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Abstract

Rapid development of internet has shorten the time and cost of consumers'
search online but also shorten the time consumers spent on the site and
browsing. To be able to continue to attract the attention of consumers and
allow consumers a faster choice in shopping, online stores has evolved from
the original simple interface to many recommendation mechanisms. But also
because of the diversified recommendation methods, consumers are easily
be distracted and decrease the effects of the recommendation. This paper
attempts to explore the extent of acceptance of personality traits toward
different mechanisms of recommendation. If we have a better understanding
of which affect the relationship, we will be able to enhance the degree of
personalization of the recommendation. Based on the personality
information provided by the subjects to identify the most suitable way to
recommend, we expect to help e-commerce sites recommend the products
which are closer to the needs of consumers in practice, and finally, increase
the loyalty of consumers.

The study find that personality traits are related to the recommended ways,
that is, self-monitoring, type A personality have more influence on the
different ways of recommendation, risk preference has no significant effect in




this experiment. However, in multivariate analysis also find that the risk
preference and self-monitoring these two variables are interacted. And the
property of the product is also a very important factor in recommendation.
Furthermore, different personality traits have proved to have diverse
preference to distinct recommendation ways. Therefore, the results suggest
that e-commerce platform can classify the customers by their degree of
self-monitoring to implement personal recommendation.
Collaborative-based filtering is more suitable for high Monitoring trait while
content-based filtering is more suitable for low monitoring trait; If the
e-commerce platform can classify their customer based on the type A
personality, both collaborative-based filtering and content-based filtering
are suggested to used to high type A personality (especially content-based
filtering) but not for low A personality. Thus, we can try the other
recommendation ways such as: relational recommendation or other
recommendation ways for low type A personality.
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