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Abstract : Personalized recommender system has become one of the important tools for online firms to offer personalized service
and unique experience to the consumers. Through the personalized recommender system, merchants can improve their perform-
ance and consumer’s satisfaction. The traditional recommender systems only use consumers’ historical information of the focal
firm to suggest personalized products. They cannot access to the extra data from external firms to achieve higher recommendation
performance. In the era of big data, some third-party companies seize the opportunity to use the multi-source big data from differ-
ent companies to provide better personalized recommendation service. However, how does this new type of recommender system
influences consumers’ shopping bhehavior is largely unknown.

This study mainly explores the influence of personalized recommender system based on multi-source big data on consumers’
online shopping behaviors. In order to establish the causal relationship between recommender system and consumers’ shopping
behaviors, this study adopts field experiment to avoid endogenous problem and achieve high external validity. Meanwhile, ac-
cording to constructing explanatory variables from internal and external big data, this study illustrates how the characteristics of
multi-source big data influence the recommendation effectiveness. Finally, this research examines the interaction between con-
sumers’ characteristics and performance of recommender system based on internal and external data to explore how the effective-
ness of recommender system varies according to consumers’ characteristics.

The results demonstrate that the recommender system based on internal data can significantly improve consumers’ click
through rate on the personalized products. Meanwhile, the recommender system can help consumers decrease the time cost on de-
cision making and stimulate them to browse more products. The performance of recommender system based on external data is re-
lated to the numbers of consumers of external websites and the relationships between the focal website and external websites. In
addition, the effectiveness of the recommender system based on internal and external data is moderated by the characteristics of
consumers. If the consumers are old users of the focal website, recommendations based on their internal data, rather than exter-
nal data, can achieve better performance.

This study supplements the theoretical framework of personalized recommender system by analyzing the influence of recom-
mender system based on multi-source big data on consumers’ online shopping behaviors. The results have great guide value for
how to construct better recommender system based on multi-source big data and provide important managerial suggestions for the
strategy of sharing data between different websites.

Keywords ; multi-source big data;personalized recommendation ;field experiment;e-commerce ;internet marketing
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