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Effects of Consumers’ Perceived Personalization on Their Click-through
Intention under Al Personalized Recommendations

LYU Wei, YANG Ying,ZHANG Yanbing
Antai College of Economics & Management, Shanghai Jiaotong University, Shanghai 200030, China

Abstract ; The development of Al brings new features to personalized recommendations. Al personalized recommendations have
stronger autonomous learning capabilities and faster processing of data in real time across platforms. These capabilities can be
used to recommend personalized products and services to consumers. However, fewer researcher revealed the response, impact
mechanism and the click intention to personalized recommendations as well as the determinants of willingness to click.

Based on reviewing extant literatures on personalized recommendations, Al, and perceived benefits, this study deployed
perceived personalized recommendations as the independent variable. Click-through intention was used as the dependent variable
to explore the role of perceived benefits as mediating variable. At the same time, this study explores the boundary conditions in
the mechanism of effects of Al personalized recommendations on click-through intention, and conducts empirical research through
three studies of questionnaire collection.

Study I is based on movie APP to test whether AI personalized recommendations have a positive impact on consumers’
click-through intention. Study Il chooses the math reference book as product to test whether perceived benefit plays a mediate
role. Study Ill selected financial service of high sensitivity and tourist service of low sensitivity, it reveals that Al personalized
recommendations have a positive impact on consumers’ click-through intention. Perceived benefit is the mediating variable in the
positive effect of Al personalized recommendations on consumers’ click-through intention. Also, compared with low personalized
recommendations, consumers have a lower click-through intention on high personalized recommendations when the context sensi-
tivity is high; Also, privacy concerns moderates the effect of perceived personalized recommendations on click-through intention.
The assumptions have been verified.

Based on the above results, this study puts forward practical implications to help improve the effectiveness of Al personalized
recommendations for different types of scenarios and consumers. Also, this study proposes the future research agenda.
Keywords; AT personalized recommendations ; perceived personalization; perceived benefit; click-through intention; context sensi-

tivity
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