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A Game Recommendation System Based on Classification of Experiential Value

Tomohiro NAKATANI" Junichi HOSHINO *
T System & Information Engineering, University of Tsukuba

Abstract Recently, a great number of games have been developed and released into the growing game market. It is
difficult for users to decide the games that they want to play because of the wide variety of games available. For this
reason, recommendation systems have been used in many electronic commerce (EC) sites to help people determine
what they wish to buy. The recommendation systems used in EC sites use shopping lists and/or user behavior to
classify games to be recommended. However, the systems do not considered user experience, even though it is an
important factor in how users evaluate games. We present a recommendation system by retrieving user experience
from customer reviews of games. Our system classifies games based on the experiential value and recommends games
that fit each user and broaden his/her experience.
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