements 
inherent to the offer of the brand can activate the process of detachment. The change of style 
of the offer, the change of target and the non-evolution of the offer (non-evolution with regard 
to the fashion, non-evolution of the style of clothes for example) can lead to an inadequacy of 
the offer with regard to the demand and activation of detachment process. In that case, the 
products do not correspond to the demand of people any more.  
A price increase can have a similar effect, even if the element “product” of the MIX always 
corresponds to the expectations. These factors tend to show that the offer of the brand should 
be in symbiosis with needs and desires of consumers. Modifications of the proposed products 

                                                 
3 For the results of the qualitative study on the subject, see Perrin-Martinenq (2002). 
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are necessary but they should be made so as to correspond to the evolution of needs and 
desires of individuals.  
The perceived deterioration of quality of products by the consumer or the fact of having a 
quality problem with a product can also entail the process of detachment. The activation of 
the detachment process subsequent to a quality problem is all the more likely that this last one 
is important.  
The ethics of the brand can also be at the origin of this process, in particular if the values 
conveyed by it are contradictory to those of the individual. 
Finally, the extremely rare establishment of shops of the brand can also engender this process. 
One often says “far from eyes, far from the heart”; it would seem that this proverb did not 
spare the relations between brands and consumers. 
 
Among all the quoted factors, three seem to have more importance because of their 
occurrence : the deterioration of the quality, the change of the style of the offer and the non-
evolution of the offer. 
 
These factors can start the process of detachment, but they appear less often than the elements 
relative to the evolution of the individual to explain the activation of such a process. 
 
The factors inherent to the individual 
The process of detachment is not always engendered by factors related to the offer of the 
brand, but also by factors of individual nature. Various elements participating in the evolution 
of the individual were mentioned during the interviews : the evolution of the self-concept, of 
needs, desires, tastes, values, income, etc. We know that the individual can communicate his 
self-concept to others through his ways of consumption. The individual chooses the brand the 
image of which is in congruence with the image of himself that he wishes to have and/or to 
give to others. According to McCracken4 (1993), the value of the brand also results from 
identity and cultural meanings, that it supplies to the consumer and which participates in the 
construction of the self-definition. This means that any identity change should influence the 
mode of consumption of the individual : the consumer will no longer choose the same brands 
as previously, but will privilege those that, at the given moment, will best represent his self-
concept and his values.  
 
The phenomena of fashion 
Fashion is a phenomenon of society, which can have an influence on many individuals. It 
reaches numerous domains of consumption such as clothing, interior decoration, holidays, etc. 
The individuals are consequently incited to renew ceaselessly all these elements at the risk of 
not "being in the wind ". The phenomena of fashion seem to influence for certain persons the 
activation of the process of detachment, but some of them seem to hesitate to divulge their 
sensitivity.  
 
We have just mentioned the factors entailing the process of brand detachment that our semi-
directive interviews allowed us to highlight. However, it is important to underline that this 
process can be triggered by several factors acting simultaneously. In that case, it is often the 
evolution of the individual that is coupled with a factor inherent to the brand or the 
phenomenon of fashion that lead to brand detachment. 
 

                                                 
4 Quoted by Lacoeuilhe (2000). 
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The detachment process 
Elements mentioned above activate what we call " the process of detachment ". This process 
seems complex and difficult to encircle, that’s why, we were not able to identify its various 
phases. Although the detachment process does not constitute the principal object of our 
research, we have discovered certain elements that characterize it. Three variables seem to 
play an important role within this process : disappointment, tiredness and the incongruence of 
image between the values conveyed by the brand and those of the consumer : 

• The disappointment corresponds to the disillusionment of the individual at the offer 
proposed by the brand.  

•  The tiredness sends back to a state of dejection involving boredom, disgust, 
discouragement 

• The incongruence of image : the individual considers that the image of the brand is no 
longer in phase with the image that he wishes to convey. 

 
But, any process of detachment is not necessarily characterized by one of these three elements 
: in some cases none of them appear and in others one or two can characterize the same 
process. Very often,  tiredness and the incongruence of image intervene during the same 
process. 
 
Finally, the presence of alternatives seems to play a role within this process. We think that 
although the presence of alternatives of quality is not a factor activating the process of 
detachment alone, it can on the other hand intervene throughout the process by moderating the 
relations between critical factors and various stages leading to detachment. 
This single variable should not entail the process of detachment because brand attachment is 
well beyond the functional benefits obtained by the brand (Lacoeuilhe, 2000). 
 

3.2) The influence of detachment on brand loyalty 
 
Brand detachment can be apprehended as the attitudinal facet of the process of deterioration 
of certain relations between brands and consumers. Moreover, it seems that it can lead to an 
imminent dissolution of the relation with the brand. Our exploratory qualitative research on 
brand detachment allowed us to highlight certain effects of this concept on brand loyalty. The 
decrease of brand commitment, the modification of the contents and the size of the 
consideration set and the decrease of the recurrent buying behaviour of this brand appear as 
consequences of this state. We are going to look briefly at these various elements. 
 
The decrease of brand commitment 
Brand commitment has been defined by Gurviez (1998) as “the fixation of the individual in its 
brand choice”. The work of Lacoeuilhe (2000) showed that the psychological proximity 
between an individual and a brand fed the fixation of the individual in its choice of the brand, 
which means that brand attachment influences the commitment to the brand. On the contrary, 
a consumer who gets loose should disengage. The results of our qualitative study tend to show 
that the detached individuals are no longer fixed on their brand choice. In particular, three 
elements constitute indicators of the decrease of commitment towards the brand from which 
consumer is detached : the questioning of the preference of this brand, the decrease of the 
attention paid to it as well as increased prospecting for alternative brands. 
 
The modification of  the consideration set  
Consideration set is composed of the acceptable and possible brands for purchase (Chandon et 
Strazzieri, 1986). The detachment seems to have a more or less strong impact on this set. On 
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one hand, the brand from which the consumer is detached is not necessarily envisaged any 
more for purchase. Certain consumers no longer consider the brand acceptable for purchase, 
not because they reject it, but because it doesn’t answer to their desires and expectations any 
more. So, the brand is never considered. On the other hand, the brand can be considered less 
frequently. The non-automatic and non-recurrent character of the consideration results from 
the fact that the brand is still acceptable for purchase, even if it corresponds less to the 
expectations of the individual, but it is no more considered as the first and foremost. In fact, 
the individual privileges new alternatives. These different elements suggest that detachment 
has an impact on the consideration set. This impact can be seen at several levels.  
In the first place, if the brand from which the consumer is detached leaves this set, the size 
and the content of the consideration set are modified. New alternatives can be then integrated. 
Secondly, if the brand is less considered, then rather a modification of the structure of this set 
is in question : the brand has lost its privileged place within it. Finally, if new alternatives are 
added and the brand is no longer considered as the first and foremost, modifications of the 
structure, contents and size of this set appear. 
 
 
The decrease of repeated buying behaviour 
We have just seen that brand detachment led to a decrease of commitment towards the brand. 
Furthermore, we clarified that it affected the consideration set. These two elements influence 
the repeated buying behaviour of the brand. According to the results of the before mentioned 
qualitative research, brand detachment has an impact on the repeated buying behaviour of the 
brand. The brand from which the individual is detached, is not privileged any more during the 
processes of choice and purchase. Furthermore, the products of the competitors are bought 
more. That is why we think that the phenomenon of brand detachment has a negative 
influence on the repeated buying behaviour of the brand, whether this influence is direct or 
indirect. This influence seems to be more or less strong according to the individuals. Some 
buy the brand less often while others don’t buy it any more. 
 
 

4)The contribution of detachment for marketing research 
 
Several reports motivated our interest for this concept and demonstrated its contribution for 
the research in marketing : on one hand, the concept of detachment was little studied in the 
literature in general and in marketing in particular. On the other hand, if many researches 
were made on the relational marketing and in particular on the development of relations, so 
far few academic works were interested in the deterioration of relations, except in industrial 
marketing (Prim, 2000). 
So, the contribution of our research is two-fold : from a theoretical point of view, we transfer 
a concept that was initially developed in the interpersonal relations to the sphere of marketing. 
We wish in this way contribute to the consideration of the role of affective factors in the 
processes of choice and purchase behaviour of  brands, and to improve the understanding of 
the processes of deterioration of certain relations between the brand and the consumer. 
Furthermore, confronted to the quasi-ignorance of this concept in the literature, our approach 
of the detachment could fill partially this lack of knowledge in marketing and enrich the 
apprehension of this phenomenon in others disciplines. 
From a managerial point of view, the contribution is double : on one hand, brand detachment 
can be considered as the attitudinal facet of the process of deterioration of certain relations 
between the brand and the consumer. Detachment constitutes for that purpose an indicator of 
the tendency to leave the relation, which highlights the influence it could have on brand 
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loyalty. Knowing that every relationship dissolution represents a loss for the future (Prim, 
2000), particularly through the costs engendered for the conquest of new customers, it would 
be more sensible to avoid that it occurs. On the other hand, many researchers and practitioners 
recognize the just value of the current customers and the difficulty to replace the lost 
customers. The discovery of the main stages of the process of detachment would allow to 
identify its signals and to propose to managers some elements of solution to decrease its 
probability of occurrence. 
 
The interest of detachment for marketing research encourages us deeply to validate from a 
scientific point of view the advanced postulates. 
 
 
II) The first quantitative results of our study on brand detachment 
 
In this part, we are going to present the first results concerning our research on brand 
detachment. We have just showed the potential contribution of this concept for marketing 
research. The next stage is to create a valid and reliable scale of brand detachment to verify 
quantitatively these conclusions. The scale will allow us to confirm its impact on the relation 
of brand loyalty. Furthermore, we insisted on the importance of this phenomenon for the 
relationship with the brand and recommend avoiding its appearance. That is why, we tried to 
better encircle the elements activating the process of detachment.  
First, we are going to expose the results relative to the creation of a measurement scale of 
brand detachment, and then we shall show which are the main factors likely to activate the 
process of detachment. 
 
Our first data collection was made with a convenience sample of 1735 persons among which 
55,8% were students. Our sample consisted mainly of women and the average age was 28 
years. Our questionnaire has a peculiarity : we are interested only in the individuals who were 
attached to a brand and who are at present detached from it (filter question). Many 
questionnaires were deleted from this analysis because the questioned persons did not find a 
brand from which they were detached. The category of products was not imposed during this 
first collection of data. Although we thought of the category of clothes (category the most 
quoted during the semi-directive interviews), we did not know a priori, which were the 
product categories where the detachment had the most chance to appear. 
 This first data were subjected to factor analysis. In fact, this technique allows to grasp the 
underlying dimensions of concepts. That is why it was appropriate in order to better 
understand the concept of detachment. It allows us to put in perspective the dimensions of 
brand detachment and to include the main factors activating the process of detachment. The 
obtained results are presented below. 
 

1) Proposition of a measurement scale of brand detachment  
 

To show the various effects of the detachment on brand loyalty, we should have a 
measurement tool of this concept. A measurement scale is composed of a set of statements 
that should report indirectly the phenomenon that the researcher wants to seize and measure. 
We wish to measure the detachment from the brand by indicators of manifestations. We chose 
to develop a Likert scale of seven points. This type of scale allows to measure the intensity of 
a phenomenon. To develop our scale of detachment, we followed the procedure recommended 
                                                 
5 To obtain 173 exploitable questionnaires, 374 persons were questioned. In fact, we could keep only the 
questionnaires of the individuals being emotionally detached from a brand. 
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by Churchill (1979). Having specified the constructed, we generated a set of 78 items, which 
were purified by five experts in marketing. Then we collect data and purify the measure. In 
the term of this purge, 41 items were kept and subjected to factor analysis. 
Several principal component analysis were made to obtain the best factorial structure. This 
method is recommend when the objective is to extract the minimum of factors by maximizing 
the explained variance. Every factor analysis led to the purge of the factors and the items. 
Only the factors restoring a significant percentage of information (criterion of Kaiser : value 
superior to 1) were retained. In agreement with certain criteria mentioned by Evrard and al 
(1993), some items were deleted after the analysis. In fact, items whose communality is low 
(lower than 0,5), items not saturating on a single factor (correlation with one factor should be 
greater than 0,5) and items that do not participate in the improvement of the reliability of the 
measure (Cronbach’s alpha) were excluded. In addition to the application of these statistical 
criteria, the purge of items was also made by considering the appropriateness of those 
regarding the definition of the concept of detachment. 
The initial solution explained 67% of variance and retained 11 factors of which the eigenvalue 
is superior to 1 (Kaiser Criteria). Component matrix was interpretable with difficulty, due to 
the excessively large number of items. Several analyses succeeded and allowed to purify 
items and factors. In the term of this iterative method, we obtained a factorial structure with 
two dimensions. An orthogonal rotation of axes facilitated their interpretation by 
strengthening the saturation of every item on a single factor. The obtained solution explains 
77, 55% of variance. 
 
The table below presents the correlations between items and factors, restores the percentage 
of explained variance by factor and contains the alpha coefficients for each of these 
components. 
 

Items Communali
ty 

Factor 1 Factor 2

There is nothing more which incites me to 
buy this brand as first and foremost 

,778 ,874  

I have no more affection for this brand ,621 ,750  
I am not attracted any more by this brand ,619 ,745  
This brand went out of my spirit ,935  0,937 
I do not pay any more attention to this brand ,925  0,934 
Eigenvalue  2,852 1,026 
% of explained variance : 77,55%  57% 20,5% 
 Alpha coefficient  0,74 0,93 

Table 1 : Factorial structure obtained after several principal component analysis  
 
The final factor solution is satisfactory because the percentage of explained variance is 77, 
55%. Let us try to interpret and to name these various dimensions : 

o The first factor represents a dominating part of the explained variance : 57%. Three 
items are relatively well correlated with this factor (correlations>0,7). The items 
“There is nothing more which incites me to buy this brand as the  first and foremost”, 
“I have no more affection for this brand”, “I am not attracted any more by this brand” 
characterize the disappearance of the positive affective reactions toward the brand. 
The coefficient alpha for this dimension is 0,74. It reaches the level recommended by 
Nunnally (1967, 1978) for an exploratory research. 
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o The second factor restores 20,5% of the variance. Two items are very strongly 
correlated with this dimension (correlations>0,9). The items “This brand went out of 
my spirit” and “I do not pay any more attention to this brand” seem connected with the 
cognition and could represent the cognitive dimension of the detachment. The 
coefficient alpha for this dimension is 0.93, which is very satisfactory for an 
exploratory analysis. 

 
Concerning the development of the brand detachment scale, the results of this exploratory 
factor analysis are encouraging. The percentage of explained variance and the internal 
reliability of this scale are relatively satisfactory. But this factorial structure should be 
confirmed further. On the other hand, it will also be necessary to verify the trait validity and 
the predictive validity of the scale.   
 
The dimensions that stand out from these analysis seem to correspond to our definition of 
brand detachment and show the “threat” associated with the apparition of this psychological 
state : the affective barriers that bind the consumer to the brand have disappeared. That is 
why, he can replace it with no difficulty, no regret : it doesn’t matter to him. He will be 
attracted and more sensitive to rival alternatives. So, brand detachment can be seen as the 
attitudinal facet of the process of some relation’s deterioration between the brand and the 
consumer and constitutes an indicator of the consumer’s tendency to leave the relationship. 
The metaphor with romantic relationships confirms the impact of this state on the quality of 
the relation. Detachment involves the diminution of the positive affects : love and emotions 
previously felt by the partners diminished progressively and can totally disappear. It also 
manifests the loss of the privileged place of the brand in the mind of the consumer and can 
finally lead to the separation of the partners. So, in consumer-brand relationships, brand 
detachment indicates to managers the necessity to react before the end of that relation. This 
scale should allow them to know if some of their customers, those that were emotionally 
attached, are prone to leave or not. 
 
The next part identifies some antecedents of the process of detachment and could maybe give 
managers some ideas about the actions allowing them to avoid the dissolution. 
 

2) Factors activating detachment process 
 
We previously mentioned the various categories of factors being able to activate the process 
of detachment : the factors relative to the brand (deterioration of the quality of products, 
evolution of the offer, etc.), the factors inherent to the individual (evolution of the tastes, 
needs, desires, values, etc.) and the phenomena of fashion.  
On the other hand, we underlined that any process of detachment could be characterized by 
tiredness, disappointment and the incongruence between the image of the brand and that of 
the individual. In the literature, we did not find a measurement tool for these different 
elements. We listed the factors that our interviews put in evidence and drafted an item for 
each of them : we obtained 16 items. 
We asked the interrogated persons to mark these items by giving their degree of agreement or 
of disagreement (scale going from 1 to 7). Several factor analyses were realized on these 
elements. The final factorial solution explains 72,25 % of the variance and includes 4 
dimensions having an eigenvalue superior to 1. 
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Items Communali
ty 

F1 F2 F3 F4 

Your tastes had changed  ,697 ,836    
Your needs had evolved  ,692 ,805    
You grew tired of this brand, its products  ,688 ,782    
You found that the quality of products was 
inferior to what it use to be  

,759  ,850   

You had one or several quality problems with 
the products of this brand  

,786  ,868   

You could not allow yourself financially any 
more to buy this brand  

,754   -0,853  

The prices of the products of this brand had 
increased 

,728   -0,790  

You found that products proposed by this 
brand evolved in a sense not corresponding 
to what you look for 

,729    -,843 

You had the impression that 
products/services proposed by this brand did 
not address any more the same persons as 
previously  

,671    -,786 

Eigenvalue  2,456 1,778 1,216 1,053 
% of explained variance : 72,25%  27,3% 19,7% 13,5% 11,7%
Coefficient Alpha (Cronbach)  0,74 0,71 0,56 0,498 
 
Four dimensions can characterize the factors starting the process of detachment :  

o The factors inherent to the individual and in particular his evolution (evolution of 
tastes, desires, needs, etc.) or his tiredness towards the brand 

o The deterioration of the quality of products  
o The elements of financial nature : the fact that the consumer has financial difficulties 

buying the products of the brand (his purchasing power has decreased) or the 
perception of the increase in prices. According to statistical criteria, this dimension is 
kept, but the qualitative study suggests that these elements alone do not lead to 
detachment. An individual not being able to buy some Weston shoes will not be 
detached emotionally from the brand Weston. When he can buy it again, he will do it. 
The deletion of these items and so this dimension damages slightly the factorial 
solution (71,3 % of the variance is explained if we remove these elements). 

o The last dimension is interpretable with more difficulty because both items being 
connected with it do not have much in common. Maybe it can characterize the 
inadequacy of the offer of the brand with regard to what the individual looks for. They 
are connected to the offer of the brand. 

 
The obtained factorial structure is satisfactory because it explains a large percentage of 
variance, but the alpha coefficients for these last two dimensions are low and should be 
improved in order to keep these elements. 
 
Only 9 items of 16 are kept. The rare new shop and the difficulty to access them were not 
retained, maybe because it isn’t a recurrent explication of detachment (one person only cited 
this reason to explain its detachment in the qualitative interview) and does not activate it alone 
(it should be coupled with some other reasons to activate the detachment process). The items 
representing the incongruence between the image of the person and the image of the 
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individual, as well as those representing the disappointment have been deleted from the 
analysis. Those deletions can be explained by the fact that these elements should better 
characterize the detachment process, but not entail it. Furthermore, we said that some 
detachment process can be characterized by none of these elements. Another explication can 
be found in the fact that some persons don’t remember exactly what they felt in the past, since 
they’re detached. These results should be confirmed. Also, the last two items “You found that 
products proposed by this brand evolved in a sense not corresponding to what you look for” 
and “You had the impression that products / services proposed by this brand did not address 
any more the same persons as previously” are connected to the offer of the brand and can 
activate a sense of inadequacy between the image of the individual and those of the brand. 
Items corresponding to the phenomena of fashion were suppressed as well. Two explanations 
can be advanced : it doesn’t activate the detachment process (this effect does not exist), or it 
confirms the difficulty of people to reveal their sensitivity to these phenomena. 
So detachment process seems to be activated by two big categories of factors : the individual 
evolution (which surprisingly includes tiredness) or by a modification of the offer of the 
brand. Furthermore, some factors alone can’t activate the detachment process. They should be 
coupled with another dominant factor to entail this process. 
 
Conclusion  
Having clarified the concept of brand detachment, this paper then exposes the first results 
relative to the construction of a measurement scale of brand detachment and the principal 
factors at the origin of the process of detachment. The phenomenon of detachment 
corresponds to the state of psychological distance with regard to a brand, consecutive to the 
deterioration or to the break of the particular emotional link maintained with it. It is 
manifested by the partial or total disappearance of some of the affective reactions earlier felt 
toward this brand, as well as by the questioning of its privileged place in the consumer mind. 
We showed that detachment constitutes a potential source of lost of client. That is why its 
study should allow to enrich the understanding of the processes of deterioration of certain 
relations between the brand and the consumer. However, the contribution of this concept to 
the explanation of the processes of relationship dissolution, can be demonstrated only if we 
have a measurement scale of this phenomenon.  
The factorial structure of brand detachment proposed at the end of several factor analyses 
restores 77,55% of variance and retains two factors. The decrease of the positive affective 
reactions toward the brand and a factor of cognitive nature appear as two dimensions of brand 
detachment. The last dimension could represent the questioning of the privileged place of the 
brand in the consumer’s mind. These results are encouraging, but should be confirmed 
further. 
Concerning the elements activating the detachment process, the results of our qualitative 
study seem partially confirmed. Four main components can activate this process : the 
evolution of the individual, the deterioration of product quality, some financial factors and the 
inadequacy between the offer of the brand and the demand of the consumer. These factors 
stand out from our qualitative research and are confirmed by this first data collection. 
However, some others factors do not activate this process regarding our quantitative results. 
For example, the incongruence of image and the disappointment did not appear as activating 
the detachment process. Perhaps they can intervene during the process, even if they don’t 
actually start it.  
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