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Abstract

E-commerce is booming businegarowing globalizatioand upcoming new markets have made
companies aware of the necessity to operate as effectively as possible on the internet in an
international environmentThis raises the question: will arcemmerce website that isuccessfuin

one country, automaticallguarantee success in other countries? Can a website simply be copied and
translated, or do cultural differences between users demand for local adaption of the website?

This study gives insight into this question. Specifically, what has been invesigjatbére is a
difference between consumers from different cultures in their information needs when choosing
products on ecommerce websites.

Subiject to the study were consumers in six different countries and culturelgpa@olombia, France,
Germany,The Netherlands, South Africa and the United Kingdom. In every country, 30 consumers were
asked to make a judgment on a specific hoteMén 2 2 1 A Yy Bebsiefdf Online hotel reservations.
Through eye tracking, the attention they paid to differemds of information (based on the Consumer
Information Processing Model by Liao, Proctor & Salvendy, 2008) was measured. By means of a survey it
was investigated how important they fourttdis information in theijudge making

Results show that there isdifference between consumers from different cultures in their information
needs and that differences exist to a larger extent in the attention that is paid to different kinds of
information than in the importance that is given to different kinds of infatimn. Most strikings South
Africa This countryghows higher information needs for product descriptions, product specifications,
product imayes, price and promotiorend expert information about quality than (some) other
countries.

No clear relationsip was found between the cultural differences in information needs found in this
d0dzRe YR 1 2FaiSRSQa iésonfrdituré claksifidatiohsl HoweGegsults givipt ¢ 0
some indications thatigh-context culturesd | | £ £ Q& Orvay havke mdrdin@ddgiok Rogluct
descriptions and product images than lmentext culturesand thatmasculineD dzf G dzNBa o1 2¥Fa i
classification) mya have more needs of product specifications and expert information about quality than
feminine cultures.

Based on the results, it is recommended to take cultural differences into account when designing e
commerce websites for international audienc@&esigners should keep in mind that sooudtures such
asthe South Africa, have higher information needs inmgeral than othercultures Alsq somecultures
give more value to certain kisef information than othercultures(this report lists all the differences)
E-commerce web designs should reflect these differences by drawing more or less attention to these
kinds of information.
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1. Introduction

AAAAA

E-commerce is booming business. In Europe aloné, by S NB G Af Aa LINRP2SOGSR G2
2011 and the number of Europeans shopping online will reach 174 million in EOdt@gter Research

Inc., 2007, 2008). Growing globalization and upcoming new markets have made companies aware of the
necessity to operate as effectively as possible on the internet in an international environment. This

growing awareness raises the question whether axommerce website that is successful in one

country will automatically guarantee success in another country. In other words, can a website simply

be copied (except for the translation), or do cultural amdgeographical differences between online

consumers require a specific local adaption of the website? From a-tgortcost effective point of

view, it is tempting to just use the same website in various countries. However, if this means that online

seling decreases, this may not be the most suitable strategy.

Extensive research has been done on the influence of cultural differences on (the usmofinerce

websites (see Chapter 2). Various studies illustrate how web designs reflect their cultuigimfiad

GKFG dzaSNB LINBFSNI GKSANI W24y Q yIdA2ylf gSoaridSao t
designers agree on the need for at least a certain degfeglaptation of websites to their specific local

context. However, to which extent websitebould be adapted to local demands amalv this should be

done, is still open to discussion.

This study aims to contribute to filling this gap and concentrates on the investigation of the differences
between consumers from various cultural backgroundéir information needs when choosing

products on ecommerce websites. Participating in the study were consumers in six countries, each with
their own specific cultural characteristics, namely Colombia, France, Germany, The Netherlands, South
Africa and he United Kingdom. From the insight obtained, recommendations are made on-ow e
commerce websites can prepare for and serve consumer needs on an international level and, as a result,
become moresuccessful

This study differs from former research in tways. For a start, this study focuses on the information
needs of users. In most earlier crasdtural website research studies, little attention has been paid to

the informative content of websites; the majority of the studies deal with specific gragsigwl

elements, such as the use of certain colours or icons. Furthermore, the technique of eye tracking has
been used to collect the most important data, whereas other studies mainly consist of content analyses
OARSYGATFEAY I WOdz (odaNivelys (askinyJorpieiirences gkprassed By isiérs)a o
The current research distinguishes itself positively in having measured actual user behaviour.

The study was executed within the International Usability Testing Partnership (IUTP). IUTP is an
international network, established in 2008, in which approximately 70 usability companies and
educational institutions collaborate. They use different methods for user testing, but are all specialized
in eye tracking.

For IUTP members it is important to gaisight in the influence of culture on user behaviour and
preferences on €ommerce websites, either in order to be able to give adequate advice to international
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customers on how to increase their onlinenversion or to use the available knowledge for ediional
and scientific research purposes.

This is the first study done within IUTIE8 experimental character forms the basis for a number of

lessons learned. IUTP plans to do more international eye tracking research in the future and the current
studyhelps in trying to define how this kind of research is best designed and carried out. This means
that, apart from the insight in consumer information needs eooenmerce websitethat this study

provides, an additional aim of the study is to provide reskars with a suitable and effective

framework for future research.

The study was carried out in the period July 2088arch 2010 under the authority of Concept7, a

usability research consultancy and IUTP member based in The Netherlands.

A student of theThe Hague University of Applied Sciences, department of Communication & Multimedia
Design, was commissioned to design and carry out the research. Seven IUTP members participated,
namely Bunnyfoot (United Kingdom), Concept7 (The Netherlands), Miratecitéyr&irvValUse

Consulting GmbH (Germany), Stuttgart Media University (Germany), UNISA School of Computing (South
Africa) and YanHaas S.A. (Colombia).

Report structure outline

In Chapter 2existingtheories on the influence of culture on the design and oke-commerce

websites are being explored. Based on the outcome of this exploration, the central research question
and hypotheses are defined in Chapter 3. Chapter 4 describes the research dwbsihe aethods

used: population and sample, methods of data collection, mgagtnstruments, test scenarsoand
methods of data analysis. Chapter 5 contains the outcome and results. In Chapter 6 conclusions are
drawn and subjected to further discussidased on the conclusions, Chapter 7 presents a nhumber
recommendations on designingg@mmerce websites for an international environment.
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2. Theoretical background

The current study aims to get insight in the influence of culture on (the usedatjrenerce ges. This
goal was the startingoint for a theoretical orientation on literature and former research in this area.
The orientation involvedbroad to narrow- three domains:

1 Culture (8 2.1)
1 Qulture and ecommerce websites (8 2.2)

1 Qiture andinformation content on ecommerce websites (§ 2.3)

Figure 1 shows the theoretical orientation. A lisusgdliterature can be found in appendix 7.

Theoretical orientation

e-commerce websites
information content
on e-commerce websites

Figure 1

culture [

2.1 Culture

Many theories and models have been developed about the concept of culture andatulifferences.
The theories proposed by Hofstede (1991) and, to a lesser extentab§1 8i76) have been particularly
embraced in the field of study of Human Computer Interaction (HCI). Both are discussed here.

| 2Fa0SRSQa Odzf GdzNY £ RAYSyarzya

The workof Hofstede (1991), a Dutch cultural anthropologist, is leading in the area of culture research.

The reason for this is not just because his research is extensive and of high quality, but also and mainly
because he succeeded in operationalising the cofice? ¥ WOdzZt G4 dzNBEQ ' yR G KSNBF2NB
His study provides scores on different cultural dimensions for over 50 countries. This makes his findings

easy to apply in other studies, including HCI studies.

| 2FaGSRS RSTAYSa @rdgrainmungf the nindiai disthguBizes theSreriber® &
2yS IANRdzL) 2NJ OF GS3I2NE 2F LIS2LX S FTNRY Fy20iKSNDo . @
feeling and acting.

According to Hofstede, cultures differ froeach otheron five dimensionsPower Distance,

Individualism, Masculinity, Uncertainty Avoidance and Edagn Orientation. The first four dimensions
are based on the results of a survey study on national culture differences in a multinational company
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(IBM) in 53 countries. The fiftimension was added later, based on the outcome of a survey among
students in 23 countries. Below, every dimension is described in short.

Power Distance

The Power Distance Index (PDI) is the extent to which the less powerful meafileeganizations and

institutions accept and expect that power is distributed unequally. In low power distance countries, as a

child grows up, her relationship with her parents turns into a relationship of equality, as opposed to

remaining a strictly pam-child relationship. At schools, students are encouraged to engage with

teachers. In the workplace, bosses and subordinates feel existentially equal. In high power distance

countries on the contrary, these relationships in faeily, school and workplacare characterized by

inequality. In general, power distance is high in Romance language nations, #sR ! TNA Ol & LGQa 29
the US UK en the other noRomance countries in Europe.

Individualism

Individualism (IDV) on the one side versus its opppsitéectivism, that is the degree to which
individuals are integrated into groups. On the individualist side we find societies in which the ties
between individuals are loose: everyone is expected to look after him/herself and his/her immediate
family. Onthe collectivist side, we find societies in which people from birth onwards are integrated into
strong, cohesive hgroups, often extended families (with uncles, aunts and grandparents) which
continue protecting them in exchange for unquestioning loyalgstern countries are mainly
individualistic, Eastern countries usually collectivistic.

Masculinity

Masculinity (MAS) versus its opposite, femininity, refers to the distribution of social roles between the
genders. In a masculine society these rolescéearly different. Men are expected to be assertive and
competitive and to set a high value on material success; women are expected to be modest and caring
and to attach most value to the quality of life. In a feminine society on the other hand, soctrge

roles overlap. Both men and women have the same modest, caring values. Masculinity is strongly
present in Japan, many Latin American countries and Central European countries (Austria, Italy,
Switzerland and Germany). Scandinavia and The Nethertantthe contrary are very feminine.

Uncertainty Avoidance

Uncertainty Avoidance Index (UAI) deals with a so@dtjerance for uncertainty and ambiguity. It

indicates to what extent a culture programs its members to feel either uncomfortable or comfeiitabl
unstructured situations. Uncertainty avoiding cultures try to minimize the possibility of unknown or
surprising situations by strict laws and rules, safety and security measures, and on the philosophical and
religious level by a belief in absolute #ruUncertainty accepting cultures are more tolerant of opinions
different from what they are used tahey try to have as few rules as possible, and they allow many
philosophical and religious level currents to flow side by side. A high score on tharllb& found in

Latin America, Romance language MeliterraneanEurope, Japan and Korea. A low score can be seen

in Asia (except for Japan and Korea), Africa and in Aaton and Northern Europe.
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LongTerm Orientation

LongTerm Orientation (LTO) fooes on the degree the society embraces ldagn devotion to
traditional, forward thinking values. Values associated with Ebeign Orientation are thrift and
perseverance; values associated with Shietm Orientation are respect for tradition, fulfillisgcial
obligations, and protecting one's ‘fac&speciallfastern Asia is lorigrm orientated, European
countries are more shoiterm orientated.

Hofstede made the concept of culture measurable. Every country has an exact score on the five cultural
dimensions. Scores range from 0 to approximately 100. The higher a score is on PDI, IDV, MAS, UIA and
LTO, the higher the power distance in the culture, the more masculine and individualistic the culture is,
the more the population tends to avoid uncertaiesi and the more they are orientated on the leng

term.

lf K2dAK |1 2FaidSRSQa addzRe 41 a OFNNASR 2dzi 0SGsSSy
2dzi ASOSNIf NBLX AOIGA2ya 2F KAA aGdzZREOKBLEWSHIY I (A :
9dzNR LIS¢ gAGK | aAy3aftS OdNNNByoOes O2yadzYSNE gAff 0S5
There are large differences among the value systems of consumers in different European countries,

value systems that are strongly rooted iistory and appear to be very resistant to ch&§De Mooij &

Hofstede, 2002).

I £fQa OdzA §dzNBE Of  aaAFAOLI GA2Y

Anthropologist Edward T. Hall is best known for his proposed categorisation of cultures-cohtght
and lowcontext cultures (1976).

High-context cultures are relational, collectivist, intuitive, and contemplatiMany aspects of cultural

behaviourt NBy Qi YI RS SELX AOAGEZ 0SSOI deachothe@hadttewdd 2 F (G KS
and how they think. Communication is more impligideoften nonverbal, knowledge is situational, and

there are strongn-groupandout-groupboundaries The bond with traditions and history is strong and

there is little change in time. Higtontext cultures can be found mainly in the East, for example in

Japan, India, China and Turkey.

Low-context cultures are logical, linear, individualistic, and actdented.People from these cultures
value logic, facts, and directne$olving a problem means lining up the facts and evaluating one after
another. Decisions are based on factither than intuition.Discussions end with
actions.Communication tends to be explicétraightforwardand verbal. Kowledge is codified, public,
external and accessible. Cultures in the US, Australia and much of Westere Btedpwcontext.
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2.2 Culture and ecommerce website

GThe tools of the Web can be considered culturally neutral in and of themselves, but the communicators

who wield them are not. Communicatienwvhether it is mass mediated, interpersonal or nonverhal

Nt SLI NI ot S FNRY OdzZ GdzZNBY SIOK akKlFLS&a yR A& &Kl LISR o
their cultural neutrality through the cultur® 2 dzy R W6 K2 QY WK2 ¢ §(ZHageRal, WoKe Q 2F (K
2003).

€
¢
<

It leaves no doubt that there is a relahship between culture and the world wide web. This section
explores what former research has demonstrated about the relation between culture and websites, and
e-commerce sites in particular.

Culture and websites

Culturally specific design elements

Aslong ago as 199@el Galdo and Nielsatiscovered thatolourand screen design directions have
various psychological and social associations in different cultures, and that diverse users have different
concepts of screen usage. Users from Arabic coufoeexample look at the screen from the top right

to the bottom left, corresponding with the direction of the Arabic writing.

IN1998.  NBSNJ YR . I RNB AYUNRRddzOSR GKS O2yOSLIi 2F wWOdz Gd
emphasize the imposance of the relation between culture and design elements on a website. They

analysed a large number of websites and identifiedsb f £ SR WOdzf G dzNF f YI N] SNEAQS G KA
design elements and features that are prevalent, and possibly preferred, withanticularculture.

Examples of cultural markers are the use of certailours fonts and page layout, but also culturally

specific images, icons and metaphors.

| 2F308RSQa Odzf GdzNI f RAYSY&aA2ya YR AYGSNFIFOS RSaAdy

Marcus & Gould (2000) performed a ®matic usability inspection of several hundred websites
2NAIAYFGAY3I Ay RAFFSNBYy(d O2dzy i NI SapointddriegtE | 2 Fa i SRSQa
dimension they point out how that dimension influences the interface design. For example, egaibsit

high power distance cultures are characterized by more images of leaders and national symbols, formal

language and official music. These sites have clear structures and often restrictions or barriers to access.

Website in low power distance cultures the other hand tend to have a loose structure, use informal

language and images of ordinary people and daily activities, and are accessible to everyone.

{AyOS al NOdza g D2dZ RQa NBaSINOK> |1 2Fa0SRSQa (GKS2NE KI
cultural differences on websites. Singh & Baack (2004) compared North American and Mexican websites

by means of a content analysis and came to the conclusion that Mexican websites are more collectivistic

and masculine, and show a low power distance. Cyre&orSmith (2004) examined the use of symbols

and graphicscolour preferences, site features (links, maps, search functions, page layout), language and

content on German, Japanese and North American websites. Significant differences were found in all

design categories. Singh, Zh&d dz 6 Hnnp0 RSY2yadN} GSR | NBTFTtEtSOlA2y 27
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LYRAFYS / KAYySaSz WFHLIyYySaS YR b2NIK ! YSNAOLY 6S0aj
differences between websites of German and North American eraisres that can be explained by

i oA M oA

| 2FA0SRSQa (KS2NE O

VohringerKuhnt (2002) focused on the relationship between culture and overall perceived usability. By

means of a survey he investigated to what extent users from different cultures, as defined byddpfst

differ in their attitudes towards the effecténess efficiency and satisfaction of the website from IBM. A

correlation was found between the dimension Individualism and perceived usability. However, the
LISNOSAGSR dzal 0Af AGE yRARYIEEB NI RBS H MITED SRBQIAG RAXVBSy & A

I FftQ8 Odzf GdzNB Of  A8AFAOIGA2Y yR AYGSNFIOS RS&AT,

2 NNIT Q addzRé o0Hnnp0d RAFFSNBE FNRY (GKS LINBGA2dzaf e Y
crosscultural, visual web design with Hall's theoretifraimework, rather than Hofstede's, as its point of

departure. Her analysis demonstrates among others that websites fromdagtext cultures contain

more images and less text than those from foantext cultures.

Culture and ecommerce websites

Already inthe year 2000 business magazine Forbes noteddhai R2 Say Qd YIF G GSNJ GKI G &
diapers or offers tips on American quilting patteindisregard cultural differences and your site will be
doomect.

Ly GKS 2LISNI GA2YyI f Aians askieglopet and appliediby, SrroBgSt dtheRsA Y Sy &
Marcus & Gould (2000), Singh & Baack (2004), Singh et al. (2005) en Cyr &mihd@2004), also

culturally specific design elements focemmerce websites are revealed. For instance, these studies
showthat e-commerce sites in masculine cultures are marked by the use of superlatives, explicit
comparisons with other products, factual product information and many promotions.-Cmenerce

sites in cultures where uncertainty avoidance is high, tediousoonst reviews are salient. It also

becomes clear that culture reflection on websites is stronger in the case of busiresasumer e

commerce site than in businest-businesgHermeking, 2005).

Influence of culture on perceived quality, trust and $adion

As we just saw,-eommerce sites can be different from one culture to another. However, from a
commercial point of view, this is not the key question. That is of course: what makes a visitor buy on an
e-commerce site? And, in this regard, is thardifference between consumers from different cultures?
Research on Internet shoppers from 12 countries in North America, Latin America, and Western Europe
by Lynch, Kent, & Srinivasan (2001) reveals that in all countries, there are three factors ¢éirogor

for internet purchase and website loyalty: 1) site quality 2) establishment of trust, and (3) satisfaction
during website use. However, the extent of their impact varies significantly across cultures.

The consequent question is: how to design a vitehsf good perceived quality, that establishes trust
and that creates a positive affect when being used? Cyr et al. (2005) demonstrated that this is culturally

17



dependent. They asked consumers from Canada, US, Germany and Japan to express their pfeference

design elements on an@mmerce site from their own country and on a site from a foreign country,

and asked them subsequently for their opinion on site quality, trust and satisfaction. Respondents from

Western countries valued other design elementaritthe Japanese respondents. Some years later (Cyr

et al., 2008), similar findings showed that Indian consumers choasenenerce sites designed for their

own culture (with culturally specific Indian design elements) over foreigonemerce sites, and that

GKSe NI UGS GKSANI W26y Q aAiSa KAIKSNI 2y ljdz-t AGes GNYzad
notable diffelences between users from the @8d Finland in how trustworthy a website is considered

to be.

Culturally specific design elements éecommerce sites

It may be obvious thatforan®2 YYSNXOS aA S G2 06S adz00SaatdzZ = (GKS dza SN
account in the interface design. To which design elements should be paid extra attevttiain,
elements are culturally dependent?

Blake & Neuendorf (2004) suggested a framework for the examination of national differences in appeal

to 20 ecommerce site featuressuch as selection and variety of products, price incentives, customer

feedback, easy to use order process, credit card 8afet Y R LINB RdzOG Ay F2awWl GA2y AyOf d
applied the framework to data collected in five nations. Cultural differences appeared to exist in how

important consumers find each feature. According to Hermeking (2005), content appeal, content

structure, layout, length of pages, multimedia presentation, interactivity, total volume of website and

the degree of navigation support have been proven to be culturally relevant criteria. Hwahd2006)

found significant crosmational differences in online spping preferences, especially in information

accuracy, security and produptice comparison

User research by Winn & Kati (2002) reveals a number of most valued featuresoomazce sites,

such as price presentation, variety of goods, product infofmaty > S| ae& y I @A3IF A2y T K2g W
products are made by use of images and sound, en personalized features. Whether this is influenced by

GKS dzaSNDa OdzA GdzNB 61 ay Qi SEFYAYSRo z+-8ufitel 6SaK g | I NJ
study, fiveusabil@ | ALISOGa GKI G | F bhdviduroifey/ riamely Sk easddaND K | & S

use, promotion, emotion and extent to which communication suits the medium (e.g. by personalisation

or communities).

Liao, Proctor & Salvendy (2008) observe thataommerce, the emphasis has been on how to make
websites visually attractive and enjoyable, and the information content of sites has been mostly
neglected. The same holds for craggtural web research, which is focused on information displays,
such as formatscolour, icons, symbols and images. Systematic research of cultural effects on
information needs is rare, although information quality eé@mmerce sites is of extreme importance to
e-commerce success (Liao et al., 2008).

Importance of culturally speaifdesign
In view of the insights given by the studies mentioned, it is not surprising that the authors are

dzy F YAY2dza Ay GKSANI I ROAEAS (G2 o0SHNI Ay -dohyidee i KS dzia SNAQ
websites. Cook & Fiayson (2005) recommends tfha déplting sites to the multiplicity of cultural biases
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requires time and dedicated resources, but the potential benefits of increased web usage, market
expansion, and customer satisfaction more than justifies this investméwlapting sites is not simgpl
according to Nielsen (2005), but he underlines the imboyt O S  I8t@natioriaMisability is not small
potatoes; it has a major impact on yosuccess. Marcus (2005) argues that taking culture into account
should be an automatism for web designdtg even pictures a future scenario where professionals
design a useinterfacefor a specific culture, and then ask the computer to adjust the design for culture
X G2 Y18 TS v OdA G dzNB

At the same time, most authors note that many current international websites are not or poorly
adapted to different cultures. According to Hermeking (2005), macgremerce sites tend to use a
low-context communication style, as they are both standardiaed dominated by rational content
appeals, texheavy layout presenting small pictures only, low multimedia presentation, high
interactivity, large website volume, and by deeply structured content accompanied by intensive
navigation support. This, for exanie, is shown on the website Amazon.conflow-context) Germany
(www.amazon.degs well as in (highezontext) Francevgww.amazon.fr)

2.3 Culture and information content on €@ommerce websites

l'a RSAONAOSR Ay (KS LINBEJA 2-dainmdrde itks Thhitihdslkarely bekrS NS Qa 2
d0dzRASRZ 6KAE S Al cammBrEelsdeBeysSThat iY thazinfimatjon corfedtNa tis
paragraph, this aspect is further explored.

Importance of information content on e&éeommerce websites

Liaoetal. (2008 O2y A&A RSNBR WA Y T2 NY) I-édohrBeyce Dergssi dBg/aie@madng | S& Tl
the first to put this aspect central. Through a study of literature, they developed the Consumer

Information Processing Model (see below). Based on this model, they ptiedidtVestern consumers

pay much attention to product information on@mmerce sites, whereas ttadtention of East Asians is

drawn to prices, performance, quality, guarantees, security, privacy policy and return policy. In 2009

some of these predictionsere confirmed. A survey among North Americans and Chinese consumers

revealed a difference in preference on 13 of 25 studied items.

Other authors agree on the importance of information content. Raatfzen & Ganapathy (2002ind

¢the information qualityof eecommerce websites of extreme importance, because it can significantly
AYyTtdzSyO0S 2yt AyS 02y adaBINE W3 Limdidaton dhidily had seehi | v R
identified as an evaluation criterion and dimension of overall quality andilityadf e.commerce

websites (Katerattanakul & Siau, 1999; Liu & Arnett, 2000; Loiacono, 2000; McKinney et al. 2002,
Ranganathan & Ganapathy, 2002; Van Duyne et al. 2088pd information quality can even reduce

the number of returned products (Lazar &8s, 2006)

% n Liao et al. (2008)
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Consumer Information Processing Model

The Consumer Information Processing Model by Liao, Proctor & Salvendy (2008) revolves around
information content on ecommerce sites. Point of departure is that ac@nmerce site should serve as

a decisbn-support system by providing product information and transaction support. To maximize

02y &adzySNBQ YSyidlt SELSNASYOSs Al A& AYLRNIIy
information compatible with their mental models of products and busirtesssactions. Consumers

with different cultural backgrounds may have different mental models for the same product, employ
different product evaluation criteria, and associate a product attribute with different importance
weightings.

Consumer Information Processing Model (Liao, Proctor & Salvendy, 2008)

Information content

- product-related
- retailer-related

' Information perception
Antecedents to
information search exposure B o
- cognitive abilities

I . I

- |nYoIvement L Y . l« - - - - cognitive styles

! - prior consumer : attention - cultural patterns
' knowledge { % - infrastructural &

““““““““““““ i economic development
comprehension

Attitudes & satisfaction

——» Represents direction of information flow

- ---» Represents a factor affects another factor

Figure 2

The Consumer Information Processing Model (figure 2) explains how a consumer processes the
information on an ecommerce site. The rectangle @iformation conten NI LINB Kinfisofi a G ¢ 2
information on ecommerce sites: produeklated and retailerrelated information. The rectangle of
Yhformation perceptiodin the middle represents the three stages of information perception: 1)

exposure, 2) attention and 3) comprehension. Attaving processed the information, consumers make

a decision to purchase a product or not, and they form an attitude towards and satisfaction with the
website.

The perception of information is on the one side affected by antecedents to information search

(rectangle left). Tesek NB G KS O2yadzySNRa Ay@2ft oSYSy i Ay GKS
experience with similar products. This again is influenced by his cultural background.

20

LINE R dz



On the other side, the perception of information is affected bitural differences (rectangle right).

These include culturally determined cognitive abilities (e.g. Chinese children appear to be less verbally

fluent than British children), cognitive styles (e.g. North Americans simalyticattentional patterns

and lock at an object and it characteristics in isolation, whereas East Asians perceive their environment

K2f AadAOLffte yR t221 G ty 202800 Ay AG&a O2yGSEGI
I ffQa OdzA GdzNI £ Of I &ndkdbrodit develdphént (e.gf $peell of ftlicheft (i NHzO (i dzNJ
connection and availability of a credit card system).

2.4 Summary of theory

Abundant research has demonstrated a relationship between national cultures aru(merce)
websites. Not only do web designs ofteflect to some extent the cultures of their countries of origin,
0dzi dzaSNB FNBY RAFFSNByG O2dzyiNASa |faz2 asSSy G2 LI

CKSNBEF2NBX AdQa y20 adaNIINAaAY3I GKFG NBaASFNOKSNABRZI )
least some adaptation of websites to the local context. Adapting websites requires time and resources,

but at least when it comes to-eommerce sites, the potential benefits of increased sales and website

loyalty seem to justify this investment. Howevar practice, cultural differences between users are not

always taken into account when designing@mmerce websiteslthough this is more common in
businesgo-consumerthan in busines$o-business eommerce

There may be agreement on the fact that@mmerce sites should be adapted to cultural differences,

but how this best can be done largely remains a question. Based on research, various culturally specific
RSaA3Iy StSYSyila KI@BS 0SSy ARSYGAFTASRI MdiwhaAy I TFNERB)
to very specifically the use of certainloursand imagesHowevergconcrete, unmistakable guidelines

on how to design for different cultures are not yet available.

One aspect that has mostly been neglected in this so far, is the informatigartmn ecommerce
websites, although information quality is proven to be of extreme importancedoreamercesuccess
Liao, Proctor & Salvendy (2008) contributed to filling this gap with their Consumer Information
Processing Model. They found some difieces in information needs between US and Chinese
students.

Looking at the methods of data collection used in research on the relation between culture and e

commerce websites, it is striking that in hardly any studies actualhetemviouron websites habeen
20aSNISR® az2ail dzaSR YSGK2R&a INB O2ydGSyd Fylteara
adzNIBSea oYSIEadaNRAYy3I dzaSNEQ LINBFSNByOSa F2NJ OSNIFAyY
methods provide valuable information, the questisnto what extent the results can be used to predict

actual purchaséehaviourof online consumers. The surplus value of the current study is that this study

does observe usdyehaviour with eye tracking.
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3. Central research question

In hapter 2, theory a the influence of culture on (the use ofcemmerce websites was explored. This
orientationwas usedo delimit the current study and formulate the central research question. This
chapter discusses the central research question (8 3.1), the explandtcamoepts used (8 3.2), the use
of the Consumer Information Processing Model as the underlying theoretical model (§ 3.3) and the
expectedresults or hypotheses (§ 3.4).

3.1 Central research question and stduestions

Central question

From the theoretical orientation it became clear that the relation between culture andremerce
websites is still a broad field of study with different approaches. One aspect that has hardly been
studied however, is the information content orcemmercesites and especially the information needs
of consumers, whereathis aspecis critical for ecommerce success.

For this reason, the current study focussed on the information content-conemerce sites and, more
specifically, on the produgatlated infamation content.

The central questioaddressedn the study was the following:

Central research question

To what extent is there a difference between consumers from different cultures
in their information needs when choosing products on e-commerce websites?

Subquestions

Since this study was carried out within IUTP, a network of eye tracking specialists, it was established
right from the start that the data would be collectéy the eye tracking methodology. Therefore, a
condition for the central question was, that it could be answered by using eye tracking.

The central question above can only be partially answered by eye tracking. Eye tracking measures the
information that auser looks at on the website and, out of that, the attention paid to different kinds of
AYTF2NXYEOGA2Y® ¢KIFIG R2SayQid ySOSaalNRte YSIy GKFG GF
this information important when choosing products. For examplben a user stares at a picture for a

long time, it can just as well be that he just really likes (or dislikes) the picture, or when it comes to

product specifications, it can be that he has trouble understanding them.

Naturally, we were not just intessted in what information gains most attention, but we also wanted to
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know if that means that this information is also considered most important. That led to the following
two sub-questions:

I Is there a difference between consumers from different cultures
in the attention that they pay to different kinds of information
when choosing products on e-commerce websites?

2. Is there a difference between consumers from different cultures
in how important they find different kinds of information
when choosing products on e-commerce websites?

The first question was answered by means of eye trackingselend through a survegee Chapter 4)

3.2 Definition of concepts

The concepts used in the central research question have been defined as follows:

Culture
C2NJ 6KS O2yOSLIi 2F wWOdzZ GdzNBQ> 1 2FaA0SRSQa omppmo
Culture is the collective progranmg of the mindhat distinguishes the members of one group or

category of people from another.

This study concerns national cultures.

E-commerce websites
Wikipedid describes electronic commerce-¢emmerce) asthe general collective term of athanners
used to carry on trade through computer networks (for example the internet or an extranet), and the

name of the respecting field of stuély

The current study is limited to internet sites. The following derived definition is used:
An ecommerce webite is a website meant to carry on trade in products and services.

Information needs

Liaoetal. (2008 STA Y S Ay F 2 NIrthelinfomdtiorOtiayisinSeddd tolmake & rational

RSTA

LIZNDKEF 38 RSOAAAZ2Y | YR & dzLILJ2 Nlinfoimgtiorgiyprobluge®lateiNd y &+ OG A 2 y Q

3 http://nl.wikipedia.org/wiki/Electronic_commerce, consulted on 26th July 2009 (in Dutch).
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and retailerrelated information (e.g. information about delivery and security). In the current study, a
more narrow definitionwasused, because only produotlated informationwasexamined:

Information needs are the neetty productrelated information that is needed to make a rational
purchase decision on@mmerce websites.

3.3 Use of theoretical model

This study investigated whether there is a difference between consumers from different cultures in their
information needswhen choosing products on@mmerce websites. To determine the culture of

O2dzy iNASaz | 2FaGSRSQa Odzt GdzNI £ RAYSyaiAzya omppmo |
(see § 3.4). To measure the information needs aroemerce sites, the Ceamer Information

Processing Model by Liao et al. (2008) was chosen as a theoretical point of departure.

The Consumer Information Processing Model has been simplified on behalf of this study, because this is
sufficient to answer the central research quiest

T WSIIFINRAYI WAYTF2NXIGA2Yy 02y (S y-eliEd infokfatiod, &2 LIS KI & 6
retailer-related information was left out of the model.

1 / 2y OSNYyAOMA (WONNPEE ERAFFSNBY O0SaQsxr 2yte OdzZ GdzNI £ LI G
theories), not cognitive abilities, cognitive styles and infrastructural and economic development.

f Y yiSOSRSyGa (2 AYyTF2NXYIGAZ2Y aSIFENOKQ KIFa 0SSy 2YA
part of this study.

Figure 3 shows the Consumer Information Processing Model as applied in the current study.

Consumer Information Processing Model as applied in current study

Product-related
information content

Information perception

exposure
v - ST Cross-cultural differences
attention
comprehension

Attitudes & satisfaction

——> Represents direction of information flow

----> Represents a factor affects another factor

Figure 3
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Based on studies by van Resnik & Stern (£f9Taylor et al(1997f and Deltor et al. (2003)Liao et al.
(2008) complemered their model by proposing a classification of information content. They distinguish
17 productrelated information categories.

Only 6 of those were investigated in this study. The reason for this is the that not all categories exist on
the website that wa used in the study (Booking.com, see § 4.2.2); this holds for almostathmerce
websites. Apart from that, the investigation of 17 information categories would have made this study
too wide-ranging

Table 1 contains the information content classifica according to Liao et al. (left column) and the
corresponding information categories that were part of this research (right column). Customer reviews
FNB y20 YSydArAz2ySR o6& [AlF2 Si Itftod bSOPSNIKSAySaax
present on Booking.com and the importance has been demonstrated in other studies (Senec#élk Na
2004; Huang & Chen, 2006)

Information categories Information categories
according to Liao et al. (2008) in the current study
Performance |. Product description
Components or contents 2. Product specifications
Appearance 3. Product images

Price-value 4. Price and promotions

Quality 5. Expert information about quality

6. Customer reviews
Special offers

Availability

Name

Manufacturer

Guarantees or warrantees
Safety

New ideas

Sensory information

Nutrition

Material convenience

Tablel

3.4 Hypotheses

In the Consumer Information Processing Model, the cultural background of consumers affects ow the
perceive the information content onreommerce sites. This theory was partially supported by a survey

* In Liao et al. (2008)
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study by Liao et al. (2009), that proved students from the US to have some different information needs
than their Mexican counterparts.

Consequently i this study it was expected that differences would be found between consumers from
different cultures in their information needs ore@mmerce sites.

That led to the following two hypotheses:

Hypotheses

Hypothese |. There is a difference between consumers from different cultures
in the attention that they pay to different kinds of information
when choosing products on e-commerce websites.

Hypothese 2. There is a difference between consumers from different cultures
in how important they find different kinds of information
when choosing products on e-commerce websites.

Also about the nature of the expected differences betwé€eg y 4 dzZY SNBE Q AYF2NX I GA2Yy Yy S
research gives some indications. Below, it is described what influence of culture, as defined by Hofstede
and Hall, could be expected.

I 2 F &0 SRS Aimensibdsand dxpektéd information needs

Marcus & Gould (20Q@iscovered that websites in a higbwer distanceare characterized by a focus

on expertise, authority, certificates and official stamps and logos. Singh & Baack (2004) add to this list:
information about quality and won prizes. In the current reseatthk tould mean more attention to

expert information about quality.

According to Singh & Baack (2004), espemerce sites imasculineO dzf  dzZNBa GKS WKI NR as$s
used: discounts, promotions, coupons, product advantages, etc. Also, on thedasited information

is given, mostly about product properties, and information about the quality and sustainability of

products. The few images and animations on these sites are purely functional. In the current research,

one could expect that product spiications, price and promotions and expert information about

quality would gain more attention in the masculine culturékis is not necessarily the case vittle

product description because this item is morerrative than factual.

Customer reviews;ustomer stories and comments are frequent en@mmerce sites in a culture
where theuncertainty avoidances high (Singh & Baack, 2004).

Information on ecommerce sites in cultures that aleng-term orientated puts more emphasis on
practical values ahconcrete, functional product benefits (Marcus & Gould,2Q0ao et al., 2008). In
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this study, that could mean more attention for product specifications and product descriptions that
highlight product benefits.

About the relation between individualisand information needs no clues were found.

AAAAA

I £t Qa OdzZ G§dzNB Ot aaAFTAOFGA2Yy | yR SELISOGSR Ay F2NNI GA:

De Mooij (2004) argues that consumers in {ontext cultures attach importance to rational product
information. They are receptive to direct, factuahalytical arguments in marketing. Hermeking (2005)
too concluded that websites in loaontext cultures are factual and contain a lot of text and deep
structured content, whereas information content on websites in khigintext cultures is
transformationa) visual and less structured.

In this research it could be predicted that consumers from-tmmtext cultures set more value on

productspecifications, price and promotions. Product images (visaal$)roduct description
(narrative, not too factualinay be valued more by consumers from hggintext cultures.

Summary

Findings as described above are summarized in table 2.

Information category Culture that, as expected, sets more value to this

information category

Hofstede’s cultural dimensions Hall’s cultural classification
|. Product description * high uncertainty avoidance high-context
2. Product specifications * masculine low-context
* long-term orientated
3. Product images - low-context / high-context*
4. Price and promotions * high power distance low-context
* masculine
5. Expert information about * masculine -
quality * masculine
6. Customer reviews * high uncertainty avoidance -

*  Consumers in high-context cultures are more visually orientated, but the images on the website in this study
(Booking.com) are purely functional by nature, so these images in particular were expected to appeal more to
low-context cultures. Table 2
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4.Research design and methods

This chapter discusses the research design: the population and sé@nple), the research methods (8
NOHOY GKS 2LISNI GAz2ylFfAaliGAzy 2F O2yOSLIia FyR
4.3), the test scenario and execution (8§ 4.4) and finally, the methods of data analysis (8 4.5).

4.1 Population and sample

Daa for this study were collected in Colombia, France, Germany, The Netherlands, South Africa and the

United Kingdom. The populations of these countries form the research population.
The choice of countries was made in two steps:

9 First selection: in theauntry had to be present an IUTP member, that was willing to participate and
collect data in its own country.

1 Second selection: out of the countries willing to participate, six countriesmitt divergent
cultures were selected.

The criteriaforthes&y R a4 Sf SOUGA2Yy 6SNB GKS ao02NBa 2F (KS
dimensions (see figure 4) and secondly, their classificationfugtext or lowcontext culture)
according to Hall (see table 3).

Country Hall’s culture classification

Colombia, South Africa high-context
United Kingdom
France
Germany

The Netherlands low-context

Source: Hall and Hall (1990) and Usunier (1991), in:Wiirtz (2005) Table 3
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In each of the six countries a sample of 30 persons was taken, 180 persons all together

Research sample

180 test participants:

e

8

30 from Colombia

30 from France

30 from Germany

30 from The Netherlands

30 from South Africa

30 from from the United Kingdom

3

%

7
0.0

3

o

53

*

e

8

All persons in the sample, the 180 test participants, met the following requirements:

born in the respecting country, just as both of his/her parents

in the age oR0- 31: the average age wa$,1

highly educated (university or similar) or studying in high education at the moment

some experience with online shopping (purchased online at least once)

participants in each country were more of less equally divided betwaen and womeis5% men
and45% women for the total sample)

= =4 =4 -4 =

wSIljdZANBYSyiGa ¢SNBE aGNAROGZ 06SOldzasS GKS 321t gl a G2
apartfrom this factor, the sample had to be as homogeneous as possible to excluderdthences.

With due observance of the requirements, test participants were recruited by the participating IUTP

members in their own countries, in the way they are used to. They selected the test participants at

random from their own database of tepersonsthrough recruiting agenciesr through other method
6F2NJ SEFYLX S GKNRAAK | Oljdzt AyidlyOSa 2N NBONXzA GYSy i

4.2 Methods

The study was quantitative. The object of study was the e

Data gathering methods

commerce website Booking.com. The 120 test participants
completed a task on the website: they watched the

K/

¢ eye tracking

K

% survey

information abouta certain hotel and indicated how
attractive they found this hotel to book for their holiday sta

Meanwhile, the attention they paid to different kinds of
productrelated information was masured by eye tracking.
After that, they filled out a survey, in which they indicated Research object
how important these kinds of information had been to form
their opinion about the hotel.

s website Booking.com
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The methods of data collection and the object of study will be discussed inaetaé inrespectively §
4.2.1 andg4.2.2.

4.2.1 Methods of data collection

Data were gathered in two ways: by eye tracking and a survey. Eye tracking was used to answer the first
research sulguestion, a survey was held to answer the secdrite subquestiors and methods of data
collection fit in the Consumer Information Processing Model (figure 5):

Consumer Information Processing Model

related to research questions and data gathering methods

Product-related
information content

Information perception

exposure
* ” € - - - Cross-cultural differences
attention
comprehension

Attitudes & satisfaction

- identified by desk research
:I measured through eye tracking

I:I measured through survey

Figure5

By eye trackinghe exposure, attention and comprehension for the information was measured.

W/ 2YLINBKSYaAz2yQ YStya GKIFIG GKS AYyF2NNIGA2Y 1 a LINRBOS:
assumed that when usetsok atan item on a websitehey actually payttention to that item, in a

sense that the stimuli are processed by the brain.

A survey was held to measure the attitude towards the different kinds of information. The aim was to
find out how important the information was found to form an opinion about thiequct and make a
product choice, not to find out how the quality of this particular information itself on this website was

judged.

Finally, the crossultural differences were previously determined by desk research (see § 4.1).
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4.2.2 Research object:-eommerce website and task description

Ecommerce website Booking.com

The object of studywasthe e.commerce website Booking.com (www.booking.com). Booking.com (see
AYF3IS MO A& 9dzNRLISQa fSIFRAY3A 2yt AyS K2 BiforsNBEaSNDI
each month from both leisure and business markets worldwide.

This website was chosen for multiple reasons:

1 The website is available with the exact same interface design in the languages of the participating
countries (Dutch, English French, Gemaad Spanish). Therefore, test participants could use the
website in theimother tongue to avoid that language problems would affect the outcome.

T 9SNB2yS Ad FILYAEAIFIN gA0GK (GKS WLINRPRdzOG&AQ 2y GKAA
expresshisopinion on a certain hotel. No special knowledge or expertise is needed.

1 The website has a clear structure, information categories could be édssiltified and only one
kind of product is offered. This simplicity made it easier to design the tesinaegbiet the results.

Test participants were shown only a part of the website, that is the pages about one specific hotel in
their native language. Instead of the real website, image maps (clickable screenshots) in different
languages were used in the te3his way, the risk of Booking.com being changed during the research
period of time was avoided.

Website Booking.com

‘onling hotel reservations

BOOKING No booking fees

" home
P

Search Hotels Last viewed hotels

Destination 4 Hotel In 9l Paris

& * 6 Rue Auguste Barbier, 11. Bastille - République, Paris
Amstordam Marriott Hotol

Chesiiin dats L Clckeot dalo FU& Stadhoudorskade 12, Amsterdam-Contrum, Amsterdam

[ day & |{ month B {day & [ Month 0= SR i

S e =3 Aljubarrota Gusst House

11 dont have specific dates yet Rua Da Asstncao N 53 4Th Floor, Baixa / Chiado, Liaboa (Lisbos)

o Best Price Guaraned. (EIZLITD Golden Tullp Amsterdam Centre

Nieuwezijdskolk 19, Amsterdam-Centrum, Amsterdam

Top Destinations inte Reis N° 67, Lisboa (Lisboa)

B i 627 Hols B T vees Destinations

Barcelona Cologne Dissseldorf A1 885 hotels in London »
B 22 Howis B% Zosties M e London = e
The Montcaim From £155.25
New York Antwerp Madrid gton Hotel From £ 50.15
B % hoes B e B S o From € 148.50
ington

From £ 113.85

» More destinations From £79.35

AL 961 hotals in Paris »
From €132

73000+ hotels in 71 countries worldwide
From € 239
From € 207
From € 180
Brighton From €174

Europe
Top Destinations
Germany, ltaly, France, United
ngdom, Spain. Groace, Austria.
s, Portugal, Switzerland,

Amsterdam All 288 hotsls in Amsterdam »
Gold entre From €90.25

Imagel
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Task for test participants

The 120 test participants completed a task on Booking.com. The instruction was the following:

You are planning trip to Paris. On the website Booking.com )
. . . . Task on website
you are about to see information about a hotel in Paris. Have
look at the information and after that, answer the question

. ) . _ % Test participants view the
how attractive you find this hotel to book for your trip.

information about a certain hotel
and indicate how attractive they

Although the central researauestion is about the find the hotel for a holiday stay.
information needs when choosing products og@mmerce
gSoarisSaszr GKS (¢Sasmadbingd fo@Whiingtsi 4 Q G &1
The reasons for this are practical:

1 The task had to be possible to complete within 5 minutes, for praktand financial reasons
(running 120 tests is timeonsuming and expensive). Asking test participants to choose a hotel out
of the 968 hotels in Paris would not have been in accordance with reality, because in reality this
would probably take longer (ew if we reduced the number of hotels to, for example, 10). Judging
1 hotel, on the other hand, is easy to do in 5 minutes.

1 Of all pages that test participants could view, image maps had to be made and areas of interest had
to be defined in the eye traakg software (see § 4.3.2). To do this for a large amount of web pages
in all languages was impossible within the period of time set.

However, also without letting test participants actually pick a hotel, the information needs when picking
a hotel could benvestigated. A choice for a certain product or service (hotel) results from a judgement
of that product: the more this product appeals to the visitor, the more probably heopiiffor this

product. So the question is, what information is needed to makedgement.

If test participants were to pick a hotel, they would view and judge the information of several hotels. In
the current task, they did this for only one hotel. However, thihaviouris not different: they looked

at different kinds of infamation and formed their opinion about the hotel (how attractive they found

the hotel to book).

4.3 Operationalisation and measuring instruments

This paragraph explains how the concepts in the-gubstions have been operationalised and
measured (8§ 4.3.1) andedcribes the measuring instruments: the eye tracking and the questionnaire (8§
4.3.2 and § 4.3.3).
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4.3.1 Operationalisation of concepts

In § 3.3 (use of theoretical model) the concept of content information was explained to consist of 6
information categories. Tde 4 shows how the attention for and importance attached to these
categories of information have been operationalised and measured.

Sub-question |:
Is there a difference between consumers from different cultures in the attention that they pay
to different kinds of information when choosing products on e-commerce websites?

Attention for product description gaze duration in 0 - 300%* eye tracking
seconds and
milliseconds (ratio)
Attention for product specifications | idem idem idem
Attention for product images idem idem idem
Attention for price and promotions | idem idem idem
Attention for expert information idem idem idem
about quality
Attention for customer reviews idem idem idem

Sub-question 2:
Is there a difference between consumers from different cultures in how important they find
different kinds of information when choosing products on e-commerce websites?

Importance attributed to product attitude towards very unimportant, survey
description importance (ordinal) unimportant, neither
unimportant nor
important, important,
very important

Importance attributed to product idem idem idem
specifications

Importance attributed to product idem idem idem
images

Importance attributed to price and idem idem idem
promotions

Importance attributed to expert idem idem idem

information about quality

Importance attributed to customer | idem idem idem
reviews

*Test participants got max. 5 minutes (300 seconds) to complete the task. Table 4
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4.3.2 Eye tracking

What is eye tracking?

Eye tracking is a technique used to determine where a person is looking on a website. Eye tracking
works by reflecting invisible infrared light onto an eye, recording the reflection pattern with a sensor
system, and then calculating the exact point of gazieg a geometrical model. The registration of eye
movements is done by agye tracker, a special monitoFhe user sits in front of an eye tracker in a
usability lab. The user can freely move his head and can use the keyboard and mouse as he is used to.

Hardware and software

Sftware and hardware of the Tobii Technology, global market leadeyeértracking and eye control,

was used in all countries. With respect to the hardware (eye tracker), Tobii 1750, T60, T120, X120 and XL
Eye Tracker were used. Theftware was Tobii Studio 2.x (only in France version 1.5.12 was used).

During all tests the screen resolution was set on 1280 x 1024 px, which is the native screen resolution of
the eye trackers. The use of different eye trackers was for the sake dafttitigthoroughlytested by

Tobii Technology and it was assured that this would not cause any problems in data analysis.

Eye tracking measurement

By means of eye trackipthe gaze duration was measured, which means the amount of seconds and
milliseconds that test participants stare at each of the six information categories. The location of the
different kinds of information on the website Booking.com was defined byadied Areas of Interest

(AOI). These AOI were marked on the image maps in the Tobii Studio software 2lshages an

example of one image map and its AOI. All image maps with AOI can be found in appendix 1. When a
G6Sad LI NIAOALI Yyl ankidahirégstergdyas d fiyatioh. When a patti€dant stades

at the same AOI several times, the time of each fixation is added. The result is the accumulated gaze
duration per AOI (in Tobii Studilbe gaze duratiornis called: length of fixation).

Next2 GKS | OOdzydzA F SR 3I+T S RdzN}GA2yT | @ARS2 2F (KS
integratedin the eye tracker.
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