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Abstract

The popularity of social commerce in
recent years has been driven by
consumer-product  information  sharing.
Customers can share their shopping
experiences and opinions on social
commerce websites. This information about
shopping experiences is electronic word of
mouth. Recently, more and more customers
share unpleasant shopping experiences. The
information regarding unpleasant shopping
experiences is a kind of negative electronic
word of mouth. Negative electronic word of
mouth may impede the purchase behavior of
customers and thus has the potential to
decrease the revenues of firms. For sellers,
Internet marketing firms and managers of
social commerce websites, understanding the
antecedents of negative electronic word of
mouth behavior is important. Thus, this study
explores the determinants of negative
electronic word of mouth behavior based on

the perspectives of justice and negative affect.
Theoretical and practical contributions are
outlines.

Keywords: justice, anger,
word-of-mouth.
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