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Abstract

Increasingly, customization is assuming an important role in web development, since whatever the
product we want to create, the main objective is to make the experience adequate and satisfactory for
the user. Customization can make a fundamental contribution to achieve this goal, since if the product
created meets the needs and preferences of the users then the probability of them being satisfied with
the experience will be greater. Currently, there are several recommendation systems based on user
preferences inferred through previous research habits, however, customization can be much deeper.
This study allowed us to analyze several ways of customization, in order to evaluate the impact of
adapting the contents to the personality of the user, in particular, in the context of completing online
forms. We also studied how the components and the layout of the contents can influence the users
satisfaction regarding their experience of filling out forms. Given the importance of classifying the
personality type more objectively, the Big Five Model was used to adapt the contents to the user,
namely the openness to experience dimension that is related to the level of openness to explore and
experience less traditional situations. In order to effectively explore this dimension, we tried to include
in the custom form less traditional aspects, even when these can break some usability rules. The
results suggest that people who are more receptive to new experiences (openness) dont mind wasting
more time doing the experiment, but it has to be satisfactory. The results also suggest that the task of
filling can influence the users’ reports regarding their openness to new experiences.
Keywords: customization, big five model, users satisfaction, openness, filling out forms, breaking
usability

1. Introduction

Nowadays, web development and customization are
widely explored themes, so it is extremely useful
and important to see if there is any way that cus-
tomization can be used to improve the user experi-
ence and satisfaction.
In any digital area, there is always a need to have
a regular user base in order to increase the number
of times users access the platform because, what-
ever the application domain, the bigger the number
of times, the greater the capacity to reach the ob-
jectives set for the website or application in ques-
tion. [8]

1.1. Motivation

This study seeks to analyze and evaluate the impact
level of customization in the use of applications or
websites, in other words, it seeks to establish a par-
allelism between customization and the level of user
satisfaction with a given experience.
Therefore, it is extremely relevant and interesting
to understand if, by adapting the content of a web-
site to the type of personality of the user, we can
increase his level of satisfaction with his experience.

By adapting the contents and the way they are pre-
sented to the user according to their personality, we
will contribute to improve their experience and in-
crease their affinity with the platform, since we will
be presenting the contents according to their pref-
erences and main interests. [2]
Thus, the main objective of this study is to verify if
adapting the contents and organizing the layout (in
this specific case, the layout of the form) according
to the preferences and interests of the users, would
influence their satisfaction when filling out the form.

1.2. Problem

When developing a website or application, we must
always consider the best way to give information to
our users, in order to maximize the probability that
they will become regular users of our application.
This leads us to a very important and relevant prob-
lem which is based on understanding how we can
adapt the content of our application to the user.
In the concrete case of this study, the problem is to
understand how we can make the task of filling out
the form to suit the characteristics and personality
traits of the user because, in this way, we will be
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closer to ensuring that users perform the task with
more satisfaction.

1.3. Hypothesis

In order to answer to the above problem, two
versions of a Global Game Jam registration form
(game event that will be described later) were im-
plemented, one version was designed based on the
type of personality (in particular, in the openness
to experience dimension of the Big Five Model) and
another was designed using only traditional and
conventional preferences (only for the comparison
purpose).
In order to adapt the interface of the form to the
personality, we used personality theories, more con-
cretely, the Big Five theory which is a theory that
refers to five dimensions of the personality described
by the lexical method, based on a linguistic and em-
pirical analysis. [6]
For analysis and evaluation methods, the chosen di-
mension of this model was openness to the experi-
ence.
We chose this dimension in detriment of the other
four, essentially because we consider that in a topic
like web development (namely filling out an on-
line form), the user personality characteristic that
would be more interesting to explore and analyze
was the openness of the user to explore new options
as well as his constant curiosity and new interests.
In addition, our hypothesis also includes an analy-
sis of the usability concept, since we try to under-
stand if the satisfaction level of the person remains
unchanged regardless of the usability of the proto-
type.
In order to be able to evaluate this topic, one of
the versions of the form (Form B) integrated us-
ability breakdown techniques because we wanted to
compare the process of filling out both versions and
verify if the satisfaction level of the user was inferior
in this one.

1.4. Contributions

The main ambition and motivation of this study is
to make a contribution to the scientific community
regarding the use of customization in the area of
web development.
This research makes several contributions such as:

• We established a clear understanding of the
state of the art regarding the customization
process in online platforms.
This study contemplates a detailed analysis
of works that use personality type (inferred
through the Big Five model, Myers-Briggs Ty-
pology or Temperament and Character Inven-
tory) to improve the user experience and in-
crease the regularity which they use the plat-
form.

• We implemented two versions of a registration
form in a game event called Global Game Jam,
where the contents and the layout of the form
have been adapted and changed according to
the type of the user personality.
This prototype was based on the Big Five
model to classify the personality of the user,
having as main focus the dimension related to
the level of openness to new experiences and
interests (openness).

• After the prototype was built, we had access to
a users base (basically, the number of partici-
pants who decided to sign up for the event) who
tested it so that we could analyze and evalu-
ate if the incorporation of customization in the
adaptation process of the form had any posi-
tive impact on the person’s level of satisfaction
with the experience.

2. Background

In this section, we will cover scientific concepts in-
corporated in this research that are relevant to un-
derstand the context of the problem and the ap-
proach taken to implement the solution.
As our approach essentially focuses on the cus-
tomization of the contents and the way they are
arranged in terms of layout then it makes sense to
look at some concepts that are adjacent to how this
customization will be done.
Thus, it becomes relevant to approach and describe
some of the existing personality theories such as the
Five Factor Model (FFM), Myers-Briggs Typology
(MBTI) and Temperament and Character Inven-
tory (TCI).

2.1. Personality Theories

2.1.1 Big Five Model (FFM)

This theory seeks to classify a person’s personality
into five dimensions:

• Neuroticism - which is related to emotional in-
stability, more specifically, to negative emo-
tions (such as anger, anxiety or depression).
The greater the degree of this dimension, the
greater will be the person’s vulnerability to
stress and depression. [18]

• Extraversion - measures the sense of well-being,
the level of energy, and the ability in inter-
personal relationships. If the value of this di-
mension is high then it means that the person
is quite extroverted, able to interact socially
while the value is lower then the person will be
more introverted, reserved and will have more
difficulty interacting socially with the rest of
the people. [9]
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• Agreeableness - measures the tendency to be
understanding and cooperative rather than
critical and problematic. This dimension refers
to how we relate to others. [9]

• Conscientiousness - seeks to measure the ten-
dency to show self-discipline, orientation to
the tasks, level of concentration and focus on
achieving the goals set. [18]

• Openness to experience - is related to the in-
terest in new experiences and emotions. Peo-
ple with a high level in this dimension are usu-
ally very curious, imaginative, adventurous and
emotional people. On the other hand, if the
level is low then it means that they will be
much more reserved people and resistant to un-
usual experiences. [9]

2.1.2 Myers-Briggs Typology (MBTI)

This theory consists of an introspective question-
naire in which the main objective focuses on the
indication of different psychological preferences in
the way people perceive and understand the world
around them and make decisions based on these
perceptions. [17]
For a better understanding of this theory, it be-
comes extremely important to understand two con-
cepts that are interconnected.
Psychological Type - represents the idea that people
consider certain ways of thinking and acting easier
and more intuitive than others.
Dichotomy or Dimension - each dichotomy corre-
sponds to a different form of acting or thinking and
encompasses a pair of opposing meaning in relation
to the way the person acts.
In this theory, there are four dimensions with 16
types of psychological types associated. The four
dimensions are:

• Attitudes: Extraversion/Introversion - is re-
lated to the way a person prefers to expend
their energy and wants to interact with the
world around them on a day-to-day basis.
Higher levels in extraversion means that they
are sociable people who act first without think-
ing about their actions while higher levels in in-
troversion means that they are not very socia-
ble people and, in general, they want to think
before make any action or decision.

• Perceiving functions: Sensation/Intuition -
this dimension is about the way people prefer
to collect and deal with information. People
that scores high in sensation trust more in sen-
sory information (tangible and concrete things)
while, people that scores high in intuition, they

prefer abstract and theoretical information be-
cause they like to interpret the data.

• Judging functions: Thinking and feeling - rep-
resents how people prefer to make their deci-
sions. People that scores high in the thinking
dimension decide based on logic and they are
always seeking for rational arguments while,
people with high values in the feeling dimen-
sion, make their decisions based on their feel-
ings, always having in consideration the impact
that their decisions may have on others. [14]

• Lifestyle preferences: Judging/Perception -
how people deal with the outside world. Judg-
ing dimension means that people only rest
when the decision is made (in general, they
show tendency to control and plan everything)
while perception means that people are com-
fortable letting their options open. [14]

2.1.3 Temperament and Character Inven-
tory (TCI)

This theory describes the personality of an individ-
ual, identifying the intensity and relationships be-
tween seven dimensions of personality (four relate
to the concept of Temperament and the other three
relate to Character). [5]
Regarding Temperament, the four dimensions are:

• Novelty Seeking (NS) - related with ex-
ploratory activity, impulsive decision making,
extravagance in approaching reward signals,
rapid loss of temperament and frustration. [13]

• Harm Avoidance (HA) - associated to excessive
worry, pessimism and shyness. [13]

• Reward Dependence (RD) - it is character-
ized as a tendency to respond to reward signs,
namely to verbal signals of social approval, so-
cial support and sentimental. [13]

• Persistence (PS) - refers to a person’s ability
to be persevering regardless of their fatigue or
frustration with a particular situation. [13]

Regarding Character, the three dimensions are:

• Self-Directedness (SD) - related to the self-
determination of a person.

• Cooperativeness (CO) - ability to identify, re-
late and accept others (including their differ-
ences in personality).

• Self-Transcendence (ST) - ability to transcend
in order to achieve higher objectives than ex-
pected.
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2.2. Satisfaction
As our study consists of analyzing if by adapting
the content and layout of the interface according to
the type of the user personality we are contributing
to create some kind of impact on the level of the
user satisfaction with their experience, then it is
important to describe this concept of satisfaction
and what tools exist, nowadays, to carry out an
efficient and effective measurement.

2.2.1 Questionnaire for User Interaction
Satisfaction (QUIS)

This tool allows the measurement of nine specific
factors related to the interface such as screen fac-
tors, terminology and system feedback, learning fac-
tors, system capabilities, technical manuals, online
tutorials, multimedia, teleconferencing and software
installation.
The user has to classify these measures with a value
between 0 and 9.
Finally, this tool is designed to be configured ac-
cording to the needs of each interface, including,
in the questionnaire, only the sections that are of
interest to the user in a particular case.

2.2.2 System Usability Scale (SUS)

This tool is a test that involves the end users of
a given product or service and represents a mech-
anism for usability and user experience measure-
ment through five main aspects: learning, efficiency,
memorization, errors and satisfaction.
The users have to answer, using a 5-point Likert
scale, to a set of ten questions to measure and an-
alyze usability and user experience. [10]
At the end of the test, a score between 0 and 100 is
obtained depending on the answers of the users to
the questionnaire. If the result is greater or equal
to 85 then it means that the system is highly usable
but if it is less than 70 then it is an unacceptable
system in terms of usability.

2.2.3 User Experience Questionnaire
(UEQ)

This tool was created in 2006 and, basically, consists
of a questionnaire for end users with 26 items in a
semantic difference format. [15]
This tool is used to evaluate and measure, through
the use of six scales, aspects of usability and user
experience. The six scales are:

• Attractiveness - evaluates the overall impres-
sion of the product regarding to its aesthetics
and its use.

• Insight - examines if the product is easy to use.

• Efficiency - helps to understand if users can
quickly resolve tasks without unnecessary and
increased effort.

• Dependency - evaluates if users feel in control
of the interaction.

• Stimulus - scale in order to motivate and stimu-
late the user to use the product, trying to make
the experience fun and satisfying.

• Innovation - verifies if the design is creative and
original in order to understand if the product
has captured the user attention.

3. Related Work
In this section, we will analyze some studies about
the impact of customization in several domains. We
will present different researches related with three
theories of personality classification but with more
focus on the Big Five Model because it was the the-
ory chosen to classify the personality in our work.

3.1. Big Five Model
An example of the use of this theory is an interest-
ing study that focuses on analyzing the impact of
the personality on the preferences for information
consumption in the media (in particular, television
programs) and also cultural participation (specifi-
cally, number of times that people read books and
number of visits to museums and concerts). [12]
Analyzing the results, we could understand that
openness to experience had a positive impact in
media consumption and cultural participation but
showed a negative influence in the reading of books
because it is a less original and exciting activity. [12]
On the other hand, the positive influence is related
with the fact of this dimension significantly encour-
ages to experiment new activities and access new
information, which greatly increases their likelihood
of being able to watch new television shows or per-
form other activities outside of their normal routine.
It was also found that the dimensions conscientious-
ness and agreeableness present a huge tendency to
create negative effects on difficult activities or tasks
that are not usual and traditional and present pos-
itive impact in activities like books reading.
In this research, the extraversion was the only one
that did not present significant effects in any of the
three activities analyzed.
This theory was also used in a study about the in-
fluence of customization on online sales platforms.
This research showed that the behavior of online
customers (especially the access and purchase in
several sales platforms) is influenced by external
and internal factors. [7]
They understood that personality is a variable that
is strongly related to the level of consumer experi-
ence with the virtual world because (even in cases
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where people have a high consumer profile) if they
have a weak relationship with the virtual world,
they will end up being less receptive to online shop-
ping because they will have some fear and distrust
of the online environment).
They also concluded that people with higher levels
in the neuroticism dimension give a lot of impor-
tance to guarantees related, in particular, to the
operations confidentiality, while the most outgoing
people (higher levels in extraversion) do not show
concern with these aspects, they are more worried
about how the store presents itself as well as the
ease of interaction and the opportunities to com-
municate with others.
Another interesting study is related to the impact
of the personality in the use of social networks in
twenty different countries. [11]
The results obtained in this study demonstrated
that there is a significant relationship between the
personality type of the person and their preferences
with the media.
Regarding the Big Five dimensions, extraversion,
agreeableness and conscientiousness had quite pos-
itive effects on any of the types of media use
(whether for news consumption or even for social
interaction).
On the other hand, people with emotional instabil-
ity (neuroticism) demonstrated negative effects in
any of the scenarios while people with high values
in the openness dimension demonstrated a positive
influence on the use of social communication but
negative effects on the aspects associated with the
use of these media for social interaction.
Regarding this social networks domain,it was also
found, in another study, that people with high val-
ues in the openness dimension have a huge tendency
for sharing news but, at the same time, little in-
terest in the verification process. Since they are
curious people, they are always looking for new in-
formation and sometimes may not correctly verify
their source of the information. [4]
There was another study, in the context of online
sales, that demonstrated that gamification has a
significant influence on the user’s acceptance and
motivation regarding online sales. [1]

3.2. Myers-Briggs Type Indicator

There was another study that analyzed the impact
of the personality in the entrepreneurship. [19]
According to this study, the Extroverted-
Introverted and Sensory-Intuitive dichotomies
are those that have the greatest influece on the will
of the people to be entrepreneurs (the individuals
who had an extroverted and sensory personality
had a greater intention of becoming entrepreneurs
than people who were more introverted and intu-
itive).

Regarding researches using this MBTI theory,
there was also found that the members of a team
should be chosen according to the type of task that
will be performed. [3]
It is necessary to have a balance between people
with judging, perceptive, sentimental and intro-
spective personality. Judging because they are
people who care about deadlines and therefore help
the team to complete the tasks in the deadlines
while the perceptive dimension is needed because
they ensure that several options are analyzed
before proceeding with the task.

3.3. Temperament and Character Inventory
This theory was used in a study about the influence
of personality in the type of reward that must be
offered to motivate people. [16]
In this research, they only focused on the per-
sonality dimensions of this theory that are related
with the concept of Temperament (Harm Avoid-
ance, Novelty Seeking, Reward Dependence, and
Persistence).
It was found that the greater the value presented by
the person in the Harm Avoidance dimension (that
is, the more the person shows a tendency to be pes-
simistic), the greater will be their dependence on a
reward to complete the task.

4. Prototype
In order to analyze if the fact of adapting the deci-
sions, in terms of layout, according to the personal-
ity type has an impact on the level of user satisfac-
tion with their experience, we built a prototype in
which we ask the user to fill out an application form
for a game event called Global Game Jam (GGJ)
that took place at Instituto Superior Tcnico (Tagus-
park campus) in January 2019.

4.1. Implementation
Firstly, it should be mentioned that both versions of
the prototype were designed and implemented using
wordpress. We used a wordpress plugin called Multi
Step Form 1, which basically, is an open source soft-
ware and served as a tool for creating and designing
the form.
In this prototype, we will present two versions of
the form (one made for people with higher values
in the openness dimension and another that follows
the traditional and conventional form used to fill in
online forms).
In terms of implementation, an essential aspect of
this study is the incorporation of the animations in
the version of the form that was designed for peo-
ple with higher values in the openness to experience
dimension, since these type of people, in general,
prefers to explore less traditional and conventional
situations.

1https://wordpress.org/plugins/multi-step-form
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To make these animations, we used an online tool
called Animista.2 Finally, regarding the data ex-
traction process, an e-mail containing all the par-
ticipant’s answers and other data needed for the
metrics used in the statistical analysis was received
for each registration in the GGJ form.

4.2. Form A
This version of the prototype corresponds to a more
conventional and traditional form, since its main
objective is to serve as a comparison, in terms of
statistical analysis, to the version of the form that
was designed for people with higher levels in terms
of openness to experience.
Our main goal in creating this version was the need
to have a version of the prototype that replicates
the current standard in terms of filling out online
forms. So we had to analyze several rules and stan-
dard principles that are used in the construction
of online forms because we did not want to adapt
this version according any type of personality (we
only want to make this version based on the main
techniques used in the process of filling out online
forms).
It should be mentioned that our research (car-
ried out in November 2018) includes the analy-
sis of registration forms in several companies or
events in different areas such as Sport Lisboa e Ben-
fica, Jumbo/Auchan, Eurogamer, Lisboa Games
Week, Sociedade Portuguesa de Materiais (SPM)
and Vodafone.
Now, we will present some of the standard tech-
niques used to create this version of the form.

4.2.1 Input Text

Almost all forms use input text boxes to allow users
to enter their data. So we used, in our prototype,
this type of technique when we wanted to request
the name, email, age and other personal informa-
tion of the user.

4.2.2 Radio Buttons

We understood that in, most of online forms, mul-
tiple choice techniques are frequently used to allow
the user to express their decision on a particular
subject. Therefore, we considered this technique
could be used, in our form, in questions where we
wanted the user to tell us his decision on logistics
matters such as if he had any food allergies or if he
needed place to store food during the event.

4.2.3 Check boxes

We observed this technique is perfectly suited to
questions where the user is asked to select more

2http://animista.net/play

than one option when he answers only one ques-
tion. So, we decided to use this type of technique
in questions where the user could select more than
one option like the question where the participant
had to reveal the areas in which their capacities and
characteristics fit best.

4.2.4 Combo Dropdown Box

We also concluded that another technique that is
frequently used is the dropdown box where the user
has the possibility to immediately visualize their
options for a certain question.
So, it can be used in situations where it is intended
the user select only one of the options but can see
all the chances of answering a given question.

4.3. Form B
This version of the prototype represents the form
that was designed for people who present higher
values in the openness dimension of their personal-
ity, that is, for people who are more likely to ex-
plore and experience new situations (usually more
creative and original).
In order to implement this version of the form, we
took into account each one of the facets of the open-
ness to experience dimension.
We analyze each of the facets of this dimension of
personality, in order to realize which set of tech-
niques we could use. In other words, each of the
techniques used in the design of this version of the
form is related to, at least, one of the facets of the
openness dimension.

4.3.1 Imagination (O1)

This facet represents the ability of people to imag-
ine situations. Generally, people with high values
in this facet demonstrate a huge tendency to get
lost easily in thoughts and reflections on different
subjects.
One of the techniques that has been used to explore
this facet of the openness, in our form, was hiding
options for answering the question.
For example, the options to answer the question
regarding the participants fields of expertise were
blurred in order to turn possible to the users know-
ing the number of possible answers but have to click
to see the text of the answer.
Thus, we were able to explore a very important
characteristic of this facet that is related to the
fact of arousing curiosity and interest in the users,
since the participant had to choose the option to see
which field was available for selection. In addition,
we were also able to create some uncertainty and
doubt in the users, which will lead to create curios-
ity.
Finally, we also wanted to break the usability in
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this version of the form. Therefore, we used sev-
eral techniques to achieve that like, for instance,
when the user is forced to click on the options to
view their content (which, necessarily, corresponds
to a usability breakdown) but, however, can lead to
a better and satisfactory experience depending on
the personality type of the user.

Figure 1: Progress Bar of the form

Another technique that has been used and that
fits in with this perspective of exploring the imagi-
nation and arousing feelings of curiosity and uncer-
tainty in the participants to cause them to reflect is
related to the existence of a progress bar that indi-
cates the state of the filling of the form.
In order to increase the levels of curiosity and doubt
in the participants, this bar only shows the steps
that the user had already completed (identified in
green) and the step that the participant is, cur-
rently, filling out. With this, we also want to stimu-
late the imagination of the users because, with this
type of progress bar, they did not know how much
time and effort was necessary to complete the form.
In addition, the bars between the several steps do
not have the same dimension,making imperceptible
to the user the number of steps remaining to be
filled until the end of the form.
To sum up, with these techniques we wanted to cre-
ate some uncertainty about the time left to com-
plete the form, in order to allow the user to further
explore the form (which is one of the main charac-
teristics of people with high levels of openness and,
more specifically, of this facet).

4.3.2 Artistic Interests (O2)

This is about the level of interest in the beauty of
art and nature. In general, they are people who
show high openness and curiosity for events or sit-
uations unique and unusual. So, we decided to ex-
plore different and original alternatives in terms of
layout.
We decided to always keep the same content struc-
ture used in the other version of the form but in-
troducing some variants, such as the fact that the
questions related to email, age and highlighted ar-
eas only appear when the user filled in the field that
asked for the full name.
In addition, these three questions appeared in that
moment with different effects, making the process of

filling the form a more original and unconventional
experience (something that would be a source of
satisfaction and interest for people with high values
in this facet of openness).

4.3.3 Emotionality (O3)

This is related with the interest and predisposition
of people to express and reflect on their feelings and
emotions. These type of people prefers to live all sit-
uations intensely instead of being rational. There-
fore, we decided to include in our form a question
that would allow participants to express, by select-
ing several emojis, their emotions and feelings on a
daily basis and during the Global Game Jam event.

4.3.4 Adventurouness (O4)

People with higher values in this facet are, in gen-
eral, people who prefer to experience new scenarios
and be surprised instead of being involved in the
same habits and routines.In order to make our form
more suitable for this type of personality, we made
several implementation decisions in this version.
One example of these decisions was the existence of
several links that allowed users to decide whether
they wanted to explore new situations or if they
preferred to move on and complete the form as soon
as possible.
For example, there was a link called ”See Game”
which only shows the game if the user decides to
click, otherwise the game remains hidden and the
user can move on to the next step since it is an op-
tional part.
Another technique used to analyze this facet was
to create a element of surprise by presenting some
questions of the form to the participant. As people
who like to be surprised by new situations, using
less traditional forms of submitting questions on the
form will have a positive impact on the level of user
satisfaction with their experience.
For example, the fact of the question about the type
of food allergy only appears if the user answers yes
to the question ”Do you have any food allergies?”
(while, in the other version of the form, both ques-
tions appear regardless of the user’s response.

4.3.5 Intellect (O5)

This facet is related to people’s interest in solving
complex problems. People with high rates in this
area have an enormous tendency to feel satisfied
when faced with complex challenges and situations
that require them to develop their cognitive abili-
ties to solve a particular problem.
Thus, in order to involve users who presented this
type of personality, we chose to incorporate in our
form a small memory game in which, basically, the
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participant had to memorize a pattern that was pre-
sented to him at the beginning and then repeat it
successfully.

Figure 2: Memory Game

There is only one geometric shape (circles) and
four different colors (red, yellow, green and blue).
The user was also able to press the ”See Clue” but-
ton whenever he wanted to see again the sequence
in order to repeat it.
The purpose of this game was, basically, to have
something in our form that would challenge and
stimulate the participant’s interest in solving prob-
lems that required a minimum level of concentration
(in this specific case, achieved by the fact that it is
necessary to memorize the color and the location of
eight points on the grid of the game).
However, it is always necessary to be careful with
the complexity of the game because we did not want
to turn the game too complex and time-consuming
for users, losing the focus of the main task of this
study, which was filling out the form.
Each time the user tested their solution, a pop-
up was presented with feedback information about
their outcome, that is, whether they had been suc-
cessful or unsuccessful in their attempt. The pur-
pose of these pop-ups was to encourage participants
to continue to try if they were unsuccessful and to
create a sense of satisfaction by the time they finally
completed the game successfully.

4.3.6 Liberalism (O6)

This facet of openness is related to factors and type
of people’s political orientation.
In general, people with high values in this facet
present a rather liberal opinion believing that there
is no absolute path that is right or wrong while peo-
ple with lower values tend to be more conventional
and traditional, fully convinced that there is only
one right way of doing things.
The decision not to include this facet in the form
and the personality questionnaire is related to the
possibility, verified in the pilot tests, of some peo-
ple if they can feel uncomfortable to respond to this

type of items, since, not everybody feels at ease and
comfortable to expose their kind of political orien-
tation.

5. Evaluation

In this section, we will describe the participants of
this study as well as the experimental procedure
and the personality classification process of each of
the participants.

5.1. Participants

Our experience was carried out by participants who
signed up for the Global Game Jam event, which
took place between 25 and 27 January 2019 at In-
stituto Superior Tecnico, Taguspark campus.
The choice of the analysis sample fell on the partici-
pants of this event because they are, usually, people
who show a lot of interest in original and creative
situations (since they are, in general, people from
areas such as games and arts.)

5.2. Experimental Process

Global Game Jam happens annually on a world
scale and its main goal is to encourage people to
explore new technologies and test their skills in de-
signing, implementing and testing a new game dur-
ing only 48 hours.
The experience of this study is divided into several
steps but, in total, it should not take more than 20
minutes. Basically, one of the two implemented ver-
sions (Form A or B) was assigned, which, as already
mentioned, one version fits the preference for more
traditional and conventional techniques (Form A)
and another suits people with higher levels of open-
ness and, consequently, more original and more in-
terested in experimenting and exploring new situa-
tions (Form B).
In the end, each participant had to fill out a ques-
tionnaire of 10 questions in order to classify their
personality type in relation to the openness dimen-
sion

5.3. Personality Questionnaire

At the end of the experience, participants were
asked to complete an IPIP questionnaire (Interna-
tional Personality Item Pool)3 in order to their per-
sonality type, regarding the openness dimension.
Basically, the questionnaire format consisted in 10
statements about a set of characteristics and the
participant had to choose one of the following op-
tions (totally disagree, disagree, neither agree nor
disagree, agree, totally agree).
After that, a calculation was made according to the
responses given by the participant to classify their
level of openness.
It was assigned a score to each answer option. The
calculation consisted of adding up the scores of all

3https://tinyurl.com/yyucosfr
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the answers given by the participant to calculate
their level of openness.

6. Results
6.1. Participants Characterization

One of the most important aspects to focus on is
that they are only people who are interested in game
jams.
We analyzed our participants only in their creative
component, that is, in the openness dimension of
the Big Five model. We had 36 participants in our
sample.
Regarding the age, the participants in this research
were between the ages of 19 and 42. In terms of
gender, the majority of participants were males (30
males and 6 females).
To complement the demographic characterization
of the participants, we also sought to know what
their main areas of knowledge are, in other words,
which areas each person considers to have the most
ability to stand out.
In the form, six options were presented and the per-
son was allowed to choose more than one option,
since it is perfectly normal for a person to stand
out and have knowledge in several areas. The most
chosen areas were programming and game design
(28 and 24, respectively).
Finally, in terms of openness to experience level,
the minimum was 28, the maximum was 48 and the
median was 39.

6.2. Discussion of the results

For our analysis, we decided to use the non-
parametric test called Mann-Whitney U Test, which
is used to compare differences between two indepen-
dent groups when the dependent variable is ordinal
or continuous but without a normal distribution.
Among others, we compared the level of openness
between forms and we concluded there is a signifi-
cant difference in the openness reported by people
in both versions of the form (which may suggest
that the completion of the task may have had an
impact on personality reporting when the partici-
pant completed the IPIP questionnaire at the end
of the experiment, even if didn’t have no significant
impact on the level of satisfaction with the experi-
ence.
In order to validate this, it’s necessary to make more
tests with more people and with a uniform distri-
bution regarding the openness to experience dimen-
sion. In other words, more tests should be carried
out to see if this effect holds or if it was just a coin-
cidence that all the people with more openness have
filled out form B (although this was very unlikely).
We also tested if the satisfaction level varies accord-
ing to the alignment of the participant’s personal-
ity with the type of form he filled. In other words,
people more open filled out the form made for them

(Form B) while people less open filled the form A
and we came to the conclusion that there is no sig-
nificant difference in terms of satisfaction level.
Another test that is relevant to mention is related
to the comparison between the level of openness
and the time to complete the form. We made one
test taking into account only the filling times of the
participants who filled out form A (more traditional
and conventional version) and another taking into
account only those who filled out form B (for more
open people).
Analyzing the obtained results, we verified that
there were significant differences in the distribution
of the answers, which means that people with more
openness have spent more time exploring the cre-
ative form (which was designed and implemented
based on their personality type).
This test reinforces the idea that respect for usabil-
ity rules does not mean that the experience is more
satisfactory for the user since the more open people
have revealed that they do not mind spending more
time filling out the form although it does contain
several techniques in which broke several rules of
usability.

7. Conclusions

This study allowed us to gather enough data to be
able to understand that it is extremely relevant to
explore and investigate the influence of personality
type on the level of user satisfaction with their ex-
perience.
This study also tries to demonstrate the advantages
of using the Big Five model to identify and classify
the several personality traits as well as the possi-
bility to apply the knowledge of that personality
identified to determine the main interests and, con-
sequently, the main preferences of the users.
In order to answer to the problem related to the
need of adapting the contents to keep the users in-
volved and satisfied with their experience, the hy-
pothesis adopted focused on the customization of
the experience. In this case study, a form with two
versions was designed and implemented in order to
make it possible to understand if the fact of adapt-
ing the type of contents and the way they are pre-
sented according to the personality of the user in-
fluences the level of the user satisfaction.
In the development of our form, we have taken into
account in the process of personality classification
only the openness to experience dimension of the
Big Five Model which is associated with the degree
of openness of the individual to new experiences.
In order to explore effectively this dimension, we
included in one version of our prototype (Form B)
techniques to break the usability and the results
suggest that people who are more receptive to new
experiences (openness) do not mind wasting more
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time doing the experiment, but it has to be satis-
factory.
The results also suggest that the task of filling can
influence the reports of the users regarding their
openness to new experiences.

7.1. Future Work
With this results, it was not possible to find any
statistically significant difference between the level
of satisfaction attributed by the participants in the
case where the form is aligned with their openness
dimension and in the case where the form is in op-
position to this same dimension of personality.
This result can be related with the sample size
(only 36 users), so we can realize, as future work,
this same experiment but with a significantly larger
sample.
Regarding the conclusion about the impact of the
task in the users perception of their personality, it
could be relevant to perform a study in which all
users were asked to perform the same task before
completing the questionnaire, so that there would
be a control over the task performed immediately
before filling out the personality questionnaire.
Finally, it could also be interesting, as future work,
to classify the personality taking into account the
five dimensions of the Big Five model, instead of
only taking into account the openness to experience
dimension.
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