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Study on the Dissatisfied Consumers’ Online Negative
Word-of-mouth Communication

Huang Minxue, Feng Xiaoliang, Wang Feng, Cai Rong
(School of Economics & Management Wuhan University, Wuhan 430072, Hubei: China)

Abstract: Extant research found that negative word-of-mouth (NWOM ) affect firm performance

negatively. Moreover, the anonymity and popularity of online communication boost that negative

consequence. Thus, it needs to study the mechanism of online NWOM . The paper finds that while

perceived psychic benefit influences the intention engaging in NWOM by dissatisfied customer, the

effect of perceived psychic cost isn’ t significant.
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