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[RQ]  we evaluate the value of Facebook profile data to create meaningful product recommendations.

[RQ]  social shopping sites have access to additional social information about the user. Based on such data, it might be possible to generate targeted product recommendations.

[RQ]  The purpose of this paper is therefore to evaluate what kind of data on a user’s social networking site profile serve as a good base for product recommendations at a social shopping site and how the degree of a profile’s maintenance impacts the recommendation quality. 

[RQ]  To approach this question, we build a modular recommender system which implements different methods to generate product recommendations based on a user’s Facebook profile data. 

[RQ]  Our approach ... enables generating product recommendations using external data sources for a new user for whom there is no information at all. 

[RQ]  our approach tries to utilize the user’s very own Facebook profile information ...

[RQ]  we want to contribute to the existing research on solving the cold start problem and provide insights on which selection of user profile data is most valuable for product recommendation generation.

[RQ]  our goal is to measure how well the products match the user’s preferences
[RQ]  We aim to use the available social data to recommend products from the product database of our business partner.

[RQ]  the question is how we can exploit the data sources available from Facebook to arrive at an effective recommendation set.

[RQ]  As quality metric for the recommendation we measure how well a recommendation meets the subject’s taste ... and the propensity to purchase
[RQ]  we want to analyze the relative strength of the Like categories for product recommendations while considering the amount of information provided by a Facebook profile.

[RQ]  The next goal of the second study is to analyze how the user’s Facebook profile size relates to the recommendation quality. 

[RQ]  the exploitation of Facebook data to gain some first insights on the prospective buyer seems promising.
[RQ]  our results show the value of external profile data from social networks and can be used as basis for designing recommender systems
The declarations of the purpose of the research are repetitive but with variations.  The research approach is not design science, because, although an artefact is produced, its purpose is to support a laboratory experiment.  

The following was selected as the combination of quotations which appears to most succinctly declare the Research Question:

RQ:   "what kind of data on a user’s social networking site profile [serves] as a good base for product recommendations at a social shopping site ... to contribute to the existing research on solving the cold start problem?"

________

[RP-O]  Facebook profile data [can] create meaningful product recommendations [to users, in order to benefit social shopping sites]
[RP-O]  simple approaches and plain profile data matching yield significant better recommendations [to users, in order to benefit social shopping sites]
[RP-O]  the most successful approaches [for social shopping sites] use semantic categories
[RP-O]  Recommender systems foster add-on and cross-sales [for social shopping sites]
[RP-O]  a promising opportunity to generate targeted product recommendations for new users [in order to benefit social shopping sites]
[RP-O]  it is important to generate reliable recommendations and build good user profiles from the very beginning ... to increase the user’s perceived usefulness of and trust in the recommendation system [in order to benefit social shopping sites]
[RP-O]  Developers of product recommenders based on Facebook profile data

Keywords:

•
social shopping sites (6)


In all cases, however, this was not explicit in the text itself, and it was necesary to infer the underlying stakeholder and objective from the Research Question and context

•
Developers of product recommenders based on Facebook profile data (1)

In 6 instances, services to users are a means to achieve social shopping sites' Objective.

In 1 passage, in the Conclusions section, the beneficary of the research is developers.

________

[RP-C] recommender systems ... suffer from the new user cold start problem which occurs when no transaction history is available for the particular new prospective buyer. 

[RP-C]  a 'cold start problem', i.e. it is difficult to make recommendations for new users where no transactional data is yet available
[RP-C]  if a new user is not satisfied with the recommender systems at the beginning, he or she might stop using it
[RP-C]  However, the users are often not willing to provide such information 

[RP-C]  help to overcome the user cold start problem simply by connecting with an already existing social network profile without the need for explicit user feedback or other external data
[RP-C]  we expect that the different sizes of Facebook profiles impact recommendation quality: the more information is available on the profile site, the better are the recommendations in terms of matching user’s taste and increasing purchase intention.

Keywords:

•
no new-user transaction history available – defined as 'the cold start problem' (3)

•
new user is not satisfied with the recommender system (1)

•
users are often not willing to provide such information (1)

•
limited information on the profile site reduces recommendation quality (1)
However, this constraining factor had to be inferred from a positive statement

In all 6 cases, users are associated with Constraints on the social shopping site's Objectives

________

An additional category of relevant passages was identified.

In one passage that was categorised RP-C, the article mentions that "However, the users are often not willing to provide such information".  However, the authors avoided discussing the privacy interests of new users, mentioning it in a single section, and even there merely deferring to an article by one of the Special Issue Editors.

Despite the unwillingness to consider users' privacy interests, they intrude into the authors' narrative on 12 occasions, one of them requiring a 180-word diversion.  The following passages relate to Researcher Perspective, in particular to constraints on the Objective, but where the Constraint is Latent rather than Patent, hence coded RP-CL.
[RP-CL]  with the emergence of technologies which allow users to create and maintain online profiles, recommender designers have access to a huge body of user data.

[RP-CL]  We define social shopping sites as online shops which integrate external online social networking sites like Facebook or offer their own features allowing users to build profiles, maintain their social relations (e.g. friendships), post their purchases on their walls or let friends evaluate their purchases
[RP-CL]  Together with the social shopping site of the world’s largest mail order company (anonymous for confidentiality reasons), we conducted two field experiments
[RP-CL]  in social network data, the users themselves provide the information about their contacts and trust relationships
[RP-CL]  When users log in with their social networking platform account, they enable access to users’ demographics ... and users’ interests and preferences ... Thus, the system has access to rather rich, complete and up-to-date data which users provide voluntarily and implicitly
[RP-CL]  The availability and extent of the profile data depends on the user’s attitude towards entering and making the information visible in his or her profile
[RP-CL]  We refrained from doing a direct matching on user’s Facebook posts, [not for privacy reasons, but] as the context and notion of keywords in posts is not unambiguous per se
[RP-CL]  Three participants denied the authorization of the Facebook application explicitly 

[RP-CL]  [others] dropped out and closed the window without explicitly denying; this number cannot be determined with certainty. 

[RP-CL]  we collected 86 completed questionnaires 

... in Study 1, the information about granted permissions was only a small part in a dialog [sic] providing a lot of general information about the requesting Facebook application ...
[RP-CL]  we had a large number of drop-outs who explicitly denied Facebook access authorization. 47 probands stopped the test right at the beginning due to explicit denial of authorization compared to three explicit denials in the first study. This huge increase might be accounted to a modification of the authorization dialog by Facebook between Study 1 and Study 2.
While in Study 1, the information about granted permissions was only a small part in a dialog providing a lot of general information about the requesting Facebook application, the new dialog shows an explicit list of permissions to the user and asks to grant those to the application. Apparently, this direct question leads to a more explicit decision by the user.
Another reason for more drop-outs could be the simultaneous rise of the NSA leak affair between Study 1 and Study 2, possibly increasing the users’ awareness for data privacy.
... 38 completed questionnaires
[RP-CL]  the entry decision in our context is not totally comparable to the real decision. In the experiments, the subjects indeed participated voluntarily but may refrain from using the system in a real setting. ... The social shopping site that provided the data, however, offers a similar Facebook app and found a substantial numbers of users in the market.

The following aspects of the RP-CL passages provide further indications of the researcher perspective being so fully committed to the system sponsor's interests that the users' privacy interests are wilfully pushed into the background:

•
the source of the "huge body of user data" is acknowledged as being for the purpose of "friendships", yet the researchers have no qualms in assuming the data's ready availability for other purposes as well

•
the blithe assumptions are made that:

•
"users enable access" to their data merely by logging in with their social networking platform account

•
users provide this access "voluntarily"

•
users provide this access "implicitly"

•
by implication, this is sufficient authority for third parties to access the data

•
no awareness is evident that the context described may not represent consent to the use of the data.  That is in some doubt even in the highly permissive US environment, but is highly unlikely to be the case in the much more restrictive German environment in which the research was conducted

•
Study 2 suffered a massive refusal rate, known to be at least 55%, i.e. 47 / (47+38), but potentially far greater.  Yet no awareness is evident that this raises serious questions about whether Study 1 was in breach of ethics requirements, because such information as was provided about permissions was "only a small part" buried in "a lot of general information"

•
a massive refusal rate was experienced in an experimental setting using volunteers.  Yet no awareness is evident that this might mean that the exploitation of user’s social networking site data is socially unacceptable – and quite possibly illegal as well, at least in some jurisdictions

•
the corporate interest in anonymity is expressly respected (although it is ineffective, given that "the world’s largest mail order company" is sufficient information that re-identification is straightforward);  yet there is no acknowledgement of the personal interest in privacy – a value that is supported by human rights laws, in most countries embedded in the constitution, rather than a right conferred merely by the researchers' contractual arrangements with their partner

________
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