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Abstract

This study tests consumer responses to online product recommendation service offered by a website. A
product recommendation service refers to a filtering system that predicts and shows items that consumers
would like to purchase based on their searches or pre-purchase information. The survey is conducted on
300 people in an age group between 20 and 40 years in a panel of an online survey firm. Data are analyzed
using confirmatory factor analysis and structural equation modeling by AMOS 20.0. The results show that
personalization quality does not have a significant effect on trust, but relationship quality and technology
quality have a positive effect on trust. Three types of quality of recommendation service also have a posi-
tive effect on commitment. Trust and commitment are factors that increase service usage intentions. In addi-
tion, this study reveals the moderating effect of light users vs heavy users based on online shopping time.
Light users show a negative effect of personalization quality on trust, indicating that they are likely to be
uncomfortable to the service using personal information, compared to heavy users. This study also finds
that trust vs commitment is an important factor increasing service usage intentions for heavy users vs light

users.
Key words: Online product recommendation service, Personalization quality, Relationship quality, Techno-
logy quality, Trust-commitment theory; <2}Q1 A= My, JlQlst 24, &4 &4,
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7FsstaL 2Rl A S A A o' AA S 5 gl
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A7-2] tidol L2slel A Al gshe s dE F2 A
Hl2so] ti gk Zlo)7] wiiEell 2fel &g P ol Sl Ab
HE ddoR silon ASER AR AAgEel
ZUAZG7] wel] U7z 253kE Aot 2ol
Sl Abrel 4 A olA Al ejaiint. #31 dE o R
A AN 22z frg o] @t oA o] el §
FUA2= AFLS] Wl dEe] A glo] @

Y 2EE

=]
R

p

g

olElE BN AL SPSS 20.0 AHE-EL 7]
S5, e, AR E 24, dARAHA, AMOS
2008 AREEEY 14 QR FRA A RS
AAsHAT

Ao ALgE RO ATEAL EYL Avnw,

o] 120 (40.0%), &140] 18078 (60.0%)01 .01, H
o AL 35412 20th, 30, 40th 2] Q1de] ZHzt 10073
© 2 FYHSE B L gt £¢o] 2219
(73.7%)2.2 714 ggton, v53ty &9 o)3} 334

(11.0%), th3H 28} o)A} 239 (7.7%), T8k A 3} 231
(7.7%)%) A o2 Jebt) Y It AL o] 1849
(613%) 22 71 Bakom ZE2] 335(11.0%), S48 237
(7.7%), A4 FH5- 219 (7.0%), ¥ 2= 17%H(5.7%), T
2 1798(5.7%), 71E} 5%(1.7%) <. 2 Lepsttt. 71219
o 2522007 o]d 3009+ 7 TF 935 (31.0%),
1005+ 91 o]/ 2007t € o] 3} 6478(21.3%), 1007t € ©]
3} 537(17.7%), 3005+ € o]/ 4005+ Y ©]3} 4978 (16.3%),
4009+ 91 o)Ak 417 (13.7%) =0 & VreRstT

Iv. 9122 1}

1. #Mde MEE Y EIHE HE
Sheld QoA Az 2R YL 4=97374, df=120,

GFI=.895, CFI=.962, NFI=.938, TLI=.952, RMSEA=.070
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o2 NE2Y e 2y LS BT <Table 1>904
ERd vt , A 3ol gk AE A3 Cron-
bach's a o] LW 715 700 d3]sle] SAH =T
o MRS AFsdem SAYFEEY aHAA
(Factor loadings), %3] %] %= (Composite reliability: CR),
¥ T 5-2FZ(Average variance extract: AVE) 3t & A] T
S22 202 Y S35 AN dl g

ZHD)S 4381 Fornell and Larcker(1981)7F A Al 6=
HHENSE 7ES F5A7)E AR eyt 7%
FA3} E9e] 79 Joreskog(1971)0] AQEsH vibA vt
WS Ag-ste] WHEIGEE AE AT AY =5.525, df
=1, p<.05). ololl 7] A =9} e st ASH
Rom 67l 7Hd o] A5-S R

THENGA S Rtk WHEtd T dig A5 2 2. =LY AHAS
3}, <Table 2>¢} 7¥o] 7| 23 2 AQleties 2
€ 797038l AVE gHEe] TG E 7 daAIge] Al o A By ARgste] 22kl A
Table 1. The result of confirmatory factor analysis
Construct Items Standardlz.e d t Cronbach's o | AVE | CR
factor loading
L The recommendation service considers my interests. 915 -
Personalization - - — - 914 342 | 363
quality The recommendation service provides is personali- 920 20,979+ . . .
zed to me.
The recommendation service gives me individual 77 )
attention. ’
. . The recommendation service responds to my requ- s
Relationship | ests e 10803 912 | 726 | 888
uali
AUty The recommendation service reflects my requests. .893 17.047%**
The recommendation service understands my speci- 357 16.216%**
fic needs. ' .
The recommendation service uses professional tech- 852 )
nology. ’
Te:l;l;ﬁg)/gy The recommendation service uses new technology. 835 17.227%** .856 .670 | .819
The recommendation service uses high level of te- 767 15,2555+
chnology. ’ ’
I can trust the system providing the recommenda- 358 )
tion service. ’
I can safely transact \ylth the website providing the 42 18,71 4%%+
recommendation service.
Trust - - - 919 742 | 897
I can trust the information provided by the recom- 368 19.079%**
mendation service. ’ '
The information provided by the recommendation 378 19,4475+
service can be counted on. ’ '
I feel a very high degree of association with the web- 387 )
. site offering the recommendation service. ’
Commitment - - - 172 .645 | 715
I feel a sense of belonging to the website offering the
. : 710 14.238%**
recommendation service.
I have an intention to purchase a pair of sneakers th- 334 )
rough this recommendation service. ’
Usage I would like to purchase a pair of sneakers through 852 172075 902 755 | 877
intentions this recommendation service when shopping. ’ ' ’ ’ '
I wquld like to continue using this recommendation 919 15,2555
service.
***p<.001
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Table 2. The squared correlations and AVE of variables

Factor Personal}zatlon Relatlopshlp Technqlogy Trust Commitment | Usage intentions
quality quality quality
Personal'lzatlon 840
quality
Relatlopshlp 466" 76
quality
Technology 379 599 670
quality
Trust 312 .570 .667 742
Commitment 627 726 719 .642 .645
Usage intentions 332 .653 551 .684 610 755

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below diagonal are squared correlation estimates of two variables.

230 Au) 9]

EREEE DL
£ 9gRe Avusky, P4 2eel A%
7 w2 VRO (*=319.553, df=124, p<.001/

Ash 4, B 2,716 FRol & 2L Zrkeke AL IIan ol el e
HECRE BRI R #lo] ARUA |4, B3] Avl el vl S5 E (qua-

lity of response)°] AlZ]e] Agjagloz ASHYA A
AT Ao} thas th2 A o] th(Mukherjee & Nath,

GFI=892, CFI=958, NFI=934, TLI=948, RMSEA=073), 2007). SFel AEZ AJE) 20 A9 duk 2atel A

71 A% AW A <Fig. 153 2k, u 2ok gl 3 7o) g
23 18 FAo] Aol A e

anlAe) )l ARty

:(0

,R]le] AR, ’\4§E 5

Hg o] Al g E] = Anl =

T AH| 0] 7Rl o] AlEol] FFS vIAA| %;%

) &R O (=028 p=.607) TA FZ(p=345, p
<0013} 715 FA(B=566, p<.001)y A= T2 T Atk F, HA ARE AR Zlo] 23] 4]
B vAE AoZ e Bk, 7RIS} % 4 Aol Al ZtolHAll] gt -2 o} B S = 5 9
300, p<.001), &A F7 (=345, p<.001), 71& 2B T3, AR} A1) 7 B o) v P (5154, p<
=285, p<.001)°] EYel vx]= FFH =T { 46} 05)0] frejste] MaA-reot Adxehe A7t el
Al ebtTh N1 AEFEH AR 27t fele] FH ek} (Moorman et al., 1992; Morgan & Hunt, 1994; Mukher-
S E IH e Y| 2gheE 4] AATe R 3T A jee & Nath, 2007). A1 Z](4=490, p<.001)2} B (F=417,
20 gk 227} ol A= f o} Au| e gigt p<001)0] M| 2= A1g =2 7h= AR A F2] 51

Personalization

quality

Relationship

quality

Technology

quality

Nommmommeees > Trust
’ 566%**

154*

r7en

Commitment

285%

Fig. 1. The result of structure equation model.
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intentions

%p<.05, #*%p< 001



202 S MUIA0 et 281K AR Q-4 gl-S210] IiHolat

AIOE_

[ P

fio
o

UrEM TR18} FEF ARl 2ol el A A=) &
A2 A3 A} S 9 r A =
om—t— A AT = 3Tk F7H o2 A9} &)
o] w7 &7} frol A1 58171 913l Sobel testE A
A8 EH(Sobel, 1982). Sobel testS F3l SHH47} %
Fol A= FFEE WA v
ae fFeds 1T & vk A, B F4
(=342, p<001)3} 71%& F2(z=4.53, p<.001)0] 21 =&
w7 ke A2 ARG e]eo) v X FFH o] FI gk
Ao vepgtth 29 izl &3t GA] frolsiAl vt
U st F2(z=3.76, p<.001), BA E2(z=3.40, p<
001), 71& F2(z=2.79, p<.01)°] E4& 53| An]2= A}
& ool JEFS VA= o= et
o 7Hd 69] 221l % A7k 2H R AE 8
at7] 91l v vl A S ARSI R RAke] o
2Rl £ AIZES AR e 919l 602
71E0 2 A+t 2T 429 A7Fo] 60:E 131 A
TS Y] FA (0=117), 603 PRI ALk ZHo]E f-4]
(=183)2 A CE AT 7k 2kl & Eklsk] fl8 F
e 7F 727 LA TS A5
ok 24 A, AlQtE S RY ] BY Aewrt Rl
101 (57=507.675, df=258, p<.001/GFI=.843, CFI=. 946
NFI=.898, TLI=.936, RMSEA=057) 24 =32] 2913

Sl
Bt
o 5
=
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=g

|&ghs Q12o] @38]8 Al #42Ql & ¢
Ao 7 Yepyttl 3l 7213t T2 o] Bl n]x
g A Zlo|E §4171 0] AR 2A YE)
B AR 2 A 2AS Al ped $EAA WA
(marginal) &2 2] A& FRIBIGITE 015 53
Q1 &35 Bol sk A A% ARl ARl ARE
H L7t AREsY sl el tisk Aol
o o5 7]HP°§‘3¥ NO1E} AFEZA A 2o 2
o] o s],/‘ ol ol-/\ o)\q_ 1?_}13;‘ Q_E]_QJ }\jjoﬂ 01/\

=z =

[o o2 fr
23T

3l

fo
i

514 2 Sl 442) A9 7115} A7) AL
| 317 AHE BRE AHE S - UL

2o
dejald, w slels £ 4 s} Sl o1
= g A Vet 2ekel 4EEH A
o F3 A7fo] 4125 BYL 217} v she] AJw)
o) wol Fe pAE Ao YeluthFig 2).
| 58] A5 AE7} S7H85E Al 2o
L opake Ho] Al el 9]¢ o

ﬂﬁ%@ﬂ%ﬂ@&ﬂiﬁﬂﬁqmgaoh

] we] ARG NS e
%@éﬁﬂ%@@ﬂ%%&]ﬁhﬂOiwaﬁ
3y 14

AeATre] Aol X $(Cho, 2011). 3 54 &
B 238l tial TAlo] A2 AFES] - AR B9
o] 7] W&ol AF HHH JAEA Al 7}21014

&
s A TF 700 o) 22 eI tho g &7 H; =9} o] AFS F=z ©x7F Zash, &
54 7456}7] A3l = Feke] Q17 thek 3] FEFA A2 F-o] 12 Aol AFo| 03%
AloF we-g HlA|oF w3} v ak vt A4 A, 7ol = PAA fethe 2SS oA @ ¥ IS TH(Choi,
A Z7VeFo] EAAO R §951R] Yol 2 EUA] 2012; Nkwocha et al., 2005)
o] BRI AUTHAY=17.194, df=12, p=.142). 3|H] 4] <} 2hol E {41 €] 749 llH] frA| ol vls) Au|2etke] #
Zho|E A= BE AWl sl e S8 & AF ZHo] a3} 0|40l A0 T Ty, WA E
= 7K Aol ERIEeH o] o] PR FAS Aol &l mA= T o] MU= AR o=
HATY SHRF L 71Fo R WYt o vA= G| ol E {417t s8] Aol vl o
A 7+ ARAGFE ¥wg H3} <Table 3>3} 7ol Z AR Yepsith 281 &3S Bol s &= At
Zhol E {41 €] 79 719135}t F2 o] Ao mXe dF T APl EZL Algshe AH|&7E AR S w | shar
o] B0z yeht 7ile] At grlE wg g A ARl Al BH ke Azto] & off Au] kel E9lsta
Table 3. Comparison of path coefficient
Path coefticient
Constraints model (constraints path) - 5
Light users Heavy users Ay df
Personalization quality ——  Trust -.202% .043 4.170 1
Path Personalization quality —  Commitment 170* 383 3.766 1
Relationship quality —  Commitment 613%** .190* 7.690 1
Commitment —  Usage intentions 568*** 297%* 2.977 1

£p<.05, ¥*p<.01, ***p<.001
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ation . —.202%
Personalgallon Trust y
quality WA
i /-~ Usage
Relationship i intentions
quality i
Techno_logy Commitment ‘
quality

*p<.05, ¥**p<.001

Fig. 2. The result of structure equation model for light users.

Personalization > Trust

quality m
B - Usage
Relationship 1841 intentions
quality
; %
Technology Commitment )
quality Pz 316%* g

ip<.1, *¥p<.05, ¥**p<.01, ***p< 001

Fig. 3. The result of structure equation model for heavy users.
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