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ABSTRACT

Increasingly expanding social media plays a significant role in everyday
lives as a diverse new organizationally disruptive phenomenon. Twitter was the
platform with the fastest growing user rate in Thailand from 2021 to 2022. Negative
electronic word-of-mouth may affect repurchase intention. Quantitative research was
done to study factors influencing customer intention not to repurchase caused by
Twitter comments in Thailand. This research integrated a framework analyzing the
impact of perceived electronic word of mouth (e-WOM) on purchase intention. 176
Thai consumers with experience of purchasing products or using a brand with
awareness of an official company Twitter account provided survey data.

Results were that negative e-WOM quantity was most influential on
negative corporate image, followed by expression of political opinions. Among other
customer behavior, negative corporate image positively affected intention not to

repurchase.
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