©
2019 2021

An Empirical Study on User Personality and Recommendation Acceptability in
Recommender Systems
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In this study, we investigated whether presenting a recommender in the
results output by a recommender system affects the user”s item acceptance in move domain. We also
compared four types of recommenders: "friend," "movie commentator," "movie robot," and "no
recommender.”™ In addition, we investigated whether the subject®s personality influenced item
acceptance. The results of the subject experiment showed that there was no difference in item
acceptance between the recommendation lists with and without a recommender, but "friend" was found
to influence item acceptance. In addition, the analysis of personality revealed that users with high

openness tended not to accept recommendations from friends.
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