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Abstract. Many of researchers are interested in re-searching the emotions of consumers as the focus
of research and try to explore the unknown side in terms of consumer psychology. marketers are now
trying to learn consumer emotions from various forms that aim to win consumers’ hearts. Consumer
emotions will produce different regulations and each different emotion regulation will produce
different consumer behavior as well. This study aims to examine emotional regulation such as eWOM
and how it affects repurchase intention. This study was conducted with a model describing the
relationship between negative emotions, eWOM and repurchase intention and tested by structural
equation modeling on data sets consisting of 52 consumer online shop have bad experiences in online
shoping.
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1. INTRODUCTION

The country of Indonesia is the largest country and the fourth largest population in the world
with 264.16 million people. Based on the results of the APJI and Indonesian Polling survey, the
number of internet users in 2018 reached 64.8

In operate a business e-commerce always wants to satisfy its customers. But we know as, no
one can guarantee that every customer will be satisfied with their purchase. Dissatisfied
consumers will usually tend to feel emotional, angry, disappointed or upset. According to Bigne
& Andreu (2004); Bonifield and Cole 2007) consumer behavior after making a purchase will be
dominantly influenced by emotional aspects rather than cognitive aspects. As stated by Bougie
et al. (2003) in his research The experience and behavioral implications of anger and
dissatisfaction in services show that consumer dissatisfaction will produce negative emotions.
According to Pennebaker (1995) the expression of emotions is done by expressing those emotions by
telling about negative events that trigger these emotions either by talking or writing down the
event. from that opinion there is a possibility that a negative emotion in someone will emerge
eWOM behavior. Usually people pour emotions that they feel by giving negative comments on
reviews of a product at the market place. Consumer emotions will influence the behavior after the
customer’s purchase. According to Sachez-Garcia and Curras- Perez (2011) negative emotions
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such as anger and regret will have a positive impact on the intention to switch. Or it could also be
that these negative emotions will have an impact on the repurchase intention will decrease. In the
context of purchasing goods at the market place, these negative emotions arise as a result of
consumer dissatisfaction with their purchases at the market place. And coping is one way to deal
with negative emotions is by coping. According to Lazarus & Folkman, (1984) who views coping
as a series of individual behaviors and cognitive efforts that are used to tolerate, suppress, control
or reduce internal or external pressure or demands. By handling negative emotions this will
make the item buy back positive.

There are various re-searches conducted by marketing researchers with consumer emotions
as the focus of research and try to explore the unknown side in terms of consumer psychology.
marketers are now trying to learn consumer emotions from various forms that aim to win
consumers’ hearts. One of them is Lu Yunfan et al. (2012) who examines negative emotions in
consumers who are not satisfied by testing different regulation of emotions. Different emotional
regulations can have a different impact on repurchase intentions. According to Yunfan Lu et all
(2012) it is necessary to examine different emotion regulations such as eWOM and their effect on
repurchase intention.

This study intends to answer the gep research. eWOM has received a lot of attention from
researchers, as evidenced by the many studies on eWOM, but most researchers have limitations.
namely mixing up the eWOM dimensions for example positive and negative dimensions.
According to Yaou Hu, Hyun Jeong Kim (2018) that people’s motivation to send eWOM will be
determined by the nature of their consumption experience. Therefore eWOM 1is positive or
negative is something that is separated by a capacity characteristic of consumer consumption
experience. Because this study departs from a consumer’s dissatisfaction with purchases at the
market place, thisstudy proposes to use negative eWOM motivation.

The purpose of this study is (1) to test and analyze the effects of negative emotions on
repurchase intention. (2) test and analyze the effects of negative eWOM on repurchase intention.
(3) Test and analyze the role of negative eWOM as a negative emotion mediator by repurchase
intention.
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2. LITERATURE REVIEW AND HYPOTHESIS

2.1. Emotions

The word emotion may often be heard everyday. This word comes from Latin, namely emovere,
which means moving away. The meaning of this word implies that making people tend to act is
an absolute thing in emotions. Emotion is something that refers to specific feelings and thoughts

that have a characteristic, or something biological and psychological conditions thatgiverisetoa

tendency toact (Daniel Goleman 2002: 411). So in essence the emotions are impulses to act and
are usually the result of correcting for something stimuli from the outside or from within person.
Inrelation to emotional marketing this contributes to guiding customer thinking and behavior both
in purchasing decision making and in other actions (Loewenstein et al. 2001; Gratch & Marsella
2004). Emotions in humans vary in various types and types, and many experts try to classify
emotions. But the classical emotion calcification which is on the surface by Plutchik (1980);
Russell, 1980) who classifies emotions dichotomically (traits that place something different and
difficult to put together) namely positive emotions and negative emotions. Positive emotions include
joy, enthusiasm and love. Negative emotions include anxiety, guilt, anger, disgust and sadness.
in this study we see emotions from the
negative side because that is in line with the consequences of consumer dissatisfaction that results
in negative emotions. From the research conducted by Dube and Menon (2000) which resulted
that dissatisfaction is present due to the purchase of unprofitable

consensus. Therefore thisstudy only focuses on negative emotions.

Emotions in humans vary in various variety and types, and many experts try to classify
emotions. But the classical emotion calcification which is on the surface by Plutchik (1980);
Russell, 1980) who classifies emotions dichotomically (traits that place something different and
difficult to put together) namely positive emotions and negative emotions. Positive emotions include
joy, enthusiasm and love. Negative emotionsinclude anxiety, guilt, anger, disgust and sadness. in
this study we see emotions from the negative side because that is in line with the consequences of
consumer dissatisfaction that produces negative emotions. From the research conducted by Dube
and Menon (2000) which resulted that dissatisfactionis present due to the purchase of unprofitable
consensus. Therefore this study only focuses on negative emotions.

Negative emotions are often interpreted as feeling uncomfortable, angry, disappointed,
upset, worried, anxious, fearful and disgusted. According to Yi and Baumgartner (2004)
defines that negative emotions are a feeling of anger, disappointment, regret and concern.
According to Lazarus (1991) who explained specifically that anger is one of the most powerful
emotions of consumers when considering the impact of purchases that do not benefit consumers.
Menurt Richins (1997); Reynolds et al. 2006) in regulated emotional anger including irritation,
anger, and upset. Correspondingly, Bui et al. (2011) who identified three main aspects of the
item in building a negative emotional foundation and in line with this research, namely anger,
upset and irritation.
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2.2. Negatif eWOM

At present there are so many researchers interested in eWOM and many researchers who are trying
to make devinitions about eWOM, one of which is Kietzmann and Canhoto (2013, p 39): eWOM
is a statement based on the results of experience both positive, negative or neutral that is made
by the customer whether it’s an actual customer, a potential customer, or a former customer who
discusses and reviews a product, service, brand or company, where all information is available to
everyone and institutions through the internet network. According to Xun and Reynolds (2010)
eWOM is a conceptualization that is always moving (dynamic) where a matter has the potential to
lead to an information exchange process that has not been explored and propose that eWOM is a
dynamic and continuous information exchange process.

Basically eWOM theory is similar to WOM because eWOM is an expanded WOM. The basic
difference between the two can be seen from the media used. eWOM uses internet-based media
while WOM is usually limited to face-to-face. Therefore, eWOM is another form of WOM that has
undergone changes due to advances in information technology. This media change will make a
big difference between WOM and eWOM. Because eWOM is done through internet media, there
are characteristic differences compared to WOM. eWOM has a wide level of information
dissemination compared to WOM because eWOM is done via the internet. Because it has a wide
spread rate eWOM 1is also considered to have a big impact on companies, brands, products that
are the subject of discussion in eWOM. besides that eWOM is also very risky for fraud because of
the nature of the internet that can contain people who are not clear about their identity.
According to Ku et al. (2012) the internet is an anonymous medium that often acts selfishly from
sellers to reduce the level of trust and usability of eWOM to the backers.

Hennig-Thurau et al. (2004) is a pioneer of eWOM motivational research. In their seminal
study of eWOM motivation, they integrated the motives for traditional WOM into the motives for
conducting eWOM, and identified eight common motives for eWOM behavior using online samples of
around 2000 web-based opinion platform users:

(1) platform assistance, ( 2)) vent negative feelings, (3) concern for other customers, (4) positive
extraversion and self-improvement, (5) social benefits, (6) economic incentives,
(7) help companies, and (8) seek advice.

However, between positive and negative eWOM motives are often mixed together (eg,
Bronner and De Hoog, 2011). For example, eWOM’s motivational factors, such as altruism,
combine positive and negative items together (for example, ”I want to save others from the same
negative experience as me”, "In my own opinion, a good hotel should be supported”). As
previously stated, online comments vary based on the valence of customer consumption experience
(Jeong and Jang, 2011; Willemsen et al., 2013; Wu et al., 2016; Zhang et al., 2017). Therefore, the
motive for conducting or spreading positive eWOM tends to be different from the motive for
spreading negative eWOM. This motivational distribution between eWOM positive and negative
might help make
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the results of research on eWOM behavior clearer and more focused.

eWOM negative motivation according to Yaou Hu, Hyun Jeong Kim (2018) including:

(1) venting negative feeling. When someone experiences the experience of shopping badly in
online purchases at the market place it will cause negative feelings to emerge. According to
Bronner and De Hoog, (2011); Yen and Tang, 2015) in the context of hotel hospitality and
unpleasant travel services will trigger negative feelings, customers will experience emotions such
as anger, revenge, and frustration, and psychological tension. Therefore to reduce customer negative
feelings and restore the psychological balance to a balanced state, customers do eWOM on online
platforms (Yen and Tang, 2015).

(2) Altruism (negative). In the case of online purchasing people’s motivation in sending
eWOM negatively is so that the negative experience he receives does not happen to other people.
This is in agreement with Yen and Tang, (2015); Yoo and Gretzel, (2008); Yoo and Gretzel (2011)
in the context of hospital services and travel services, alturism means that the statement at
eWOM is to prevent others from experiencing the same problem. According to Bronner and De Hoog,
(2011) alturism also helps companies toimprove service quality. This is different when compared to
positive alturism. Positive altrurism aims to share good experiences and to support companies
as said by Yang, (2017); Yen and Tang, (2015); Yoo and Gretzel, 2008) that alturism refers to the
desire to help other customers to experience the good experience that they feel and help
companies to increase sales.

(3) Economic incentives (negative). One of the motivations for people to post their buying
experience in eWOM is because of economic incentives. That is the same as expressed by Yen and
Tang, (2015); Yoo and Gretzel, (2011), that when hotels or online platforms provide monetary or
non-monetary economic incentives, such as point prizes and discounts will make customers tend to
post eWOM about their experiences. However, because economic incentives are a person’s
extrinsic motivation in sending eWOM, the authors do not include economic incentives in the
discussion.

De Matos and Rossi (2008) proposed several reasons for customers to deploy eWOM based on
their level of satisfaction. First, customers will be motivated to share positive experiences with
others if the product’s performance or service exceeds expectations. Second, if customer
expectations are not met creates dissatisfaction, customers will be involved in eWOM as a form of
reducing and sharing their negative emotions.

2.3. Repurchase intention

Purchase intention can explain as the customer’s desire to buy goods / services offered by the
company whether the goods or services are needed now or needed later in the future. According
to (Kim, Ferrin & Rao, 2008) the intention to buy online can be based on the relationship between
intention and actual behavior (real action). The behavior of an individual will be determined by the
behavioral intentions of the individual. therefore the intention to purchase products online can be
said as a factor that will predict the
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actual behavior of consumers or purchasing decisions. When an individual has made a purchase,
the impact is that the individual will find options such as repurchase or not. According to Zeng,
Zuahao, Rong and Zhilin, (2009) repurchase Intention is an intention to repurchase or make more
than one purchase of the same product or different product. According to Ajzen (1980) who put
forward the Theory of Reasoned Action where TRA is based on an assumption that human
behavior is carried out consciously and before taking action will consider all available
information. In addition Ajzen (1980) said that when someone has the intention to do something
then the intention in a person will influence and determine the behavior of the individual then.

2.4. Hypothesis

According to Mattsson et al. (2004) an unfavorable experience is usually the cause of the emergence
of negative emotions. according to Sachez-Garcia and Curras-Perez (2011) the unfavorable
service or purchasing experience that arises is caused by a difference between expectations and
actual results that lead to negative emotions such as anger and remorse. Recent studies of
customer emotions have shown that negative emotions experienced by customers directly
influence their post-purchase behavior (Laros and Steenkamp 2005; Mattila and Ro 2008).
Negative emotions such as anger and regret often have a positive impact on the intention to switch
(Sachez-Garcia and Curras-Perez 2011). Especially, regret is positively related to the intention
to switch brands (Bui et al. 2009). In the context of service experience, negative emotional
experience tends to have an adverse effect on building or maintaining committed relationships.

H1. Negative emotions have a negative effect on repurchase intention.

Individuals need to channel their negative emotions. According to Breuer and Freud (1957) who
popularized venting ideas as a means for catharsis (to channel emotions). the venting feeling has
been described, metaphorically, similar to a ventilation tube containing steam. If you let the
steam in the pipe come out by venting it, the pressure will be released and the pipe will not
explode. therefore, someone needs to let go of emotion by expressing it, the emotion will
disappear and the individual will return to a more calm state.

H2. Negative emotions will have a positive impact on the venting negative feeling.

Altruism is motivation with the ultimate goal of increasing the welfare of one or more
individuals other than himself (Batson, 1994). Altruism, the desire to help and support others,
is consistently reported as the main driver of knowledge sharing behavior (Herschel and
Yermish, 2008). Members of social networks that act on altruistic goals tend to share their
information and knowledge with other members without expecting rewards directly to them.
This negative altruism arises because of someone’s encouragement so that bad things that
happen to him do not happen to others. Several studies show the excitement of helping others as a
commonly recognized altruistic factor and the main motive behind the individual’s desire to share
information and knowledge in online platforms (Hennig-Thurau et al., 2004; Kankanhalli et al., 2005;
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Reimer and Benkenstein, 2016 ) Individuals in virtual communities and online platforms such as
SNS, get satisfaction, and pleasure from helping other consumers by sharing their information and
knowledge (Arakji et al., 2009; Wasko and Faraj, 2000).

H3. Negative emotions will have a positive impact on negative Altruism.

Consumer intention to buy back a particular product, service, or brand is indicated as
purchase intention. purchase intention is considered to be the single most accurate predictor of
actual buying behavior (Fishbein and Ajzen, 1977). Customers who feel emotion will certainly
leave the product or service where they buy, but when these emotions are stabilized by coping
behavior, repurchase intention is certainly possible. According to (Sundaram, Mitra, and Webster
1998; Sweeney et al. 2005; Wetzer et al. 2007) negative WOM is a way to vent their negative
emotions and achieve relief after commenting on an incident. After stable emotions, consumers
are expected to be able to conduct Repurchase Intention.

H4. Venting negative feelings have a positive effect on Repurchase Intention. HS5.

Altruism (negative) has a positive effect on Repurchase Intention.

H6. Negative emotions have a positive effect on Repurchase Intention through Venting
negative feelings and Altruism (negative).

H2 Venting H4
negative

Negative Repurchase

Emotion 4 Hs5 Intention
\ Altruism /

(negative)
H1

Figure 1. Conceptual Framework.

3. RESEARCH METHOD

This study uses survey research methods. The population in this study were customers or buyers
from Shopee Market, which amounted to 49.9 million during 2018, and the sample in this study
were 52 shopee application users. The method used to determine the sample is by using a purposive
sampling method where the research sample is selected by certain criteria (Cooper and Schindler,
2003). The criteria referred to in this study are shopee application users who have made purchases
at shopee and have experienced negative experiences.

The analysis used is path analysis analysis which is used to test the magnitude of the
contribution (contribution) of independent variables to dependent variables, both direct contributions
and indirect contributions through other variables (Suliyanto 2018: 318). The questionnaire items
used in our study were adapted from the previous literature.
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Negative emotions were measured by three items adapted from Richins (1997) and Reynolds et
al. (2006). The scale for positive and negative eWOM motivation was adopted from previous
studies (Hennig-Thurau et al., 2004; Yen and Tang, 2015; Yoo and Gretzel, 2011). The intention
to repurchase was measured by three items adapted from Parasuraman (2005) and Pavlou and
Fygenson (2006). This questionnaire uses a Likekrt scale 1-7 points (1 = strongly disagree and 7
= strongly agree).

4. RESULT AND ANALYSIS

We tested our study using the SPSS application assistance (Statistical Package for the Social
Sciences) to help us do the analysis. The first is by testing the validity and reliability. Based on
product moment analysis, it was found that r county, r table (0.266) with a significance of 0.5$ so
that all instruments were declared valid. After that the data in the reliability analysis and
based on the results of the analysis of Cronbach’s alpha value obtained negative emotion 0.862,
Venting negative feelings 0.743, Negative Alturism 0.906, and Repurchase Intention 0.906. All
calculated results;, 0.60 so that all variables are reliable. Then do path analysis to answer the
hypothesis question. From the results of the summary model, the R square value of 0.107 means
that the repurchase intention variable can be explained by negative emotion variables, Venting
negative feelings and Negative Alturism. The rest is determined by variations in other variables
that are not examined. In the ANOVA output table obtained F count 1.923 while F table Df:
(0.05; 3; 48) is 41.587 so F count jF table, it can be concluded that the model does not match / not
fit. From the test results obtained that H6, H5, H4 is not supported, while H1, H2, H3 results are
supported. The effect of negative emotions on 42.8% of Venting negativefeelings, thenegative effect
ofemotionsonNegative Alturism is 27.7

5. CONCLUSION

The findings of this study indicate that negative emotions influence negative eWOM, both
negative venting feelings and alturism. But negative eWOM does not affect the purchase
intention and cannot be mediated. eWOM can also stabilize emotions but not enough to get
consumers to buy intention.

6. LIMITATION AND FUTURE RESEARCH

There are several limitations in our study. First, we do not divide negative emotions into
separate constructs such as anger, anxiety, and regret. More studies are needed to understand
the influence of discrete negative emotions on negative eWOM behavior. The need to examine
mediation between eWOM negatives and repurchase intention such as attachment, loyalty as
mediating variables.

869



International Conference on Rural Development and Enterpreneurship 2019 : Enhancing Small
Busniness and Rural Development Toward Industrial Revolution 4.0

Vol. 5 No.1
ISBN: 978-623-7144-28-1

REFERENCES

[1] Ajzen, 1., dan Fishbein, M. (1980). Understanding Attitudes and Predicting Social Behavior,
PrenticeHall, Englewood Scliffs, NdJ.

[2] AkyuzA.2013.Determinant factorsinfluencingeWOM. MeditJ Soc Sci, 4(11):159166.

[3] Arakji, R., Benbunan-Fich, R. and Koufaris, M. (2009), Exploring contributions of public resources in
socialbookmarkingsystems, Decision Support Systems, Vol.47No. 3, pp.245-253.

[4] Batson, C.D. (1994). Why act for the public good? Four answers, Personality and Social
Psychology Bulletin, Vol. 20 No. 5, pp.603-610.

[5] Baron, R. M. and D.A. Kenny. (1986). Moderatormediator Variable Distinction in Social
Psychological Research: Conceptual, Strategic, and Statistical Considerations, Journal of
Personality and Social Psychology, Vol.51, No. 6: 1173-1182,

[6] Bigne, J.E. and L. Andreu. (2004). Emotions in Segmentation: An Empirical Study, Annals of
Tourism Research, Vol.31, No.3: 682-696.

[7] Bui, M., A.S. Krishen, and K.Bates. (2011). Modeling Regret Effects on Consumer Post-Purchase
Decisions, European Journal of Marketing, Vol.45, No. 7/8: 1069-1090.

[8] Bougie, R., R. Pieters, and M.S.Tetreault. (2003). Angry customers don’t come back, they get back: The
experience and behavioral implications of anger and dissatisfaction in services, Journal of the
Academy of Marketing Science, Vol.31, No.4: 377-393.

[9] Breuer,J.andFreud,S.(1957).inStrachey,d.(Ed.),Studieson Hysteria, Basic Books,New York, NY.

[10] Brunn, P., Jensen, M., & Skovgaard, J. (2002). e-Marketplaces: Crafting A Winning Strategy.
European Management Journal, 20, 286-298.

[11] Cheung CM, Thadani DR. (2012). The impact of electronic word-of-mouth communication: a
literature analysis and integrative model. Decis Support Syst, 54(1):461470.

[12] Cooper, DonaldR., Pamela S.Schindler. (2011). Busines Research Methods. (11thed). New York. Mc
Graw Hill.

[13] De Matos CA, Rossi CAV .(2008). Word-of-mouth communications in marketing: a meta-analytic
review of the antecedents and moderators. J Acad Mark Sci 36(4):578596.

[14] Dube, L. and K. Menon. (2000). Multiple Roles of Consumption Emotions in Post-purchase
Satisfaction with Extended Service Transactions, International Journal of Service Industry
Management, Vol.5, No. 3: 287-304.

[15] Fishbein, M. and Ajzen, 1. (1977). Belief, Attitude, Intention, and Behavior: An Introduction to
Theory and Research, Addison-Wesley, Reading, MA.

[16] Goleman, Daniel. (2000). Emitional Intelligence (terjemahan). Jakata : PT Gramedia Pustaka
Utama.

[17] Hennig-Thurau T, Gwinner KP, Walsh G, Gremler DD. (2004). Electronic word-of-mouth via
consumer-opinion platforms: what motivates consumers to articulate themselves on the internet? J
Interact Mark, 18(1):3852.

[18] Herschel, R.T. and Yermish, I. (2008), Knowledge transfer: revising video, International Journal of
Knowledge Management, Vol. 4 No. 2, pp.62-74.

[19] Jeong E, Jang SS. (2011). Restaurant experiences triggering positive electronic word-of-mouth
(eWOM) motivations. Int J Hosp Manag, 30(2):356366.

[20] Kankanhalli, A., Tan, B.C. and Wei, K.K. (2005), Contributing knowledge to electronic knowledge
repositories: an empirical investigation, MIS Quarterly, Vol.29No. 1, pp. 113-143.

[21] Kietzmann J. (2013).Canhoto A Bittersweet!, Understanding and managing electronic word of

870



International Conference on Rural Development and Enterpreneurship 2019 : Enhancing Small
Busniness and Rural Development Toward Industrial Revolution 4.0

Vol. 5 No.1
ISBN: 978-623-7144-28-1

mouth. J Public Aff, 13(2):146159.
[22] Kim, D.J., Ferrin, D.L., & Rao, H.R. (2008). A trust-based consumer decision-making model

inelectronic commerce: The role of trust, perceived risk, and their antecedents. Decision Support

Systems, 44(2), 544-564.
[23] KuYC, Wei CP, Hsiao HW. (2012). Towhom should I listen? Finding reputable reviewers in

871



International Conference on Rural Development and Enterpreneurship 2019 : Enhancing Small
Busniness and Rural Development Toward Industrial Revolution 4.0

Vol. 5 No.1
ISBN: 978-623-7144-28-1

opinion-sharing communities. Decis Support Syst, 53(3):534542.

[24] Lazarus, R. S. (1991). Emotion and Adaptation, Oxford University Press, USA

[25] Lazarus, R. S. and S. Folkman. (1984). Stress, Appraisal, and Coping, Springer Publishing
Company.

[26] Laros, F. J. M. and J. B. E. M. Steenkamp. (2005). Emotions in Consumer Behavior: A Hierarchical
Approach, Journal of Business Research, Vol.58, No.10: 1437-1445.

[27] Loewenstein, G.F, E.U. Weber, C.K. Hsee, and N. Welch. (2001). Risk as Feelings, Psychological
Bulletin, Vol.127, No.2: 267-286.

[28] Mattila, A. S. and H. Ro. (2008). Discrete Negative Emotions and Customer Dissatisfaction
Responses in a Casual Restaurant Setting, Journal of Hospitality & Tourism Research, Vol.32,
No.1: 89-107.

[29] Mattsson, d.,J. Lemmink, and Rod. (2004). Mccoll, The Effect of Verbalized Emotions on Loyalty in
Written Complaints, Total Quality Management & Business Excellence, Vol.15, No.7:941-958.

[30] Parasuraman A. (2005). ES-QUAL: a Multiple-item Scale for Assessing Electronic Service Quality,
Journal of Service Research, Vol.7, No.3 : 213-233.

[31] Pavlou, P. A. and M. Fygenson. (2006). Understanding and Predicting Electronic Eommerce
Adoption: An Extension of The Theory of Planned Behavior, Management Information Systems
Quarterly, Vol.30, No. 1 : 115-143.

[32] Pennebaker,dJ. W.(1995). Emotion, disclosure, & health. American Psychological Association.

[33] Plutchik, R. (1980), Emotion: Theory, research, and experience: Vol. 1. Theories of emotion, 1, New
York: Academic.

[34] Plutchik R.(1980). Emotion: A Psychoevolutionary Synthesis. New York, NY: Harper and Row.
Google Scholar.

[35] Reimer,T.and Benkenstein, M. (2016), AltruisticeWOM marketing: morethananalternativeto
monetaryincentives,JournalofRetailingand Consumer Services, Vol.31No. 3, pp.323-333.

[36] Reynolds, K. E., J. A. G. Folse, and M.A. Jones. (2006). Search Regret: Antecedents and
Consequences, Journal of Retailing, Vol.82, No4 : 339-348.

[37] Richins, M. L. (1997). Measuring Emotions in the Consumption Experience, Journal of consumer
research, Vol.24, No.2: 127-146.

[38] Sachez-Garcia,I. and R. Curras-Perez.(2011) Effects of Dissatisfaction in Tourist Services: The Role
of Anger and Regret, Tourism Management, Vol.32, No.6: 1397-1406.

[39] Suliyanto. (2018). Metode Penelitian Bisnis: Untuk Skripsi, Tesis, dan Disertasi, Andi, Yogyakarta.

[40] Sundaram, D. S., Mitra, K., & Webster, C. (1998). Word-of-mouth communications: a motivational
analysis. Advances in Consumer Research, 25, 527531.

[41] Sweeney JC, Soutar GN, Mazzarol T (2005) The difference between positive and negative word-of-
mouth emotion as a differentiator. In: Proceedings of the ANZMAC 2005 conference: broadening the
boundaries, p 331337.

[42] Wasko, M.M. and Faraj, S. (2000), It is what one does: why people participate and help others in
electroniccommunities of practice, The Journal of Strategic Information Systems, Vol. 9 No. 2, pp.
155-173.

[43] Wetzer IM, Zeelenberg M, Pieters R (2007) Never eat in that restaurant, I did!: exploring why
people engage in negative word-of-mouth communication. Psychol Mark 24(8):661680.

[44] Willemsen LM, Neijens PC, Bronner F, de Ridder JA. (2011). Highly recommended! The content
characteristics and perceived usefulness of online consumer reviews. J Comput Mediat Commun,
17(1):1938.

872



International Conference on Rural Development and Enterpreneurship 2019 : Enhancing Small
Busniness and Rural Development Toward Industrial Revolution 4.0

Vol. 5 No.1
ISBN: 978-623-7144-28-1

[45] Xun J, Reynolds J. (2010). Applying netnography to market research: the case of the online forum. J

Target Meas Anal Mark, 18(1):1731.
[46] Yaou Hu,Hyun Jeong Kim. (2018) Positive and negative eWOM motivations and hotel customers

eWOM behavior: Does personality matter?, International Journal of Hospitality Management 75

(2018) 2737.
[47] YangY, Wang CC, Lai MC. (2012). Using bibliometric analysis to explore research trend of

873



International Conference on Rural Development and Enterpreneurship 2019 : Enhancing Small
Busniness and Rural Development Toward Industrial Revolution 4.0

Vol. 5 No.1
ISBN: 978-623-7144-28-1

electronicword-of-mouthfrom 1999t02011.IntJ InnovManage Technol, 3(4):337342.

[48] YenC-L, Tang C-H.(2015). Hotel attribute performance, eWOM motivations, and media choice. Int
J Hosp Manag, 46:7988.

[49] Yunfan Lu, L. Yaubin, wang B, atisfaction on Customer Repurchase, Journal of Electronic
Commerce Research, Vol 13, No 3.

[50] Yi, S. and H. Baumgartner, 2004. Coping With Negative Emotions in Purchase-Related Situations,
Journal of Consumer Psychology, Vol.24, No. 3:303-317,

[51] Yoo,K.H., Gretzel, U.,2008. What motivates customers to write online travel reviews? Inf.
Technol. Tourism 10 (4), 283295.

[52] Yoo, K.H., Gretzel, U., 2011. Influence of personality on travel-related consumer-generated media
creation. Comput. Hum. Behav. 27 (2), 609621.

[53] Zeng, F., Zuohao H., Rong C., & Zhilin Y. (2009). Determinants of Online Service Satisfaction and
Their Impacts on Behavioral Intentions. Total Quality Management & Business Excellence.

874



	Heru Firman Syahid , Suliyanto, Refius Pradipta Setyanto
	1. INTRODUCTION
	2. LITERATURE REVIEW AND HYPOTHESIS
	3. RESEARCH METHOD
	4. RESULT AND ANALYSIS
	5. CONCLUSION
	6. LIMITATION AND FUTURE RESEARCH
	REFERENCES

