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Abstract - This paper presents an investigation of innovative
communication through examining design characteristics in
global e-commerce sites. This investigation is nesasy to

establish an understanding of the barriers in commaicating

and implementing of e-commerce on a global level. Ehpaper

begins with an overview of current business-to-cusmer (B2C)

e-commerce implementation on the web, and then degmes

cultural issues in the global e-business. Also ttgaper discusses
innovative design features are currently being useéxtensively
to attract customers and increase e-businessrganization’s

presence in the international market.
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I.  INTRODUCTION

Communication between computer and people is
important issue in e-commerce. Particularly, indional
tourism industry is at its pinnacle. Being a cldtsensitive
industry it was found to be apt for investigatinget
correlation between culture impact and tourism ext@rce.
Global tourism activity has made it a fast growindustry

and plays a vital role in many countries’ econom

According to Tourism Highlights’ report [17], therare
substantially large amount of inflow of money intbe
economy and as such is one of the biggest motiatfor

tourism to be encouraged to grow at a rapid ratm. =)

example in Australia, tourism contributes to arod@% of
Australia’s Gross Domestic Product (GDP) and arot686
of employment, and international travellers arentyafrom

Japan, Western Europe and the US. China is showain

strong growth in number of visitors coming to Aadix tool
[17]. In China, e-commerce development, especialyhe
tourism industry is still at very early stages efvdlopment,
and only 2 percent of the total e-tickets issuedewmoked
online [13].

International customers look for travel all aroutie
world. In this case, culture oriented strategy ssemtial for

increasing the numbers of international customemnfa

particular part of the world. However the tourismsimess also
needs to deal with the trust issue in e-commereeldpment,
because of various types of customers originatingmf
different countries perceiving information in difat contexts.
According to Hofstede's [7] cultural dimensionsetth are
individualist and collectivist countries. Potent@istomers in
different countries will have different preferencéshey are
from individualist cultures or collectivist cultig¢l1]. China is
categorised as a collectivist country and scoregh hin

uncertainty avoidance according to Hofstede’s s{udiy?eople
in collectivist countries prefer to have regulaipmstructions
and well established rules either by the businessntunity or

government bodies before they adopt a new form ahgd
business [18]. In China, E-commerce web sites awally

created to provide basic information rather tharaasode of
QHsiness transactions. Also a lack of professiospéialised
In both e-commerce and tourism industry has leadddoc
application development in the tourist e-commernog as such
is perceived by customers not to be genuine [18].

Globally customers are communicate through the e-

commerce site rather than phone for booking airtiokets,
ccommodations, and other types of products and eve
yerforming business transactions. Recently, Welidal3 have
evolved for the Internet, and some of sites all@aborative
tools for communication between customers and pergi in
lobal environment. Hence e-commerce sites cansked for
customized plans and product information for custamThe
internet has become a convenient platform for ceinga
products and prices [8]. Therefore tourism e-conumesites
introduce great advantages to both consumers amdders.
roviding effective and efficient services to glbbastomers is
beneficial to the business itself.

Considering the evolution of Web 2.0 tools and dapi
development of the tourism industry globally, itniscessary to
discover how culture influences tourism e-commerce,
especially with attractive and trustable web dedigatures.
This study investigated cultural and web designdssn
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e-commerce by examining 6 each tourism sites intrAlia
and China for comparing cultural dimensions-inditistic
vs. collectivist.

Il. CULTURE AND E -COMMERCE

Culture is an important aspect that need to be ke
consideration when it comes to web site designeaafly
for international customers (Angeli and Kyriakosil2006;
Cyr, et. al 2004; Hu et al, 2004; Kang and CorBit01;
Noiwan and Norcio 2005). This section describeducel|
web design and trust related to tourism industiiese-
commerce.

A. Web Design Characteristic

According to Werthner and Ricci [8], culture is ookthe
determining factors in e-commerce website desighumage.
In e-commerce, customers’ trust of an e-commerts isi

both American and Thai users claim that well design
graphical banners themselves are interesting darattve [14].
Images also assist users with their understandirtpeosite’s
content and determination of function in B2C atid [11].
However, differences do exist, in a global contaxtterms of
the degree of assistance. Americans were also ftumeeigh
alphanumeric tags more while Chinese are interested
graphical icons [1][3]. This supports the assertitimt
consumers’ decision making from collectivist baakgrds,
such as Chinese, weight the shopping site’s sigdssgmbols
more than those from individualistic backgroundchsuas
Americans [12]. Dissimilarities in user preferenaesult in
dissimilar design approaches that designers takeother
words, if the target customers are collectivistapdics and
symbols used would increase the level of satisfactand
arousal of interest. Lastly, Colour preference isother
important issue that has emerged as an importactorfa
presented in most interface design guidelines.

Although images are important, there are also etudi

important, and needs to be dealt with maximising thwhich have found that images can also pose negatfeets to

performance of web site’'s functions with
reliability and confidentiality. Hence tourism siteieed to
provide a good sense of useful information to ima¢ional

respect tgsability of the websites as a whole. In differesuntries,

images are in-significant or significant in helpingers with
their decision making process. This could be paldity

consumers and a secure platform for electronic moneritical to informatics-oriented websites such aarist sites.

transactions. For example, reminding a traveller
appropriateness of dress and local etiquettes,epldor
buying public transport tickets, etc.

According to Hofstede [7], China is categorizedoas
of typical collectivist countries, and Australia ian
individualistic. There are similarities in uncertsi
avoidance and masculinity, and dissimilarities égards to
power distances, individualism and long vs. shatmt
orientation among both countries. Scores for Hoé'st
cultural dimensions for Australia and China lisked able 1.

Table 1. Country scores of Australia and China [7]

Country Power Individu | Uncert | Mascul | Long
Distance | alism ainty inity term
Avoida orientati
nce on
Australia 36 90 51 61 31
China 80 20 30 66 118

For this study we selected Australia and Chinahes t

researchers favorably located in this geograplmoaltion as
well as contrast in individualism.

B. Imageand Color

Images are one of the most important elements bsite
interface design nowadays. Presenting informatigh anly
texts in tourism sites will not only be unattraetibut also be
un-functional. An image usually carries more infation
than a word. Graphical images help in improving tisial
appeal, and draw user’s attention to a certain néxtm
addition, animated graphics and advertisement banaes
also claimed to be more effective in attractingheigclicking
rates than static one [14]. In Noiwan and Norcistady,
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omerican and Thai users who claimed graphics araciive
simply paid no attention to banners when they andopming
search task on a website, and regardless of natibae was
found to be no culture differences in banner wetémtion [14].
Due to the natural limitations of human attentigars, people
tend to ignore surrounding and distractive elemeriten they
need to concentrate on one stimulus. Graphical drann
advertising could potentially make a website difficfor the
user to concentrate on the information and hendecee the
task performance. E-commerce participates fromviddalist
background, such as the US and Germany, claimpibgdrial
elements (both static and animated) are distractmygl
potentially impede them in retaining them at thdosite [4].

Colour preferences, metaphors, languages, symbols,
images and formats of date and time are considesezlilture
sensitive [11][14]. Among all these elements, colou
preferences and images preferences are the mosstweied
issues. Culture dissimilarity also leads to differéocus of a
website design and hence portrays a dissimilagdestirategy
for online shopping websites [1].

C. Context

In terms of communication through the internet, faend
that the issue of the strategies of high vs. lowtext cultures
plays a significant role. Wurtz [6] provides andapth analysis
context. High context cultures are more likely te nore
efficient in using the visual effects for conveyimgessages
through internet in comparison to low context crdtu [6].
Cultures can be identified in terms of their comination
style, for example it was found that ScandinaviaBsrmans,
and the Swiss communicate predominantly throughli@ip
statements in text and speech, thus making themctmvtext
culture. In contrast in a high context culture thessages are
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conveyed through statements and other communicaties individualism delivers a higher trust rate thanledivism [2].
such as body language, and sometimes a lack ehstats, In their study, they present that, in Chinese calturust is
such as the use of silence in Chinese’s culture [5] heavily relayed through face-to-face contact. \Attistores
In other words, high context cultures are highlposts a big resistance to building of trust betwselters and
dependent on body languages and cues and lessrbal vébuyers. People are worried that the ordered gooitlsnat
messages, while low context cultures involve higitbal arrive, or payment will made in an unduly fashidrence
messages and less body language and cues [@&sitate to shop online. In addition, products ijyié another
Communication through the tourism site in interoasil factor that consumers considered when shoppingnenli
context is similarly critical. Therefore presentisgitable Consumers in China are used to shop in physice¢stwhere
information and context for target users is impatita they can see and touch the goods they want to Thay also
Table 2 illustrates characteristics of high and lowan judge if the seller is trust-worthy through &do-face
context cultures as presented by Wurtz [6]. Usihgsé contact. Online shopping lacks these advantagek.th&ke
characteristics of context, Australian and Chinesarism factors result in a general lack of trust of theedler, the

sites will be examined. website, and the information presented on the \WWebording
to Suraya [16], Chinese are however are quite agticn
Table 2. Summary of low and high context by Wurtz [6] towards e-commerce. Travel agents participatingnime B2C
o Tendency in high Tendency in low context market are relatively Iqw in number a_nd their adm]m is still
parameter: context cultures cultures at an early stage. Chinese also attribute more ritapce to
recommendation from their friends, and other custem
High use of animation N o : :
especially in Lower use of animation, feedback, probably due to the collectivist naturéheir society
—— o i mainly reserved for and this aspect will lead to overall more trust BRC e-
Animation connection with highlighting effects e.q.. of : ’ ;
images of moving te?(t ghting 9 commerce as more reliable businesses with long term
people objectives adopt this market.
oromotion of | Images promote Images promote values '_I'he_refore, in terns of trust, this res_earc_h witeatpt at
e values characteristic dfcharacteristic of confirming thaf[, when it comes to tra_vel, indivitlam tends to
collectivist societies | individualistic societies trust the website more than collectivism do; an@mvh comes
\mages portray fifestyles o to travel, culture with lower uncertainty avoidantnds to
Individuals Featured images —. : - trust the website more than those with higher scoire
separate or depict products and individuals, with or without

. S a direct emphasis on the uncertainty avoidance. Hence an investigation o wesign
together with merchandise in use b . . L . .. .
the product individuals use of products or for tourism sites in individualism and collectivissountry sites
merchandise will be conducted to explore cultural and web desggues.

Links promote an

exploratory approach Clear and redundant cues

Level of to navigation on the | " connectionwith IV. STUDY AIM AND APPROACH
transparency website; process- navigation on a website; ) ) ) ) )
oriented goal-oriented The study aims were to investigate innovative
communication approaches through examining web gdesi
Lmeeﬁr Ivs. Many sidebars amf:l Few sidebars and menus, characteristics of. tourism websites in Australia &hina, and
ggr@g:{on o nmeevctgsréagzm?ngows constant opening in same| ~ €xplore cultural issues. Based on one of Hofstedeltural
VI | h . . . . .
the website for each new page browser window dimensions [7], we selected Austraha}n_ as for. (_emwduahst
country and Chinese as for a collectivist touristass In the
study, we examined 6 different types of each Alisinaand
Il TRUST Chinese tourism websites; leading government bodiggest

o ) tourism B2C retailer/ wholesaler, travel group drlires,

Culture results in different attitude towards truster comprehensive travel channels, independent traweipanies
online shopping. Individualism puts self valuesfiont of ang other group or individuals. The observation waade
group, while, collectivism believes in community®wer. pased on web design factors (image&color and contaxd
Hence it is difficult for people from collective lture cyjtyral concern (individualism vs. collectivismhat were
background to trust those that are not in the sgroap as piggest concern for dealing with increasing thesttramongst
them. Uncertainty avoidance refers to “how confiBabinternational and national users. The interpretipalitative
people feel towards uncertain or unknown situati¢8l. research method was used for analysing qualitaltia.
Cultures with high scores in uncertainty avoidanseally Evidence of case studies may come from six sowsuek
prefer to do things in a familiar way and are legen 10 a5 documents, archival records, interviews, diodxstervation,
modification and new things. Chong, Yang and Wonggticipant observation and physical artifacts [16]this study,
suggest that collectivism or culture with high uta@ty opservations and documents were used in process
avoidance result in low trust over online shoppiBgong et. conducting the case study. Firstly, the researcfumssed on
al, 2003). Cyer etal., [4] argue that there areminces design features and information presentation diffees in

between countries when it comes to website trughrious types of tourism sites in Australia and @hn
satisfaction and website site loyalty. In their diings,
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Understanding how color, image presentations aatiitfes

for data entry in different sites. The researchafso
considered complexity of a page features includiaegt
density, site structure and fram€his approach sought tq
confirm the generalizations and to test the impdiatultural
differences on web design. This exploratory inggzgton
attempted to formulate more precise objectivesfiwther

research.

The study attempted to find out the characteristits
design features. Firstly, we selected 6 differeypes of
tourism sites in Australia and China, and identifizreb
features including images, color and context. Séaon this
research was conducted on pre-selected global siteish
are based in Australia and China. The researchtiqnes

were “what are web design characteristics in Alistiaand
Chinese tourism web sites?” and “how design featane
different?”. Secondly, observations were conducted
determine the different design categories in eddto we
investigated design features, where some desiguatsfivere
taking into consideration, such as images, colod ather
characteristics. Both, culture differences andgtegatures.

The data collection and research methods are sitoilamany

studies, were exploratory research method was ueed
examine about the web design sites [9][10]. Thipraach

was found to be beneficial to confirm generalizasionade

in relation to test the impact of cultural diffeoes on web
design. This research then attempted to formulateem
precisely objectives for further research.

information on Chines
web page.

3. travel group or | Red color Blue color | Similar context and

airlines oriented oriented images but different

(www.gantas.com| (image) & (image colours

VS. low context and text)

www.travelsky.co & low

m) context

4.comprehensive | Multiple Blue color | Chinese page

travel channels colors & oriented provided more

(au.travel.yahoo.c| medium (image detailed and more

om vs. context and text) | descriptive

hk.travel.yahoo.cq & low information on

m) context travelling. Australian
page focused on
activities and cost of
travelling

5. independent Uniformed Various Australian web page

travel companies | and type of promoted company’s

(www.equitytrave | characteristic| images & | own images, and

l.com.au vs. images & high Chinese web page

www.fengguang.c| low context | context promoted more

n) descriptive
information and links
for external
companies.

6. other group or | Blue images | Multi- Both web pages are

individuals blogs | & low color similar but Chinese

(www.travelblog. | context images & | page had more links

org vs. medium and information.

WWW.Y0yV.com) context Australian web page
has a theme colour
(mainly blue) on the
page and a main
menu bar and images
were well organised.

V. FINDINGS

Table 3 shows web design characteristics and As Suraya [16] opinion in section 2.2, Chinese etiavs

comparisons between Australian and Chinese towsits in
6 different types of organizations. The leading gyonment
bodies in Australia and China had similar desigatuees.
However commercial tourist sites had more numbéfrs
images and colorful presentation. Australian’s peledent
travel company site had characteristic images erptige. In
contrast, Chinese site used a single color onaadtimage,
and had high context with many external links.

Table 3. Web design characteristics and comparison

Organisation Characteristic Comparison
Australia China

1. leading image and text based | Both have reasonably

government link based & | & high high and similar

bodies high context | context context. Australian

(www.visitnsw.co web page has more

m vs. number of images an

www.cnta.com) is larger. More textual
information on
Chinese web page.

2. biggest tourism| Red color Blue color | Both pages use

B2C retailer/ oriented oriented symbolic logo and

wholesaler (image) (image colour for promoting

(www.flightcentre | & medium and text) | company’s image on

.com.au vs. context & the web. The company

www.ctrip.com) medium logo is the main imag

context and advertisements are

used heavily. Multiple
categories of
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hesitate to participate in online booking is pesdocontact.
Malaysian weight personal contact as much as Chipesple
do. Customers would prefer to purchase from diyectl
gpntacted consultants. Despite the advantages #rgimg e-
commerce with travel could bring, the very reason
relationship also resistant travel agents to adoptconcept of
doing business online.

As Angeli & Kyriakoullis [1] mentioned that in séan II,
users in collectivist country such as China prgfaphical trust
attributes of the interface as the collective cmstsuch as
sensitive with brand and aesthetics, and also gtsmcturity
aspects of the transaction. Chinese sites alsoida@vmany
options to getting recommendation from friends, anter
customers’ feedback as the collectivist naturehefrtsociety.
Chinese sites displayed top to bottom or vertieald used
pictorial icons. Australian sites provided alpharmuim labels
on the menu and minimized text information. Alsoskalian
sites presented clear information about the costdffferent
products. In contrast, Chinese site provide infdaroma for
making contact with the organization.

VI. DISCUTION AND CONCLUSION

Australian and Chinese tourism sites presentedasiftyipe
of web design features but different charactesst&ustralian
sites had bigger and characteristic images witheane color
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on all the pages. Chinese sites provided high zbiitased
information and more links for descriptive inforraat, [6]
external contacts, and images were used mainly for
advertisements or company’s logo. Both sites wessgihed

E. Wartz., A cross-cultural analysis of websitesmf high-context
cultures and low-context cultures. Journal of CotepiMediated
Communication, 11(1), article 13, available at
http://jcmc.indiana.edu/voll1/issuel/wuertz.hta@d05.

for local as well as international tourists. Howeve
information was mainly focussed on local customers. [7]
Culture is a key concern for communication in globa
tourism sites. Particularly, the tourism sites néedarget [g]
specifically to local and/or international customerlt
influences not only the web interface design whéchuld
potentially affect customers’ online transactionhddour
such as satisfaction and trust, but also affectsntion
directly. To a certain extent, tourism industry gelling
experiences rather than material goods as in a@iesumer
goods industries. Travel experiences are hard sorite in
accurate words, hence require graphical aids ssdmages
and videos. However it might not be possible tisatach [11]
and every individual traveller's online transaction
preferences. Therefore, it is vital to conform tocenmerce
developing principles for usable web sites in tbatext of
tourism. Questions such as will culture have theesampact
or same degrees of impact over online transactadabour
of customers need to be answered. There is extensiy;
research in culture studies and general onlineséretion, but
rarely any with travel industry in particular. Henthis study
compared culture impact across Australia and Chiita
regards to travel information on web sites. Forowvative
communication approaches, the global tourism sited to
address issues of web design for users. Customens f
different cultural backgrounds have different prefees and c;15]
n

experiences of web. The innovative communicati
is a step towards future research in dealing with use of [16]

Bl

(10]

(12]

(14]

strategies have to be based on customers’ n@éis.study

culture studies in maximising the performance in e-
commerce and tourism industry.

(17]
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