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The Traditional, Electronic Word-of-Mouth 
Marketing and Different Product with the 

Purchase Intention of Group Buying 
Chen-Yu Wang*, Shih-Chieh Chuang, Bei-Yi You 

Abstract 
The numbers of the 2011 group buying has increased to 22.3% of the proportion of 

shopping . Although many word-of-mouth research in the past , past studies pointed that 
word-of-mouth is a important factor influencing consumers' decisions about group 
purchases. It show that consumers are easily influenced the decisions about group 
purchases by the experience of others or messages. But no study was to investigate 
different kinds of word-of-mouth pattern. This article will discuss the traditional 
word-of-mouth marketing, electronic word-of-mouth and the overall model of the 
purchase intention and the affect effect of different product by using the study of the 
SEM to understand it. In this study, there’re 300 questionnaires were distributed, and 
263 effective samples were collected, recovery rate are 88%. The results show that 
traditional word-of-mouth marketing with purchase intention don’t in a positive way. 
Electronic word-of-mouth marketing with purchase intention in a positive way. The 
effects of electronic word-of-mouth marketing with purchase intention bigger than 
traditional word-of-mouth marketing with purchase intention. The effect of the 
electronic word-of-mouth in different product will be different to the purchase intention.

Keywords: Group buying, Traditional word-of-mouth marketing, Electronic word 
-of-mouth marketing, Purchase intention
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 20  117(44.5%)   108(41.1%) 
 21~30  106(40.3%)   1 (0.4%) 
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