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The Effect of Consumers’ Choice Overload and Avoidance of Similarity
on Innovativeness and Use Compatibility in Online Recommendation Service

Nambhee Yoonl), Ha Kyung Lee"

, and Seyoon Jangl)

UKorea Research Institute for Fashion and Distribution Information; Seoul, Korea
2)Dept of Business Administration, Seoul National University of Science and Technology, Seoul, Korea

Abstract: Online recommendation services help people search for an appropriate product among a huge assortment in
stores that also minimize consumers’ choice overload. People with a need for uniqueness are likely to prefer this online
recommendation service based on individual needs and tastes. This study verifies the effect of consumers’ choice over-
load and similarity avoidance in consumers’ evaluation towards an online recommendation service with a focus on inno-
vativeness and use comparability. Two-hundred consumers participated in this study and data were collected through an
online survey firm. A mock retailer's webpage was created and showed six types of sneakers, which was presented as
a result of product recommendation based on consumers’ personal information. Data was analyzed using confirmatory
factor analysis (CFA), analysis of variance (ANOVA), and regression analysis. The results show that people with a high
similarity avoidance perceive an online recommendation service as an innovative and compatible service. They also per-
ceive a high level of use compatibility for an online recommendation service, especially when it is difficult to choose a
product under choice overload. Innovativeness and use compatibility of an online recommendation service increase behav-
ioral intention. The results of this study can contribute to strategies to start online recommendation services from online
retailers' websites that identify circumstances in which consumers can adopt innovative services in a positive manner.

Keywords: online recommendation service (2} =3 A{H]2), choice overload (] z}-3}), avoidance of similarity
A3 3]9]), innovativeness (8414), compatibility (83H4d)
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A= mH|Elt), 58] i) A 3 A2 23S
uqu o—][[-] “]'”_E )\PJ- ﬁ %,__,_ %\_o] :[L/‘éﬂ_l_(Jo et al.,
2013; Lee, 2018; Song & Jeong, 2016), o® <] =4
Hol g1 (Park, 2013; Yang et al, 2018)° ZZX|3L S)

F AHIEE ARSI MRS ofslsk=d] A7 L
AT AYPATFolX JFEE FH vzl s TR e
u}, £2}¢] thEF A3} (Mass customization) ZFEOlA An|ALe)
TAZ HHE AYske ABIER Ag=E AU (Moon & Lee,
2012), FH A 9] &5 7AF3] 93] SNSAe] 31319
EAARIT dize] Ha)d] mE ASE Hwsh=d(Kim &
Eune, 2011) ZX3 AT},

22 FH AHEE IEstE RIS AMHAR AH|Re]
N HEF B ASE 7o g AFS Fske a7k 4
?\]/\‘%*J(Content-based recommendation servicey 7]%Z 3t}
o71e] FHE Y21 dolHE EdRE FH S /<l
A ERl 5o Xﬂf.— Iwo 2 sk FYZEF (Collaborative
filtering) 42 23] 2&siaL ek, AEA HIsE
< AN bE 3’—7““5‘ o] Fujgt AFYUThE 4] =3
Aot A5 HES 7R ARSALe] ARE 7Nkoa F3o] o]
Fo|R|= AREAL 7 ]‘%’} ¥ | (User-based collaborative filte-
ring)°] tHEZHCItHKim et al, 2009; Ko et al, 2017). %3t
A &goa] Eiks] AEHT ' WAoRZ wiAd MDY F
A3 o] A7 Fd BRI} 7Hu|Eo] HE HEFo] o]
FolRE A2 719F HE]F (Knowledge-based filtering)S S <=
AUTHLee et al., 2017). &H|R}F Box] BH, o]zfdt 21l
T ARlEas v AlE AR SolA] 221’1 gl S0

H]

[e) hva =
£ xgg Zolx 439 492 ¥Y 5 2k JAUH A
A (<]
T

Bol Ak AdE kel tigk 1A%
7S 4 ti(yengar & Lepper, 2000).
z Ho] R3] Adlel] e kol &
g = Sk o el FH Au|ae P S
ot &9 e =Y vk a2y R Aqui2s) iQla
S ElR1e] AR widEHo] B9HE AXLS Ytk =7
o Erols ApastET S5 2Ele FPshs avlAe)

S, ARl Z12% F FAH A9 D55 B 5 9
o). oleldk F3 ATt A B3 598 s
AN e WAFEFS FH AHEE
Sstel A B9l wet el A M)
7h o9A PebEA) st .

=3 2aol 2WHHNM ATHE FAH Hulaz Hrt
e eejel A Mulat ML Qe g w7l
Aol weh 1 8ol 2%8E = 3ArH(Atuahene-Gima, 1995;
Ettlie & Rubenstein, 1987). sA]ol A1Z Sl AH] A7} /\H]Z}
o) & Walel AFAA wet S A Ade] JFS
m)2 4= 2 thAtuahene-Gima, 1995; Ettlie & Rubenstein, 1987).
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1. M RSt
Vi—i AQle] AEslk= Aol AV destazt
Qo] BEg 749, AvikE oy dikS 7R s A

£ M5 3tHKahn & Lehmann, 1991). Thk3k tiste g o
Adele] Zol Yojd & dom AES FAEA AAlo]
A Ysks AFol FlRIAE et 4 7] wZo|th 2
i} AnjztellA] o] tikS AlFehs Blo] A 5840l ]
TR gFethe Ae AT Ayt REA Q)
oA Mg o, MRk HElg A At LE—H% i7]o =
P55 & F don, Jds sitets 3 A, B
722 AR 780 A Uth(Chernev, 2003; Iyengar &
Lepper, 2000). ©]¢} Zdo] A&l tiete] 47} 7190 24 et
s A" A Z2 ddd] digh W dsweel e 784
E48 A9 FRslEkal stth(lyengar & Lepper, 2000).
Iyengar and Lepper(2000)= AFEIA AAISk= dite] 4
o we} FE A tigh viSwe) | o mvt YA EEt
A=AE APS B3 dFsirt. A3 FARelA o F57
o At 247 Fel AE A=, 240 SRl A A
] SRS W A Al Eﬂﬁ‘} TEE7F =A Ve 81
AEl gk ) o= tijke] 7 A2 AdselA o

7']] veRtow, olejgl AxE Bl 59 AES dulsi=d
tiQte] 7F B2 Ao] Mgl FAAHQ0 JEFS vA F
Fel 4= 2t} Park and Yeo(2014)E AH|AP7} A€
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vF ot FAl gAlEaL Brlslol sk tijbe] 7t
F7FPEA QIAHQD SHolA ZHst dio] WAlgtt. o7
3t S A s fo]2A A" 33K (Choice overload),
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& Lepper, 2000; Mick et al, 2004). ¥ dAFolxe &gkl
B A AFEE vhget Adelo] LHRlA H A=
Al &3E A RslE Akl Avxte] e Aet 5
ol whEh 2Rl F Az tigk HrPt o g dEe
A AR AL gy, 22l 3 AH| 2= i1l o]

o2 Ey

of e ojelo] Be el 4% AP Y FREE =
A AZfehe AREES FH MHIAE FRHOE BIKE ol

22, SAM 3|T]
2H12R= 54 (Uniqueness)oll thal zjo} 21418 Agsh=
Y-S mlalr] Qs dE3he AbdskEe As Feke A
7 & e ol 554 S+ (Need for uniqueness)2t
TH(Snyder & Fromkin, 1977). 554 ©]&(Theory of uni-
queness)l| TEH AFEL 2PAlo] 55/40] S WAL A}
37 27 WollA zple] eI fAtetctal A7He o 54
7t STk &, ARES AAS HES HEEeEN 2}
E1HE =o)aL Aofell gk FAHZQ Y Hislstr] S8

F O 2 ARS ERIF ApEslelz) itk oW o)E
2 Apalo] 7K AfES HATO A (Belk, 1988), 7H¢lo] A
d AEA4S F3ll(Holt, 1995), T2 ERIF A Edhe %
28 E3(Maslach et al., 1985) #}Alo] GFE3} 2pHslES =
Hlaz} st 554 971 =2 ARIES RIS 2PEE) 5t
7] $18l FEel 7L A e 553 AES ol B AL
S3ro gy AT S FEstat st ol s 554 &+
= 7hRle] A jAH EA02A g vehks 17 &
59 5712A Fg37]1= Tk (Maslach et al., 1985).

Tian et al2001)= 54 =79 MdS F44 A9
(Creative choice), H1t52] A& (Unpopular choice), -FAMS 3
3 (Avoidance of similarity)®] Al 7FA] S}z oz FE319
ot Zold A2 o AREY HEEE S AdEges
A ARBH o= ERlF PEEAL sk &l HltfFA A
gl o]9} fARGE Weto g 73 BE AFE Hlojurgis o
FH oA ke QLS Ao ay thE AlgEF A4l A}
ol AxslE Aol viAH e Z fAMY IlHe thE AR
Eo] &3l AL v RS Agghozy s91e] apEE
Q1 Ao} olm|A L} A} A o|u|R|E Fx3l= Aoltt. URkH o
2 RIS FAM &5 Tietelr] flal FelF] e, HiviEE
A, FAME 3914 Al 71A] 2 4-F A sk=H|(Choo & Kim,
2010; Tian et al, 2001), 97l we} A 72 319 &
Q& Mex o2 A837] = Shoh(Kumar et al., 2009). Kumar
et al(2009)y QU= AHIRRE] A Tl (M= dE vs. B
A FEFyE L] fAME St miet ofgA deREA] A
HE7] 98l AR &7 F e Y AR 33
7] 819 8R1& AREEt JHQ1e] fAME &7E ST
£ A7E 28Rl F AH|EE Bl ARilo] AR gt

FF B2 ERlo] 7R AR AR AFES ANSIL ol
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23. M8 HEda Folel=
MZE 710 it #dd 2d drddxie 7led &

74 (Complexity)Z 34 (Compatibility)o]2= F L219]
YAAQl 71&e vt AHAE Afdeke A 3 Jdes B
3}

=S|
3 AtH(Hoffer & Alexander, 1992; Moore & Benbasat,
). L 7IEdAE o8] duit o] HEAE Ve
e HE2A o]u 7]&48 549 (Technology acceptance
model, TAM)®ll 843 A8 Bololzte Mdos &85
2T}, Vijayasarathy(2004)E ZB)Ake] 28161 43 AL ¢
To] S HAE QR1eEM AFPAHES Ao A

K

AE 28Rl &o] ARle] g, U= a8y & A%
Tof| ity Ue A== AYosisirt. A+ Ax, 28l
&g MR Zlo] JHR1S agwiaolut gy gt
=L gEste JlRle]l Aztske 22kl £ Aol St
Frs 2Tl £l tiE BErt AR YEiEth
(Vijayasarathy, 2004). =3+ 22191 &30 gt Blos &9

e e Stk

2 Aol Ikl 2]l g HTE HAHRL 7)ol
28 el F Aulze] ted Anje] Eoe g viot
sfara} s ole] AmeM AR HdS ARsiaAt St &
2Rl F1 AHI2e] B v SR04 AMIZET &u)z)
oA B Z MEEES AT = lon o2igh Aujze] €l
ol AAA FgAke] Yzet 7o et Rsk=AE
ofshz Aol Bad Aolrk. & vl sl 549 {4
g gjuiel Ale] FREste] el meh 2Ekel A Aful s
A Azto] GEpd Alofw ol MuAE F7 E T
ool P2 A Alolet et

2.4. MH[~ &AM Rofjo|=

Frde N2 A== 371 4= 9l=H(Song, 2012) &
H|2F SHol|A] Azt Algo] AlEThaL =7 eA] A S
M)z AFe] 8o] AEA olFAX FEE B 4 Aok
(Atuahene-Gima, 1995; Ettlie & Rubenstein, 1987). W%
o= i AFeME e 43S 7Y NEE A=
(New to the firm), A173ol] 22 HENew to the firm), 71&
o] MZL A (New technology)® T3l A=Hl(Yoo et al.,
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2006) 7t A FFol At 2271 wet YA s
S I-F-AY A 7R HAR FEE|= Stk(Kleinschmidt
& Cooper, 1991; Lawton & Parasuraman, 1980). & <14
= 22l F3 Auze] YA A3l Slo] 719 9%
olu} 7I& A HAlES Wrkelr| Bt s 7ol €8d
AR|EE F83le AH R FHA IAAE FEAIEe] 28]
F3 ARI2E e AlETaL AZdskeRAE S4staa) g

A8 Aol mEH B4 AH|2t Al il Azske
A THQIS] Ao} AHE S wE gebd o itk &
H|ZA7E S5g Ball Aol s 2 URE AAE HUHA Y
A S Y EA W o, 32 Anrte] UiAld
A2g Fal 71 AFF FAHQ] AFH] Aolg =A A
s AR AFA dig G8S =4 A4 & do
(Lawton & Parasuraman, 1980; Song, 2012). ©]o] & Ao
M AHIRPE 221 F AH|29] A8 AZeke
2 JiR1e] B4 88le] 9Ee mA Zlolgt ot &, AN
1] Mo st FEF FAMS 3T Al wet A2
286l digk Bt gebd Zlolok. HEgh, Song(2012)2 AlA
F9o| Zejojub2Ad ArIt AZkE Al S X A
og s on AR tgk AEE A ALETE
AF ARyt F7kske S RISt ARl Falge
Aul Adat $A 2Rl T AHIEE AMSEl AERS
TFufjetarat she Am|RRe] Fufewe] FAHH FIgFE W
Zlolg} o gttt olof] £ Ao thad 22 AEAlE
EE3Th

ATFEA 1: 2Rt g FHRate) fAMY 3Tl w2
2l 3 AH) 2 A A o] zfe|7t UeA AR
2o

ATEA| 2: AH|REY] e ARE e} FAMY Fl3o)] w2
2l 3 AH)2 AR Faldo] 2881 3 AH|2 AL
olxof HA= Fel zlol7t U=A AHEL

3. 947wy

3148 =2

B Are 22l AE & A AR EE RIS
A 2ol gk H7E7} 4mjake] AdE] IEsl 1A, fAR
3] /g0 we} ol gA defAleA] AFsiaat 2281 &%
L 7M. AU s EdlE A3 AAISI ER
A 2UFA= &35 sl 28l A} E(Converse.co.kr)ell 3
E3I=S 7HInh. WA AT AlelE H2A] AH|RRe A
¢ AHE HIROR F3 Mu|LT} o] Fohe AU A
AlekaL, 91t 1 MuIAE 22T SEAE stde
Aple] ik Abo]zel Wk Bk N A=l {3 e
48 Adsies 5
221 AflEofA Aol FHES AEIT Aidst 4
o] AR ANE HFS W2 2UAZ ol FESE A
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ox o o
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AFES V) f302 gl el &9 4B M
7] S1h A2 IPPIES O E 2ol AllE BRS T
Hoka R A T AFE FYI BF S AN
=2 BAsgon 3309 FRy A Bk
v AR AS FH A2 71 s ALgE
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F7F Bol uvehs $47 o=, MeddT(lyengar &
Lepper, 2000; Park & Yeo, 20142 EthZ B2 tjoro=
gk Mele] ofelgzt Ade] A tigh BV, $38 %
Skt 3Rako g WA X7kE ARskE SAEA fAM 3
e BRI FEEIA ks el 554 F+ &= Tia
et al2001)°] A7E EE Bijlo] i AFolyt Hal=
£ oo ay eRlFe] FAMIS BEe A A 3%
I
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=
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Mo *
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2, 553k ARl AR2E AlFsleX
AT (Yoo et al, 20062 ENZ =3It 280 =3
AH| 2~ AM8-9] == Mukherjee and Nath(2007)2] +5 &)
2 20l 4 AMu|2e] A B S, ARG A] AR,
3 AU 2E B3 Fujolwo] AFL 473LS B AT g
T3l AMgsIdY. B8 Ued e 7H 2AE HeE
=45}

B oAt 3RS QM &3 o] & 20~400] Hh
ZRAE PR AFER] 2UARS] A AR FC] e
B2 b e S 7 L O ll=1 P B P ) s = B e EA R
2Rl AE2ANE AAEon, SHAR= FARIE 3 A
2 58 T i) AFE FEEAT 74 AES Tt
A BASL F FRYEL ERl 71#n=100) vs. &7} 7|9t
(r=100)22 22t = 7] {39 A==l sz 10070
o] HolHZE #AFen HAE 200009 F& FES B0 &
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FELS oA 11598(57.5%), BA 859 (42.5%)=
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\_

AT, A RS EEAO4IOR, e

8 T
Ao 20t) 30.0%, 30t 37.5%, 40t] 32.5%= T
[e]

AREE] 61.5%, A 13.0%, HEA 7.5%, AQTFH 5%, A

B2 5%, 1 9 71e 8%z ek, T ATE 7
94 AT A9, W 22kl £JYF Aolrt
AE TS Lo AREGPFE Ha APAES
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41, BYETO| EEE, MBS
SusEe eaEst AAwE AT 5 AMOS
21 O_E go1d @olBAS AAsIgth E2ARYY] BE g
QLEFTL 733~900% frojalon], B Aw AFw v

an
AERon, SHEE 1% A 370 FH(M=5.47 A e ﬂ\_E Ve T (Normed ){2=1.671, GFI=.908, CFI=
27t 71RF FAMES546) T ASE 7 SEAe] 28] A 974, RMR=071, RMSEA=058). Z} £¢1¢] AZ&= 795920
B PYFoll= eIt AolE HolA| UtH(r=0.056, p=0.805). o2 WA S FER M, AVERLS 565~.793, CRAGE
TS el - MU YollA gk MH|AE AlFeicy .688~.8960.2 FHEIGTE FRISISITH(Table 1). W4 7+ 3
18] 7HQ1s} F2ol thellM e A7 ek 3 (M=4.47) A e S gRlsly] Sl daAT Awitat AVES ¥
=7F 719k FHM=4.51) F AR 7E FI@ Aozt veRd WO (Table 2), & A5 EUi=Z o]F #4& st
A oHt=0.247, p=0.955), T+ A=ES] st Au|2e] ik,
Table 1. Measurement model
Standard Chronbach’s o
Scale Loading (1) AVE
€ CR
Choice overload 795
X1 Chosen fashion products are not very satisfactory. 71 ’ 565
X2 1 feel difficult to make decision because there are lots of similar fashion products. 745 ' 638
X3 I often regret that I do not seem to make a good choice. 733 ’
Avoidance of similarity 920
X4 1 often try to avoid fashion products or brands that I know are bought by the general population. .899 '793
X5 As a rule, I dislike fashion products or brands that are customarily purchased by everyone. .894 '8 41
X6 1 avoid fashion products or brands that have already been purchased by the average consumer. 878 ’
Use compatibility .854.
X7 The online recommendation service is suitable for my lifestyle. .864 745
X8 The online recommendation service fits in the way I usually shop. .862 827
Innovativeness
X9 The online recommendation service provides unique services. 900 920
X10 The online recommendation service provides innovative services. .862 747
X11 The online recommendation service provides new services. .850 .896
X12 The online recommendation service provides different services. .844
Behavior intention
X13 1 would like to talk to others about the online recommendation services. 872 .895
X14 I would like to recommend the online recommendation services to others. .866 .682
X15 1 am willing to use the online recommendation services for searching the products. 794 .863
X16 1 am willing to purchase the goods through the online recommendation services. 767
Notes: All A were statistically significant at p<.001, Normed xz:1.671, GFI=.908, CFI=.974, RMR=.071, RMSEA=.058
Table 2. AVE, Squared correlation coefficient
Avoi f
Choice overload V(.)ld.an c.e © Compatibility Innovativeness Behavior intention
similarity
Choice overload .565 ¢
Avoidance of similarity 071° 793
Compatibility .036 242 745
Innovativeness .059 328 492 747
Behavior intention .034 294 678 614 682

Notes: *: Values at diagonal(italics) represent AVE of the construct,

constructs

b . . . .
: Lower values in the matrix represent the squared correlation coefficient between
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42, M8 Bymsiet RAKY S0l e 220l £ Mu|x
MM s X2t

42.1. 219 FRRsiel fAMY Sjjell mE ARk e
Ae sstel fAKd ool mE 2]l A Auls 2

sket AN Aol weh &vrF e RS AY 2
Bato] Ht(M=4.120)S 71502 e ul9k HAe sl A
A (m=103)z H o) Ae] F{sl TG H=97) =2 T
313t

doltp 28-8H(Chronbach’s 0=.745), FFTHFF L AUX]A
B2 HANEE Soll IS ATt FF Ak, SiAE
o] @olx Melsh= o] HEigsitie Azte] Etp 2830 R
(Chronbach’s 0=.868)% 1317 (Park & Yeo, 2014)E EUj
e 55 A T L i e B A 2 P R R 2 o o B B
FOFEe] AolE HlaLd A(Table 3), A IH8lE =4
QAsE e A9 AT vl 224l & A siA
FEL] FAMI Ee oS =4 QAEE AeE e

wieh AAGE] Aol 3, AFe] FR7E Bol Add
[e]

o

=3, fAM Blu)e] HE(M=3.92018 7IFo R Hit nTs
FAMS B3] A (n=81), F+t oS TG n=119)2 +
35tk ARG SlTel wE Azt 84S getstr] g,
Tian et al(2001)2] 78 EUZ 55749 319 7/1E vy
FA MY FoA Aeg vusieith Al 5548

sto] WA 9L ApEshE AFS AdEshks sl vidE

Table 3. Perceived product diversity between high and low group of
choice overload

Low choice High choice

overload (#=103) overload (»=97) t-value
Perce.lv.ed . 3.752 4.938 —7.783***
product similarity
Perceived 4184 s T

product diversity
Notes: ***p<.001

Table 4. Unpopular choice and creative choice between high and low
group of avoidance of similarity

Low similarity High similarity

. . t-val
avoidance (#=81)avoidance (n=89) value
Unpopular choice 2.893 4.535 —10.078***
Creative choice 3.016 4.579 —9.266***

Notes: ***p<.001

2 € (Unpopular choice) 3i-3H(Chronbach’s 0=.929), 7|&
Tl A AFol XUY7IE AlEst desh= Jid
Ze]& 8 (Creative choice) 33H(Chronbach’s 0=.923)%
ZA3IAT FAM 3l He 7F 2Jo)E v|agt H3K(Table 4),
AP 339 Adake] =& o] w2 ol nlg| H|iE4
g3} oA Meo] BAXORE FolahA w2 ZoR e

2 1o g

L Jo J

L) FA A HAAF AL AR A2l o)

Au1Zs A3t
& AW Al miAlE FeAs adE AR S, 74
Ao e A ARslel fAMY 3uE SR o
o B skl

29 FA Muls A E FEUSR E4T 4
(F=8.874, p=000), A3 33 Fasrt felsial o
(F=24.702, p=.000), A= 2H7-3le] =gzt fAPS slv]ob A
g Fpste] oAk aake fels @tk 22kl 4 A
H]220] ARE Ao E(F=6.642, p=.000), AP 3|39] &
oJF FaI7F RO (F=17.633, p=000) A8 3H7-3ke]
FaI= FelehA] et fAMd slvjeh e spele]
Aol (Fig. 1) 10% Felzoll AHCR Fofgt Zo=
YERITHF=2.895, p=.090). A&2-8-2] A= 2w B (Fig.
1), 2281 &3 Al AdEEe AF FAPE FdetEe A
ol =75 NAsE T Ao AR HS = 14
Sl v, 53] APt g Al AE SRRekE w2 914
st Aele] ofEi-e =2 o, F3 AH|e] AR A
Ae 8 2 Sk s & ok

Aol F7HRL SiAE Slal Ad sHRekaL, A9k fAK

X

Use compatibility

Choice

180
& overload

-~ -Low

1601 —High

440

4.007)

3.80

T T
Low High

Avoidance of similarity

Fig. 1. Interaction effect of choice overload and avoidance of similarity
on use compatibility.
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Table 5. Innovation and use compatibility of online recommendation service among choice overload and avoidance of similarity groups

Low overload Low overload High overload High overload
Independent variable -Low .51m11ar1ty -High .51m11ar1ty -Low §1m11ar1ty -High §1m11ar1ty Foratio
avoidance avoidance avoidance avoidance
(n=47) (n=56) (n=34) (n=63)
.3.968 4.495 3.801 4714
. skskk
Innovativeness B A B A 8.874
4.202 4.562 3.926 4.778
1hilt sksksk
Use compatibility BIC AB C A 6.642
Notes: *: Standardized regression coefficient(), ***p<.001
2, Aol weh PR o] Avel g el 2H Auls AAEE JiIE FA Aulae Saholzhie Q47 sfele
AT AL A Aol AAMABEAT ASAE ol Aa] AR Aol ke o) Bg A&l
2 Ax3fe] AAISHGTH(Table 5). A8 25 Yok B AMgelES FHY F UL oJuah
S A B9 Aol e Fete] e ue] Mls) £t AT ALE 3ol Lejel FH AHIL ALgelEe] B
9 3 AL BUE ) Aol JOR Gebith S AE IS A AR A S0 2, Al w4
A STl B AES W gue] vis) HY 3 gous FARNe 4A5ckTable 6). A8 AT Bt
wat e ), 2 A2 AL A B Q43 = a4 AR 9ol 2 R0 Ve, 53] A
oeld Avke ekl FA AMMIZTL AGEG] AFIA e Qo] e 2mle] A FAM SAL B west
£ WU v A HY S weh 9okl 4 982 o guglel Ru91 FAH AL AN £ AP
vshed), £eel % A CFE 4E Aust Agsle) dm mash] mrks S A2 Ale) Sa8e B e
A SJof A SIE A o NSl ofigE E § 221 £ A2 AL Kol A0 I,
oh, Blolste] Apasle BES Aelskun sk el 4e ghlel] 1 A9 SRS FAK 319 ARl ALg 7
LBt AlE 22l IS FH MRl ¥ S4Hcs o 7do] GART 22Ql 4 AH|& ARGl mRlE 9
7H & des AR ol 2 Zlo= yepylth i £ A A9 Fs) Qo] =
Al BRI A 397t W ARk ) Jd S

4.3. M8 Esiet FARY Slmlof E 22iQl FH M|
HUYD ARS HEHO| £ Mu|A AR o|=0fl 0jXlE A&
2Rl FH AMu|2e] HAlga AR Aol Aol =ell
UAE GFo] AE FR-stel AP B]Flol wet ofgA =t

AR AZa) Sdal, A8 et 1, AL §AR 7, Aol

7]
mhe ale] A HARAS AN WA Lelkel F3
Aulze] Bzt Ag A0l ARgel ] mAlE TS

&l XH—%W—E— e s FIAEME AHR=736, F=
278.783%x¥) S (=477, =8.668***):} AME- Z A (=442,
1=8.042%#%) 1L B o3t JEks nxy, Palxde] FakHo] A
HHog & Zo7 Ussith LvjatelA] Az AulAz

RO

AB]2=0] AR AAE TP WA U Jde s 22
xq )\11;]]/\7]_ ]].}\]-,] Pvi Ho]—)\h,]_,,] Xhﬂ—/ﬂo] la__ u:H 224
ARG EE FAT 7 US vigt. 2Rl e #
A Aol A (Vijayasarathy, 2004) 71& 2 AfH]) o] A%}
AREOE Aol Fogh 9ES sl AUeS Wel =
WAGFES o]FA AujFo= )\HV}E vl 7} &
Bl HEAF]
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Table 6. The effects of innovativeness and use compatibility on online recommendation service use intention among choice overload and avoidance of

similarity groups

Low overload
Independent variable

Low overload

High overload High overload

-Low similarity avoidance -High similarity avoidance -Low similarity avoidance -High similarity avoidance

(n=47) (n=34) (n=63)
Innovativeness 52k SO1*** 315* AT3Fx*
Use compatibility A48HE* 546%* ASTHREE
R 817 624 1
F-ratio 98.0127%** 74.666*** 25.687*** 73.687***

Notes: “: Standardized regression coefficient(), *p<.05, **p<.01, ***p<.001
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SITF. BAle) SAA9) 71%0] ele] 4 Aol HEH] A
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