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Mobile News Intelligent Recommendation Users' Using Intention based on VAM

ZHAO Yang-yang, TAN Zheng-yu
(Hunan University, Changsha 410082, China)

ABSTRACT: The work aims to establish mobile news intelligent recommendation users' using intention model, research
the users' perceptual factors of the mobile news intelligent recommendation, and obtain the perceived value correlation in
the mobile news intelligent recommendation that affects the users' using intention. Based on the perceived value theory
and in-depth user interview, combined with the analysis on the features of mobile news intelligent recommendation, the
perceived value dimensions of mobile news intelligent recommendation were established as emotional value, functional
value, social value, trust value and situation value, and the users' using intention model and scale of mobile news intelli-
gent recommendation were established based on the value acceptance model (VAM). The using intention model was vali-
dated through empirical research and statistical analysis. The mobile news intelligent recommendation users' using inten-
tion model and assumptions are verified that the perceived value has significantly positive effects on users' using inten-
tion, and the five value dimensions are positively affecting the perceived value and the relevance shows from highest to
lowest: functional value, situation value, social value, emotional value and trust value.

KEY WORDS: perceived value; value acceptance model; mobile news; intelligent recommendation; using intention
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