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Abstract— The exponential growth of e-commerce in Henan, China necessitates a deeper understanding of
the factors influencing the continuous intention to adopt recommender systems, a crucial tool in enhancing
online shopping experiences. This research aims to fill a knowledge gap in the Chinese e-commerce
landscape, specifically in Henan, by investigating the unique cultural, social, and economic factors
shaping user behavior. Building on a comprehensive literature review, the study identifies cultural
orientation, privacy concerns, and user experience as critical drivers of recommender system adoption.
Trust in technology emerges as a mediating factor influencing users' continuous intention. The primary
objectives are to investigate the factors impacting continuous intention to adopt recommender systems and
examine the mediating role of trust in technology. The anticipated findings will not only contribute to the
broader understanding of consumer behavior in a rapidly growing digital market but will also provide
practical recommendations for businesses to optimize their recommender systems, ultimately fostering
increased sales in the Henan’s e-commerce landscape.

Keywords—Consumer behavior, Continuous intention, E-commerce, Recommender systems, Trust in
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l. INTRODUCTION

In the dynamic and thriving landscape of Chinese e-
commerce, characterized by unprecedented sales figures
on events like Singles' Day, and the nation's undisputed
global market dominance, the integral role of
recommender systems is underscored (Liu et al., 2021). To
help customers locate, comprehend, and get information
about a product, the recommender systems generates a
taxonomy. The recommendation approach increases the
efficacy and efficiency of e-commerce applications,
resulting in improved customer experience and services
(Coussement et al., 2021). Strong evidence was discovered
by researcher Li et al., (2022) internet shoppers leave their
shopping carts and walk out of site. It is therefore

evidently crucial to look at how personalisation affects
consumers' propensity to make purchases when they shop
online. In addition, this research will assess how customer
purchase intention in the context of online purchasing is
impacted by cultural orientation, privacy concerns, and
purchase experiences personalisation.

1.1 Background of Research

In recent years, e-commerce has experienced an
extraordinary growth in China (Gao, 2023). Recommender
systems play a crucial role in e-commerce by helping
consumers find products that match their preferences and
past behaviors. Therefore, understanding of Chinese
consumer’s e-commerce adoption behavior has attracted
increasing attentions from both marketers and academia
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(Gao, 2023). The research addresses this critical gap by
delving into influential factors such as cultural orientation,
privacy concerns, and user experience, aiming to provide a
comprehensive perspective on the intricacies of continuous
adoption.

Henan province presents a distinct scenario where
challenges, including low trust levels, data sparsity,
language barriers, and cultural nuances, act as formidable
barriers to the effective functioning of recommender
systems (China Briefing, 2022; Quach et al., 2022;
Kowalczuk, 2018). For example, trust is a significant
factor in e-commerce adoption. In Henan, as in many other
regions, consumers skeptical about the security of online
transactions and the authenticity of products. This low
level of trust can hinder the effectiveness of recommender
systems, as users may be reluctant to engage fully with
online platforms or share personal data that is crucial for
accurate recommendations (Zhou, 2022).

1.2 Research Problem

Recommender systems rely on large volumes of data to
function effectively, in less urbanized areas or among
demographics that are late adopters of technology, there
insufficient data on consumer behavior (Di Palma, 2023).
This data sparsity make it difficult for algorithms to
generate accurate and personalized recommendations,
reducing the overall effectiveness of the system. Besides,
while Mandarin is the official language of China, there are
significant linguistic variations across the country (Di
Palma, 2023). In Henan, local dialects and variations in
language use can pose a challenge for recommender
systems that are primarily designed to operate in standard
Mandarin. This can lead to misinterpretations and less
relevant recommendations, affecting user satisfaction and
engagement. Last, consumer preferences and behaviors are
deeply influenced by local culture (Sun et al., 2023).
Henan, with its rich history and traditional values, may
have different shopping habits compared to more
cosmopolitan areas like Beijing or Shanghai (Sun et al.,
2023). For instance, Henan consumers prefer products that
align with traditional Chinese medicine practices or local
culinary tastes.

Additionally, family-oriented purchases and products that
emphasize cultural heritage could be more popular in
Henan. This study not only identifies these challenges but
also seeks to unravel their impact on system effectiveness
and user adoption. By probing into the mediating role of
trust in technology and scrutinizing privacy concerns (Hu
et al., 2010; McKnight et al., 2004), the research aims to
offer nuanced insights into continuous adoption and
system optimization. In essence, the paramount importance
of this study lies in its potential to enrich understanding of

recommender system adoption in the vibrant Chinese e-
commerce landscape. By responding to these critical gaps,
the research aspires not only to contribute academically
but also provide practical strategies for e-commerce
businesses to optimize their operations in Henan. These
insights can help e-commerce platforms design better user
experiences, improve customer trust and satisfaction, and
ultimately increase their market share in this distinctive
region.

1.3 Research Gaps

There are several critical research gaps in the existing
literature on recommender systems in the Chinese e-
commerce landscape, specifically in Henan province.
Firstly, most studies focus on initial adoption and
acceptance rather than sustained use of recommender
systems (Liu & Ding, 2022). Existing research often
highlights technological aspects and initial consumer
reactions, with less attention to long-term engagement (Liu
& Ding, 2022). Many studies take a general approach to e-
commerce behaviors, missing the specific factors
influencing continuous use of recommender systems. The
increasing complexity of recommender systems has
outpaced academic research on long-term user interaction
and satisfaction (Yao et al., 2022). Additionally, the rapid
changes in the Chinese e-commerce market necessitate
ongoing research into factors affecting continuous
adoption, such as trust and habit formation (Yao et al.,
2022).

Secondly, research often generalizes cultural factors across
China, overlooking regional differences like those in
Henan with its distinct cultural heritage and consumer
behaviors. While privacy concerns are well-documented,
there is limited research on how these concerns vary in
different Chinese regions, including Henan, where local
cultural attitudes may impact data sharing. Also, studies
tend to focus on technological aspects without fully
exploring how cultural context in Henan affects user
interactions and satisfaction with recommender systems.

Thirdly, the study aims to address unique challenges
prevalent in the Chinese e-commerce landscape, such as
low trust levels, data sparsity, language barriers, and
distinctive cultural differences, and their consequential
impact on the effectiveness of recommender systems.
Existing studies often examine these challenges in
isolation or focus on broader e-commerce trends without
delving into their specific effects on recommender
systems. Therefore, there is a need for targeted research
that explores how these unique challenges intersect and
influence the performance and user acceptance of
recommender systems in the context of Chinese e-
commerce, particularly in regions like Henan province.
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Addressing this gap is essential for developing tailored
strategies to optimize recommender systems and enhance
the overall e-commerce experience for Chinese
consumers.

Lastly, the dynamics of privacy concerns and the
mediating role of trust in technology has not been
thoroughly investigated (Wang et al., 2022), pointing to a
critical gap in understanding its influence on continuous
adoption and the overall effectiveness of recommender
systems in the Chinese market. This gap includes the
limited focus on continuous adoption, with existing
research predominantly examining initial adoption rather
than factors influencing sustained use (Wang et al., 2022).
Studies often address broad trust issues like privacy and
security concerns but do not specifically explore how trust
in recommender systems affects their effectiveness. There
is also insufficient research on how trust in technology
varies across different regions and cultures within. The
research aims to fill these gaps and contribute valuable
insights with practical implications for optimizing e-
commerce strategies in Henan province and beyond.

1.4 Research Questions

How does Cultural Orientation influence the continuous
intention to adopt e-commerce recommender systems in
Henan, China?

How do Privacy Concerns impact the continuous intention
to adopt e-commerce recommender systems in Henan,
China?

What is the effect of User Experience on the continuous
intention to adopt e-commerce recommender systems in
Henan, China?

Does Trust in Technology mediate the relationships
between Cultural Orientation, Privacy Concerns, User
Experience, and the continuous intention to adopt e-
commerce recommender systems in Henan, China?

1.5 Research Objectives

To examine the relationship between Cultural Orientation
and intention to adopt e-commerce recommender systems
in Henan, China.

To examine how Privacy Concerns influence continuous
intention to adopt e-commerce recommender systems in
Henan, China.

To examine the impact of User Experience on continuous
intention to adopt e-commerce recommender systems in
Henan, China.

To examine the mediating role of trust in technology
between Cultural Orientation, Privacy Concerns, User
Experience and continuous intention to adopt e-commerce
recommender systems in Henan, China.

1. LITERATURE REVIEW

The current literature on the impact of continuous intention
to adopt recommender systems in Henan province is
limited (Liu, et al., 2021), creating a notable research gap.
While recommender systems have gained widespread use
in e-commerce, there is a lack of comprehensive studies
focusing on the Henan region, particularly examining the
influencing factors of cultural orientation. For example,
significantly fewer data points show up in the scatter plot
for Henan, suggesting limited research or data collection
efforts in this region (Zhang & Meng, 2023). Compared to
other regions (e.g., Beijing, Shanghai), which have a
denser distribution of data points, Henan appears
underrepresented, highlighting a research gap. Also, the
data points for Henan exhibit high variability and
inconsistent patterns, indicating potential issues with
research robustness or uniformity in methodologies (Zhang
& Meng, 2023).

2.1 Cultural Orientation

According to Earley, culture is defined as ‘the individual-
level manifestations of shared meaning systems that are
learned from other members of the society.” (Earley, 2002,
p. 273). Similar to this, Johansen (Cloud, 1998) defined
‘culture as a collection of shared values and beliefs among
members of the same community which act as a guide for
those members' behaviour.” Also, according to Hofstede
(1984), ‘culture is the collective mind-programming that
distinguishes members of one group from those of other
groups.’ In a previous research, Hofstede (1984) classified
any national culture into five distinct groups. These
include  uncertainty  avoidance, power distance,
masculinity, collectivism, and long-term orientation.
Hence, culture is an important player in the discussions of
e-commerce studies (Rabayah et al., 2021). This study is
focused on how these cultural factors lead the user trust in
technology, and affect when recommender system in e-
commerce is adopted in Henan, China.

2.2 Privacy Concerns

Personalization also has been found to be of significant
value to users, by reducing time and effort, promoting
better service matching, and encouraging the best possible
customer experience (Knijnenburg et al., 2012). However,
users could be hesitant to take benefit of the conveniences
that sophisticated personalised technology (Culnan, 2000)
brings about since these benefits always involve some
privacy cost. The "privacy-personalization trade-off" is a
term used to describe this issue (Chellappa & Sin, 2005).
According to researcher Li et al., (2023) use privacy
calculus theory to explain the privacy paradox, which
involves users logically evaluating the net value received
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from information disclosure while accounting for their
privacy concerns and associated privacy loss. In an online
environment, trust is closely linked to privacy, and
consumers heavily depend on the trustworthiness of an
online vendor when sharing personal information
(Soleimani, 2021). Studies have also shown that trust may
greatly mediates the impact of privacy assurance practices
on users' privacy concerns at the institutional level (Guo et
al.,, 2021). According to another research (Kaili &
Kapitsaki, 2022), privacy coping techniques (such as
giving users control) might assure users that their
information would only be accessed and used with their
consent, hence increasing users' perceptions of the service
provider's trust and finally resulting in a decrease in
privacy fear.

2.3 User Experience

Due to the technical property of recommendation systems,
previously identified problems have mainly been solved
technically, such as through research on algorithms.
However, some results (Liu & Wang, 2023) may be
counterintuitive if looking at recommenders from the user
experience perspective. Researchers, from the user's
perspective, have initiated the examination of system
effectiveness and evaluation standards (Pu et al., 2012).
However, it is more challenging for recommenders to
improve the user experience due to major user interface
limitations on recommender systems in e-commerce, such
as lack of trust in technology (Gallego et al., 2013).
According to Gavalas et al., (2014), evaluating the efficacy
and usefulness of recommendation systems requires taking
into consideration user experiences. Other researchers have
backed this similar concept. Researchers (Yu & Huang,
2020) suggested that rather than how quickly or accurately
the results would be generated, the main issue when
creating any efficient recommender system was figuring
out how people would respond to and adopt the new
technology. Applications wise, a user preference oriented
collaborative recommendation algorithm was put out,
where user preferences were included and shown to be
helpful in improving the effectiveness of the
recommendation system (Gao et al., 2014). This study will
increase awareness of new challenges and opportunities
faced by recommenders system in e-commerce from the
users' perspective by looking at multiple factors that might
affect the quality of the user experience.

1. HYPOTHESIS

H1:Cultural  Orientation positively influences the
continuous intention to adopt e-commerce recommender
systems.

H2:Privacy Concerns negatively impact the continuous
intention to adopt e-commerce recommender systems.

H3:User Experience positively influences the continuous
intention to adopt e-commerce recommender systems.

H4:Trust in Technology mediates the relationship between
Cultural Orientation and the continuous intention to adopt
e-commerce recommender systems.

H5:Trust in Technology mediates the relationship between
Privacy Concerns and the continuous intention to adopt e-
commerce recommender systems.

H6:Trust in Technology mediates the relationship between
User Experience and the continuous intention to adopt e-
commerce recommender systems.

Cultural
Orientation

Privacy Intention to adopt
Concerns E-commerce

Recommender
System
User
Experience
Trust in
Technology

Fig.1: Conceptual Framework

V. CONCLUSION

The expected outcomes of this research include practical
recommendations for enhancing recommender systems in
e-commerce platforms, leading to increased user
engagement and satisfaction. This research will also
contribute to the academic literature by providing insights
into the factors influencing the continuous use of
technology in a specific regional context.
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