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The Influence of Argument Quality and Word-of-Mouth Recommendation
on Advertising Effect of Group Buying Products
LI Xiao-qing, LI Ren-yao, ZHOU Rou-wen
( Kaohsiung University of Applied Sciences, Kaohsiung, Taiwan, China)

Abstract : This research applies the Elaboration Likelihood Model and targets those who have group buying ex-
perience to analyze the influence of different argument qualities and the existence of word-of-mouth recommenda-
tions on the advertising effect of group buying products. In addition, the degree of need for cognition is also ana-
lyzed to see whether they influence the advertising effect. We find that the advertising attitudes are not influenced
by argument quality. However, the advertising effect is influenced by word-of-mouth recommendation.

Key Words: group buying; argument quality; word-of-mouth recommendation, need of cognition; advertising
effect (FEHE:-A A4)
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