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Abstract

Technological advances increasingly enable firms to personalize recommendations by predicting products’
attractiveness based on consumers’ idiosyncratic preferences. While such personalization aims to improve
objective decision quality (i.e., selecting options that better match consumers’ preferences), prior work
suggests that it may undermine their subjective decision quality, as reflected in lower choice satisfaction. We
resolve this paradox by introducing a dual-pathway model that identifies two competing underlying
mechanisms: while a more attractive top option increases satisfaction by enhancing set attractiveness,
encountering options that are highly similar in attractiveness decreases satisfaction by making choices
harder. Five experiments, including incentive-compatible product choice paradigms across diverse domains,
support this framework. Our findings offer insights for designing personalized decision environments that
optimize both objective and subjective decision quality.
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