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I. INTRODUCTION 
 

Currently, with the development of information and 

communication technology (ICT) along with the pro-

liferation of the Internet culture, Internet-based e-commerce 

has matured and is showing a steady growth trend. As a 

result, a wide variety of Internet-based business models 

have emerged. These changes in Internet-based e-commerce 

have also brought considerable changes in the operation 

processes, customer communications, and transaction systems 

of various companies. In 2014, the e-commerce market was 

expected to have grown to 1 trillion dollars. The com-

petition in the e-commerce market is becoming fierce 

between industries, as well as within the industry. Recently, 

the businesses and business (B2B), business and consumer 

(B2C), and consumer and consumer (C2C) sectors have 

started using e-commerce. In addition, m-commerce based 

on cell phones and smartphones is growing rapidly. 

On the other hand, a study on the factors related to new 

products and services that affect potential buyers and induce 

them to choose these products and services is a very 

essential and interesting topic to researchers. This can be 

attributed to the belief that when companies and service 

providers launch new products and services, they can 

imprint important factors and remove the concerns of the 

consumer in order to speed up the adoption and diffusion of 

these products and services. Further, an analysis of the 

current customers’ awareness on products and services is 
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Abstract 

Meta-analysis is a statistical integration method that delivers an opportunity to overview the entire result by integrating and 

analyzing many quantitative research results. This study will find meaningful mediator variables for criterion variables that 

affect purchase and repurchase intentions in e-commerce, on the basis of the results of a meta-analysis. We reviewed a total of 

114 e-commerce studies published in Korean journals between 2000 and 2014, where a cause and effect relationship is 

established between variables that are specified in the conceptual model of this study. In this meta-analysis, the path between 

trust and purchase intention showed the biggest effect size. The second biggest effect size was found in the path between 

commitment and purchase intention, while the smallest one was obtained with perceived. Thus, we present the theoretical and 

practical implications of these results and discuss the differences among these results through a comparative analysis with 

previous studies. 
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helpful to effectively forecast future demands of these 

products and services. This study will find meaningful 

mediator variables for criterion variables that affect 

purchase and repurchase intentions in e-commerce, on the 

basis of the results of a meta-analysis. In addition, the 

purpose of this study is a comparative analysis with similar 

previous studies, in the meta-analysis. 

 

II. PREVIOUS RESEARCH 
 

Previous e-commerce research in Korea is mainly focused 

on online shopping malls and related topics. With the 

development of ICT and wireless communication technology, 

the environment of e-commerce is moving from being 

Internet-based to being cellphone and smartphone based. This 

movement has promoted active research on e-commerce in 

the mobile environment. 

In previous e-commerce research, researchers studied 

various combinations of mediator variables to examine their 

effect on purchase intention, depending on the objectives 

and directions of the studies. The top mediator variable 

adopted by many researchers was the trust factor, followed 

by the satisfaction factor. Further, we could find that many 

other previous studies on the purchase intention model 

adopted the factors of both trust and satisfaction. 

Many researchers adopted the loyalty factor as the third 

most important mediator variable. Further, factors of perceived 

value, attitude, and commitment were adopted to build their 

models. In general, many re-searchers preferred to combine 

these mediator variables to build their models, instead of 

employing these factors independently. Other researchers 

adopted factors of perceived risk, usefulness, ease of use, 

playfulness, involvement, and word-of-mouth and discredit. 

Hence, in this study, we constructed a conceptual model to 

find meaningful factors that affect purchase intention in e-

commerce research, as shown in Fig. 1. 

To determine the effect of the abovementioned factors on 

purchase intention, we selected a few studies from the field 

of e-commerce. In [1], Joh stated that the excellent quality 

of agricultural products satisfies consumers and increases 

the trust of the shopping mall, and eventually connects 

consumers to purchase intention. In [2], the author identified 

that the satisfaction factor has positive effects on trust, 

repurchase intention, and positive viral marketing. In [3], 

the authors revealed that mediator variables of e-satisfaction 

and e-loyalty have significant effects on repurchase intention. 

After reviewing 72 previous domestic and foreign studies 

in a meta-analysis on online trust, Baek [4] reported that the 

effect size of a weighted mean between trust and purchase 

intention is r = 0.566 and has an explanatory power of 32% 

on the dependent variable, purchase intention. The study of 

Nam et al. [5], which is a review of 28 Korean studies on 

behavioral intention for information technology, revealed 

 
Fig. 1. Conceptual model. 

 

that the effect size of a weighted mean between attitude and 

action intention is r = 0.571 and has an explanatory power 

of 33% on the dependent variable, action intention. 

However, no meta-analyses that propose other mediator 

variables for the conceptual model of our study were 

published in Korea. 

 

III. META-ANALYSIS 
 

Meta-analysis is a statistical integration method that 

provides an opportunity to overview the entire result by 

integrating and analyzing many quantitative research results 

[5]. Meta-analysis is sometimes expressed as an analysis of 

another analysis. Meta-analysis is quantitative, so we use 

the summary statistics through simple data integration. 

Further, by calculating the effect size, researchers can 

convert results of studies where different scales and methods 

are used, into common units and thus, can integrate and 

compare these results. Moreover, a generic conclusion can 

be drawn through a meta-analysis. In addition, a small 

difference between studies can be neglected for genera-

lization even when different effect sizes are used [6]. 

This study investigated e-commerce studies published in 

Korean journals between 2000 and 2014, where a cause and 

effect relationship is established between the dependent 

variable, purchase intent, and other variables of trust, 

satisfaction, loyalty, perceived value, attitude, and commit-

ment. Social science research paper data-bases, including 

KISS, DBpia, and RISS, were searched to find relevant 

Korean journal papers, with the key-words of ‘e-commerce 

purchase intention,’ ‘online purchase intention,’ and the 

‘Internet shopping purchase intentions.’ Search results 

displayed a total of 792 papers, including 570 papers 

through RISS, 118 papers through DBpia, and 104 papers 

through KISS. Only 150 papers out of these 792 well 

expressed the cause and effect relationships between purchase 

intention and mediators. From this pool, 114 papers that met 

the conditions of the conceptual model of this study were 

selected and analyzed for the final meta-analysis. 

The homogeneity test in the meta-analysis was performed 

on these research subjects to find that the effect sizes of 

multiple independent studies are values extracted from the 

same population. The null hypothesis for the statistical  
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Table 1. Results of homogeneity test 

Path Q df p-value 

TRU → PIT 1364.9 51 0.000 

SAT → PIT 1218.4 45 0.000 

LOY → PIT 300.1 15 0.000 

VAL → PIT 17.4 4 0.000 

ATT → PIT 536.1 17 0.000 

COM → PIT 187.8 5 0.000 

Q: Q statistics, df: degree of freedom, TRU: trust, PIT: purchase intention, SAT: 

satisfaction, LOY: loyalty, VAL: value, ATT: attitude, COM: commitment. 

 

homogeneity test is that there is no difference in the 

estimated effect sizes of the individual study results. There-

fore, if the null hypothesis is proved, we can perform a 

meta-analysis to obtain estimates of the overall effect size 

by incorporating effect size estimates. The interpretation of 

the homogeneity test is based on a chi-square distribution 

for the test statistic, Q value, since the Q value is equal to 

the chi-square distribution. The results of the homogeneity 

test con-ducted in this study are presented in Table 1. 

Q values from paths between TRU → PIT, SAT → PIT, 

LOY → PIT, VAL → PIT, ATT → PIT, and COM → PIT are 

1364.9, 1218.4, 300.1, 17.4, 536.1, and 187.8, respectively. 

When the degrees of freedom are 51, 46, 15, 4, 17, and 5, 

the limit values of the chi-squared distribution become 

67.50, 67.50, 25.00, 9.49, 27.59, and 11.07, respectively, 

where p = 0.05. Since the Q values are larger than the limit 

values, the null hypothesis of homogeneity is rejected. Thus, 

we can establish an estimation that these are extracted from 

a heterogeneous population, rather than the same population. 

This explains that the distribution of effect sizes in all paths 

exceeds the standard error. In this heterogeneous case, we 

calculate the average effect size by using calibrated inverse 

variance weighting values with the random-effects model, 

not the fixed-effects model [7, 8]. In [9], the author 

proposed a method to interpret the effect size, where ESr ≤ 

0.10 is defined as a small effect size; ESr = 0.25, a medium 

effect size; and ESr ≥ 0.40, a large effect size. 

The most problematic issue of integrating studies for the 

meta-analysis is the one related to study bias where 

unpublished papers were integrated with published papers 

into this study sample. Unpublished papers cover cases in 

which researchers may commit errors with insignificant 

research results, miss the right time of publication, and/or 

not meet the screening requirements of the reviewers. These 

problems are called publication bias, or the file drawer 

problem, and are explained to commit Type I mistakes [10]. 

This implies that papers published in journals have a high 

likelihood of positive results as compared to unpublished 

papers. 

In the meta-analysis, we review the validity of the 

research by checking the deflection possession through the 

stability factor, or the concept of fail-safe N. In particular,  

Table 2. Results of calculation of fail-safe number 

Path N d Nfs dc 

TRU → PIT 52 0.537 87.6 

0.2 

SAT → PIT 47 0.542 80.4 

LOY → PIT 16 0.380 14.4 

VAL → PIT 5 0.370 4.3 

ATT → PIT 17 0.476 23.5 

COM → PIT 6 0.536 10.1 

N: number of studies, d: effect size, Nfs: number fail-safe, dc: determination 

coefficient. 

 

the stability factor or fail-safe N is the number of necessary 

studies to flip the significant findings into insignificant 

findings [8]. If the stability factor is 10, for example, the 

findings can be changed to a low effect size when 10 papers 

of effect size 0 are added. When fail-safe N is greater or the 

number of added papers is large, we can conclude that the 

consolidated treatment effect through a meta-analysis is true 

unless there is a sufficient number of unfound or unpublished 

papers. Based on the theory above, the results calculated 

using the medium effect size suggested by Cohen [9] a 

represented in Table 2. Therefore, any problem of public-

cation bias is not found in any of the considered paths. 

 

 

IV. CONCLUSIONS 
 

The purpose of this study is to classify and re-analyze the 

results of previous studies, which contain cause and effect 

relationships between trust and purchase intention, 

satisfaction and purchase intention, loyalty and purchase 

intention, perceived value and purchase intention, attitude 

and purchase intention, and commitment and purchase 

intention with respect to e-commerce. In this study, were 

viewed a total of 114 e-commerce research papers published 

in Korean journals between 2000 and 2014, where a cause 

and effect relationship is established between the variables 

specified in the conceptual model of the present study. Based 

on information from these literature reviews, paths presented 

in the conceptual model of this study are converted to values 

of average effect size by using calibrated inverse variance 

weighting values and a random-effects model, as shown in 

Appendix. 

After considering the meta-analysis results in detail, first, 

we concluded that the path between satisfaction and 

purchase intention had the largest effect size of (r = 0.542). 

Therefore, it is clear that the satisfaction factor is the 

antecedent of the purchase intention factor and shows an 

explanatory power of 30%. However, a comparative analysis 

is not possible since there is no prior meta-analysis research 

on the satisfaction factor, but a prior empirical analysis 

proved that the satisfaction factor is a significant factor in e-

commerce. 
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Next, the effect size in the path between trust and 

purchase intention is (r = 0.537), similar to the satisfaction 

factor. The trust factor is also an antecedent of the purchase 

intention factor and shows an explanatory power of 29%, 

similar to the effect size of the satisfaction factor. This result 

is close to that obtained by Baek [4]. Thus, we can infer that 

the user satisfaction with respect to e-commerce also 

increases the purchasing intention behavior. The effect size 

of the next path between commitment and purchase 

intention is r = 0.536, similar to the trust factor. The 

commitment factor is also the antecedent of the purchase 

intention factor and shows an explanatory power of 29%, 

similar to the trust factor. Further, no previous meta-analysis 

research on the commitment factor was found. However, it 

is proved clearly that the commitment factor is another 

significant factor in e-commerce. Next, the effect size of the 

path between attitudes and purchase intention is r = 0.476 

and shows an explanatory power of about 23%. This result 

is lower than the effect size of r = 0.571 obtained by Nam et 

al. [5], but the result of [5] is based on 5,937 samples from 

18 studies. The attitude factor is used primarily as an 

antecedent of the action attitude in the technology 

acceptance model and found in many studies that deal usage 

intention on information technology. 

Finally, with a small number of studies, the effect size in 

the path between loyalty and purchase intention is r = 0.380 

and that between perceived value and purchase intention is r 

= 0.370; both show an explanatory power of about 15%. In 

conclusion, even though we failed to perform comparative 

analyses with other variables presented in the conceptual 

model of this study but not studied in previous meta-

analysis studies, the result of the study is significant in that 

we can estimate effect sizes on the basis of paths. We expect 

that the results of by this study would be touchstones to 

researchers in similar studies. 
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APPENDIX 

Trust → Purchase Intention 

No. Sample Fish-Z Corr L-L U-L Z-v P-v Q 

2 248 0.730 0.623 0.540 0.694 11.425 0.000 59.645 

6 302 0.292 0.284 0.177 0.385 5.050 0.000 59.645 

7 293 0.179 0.177 0.064 0.286 3.046 0.002 59.645 

9 227 0.345 0.332 0.211 0.443 5.165 0.000 59.645 

10 152 0.942 0.736 0.653 0.801 11.495 0.000 59.645 

15 128 0.499 0.461 0.312 0.588 5.574 0.000 59.645 

17 300 0.460 0.430 0.333 0.518 7.926 0.000 59.645 

18 312 0.725 0.620 0.547 0.684 12.744 0.000 59.645 

19 556 0.840 0.686 0.639 0.728 19.762 0.000 59.645 

20 223 0.852 0.692 0.617 0.755 12.634 0.000 59.645 

21 218 0.676 0.589 0.495 0.669 9.914 0.000 59.645 

22 177 0.434 0.409 0.278 0.525 5.730 0.000 59.645 

23 170 0.500 0.462 0.335 0.573 6.459 0.000 59.645 

24 307 0.669 0.584 0.505 0.653 11.656 0.000 59.645 

25 222 0.877 0.705 0.632 0.766 12.981 0.000 59.645 

30 244 0.367 0.351 0.236 0.456 5.691 0.000 59.645 

39 288 0.121 0.120 0.004 0.232 2.036 0.042 59.645 

40 277 0.549 0.500 0.406 0.583 9.093 0.000 59.645 

41 250 0.881 0.707 0.639 0.764 13.849 0.000 59.645 

42 410 0.241 0.236 0.142 0.325 4.853 0.000 59.645 

48 307 0.852 0.692 0.629 0.746 14.851 0.000 59.645 

49 232 0.510 0.470 0.363 0.565 7.719 0.000 59.645 

55 205 0.639 0.564 0.463 0.651 9.077 0.000 59.645 

57 140 2.029 0.966 0.953 0.976 23.745 0.000 59.645 

58 460 0.560 0.508 0.437 0.573 11.972 0.000 59.645 

62 454 0.513 0.472 0.397 0.541 10.887 0.000 59.645 

67 304 0.531 0.486 0.395 0.567 9.209 0.000 59.645 

71 257 1.221 0.840 0.800 0.873 19.462 0.000 59.645 

72 787 0.370 0.354 0.291 0.414 10.360 0.000 59.645 

73 276 0.192 0.190 0.074 0.301 3.178 0.001 59.645 

77 307 0.307 0.298 0.192 0.397 5.358 0.000 59.645 

78 210 0.807 0.668 0.586 0.737 11.612 0.000 59.645 

79 307 0.617 0.549 0.466 0.623 10.757 0.000 59.645 

84 212 0.189 0.187 0.054 0.314 2.736 0.006 59.645 

86 392 0.156 0.155 0.057 0.250 3.082 0.002 59.645 

87 210 1.071 0.790 0.733 0.836 15.415 0.000 59.645 

88 386 0.927 0.729 0.679 0.773 18.134 0.000 59.645 

89 270 0.454 0.425 0.322 0.518 7.415 0.000 59.645 
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90 273 0.353 0.339 0.230 0.440 5.800 0.000 59.645 

91 200 0.818 0.674 0.590 0.743 11.482 0.000 59.645 

94 193 0.444 0.417 0.293 0.527 6.121 0.000 59.645 

95 416 0.174 0.172 0.077 0.264 3.531 0.000 59.645 

99 250 0.628 0.557 0.465 0.637 9.877 0.000 59.645 

101 332 0.290 0.282 0.180 0.378 5.257 0.000 59.645 

105 231 0.476 0.443 0.333 0.541 7.187 0.000 59.645 

107 228 0.559 0.507 0.404 0.598 8.380 0.000 59.645 

108 338 1.145 0.816 0.777 0.849 20.952 0.000 59.645 

109 225 0.617 0.549 0.451 0.634 9.192 0.000 59.645 

110 317 0.572 0.517 0.431 0.593 10.140 0.000 59.645 

111 467 0.861 0.697 0.647 0.741 18.556 0.000 59.645 

113 215 0.375 0.358 0.235 0.469 5.454 0.000 59.645 

114 201 0.818 0.674 0.591 0.743 11.511 0.000 59.645 

 
14906 Ran(r) 0.537 0.474 0.594 14.023 0.000 59.645 

 

Satisfaction → Purchase Intention 

No. Sample Fish-Z Corr L-L U-L Z-v P-v Q 

1 138 0.760 0.641 0.531 0.730 8.829 0.000 47.961 

2 248 0.959 0.744 0.683 0.795 15.017 0.000 47.961 

3 258 0.893 0.713 0.647 0.768 14.264 0.000 47.961 

5 180 0.151 0.150 0.004 0.290 2.011 0.044 47.961 

6 302 0.283 0.276 0.168 0.377 4.900 0.000 47.961 

7 293 0.238 0.234 0.123 0.339 4.060 0.000 47.961 

8 274 0.053 0.053 -0.066 0.170 0.873 0.382 47.961 

12 197 0.772 0.648 0.559 0.722 10.751 0.000 47.961 

22 177 0.746 0.633 0.535 0.714 9.846 0.000 47.961 

23 170 0.579 0.522 0.403 0.624 7.483 0.000 47.961 

24 307 0.596 0.534 0.449 0.610 10.387 0.000 47.961 

27 289 0.712 0.612 0.534 0.679 12.043 0.000 47.961 

28 662 0.811 0.670 0.626 0.710 20.813 0.000 47.961 

32 200 0.434 0.409 0.287 0.518 6.097 0.000 47.961 

34 232 0.831 0.681 0.605 0.744 12.575 0.000 47.961 

36 787 0.583 0.525 0.472 0.574 16.330 0.000 47.961 

38 123 0.364 0.349 0.183 0.495 3.991 0.000 47.961 

40 277 0.497 0.460 0.362 0.548 8.232 0.000 47.961 

43 313 0.950 0.740 0.685 0.786 16.735 0.000 47.961 

44 181 0.618 0.550 0.439 0.644 8.250 0.000 47.961 

49 232 0.456 0.427 0.316 0.527 6.904 0.000 47.961 

50 120 0.324 0.313 0.142 0.466 3.503 0.000 47.961 

53 206 0.495 0.458 0.343 0.560 7.049 0.000 47.961 

54 368 0.763 0.643 0.579 0.699 14.582 0.000 47.961 

55 205 0.811 0.670 0.587 0.739 11.523 0.000 47.961 

56 285 0.372 0.356 0.250 0.453 6.252 0.000 47.961 

57 140 
       

58 460 0.599 0.536 0.467 0.598 12.795 0.000 47.961 

59 167 0.192 0.190 0.039 0.332 2.463 0.014 47.961 

60 213 0.286 0.278 0.149 0.398 4.137 0.000 47.961 

66 340 0.964 0.746 0.695 0.790 17.694 0.000 47.961 

68 153 0.875 0.704 0.614 0.776 10.719 0.000 47.961 

70 180 0.322 0.311 0.173 0.437 4.279 0.000 47.961 

74 212 0.520 0.478 0.367 0.576 7.523 0.000 47.961 

75 183 0.502 0.464 0.342 0.571 6.740 0.000 47.961 

76 338 0.711 0.611 0.539 0.674 13.005 0.000 47.961 

82 300 0.532 0.487 0.396 0.569 9.170 0.000 47.961 

83 306 0.535 0.489 0.399 0.570 9.308 0.000 47.961 

89 270 0.495 0.458 0.358 0.547 8.085 0.000 47.961 

90 273 0.431 0.406 0.302 0.501 7.079 0.000 47.961 

97 922 1.013 0.767 0.739 0.792 30.709 0.000 47.961 

100 138 1.483 0.902 0.865 0.929 17.229 0.000 47.961 

101 332 0.186 0.184 0.078 0.286 3.376 0.001 47.961 

102 255 1.371 0.879 0.848 0.904 21.770 0.000 47.961 

105 231 0.324 0.313 0.192 0.425 4.890 0.000 47.961 

107 228 0.676 0.589 0.497 0.668 10.142 0.000 47.961 

114 201 0.805 0.667 0.582 0.737 11.332 0.000 47.961 

 
12866 Ran(r) 0.542 0.480 0.598 14.192 0.000 47.961 

Loyalty → Purchase Intention 

No. Sample Fish-Z Corr L-L U-L Z-v P-v Q 

11 253 0.380 0.269 0.481 6.325 0.000 0.000 15.384 

14 254 0.171 0.049 0.288 2.736 0.006 0.006 15.384 

19 556 0.505 0.440 0.564 13.075 0.000 0.000 15.384 

26 242 0.104 -0.022 0.227 1.614 0.107 0.107 15.384 

28 662 0.630 0.582 0.674 19.033 0.000 0.000 15.384 

45 384 0.221 0.124 0.314 4.386 0.000 0.000 15.384 

46 410 0.282 0.190 0.369 5.848 0.000 0.000 15.384 

53 206 0.494 0.383 0.591 7.713 0.000 0.000 15.384 

61 287 0.654 0.582 0.716 13.183 0.000 0.000 15.384 

65 774 0.280 0.214 0.344 7.988 0.000 0.000 15.384 

70 180 0.625 0.527 0.707 9.754 0.000 0.000 15.384 

71 257 0.750 0.691 0.799 15.506 0.000 0.000 15.384 

81 228 0.468 0.360 0.564 7.613 0.000 0.000 15.384 

93 189 0.641 0.548 0.718 10.363 0.000 0.000 15.384 

96 215 0.558 0.458 0.644 9.172 0.000 0.000 15.384 

112 132 0.615 0.496 0.711 8.143 0.000 0.000 15.384 

 
5229 Ran(r) 0.380 0.570 8.305 0.000 0.000 15.384 

         
Perceived Value → Purchase Intention 

No. Sample Fish-Z Corr L-L U-L Z-v P-v Q 

16 423 0.325 0.314 0.225 0.397 6.660 0.000 4.818 

33 200 0.467 0.436 0.316 0.542 6.559 0.000 4.818 

63 380 0.338 0.326 0.233 0.413 6.569 0.000 4.818 

73 276 0.245 0.240 0.125 0.348 4.044 0.000 4.818 

106 188 0.603 0.539 0.429 0.633 8.198 0.000 4.818 

 
1467 Ran(r) 0.370 0.272 0.460 6.953 0.000 4.818 

 

Attitude → Purchase Intention 

No. Sample Fish-Z Corr L-L U-L Z-v P-v Q 

4 328 0.621 0.552 0.472 0.623 11.200 0.000 18.876 

13 210 0.642 0.566 0.466 0.651 9.231 0.000 18.876 

14 254 0.299 0.290 0.173 0.399 4.730 0.000 18.876 

15 128 0.444 0.417 0.262 0.551 4.965 0.000 18.876 

29 780 0.412 0.390 0.329 0.448 11.479 0.000 18.876 

35 402 0.321 0.310 0.219 0.396 6.403 0.000 18.876 

37 164 0.090 0.090 -0.064 0.240 1.145 0.252 18.876 

47 170 0.229 0.225 0.077 0.363 2.958 0.003 18.876 

51 234 0.586 0.527 0.428 0.614 8.906 0.000 18.876 

52 300 0.662 0.580 0.500 0.651 11.417 0.000 18.876 

64 330 1.432 0.892 0.868 0.912 25.888 0.000 18.876 

69 750 0.527 0.483 0.426 0.536 14.401 0.000 18.876 

80 215 0.227 0.223 0.092 0.346 3.302 0.001 18.876 

85 292 1.175 0.826 0.786 0.859 19.982 0.000 18.876 

92 502 0.536 0.490 0.421 0.554 11.975 0.000 18.876 

98 228 0.362 0.347 0.227 0.456 5.430 0.000 18.876 

103 325 0.268 0.262 0.158 0.361 4.814 0.000 18.876 

104 325 0.456 0.427 0.334 0.512 8.187 0.000 18.876 

 
5937 Ran(r) 0.476 0.356 0.580 6.982 0.000 18.876 

         
Commitment → Purchase Intention 

No. Sample Fish-Z Corr L-L U-L Z-v P-v Q 

10 152 0.962 0.745 0.665 0.808 11.738 0.000 5.107 

21 218 1.204 0.835 0.790 0.871 17.660 0.000 5.107 

26 242 0.377 0.360 0.245 0.465 5.827 0.000 5.107 

31 166 0.178 0.176 0.024 0.320 2.271 0.023 5.107 

95 416 0.242 0.237 0.144 0.326 4.910 0.000 5.107 

96 215 0.636 0.562 0.463 0.647 9.257 0.000 5.107 

 
1409 Ran(r) 0.536 0.265 0.729 3.588 0.000 5.107 

Fish-Z: Fisher's Z, Corr: correlation, L-L: low limit, U-L: upper limit, Z-v: Z-

value, P-v: p-value, Q: Q statistics, Ran(r): random (effect size). 
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