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Abstract. Social choice aggregation strategies have been proposed as
an explainable way to generate recommendations to groups of users.
However, the performance of each strategy is affected by the internal
diversity of the group members’ preferences. In this work, we evalu-
ate social choice-based aggregation strategies in terms of users’ fairness
perception, consensus perception, and satisfaction, examining the im-
pact of the level of (dis-)agreement within the group, and investigating
the added value of textual explanations. The results of two user studies
(N=399 and N=288) show no benefits in using textual explanations, and
significant differences in the effectiveness of the social choice-based ag-
gregation strategies. Furthermore, the specific group configuration (i.e.,
various scenarios of internal diversity) seems to determine the most ef-
fective aggregation strategy.

Keywords: Group Recommender Systems · Social Choice Functions ·
Explainable Recommender Systems · Social Choice-based Explanations.

Encore Abstract of the paper “Evaluating Explainable Social Choice-based Aggre-
gation Strategies for Group Recommendation” [1]

1 Introduction

Recommender systems (RSs) help people making choices in domains charac-
terised by a wide range of options, providing suggestions of suitable options for
the specific users’ preferences. However, in many domains people often consume
recommendations in groups rather than individually. Group Recommender Sys-
tems (GRSs) [5, 6] are designed to provide recommendations that meet different
group members’ preferences to support the group decision-making process. In
order to provide recommendations to groups of users, Social choice aggregation
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strategies have been proposed as an explainable way to to aggregate the in-
dividual group members’ preferences or recommendations [9, 4, 5, 7]. However,
previous user studies have demonstrated that some strategies perform better
than others in different experimental conditions, in terms of perceived group
satisfaction [5]. In particular, [2] showed that the intra-group diversity, in terms
of individual preferences, has an impact on the group decision-making perfor-
mance and each group member’s satisfaction, since higher preference diversity
generally has negative effects. However, determining which aggregation strategy
performs better for a specific group is still an open problem. Finally, if the ag-
gregation strategy results in a recommendation that is not intuitive or not ideal
for some group members, an explanation could help the group members to make
a decision or reach consensus [3, 8, 10].

2 User Studies

In this paper, we present two pre-registered user studies (N=399 and N=288)5

investigating the performance of different social choice-based aggregation strate-
gies in terms of users’ fairness perception, consensus perception, and satisfac-
tion. Furthermore, we study the impact of the level of (dis-)agreement within
the group on the performance of several social-choice aggregation strategies.
We define this group configuration on the basis of the similarity between group
members’ individual preferences. Finally, we also explore the added value of ex-
planations describing the aggregation strategy used to produce the recommenda-
tion. Each study focuses on one of the following research questions: (RQ1) “Do
explainable social choice-based aggregation strategies increase users’ fairness per-
ception, consensus perception, or satisfaction?”; (RQ2) “Do explainable social
choice-based aggregation strategies increase users’ fairness perception, consensus
perception, or satisfaction, in complex group recommendation scenarios?”. In the
first study, we found differences between the social choice aggregation strategies
for the studied group scenario in terms of users’ perceptions of fairness, con-
sensus, and satisfaction. However, in contrast to earlier work [10], we found no
added value in accompanying the aggregation strategies with social choice-based
explanations. In the second study, we reproduced these findings. Furthermore,
our results show differences in the effectiveness of the social choice-based aggrega-
tion strategies depending on the specific configuration of the group for which the
aggregation strategies are applied. A deeper investigation of the performances of
the aggregation strategies in the specific group configuration revealed useful in-
sights on which strategies perform better for each group configuration: the Most
Pleasure (MPL) strategy performs worst for groups with a member in a minority
position, but is one of the best strategies for uniform groups; the Fairness (FAI)
strategy has good effectiveness for uniform groups and for groups composed by
two coalitions, while for divergent groups the Additive (ADD) strategy obtains
the best results.

5 The (time-stamped) preregistrations can be found at https://osf.io/ghbsq and
https://osf.io/3dcht/.
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