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Abstract
It is of great significance for e-commerce websites to carry out more efficient online marketing
activities, including the development of a personalized recommendation system to better deliver the

commodity information that meets the individual needs of consumers. Based on the existing literature about
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the impact of personalized recommendation information on e-commerce websites for commodity sales,
this study used the S-O-R model as the theoretical basis to build a theoretical framework concerning the
impact of personalized recommendation information on consumers’ purchase intentions. The theoretical
framework for the influence of personalized recommendation information on consumers’ purchase
intentions was constructed according to the data collected from a questionnaire survey through the
structural equation model method to verify the proposed theoretical model and relational assumptions.
The results of this study showed that personalized recommendation information had a significantly positive
effect on user loyalty. Personalized recommendation information also had a substantially positive influence
on consumer purchase intentions. User loyalty had a significantly positive effect on consumers’ purchase
intentions and played a mediating role in the influence of personalized recommendation information on
consumers’ purchase intentions. The theoretical contribution of this study revealed a new path for the
impact of personalized recommendation information on consumer purchase intentions, thus providing

important theoretical support for future research concerning consumer behavior on e-commerce platforms.
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BT RSB 2 (RF) SR (US) sem i dEbrErk 112 280N 0.289, t = 6.461,
p<0.001, BiHAHEFERI(E B 2BUL 0 oA B3 W IE R e, R Hb BT HE
FHE EAE (RC) XTIL I (PIN) szl AEbriEfb 542 RECH 0.274, t=4.376, p<0.001,
VO (5 BN A I S B RS R IR s e A, SRR H2a oz HEFR 015 B 01
A (RF) XL &R (PIN) B AEbRAEIL 12 R B0 0.349, t = 6.641, p<0.001, iiBHHETER
5 R RIS A R M IE R AR R, SR H2b RO FPUREPE (US) X S
J& (PIN) 52m () AEFRHEAL 12 2 B0 0.169, t=2.798, p = 0.005 i B FH FoRG xS0 & A
HWIER R ER, SR H3 L.
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R 5 ST ER AR 0 R IR 45 IR

BRERR ettt R A S.E. t p
RC > US 0.452 0.055 8.157 ok
RF > US 0.289 0.045 6.461 ok
RC --->PIN 0.274 0.063 4.376 ok
RF --->PIN 0.349 0.053 6.641 ok
US --->PIN 0.169 0.060 2.798 0.005%*

R 78 B MEHERE(E B (RAOC) 73 AHEREIIE R NE (RC) FHEREM(E B 2IE K
(RF) iAN4ERE, 2:F Hla. Hlb. H2a. H2b ¥y, KL HI A H2 BT,

AN FHE T Bootstrap J7 MBS A T A RS AT RS, BOEREAR RN 5000, iR%E
RIEE R IX A1 E Y 95%.

R 6 Lt Ty PRI ERAT R BRI 25

BERER IR R R R E S.E. t p 95% Bised-bootstrap B X[

RC --->US --->PIN RN 0.350 0.060 5.790 *xk 0.233 0.472
EIEE2 0.076 0.031 2.437 0.015% 0.015 0.140

=R 2 0.274 0.067 4.072 Aok 0.146 0.408

RF --->US —->PIN M 0.398 0.051 7.758 ok 0.299 0.497
EEEZY A 0.049 0.021 2333 0.020% 0.011 0.095

IERZ 0.349 0.057 6.108 ek 0.241 0.463

B3R 6 FTRf A RN AT 0 25 ST, HEFEIME BN (RC) X SLEIE (PIN) 520 1)
SANAE N 0.350, p<0.001, 95% xZERIEEAS X AN [0.233, 0.472]; [AH4ZMNAE N 0.076,
p=0.015<0.05, 95% iR#ZERIEEEX AN [0.015, 0.140], AEE 0, PEHFRNGNEE, R
Hda B, EAZRUNAEAN 0.274, p<0.001, 95% iRZEMRIEB(F X [E N [0.146, 0.408], ALE 0,
PYLHA US 7€ RC F1 PIN 2 [A#E 350 A 1R

HIEE 6 FTRif R A NG 36 45 R nT i, MRS B RO (RF) MW KRR (PIN) 50
(R RLNAE A 0.398, p<0.001, 95% iR ZEFZIEE G XA [0.299, 0.497]; [AIHERUNAE N 0.049,
p = 0.020, 95% iR ZK IE BIEXIAN [0.011, 0.095], AN 0, PR AR 5.2, 5 HAb BT,
BELERONAE N 0.349, p<0.001, 95% i# 2R IEE(FXEA [0.241, 0.463], AMLF 0, UiHH US 7E RF A
PIN Z [A]EE &S 7 A HIE

RN EAEAGHERE(S B (RAOC) 70 MHEFENIE B N4 (RC) FIHEFENI(E B 2R (RF)
PIANYERE, 52T Hda. H4b BIRGL, BIGRIE HA BT
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Wig

M BRI IS AR T U, A SISt B e i ar . WEFCai RRN, IEALHE
FEAE B ORI BAT 2 B AR R RV s MR A5 ST 2 O I S B AT S Y
IE MR s FPORS IS V8 2l 3 0 SE e St B B AR R e ma /e T P R VR R4
HEFF A5 BRI 9 M R IR AR 5¢ & v B # e e fE

B SN

HiB TR

AHEFL G “S-0-R” BRI, WHPRET AR, W 7T G MEHERE
JEORT T Bl 0o TR W S BE A T TR AR RS R o AR FTAR IRANERTY TR A HERE AR B
NN ERRIBR 2R, X B AR TP B 52, o i 5IN o AR B R ORE R, IR T
VEACHER (S 2T LUBRL RN 2238 S5 i & Z M 7 ok &, R ROH Fop - BE 2
WM B A LRI . ABIRTTHIRIR AR 1 BT & MEAHERE S B T 9 W 5%
BREFMARE AR, NS R TUHRE R G 2B AT IR T IR S

EEER

B, N T EHER IS B A SEINAT A T IO/ SR A A, SR AR,
T Gt DI E RGN AL, IR RS S e TE, SR PTHEIZIE R
G AGHEVLIC AL B 7 SRAN gy, AT 35 BT 9 38 B ven 3R A8 P 7 7 i O£ )28

H, N TAEHER 1045 2 IR AE 5 EREWE IR ST, FE05 B s Tl 1 e i i f
RLARIEWATT« —H TR, L SE W UG IR dh (5 5, AR BRI 2t B 45 A
Il & BRSO R AR S, MBS . IR, TR 9 RERE R R AT
AR RS S, TR R, ST R A B INAR TS, R TSR T I SRR SR AT REE

&JE, WT oI AR RGN R Gk, B IO AR L,
TEER B S Z {5 R, il 2 R0 SORB IR T s E SRR, IR
WER M FE M EAE, B0, X S AT AT SR SE B, CRAIE T B B KR 40 IE
A I B B AP RGN HERE 7 b BOAE RAIAR R, AL R YD I A R DA L3R SR DI AT e (1
TNy S

RRERE

AT SRR EEA LU =AM 1) WFFE 200 725 R G 25 1 2 508
Rtk MR S SR A SR IR S, XS YA SC A R AN F s 2) W7 iE I R & A &
77 R Fe s, BT SRR R R, SR R BE AEACR I M AT S 55 7 T 2 32
Bl MBEE; 3) ASCARMIIT T AMEAIERRAS S 9 8 W SR s ma L], IRt —

W

ok
He
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IR T B LT BRI K T R U (R T K e R A A N i 8 W SR AT O, T LR T 65 B A 1 e
2 H 2Rt B E W SRAT O, SRR AR R 23t — 25 T Wt 7C 1 1) i

XTI, FTRMSAN N A S S L 1) T DMEAHT SR LAl T8 SERt SL N 2 5l
N AbAE 5% Z T BEAF A (0 o B TR M TR ER, A0VH 2 5 28T (T 2 3 1AV B 5 T R D,
RIS K R, I P IR SE SR AT RN BRI s 2) W BLSH R AN R A7
AR AL WL Fe B, B SR i TR (RS A R s 3) AEARSR BT LA,
R DAAREEAIT FUIH 9% 8 8 L S5 B ) A 2 Wy SEAT AL s ma LAY, 3 23 A2 7 AR AR 2R
KRG AT H A N T A AR LR AT Y, X — R TP IE 52 BIWRLE PR 2K A 520, S ML) o
il XA ARRAEAG B 2B T 1)l
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