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< 1> DERRA0] ARSEl 7= HIolE

No Authors Journals Criterion variables

1 OF2A- Z|ZSZ(2006) Korea Journal of Business Administration Loyalty

2 21 5|(2005) Journal of information systems Purchasing Intention

3 eI 0[&H04(2004) Korea Journal of Business Administration Purchasing Intention

4 T 2)(2010) Journal of information systems Purchasing Intention

5 X8 2|(2015) International Journal of u- and e-Service, Science and Technology Discontinuance Intention

6 A Z1E(2004) Korean Business Education Review Using Intention

7 EL] 2|(2012) Journal of Digital Convergence Repurchasing Intention

8 SHEH-2E5(2012) The Journal of Internet Electronic Commerce Research Reusing Intention

9 Shoil& 21578(2013) The Journal of Internet Electronic Commerce Research Loyalty

10 2154%(2009) The Journal of Internet Electronic Commerce Research Channel Preference

11 2Z-dull- 40 84(2011) The Journal of Internet Electronic Commerce Research Adopting Intention

12 28 2)(2012) Journal of Product Research Satisfaction

13 A2 F435|(2014) Journal of Digital Convergence Continuance Intention

14 LES- 872012 Journal of the Society of Korea Industrial and Systems Engineering Using Intention

15 ZES AE4(2000) Journal of Global Scholars of Marketing Science Purchasing Intention

16 21S2! 2|(2003) Korea Journal of Business Administration Usefulness

17 2l 2|(2006) Informatization policy Using Intention

18 O|EH21(2003) e-Business Review Purchasing Intention
0|0[3(2007) Journal of Industrial Economics and Business Using Preference

0|=F &|xH(2013)

The Journal of Society for e-Business Studies

Using Intention

Ol+#5-27|%(2015)

Information systems review

Purchasing Intention

el 2)(2015)

Journal of the Korea Institute of Information and Communication Engineering

Continuous Usage Intention

2EMH2003) Journal of International Management Attitude

SN A7 [5K2016) Korea Journal of Business Administration Purchasing Intention
E251(2009) Journal of Product Research Preference
£57(2014) The Korea Contents Society Acceptance Intention

MESH-255(2014)

Management and Information Systems Review

Using Intention

Hell 2/(2015)

The Journal of Internet Electronic Commerce Research

Continuous Usage Intention

X2 2/(2006) Journal of Technology Innovation Using Intention
2H5 252(2009)a Journal of Industrial Economics and Business Using Intention
BE S 2[S2(2009)b Journal of Industrial Economics and Business Using Intention

Academy of customer satisfaction management

Satisfaction

The Journal of Internet Electronic Commerce Research

Using Intention
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919, AR e Al Wi AvAT wE <E
>0l AAEAT 7 i Ao madtar]se] sdd B

AelM F28 @AAAE Fetebr] sl T84 A8 (test of
homogeneity)™ Hedges et al.(2003)7} A|A]3 <5=2] 2>& o] &
ste] 412 45 ek

XX,
ESd)= ——" ----- <Equation 1>
*gp()nled,

z : Mean of Treatment Group

X, : Mean of Control Group
S

pooled

¢ (n,—1)8*+(n,—1)8?
‘pooled — n, +n(3_2

Sample size of Treatment Group

: Combined Standard Deviation

n,: Sample size of Control Group
s, : Standard Deviation Treatment Group

s, : Standard Deviation Control Group

B o 2u(ma)?
Q—Z(Wd) W

<Equation 2>

Q : Coefficient of Homogeneity
W : Inverse Weighted Values
d : Size of Effect

SO% MY AP E WERAS F4 e FHE

y iy =EvS o R s Wi gl #He

(Publication Bias) TA|7} #AYgk d <2 3>3 7o)
A

Orwin(1983)°]
AAkE B9

olE =Hshy] SI%

o5 | Ae 4= U4, 2009).

Ny=——F—" ----- <Equation 3>

Ny, Number Fail-safe
N : Number of Papers
d, : Size of Effect

d, : Small Size

c

w2%3719 M FZdo] AAet B8 B 2ke 23
7] 71l wet dAs kS

= 50)= =X a¥A7), (ESr
THCohen, 1977; F5-8l-Z13HE-, 2013).

<i 2> J7|x HIO|EoM MEE 22I= ZF HEtAT

No Authors Samp. | PV > Bl | PR BI
1| o2 x=52006) 285 0575

2 | Es|(2005) 286 -0.260
3 | malz-olzel2004) 250 0.178
4 [ ZEA eleo10) 200 0.436 -0.509

HAZAAT 113 R42 (SH462)

5 | X% 2|(2015) 317 0.139
6 | HL-2E(2004) 145 -0.348
7 | CR 2i@2012) 380 0.326
8 | =Y -Eei(2012) 273 0.353
9 | sli&Z7E(2013) 208 0.671
10 | Z154%(2009) 200 0.218
11 | ZHdul-*ofsd(2011) 323 0.565
12 | 22k 22012 439 0.332 -0.120
13 | 2XI[E-FZ45/(2014) 199 0.630
14 | AEZE7H2012) 494 -0.060
15 | ZES AIE4(2000) 219 -0.220
16 | =& 2/(2003) 153 -0.186
17 | 2 2|(2006) 3074 -0.240
18 | O[EH21(2003) 185 0171
19 | 0]0}=5(2007) 166 -0.500
20 | O|2F ZIX43(2013) 135 0.756
21 | Olfs}-271(2015) 126 0.090
22 | '2=rEl 2(2015) 106 0.680
23 | 2&H12003) 80 0.589
24 | 2MIS-H7[5H2016) 258 -0.017
25 | &£8%1(2009) 243 0.610
26 | £57(2014) 224 -0.169
27 | MESHREE(2014) 287 -0.510
28 | Al 2|(2015) 300 0.445
29 | X2 2|(2006) 382 -0.323
30 | SES 2S2(2009)a 128 0.139
31 | SES 2S2(2009)b 187 -0.342
32 | 43| 2|(2016) 201 -0.218
33 | Zoil2l-=2eh4~2013) 329 -0.425
Sum of Samples 10,782
PV: Perceived Value, PR: Perceived Risk, Bl: Behavioral Intention

Z47Ye] A4 AA=9] aA

7 Y RGO R E FEE U g7t sk oEA

e ei] ko] &

Sethal & 9tk &, B4 st AR

S Ul ¢ Jorg R4ad R d(Fixed Effect Modely S A

stofof gt} 1euh vk FA A ClA AFTHde] 7)7tE

o] AFEH EHA7|Y ol oA AuE AU

ATEEE TY EAGAN FE2E 3] opdE dulginr
A & 92 @(Random Effects Model)= Al-g-8fofof st}

O Fell oz glolAly #

A4 AR e AR EAD

ol ZASHA =l 0 #ol FlelAl et Fdsh] wol
ok Ea AN A *Fﬂl oA 1= W AS 9

gk B ool B B4 4%

A3 ofe) <i 33 2o

=
Paths Q df P-value
PV — B/ 1353 13 000
PR — B/ 202.6 20 000
Q: Q statistics, df: degree of freedom
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AAE AAPN-BAAEBD), AAL JBER-BI =
(BDell ol=+= Z42y =9 O ol 1353, 202.6°.% e}
AHrEd) = 13, 204 W p = 05 FEolA FRolAlEe] @
2236, 31410] At} 0 gro] @A R IrE T4A

o that A7 N2 (reject) Al Ak BY BAGO R
B 3329 7o) old o]FdA BT PAHALH= FHo)
A9 & BE AR Fwas|Se] Hate] mFE
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Paths N ar Nts de
PV — B/ 14 526 0.73 5
PR — Bl 21 -220 -11.76 ’

N: number of studies, d, r: effect size, Nfs: number fail-safe, dc: determination coefficient
574 Hokd] AyAT Adss T uf 7 FofelA o] F
£ Q7E el gy Ar AT Ak 7
Y EA A5 &3 9 (Publication Bias) Ei= 2

A|(File Drawer Problem)=tal gtt}.

o7
X
I

©
e

2009). 019} ze uléﬁl 2l
%i AFE A=t fsHAl YRt
A ke A o7 WEAF]Y) Asﬁ 27

1) 3T Orwin, 1983). AAAGFE A

o] WrERASIE.

[L]'E]Jﬂ 20001 5+
AT F AT ANE

T ez S8tk UﬂE]"HF
o] HJ Biostatol| A 7

Aol AT
Meta Analysis) ~3Z 1%3-S
AWl JhEA7E A8 avarle ghe

AATSFAT

<& 5> QIX|E JIX|(PV)et delel=(Bl) Z=9| 51T

—

3}

gl

af} CMA (Comprehensive
01%6@% AN A2,
<Z 5, ¥ Zol

No Authors Correlation | Samples Fisher's L-Limit U-Limit Z-value P-value Q
1 QFRA- Z|SZ(2006) 0.575 285 0.65 0.49 0.65 11.00 0.00 14.3
2 ZEHA! 2|(2010) 0.512 200 047 0.36 0.63 6.03 0.00 14.3
3 El2L] 22012 0.451 380 0.34 0.28 0.59 4.90 0.00 14.3
4 SIEE EEHT(2012) 0.427 273 0.37 0.30 0.54 6.12 0.00 14.3
5 stilE Z78(2013) 0.482 208 0.81 0.34 0.60 5.91 0.00 14.3
6 251%(2009) 0.444 200 0.22 0.30 0.57 5.56 0.00 14.3
7 ZHAu- X0 [54(2011) 0.463 323 0.64 0.34 0.57 6.59 0.00 14.3
8 28 2(2012) 0.446 439 0.35 0.33 0.55 7.13 0.00 14.3
9 ZX|R F45|(2014) 0.469 199 0.74 0.36 0.56 7.71 0.00 14.3
10 0|27 Z|xH(2013) 0.503 135 0.99 0.39 0.60 7.81 0.00 14.3
11 'E.HFEH 2|(2015) 0.520 106 0.83 0.41 0.61 8.37 0.00 14.3
12 2EMH2003) 0.525 80 0.68 0.43 0.61 8.91 0.00 14.3
13 £251(2009) 0.532 243 0.71 0.44 0.61 9.61 0.00 14.3
14 ol 2|(2015) 0.526 300 0.48 0.44 0.60 10.29 0.00 14.3
Random Effects Model () 0.526 3,371 0.44 0.60 10.29 0.00 14.3
<E 6> QIX|E $IE(PR)Z Hell=(Bl) HEo| BT
No Authors Correlation Samples Fisher's L-Limit U-Limit Z-value P-value Q
1 245](2005) -0.260 286 -0.27 -0.36 0.15 -4.48 0.00 27.3
2 ZZ-01224(2004) -0.178 250 -0.18 -0.30 -0.06 2.83 0.00 27.3
3 2z 4 2((2010) -0.509 200 -0.56 -0.61 -0.40 -7.88 0.00 27.3
4 X85 2/2015) 0.139 317 0.14 0.03 0.25 248 0.01 27.3
5 M- 21E(2004) -0.348 145 -0.36 -0.48 -0.20 -4.33 0.00 27.3
6 28 2|(2012) -0.120 439 -0.12 -0.21 -0.03 252 0.01 27.3
7 LES-ZETH2012) -0.060 494 -0.06 -0.15 0.03 -1.33 0.18 27.3
8 UES L1E4(2000) -0.220 219 -0.22 0.34 -0.09 329 0.00 273
9 2SS 2|(2003) -0.186 153 -0.19 -0.33 -0.03 -2.30 0.02 273
10 2= 2(2006) -0.240 3074 -0.24 -0.27 0.21 -13.56 0.00 27.3
11 O[E{21(2003) 0.171 185 -0.17 -0.31 -0.03 2.33 0.02 27.3
12 00[=5(2007) -0.500 166 -0.55 -0.61 -0.38 -7.01 0.00 27.3
13 0|15+ 271 (2015) 0.090 126 0.09 -0.09 0.26 1.00 0.32 27.3
14 2IMIS- &715H2016) -0.017 258 -0.02 -0.14 0.1 0.27 0.79 27.3
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15 | £57(2014) -0.169 224 -0.17 -0.29 -0.04 -254 0.01 273
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A Meta-Analysis of Relationship between Perceived Value,
Risk and Behavioral Intention on E-Commerce*

Soo-tai, Nam™,
Chan-yong, Jin™

Abstract

Recently, the convergence of knowledge based society and information telecommunication technologies has a rapid impact on politics,
economics and various fields. Meta-analysis is a statistical integration method that delivers an opportunity to overview the entire result of
integrating and analyzing many quantitative research results. Meta-analysis, can see the direction and size of the relationship between
variables using the concept of the effect size. The factor determining behavioral intention of consumer in e-commerce can say that
critically dependent variable. In a predictive factor determining behavioral intention is typical that perceived value and perceived risk. We
conducted a meta-analysis and review of between perceived value, perceived risk and behavioral intention on e-commerce researches.

This study focused a total of 33 research papers that established causal relationships in between perceived value, risk and behavioral
intention on e-commerce published in Korea academic journals during 2000 and 2016. The result of the meta-analysis might be
summarized that the effect size in the path from the perceived value to the behavioral intention with the effect size (r = .526), listed an
explanatory power of 28%. In addition, it showed that the effect size in the path from perceived risk to the behavioral intention with the
effect size (r = -.220), listed a negative explanatory power of 5%. Based on these findings, several theoretical and practical implications

were suggested and discussed with the difference from previous researches.
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