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What is the process by which users find books in Amazon?

How are recommenders used in actual use situations?

Case Amazon: Ratings and Reviews
as Part of Recommendations

Juha Leino

ethnographic study 
with 6 participants
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“I’ll just peak at the customer reviews quickly. You know, to see what 
they’ve said about it. It’s not that it’s so expensive but it does take 
time to read it. That’s more expensive.” - Participant 4

“Let’s see what they’ve got here. Do they have any recommendations 
for me?” – Participant 3

Personalized recommendations

Recommendations made transparent

Case Amazon: Ratings and Reviews
as Part of Recommendations
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Findings from Leino’s study

• All participants had bought from Amazon earlier
• Observation session in the participant’s home
• Data collection methods

– Observation
– Think-aloud
– Interviews

• The participant was given 15 € towards selecting and buying a book
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Motivation to Contribute?
• Would the participants be motivated to contribute, 

e.g. to write own reviews?
– Only P1 had contributed in Amazon 
– P4 tried to contribute during the book buying process but 

gave up when asked to sign in

• Language issues, Cultural issues, …
• Feelings of social presence of others in the 

environment might affect willingness to contribute
– Three participants (P3, P4, P6) expressed feelings of 

social presence

• Three participants (P1, P2 and P5) did not consider 
online shopping a social activity, in spite of the 
social texture
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Various Research Approaches Exist
• Lindfors: longitudinal trials of social navigation systems

– CiteULike
– Del.icio.us
– FURL
– I-SPY
– Last.fm
– Sproose
– MovieLens
– StumbleUpon
– …

Research based Web based



TAUCHI – Tampere Unit for Computer-Human InteractionTAUCHI – Tampere Unit for Computer-Human Interaction

Related Research: Kalas

[Svensson]
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Evaluation of Kalas

[Svensson]
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Field Test of Knowledge Sea

[Brusilovsky]
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Field Test of Knowledge Sea: Results

[Brusilovsky]

Navigational strategies in content categories:
1. Recommended by instructor
2. Available in the map
3. Not available in the map

Comparing average click number
in pages with No group traffic,
Group traffic and Annotations

… but it did not matter if
the annotation was positive or not



TAUCHI – Tampere Unit for Computer-Human InteractionTAUCHI – Tampere Unit for Computer-Human Interaction

Need More Research

• Users’ participation and 
motivation to contribute 
are essential for site 
success

• Social texture brings added
complexity in the user
interface

• What kind of social cues
make people perceive
social presence

• Are there methods of 
capturing motivational 
aspects already for systems 
under development?


