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ABSTRACT

The objective of this study is to examine the factors affecting consumer
trust to use result from recommendation system. This research is quantitative research
with application of Social Capital Theory and Uses and Gratifications Theory. The data
of this study was collected from 146 Thai participants, who used results from
recommendation system on online entertainment sites or applications. Data was
gathered by online questionnaires and computed with statistical software to determine
the relationships of factors from the theory and model.

According to the results, this research finds that factors - Group
Characteristic, Togetherness, Neighborhood Connection and Perceived Usefulness - are
directly affected to the consumer trust to use result from recommendation system
and other factors - Information Seeking and Convenience - are directly affected to
Perceived Usefulness factor and also indirectly impact of consumer trust.

However, this research may be not applicable to users of recommendation
system on another site or applications. Future research may need to expand the study
to the ideas and motivations that influence the consumer trust in recommendation

system of different media types.
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