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Abstract 

 

There has been a great deal of research carried out regarding the need for websites and 

applications to be localised, in order to meet cross cultural requirements. The term 

localisation in this case, refers to tailoring the user experience (UX), mainly by, but not 

exclusively limited to, the user experience both affective and cognitively.  

This research critically examines the gap between cross cultural website design on one hand 

and search engine user interface design on the other. With the main purpose and motivation 

of the research being to integrate existing cultural models and taxonomies, such as the 

cultural model by the Dutch Anthropologist, Geert Hofstede, with semiotics in order to offer 

a conceptual framework.  

This conceptual framework, coined as the Cross Cultural Semiotic Framework (CCSF), 

represents the major contribution of this Thesis to the extant literature.  The CCSF is intended 

for use in the design of cross cultural web search engine user interfaces.  The three extensive 

user studies carried out herein, serve to validate the Cross Cultural Semiotic Framework.  The 

user studies are conducted via an on-line survey platform comprising multiple part 

questionnaires. 

A minor supportive empirical contribution offered herein comprises an analysis of E-portal 

surface level iconography. This has been systematically de-constructed using a cross cultural 

analytic paradigm. The derived taxonomy of signs seeks to extend Geert Hofstede’s (2010) 

cultural models and the conception of his six cultural dimensions, so offers a novel minor 

contribution to both the user experience and existing cross cultural literature. 

The questionnaires when analysed, offer an interesting insight into the application of 

Hofstede’s (2010), six cultural dimensions and shows adequate evidence has been found to 

indicate Hofstede’s cultural model, together with the semiotic insights of Peirce (1960), can 

be used to inform the design of web search engine user interfaces and therefore, the proof 

of concept for this conceptual framework.      
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 Chapter 1 

 Introduction 
Search engines offer a form of ‘localisation’ by displaying search results relating to a specific 

country. This can also be further tapered to display results pertaining to a particular town or 

city where the user is located.  However, geographical location is only a crude or superficial 

indicator to a user’s culture or ethnic identity. 

There has been a great deal of research carried out regarding the need for websites and 

applications to be localised in order to meet cross cultural requirements, examples of which 

include French et al. (2004), Singh (2005).  There has been limited research carried out on 

search engine (SE) and information retrieval (IR) from a cross cultural perspective hitherto.  

Two examples being, Taksa and Muro Flomenbaum (2009), and Hover (2006). Cross cultural 

research has been carried out in the context of social network services, an example being 

Marcus and Krishnamurthi (2009). 

 The Research Problem 
The main purpose and motivation of this research is to integrate existing cultural taxonomies 

and models, such as Hofstede (1991), suitably tailored to match cultural expectations to 

aspects of the user experience (UX). 

This work looks at relevant semiotic literature, more specifically at Charles Sanders Peirce’s, 

(an American philosopher and scientist), account of signs signification, hence semiosis has 

been adopted throughout.  

By seeking to integrate Hofstede and the insights of Peirce (1960), it is hoped the outcome of 

this research will be used to enhance search engine user interface design. Acquiring a more 

in-depth knowledge of user interface design has the potential for commercial application as 

well as academic worth.  With the ability to offer developers a suitable cross cultural 

alternative framework, for search engine user interface design, compared to the ‘look and 

feel’ of what is presently available from the current leading portal provider. 

There has been a considerable amount of research and papers written on semiotics, Morris 

(1946), Peirce (1960), Saussure (1976), and Eco (1976), including iconography and taxonomy 

of signs, Chandler (2017).  In addition, there has been extensive research conducted regarding 

Hofstede’s cultural dimensions, examples being, Marcus and Gould (2000), Calabrese et al. 
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(2012), Ford and Kotze (2005), to name but a few, along with other cultural models, an 

example being Burgmann et al. (2006).  Smith et al. (2004), carried out research on cross 

cultural models, in particular Hofstede’s dimensions, and semiotic cultural attractors, creating 

a process model for cross cultural websites. Additionally, French and Conrad (2012), looked 

at e-banking localisation from a semiotic perspective and French et al. (2013), looked at 

semiotics in culture and E-Culture from a localised trust perspective.  However, there appears 

to be a gap between cross cultural website design on one hand and search engine user 

interface design on the other.  This research attempts to bridge that gap by creating a 

conceptual framework based on cross cultural models, and semiotically informed cultural 

attractors.   

 Scope  
The scope of this research is to examine the use of cultural taxonomies and models, with the 

semiotic insight of Peirce (1960), and establish the validity of integrating the two concepts 

into a novel conceptual framework, in order to enhance search engine user interface design 

and consequently the user experience.  

Three experiments are carried out; the first experiment to examine: 

 ‘using culture to group users and model the users’ preference on cross cultural 
information retrieval, in order to investigate the relationship between the user search 
preferences and the user’s cultural background’,  
Chessum et al. (2014, p. 1).  

This experiment is carried out by using an on-line survey platform, in order to achieve 

Research Goal 1 (RG1) and answer Research Question 1 (RQ1), as shown in the following 

section 1.4. 

A further two experiments are carried out via developing twelve sets of cross culturally 

adapted prototype user interfaces, informed by Hofstede’s cultural model, Hofstede (2010), 

and the analysis of E-portal surface level iconography. This de-construction of the website 

user interfaces utilises a cross cultural analytically informed approach. The resulting 

taxonomy of signs, seeks to extend Geert Hofstede’s cultural model conception of six cultural 

dimensions.    
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The twelve sets of user interfaces comprise two sets for each dimension, making six pairs in 

total.  This constitutes one set for each extremity of each dimension i.e., one for the high end 

and one for the low end of all six dimensions.   

These twelve search engine prototype user interfaces sets are key components of experiment 

two and experiment three. Both of these extensive experiments consist of multiple parts.  

The second experiment consists of experimental techniques, such as conducting a user study, 

and is carried out via an on-line survey platform. This is conducted to provide an answer to 

Research Question 2 (RQ2) and achieve Research Goal 2.1 (RG2.1), as also shown in the 

following section, 1.4. Research Questions and Goals.  This survey consists of multiple parts, 

using a combination of online questionnaires, multiple choice questions, and a card sort.  

The third experiment is carried out to provide an answer to Research Question 2 (RQ2) and 

to accomplish Research Goal 2.2 (RG2.2), as described in the following section, 1.4. Research 

Questions and Goals.   

The results and participant comments from experiment two are incorporated into updated 

designs of the twelve prototype user interfaces sets. These sets of prototype user interfaces 

are implemented, creating twelve prototype web based sets.  

This third experiment consists of experimental techniques, such as a user study. The user 

study takes the form of a survey carried out via an on-line survey platform.  This survey 

consists of multiple parts, using a combination of online questionnaires, multiple choice 

questions, and a card sort, using closed questions.  

The card sorts are in order to probe participant views on the updated surface level signs 

embedded within the web based search engine user interfaces, seeking to measure to what 

extent the intended meaning, and meaning making, has been successfully communicated to 

the users.    

The research conducted by Islam et al. (2020), uses the Semiotic Interface sign Design and 

Evaluation (SIDE) framework, developed in their previous work from Islam and Bouwman 

(2016, p. 135), in order to use semiotics to evaluate the design of interfaces for both mobile 

and websites of mobile user.  
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Related work that addresses closely aligned issues of concern or differing client groups, such 

as the design of cross cultural teaching and learning user interfaces, Human Computer 

Interaction (HCI) design for older adults, and mobile platforms, lie outside the scope as 

presented.   

The design of cross cultural platforms for teaching and learning for e-learning, or blended 

learning, involves ‘research on culture and its impact on information seeking, user interface 

design, usability, interactivity, access, delivery, learning style, and content’, as stated by AL-

Hunaiyyan et al. (2008). This area of research is multifaceted and complex, consequently, 

this falls outside the scope of this research.      

 
Designing user interfaces for older adults, could require features to be inbuilt where users 

could potentially have either a cognitive or physical disability, or in some cases both, as such 

this lies outside the scope herein.  

Mobile platforms user interface design is also a related area; however, the platform is 

different and as such the device and consequently, the user interface is considerably smaller, 

with a touch screen for interaction and a smaller keyboard.   As such this platform requires a 

user interface specifically designed for mobile users, not a scaled down version of the user 

interfaces used for a desktop or laptop.  This also falls outside the scope of the research 

herein.   As noted by Nielsen (2012b), ‘the desktop user interface platform differs from the mobile 

user interface platform in many ways, including interaction techniques’. 

The research presented herein, is focused on the cross cultural models, such as Hofstede (1991), and 

semiotics based on Peirce (1960), and how these can be integrated. It is hoped the outcome of this 

research offers developers a suitable cross cultural alternative framework, for search engine 

user interface design, compared to the ‘look and feel’ of what is presently available from the 

current leading portal provider.  

This research and subsequent sets of user interfaces, although culturally tailored and adapted 

from a cross cultural perspective, are designed for users with a good level of command of the 

English language, and as such, linguistic translation of the user interface sets falls outside the 

scope of the work.  

The research questions and goals of this research are set out below in section 1.4.  
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 Research Questions and Goals 

1.4.1 Research Question 1 (RQ1)  

Can Geert Hofstede’s cultural dimensions be used to distinguish user sub-groups for search 

engines?  

1.4.2 Research Goal 1 (RG1) 

To investigate Geert Hofstede’s cultural dimensions in relation to search engines, by applying 

Hofstede’s cross-cultural theory to understand users’ preferences on human-computer 

information retrieval (HCIR) platforms design. Also, to establish if Hofstede’s dimensions can 

be used as a basis for identifying user groups from a search engine user interface perspective.   

1.4.3 Research Question 2 (RQ2) 

Can search engine user interface design be informed by Hofstede’s dimensions?   

1.4.4 Research Goal 2.1 (RG2.1) 

To investigate Geert Hofstede’s cultural dimensions in relation to search engine user 

interfaces. To use Hofstede’s cultural dimensions to develop a collection of twelve sets of user 

interfaces comprising, search engine home pages and subsequent search results, and filter 

pages. Also, to investigate user’s views on the surface level signs embedded within the search 

engine user interfaces.   

1.4.5 Research Goal 2.2 (RG2.2)  

A third survey is carried out to investigate participant views on the updated surface level signs 

embedded within the search engine user interfaces and seeks to measure to what extent, the 

intended meaning, and meaning making, has been successfully communicated to the users.    

 Contribution of the Thesis 

The main contribution offered in this thesis comprises a novel conceptual framework that is 

coined as the ‘Cross Cultural Semiotic Framework’ (CCSF).  

This research is intended to directly support and enhance cross cultural information retrieval 

(IR), in particular web search, from a user experience (UX) viewpoint.  More specifically, the 

prime motivation of this work is to better inform and enhance IR, namely web search, from a 

cross cultural localisation perspective, so that the search user interface (UI), and search 

results are principally matched to user expectations and requirements.   
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The term, user experience localisation, refers to tailoring the user experience (UX), mainly by, 

but not exclusively limited to, enhancing both affective and cognitive dimensions of the user’s 

hedonic journey.  

Cross Cultural Semiotic Framework (CCSF), is informed and grounded theoretically by the 

well-known cross cultural ethnographic research, undertaken by Geert Hofstede, a Dutch 

anthropologist, who identified his six generic cultural dimensions.  

A minor supportive contribution consists of an analysis of E-portal surface level iconography. 

This has been de-constructed using a cross cultural analytic informed approach. The resulting 

taxonomy of signs, seeks to extend Geert Hofstede’s conception of six cultural dimensions, 

consequently offering a contribution to the current user experience and cross cultural 

literature.  

Both major and minor contributions offered, are grounded using semiotic literature notions, 

as derived from the applicable extant literature. More specifically, the contributions offer a 

Peircian account of signs and signification.  Though it is acknowledged, that other ‘schools’ 

of semiotics may be equally valid too. The Cross Cultural Semiotic Framework (CCSF), when 

mapped to Hofstede’s six cultural dimensions, seeks to facilitate the enrichment of the 

user’s experience via signification.  

Three experiments have been carried out.  Experiment one and two are both in the form of 

surveys using online questionnaires, and the third comprising a questionnaire and two card 

sorting exercises.  

The first experiment is to investigate Geert Hofstede’s cultural dimensions in relation to 

search engines, by applying cross-cultural theory, to understand users’ preferences on 

interactive information retrieval platform design.  Also, to establish if Hofstede’s dimensions 

can be used as a basis for identifying user groups, from a search engine user interface design 

perspective. User study one was a questionnaire style study containing six questions.  Five 

questions relating to Hofstede’s first five cultural dimensions, and a sixth question which 

relates to both Hofstede’s dimension of individualism and Rotter’s locus of control. This work 

has been published by Chessum et al. (2014). 
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The second experiment is in the form of an online survey, to establish if Hofstede’s six cultural 

dimensions could be used to inform search engine and information retrieval design. An 

extensive literature review, Hofstede’s cultural dimensions, together with additional 

elements identified from the de-construction of surface level iconography, have also been 

used in the design.  

A collection of twelve sets of user interfaces, each set comprising a search engine home page, 

search results and filter pages, is designed and developed.  The twelve user interfaces sets 

consist of two sets for each dimension. Each dimension consists of a user interface design for 

both the high and low ends for each particular dimension. This has been repeated for all six 

dimensions, (making twelve sets in all), together with subsequent result(s) pages.  User study 

two survey was carried out to investigate participant’s views on the surface level signs, 

embedded within the search engine user interfaces.   

The findings and participant comments from experiment two have been taken into account 

in order to enhance all twelve sets of prototype web based user interfaces.  Participant 

comments for experiment two part A, are shown in full in Appendix D.  The analysis of which 

is in shown in Chapter 6, Experiment two. This third experiment also takes the form of an 

online survey, comprising a questionnaire and two card sorting exercises.  

All twelve sets of search engine user interface designs have been implemented using an 

appropriate website development software package and testing server package.  These 

twelve sets comprise a home page, subsequent result page(s) and a filter page.   As with user 

study two, all twelve user interface sets have been allocated a corresponding unique number. 
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 Structure of the Thesis 
Chapter 1 

This chapter gives a general outline of the research undertaken, the scope of the research, 

the research motivation, goals and the contribution made.  This research has been designed 

in order to achieve the following outcomes.    

 To understand more fully, cross cultural user interface design, and more precisely 

search engine interface design.  

 To combine cross cultural theories supporting user interface design and website 

localisation and extend this to include search engine user interfaces.  

 To create a novel semiotic taxonomy of signs for user interface design, focusing on 

search engine user interface design at a surface level, which seeks to provide a novel 

framework.     

Chapter 2 – Literature Review  

Looks at the previous studies conducted on cross cultural models, from Hall (1976), Nisbett 

(2003), Trompenaars & Hampden-Turner (2012) and Hofstede (2010).  This includes 

Hofstede’s cross cultural research and subsequent cultural dimensions. Cross cultural web 

site design, including ‘cultural attractors,’ as defined in chapter 2, and the design of 

Information retrieval and search engine user interfaces.    

This literature review also looks at semiotics, both traditional and related to computer 

interaction. Organisational semiotic literature is also reviewed, more specifically those 

contributions derived from an explicit Peircian account of signs and signification, wherein 

necessarily only Peircian definitions of semiosis are presented. Though, it is acknowledged 

within the Thesis that other ‘schools’ of semiotics may be equally valid too. 

This chapter furthermore attempts to position this current research into the wider area of the 

above setting.  

Chapter 3 – Methodology  

This chapter includes a description of research, methodolgy, identifying and justifying the 

particular techniques and methods used in this research.   

This chapter also describes the design, methodolgy and how the data collection and data 

analysis is employed.   
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The methodology used in this research comprises of a number of suitably designed prototype 

user interfaces, surveys, comprising of questionnaires and online card sorting exercises.  

The investigation of extant research and suitable experiments are described in this chapter. 

The outcomes of the secondary and primary research have subsequently been used to create 

a framework.    

Different kinds of data collection have been carried out. Therefore an ideal mix of quantitative 

and qualitative methods have been used, in order to create this framework.   The data 

collected has been analysed using various techniques.  

Chapter 4 – Experiment 1  

Describes the experimental protocol and the questionnaire in user study one, together with 

a presentation of the results.   This study took the form of an empirical investigation and 

involved 55 participants and includes the results along with a summary and discussion of the 

results.  The details and results for this experiment have been published in paper ‘Applying 

Cross-cultural theory to understand users’ preferences on interactive information retrieval 

platform design’, Chessum et al. (2014). 

Chapter 5 – Deconstruction  

This chapter shows the deconstruction of the localised websites. 

Chapter 6 – Experiment 2  

This chapter describes user study two, and presents the results, followed by a summary and 

discussion of the results, for each subsection of the survey.  This study is conducted via an 

online survey portal and attracted 215 user participants.  This survey questionnaire comprises 

three sections, with the second section containing multiple parts.  

Chapter 7 – Experiment 3   

This chapter continues by describing experiment three and gives details of how the user 

interface sets have been updated using the findings from user study two.  This study also takes 

the form of an online questionnaire, together with two card sort exercises, conducted via an 

online survey portal with 25 user participants. The chapter presents the experiments 

completed, together with the results, a summary, and a discussion.   
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Chapter 8 - Variables, Framework and Recent Insights 

This chapter has three sections.  

 First section looks at the variables identified for each of the three user studies 

carried out in this research. 

 Second section describes the Cross Cultural Semiotic Framework (CCSF). 

 Third section describes the recent insights of cross cultural studies from 2015 to 

2020.      

Chapter 9 - Conclusion and future work.   

Summarises the key conclusions of the thesis and looks at future work.   

Chapter 10 – References and Ethical Approval Forms  

Appendix 

Appendix A 
The full survey used in Experiment two. 

Appendix B 
The full survey used in Experiment one. 

Appendix C 
The set of user interface images used in experiment three.   

Appendix D 
Theme Analysis - Stages one and two. 

Appendix E 
Theme Analysis - Stage three. 

Appendix F 
Experiment Three - Section Three Part B (Borda Count). 

Appendix G 
The full survey used in Experiment three. 

The full deconstruction of E-portal surface level iconography for relevant cultures, together 
with screen captures of the website interfaces are given in Appendix H to S.   

Appendix H 
Cross Cultural Analytic Paradigm - http://www.kfc.co.uk  

Appendix I 
Cross Cultural Analytic Paradigm - www.kfc.cn/kfccda/indea.aspx 

Appendix J 
Cross Cultural Analytic Paradigm - www.kfc.de  
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Appendix K 
Cross Cultural Analytic Paradigm - www.kfc.gr/#/home  

Appendix L 
Cross Cultural Analytic Paradigm - https://online.kfc.co.in/home 

Appendix M 
Cross Cultural Analytic Paradigm - www.kfcpakistan.com  

Appendix N 
Cross Cultural Analytic Paradigm - kfc.pl/home/news    

Appendix O 
Cross Cultural Analytic Paradigm – https://www.kfc.ro/  

Appendix P 
Cross Cultural Analytic Paradigm - www.kfc.ru/en/ 

Appendix Q 
Cross Cultural Analytic Paradigm - https://dinein.kfc.com.my 

Appendix R 
Cross Cultural Analytic Paradigm - http://www.mcdonalds.com.cn  

Appendix S 
Cross Cultural Analytic Paradigm - https://www.mcdonalds.com/gb/engb.html  

Appendix T 
A blank copy of the ‘Cross Cultural Analytic Paradigm’ used in the deconstruction of E-portals. 

Appendix U 
A copy of the ‘Sign Classifications for the Representamen from Peirce’s Semiotic Triangle’.  

Appendix V  

 Proposed Guidelines for Chinese User Interface Design. Brejcha, (2015, p. 151-152). 

 Step-by-step Semiotic Approach. Mingers and Willcocks, (2017, p. 20).   

 The SIDE framework: layers, determinants, and attributes. Islam and Bouwman, (2016, 
p. 135). 

 The semiotic heuristics of the SIDE framework, Islam and Bouwman, (2016, p. 135). 
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 Chapter 2 - Literature Review 
A user’s cultural orientation potentially impacts upon their search results and user interface 

design expectations. Contemporary search engines, such as Google, Bing, and Yahoo!, do not 

differentiate between different user types, or users’ cultural backgrounds. However, they do 

offer a form of ‘localisation’ by displaying search results relating to a specific country. This can 

also be further tapered to display results pertaining to a particular town or city where the 

user is located.  However, geographical location is only a crude or superficial indicator to a 

user’s culture or ethnic identity. 

A more cross cultural approach to information retrieval (IR) would be suitable and 

subsequently have a more positive effect on the user experience (UX). Research conducted 

by Slone (2002, p.1166), states, “Results conclude that experience and motivation, elements 

of situational goals and mental models, work in tandem to determine search approaches”.   

There has been a great deal of research carried out regarding the need for websites and 

applications to be localised in order to meet cross cultural requirements, examples of which 

include Smith et al. (2004), Singh (2005), Marcus and Gould (2000) and Rukshan et al. 

(2017).   

Cheng et al. (2019), looks at the perception of colour and prices from a cross cultural 

perspective for user interface design using two cultures, namely Taiwan and Germany. 

Cheng et al. (2019), conducted an experiment testing three colours for website backgrounds 

and two price ranges.  The three colours being red, blue and white have been tested with 

both prices ranges of high and low.   This study, although it is relatively simple in nature, 

using only three background colour choices and two prices ranges, one being high and the 

other low, makes some interesting points regarding cross cultural colour implications.   

De Souza (2018) gives an insight into semiotics and how it can be used to aid human 

computer interactions.  De Souza (2018) examines how components of the user interface 

can be improved by the use of semiotics for meaning making, in order to offer an improved 

more intuitive user experience. De Souza (2018) looks at an example of system generated 

and computer mediated signs interface for saving credit card details by means of an Autofill 

function from a semiotic viewpoint, and breaks down the components and offers a 

redesigned semiotic interface.   
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De Souza (2018), continues by saying, putting users at the centre of Human Computer 

Interaction is the correct approach, however, it should not be at the cost of every other 

stakeholder who has an intended message to communicate, and goes on to give examples 

such as organisations, companies, system developers, system designers and system owners.    

However, few recent studies have critically examined cross cultural user interface design 

from a semiotic perceptive. Nevertheless, Brejcha (2015), is one such study, where the 

‘domain of language communication’ Brejcha (2015, p. 24), in particular together with how 

user interfaces exemplify the principles of language is examined.  This study continues by 

saying ‘the user’s native language determines his or her mental modes (i.e., typical ways of 

thinking).’ Brejcha (2015, p. 24), and goes on to say, ‘Perhaps the most useful model for 

cultural analysis is Hofstede’s (2010)’, Brejcha (2015, p. 81). 

Brejcha (2015), continues by building what they refer to as ‘common framework’, using 

‘semiotic methods’ Brejcha (2015, p. 81), in order to carry out their research on ‘cultural 

markers’, also known as cultural attractors.  They looked at sign types from the semiotic 

ladder level, that is to say, pragmatics, semantics, syntactic including lexical. They conducted 

a pilot study of Chinese and Czech users in order to develop a set of cultural user semiotic 

interface guidelines to aid user acceptance.     

Another study is Mingers and Willcocks (2017), where the authors focus on semiotics in 

relation to information systems and develop their cross cultural 4A’s framework.  Although 

Mingers and Willcocks (2017), research examines semiotic methodology for information 

systems in general, it could potentially be applicable for search engine user interface design, 

although not specifically.      

A further example of a study from a cross cultural user interface design and semiotic 

perceptive, is carried out by Islam and Bouwman (2016). Examining what they refer to as 

‘interface signs’ and create a semiotic framework, they coin as ‘Semiotic Interface sign 

Design and Evaluation (SIDE) framework’. This framework looks at five semiotic layers; 

syntactic, pragmatic, social, environment and semantic.   This work is continued in Islam et 

al. (2020), where they use their framework to evaluate website and mobile user interfaces, 

in order to understand the performance of their SIDE framework as compared to heuristic 

evaluation.   
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There has been limited research carried out on search engines (SE) and information retrieval 

(IR), from a cross cultural perspective hitherto.  Two examples being, Taksa and 

Flomenbaum (2009) and Hover (2006).  Cross cultural research has been carried out in the 

context of social network services, an example of this is the research carried out by Marcus 

and Krishnamurthi (2009).   

A user’s cultural background may be one of many potential influences on mental model 

formation.  There have been many different lines of enquiry and many different definitions 

of culture, two examples are: 

‘Culture is a fuzzy set of basic assumptions and values, orientations to life, beliefs, 
policies, procedures and behavioural conventions that are shared by a group of people, 
and that influence (but do not determine) each member’s behaviour and his/her 
interpretations of the ‘meaning’ of other people’s behaviour.’  
Spencer-Oatey (2008, p. 3) 

‘... the set of attitudes, values, beliefs, and behaviors shared by a group of people, but 
different for each individual, communicated from one generation to the next.’  
Matsumoto (1996, p. 16) 

 

A more promising definition of culture comes from Geert Hofstede, a Dutch anthropologist who 

describes culture as:  

‘the collective programming of the mind which distinguishes the members of one 
group or category of people from another’. Hofstede (1991, p. 5).  

Hofstede observes culture as mental programming that can be thought of as patterns of 

thinking, feeling and actions, based upon what we have learned throughout our lifetime. 

Hofstede (1991, p. 4) writes, ‘Much of it has been acquired in early childhood’.  These thinking 

patterns, feelings and actions which have been learned over one’s lifetime, once learned have 

to be unlearned before new patterns can be absorbed. Hofstede observes learning over can 

be more difficult than the original learning. Hofstede (1991, p. 5) also notes, ‘Culture is 

learned not inherited’. Culture is different from human nature on one hand and from 

personality on the other hand. 

Hofstede views cultural differences as being encompassed by the following four terms, 

symbols, heroes and ritual, which he describes as practices. The fourth term is values, this, 

Hofstede considerers to be the deepest expression of culture. Hofstede (2010).   Hofstede 
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continues by describing symbols as: words, gestures, pictures, or objects that carry a particular 

meaning that is recognized as such only by those who share the culture’ Hofstede (2010, p. 8).  

 
Heroes are people, living or deceased, actual or fictional, who have, and display attributes 

admired by a particular culture. Hofstede (2010).  Rituals are described as being theoretically 

unnecessary, but ‘socially essential’ by Hofstede (2010, p. 9). This includes greeting people, 

showing esteem to people and conducting ceremonies.   Hofstede (2010, p. 9) continues to 

describe values, as being central to culture, where one ‘state of affairs’ is preferred to 

another. He goes on to say, ‘values are feelings’ and are opposites, such as Evil vs. Good, or 

Dirty vs. Clean.  

 

 Different Cultural Models 
This work looks at culture and different cultural models and how these models can be used 

to enhance the user experience.  There are a number of cultural models referred to within 

the field of HCI. The following will be looked at and described in more detail, Hall (1976), 

Nisbett (2003), Trompenarrs & Hampden-Turner (2012) and Hofstede (2010),  

Edward Hall, an anthropologist, was a pioneer regarding cross-cultural business 

communication.  Hall (1976), defined culture as using ‘high context’ (HC) and ‘low context‘ 

(LC).  A high context communication as noted by Smith et al. (2004) is where:  

‘little has to be said or written because most of the information is either in the physical 
environment or within the person, while very little is in the coded, explicit part of the 
message’ 
Smith et al. (2004) 

   
This high-low context for cultures refers to how information is stored and flows.  Whereas for 

a ‘low context’ culture, the information contained in the message is explicit, little is hidden.  

As noted by Oshlyansky (2007) low-context cultures would be United States, Germany and 

Switzerland. Cultures like China and Japan would be considered high context. 

‘HC people are apt to become impatient and irritated when LC people insist on giving 
them information they don't need. Conversely, low-context people are at a loss when 
high context people do not provide enough information.  One of the great 
communications challenges in life is to find the appropriate level of contexting which 
is customary both at home and abroad’  
Hall and Hall (1987) & (1990a)   
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Hall also gives Germany as an example of a low context culture, with Japan an example of a 

high-context culture.  

Hall also created, “elements of units of culture” this was to enable various projects to be 

measured against one another.  As noted by Oshlyansky (2007, p .27), Hall encouraged others 

to identify universal measure of culture, one response was from Trompenaars & Hampden-

Turner (1997). 

Hall identified the Primary Message Systems (PMS).  These systems are non-lingual ways in 

which humans communicate with one another and claims an individual needs to understand 

how a culture relates to the PMS systems in order to understand the culture.  Hall identified 

10 PMS each relating to a facet of human activity, see Hall (1990b).  The following definitions 

are taken from Oshlyansky (2007) and Kanu (2009).   

 

No. PMS Definition  Reference 

1. Interaction ‘everything people do involves interaction; to 

interact is to live and everything grows from it.’ 

Oshlyansky (2007, p. 
25) 

2. Association ‘Interactions between people and groups; the 

way that societies are organized and structured’. 

Oshlyansky (2007, p. 
25) 

3.  Subsistence ‘from food to economics, from diet to 

characteristics of the economy and the values 

placed on work and work status.’ 

Oshlyansky (2007, p 
.25) 

4.  Bisexuality ‘concepts of masculinity and femininity and 

what is considered appropriate or acceptable 

male / female behaviour’. 

Oshlyansky (2007, p. 
25) 

5. Territoriality ‘concerns space, boundaries, formal and 

informal position relationships, places’ 
Kanu (2009, p. 53) 

6.  Temporality Refers to ‘the cycles and rhythms of life; the 

importance placed on time’. 

Oshlyansky (2007, p. 
25) 

7.  Learning ‘an adaptive device which varies from culture to 

culture; we learn to learn’. 

Oshlyansky (2007, p. 
25) 

8.  Play Relates to ‘humour and jokes and a strong link 

to learning’. 

Also, to taking part in games, sport and the arts. 

Oshlyansky (2007, p. 
25) 

Kanu (2009) 



 
 

17 
 

No. PMS Definition  Reference 

9.  Defence ‘Religion, war, medicine and law are all devices 

of defence’. 

This also relates to health care and self-defence 

Oshlyansky (2007, p. 
25) 

Kanu (2009) 

10.  Exploitation the ‘use of the environment and our extension 

of self into the environment (tools, clothes, 

shelters)’ 

Oshlyansky (2007, p. 
25) 

Table 2.1 Hall’s 10 Primary Message System (PMS) 

  

However, it is his ‘high- context’ and ‘low-context’ work which is most cited within an HCI 

perspective. 

Nisbett, a social psychologist, examines the differences between Eastern and Western 

cultures. As noted by Oshlyansky (2007, p. 26), Nisbett looks at the ‘processes of thought, 

perception, attention, organisation of knowledge, understanding’ and other mental 

processes.   He uses ‘holistic’ and ‘analytic’ Oshlyansky (2007, p. 26), thought patterns or 

mental processes to distinguish between East and West cultures, with Westerners on the 

analytics side and East/Asian to the holistic side.  With regards to differences in attention 

and perception, Nisbett & Miyamoto (2005), says the available body of information strongly 

suggests the members of western cultures concentrate on relevant matters or items, using 

rules and categories as means to arrange and order their surroundings or conditions. 

‘Whereas members from East Asian cultures’ concentrate on ‘more holistically on 

relationships and similarities’ as noted by Nisbett & Miyamoto (2005, p. 467), matters or 

items as a means to arrange and order their surroundings or conditions.  As noted by 

Oshlyansky (2007, p. 27), for the East Asian cultures, ‘there is a continuity and a relationship 

among objects and events that cannot be broken down into constituent parts, for it is 

meaningless to do so’, whereas for westerners’ cultures, it would appear to be ‘important to 

categorise and find rules that govern the world so that predictions and control can be 

established’.  Members of western cultures, ‘seek the rightness of one way’, alternatively, 

members of Eastern cultures ‘seek the middle way’, Oshlyansky (2007, p. 27).  Nesbitt (2003, 

p. xvi) observes the world appears ‘more complex to Asians than to Westerners’, and when 

making sense of happenings, a great number of aspects are taken into account.  These 

aspects work together with each other in a way which is complex and cannot be 
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determined.   Nesbit (2003) continues by saying logic only plays a small part in solving 

problems for east Asian cultures, with an individual too focused on logic could be thought of 

as ‘immature’.     

Trompenaars & Hampden-Turner looked at culture from a dimension level and defined 

seven dimensions. These dimensions are units and can be used as a comparison.  The 

definitions in table 2.2, have been taken from Juurikivi (2013) and Oshlyansky (2007). The 

seven dimensions are as follows: 

 

Universalism vs 
Particularism. 

 

Universalism is the main characteristics of a country where the 
people put significance on rules, laws, obligations and values.  The 
society attempts to deal fairly with all people using the rules, and the 
rules come before relationships. Juurikivi (2013).   
With a particularistic country, it is viewed that every relationship and 
every circumstance directs the rules and how they are implemented. 

Individualism vs 
Communitarianism. 

 

Trompenaars & Hampden-Turner’s individualism versus 
communitarianism dimension is similar to the individualism versus 
collectivism identified by Hofstede, as noted by Juurikivi (2013). With 
an individualism culture, the people believe they make their own 
decisions and are responsible for themselves.   With a 
communitarianism culture, the group ‘takes precedence’ Oshlyansky 
(2007, p. 28) over the individual. In return for loyalty to the group, 
the group offers safety and assistance.   Examples of an individualism 
country are USA, UK, Canada, Australia and New Zealand.  Examples 
of communitarian countries include Japan, Africa and Latin America. 

Specific vs Diffuse.  

 

This dimension refers to work, personal life and work environment 

relationships.  In a specific country, an individual tends to keep their 

work and private life separate.  It is believed work relationships are 

important but it not a prerequisite for working together.  Specific 

cultures are direct talking and tend to go ‘straight to the point’ 

Juurikivi (2013, p. 18). With a diffusive culture it is believed good 

relationships are crucial to doing business.  Examples of specific 

cultures are the USA, UK, Germany, Scandinavia and Netherlands.  

Examples of diffuse cultures are: China, Russia, India and Argentina. 

Neutral vs 
Emotional. 

 

This dimension covers how feelings are expressed. Where neutral 

countries cultures try to control their emotions, they use reason 

rather than emotion to dictate their actions, and do not reveal how 

they are feeling, but usually use a smile as an emotional response and 

try not to give out any negative emotions. Examples of neutral 

countries are Thailand, Sweden, Netherlands, Finland, Germany and 

UK.  With emotional countries cultures it is desirable to express ones’ 

emotions both in their personal lives and the workplace. Examples of 
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emotional countries include countries in Latin-America, Italy, France, 

Poland, and Spain.  

Achievement vs 
Ascription. 

 

This dimension deals with status and power attributed to individuals.  

With an achievement culture it is believed people are what they do 

and attribute their worth on this basis. An employee believes their 

performance will result in a good career. Examples of an 

achievement culture country are USA, Canada, Australia, and 

Scandinavia. 

Ascripting cultures believe one should be valued for who one is, with 

relevance being placed on positions, title and power. Examples of 

ascripting countries are Nepal, Saudi Arabia, Japan, Italy and France.   

Sequential time vs 
Synchronous time. 

 

This dimension relates to time and measurement of time.  Sequential 

time countries do one thing at a time, with a propensity to follow 

schedules and be punctual, with time being measurable and 

manageable. Examples of this culture are Finland and USA where 

planning and scheduling are important.  Whereas, with synchronous 

societies it is viewed that appointment and schedules are 

approximate and relationships are viewed as more important than 

schedules, an example would be Mexico.     

Internal direction 
vs Outer direction. 

 

This dimension is also known as internal and external locus of control.  

Internal direction/ locus is where the members believe their goals 

can be achieved by controlling their environment, including how they 

function within organisations and teams.  Examples of internal 

direction/locus countries would be the USA, UK, Australia and New 

Zealand,  

In opposition, external/outer direction cultures believe they have no 

control over their environment, and they have to go along with their 

environment in order to achieve their goals. Within the workplace, 

employees are directed and given the correct resources to undertake 

their tasks effectively and provided with feedback on a regular basis.  

Outer direction/external countries would be Saudi Arabia, Russia and 

China.  

Table 2.2 Trompenaars & Hampden-Turner Cultural Dimensions  

 
Trompenaars’ dimensions have been used to create a conceptual framework for web site 

design by Kale and De (2008). Each of Trompenaars’ dimension have been analysed by Kale 

and De (2008), who also make proposals (P) based on their observations, these are given as 

follows: 
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Universalism versus Particularism  

Universalist cultures would show a preference for a business website to disclose their terms 

and conditions in a transparent way. Whereas particularist cultures may prefer a more 

individual and flexible approach of their rules, and Kale and De (2008) propose the following:  

‘P1: A clear statement on web pages highlighting the terms and conditions of 
transacting business would be more valued by inhabitants of universalist cultures than 
by those of particularist cultures’.  
Kale and De (2008, p. 3) 

Individualism versus Communitarianism 

With an individualism culture the people take responsibility for themselves, their decisions, 

and their attainments. Whereas a communitarian orientation country, would put the group 

before the individual. The following is proposed by Kale and De (2008): 

‘P2: Features facilitating a personalized website would be more valued by audiences 
from individualistic cultures than from communitarian cultures.’  
Kale and De (2008, p. 4) 

 
‘P3: While individualistic cultures would be more favourable toward promotional 
appeals addressing their individual needs, communitarian cultures would be more 
favourably disposed toward websites that make appropriate references to their in-
groups.’  
Kale and De (2008, p. 4) 

  
‘P4: Web themes connoting novelty, variety, and pleasure would be more appreciated 
in individualistic cultures, than in communitarian cultures.’  
Kale and De (2008, p. 4) 

 
Neutral versus Affective. 

Kale and De (2008) observes that neutral cultures do not display their emotions or their 

feelings in business or public. Whereas people from affective cultures, display their natural 

emotions by smiling, talking, and greeting each other in a friendly manner. Kale also notes 

that people from neutral cultures would show a preference for web pages with factual 

content and no emotion, with fonts and colours which reflect this. Alternatively, affective 

cultures would have a preference for a website showing emotion in the content, with colours 

provoking strong emotional reactions. 

The following is proposed by Kale and De (2008):  
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‘P5: Compared to neutral cultures, audiences from affective cultures would be 
relatively more receptive to the use of emotions in web content, and to the use of 
emotion-invoking colours and fonts in web design.’  
Kale and De (2008, p. 4) 

Achievement versus Ascription  

Achievement culture member’s status within the community is based on what they do, rather 

than who they are. Whereas, with an ascription orientated culture, status is based on who 

the person is rather than what they do.  

Ascription cultures, an example being the Czech Republic, tend to use a person’s gender, age, 

family or their connections to establish their status within the society. This would not have 

such an influence within an achievement culture. 

The following is proposed by Kale and De (2008):  

‘P6. While achievement-orientated cultures will be more swayed by the individual 
accomplishments of spokespeople or product endorsers characteristics, such as age, 
gender and family connections of spokespeople/endorsers, will have relatively more 
impact than on audiences from ascription-oriented cultures.’ 
Kale and De (2008, p. 5) 

 
Sequential versus Synchronous Time  

Sequential cultures have a tendency to perform one activity at a time; appointment times and 

places are followed. Whereas, with a synchronous culture, examples are Japan and Saudi 

Arabia, persons have a tendency to take part in multiple activities at any one time, and 

appointment, appointment times and plans are less important than relationships. 

The following is proposed by Kale and De (2008):  

‘P7: Web multitasking capabilities would be relatively more valued in synchronous 
cultures than in sequential cultures.’   
Kale and De (2008, p. 5) 
 
‘P8: Sequential cultures will value site navigational efficiency more than synchronous 
cultures.’  
Kale and De (2008, p. 5) 
 

Inner versus Outer-Directed  

The members of an inner directed culture have a belief that they have control over the results 

of their actions, examples of which are the USA and Canada. Whereas, people from an outer 
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directed culture, examples of which are Egypt and Czech Republic, have a belief they have 

little or no control over the outcome of their actions, and tend to “let things take their own 

course” Kale and De (2008, p. 5). With regards to websites, Inner directed cultures would 

need to be persuaded of the benefits of the products/services shown on a website, and inner 

directed cultures also have a proactive approach to life regarding challenges, opportunities 

and uncertainty, whereas outer directed cultures tend to have a reactive style when dealing 

with challenges, opportunities and uncertainty. 

The following is proposed by Kale and De (2008): 

‘P9: Relative to outer-directed cultures, individuals from inner-directed cultures will be 
more influenced by website content that emphasizes individual choice in dealing with 
life’s opportunities, challenges, and uncertainties in a proactive manner.’  
Kale and De (2008, p. 5)  

Kale and De (2008), concluded by noting their propositions could be the foundations for the 

design and implementation of website content from a cross cultural perspective.   

Geert Hofstede a Dutch anthropologist, carried out in depth “interviews with hundreds of 

IBM employees in 53 countries” as noted by Marcus and Gould (2000, p. 35). He identified 

four cultural dimensions with the fifth dimension, Long Term Orientation (LTO), being added 

in 1991 from work carried out by Michael Harris Bond, supported by Hofstede.  An additional 

sixth dimension, namely Indulgence versus Restraint (IND), was added in Hofstede (2010), 

following an analysis of World Values Survey data, (from the World Values Survey 

organisation), from 93 countries by Michael Minkov.  

Hofstede’s Dimensions are as follows:  

1. Power Distance (PD) 

Power Distance is the amount of unequal power within a culture that members of that culture 

are prepared to accept or expect, Marcus and Gould (2000).  It is observed by Hofstede, that 

high Power Distance governments are generally more centralised, with substantial pay 

difference for people with higher and lower positions, and have taller hierarchical company 

structure, see Marcus and Gould (2000). High Power Distance culture and country members 

would expect and could even have a preference for inequality. Hofstede et al. (2010).  

2. Individualism vs. Collectivism (IDV) 
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Individualism within a culture is where the individual is expected only to care for ‘one’s self or 

immediate family’ Marcus and Gould (2000, p. 37). There is no expectation for them to take 

care of anyone else; as opposed to a collectivist society where members take care of extended 

families and other group members, see Marcus and Gould (2000).      

3. Masculinity vs. Femininity (MAS)  

In this dimension, Hofstede refers to the gender roles rather than to the physical gender.  

Masculine roles consist of assertiveness, toughness and competition.  Masculine work 

objectives incorporate ‘earnings, recognition, advancements and challenge’ as noted by 

Marcus (2002).  While feminine roles are traditionally ones with an emphasis on caring with 

the home, family/children, people and tenderness being considered prevalent, see Marcus 

and West Gould (2000).  

4. Uncertainty Avoidance (UA)  

Uncertainty avoidance relates to the extent a culture is comfortable or uncomfortable with 

uncertainty or unknown situations, see Marcus and Gould (2000). 

5. Long-term Time Orientation (LTO)  

(Also known as, Long Term Orientation versus Short Term Normative Orientation (LTO)). 

This fifth dimension was later identified by Hofstede & Bond (1984). Bond re-designed a 

questionnaire with a Chinese culture bias, and Bond titled this, the Chinese Value Survey, 

(CVS).  Long-term Time Orientation is a Confucian philosophy, where its member’s place 

greater significance on long term gain over short-term gain, see Marcus and Gould (2000).    

6. Indulgence versus Restraint (IND) 

The additional sixth dimension, relates to happiness, freedom of expression and feeling in 

control of your own life,  Hofstede (2011).  

 Why Hofstede?     

A pre-requisite of scientific work is the ability to quantify and objectively reason a set of 

recognisable metrics.  Geert Hofstede’s cultural dimensions, although flawed, see McSweeny 

(2002), have been the most widely acknowledged and accepted set of metrics upon which 

researchers can build their own studies.  Hofstede’s cultural research is probably one of the 
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most well-known cultural models and as noted by Ghemawat & Reiche (n.d.), is the most 

widely used.  Research carried out about Geert Hofstede’s cultural dimensions by Dimitrov 

(2014), looks at the areas of application for Hofstede’s framework and goes on to say, it ‘has 

attracted the attention of different social actors – scientists, managers, politicians, 

administrators, opinion leaders, and other agents’.  Dimitrov (2014, p. 30). 

Perhaps one of Hofstede’s most widely accepted notions is being that of mental 

programming.  Hofstede (1991). Hofstede has written 244 journal publications as shown by 

Gert Jan Hofstede (n.d) and published a number of books including ‘Culture’s consequences: 

Comparing values, behaviors, institutions, and organizations across nations’, Hofstede (2001) 

and ‘Cultures and Organizations: Software of the Mind’, Hofstede et al. (2010) and ‘Cross-

Cultural Analysis: The Science and Art of Comparing the World's Modern Societies and Their 

Cultures’, Minkov and Hofstede (2012).   

Hofstede created six dimensions by which cultures can be compared, see Reid (2015). 

Hofstede’s work has been used in a number of disciplines, examples are global branding and 

advertising, see Mooij and Hofstede (2010), consumer behaviour, see Milner et al. (1993), 

management control systems, see Chatterjee (2014), cross cultural psychology, see Hofstede 

(2011) and cross cultural Human Computer Interaction (HCI) research.  As noted by 

Oshlyansky (2007) when discussing cultural models used in HCI states ‘By far the most popular 

of these models is Hofstede’s’.  As described by Pogosyan (2017), Hofstede’s work has also 

been used in intercultural communications, international management, marketing and 

negotiation along with cross cultural psychology.  Pogosyan (2017) goes on to say, ‘he is 

among the most widely cited social scientists in the world’.  

Other examples of Hofstede’s work, include Marcus and Gould (2000), who used Hofstede’s 

model to develop a set of website design guidelines.  Marcus and Gould (2000), model as 

noted by Calabrese et al. (2012, p. 2728), ‘which transposes the cultural dimensions of 

Hofstede and Hall in web design’, is used by Calabrese et al. (2012), in order to verify the 

cultural dimensions, they are built upon.  Smith et al. (2004), who incorporated Hofstede’s 

dimensions in their process model.  Smith et al. (2004, p. 67) also states, ’Hofstede’s (1991) 

dimensions of culture that are the most often quoted theories in relation to cross-cultural 

usability’. Ford and Kotze (2005) research looked at using Hofstede’s cross cultural 

dimensions from a usability perspective. Diaz, Rusu et al. (2013), who propose a set of 
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usability heuristics that includes cultural aspects.  Mooij and Hofstede (2010, p. 99), note 

‘People perform information-seeking tasks faster when using web content created by 

designers from their own culture’.  Mooij and Hofstede (2010), go on to say, culturally adapted 

websites are more usable, and users are more likely to have a more positive outlook towards 

it. Research undertaken by Chessum et al. (2014), looked at Hofstede’s five dimensions to 

group users for Cross Cultural Information Retrieval (CCIR).  This work is discussed further in 

Chapter 6 Experiment Two.   

Other cultural modes are recognised.  With some having been examined by many researchers 

and have produced some very good work. Examples are, Trompenaars & Hampden-Turner’s 

work, which has been used by Kale and De (2008), Burgmann et al. (2006), Hsieh et al. (2009).  

As noted by Piepenburg (2011), there are some similar categories between Hofstede and 

Trompenaars & Hampden-Turner’s dimensions, examples being, Hofstede’s Individualism 

(IDV) and Trompenaars & Hampden-Turner’s Individualism versus Communitarianism, 

together with Hofstede’s Power Distance (PD) and Trompenaars & Hampden-Turner’s 

Achievement versus Ascription.    

However, the dimensions identified by Trompenaars & Hampden-Turner, are more in number 

with seven, as opposed to six and to a certain extent, broader than those of Hofstede.  

Hall’s context dimension has been used by Warner-Søderholm (2013) in order to create a new 

scale to measure his ‘High-Low Context communication within a business setting’, as stated 

by Warner-Søderholm (2013, p. 27).  Warner-Søderholm (2013, p. 28) continue by saying, ‘no 

specific ranking’, is offered by Hall by which to classify where particular countries are situated 

on the High-Low spectrum.  Consequently, Hall’s high-low context is better suited to 

qualitative research, rather than to quantitative research.  

Hofstede’s cultural model has been used in this research, as his six cultural dimensions offer 

measurable units of cultural difference.  Hofstede achieved this measurability by his index 

scores and countries rankings, used in the comparison of different cultures, see Hofstede 

(2010).  As noted by Meshksar (2012, p. 13), ‘It is more quantitative than qualitative and 

provides a worldwide structure in cultural differences’.  As observed by Reid (2015), ‘The 

ability to compare a nation which you may know little to nothing about to your own with a 

concrete set of values’ offers an insight into other cultures.  As noted by Zainuddin (2018).  
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‘…to invalidate Hofstede country ranking or his model requires either a much longer 
period or extremely dramatic outside events, as his dimensions are assumed to have 
centuries-old roots’.   
Zainuddin et al. (2018, p. 5) 

Zainuddin et al. (2018, p. 6), continues by saying, ‘his dimensions have become the standard 

tool for measuring and comparing cultural differences’.   

 In conclusion, Hofstede’s view on cultural difference being broken down into four 

classifications, i.e., symbols, heroes, rituals, sand values.  As a pre-requisite for scientific 

research requires the ability to be able to quantify and objectively reason a set of recognisable 

metrics, Hofstede’s cultural model fulfils this requirement, making it the most appropriate 

cultural model for this research.    

The term localisation refers to the changes required to make things, goods, or services to 

meet the needs of a specific group of people, generally located in the same place. The phrase 

‘website localisation’ refers, as the term suggests, to designing a website to meet the needs 

of a specific user group and consequently enhance the User Experience (UX).  

One aspect of localisation is translation. Although translation falls outside the scope of this 

research, it is worth observing that when discussing translation issues with regards to 

software localisation, Cadieux (2005), puts forward the concept that it forms only one part of 

localisation: 

 “when people started translating software, some of the changes required were not, 
strictly speaking, translation: changes to character, encoding, date and time formats, 
sorting rules etc.”  
Cadieux, (2005, p. 2) 
 

The term website localisation refers to more aspects than just translation.  The Localisation 

as noted by Cadieux (2005, p. 2), quotation shown above, incorporates the easily remedied 

aspects of the formatting of dates and times.  Likewise, the correct display of other numerical 

data, such as currency can be achieved with limited knowledge of the applicable culture or 

country to which it will be applied.  However, the need of a more intrinsic understanding of a 

particular culture or country is required in order to offer web localisation at a cross cultural 

level.   Consequently, it could be said the term localisation refers as much, if not more, to the 

culture of the groups of people, as to the language and translation issues.    
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One element used in website localisation is that of cultural visual attractors.   A website 

cultural attractor can be defined as:    

‘ any element of the surface level of an e-commerce interface whose main purpose is 
to match (reinforce a set of user expectations)’   
French (2003) 
 

Website visual cultural attractors can be sub divided into groups; these consist of pervasive 

(or permanent), semi-pervasive and transient.  Each group form a sub-set of cultural 

attractors. 

The term, pervasive cultural attractors, applies to the aspects of culture or cultural 

iconography, such as religious aspects associated with colour(s), that do not change over time 

or only change over many years.   

Whereas semi-pervasive cultural attractors, are more time-dependant which are related to a 

more transient look and feel.  This group includes aspects such as ‘branding’, ‘shopping 

baskets’, and trust signs, being presented to users to reinforce ‘shopping’ behaviours. 

Transient cultural attractors relate to well-known popular icons, examples include David & 

Victoria Beckham, known simply as the Beckhams, The Duke and Duchess of Cambridge 

(Prince William & Princess Katherine) and until recently, to some extent, the Duke and 

Duchess of Sussex (Prince Harry & Megan Markle).  

Transient cultural attractors can also be viewed as news items, special offers and promotions.  

This term furthermore includes items of interest, which are currently in vogue but are 

replaced in time by something new or different. Transient items can usually be considered as 

short to medium term. 

Other aspects of website design incorporated into localisation are usability, and at times 

Hofstede’s dimensions of cultural difference have been used as a basis for the localisation of 

websites.  Work carried out by Marcus and Gould (2000), on cultural dimensions and web 

user-interface design, takes Hofstede’s (then five) dimensions, interprets and considerers 

how they may affect the design of user interfaces.   However, little research has been 

conducted for cross cultural information retrieval and search user interface design.   
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Semiotics is also examined within this thesis, being the way humans give meaning to ‘signs’. 

This process is achieved by acts of signification, known as semiosis and is described in more 

details below.   

 What is Semiotics?  

Semiotics is also known as the ‘science of signs’, this is the study of, and the theory of signs 

and symbols, particularly as components of human communication, such as language and 

other forms of communication systems, see Nordquist (2019). French (2009) defines 

semiotics as ‘the discipline which connects meaning, meaning making, communication and 

culture through an understanding of acts of signification’.   

The basic concept of semiotics is where humans give meaning to ‘signs’ through the process 

of signification called semiosis.  Signs can take many forms including, ‘words, images, sounds, 

odours, flavours, acts or objects’, as described by Chandler (2017). However, these things do 

not have an inherent meaning and only become a ‘sign’ when someone interprets it as having 

a meaning. Semiosis is a process, also noted by Chandler (2017) as ‘The meaning of a sign is 

not contained within it, but arises in its interpretation’. Hence, a sign can be given a number 

of meanings depending upon the context where the meaning making happens, together with 

cultural background and perception of the person interpreting the sign.      

With traditional semiotics there are two founding fathers. Firstly, Charles Sanders Peirce, the 

American philosopher, who began his writing in 1860, and Ferdinand de Saussure, the Swiss 

linguist, born in 1857, whose collection of papers was published in the early 1900’s, see 

Joseph (2017).    

Semiotics was further developed and extended by Charles W Morris, an American philosopher 

and semiotician, who was born in 1901.   Morris obtained his PhD from the University of 

Chicago in 1925, where he had been a student of George Herbert Mead, also a semiotician 

and philosopher.   

Work by the following semioticians will be looked at and described in more detail below: 

Peirce (1960), Saussure (1976), Morris (1946), Eco (1976), Anderson (1997) and Stamper 

(1973).    
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2.3.1 Peirce  

Charles Sanders Peirce was born in 1839 in Cambridge, Massachusetts, USA, and he died in 

1914 in Milford, Pennsylvania.  Peirce graduated from Harvard in 1863 receiving a BSc degree 

in chemistry, he graduated summa cum laude.  Burch (2018).        

Charles Peirce’s characterisation of the assignment of a meaning to a sign, was broken down 

into three components.  As described by Chandler (2017), the Representamen, this is the form 

of the sign, however, this is not necessarily a material sign.  An Interpretant, this is the sense 

made out of the sign by a human and the object.   The Object is, ‘something that is represented 

or exemplified by the sign’, as described by Yakin (2014, p. 7).  As noted by French (2009), an 

object (a concept), is usually exemplified either indirectly or directly into the sign itself, this is 

known as the representamen and interceded by way of an interpretant, this is ‘…(a response 

of some kind, successful or not) by a human interpreter’, French (2009).   

As defined by Peirce, a sign,  

‘…creates in the mind of that person an equivalent sign, or perhaps a more developed 
sign. The sign which it creates I call the interpretant of the first sign’.   
Peirce (2.228 cited in Chandler, 2017). 
    

As noted by Chandler (2017), Peirce referred to the relationships between the 

representamen, the object and the interpretant as 'semiosis'.  One way in which Peirce’s 

model of the sign differs from Saussure’s model, is insofar as it includes an object.   

Peirce’s triadic model of a sign as described by Cordeiro (2004), the representamen, refers to 

the form of the sign, although there is no requirement for this to be a physical sign, see 

Chandler (2017).   Cordeiro (2004, p. 251), goes on to describe an interpretant as, ‘the sense 

made of the sign’, with the Object being to what the ‘sign refers or alludes’.      

Peirce’s sign theory identified three categories of signifier, namely the Icon, Index and Symbol, 

which he referred to most fundamental division of signs, Peirce (2.275, cited in Chandler, 

2017). Peirce’s three typologies or taxonomies of signs are described below:  

Icon 

An Icon is possibly the easiest of the Peirce’s triadic class’ signs to understand, insofar as it 

resembles the signified.  Chandler goes on to say, the signifier is seemingly resembling or 

imitating the signified and gives examples, including appearance, sound, feeling, taste, or 
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smell.  Also, being alike in having similar qualities he gives examples of a portrait, cartoon, 

scale model, metaphors, and sound effects in radio dramas, dubbed film soundtracks and 

imitative gestures, Chandler (2017).  Chandler notes that Peirce affirms an iconic sign 

represents its object, 'mainly by its similarity’, Peirce (1931-58, 2.276, cited in Chandler, 

2017).  

As defined by Atkin (2013), examples of icons are portraits, paintings, and diagrams.   Merrell 

(2001) describes an icon as a sign which connects to its semiotics object by way of being 

similar or resembling it. An example of this a map and the land it maps.   

Index 

The index is also one of Peirce’s triadic class’ signs.  An index sign directly connects with its 

semiotic object by way of a physical or causal link.  An example is given by Floyd Merrell (2001) 

as,  

‘A weathervane obediently moves around to point (indicate, index) the direction of the 
wind due to the action of the wind on the object (smoke was for the Ranger an index 
of fire)’. 
Merrell (2001, p. 31)  

Daniel Chandler (2017) similarly describes an index as the way the signifier is not random but 

is directly linked to the signified, in a way that can be seen or concluded.  He offers up his own 

examples of ‘natural signs’, such as smoke, thunder, footprints, echoes, natural smells and 

flavours. Medical symptoms, e.g., pulse rate, pain or rash.  Instruments for measuring, such 

as a thermometer, spirit level or clock. ‘Signals’, for instance a ringing phone, or a knock on 

the door.  Chandler (2017) also goes onto to include ‘pointers’, for example, a signpost or an 

‘index’ finger pointing. Also, ’indexical words’, examples include, this, that, here and there.    

He also incorporates a more modern example of ‘recordings’, e.g.  Photographs, films, video, 

audio voice recording and TV shot. Furthermore, personal ‘trademarks’, such as catchphrases 

and handwriting, Chandler (2017).      

Symbol 

This is possibly the most interesting feature of a sign with regards to this research, as it relates 

to culture and is culturally learned. A symbol is opposite to an index, in so far as it is essentially 

arbitrary or conventional in nature. As noted by Chandler, the relationship between the 

signifier and the signified has to be learned. Examples of which are: language, letters, 
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numbers, Morse code, traffic lights and national flags, Chandler (2017).  With a symbol, there 

is no inherent meaning, it is given a meaning by convention, for example, the number 2 has 

nothing contained within it to specify what it denotes, therefore is has to be learned.   

Peirce’s three modes of signs are not inevitably mutually exclusive; they can be either, one, 

two, or any combination thereof.   Peirce recognised this and noted, ‘it would be difficult if 

not impossible to instance an absolutely pure index, or to find any sign absolutely devoid of 

the indexical quality’, Peirce (1931-58, 2.306, cited in Chandler, 2017).   

Peirce’s work has been continued and developed over many years, as noted by Chandler 

(2017), Charles W. Morris, Ivor A. Richards, Charles K. Ogden and Thomas Sebeok’s work 

follows in the ‘semiotic’ convention of Peirce.  However, not all of the persons work named 

above will be examined.  

2.3.2 Saussure  

Ferdinand de Saussure was born in 1857 in Geneva, Switzerland.  Saussure was also educated 

there before going to the University of Leipzig in 1876, as explained by Joseph (2018), where 

as a student he published ‘Mémoire sur le système primitif des voyelles dans les langues indo-

européennes’ (1879), meaning, ‘Memoir on the Original System of Vowels in the Indo-

European Languages’ as told in the Encyclopaedia Britannica (2019), Saussure was awarded a 

doctorate in 1881. However, he returned to Geneva in 1891, ‘to take up a chair in Sanskrit 

and comparative Indo-European philology’, Joseph (2018).    

Saussure’s theory is based on a two dimensional concept, where a sign is made up of two 

components, namely the signifier, this is the form the sign takes, and the signified, which is 

the concept it represents. As noted by Chandler (2017), signification is the relationship 

between the signifier and signified.   This Saussurean model is regularly used, however, these 

days it leans more towards being a more materialistic model.   This is where the signifier is 

generally taken to be the material or physical manifestation of a sign, it is something tangible.  

Whereas, for Saussure, as noted by Chandler (2017), both signifier and signified were only 

'psychological’, Saussure (1983, p. 12, 14-15, 66, cited in Chandler 2017) Saussure (1974, p. 

12, 15, 65-66, cited in Chandler, 2017).   

Saussure’s dyadic model of a sign, as noted by Cordeiro (2004, p. 251), describes a signifier as 

referring to the form of the sign and the signified as ‘the concept it represents’, and continues 
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by observing the two parts are inseparable and together create the sign. Where the signified 

refers to the meaning, and signifier refers to something which has meaning.  

Saussure’s work had been continued and developed over a number of years. As described by 

Chandler (2017), Louis Hjelmslev, Roland Barthes, Claude Lévi-Strauss, Julia Kristeva, Christian 

Metz and Jean Baudrillard’s work, follows in the “semiological” convention of Ferdinand de 

Saussure.   Ferdinand de Saussure’s semiology also known as structuralisme, see Yakin (2014), 

has been used by ‘prominent scholar’ Lévi-Strauss in his approach.   

2.3.3 Morris  

Charles W. Morris obtained his PhD in 1925, under the direction of George Herbert Mead, 

also a leading semiotician and philosopher.   Morris developed a behavioural theory of signs, 

Morris (1946).  Morris spent a lot of his time studying Peirce’s work, and as noted by French 

(2009), trying to ‘re-interpret Peircian notions of semiosis’ and Morris went on to say there 

are three types of relationships with symbols. These are, relationships to objects, to persons 

and to other symbols. These later went on to be called semantics, pragmatics and syntactic 

relationships. These relationships have been described by Chandler (2017). Semantics, being 

‘the relationship of signs to what they stand for’, syntactic also known as syntax, ‘the formal 

or structural relations between signs’ and pragmatics, described by Morris, as the relation of 

signs to interpreters.  Morris (1938, p. 6-70).   As described by French (2009), meanings given 

to a sign are regarded by way of their influence on the interpreter by means of studying their 

‘subsequent actions’.   

Morris’s definition of semiotics is from the essence of Saussure as, 'the science of signs' Morris 

(1938, p. 1-2).   As noted by Chandler (2017), this term 'science', is somewhat confusing, as so 

far there are ‘no widely-agreed theoretical assumptions, models or empirical methodologies’.     

Over the last couple of decades, semiotics has moved away from sign systems classification, 

to looking at types of construction and how signs and meanings are formed and together 

within social systems, how these codes and systems are changed.  Previously, the focus was 

on the sign systems, e.g., Language, literature, music and so on, being studied as a tool for 

generating messages. However, nowadays, it is the ‘work performed through them’.  As 

detailed by Chandler (2017).  Chandler (2017) continues by saying this action is what 

establishes or changes the codes, this simultaneously establishes or changes the people who 
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are using these codes and carrying out the actions, therefore this makes the people the 

‘subjects of semiosis’.   As noted by Islam et al. (2010, p. 49), ‘people interact with web signs 

and to interacting with this sign s/he must interpreted about the most possible meaning of 

that sign to reach the user goal’.     Islam et al. (2010, p. 52), offer what they call a list of 

‘semiotic golden rules’ for user interface design of a museum website.   

2.3.4 Umberto Eco 

Umberto Eco is an Italian author and semiotician, who bridged the gap of the two traditions, 

as described by Chandler (2017).  Eco also offers up a broad meaning of semiotics. He states, 

'semiotics is concerned with everything that can be taken as a sign,' Eco (1976, p. 7).  Eco 

(1976, p. 7), continues by saying, how a sign is possible to be anything that can be regarded 

to substantively ‘substitute something else’.   Eco took the term ‘semiosis’ first coined by 

Peirce and developed it to mean the method a culture uses to create signs and give meaning 

to signs.  Eco talks about communication and /or signification and declares there is a 

difference between a semiotic of communication and semiotics of signification.    He goes on 

to define a communication process essentially as non-human interaction and gives the 

example of machine-to-machine communication, as noted by O’Conner (2003), who 

continues by saying, Eco also defines signification as developing of code which always goes 

before transmitting the code i.e., communication. Eco goes on to state: 

‘every act of communication to or between human beings – or any other intelligent 
biological or mechanical apparatus - presupposes a signification system as its 
necessary condition’ Eco, (1976, p. 9).   

Consequently, Eco continues to say, ‘it is possible…. to establish a semiotics of signification 

independently of a semiotics of communication’.  However, Eco carries on by saying, ‘it is 

impossible to establish a semiotics of communication without a semiotics of signification’, Eco, 

(1976, p. 9).   Eco further comments by saying: 

 ‘is not to say that culture is only communication and signification but that it can be 
understood more thoroughly if it is seen from the semiotic point of view’. 
Eco, (1976, p. 27).  
 

 Computer Organisational Semiotics 

2.4.1 Peter Borg Anderson 

Peter Borg Andersen was a trained linguist at the Aarhus University, Scandinavia. He 

developed a semiotic framework for ‘understanding and designing computer systems as sign 
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systems’, as described by Andersen, (1992).  Andersen’s, pioneering work discusses that 

semiotics can be used to bridge the gap between computer scientists and phycologists in the 

area of HCI. Andersen was a strong proponent of linguistic semioticians such as Saussure. He 

was also considered to have coined the phrase computer semiotics.  

2.4.2 Ronald Stamper 

Ronald Stamper is a pioneer of organisational semiotics. He was born in West Bridgford, 

England, and obtained an MA in Mathematics and Statistics from Oxford University in 1959. 

Stamper, a British computer scientist, was also a researcher for the London School of 

Economics and a professor at the University of Twente, as noted in The Free social 

Encyclopedia (2019).       

Stamper’s organisational semiotics continues from the work of Charles W Morris.   As noted 

by Filipe (2000, p. 1), ‘Organizational Semiotics is a particular branch of Semiotics, concerned 

with understanding organizations as information systems’.  As described by French et al. 

(2013), Computer Organisational Semiotics studies sign systems used by organisations as 

tools for communication amongst humans and information technology set within a ‘social 

reality’.    

The term ‘sign’ in semiotics is also noted by Jensen (2015), as denoting ways of understanding 

or ‘representing some aspect of reality – through perception, cognition, or social interaction’. 

The definition of organisational semiotics continues with where the organisation is defined as 

a social structure or social system, where the members of that system or structure’s 

behaviour is organised by them following a set of social norms. These norms consist of how 

people of that particular social system, ‘behave, think, judge and view the world’, French 

(2013, p. 857).  Social norms can be categorised by six levels, namely, social world, pragmatics, 

semantics, syntactic, empirics and physical world.  This is known as the semiotic ladder and is 

described below, in table 2.3.  

The standard semiotic ladder has been created from work carried out by Stamper in 1973.  

This is where Stamper made additions to the standard separation of semiotics by Peirce, 

(1960), which was made up of syntactic, semantics and pragmatics, to include three extra 

levels, which are the physical world, empirics and the social world as described in Cordeiro 

(2004).  The purpose of this semiotic ladder is to offer a full description of sign processes, 
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exchange and meaning making, at all of the given levels in order to offer a comprehensive 

view of organisational, social and the human environment, where Information Technology 

platforms and humans are situated.  The following table depicts Stampers semiotic ladder as 

described by Cordeiro (2004), and Ferreira et al. (2007).    

Human 

Information 

Functions  

Social World 

 

‘Beliefs, expectations, commitments, contracts, law, 

culture’. Cordeiro (2004, p. 252) 

 Pragmatics 

 

‘Intentions, communication, conversations, 

negotiations’. Cordeiro (2004, p. 252) 

 Semantics 

 

‘Meaning, propositions, validity, truth, signification, 

denotations’. Cordeiro (2004, p. 252) 

The IT Platform 

 

Syntactics 

 

‘Formal structure, language, logic, data, records, 

deduction’, software, files. Cordeiro (2004, p. 252)  

 Empirics 

 

‘Pattern, variety, noise, entropy, channel capacity, 

redundancy, efficiency, codes’. Cordeiro (2004, p. 

252) 

Physical World Physical 

World  

‘Signals, traces, physical distinctions, hardware, 

component density, speed and economics.’ Cordeiro 

(2004, p. 252) 

Table 2.3 Stamper’s Semiotic Ladder 

Some work has been carried out using semiotics from a cross cultural perspective, an example 

being French et al. (2013), who looked at organisational semiotics from a cross cultural 

viewpoint. This they describe as cultural semiotics; this is where culture is studied ‘through 

the use of signs’.  French et al. (2013), continued by mapping cultural semiotics against 

organisational semiotics by using Stamper’s semiotic ladder, Stamper (1973), mapped against 

Hofstede’s (1991) cultural model, (then comprising of five dimensions).           

The following descriptions of social norms are summarised from French et al. (2013), see table 

2.4. These have been mapped against Hofstede’s dimensions accordingly.   
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Human 

Information 

Functions  

Social 

World 

 

Where cultural social norms are understood by people. 

Norms are grouped into four areas. Perceptual; this is the 

recognised way the world is viewed. Cognitive; these are 

knowledge and beliefs the community members have. 

Evaluative, where the community members are led to 

shared paths. Behavioural; is to control members to 

ensure they behave in the required way.  An 

organisation’s culture plays an essential role, as ‘signs are 

used upon the culture in which they belong’, French (2013).  

 Pragmatics 

 

At this level, members make sense of the reasons and 

connections between cultural behaviours.    

 Semantics 

 

This is where cultural behaviour is understood. It is 

important for an organisation that its employees, who 

may be from different backgrounds, can understand one 

another.    

The IT 

Platform 

Syntactics 

 

Cultural behaviour comprises of simple behaviours, 

(where the reaction is a direct consequence of the cause).  

 Empirics 

 

This level is where technology encounters culture. This is 

where the organisations actual random events are 

organised into anticipated and familiar patterns.  

Physical 

World 

Physical 

World  

In the physical world, hardware is met by culture.  An 

organisations business issues can take place, due to the 

cost of equipment and resources.    

Table 2.4 Stamper’s Semiotic Ladder Examples  

 

Signs are typically seen as a base unit of ‘texts’, produced to be interpreted by humans.  This 

interpretation is achieved by the way of sign and pattern recognition, see French (2019).  In 

traditional semiotics, this would include literature, art, and anthropology, see Chandler 

(2017).  Whereas, in computer semiotics, ‘text’ can be a web page, Codognet, (2003 cited in 

French, 2019).   Signs can take the shape of social constructs as well as actual visual signs.  

Social constructs, also known as social affordance, can offer more intangible meaning making, 

for instance culture, beliefs, and trust. Whereas, tangible signs take the form of images, icons, 

hypertext and so on, see French (2019).    

Semiotics can be used to imply and impart meaning making at a cultural level, also known as 

cultural semiotics, and as noted by French et al. (2013, p. 858), ‘is the study of culture through 
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the use of signs.’  Cultural semiotics can bridge the gap between cross cultural website design 

and meaning making at a cultural level.    

 Card Sorting  

Card sorting is an investigation technique originally developed by Kelly (1955) and forms part 

of personal construct psychology, as described by French (2009),  

‘Construct theory is a distinctive tradition within psychology, and is based on the belief 
that human beings can self-describe their own categorisations of the world around 
them with a high degree of validity and reliability’.  
French (2009)  

Card sorting techniques can gently probe the way participants organise and categorise their 

knowledge and their understanding of the world around them.  As described by Sheikh et al. 

(2010), for items to be classified according to participants’ mental model, it is considered by 

many researchers that card sorting is the best technique.  Categories make up a significant 

part of a person’s ‘cognition and meaning making’, French et al. (2007), French (2009). Card 

sorting is intended to produce a data set that discloses tacit and semi- tacit knowledge. This 

is knowledge, participants find difficult to verbalise or communicate to another person.  

Tacit knowledge is defined by the Cambridge dictionary (2019), as ‘knowledge that you do not 

get from being taught, or from books, etc. but get from personal experience, for example when 

working in a particular organization’.     

Semi tacit knowledge, as noted by French (2009), ‘is closely linked to the concept of semiosis’. 

Consequently, it is felt card sorting is an appropriate method to use in areas of this research.  

The benefits of card sorting are many, with one of the main benefits being participants 

understand what is being asked of them, Thomas (2012), who continues by saying, the 

analysis of card sorting, is comparatively uncomplicated.   The participant’s responses do not 

need to be accurate in linguistic terms, or grammatically correct, just understandable, see 

French (2009).  Card sorting can be used to aid the design of web sites, French (2009). This 

method has also been used for enterprise information web portal, see Ahlstrom and 

Allendoerfer (2004).  When a card sorting technique is used, participants are asked to place 

items into specific categories or groups.   These categories or groups can either be created by 

the participants or predefined, as described at usability.gov (2020a).  
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There are three types of card sorting, or ‘card sorts’ as they are also known, these are 

described below:  

Open card sorts, this is where participants are asked to place items into specific categories or 

groups, they feel is most appropriate. Participants are then asked to assign the categories or 

groups, a name or title they feel is most suitable and best describes the group or category.   

Closed card sort, this is where participants are asked to place items into specific categories or 

groups that have been predefined.  This can be a useful method when the desired outcome 

is to understand how participants group each category.    

Hybrid card sorts are a combination of both open and closed card sorts. Where participants 

are able to create their own groups or categories, as well as being given predefined.  This 

allows the organiser of the card sorting activity to elicit possible group or category titles and 

to understand if predefined group or category titles are suitable, see Optimal Workshop 

(n.d.).    

 Summary  

To summarise, signs and their potentially infinite decoding, known as semiosis, via the 

assignment of multiple meanings by human receivers comprises; linguistic, textual, physical 

concrete, behavioural and countless other forms. 

One of these forms, namely search engines, comprise the principal domain of interest for this 

thesis, as will be shown in Chapter 6, Experiment two.      

A particular interest being, the way in which search engine user interfaces and search results, 

(usually derived from natural language queries entered by users), are differentially received, 

and perceived generically across populations of individuals who share, to a lesser or greater 

extent, a common diaspora, more formally defined by Hofstede as a common cultural 

identity.   

This literature review has sought to establish that the existing literature has clearly 

established that culture, semiosis and signification and their meaning making are inextricably 

linked.  Yet, the linkage is by no means an intractable problem domain.  

Later in this thesis, Chapter 6 and Chapter 7 for experiments two and three respectively, will 

go on to show that it can be partially illuminated, hence subject to objective scientific 
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empirical experimentation, through the use of suitable designed methods, such as surveys 

and visual card sorts, see Rugg (1997), Upchurch et al. (2001).  

Provided of course the experimental results are interpreted using well established normative 

constructs and previous work in the field.   It was decided to design and interpret the results 

of these studies using both Hofstede’s cultural dimensions, (as they are regarded to be of 

universal significance) and value, whilst also acknowledging the value of finely differentiating 

between sign types embedded within search engines, so as to also duly acknowledge the 

power of the sign, object and interpretent.  Triadic semiosis models are widely accepted 

analytically, at a pragmatically fine-grained level of abstraction.   

Therefore, the terminology, ‘visual attractors,’ informally refers to signs that are known to be 

tightly bound to very specific cultural meaning, hence ‘attractors’ for users who happen to 

self-define themselves as members of a particular culture.  One example of this being religious 

‘giving’ signs, used by ICICI Bank in India, see Smith et al. (2004). 

The text is mediated by analytic focuses, i.e., the work of Hofstede, together with previous 

theorists who align themselves within semiotic diaspora who are already established within, 

not only in electronic texts, but diverse texts of all kinds.  Such as humanism text, literacy, 

religious text of all kinds and visual arts, to name but a few.  
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 Chapter 3 – Research Methodology  

 Introduction  
This chapter consists of two sections:   

1. A second minor literature review. This is where a number of research, usability 

methodologies and data analysis methods, have been briefly described.  

2. This chapter includes a description of research and the methodolgy, together with 

identifying and justifying the particular techniques and methods used in this research.  

This chapter also describes the design methodolgy and how the data collection and 

data analysis is employed.   

The investigation of extant research and suitable experiments are described in this chapter. 

The outcomes of the secondary and primary research have subsequently been used to create 

a new conceptual framework, coined as the Cross Cultural Semiotic Framework (CCSF).  

 Survey Methods  

A survey is defined by the National Business Research Institute (2019), as ‘to look at in a 

comprehensive way’.   

Interviews 

Interviews can take the form of being either face to face or over the telephone.  

Face to Face 

A face to face interview has an advantage of being able to communicate more efficiently with 

the interviewee, engaging with the person in an environment they are more comfortable 

with, such as their home. The interviewer can more readily identify any problems or 

misunderstanding with any questions and can probe the participant for clarity on any of their 

responses. A disadvantage being, face to face interviews are more costly and time consuming 

to run, see National Business Research Institute (2019).    

Telephone Interviews 

One advantage of telephone interviews is they are less costly to carry out. Another advantage 

being interviewers from a call centre are able to confer with one another in order to clarify 

any questions which may seem ambiguous.  However, telephone interviews also have a 

number of disadvantages, particularly nowadays, where people receiving unsolicited 
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telephone calls tend to be wary of the caller, and are reluctant to reveal any information, see 

National business research institute (2019).   

Questionnaires  

Questionnaires can be distributed via the postal service or online.  

Postal Questionnaires  

Postal questionnaires can be sent to a large number of potential participants, however, 

obtaining postal address lists may prove challenging.  There is also a cost involved with 

printing and the additional cost of postage to be considered.  People may dispose of a paper 

based questionnaire along with any so called ‘junk’ mail.    However, the advantages would 

be, potential participants have the opportunity to consider their responses in the comfort of 

their own home, see National Business Research Institute (2019). 

Online Questionnaires 

As noted by Ebert et al. (2018), online web based questionnaires have become the common 

choice over a paper based questionnaire. Elbert et al. (2018), goes on to say, due to more 

people having internet access, any risk of any potential population bias with regards to using 

online questionnaires is lessened, as opposed to the paper based kind.      

The advantages of online questionnaires are many, examples being, there is a quicker 

participant response time with an online questionnaire, the costs of administrating an online 

questionnaire are less than a conventional paper based one.    However, there is also a 

requirement to follow up the initial email request with reminders, see National Business 

Research Institute (2019). 

 Usability Methodologies   
There are a number of usability testing methods and methodologies available, these are 

briefly outlined below:    

Usability Inspection Methods  

Usability inspection is a broad based name given to a set of user interface evaluation    

methods, which are used by evaluators to assess any usability issues.  Usability inspection 

methods are normally used to identify usability issues in the design.  A number of these 

methods can uncover issues with the user interface before the design has been implemented, 
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thus allowing early identification within the user interface development.  See Nielsen (1994).  

The table below is created using explanations from Neilson (1994).     

Usability  Inspection 
Methods 

Definition Reference 

Heuristic Evaluation An informal method carried out by 
usability specialists using a set of 
recognised usability values, known as 
‘heuristics’.    

Nielsen (1994).   

Heuristic Estimation  Similar to above, but where the usability 
specialists estimate the anticipated 
performance of the user; this is achieved 
by using two or more design measured 
by quantitative means.    

Nielsen (1994).   

Cognitive Walkthrough  This is achieved by the use of a more in-
depth technique that is used to emulate 
the way a user problem solves at each 
step of the process.  This is done by 
looking at if the emulated user’s goals 
can be expected to reach the 
subsequent accurate course of ‘action’.    

Nielsen (1994).   

Pluralistic Walkthrough This is where, ‘users, developers, and 
human factor people’ attend group 
sessions to discuss each component of a 
walkthrough ‘scenario’.  

Nielsen (1994).   

Feature Inspection This is where common tasks are carried 
out and the features are listed.  This 
identifies any potential problems with 
lengthy or difficult procedures.     

Nielsen (1994).   

Consistency Inspection  This uses designers from other projects 
to review the user interface in order to 
establish if the design performs like 
‘their own designs’  

Nielsen (1994).   

Standards Inspection As the name suggests, the user interface 
is inspected by an expert to check if the 
user interfaces comply with modern day 
standards and legislation.  

Nielsen (1994).   

Formal Usability Inspection  This usability inspection involves the use 
of a formal six-step method, comprising 
of a heuristic evaluation, cognitive 
walkthrough, using both group and 
individual inspections.   

Nielsen (1994).   

Table 3.1 Usability Inspection Methods  
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User or Expert Think Aloud Walkthroughs  

Jacob Nielsen (2012a), describes thinking aloud as the number one tool in the usability 

toolbox and he defines it as follows:  

‘In a thinking aloud test, you ask test participants to use the system while continuously 

thinking out loud — that is, simply verbalizing their thoughts as they move through the 

user interface’. Jacob Nielsen (2012a). 

This method has a number of advantages; one of them being it allows the researcher to 

uncover what the participants truly think about the user interface design. The researcher can 

hear for them self, any misunderstandings, or problem areas participants have with the user 

interface.  This gives an opportunity for the any issues to be rectified.   Other advantages 

include inexpensive, robustness and ease of learning.  Nielsen (2012a). 

   

User Lab Based Studies 

Usability Lab studies, as the name suggests, refers to usability testing being carried out in a 

lab. This is usually conducted on a one to one basis, with the researcher and the participant.  

The researcher presents the participant with a set of scenarios.   These scenarios lead to the 

participant undertaking the tasks the researcher is interested in learning more about.  See 

Rohrer (2014).      

 

Quantitative Data Metrics Triangulation 

Data metrics triangulation is where different groups look at the same research question from 

different viewpoints, and apply different techniques or methods to obtain data, see Lazar et 

al. (2010). These results are then looked at for similarities or differences, to identify how 

reliable the findings are.   

 

Focus Groups  

A focus group normally ranges between five and ten participants and is hosted by a 

moderator, whose job it is to sustain the group focus.  Focus groups are a technique borrowed 

from market research but are often used in usability to identify user requirements and user 

emotions, prior to the design of the user interface and also post implementation, in order to 

recognise where any improvements can be made. However, the main aim is to uncover what 

the users require from the system, but this can produce incorrect results, as what users think 
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they require, may not be what they actually need.  The focus group is steered by the 

moderator to stay on topic during the discussion, both allowing and encouraging all 

participants to have an equal say.    

 

Following the session, the feedback can be in the form of a short written report by the 

moderator, summarising the findings and the attitude of the group.  This can be supported by 

a few meaningful quotes. The feedback can also take the form of a more in-depth report and 

analysis.  However, the informal manner of focus groups renders this task somewhat lengthy 

and challenging to carry out.  Nielsen (1997).   

 

Laddering  

Laddering is a technique borrowed from clinical psychologists, who first introduced it in the 

1960’s.   It is a method employed to understand people’s core beliefs and values.   

Laddering has been adapted by other disciplines for their own use, one example being market 

research.  Market research specialists also created a model which described how a person, 

(or in market research terms a customer), links between ‘their values and their overall 

purchasing behavior’, as noted by Hawley (2009).  This is known as Means End Chain Theory, 

see Hawley (2009).     

 Card Sorting  

Card sorting is an investigation technique originally developed by Kelly (1955), and forms part 

of personal construct psychology.   

Card sorting techniques can gently probe the way participants organise and categorise their 

knowledge, and their understanding of the world around them.  The intention of card sorting 

is to produce a data set that discloses tacit and semi- tacit knowledge. This is knowledge 

participants find difficult to verbalise or communicate to another person.  There are three 

types of card sorting, or ‘card sorts’, as they are also known. These are described below:  

Open card sorts  

This is where participants are asked to place items into specific categories or groups, they feel 

are most appropriate. Participants are then asked to assign the categories or groups, a name 

or title they feel is most suitable, and best describes the group or category.   
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Closed Card Sorts 

This is where participants are asked to place items into specific categories or groups that have 

been predefined.  This can be a useful method when the desired outcome is to understand 

how participants group each category.    

Hybrid Card Sorts  

These are a combination of both open and closed card sorts, where participants are able to 

create their own groups or categories, as well as being given predefined ones.  This allows the 

organiser of the card sorting activity to elicit possible group or category titles, and to 

understand if the predefined group or category titles are suitable, see Optimal Workshop 

(2019).    

Card Sort Preparation  

The initial process for preparing a card sort is the same for both physical and online card 

sorting.  

The first step in the procedure is to generate the topics. These can take the form of words or 

phrases, with a maximum of 50-60 for a closed card sort, and with 30 - 40 for an open card 

sort.  This could result in not having a card for every web page of an existing website.  

Consequently, the most frequently used content is used.  For a new website, the most likely 

content topics are selected.  

Participants are advised of the projected time it will take to complete the card sorting activity. 

Identifying a suitable location with ample space for participants to arrange physical cards, 

may seem obvious, but for online card sorts the facilitator is required to confirm there is an 

internet connection and an available computer, see Usability.gov (2020a).   

Physical Card Sorting  

The second step of a physical card sort involves creating the cards. This can either be achieved 

by writing or typing the topic names on to physical, uniquely numbered cards, see 

Usability.gov (2020a).   

Online Card Sorting  

The second step of an online card sort, would involve the identification of the online card 

sorting software to be used, followed by creating the card sort, see Usability.gov (2020a).   
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In both instances of card sorts, it would be beneficial for an organiser to take notes of the 

session and encourage the participant to think aloud, see Usability.gov (2020a).       

Remote Sorting Sessions 

Remote card sorting would involve the same procedure as above, however, an organiser 

would not be in attendance. Consequently, it would not be possible to ask a participant to 

think aloud, or to record the session, see Usability.gov (2020a). 

 Data Analysis Methods 

Within the human computer interaction (HCI) field, quantitative and qualitative data is 

regularly collected, see Lazar et al. (2010).   

Qualitative Methods  

Qualitative data analysis as described by Lazar et al. (2010, p. 282), ‘generally consists of three 

stages’.    Lazar et al. (2010), identifies the three stages as. The first stage where a data set is 

obtained containing information about the subject matter. The second stage is where each 

feature of each part of each element is examined, together with how the elements 

interconnect to one another. In the third stage, the information and understanding gathered 

from the second stage, is used to make interpretations and conclusions regarding the subject 

matter.  

Grounded Theory 

The notion of grounded theory was put forward by Glaser and Strauss (1967), regarding ‘how 

the discovery of theory from data -systematically obtained and analyzed in social research-

can be furthered’, Glaser and Strauss (1967, p. 1).  This is where they looked at discovering 

theory from data, which they coined as ‘grounded theory’.  According to Lazar et al. (2010, p. 

238), grounded theory, can be considered as a ‘reversed engineered’ hypothesis.   

Theme or Content Analysis  

Theme or content analysis is a form of thematic analysis, most commonly used in qualitative 

data analysis.  This is where the research analyst becomes familiar with the data, generates 

codes, searching for themes, and sorts codes into themes, reviewing the themes identified, 

and lastly, defining and naming themes, as described by Mortensen (2019).   
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The phases of Thematic Analyses as described by Braun and Clarke (2006, p. 35), are given 

below in table 3.2.  This table is taken directly from their paper, ‘Using thematic analysis in 

psychology’ (2006, p. 35).  

 

Phase Description of Process  

‘Familiarising yourself with your data’ 
Braun and Clarke (2006, p. 35) 

‘Transcribing data (if necessary), reading and 
rereading the data, noting down initial ideas.’ 
Braun and Clarke (2006, p. 35) 

‘Generating initial codes’ 
Braun and Clarke (2006, p. 35) 

‘Coding interesting features of the data in a 
systematic fashion across the entire data set, 
collating data relevant to each code.’ Braun and 
Clarke (2006, p. 35) 

‘Searching for themes’ 
Braun and Clarke (2006, p. 35) 

‘Collating codes into potential themes, 
gathering all data relevant to each potential 
theme.’ Braun and Clarke (2006, p. 35) 

‘Reviewing themes’ 
Braun and Clarke (2006, p. 35) 

‘Checking in the themes work in relation to the 
coded extracts (Level 1) and the entire data set 
(Level 2), generating a thematic ‘map’ of the 
analysis’. Braun and Clarke (2006, p. 35) 

‘Defining and naming themes’ 
Braun and Clarke (2006, p. 35) 

‘Ongoing analysis to refine the specifics of each 
theme, and the overall story the analysis tells; 
generating clear definitions and names for each 
theme.’ Braun and Clarke (2006, p. 35) 

‘Producing the report’ 
Braun and Clarke (2006, p. 35) 

‘The final opportunity for analysis. Selection of 
vivid, compelling extract examples, final 
analysis of selected extracts, relating back of 
the analysis to the research question and 
literature, producing a scholarly report of the 
analysis.’ Braun and Clarke (2006, p. 35) 

Table 3.2 Phases of Thematic Analysis, from Braun and Clarke, (2006, p. 35). 

Qualitative Data Advantages  

The advantages of qualitative data are multiple.  A trust rapport can be established between 

the researcher and the participant, in a one to one situation, due to the close proximity of 

both parties.  This allows participants to ask questions and receive an instant response.  Thus, 

enabling any misunderstandings or preconceptions by the participant to be uncovered and 

smoothed out, McLeod (2017). 

The researcher undertakes a principal role in the collection of qualitative data, and as such 

can keep the research on track and obtain the optimum data from the session.  It is also 

possible for the researcher to be able to reveal issues that can be overlooked.  McLeod (2017). 
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Qualitative Data Disadvantages  

The disadvantages of qualitative data are it can be very time consuming and labour intensive 

to carry out, an example being one to one interviews, where one researcher may need to 

spend a number of hours with one participant in order to elicit the required data.  

Secondly, the data, once collected, can be time consuming and costly to analyse, with the 

possibility of more than one analyst being involved in the analysis and checking of the data 

grouping etc.  As the researcher undertakes a principal role in the collection of qualitative 

data, it can be argued, this renders the replication of any study virtually impossible, see 

McLeod, (2017).    

Other forms of qualitative data collection, include, discourse analysis, observations, case 

studies and ethnography.   

Quantitative Methods 

Quantitative data can be collected via questionnaires and surveys.  These can take place 

either in labs, or be electronically mediated, see Lazar (2010), using email or via an online 

platform to collect the quantitative data.   Questionnaires can be constructed using a rating 

scale, an example being the Likert scale. An alternative being closed questions, offering the 

participant a choice of either a ‘yes’ or ‘no’ response. This type of research is usually 

conducted to identify if a theory/hypothesis is supported or not, see McLeod (2017).   

 Quantitative Data Disadvantages  

The limited response options restrict the participant to responding to predefined questions, 

with no room for an explanation or clarification of their response.  The results of the data 

analysed may only be as good as the analyst’s ability to analyse and interpret the raw data. 

Typically, a large sample size is required in order to attain a more reliable result, see McLeod 

(2017). 

Quantitative Data Advantages  

Any study conducted should be able to be replicated by other researchers in order to verify 

the findings. Statistical analysis is used to transform raw data into reliable information. With 

the advances of statistical software, data analysis has become more rapid and more reliable.  

This type of research is usually conducted to identify if a theory/hypothesis is supported or 

not, see McLeod (2017).     
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The thesis writer felt it was more suitable to employ a more bespoke methodology in order 

to achieve the following objectives:  

 
1. To design the first experiment, collect and analyse the data, using Hofstede’s original 

five dimensions.  This experiment is designed, using secondary research from an 

extensive literary review, as illustrated in Chapter 2.   

2. To design, test and analyse data for the second and third experiments with user 

interfaces designed from a cross cultural localisation perspective.   This is achieved by 

the findings from experiment one, incorporating Hofstede’s now six dimensions, (the 

sixth dimension being Indulgence vs Restraint), the de-construction of localised 

websites and a taxonomy of signs.   

The research methodology used in this research, comprises of an extensive literature review, 

localised website deconstruction, leading to a semiotic taxonomy of signs. The design of a 

number of culturally informed, suitably designed prototype user interfaces, two tailored 

surveys with a third online survey and card sort combined.  The card sort comprises two card 

sorting exercises.  Please see Figure 3.1 below for the task identification and workflow 

sequence, containing the novel Cross Cultural Semiotic Framework (CCSF), is shown in Figure 

3.2 below.  

 The Cross Cultural Semiotic Framework (CCSF), diagram in 3.2, is crossed referenced to the 

methodology diagram in 3.1, showing how the framework is contained within the 

methodology.  The Cross Cultural Semiotic Framework (CCSF), is described in more detail in 

Chapter 8.   Consequently, this novel framework is not the result of the methodology but is 

applied to and validated through the methodology.   
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 Methodology Diagram  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Key: (Decimal number) = corresponding numerical value from Framework Figure  

Bold Text = Elements gone into The Cross Cultural Semiotic Framework (CCSF) 

Figure 3.1 Methodology   

iv. Extensive Literature Review, 

including HCI application of 

Hofstede’s dimension (4) 

i. Review of extant literature of 
Cultural Models for: 

 Hall (1976).  

 Nisbett (2003).  

 Trompenarrs & 
Hampden-Turner (2012).  

 Hofstede (2010) (2)(3)(4) 

   

ii. Review of extant 
literature of Semiotics for:  

 Peirce (1960) (6) 

 Saussure (1976.)  

 Morris (1946).  

 Eco (1976).  

 Anderson (1997). 

 Stamper (1973).    

   

iii. Review of extant 
literature of Card Sorting 

for:  

 Kelly (1955). 

 Open Card Sorts. 

 Closed Card Sorts. 

 Hybrid Card Sorts. 

vi. Deconstruction of 

E-portal surface level 

iconography 

/attractors (5) 

viii. Experiment 

Two – User study 

two   

xii. Experiment 

Three – Cards 

sorts and Survey  

 

v. Experiment 

One – User study 

one  

vii. Design (of twelve sets) of search 

engine user interfaces (7) 

iv. Update design (of twelve sets) of 

search engine user interfaces (9) 

xi. Minor Literature 

review of usability 

methodologies & 

card sort techniques 

(8) 

 xiii. Twelve sets of 

culturally tailored search 

engine user interfaces (11) 

x. Construct web based (twelve sets 

of) search engine user interfaces 

(10) 
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 The Cross Cultural Semiotic Framework (CCSF) Diagram  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Key: (Roman Numeral) = corresponding numerical value from Methodology Figure 3.1   
 
Figure 3.2 Cross Referenced Cross Cultural Semiotic Framework (CCSF)  
 

 

5. Deconstruction of E-

portal surface level 

iconography for relevant 

cultures (vi) 

8. User test - with 

usability and card 

sort techniques (xi) 

10. User test - implemented 

search engine user interfaces 

prototypes with usability and 

cards sort techniques (xi) 

6. Select semiotic attractors required for 

localisation of search engine user interface (ii) (vi) 

2. Identify cultural/country index scores 

from Hofstede’s Six Dimensions (i) 

4. Look up High and Low Design Features 

described in: (i) (iv) 

 Power Distance - Table 6.1 

 Individualism - Table 6.4    

 Masculinity - Table 6.7 

 Uncertainty Avoidance - Table 6.10 

 Long Term Time Orientation - Table 6.13  

 Indulgence - Table 6.16 

7. Design prototype search engine user interfaces (vii) 

3. Identify if cultural/country index scores from 

Hofstede’s Six Dimensions is high or low (i) 

1. Identify 

cultural/country web 

search user interface 

to be localised  

11. Culturally tailored 

search engine user 

interface(s) (xiii) 

9. Construct and update web based prototype 

search engine user interfaces (iv) (x)  
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The research methods and analysis methods employed herein are discussed further in this 

chapter. 

Different kinds of data collection have been carried out. Therefore, an ideal mix of 

quantitative and qualitative methods have been used, in order to create this conceptual  

framework.   The data collected has been analysed using various techniques, including 

quantitative and qualiatative data analysis.   

The extensive literature review conducted on Hofstede’s six dimensions has been used in 

conjunction with the localised website deconstruction and a semiotic taxonomy of signs, in 

order to create twelve sets of user interfaces.  Comprising of two sets being created for each 

dimension.  Consisting of one set for each extreme of dimension, that is one for the high end 

and one for the low end.    Please see Figure 3.3 below for an example of Hofstede’s Power 

Distance dimension.    

 

Hofstede’s Power Distance Dimension  

 

 

 

  

Figure 3.3 Power Distance Set Example   

Each user interface set comprises a home page and two to three search results pages. Each 

user interface set has been allocated a unique consecutive number, ranging from number one 

to number twelve. These numbers correspond to ‘User Interface Design 1’, this being user 

interface set one, ‘User Interface Design 2’, this being user interface set two and so on.    

The user interface design features of Hofstede’s six dimensions, having been identified 

through an extensive literature review. These features and attributes are illustrated in 

Chapter 6, experiment two.   

High Power Distance 

User interface Design 1 

Low Power Distance 

User interface Design 2 
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Additionally, there is a table showing how each particular design feature, for each of 

Hofstede’s dimensions, has been implemented for each user interface set.  This is also 

detailed in Chapter 6 experiment two.  

 Experiment One - User Study One 

This experiment has been carried out in order to provide an answer to Research Question 1 

(RQ1), as described in Chapter 1.  It is designed to investigate Geert Hofstede’s cultural 

dimensions in relation to search engines, by applying Hofstede’s cross cultural theory to 

understand users’ preferences on interactive information retrieval platform design.  Also, to 

establish if Hofstede’s dimensions can be used as a basis for distinguishing user sub-groups 

for a search engine user interface, from a cross cultural perspective.   

User study one takes the form of a questionnaire, with three sections and consists of 14 

questions with sub questions.    

The first section collects general background data of the participant, and includes, gender, 

age range, country of origin, culture most identified with, occupation, highest education level, 

first language and other languages spoken. The subsequent four questions and sub questions 

ask the participant, if they currently live in the UK, if they use Google in the UK, if so, what 

localisation of Google they use and if they have a particular reason for using a countries 

localisation. There are a mix of open and closed questions in section one.  

Section two follows on by asking the participant if they use any other search engines in the 

UK and if so, what are they, and why they use them.  These are mainly open questions. 

However, this section also collects data on the participant’s current country of residence, 

these are closed questions.    

Section three of the questionnaire, seeks to ascertain if the six hypotheses shown in Chapter 

4 Experiment one, developed from Hofstede’s (then used) five dimensions and one relating 

to Rotter’s locus of control (LC), as identified in Rotter (1966), are supported by the data 

gathered.     

The question relating to Rotter’s locus of control, and to Hofstede’s dimensions, takes the 

form of a multiple choice closed question with five predefined answers, using the Likert scale.  

This is described in more detail in Chapter 4 experiment one.      
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For this user study one, the questionnaire was originally created in a paper based format. 

However, this proved time consuming for both the participant and the researcher to carry 

out. Consequently, an online form of the survey, has been created by the use of an online 

survey tool1.  This online form is an exact replica of the paper version, and as such, for ease 

of data analysis, the returned paper based questionnaires have been added to the on-line 

version.   

 Experiment Two - User Study Two  

This experiment two has been carried out in order to provide an answer to Research Question 

2 (RQ2), Research Goal 2.1 (RG2.1), as given in Chapter 1; can search engine user interface 

design be informed by Hofstede’s dimensions?   

This experiment two, has been designed to test the suitability of Hofstede’s cultural 

dimensions to develop a collection of twelve search engine home pages, and subsequent 

results and filter user interfaces.  The twelve user interface sets comprise two sets per 

dimension. Each dimension consists of user interface designs for both the high and low ends 

for each particular dimension. This has been repeated for all six dimensions, (making twelve 

sets in all), together with subsequent result(s) pages.  This user study two also takes the form 

of an online survey, and as with user study one, has been created with the use of an online 

survey tool. 

However, this survey is much larger, and consists of three sections with a total of 38 questions 

with sub questions.   

3.9.1 Survey Two - Section One 

Section one consists of collecting general background information about each participant, and 

comprises closed questions relating to gender, age, occupation, and culture most identified 

with. Additionally, there are several questions relating to language(s) spoken and place of 

residence. This section one for survey two, contains a mix of open and closed questions.  This 

is described in more detail in Chapter 6 experiment two.  

3.9.2 Survey Two - Section Two  

This is the largest section of the survey and is where the participant is first exposed to the 

twelve sets of prototype user interfaces: comprising of two sets of user interfaces for each 

                                                           
1 Available at: https://www.onlinesurveys.ac.uk 
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one of the Hofstede’s six dimensions, making twelve sets in total.   These sets are sequentially 

numbered from set one to set twelve.  This section two of the survey is broken down in to 

three sub parts. Namely, Part A, Part B and Part C. These three sub parts are described in 

more detail below.   

3.9.2.1 Survey Two – Section Two Part A  

In this part A, the participants are told the search scenario, which is, “You have graduated 

from college and would like to go to University.  You have chosen the University of 

Bedfordshire and would like to get an idea of the town where you will be living for the next 

three years. You have searched for ‘Student Accommodation Luton’. The results of your 

search are shown on the result pages”.  

This part is constructed with one question with up to five sub questions, depending upon the 

users’ response.   This question and sub questions consist mostly of closed questions, however 

there is one open question, if the participant selects ‘Other’ for sub question b.  The same 

question and sub questions have been asked for each of the twelve sets of user interface sets. 

3.9.2.2 Survey Two – Section Two Part B  

Part B of section two, uses six hypotheses shown in Chapter 6 Experiment two, developed 

from Hofstede’s dimensions, one relating to each of his six dimensions, and asks participants 

to select their preferences from the twelve prototype user interfaces, designed using the 

design features shown in Chapter 6 experiment two.  

The search user interfaces are displayed in pairs for each of the six dimensions, with one user 

interface being the low end design, and the other user interface being the high end design for 

all six dimensions.  That is two user interfaces per dimension, making twelve in total.  In this 

case, the user can only select one from each pair, as the responses are mutually exclusive. 

These are all closed questions with predefined answers.    

3.9.2.3 Survey Two – Section Two Part C  

In part C of section two, the same six hypotheses as part B, are used; these are also illustrated 

in Chapter 6 Experiment two. This is where the survey participants are asked to choose their 

top three preferences from all twelve sets of user interfaces, search results, and filter pages, 

as displayed in Chapter 6 experiment two.  This question allows the user to select both low 

and high-end user interfaces from the same set. This takes the form of a closed question, with 

a choice of selecting three answers from a possible twelve.  
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3.9.3 Survey Two - Section Three  

Lastly, this section consists of the current Hofstede’s Value Survey Module (VSM) 2013 

Questionnaire, Hofstede (2013, p. 1-4). Previous versions of this survey, VSM 82, VSM 94, and 

VSM 08 have been used by Hofstede and latterly, Michael Minkov.  

Hofstede used this current VSM 2013, questionnaire Hofstede (2013, p. 1-4), to measure his 

six dimensions using a formula calculation, allowing the index scores to be calculated. These 

formulas are provided in the Values Survey Module 2013 Manual, given in Hofstede and 

Minkov (2013, p. 6-10).   

The Hofstede’s Values Survey Module (VSM) 2013 Questionnaire can be found in Hofstede 

(2013, p. 1-4). 

A copy of the whole questionnaire used in this experiment two, can be found in Appendix A   

 Experiment Three  
This experiment has been carried out to provide an answer to Research Question 2, (RQ2), 

and Research Goal 2.2 (RG2.2), as described in Chapter one. It has been designed to 

investigate user’s views on the updated surface level signs embedded within the search 

engine user interfaces.  

3.10.1 Survey and Card Sorting Exercises. 

As shown in figure 3.1 the results and participant comments from experiment two have been 

incorporated into the updated designs of the twelve prototype user interfaces sets. These 

sets of prototype user interfaces have been implemented, thus creating twelve prototype 

web based sets.  The implementation has been achieved using Adobe Dreamweaver and 

Fireworks in CS6 software suite.  The twelve web based interfaces sets are hosted using 

XAMPP, an open source, cross platform web server package, that is freely distributed by 

Apache Friends (2019), and is available from their website. The images used are from Pixabay2 

and are copyright free.  

Initial web based prototype user interfaces are implemented by Changa Ranatunga, a 

graduate development student, under the direction of the author. These web based 

prototype user interfaces are subsequently edited and updated by the author to match the 

requirements of the experiment.  

                                                           
2 Available at: https://pixabay.com/   
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These user interface sets have been screen captured and the images used in experiment 

three, are shown in Appendix C.  

A number of online card sorting platforms have been identified, ranging from free versions to 

subscription versions. Examples being, Optimal Sort (2019), User zoom (2019), Proven by 

Users (2019) and UsabiliTest (2019).  At the time of the initial experimental protocol set-up 

for the card sorts, most card sorting platforms did not facilitate the use of images, and those 

that did, were restricted to image sizes 200px by 200px.   However, recent research carried 

out in this study, confirms image card sorts are now available via UsabiliTest, albeit with a 

subscription charge. 

Consequently, as a result of the initial research carried out into card sort platforms, a more 

utilitarian survey software platform has been implemented to conduct the card sorting 

exercises.   As with experiment one and experiment two, the platform employed takes the 

form of an online survey3.  

This survey platform allows for the use of images, and has been manipulated to conduct card 

sorting exercises for section two, and section three, part B. 

This survey is broken down into three sections. Section one, section two and section three. 

With section three being further broken down into two sub parts, part A and part B.  These 

sections are described in more detail below.  

3.10.2 Experiment Three - Section One 

The section comprises a survey with potentially fifteen questions.  The actual number is 

dependent upon participant responses.  These questions are designed to collect general 

background information about the participant and consist of closed questions, relating to 

gender, age, occupation, nationality and culture most identified with. Additionally, there are 

several questions relating to language(s) spoken and place of residence. This contains an 

appropriate mixture of both open and closed questions.     

3.10.3 Experiment Three - Section Two 

This section has been constructed using closed card sorts.  Participants have been given a set 

of eleven questions.  Each question contains a pair of answers options per question. These 

                                                           
3 Survey platform available at:  http://onlinesurveys.ac.uk 
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questions have predefined answers, and the participant is requested to select which response 

they feel is the most appropriate, as shown in table 3.2, Card Sort Predefined Categories.  

The participants are asked the following eleven questions for each set of user interfaces.   

‘Looking at the above user interfaces for set n, could you indicate which words or phrases you 

feel would best describe them please’.  The phrases and category names are based upon the 

interpretations of Hofstede’s six dimensions by Marcus and Gould (2002), Burgmann et al. 

(2006), Nahai (2013b), Nahai (2013d), Sinha (2014) and Hofstede (2011).  

Question Number Dimension(s)  Answer Option A Answer Option B  

12 Power Distance Focus on Leaders Focus on Citizens 

13 Power Distance Focus on Authority 
and Expertise 

Less Focus on 
Authority and 
Expertise 

14 Individualism Novel (new) or 
Unique 

More Traditional 
 

15 Individualism and 
Uncertainty 
Avoidance 

Uncluttered Design 

 

Cluttered Design 

 

16 Masculinity Aesthetically 
pleasing to the eye 
(pleasing to look at) 

Not so aesthetically 
pleasing to the eye 
(not so pleasing to 
look at) 

17 Masculinity and 
Individualism 

Focus on Individual 
People or Things 

Focus on Groups of 
People or Things 

18 Masculinity and 
Individualism 

Emphasis on 
Competitiveness    

Emphasis on 
Cooperation 

19 Masculinity Toughness and 
Assertiveness is 
Valued 

Tenderness and 
Kindness is Valued 
 

20 Uncertainty 
Avoidance 

Simple Design Complex Design 

21 Long term time 
orientation and 
Indulgence 

Thrift (careful 
management of 
money) and Saving 
is Valued 

Serving (helping) 
Others and Social 
Spending is Valued 

22 Long term time 
orientation 

Focus on Education, 
Working Hard and 
Perseverance 

Focus on Quick 
Achievement of 
Goals and Outcomes 

Table 3.2 Card Sort Predefined Categories  
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3.10.4 Experiment Three - Section Three 

This section three, of experiment three, is broken down into two parts, namely part A and 

part B  

3.10.4.1 Experiment Section Three - Part A 

Part A asks participants to select their preferences from the twelve prototype web based user 

interfaces, designed using the design features as described in Chapter two.  However, certain 

user interface design elements have been implemented from that of experiment two.  These 

have been as a direct result of the previous experiment two, Part A of Section Two, where 

participant comments have been analysed.      

The results from survey part C of section two, for experiment 2, indicated a general dislike of 

interface set 6, and set 8, as these did not appear in any of the participants consolidated top 

three preferences, regardless of their cultural background. As such, particular attention has 

been paid to the updating of these two user interfaces sets prior to the inception of this third 

experiment, as shown above in figure 3.1.      

The web based search user interfaces are paired for each of the six dimensions, with one user 

interface being the low end design, and the other user interface being the high end design for 

all six dimensions. That is, two user interfaces per dimension, making twelve in total.  In this 

part A question of section three, the participant can only select one from each pair, as the 

responses for each pair are mutually exclusive.   

3.10.4.2 Experiment Section Three - Part B  

This final part B also takes the form of card sorting.  This is a closed card sort, where   

participants are asked to card sort their twelve prototype web based user interface sets into 

their order of preference. This is achieved by the participant ranking them in preferential 

order, from their first choice to their last choice, for each of the twelve updated sets of user 

interfaces, as shown in Chapter 7 experiment three.  

  Deconstruction of e-portal iconography  

This deconstruction of e-portal iconography, which feeds into the design and development of 

the twelve user interfaces sets, as shown in figure 3.1, takes the form of a cross cultural 

analytic approach.  Twelve localised fast-food websites have been examined; these consist of 

KFC and McDonalds.  These particular companies have been selected due to size of the 
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organisation and the diversity of their localised websites. Ten websites for KFC and two 

websites for McDonald’s have been deconstructed, making twelve in total.     

For KFC, the countries websites analysed are the UK, Greece, India, Pakistan, Russia, Malaysia, 

Germany, China, Romania, and Poland, making ten in number.  For McDonald’s, the countries 

websites analysed are the UK and China which have been identified for deconstruction, as 

these two countries sites showed a striking difference upon initial inspection.   

The evaluation document completed for each website deconstruction, has the title ‘Cross 

Cultural Analytic Paradigm’, and has been adapted from the ‘Cross Cultural Heuristic 

Evaluation Instrument’, produced by French (2001).  The following eight criteria are examined 

in this web portal deconstruction: Metaphor, Language, Branding, Attractors, Colour, 

Aesthetic Appeal, Navigation and Cross Cultural Formatting.   All twelve web portal 

deconstructions are presented in the Appendix. 

The findings from the above deconstructions of surface level iconography have been fed into 

the design of the twelve user interface sets for experiment two, as shown in figure 3.1, 

together with a sign taxonomy based upon Pierces’ semiotic triangle, as shown below in figure 

3.4.  The signs used in the design of the user interface sets, for experiment two and 

experiment three, have been classified as either an icon, index or symbol.    

This sign taxonomy together with the changes implemented to the user interface sets for 

experiment three, (from the results of experiment two), are shown in Chapter 7 experiment 

three. 

Peirce’s semiotic triangle has a number of versions as described by Chandler (2007); this 

particular version is taken from the work of Mingers and Willcocks (2017, p. 31).  

 

 

 

 

 



 
 

61 
 

3.11.1 Peirce’s Semiotic Triangle 

 

 

 

 

  

 

 

 

 

 

 

 

Figure 3.4 Peirce’s Semiotic Triangle - Mingers and Willcocks (201, p. 31). 

 Analysis Methods Used  
Both qualitative and quantitative analysis methods have been used on the data collected from 

all three of the experiments conducted.  The qualitative data collected from all three 

experiments has been analysed using standard statistic software package, Microsoft Excel.  

For the qualitative data gathered theme analysis has been used.  

3.12.1 Analysis of Experiment One  

Experiment one consists of three sections and is analysed as follows:  

For sections one and two of experiment one, the closed questions relating to, for example: 

gender, age range, country of origin, occupation, highest level of education and current 

country of residence, all generate quantitative data. As such, is has been analysed using 

standard statistical software and presented by way of text, figures, and charts.     

The additional questions for both sections one and two, relating to, if they currently live in 

the UK, if they use Google in the UK, if so, what localisation of Google they use and if they 

The Sign  

Representamen 

Icon, Index, Symbol 

Object 

‘Immediate object, as 

represented within the sign’. 

‘Dynamic object, as implied 

by or generating the sign’.  

Interpretant 

‘Immediate interpretant – direct 

meaning of the sign’. 

‘Dynamic interpretant – the effect 

of the meaning on an interpreter’.  

‘Final interpretant – the eventual 

effect after unlimited semiosis’.  



 
 

62 
 

have a particular reason for using a countries localisation? If they use any other search 

engines in the UK and if so, what are they, and why they use them? These are all open 

questions and are analysed using theme analysis.    

A set of hypotheses for experiment one, section three, has been developed using Hofstede’s 

(then) five dimensions, with an additional question added that relates to Rotter’s locus of 

control (LC), as identified in Rotter (1966). This question takes the form of a multiple choice 

closed question with five predefined answers, using the Likert scale.  The participant is asked 

to select one of a possible five answers.  These comprise, ‘Strongly Disagree’, ‘Disagree’, 

‘Neither Disagree nor Agree’, ‘Agree’, ‘Strongly Agree’.  The data gathered from the question 

is measured and analysed using Microsoft Excel spreadsheet software.     

The cultures with three or more participants have been selected to be analysed, for this 

question, and comprised; British, Chinese, and Russian participants.  The results are then 

measured against Hofstede’s index scores and rankings, taken from Hofstede et al. (2010) and 

finally compared to the six hypotheses in order to establish if the hypotheses have been 

supported.  

3.12.2 Analysis Experiment Two   

Experiment two comprises three sections, with section two consisting of three subsections. 

This experiment is analysed as shown below:  

3.12.2.1 Survey Two - Section One  

Section one of experiment two, collects general background data from the participant. This 

comprises questions regarding gender, age, occupation, and culture most identified with. 

Additionally, there are several questions relating to language(s) spoken and place of 

residence.  These are closed questions and produce quantitative data analysed by the use of 

Microsoft Excel, standard statistic software package.   The findings are presented by the way 

of charts.    

3.12.2.2 Survey Two - Section Two  

Section two is the largest part of the survey in experiment two and is broken down into three 

parts. These consist of Part A, Part B and Part C.  
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Part A comprises one question with up to five sub questions, depending upon the users’ 

response.   The one question and sub questions consist mostly of closed questions, with one 

open question, if the participant selects the ‘Other’ option for the sub question b.     

The results of the closed questions are presented using quantitative bar charts automatically 

generated by the online survey platform. These charts show the number of participants and 

the percentage for each of the questions, and are displayed in Chapter 6, experiment two.  

The one open question, for the option ‘Other’, has been analysed using theme analysis.  These 

findings are also presented in Chapter 6, experiment two, however, the preliminary process 

stages are shown in Appendix D.  

A new set of hypotheses for experiment two, parts B and C have been created using all six 

Hofstede’s cultural dimensions.  There are six hypotheses in total, with one relating to each 

dimension.  For part B, the results from the findings from the data have been analysed using 

Microsoft Excel.  The data has been analysed according to the participant preference for each 

user interface set from a pair, then grouped into nationality.   These findings are then 

measured against Hofstede’s index scores and rankings tables, available from Hofstede et al. 

(2010) and lastly compared to the new six hypotheses, in order to ascertain if the hypotheses 

have been supported.  

In part C, of this section two, the same set of hypotheses as part B has been used.  The 

participants are asked to select their top three preferences from the twelve sets of user 

interfaces.  These preferences have been grouped according to applicable user interface 

dimension and grouped under nationally.  

These results have first been analysed using Microsoft Excel, and then ranked in order of 

preference by the use of a method known as Borda Count and is described in more detail in 

Chapter 6 Experiment two. This method allocates points to the order of preferences; in this 

case, the participant’s first preference was allocated three points, their second preference 

two points and their third preference one point.   Tables, showing the dimension, nationality, 

data count and Borda count have been produced for each dimension.  Finally, these results 

have been consolidated and compared to the same six hypotheses as part B, in order to 

ascertain if the hypotheses have been supported.    
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3.12.2.3 Survey Two – Section Three 

The last section of survey two is section three.  This section replicates Hofstede’s current 

Value Survey Module (VSM) 2013 Questionnaire, Hofstede (2013, p. 1-4). Hofstede uses this 

current VSM 2013, Questionnaire, Hofstede (2013, p. 1-4), to measure his six dimensions 

using a formula calculation, allowing the index scores to be calculated. The participant 

responses to this section VSM questionnaire, Hofstede (2013, p. 1-4), are analysed using 

Microsoft Excel standard statistical software.  The formulas are provided in Values Survey 

Module 2013 Manual, Hofstede and Minkov (2013, p. 6-10).   

First, the mean average is calculated from the participant’s responses from a particular 

country for each question.  Second, a different constant number is added to each of 

Hofstede’s formulas, this is calculated for each dimension, and is explained together with 

worked examples in Chapter 6 Experiment two.    These findings are displayed by the means 

of tables and charts, also shown in Chapter 6 experiment two.  

 Experiment Three  

3.13.1 Experiment Three - Section One 

These questions are designed to collect general background information about the participant 

and consist of closed questions, relating to gender, age, occupation, nationality and culture 

most identified with. The several additional questions relating to language(s) spoken and 

place of residence are open questions, to self-Identify. The closed questions have been 

analysed using quantitative data analysis. Some of the open question responses have been 

very lightly ‘data cleaned’, an example being, where all upper case characters have been used, 

these are changed to sentence case. This is carried out in order to be able to analyse the 

results.  All results from section one are displayed using Microsoft charts with one expectation 

of a table generated by the online survey platform.       

3.13.2 Experiment Three - Section Two  

This section two of experiment three, takes the form of an online card sorting exercise, 

constructed using a closed card sort technique.    

Eleven questions have predefined answers, and the participant is requested to select which 

response they feel is the most appropriate; this is followed by two open card sort questions.  

These results for the first eleven questions are analysed using Microsoft Excel, with the open 

questions being analysed using theme analysis.   
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3.13.3 Experiment Three - Section Three 

Experiment three, section three is broken down into two parts, namely part A and part B. 

Part A comprises the updated twelve user interfaces sets and asks the participants to pick one 

from each pair, with six pairs in total. The results from this section generate quantitative data, 

analysed using Microsoft Excel standard statistical software, and displayed in figures and 

tables in Chapter 7 experiment three.    

Part B, also takes the form of a card sorting exercise and uses the twelve sets of updated user 

interfaces.  The participants are asked to rank twelve of them in their order of preference. 

The quantitative data gathered from this exercise is analysed using Microsoft Excel. The top 

placed user interface set for each nationality is shown in the form of a chart. The other 

rankings are weighted using Borda count and displayed in Chapter 7 experiment three.     

 Summary  

The first experiment is conducted to establish if Hofstede’s dimensions can be used to group 

users, to answer RQ1.  The second and third experiments are carried out to establish if search 

engine user interface design can be informed by Hofstede’s dimensions to answer RQ2. This 

is broken down into two parts, namely research goal 2.1, and research goal 2.2, as described 

in Chapter 1.  

The questionnaires and more mature analytic and proof of concept investigative and 

explorative studies documented herein, serve to validate, hence, to explicate the novel 

conceptual framework, coined as the Cross Cultural Semiotic Framework (CCSF).  
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 Chapter 4 - Experiment One 
This experiment has been conducted in order to provide an answer to Research Question 1 

(RQ1), as given in Chapter 1. It has been designed to investigate Geert Hofstede’s cultural 

dimensions in relation to search engines, by applying Hofstede’s cross-cultural theory to 

understand users’ preferences on interactive information retrieval platform design. Also, to 

establish if Hofstede’s dimensions can be used as a basis for distinguishing user sub groups 

using a search engine user interface, from a cross cultural perspective.   

As noted in Chessum et al. (2014), this first experiment examines if user sub groups can be 

grouped by using Hofstede’s five cultural dimensions.  There have been other methods used 

for user grouping, an example being Liu et al. (2010), Applied Information Foraging Theory, in 

order to identify user types, and Riegelsberger and Sasse (2002), as relationship seeking and 

function seeking.  However, this experiment aims to group users based on their cultural 

background, with the purpose of offering a more enhanced user experience for information 

retrieval.   

Though a large amount of research has been conducted on cross cultural web site localisation, 

for example, work carried out by Smith et al. (2004), Singh et al. (2005), Luna et al. (2002), 

Jagne (2004), with translation by, Sandrini (2005) and cross language evaluation from Pasi 

(2010); there seems to be limited research carried out on cross cultural Information Retrieval 

(IR).  This experiment looks at exploring other aspects of cultural elements for Human 

Computing Information Retrieval (HCIR). However, although recognised, this does not include 

the language element.  This experiment examines if users can be grouped by culture and if 

so, how to apply this, via cross-cultural website localisation design to interactive IR platforms, 

so as to offer more culturally appealing aspects to search user interfaces, to deliver a better 

user experience.  

Similarly, to cross culture information retrieval, little research has been carried out into how 

culture influences search behaviour. Although, research by Taksa and Flomenbaum (2009), 

has applied Hofstede’s five cultural dimensions and joined them with Unified Theory of 

Acceptance and Use of Technology (UTAUT), presented by Venkatesh et al. (2003), in order 

to create a new research model.  
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Taksa’s research model examines how cultural background affects a user’s behaviour.  This 

paper by Taksa and Flomenbaum (2009), is the motivation to conduct this study and apply 

the same five dimensions, see Hofstede et al. (1991), as Taksa and Flomenbaum (2009) did. 

However, without using Unified Theory of Acceptance and Use of Technology (UTAUT), in 

order to ascertain if these five dimensions can be used to model cultural differences 

pertaining to information retrieval.  

As discussed in Chapter two, there are many ways of defining culture. For the purposes of 

this first experiment, Geert Hofstede’s definition is used:  

‘the collective programming of the mind which distinguishes the members of one 
group or category of people from another’. Hofstede (1991, p.  5).  

Hofstede (1991) observes culture as mental programming that can be thought of as patterns 

of thinking, feeling and actions based upon what we have learned throughout our lifetime.   

Geert Hofstede, carried out in depth ‘interviews with hundreds of IBM employees in 53 

countries’ as noted by Marcus and Gould (2000, p. 35). With standard statistical analysis of 

reasonably large data sets, Hofstede (1991), was able to recognise patterns of similarities and 

differences from the responses given in the interviews.    

Some of the criticism levelled at Hofstede’s research, is from McSweeney (2002), where he 

suggests that surveys are not the most suitable way to examine culture, and likewise, nations 

are not the best units to study cultural differences.  McSweeny (2002), also criticises Hofstede 

for applying the results of employees from one company to their whole nation. McSweeny 

(2002), also goes on to say five dimensions are insufficient to define cultural aspects.         

However, this study is based on Hofstede’s claim that for each country there is a prevailing 

culture, and his subsequent dimensions identified together with the index and ranking for 

each country. These results are indexed and ranked in tables, subsequently updated in 2010, 

with additional countries and a sixth dimension added, Hofstede et al. (2010). However, for 

the purpose of this experiment, in order to match that of Taksa and Flomenbaum (2009), only 

the first five dimensions have been used.    

These dimensions are briefly described below, together with examples.  
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The details and results for this experiment have been published in paper “Applying Cross-

cultural theory to understand users’ preferences on interactive information retrieval 

platform design” Chessum et al. (2014).  

 Hofstede Dimensions for Search Engines  

Aaron Marcus (2002), a specialist user interface designer, conducted a number of studies of 

Geert Hofstede’s work. Aaron Marcus’s observations are also used as a basis for the 

subsequent definitions of the five dimensions used in this study. The five dimensions as 

described in more detail in Chapter 2 are as follows: 

Power Distance (PD), Individualism vs. Collectivism (IDV), Masculinity vs. Femininity (MAS), 

Uncertainty Avoidance (UA) and Long term Time Orientation (LTO). 

This section presents Hofstede’s five dimensions in more detail and illustrates each dimension 

in a search engine context. 

Power Distance (PD) 

Power Distance (PD) is the amount of unequal power within a culture that members of that 

culture are willing to accept or expect, Marcus and Gould (2000).  This could be reflected in 

the design of web site user interfaces in the following ways. 

A high Power Distance countries website may have a taller and deeper navigation system, 

with preferences for images of buildings, official seals, or leaders, see Marcus and West Gould 

(2000).  An example of a high PD country is Malaysia, being ranked joint highest in Hofstede 

et al. (2010), index of countries. 

High Power Distance cultures show a preference for highly structured search engine results, 

see Jens Riegelsberger and Sasse (2002).    These results being ordered, or grouped by   theme 

or topic, under one URL link, as opposed to the usual sequential order of search results, more 

levels of navigation, but with less selections per level.    

High Power Distance countries also have a tendency as described by Taksa and Muro 

Flomenbaum (2009) to be guided by the directions given by people who they perceive to be 

authority figures. Consequently, members of high Power Distance countries may have a 

preference for a system that ranks search engine results by experts.  On the contrary, a less 
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structured, more informal method to access information would be favoured by members of 

a low Power Distance countries, see Marcus and West Gould (2000).   

Individualism vs. Collectivism (IDV) 

High Individualism (IDV) is where the individual is expected to only take care of ‘one’s self or 

immediate family’ Marcus and Gould (2000, p. 37), the individual is not expected to take care 

of anyone else. This is contrary to a collectivist or low Individualism culture where members 

are expected to care for their extended families and other members too, see Marcus and 

Gould (2000).  

Hofstede’s Individualism dimension has parallels to that of Rotter’s locus of control (LC) Rotter 

(1966). This is where an individual feels ‘events are the result of their own actions (internal 

locus) or the effect of the external environment and powerful others (external locus)’, Smith, 

French et al. (2004, p. 68), in relation to information seeking, the ‘internal locus’ is related to 

Individualism and the ‘external locus’ is related to Collectivism or low Individualism.  

Users who are considered to be ‘Internal locus’, could consider their actions related to search 

have a direct bearing on their search results. While a user who is considered to be “external 

locus”, potentially feels the search results have only a loose link to their search actions.  

The USA and Great Britain are recognised by Hofstede et al. (2020), as being high 

Individualism (IDV) countries and ranked according in first and third places respectively.  

This is discussed by Taksa and Flomenbaum (2009), who suggest, users in a high Individualism 

culture, would tend not to be influenced by the views others hold regarding search engines, 

while users from collectivism cultures or low Individualism cultures, would be ‘more aware 

and more influenced’, as noted by Taksa and Flomenbaum (2009), of the views of others 

members regarding search engines.  China would be an example of a country towards 

collectivism or low Individualism (IDV).  

Masculinity vs. Femininity (MAS) 

With this dimension, Hofstede refers to the more traditional gender roles rather than the 

physical gender itself. Masculine roles are traditionally considered to comprise; assertiveness, 

toughness and competition with masculine work objectives to incorporate ‘earnings, 

recognition, advancements and challenge’, as described by Marcus (2002). As noted by Taksa 
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and Flomenbaum (2009), members of a high masculinity culture would display preferences 

for quantitative information rather than qualitative information.     

High Masculinity cultures would be more interested in higher ranked search results that are 

task or goal oriented, Hofstede (1980), Hofstede (2001).  While low Masculinity cultures may 

show a preference for more qualitative information with a preference being shown for more 

visual aesthetics, as noted by Marcus and West Gould (2000). 

Uncertainty Avoidance (UA) 

The Uncertainty Avoidance dimension refers to what extent a culture is comfortable or 

uncomfortable with uncertainty or unknown situations, see Marcus and West Gould (2000).    

Members of high Uncertainty Avoidance countries are more likely to do multiple searches 

using multiple search engines in order to minimise their chances of getting incorrect material, 

see Taksa and Flomenbaum (2009).  High Uncertainty Avoidance cultures are more likely to 

have a preference for clear, concise and non-ambiguous search results. While low Uncertainty 

Avoidance countries, would be thought of as more confident to click on generally more 

ambiguous search engine result links. This has been adapted from Marcus and West Gould 

(2000).   

Long-term Time Orientation (LTO) 

This fifth dimension was later identified by Hofstede & Bond (1984).  A questionnaire was re-

designed to have a Chinese culture bias; this was called the Chinese Value Survey, (CVS). 

Hofstede and Bond went on to identify the Long-term Time Orientation (LTO) dimension, 

which is a Confucian philosophy, where members value long term gain over short-term gain, 

see Marcus and West Gould (2000).   

Users from high Long-term Time Orientation countries would be inclined to be more patient 

for search results and also be more willing to contemplate the lower ranked results, if by doing 

so, it would aid them to complete their tasks. However, with users from Short term time 

Orientation cultures, the opposite would be considered, where a preference would be shown 

for more expedient search results.  These users would only show an interest in results to 

complete the task in hand. Marcus (2002), Ford and Kotze (2005). 



 
 

71 
 

 Experimental Protocol  
This section looks at the illustration of the different dimensions in a search engine context, 

based on this user study. 

The main aim of this experiment one is to establish if cross cultural theory, namely Hofstede’s 

five cultural dimensions, can be used to classify user groups. This experiment comprises a user 

study in the form of an online questionnaire, to ascertain if Hofstede’s dimensions are 

appropriate for this purpose and would support the six hypotheses developed for this user 

study.            

The survey participants have been mainly recruited from the student and staff population of 

the University of Bedfordshire, England, students from Nantong University China, who are 

studying Computer Science and participants who are members of a local ‘Chinese School’. 

As mentioned above, the participants have been mostly selected from the diverse student 

and staff base of the University of Bedfordshire, England. The aim is to utilise participants 

from different cultural backgrounds, of which the University is well placed to provide, also, to 

obtain as many participants as possible, in the time available. As  

The participants include international postgraduate students, undergraduate students, 

academic staff, technical staff, and family members.     

Additional sources of Chinese participants being recruited from Nantong University China, a 

partner institute of the University of Bedfordshire, England, where a member of the academic 

staff was teaching at the time of this survey.   As well as members of a local ‘Chinese School’ 

recruited by the then director of studies for this research.  

A questionnaire, with three sections and consisting of 14 questions, with sub questions has 

been constructed.      

The first nine questions collect general background data of the participant and include, 

gender, age range, country of origin, culture most identified with, occupation, highest 

education level, first language and other languages spoken.  The following four questions and 

sub questions, ask the participant if they currently live in the UK, if they use Google in the UK, 

if so, what localisation of Google they use and if they have a particular reason for using a 

countries localisation. The questionnaire continues with section two, by asking the participant 
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if they use any other search engines in the UK and if so, what are they, and why they use 

them. There is a suitable mix of both closed and open questions applied in this section of the 

questionnaire.   

Finally, in section three, the participant is asked to respond to six questions, articulated in 

the form of a statement, as shown in the hypotheses table 4.1.  Each question relates to one 

of Hofstede’s (then) five dimensions, plus an additional question relating to Rotter’s locus of 

control (LC) as identified in Rotter (1966).  The questionnaire is shown in Appendix B. 

User Study - Cultural Dimensions, Hypotheses, and Questions, Chessum et al. (2014) 

Cultural Dimension  Hypothesis  Questionnaire Statement/Question  

Power Distance (PD)  H1. High power distance 

cultures prefer search results to 

be organised by groups or 

subject matters.  

Q1. I prefer search results that are 

reviewed, grouped and/or provided 

by official bodies.  

Individualism v 

Collectivism (IDV)  

H2. Individualism cultures 

would not take into account the 

views of others regarding 

search engine queries.  

Q2. I would use a search query to 

obtain a particular search result, if 

recommended to me by a friend.  

Masculinity v 

Femininity (MAS)  

H3. People from high 

masculinity cultures would 

show a preference for 

quantitative information as 

opposed to qualitative 

information.  

Q3. I prefer to see more fact than 

opinion in the highly ranked search 

results.  

Uncertainty Avoidance 

(UA)  

H4. High uncertainty avoidance 

cultures are more likely to have 

a preference for clear, concise 

and non-ambiguous search 

results.  

Q4. I only click on the search results 

if they are clear, unambiguous and 

strongly relate to the query.  

Long Term Time 

Orientation (LTO)  

H5. Long term time orientation 

countries would look through 

more search results pages than 

short term time orientation 

countries for relevant results.  

Q5. I am happy to look through 

several results pages to find more 

relevant search results.  

Individualism (IDV) and 

Locus of Control  

H6. Individualism countries feel 

their search actions have a 

direct bearing on their search 

results.  

Q6. I refine my queries because I feel 

my search query has a major effect 

on my search results.  

Table 4.1 Cultural Dimensions, Hypotheses, and Questions Chessum et al. (2014) 
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There are five options available to the participant, who is requested to select one answer for 

each statement/question. The options are, ‘Strongly Disagree’, ‘Disagree’, ‘Neither Disagree 

nor Agree’, ‘Agree’, or ‘Strongly Agree’.  The six statements/questions comprise five that are 

directly related to the five Hofstede dimensions used in this study. With the sixth 

statement/question being linked to Rotter’s locus of control (1966), and also has a partial link 

to Hofstede’s Individualism.   

The questionnaire was originally created in a paper based format, with 26 questionnaires 

being returned from the 30 copies distributed. Subsequently an online version of the 

questionnaire was also created and obtained a further 29 responses, making a total of 55 

participants.   For ease of analysis, the data from the 24 returned paper based questionnaires 

has been added to online data.   

The 55 participants for this survey are from a number of countries. Unfortunately, some 

countries had between one to two respondents, consequently, owing to the small sample 

size, these results have not been included in the results analysis.  

However, countries and cultures whose results have been analysed are China, Malaysia, Hong 

Kong, Russia and Great Britain (British), making a total of 40 participant’s results reported.  

China, Malaysia, and Hong Kong, are grouped together as Chinese culture. All countries index 

scores and ‘rank’ are taken from the updated work of Hofstede et al. (2010). 

4.2.1 Data Analysis  

The collected quantitative data has been analysed using standard statistical software and 

content and theme analysis to analyse the qualitative data. 

 Data Analysis Results 

The data for each of the six hypotheses is shown below. Results are shown in percentages, 

with the number of users shown in brackets. These results have been published in paper, 

‘Applying Cross-cultural theory to understand users’ preferences on interactive information 

retrieval platform design’, Chessum et al. (2014). 

Hypothesis 1 (H1) - Power Distance (PD) 

Great Britain is a low Power Distance country, this means a culture that supports the concept 

that inequalities in their society be kept to a minimum.  As such for Q1, the expected outcome 
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for the H1 for Great Britain is for users to disagree with Q1. This was not found to be the case 

and the hypothesis was not supported, with only 16 per cent (2) disagreeing with this 

question. Although, 42 per cent (5) neither disagreed nor agreed. 

China and Malaysia are considered to be high Power Distance countries, whereas Hong Kong 

falls in the mid to high range for Power Distance.  Users from a Chinese culture results leaned 

towards supporting H1, with 44 per cent (11) of users agreeing with Q1. 

Russia is also considered to be a high Power Distance country. The results support H1 with 67 

per cent (2) of Russian culture users agreeing with Q1. 

Hypothesis 2 (H2) - Individualism vs. Collectivism (IDV) 

In Q2, Great Britain is considered to be an Individualism country. However, the British results 

do not support H2. It was anticipated the British users would disagree with Q2 relating to H2, 

however, this is not the case.  

China, Malaysia and Hong Kong lay more between the central point and the collectivism end 

of this dimension, the Chinese culture results are more supportive of H2, with 40 per cent (10) 

of users agreeing and 40 per cent (10) neither disagreeing nor agreeing with Q2. 

Russia is considered to be more towards the collectivism end of the central point for this 

dimension, their results do support H2 however, and they are more what would be expected 

from a country that has tendencies towards collectivism, with 100 per cent (3) of users either 

agreeing or strongly agreeing with the statement. 

Hypothesis 3 (H3) - Masculinity vs. Femininity (MAS) 

For Q3, Great Britain is considered a high masculine country, consequently, it is expected the 

results would support the hypothesis of a preference for more quantitative rather than 

qualitative data, in highly ranked searched results. The British results for H3 hold true, with 

92 per cent (11) of users either strongly agreeing or agreeing Q3. 

China, Malaysia, and Hong Kong countries users have been grouped together under Chinese 

culture users. Both China and Malaysia are high Masculinity cultures. Hong Kong would also 

be considered to be a Masculinity culture albeit more towards the central point. The Chinese 
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user’s results appear to reflect this and support H3, with 48 per cent (12) of users either 

strongly agreeing or agreeing. 

Russia would be considered to be a low Masculinity country; however, the results did not 

support H3. 

Hypothesis 4 (H4) - Uncertainty Avoidance (UA) 

Great Britain, China, Malaysia, and Hong Kong are all considered to be low UA countries. It is 

expected the results show low UA countries would be more confident to click on more 

ambiguous SE result links. 

Q4, H4 for Chinese and British cultures would appear not to hold true, as both cultures have 

expressed their agreement with the question. With 52 per cent (13) of Chinese users either 

strongly agreeing or agreeing, and 83 per cent (10) of Great Britain users strongly agreeing or 

agreeing. 

Whereas Russia is viewed a high UA country, H4 was found to hold true for Russian culture 

users, with 100 per cent (3) of users either strongly agreeing or agreeing. 

Hypothesis 5 (H5) - Long-term Time Orientation (LTO) 

Long term time orientation cultures value virtuous behaviour, perseverance, and patience for 

achieving goals and results.  Whereas, Short term time orientation, (also known as low LTO) 

countries cultures value immediate results and the speedy accomplishment of goals. It would 

be expected that high LTO countries to be likely to agree with Q5 and low LTO countries to be 

inclined to disagree with Q5. 

Great Britain would be considered to be on the high side of the central point, leaning towards 

high LTO. Q5, H5 for Great Britain these results show, 58 per cent (7) of users either agree or 

strongly agree. However, 34 per cent (4) disagree with this statement and 8 per cent (1) 

neither disagree nor agree, these results although mixed, would lean towards supporting H5 

China and Hong Kong are considered to be high LTO countries with Malaysia towards the low 

LTO side of the central point. H5 would appear to hold true, with 52 per cent (13) agreeing or 

strongly agreeing, 24 per cent (6) neither disagreeing nor agreeing, and 24 per cent (6) 

disagreeing or strongly disagreeing. 
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Likewise, the results for Russia, considered to be a high LTO country, also found to hold true 

for H5, with 100 per cent (3) strongly agreeing or agreeing. 

Hypothesis 6 (H6) - Individualism (IDV) and Locus of Control (LC) 

Great Britain is considered a high Individualism country. It is expected results show a high IDV 

(internal locus) country to agree with Q6, “I refine my queries because I feel my search query 

has a major effect on my search results”, and a low IDV (external locus) country to disagree 

with it. 

The results for Q6 for Great Britain do support H6 with 92 per cent (11) either agreeing or 

strongly agreeing Q6. 

The Chinese culture countries, China, Malaysia and Hong Kong are positioned towards the 

collectivism end of this dimension. Chinese culture results do not support H6 either, with only 

12 per cent (3) strongly disagreeing. Russia is considered to be more towards the collectivism 

end of the central point for this dimension, their results do not hold true as 100 per cent (3) 

of users agreed or strongly agreed, with Q6.  

 Discussion 

Three cultures have been tested for each hypothesis; there are a possible eighteen outcomes, 

with three outcomes per hypothesis, i.e., one per culture tested.  

Mixed outcomes are reported, with results for some cultures being found to be true, and 

others found not to be true for each hypothesis. Although, eleven outcomes are found to be 

true from a possible eighteen.  Please see results below in table 4.2 

Hypothesis Dimension British Chinese Russian 

H1 Power Distance (PD)  Not Supported Supported Supported 

H2 Individualism v 
Collectivism (IDV)  

Not Supported Supported Supported 

H3 Masculinity v Femininity 
(MAS)  

Supported Supported Not Supported 

H4 Uncertainty Avoidance 
(UA)  

Not Supported Not Supported Supported 

H5 Long Term Time 
Orientation (LTO)  

Supported Supported Supported 

H6  Individualism (IDV) and 
Locus of Control (LC) 

Supported Not Supported Not Supported 

Table 4.2 Results of Hypothesis for Experiment 1  

Green Text = Supported  Red Text = Not Supported 
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In this study, fourteen from the twenty five Chinese participants currently live in the UK, and 

as such could have assimilated some British culture. Subsequently, their answers could be of 

a more British flavour.  The details and results for this experiment are taken from Chessum et 

al. (2014). 

User experience could be another reason, with differing participant occupations and age 

groups, the experience levels could be different.  An example being younger age groups have 

greater confidence in using technology and are more familiar with search engines and 

information retrieval.  As shown in figure 4.1, the highest groups of participant numbers are 

from the lower age ranges.  The details and results for this experiment are taken from 

Chessum et al. (2014). 

Occupation may also have an effect on the survey results, as the ‘student’ group contains the 

highest number of participants.  This is followed by the ‘Academic’, ‘IT Professionals’ and 

‘Professional Services’ (i.e., accountant, business consultants) groups. Thus, in this modern 

world and workplace, participants could be more familiar with information technology and 

information retrieval.    The details and results for this experiment are taken from Chessum 

et al. (2014). 

 

Figure 4.1 Age Range of Participants - Chessum et al. (2014) 
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Figure 4.2 Participant Occupations - Chessum et al. (2014) 

When the sample was examined, it was found to contain a somewhat even proportion of male 

and female participants with 45 per cent (18) female and 55 per cent (22) male. 

It has found 100 per cent (12) of users who identified as British use Google.co.uk. It would 

appear 67 per cent (2) of users who identified with Russian culture, did not use Google.co.uk 

whist in the UK, but another Google localisation. Whereas 100 per cent (14) of users 

identifying with a Chinese culture who live in the UK use Google.co.uk, and whilst in the UK, 

additional search engines were also identified as being used. 

When asked, 11 Chinese users said they did not currently live in the UK, however, 14 said they 

did currently live in the UK. The outcomes found a trend for all Chinese users, both UK and 

non-UK resident, to use www.baidu.com, also for Russian users to use www.yandex.ru or 

www.ya.ru when asked. The results would also seem to suggest, that Chinese users living in 

the UK tend to use alternative search engines to Google when searching for information 

relating to their home country or culture. One Chinese user said they use Yahoo! When asked 

why they said, “Better results for Hong Kong matter[s]”, a second Chinese user said they also 

use Baidu, the reason given was, “To get more information apart from google. Some cultural 

things such as Chinese food, new[s] and so on”. Another Chinese user also said Baidu the 
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reason given was, “For searching Chinese websites”. Speed, convenience, and ease of use 

were also given as reasons for using Baidu. 

It seems Russian users also tend to use a Russian search engine whilst in the UK, with one 

user saying, “I believe that Yandex searches over Runet (.ru) and/or in Russian better (though 

google has improved lately). Yandex has a built-in dedicated search for poems and I search 

for quotes from poems quite often”. Yandex being a major Russian search engine, was also 

given as a reason why it was used. 

It would seem British users also use additional search engines to google.co.uk, however these 

appear to be for more specific search results rather than for cultural results. One British user 

using bing.com and wolframalpha.com saying, “They occasionally give me more specific 

results”. Another British user using Yahoo! & Altavista when asked why, said, “Sometimes it 

is easier to get an answer from a specific search engine”. The web browser, Internet Explorer, 

defaulting to bing.com was also given by British users as a reason they used it. 

With the user study group comprising largely PhD students and staff from the School of 

Computer Science and Technology at the University of Bedfordshire, England, students from 

Nantong University China, studying Computer Science and members of a local ‘Chinese 

School’, there is a bias in respect of the occupations and the educational levels of the 

participants.  Many are students and academics, although there are several healthcare 

workers and participants from the professional services occupations. This study could possibly 

be considered as biased with regarding the participants age, with many being from the 

younger age ranges. A further bias could be the level of computer skills of the users in this 

study, as the participants from the School of Computer Science and Technology are very 

competent and confident in information technology skills.       
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 Chapter 5 - Deconstruction  

 Introduction 
The deconstruction, and subsequent analysis, of twelve user localised E-portal surface level 

iconography, has been carried out and seeks to extend Geert Hofstede’s conception of six 

cultural dimensions, and so offers a novel contribution to both the user experience and 

extant cross-cultural literature. 

Twelve localised fast food websites have been examined; these consist of KFC and 

McDonalds.  These particular companies have been selected due to the size of the 

organisation and the diversity of their localised websites. Ten websites for KFC and two 

websites for McDonald’s have been deconstructed, making twelve in total.     

For KFC, the countries websites analysed are, the UK, Greece, India, Pakistan, Russia, 

Malaysia, Germany, China, Romania, and Poland, making ten in number.  For McDonald’s, the 

countries websites analysed are the UK and China, which have been identified for 

deconstruction, as these two countries sites showed a striking difference upon initial 

inspection.   

The evaluation document used to complete each website deconstruction, is titled, ‘Cross 

Cultural Analytic Paradigm’, and has been adapted from the ‘Cross Cultural Heuristic 

Evaluation Instrument’, produced by French (2001).   

This document examines eight criteria of web portal deconstruction, namely, Metaphor, 

Language, Branding, Attractors, Colour, Aesthetic Appeal, Navigation and Cross Cultural 

Formatting. 

All twelve web portal deconstructions are presented in Appendices.  

The findings from the above deconstructions of surface level iconography, has been fed into 

the design of the twelve user interface sets for experiment two, as shown in figure 3.1, 

together with a sign taxonomy based upon Pierces’ semiotic triangle, as shown in figure 3.4.   

 Deconstructed Websites  
The chosen websites for deconstruction have far too much content to identify every facet of 

the surface level iconography. Below is an extract of the salient features.  The signs selected 
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have been identified and categorised as a symbol, icon, or index.  These categories are not 

mutually exclusive, and a sign can belong to any or all of them.   

5.2.1 Deconstruction of KFC UK  

 

KFC UK  Symbol Icon Index 

 Prominent Logo  Prominent Logo 

 Security features 
e.g., Login/password 

 Rotating Heading  

 Test used as links Social Media logos Social Media logos  

 Telephone numbers Apple store and 

Google play logos 

Apple store and 
Google play logos 

 Advertising slogans 
e.g. 
‘it’s finger lickin’ 
good’ and  
‘Bargain Bucket’ 

3 large images on 
home page 

3 large images on 
home page 

  Colonel Sanders’ 
likeness. Multiple 
times   

Video clips 
Prominent  
Under ‘jobs at KFC’ 
TV Advertisement. 

   Multiple 
photographs of food 
on many pages 

   Prominent  
Under ‘jobs at KFC’ 
TV Advertisement 
Prominent  
Under ‘jobs at KFC’ 

  Animated Chicken as 
‘page loading’ 

Animated Chicken as 
‘page loading’  

 Textual links used as 
top bar navigation 

Animated icons used 
as navigation for 
drop down menu 

Advertising slogans 
e.g., Catch phrases: 
‘it’s finger lickin’ 
good’ and  
‘Bargain Bucket’ 

Table 5.1 UK KFC 

KFC, (also known as Kentucky Fried Chicken), has been deconstructed using the ‘Cross Cultural 

Analytic Paradigm’ document.  This full deconstruction, together with screen captures of the 

website interfaces, are available in Appendix H. The UK website for KFC is typically product 
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centric. This is a common feature found in western E-portal sites.  As such, the site focuses on 

the product it is promoting, in this case fast food, and chicken in particular.  

The website design metaphor used is that of ‘Gallery’, this is where the images are used, 

similar to that of a gallery, and showcase the product.  This website is not overloaded with 

either index, icons, or images signs.  

5.2.2 Deconstruction of KFC China 
 

KFC China  Symbol Icon Index 

  ‘Gallery’ Metaphor  

  Prominent Logo  Photographs of 
famous people  

 Menu bar links Multiple KFC logos as 
icons  

Many TV 
advertisements 
(film) 

 Textual links above 
banner heading. 
Kung Fu Panda 
Image.  

Kung Fu Panda icon 
image 

Photographs of food 
and people enjoying 
food  

 Many cartoon 
images 

  

 Multiple colourful 
links  

  

 Chinese symbols    

   Photograph of fields 
and crops  

 Rotating textual links  Home page ‘Gallery’ 
metaphor design  

 

  

 

Kung foo panda, 
Basketball team, 
Childs’ toy airplane 
and many others 
cartoon images.  

 

 QR code   

Table 5.2 KFC China 

In contrast to the KFC site for the UK, the Chinese website is packed full of signs.  For a more 

comprehensive list and screen captures, please see Appendix I.  The site also uses a gallery 

metaphor design; however, the home page has number of graphical images, both 

photographs, cartoons, drawings and a combination of photographs and cartoons.   This site 
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iconography has a mixture of bright and bold colours and pastel shades.  Some may describe 

the user interface as cluttered; others may find it visually attractive.   

5.2.3 Deconstruction of KFC Germany 
 

KFC Germany  Symbol Icon Index 

 Logo, KFC letters, 
white text on red 
background  

Home page ‘Gallery’ 
metaphor design 

 

 27 textual links on 
bottom menu 

Social media icons   

  Apple store and 
Google play logos 

Apple store and 
Google play 
trademarks 

  Colonel Sanders’ 
likeness 

Photographs of food  

 Textual navigation 
links 

  

Table 5.3 KFC Germany  

As with the UK KFC website, the KFC site for Germany is also very product centric.  Displaying 

fewer but larger images of the product it is advertising, with no images of people on the home 

page.  See Appendix J. 

5.2.4 Deconstruction of KFC Greece  
 

KFC Greece  Symbol Icon Index 

 Five textual links for 
navigation  

Book metaphor  Photographs of food  

  KFC bucket logo  

  KFC Logo on food 
containers 

 

 Privacy statement  Likeness of Colonel 
Sanders  

 

   Several very small 
animations on their 
food information 
pages.  

Table 5.4 KFC Greece 

Hofstede’s index score for his dimension, Uncertainty Avoidance, is 100. This positions Greece 

as having the highest scores of all reported countries.  This user interface has a metaphor 
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similar to an open book, or leaflet.  This site is very simple and straight forward in design, with 

limited navigation options. This site is small by comparison to the other KFC countries 

websites.  This simple design, with limited options, would seem to reflect Hofstede’s 

Uncertainty Avoidance dimension.  To see the full deconstruction of this website, please see 

Appendix K. 

5.2.5 Deconstruction of KFC India  
 

KFC India  Symbol Icon Index 

 Welcome to KFC 
Land  

Logo as bucket icon, 
Likeness of Colonel 
Sanders  

Photographs of 
Colonel Sanders 

 Large textual links 
on images 
backgrounds  

Icon links to 
charities: 
Smile Foundation 
Response Net 
India Food Banking 
Network 

Photographs of 
people eating 
chicken 

  Small social media 
icons: 

 Instagram 

 Facebook 

 YouTube 
 

Photographs of 
chicken 

   Colonel Sanders 
signature 

   Cost of bucket and 
number of pieces of 
chicken as an 
advertisement   

Table 5.5 KFC India 

The KFC website for India also uses a gallery metaphor format.  However, the images on the 

welcome to KFC land are more person centric, showing photographs of customers enjoying 

their KFC products.   There is also a banner heading, displaying photographs of Colonel 

Sanders. There are photographs and images of the food product; however, this website, is 

not as product centric as western websites are.  Appendix L. 
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5.2.6 Deconstruction of KFC Pakistan  
 

KFC Pakistan  Symbol Icon Index 

 Small text links at 
bottom – underline 
on rollover   

KFC Logo Many photographs 

of food  

 Mitao Bhook  
(remove hunger) 
Charity Logo 

Mitao Bhook 
(remove hunger) 
Charity Logo  

Many photographs 
of meal deals  

  Cartoon drawing of 
burgers and drinks  

 

Table 5.6 KFC Pakistan 

This localised Pakistan KFC website has many photographs of KFC products, the promotions 

and the deals available.  There is a giving section to support a charity called Mitao Bhook, 

which means, ‘remove hunger’.  Although there are many images of products, unlike the 

localised Indian KFC website, there no images of people on the home page or product pages. 

For the full deconstruction see Appendix M. 

5.2.7 Deconstruction of KFC Poland 
 

KFC Poland  Symbol Icon Index 

 Logos for ‘Order by 
Phone’, ‘Security’ 
and ‘Account in KFC’    

‘Newsletter’ 
‘metaphor 

Photographs of 
fresh produce  

  Logo KFC Bucket icon  

 ‘Kubelek’ shown on 
KFC buckets symbols 

‘Kubelek’ shown on 
KFC buckets symbols 

 

  Security Padlock on 
URL bar 

 

 Textual Navigation 
links  

Social media icons  
Facebook 
YouTube  
 

Google play 
App Store 

   Photographs of food  

Table 5.7 KFC Poland 

This localised Polish KFC website uses a newsletter/information sheet metaphor, where one 

focal point is the freshness of the ingredients used in the products.  The other central theme 
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to this website is the straightforward delivery service available for ordering the food.  The full 

document with screen captures is available in Appendix N. 

5.2.8 Deconstruction of KFC Romania 
 

KFC Romania  

 

Symbol Icon Index 

 KFC Logo  ‘Gallery’ Metaphor Photographs of local 
people 'join us’ 

 Textual navigation 
links in menu bars 

 Film banner heading 
for ‘20 years’ 

  Social media icons: 
Facebook 
YouTube 
Instagram  

Food preparation 
page also film 
banner heading 

  Likeness of Colonel 
Sanders on food 
wrappers  

Many food 
photographs  

Table 5.8 KFC Romania  

Romania’s KFC website offers a gallery metaphor, with a hero banner heading advertising the 

product, and two other product related images on the home page.  The KFC logo is more 

prominent than some of the other websites.  This website appears limited at first inspection, 

however, when one navigates further into the site, it offers more than at first impression. This 

document together with screen captures is available in Appendix O. 

5.2.9 Deconstructions of KFC Russia 
 

KFC Russia  Symbol Icon Index 

 Textual KFC Logo of 
white text on a red 
background  

‘Restaurant Menu’ 
metaphor  

Numerous 
photographs of food  

  Colonel Sanders Icon 
logo 

 

 Email symbol KFC Rocket icon  Photographs of 
people on vacancies 
page 

 Prominent textual 
links  

 Film on vacancies 
page 

 Two links to Russian 
social media  

Two links to Russian 
social media 
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KFC Russia  Symbol Icon Index 

  Social Media icons: 
Facebook 
Instagram 
Twitter  
YouTube 
 

Google Play 
App Store 
 

 Textual link to the 
whole food menu  

 Photographs of the 
whole food menu  

Table 5.9 KFC Russia 

The KFC website for Russia offers a website for ordering food; the home page is essentially a 

food menu from which to select one’s meal, or meal deal. Other features are offered within 

this website, examples of which are, social media links, and career opportunities.  However, 

this site is clear about its function of selling its products.  The deconstruction document is 

available in Appendix P. 

5.2.10 Deconstruction of KFC Malaysia 
 

KFC Malaysia Symbol Icon Index 

 KFC textual symbol 
logo 

‘Gallery’ Metaphor  Photographs of local 
people on ‘join us’ 
and ‘news page. 

 Halal Logo Charity Icons Photographs of food  

 HACCP Program logo  Photograph of KFC 
store  

 Small textual links 
on Bottom of page 
and top right of 
page 

 Video clip on menu-
in-store banner 
heading  
 

  KFC Bucket icon Photograph of 
workforce for 
‘milestone’ 
achievements etc.,  

  Social media icons: 

Facebook 
Twitter 
YouTube 
Instagram  

Trademark links:  
App Store and 
Google play 

Table 5.6 KFC Malaysia 
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A gallery metaphor is also used in this Malaysian KFC website.  Whilst the home pages focus 

on images of the food available, when one navigates further into the website, the focus shifts 

a little to include the members of the workforce and their achievements. This is a fairly 

comprehensive website upon further investigation.  This website deconstruction is shown in 

Appendix Q.  

5.2.11 Deconstruction of McDonald’s China 
 

McDonalds China  Symbol Icon Index 

  ‘Gallery’ Metaphor Photographs of 
people and Chinese 
flowers 

 McDonald Logo  Many Animated 
cartoon images 

Many Animated 
cartoon images 

  Icon links to WeChat 
and Weib Bo (similar 
to Facebook and 
twitter) 
 

 

 Animated: 
‘I’m lovin’ it’ 

 Animated: 
‘I’m lovin’ it’ 

   Multimedia Library: 

Lots of 
advertisements both 
film and animation  

   Sound media clips  

 Numerous textual 
links to current and 
previous special 
offers 

Numerous cartoon 
images and links to 
current and previous 
special offers  

Numerous 
photographic 
images and links to 
current and previous 
special offers 

 QR code   

 Symbols as top level 
menu navigation 

Icons as top level 
menu navigation 

 

 Numerous textual 
links as drop down 
navigation.  

  

Table 5.7 McDonalds China 
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McDonald’s website for China is similar in design to the KFC site, with a mixture of bold 

colours, and pastel shades.  Red and gold are also prominent colours, these being the colours 

from McDonald’s products ranges.  Also, red is favoured by Chinese people as it indicates 

good luck.  As with the KFC site, this is packed full of signs, with several cartoon based images. 

Full deconstruction is in Appendix R.  

5.2.12 Deconstruction of McDonald’s UK 

McDonalds UK Symbol Icon Index 

  ‘Magazine’ 
Metaphor 

Photographs of 
culturally inclusive 
people 

 McDonald’s logo 
(the big M) 

 Numerous videos 
for: 
Staff videos, 
Educational videos, 
Challengers for 
students, franchise 
clips 

 Brand names logos: 
McCafe 
McFlurry  

 Sound clips for 
‘Careers’ from 
existing staff  

 Lego Movie logo  
 

Monopoly game 
pieces, top hat, dog, 
and monopoly 
money  

Photographs of 
stores 

 Monopoly logo Monopoly ‘Top Hat’ 
icon  

Photographs of 
‘customers’ 

 Textual to bar menu 
links  

 Photographs of food 
and drink 

Table 5.8 McDonald’s UK 

The McDonald’s website for the UK, when deconstructed, uses games and competitions as an 

‘attractor’ to its website.  As with most western websites, the product is also centric on the 

home page with a large image of two available drinks.  However, it is acknowledged the 

monopoly game is a time limited feature and this website has subsequently changed in its 

design. The deconstruction document is available in Appendix S.  

The insight gained from these website deconstructions has been fed into the user interface 

designs for Experiment two and Experiment three.  
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 Chapter 6 - Experiment Two   
This experiment has been carried out to provide an answer to research question two, (RQ2) 

research goal 2.1, as described in Chapter 1. It has been designed to test the suitability of 

Hofstede’s cultural dimensions to develop a collection of twelve search engine home pages, 

and subsequent results and filter user interfaces.  The twelve user interface sets comprise 

two sets per dimension. Each dimension consists of user interface designs for both the high 

and low ends for each particular dimension.  This has been repeated for all six dimensions, 

(making twelve sets in all), together with subsequent result(s) pages.  Additional elements 

have also been used in the design, identified using semantic insight, derived from the de-

construction of surface level iconography, in Chapter 5 Deconstruction.      

Experiment two comprises a user study; this takes the form of a survey.   This survey is carried 

out to investigate participants views on the surface level signs embedded within the search 

engine user interfaces.   

This second user study examines if Hofstede’s dimensions can be used in the design of search 

user interfaces. The attributes of Hofstede’s six dimensions have been extensively researched 

in relation to Human Computer Interaction (HCI) by the thesis writer.  The following 

interpretations of the six dimensions considered applicable to HCI design, have been noted in 

tables below.  

There has generally been less research carried out regarding Hofstede’s most recent, sixth 

dimension, Indulgence v Restraint (IND), from a HCI prospective. Many works and studies 

conducted did not include this last dimension. Examples of which are, Marcus & Gould (2000), 

Smith et al. (2003), Chessum et al. (2014) and Karreman et al. (2016), to name but a few.  

Hofstede’s additional sixth dimension is included in this research and in the descriptions and 

references given below.  

The applicable Human Computer Interaction (HCI) characteristics of Hofstede’s six cultural 

dimensions are shown below.  These have been used to create twelve sets of prototype user 

interfaces. These consist of two user interface sets created for each dimension, one interface 

set for the lower end, and one for the higher end of each dimension.  For an example of, “high 

power distance” and “low power distance”, please see Chapter 3, figure 3.3.    
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Each set consists of a home page and two to three search results pages. Each user interface 

set has been given a unique consecutive number ranging from one to twelve.  

Additionally, there is a table showing how each particular design feature, for each of 

Hofstede’s dimensions, has been implemented for each user interface set.  

Hofstede’s Dimensions and Design features   

Power Distance (PD) 

Power Distance is the amount of unequal power within a culture that members of that culture 

are prepared to accept or expect.  

 

Exemplar Site Populations 

Features.  Low Power 

Distance. User interface 2  

Exemplar Site Populations Features. 

High Power Distance.  User Interface 1 

Literature Source 

Reference 

Status displayed to the 

population, staff and 

consumers rather than to 

‘leaders’.    

Images of experts, official buildings, 

official logos. 

Status displayed to ‘leaders’ rather than 

the population, staff or consumers    

Marcus and Gould 

(2000, p. 36) 

The occasional use of minor 
symbolism for ‘nationalism or 
religion’  

The frequent use of symbolism for 
‘nationalism or religion’, indicating social 
and moral order.  

Marcus and Gould 
(2000, p. 36) 

Information hierarchy shallow.  Prominence given to ‘security and 

restrictions.  

Marcus and Gould 

(2000, p. 36) 

N/A Structured web site design. Burgmann et al. 

(2006, p .66) 

‘Use a looser structure to allow 

users to explore your site for 

themselves’. 

N/A  Nahai, N. (2013a) 

Marcus and Gould 

(2000) 

‘Use earned’ evaluations e.g., 

‘ratings, testimonials, likes’.  In 

order to promote your goods 

or services.  

N/A  Nahai, N. (2013a) 

 

‘Older people are neither 

respected nor feared’ Show 

‘Older people are both respected and 

feared’ use images of older people for 

wisdom and credibility. 

Hofstede, G. (2011, 

p. 9). 

HIGH PD LOW PD 
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Exemplar Site Populations 

Features.  Low Power 

Distance. User interface 2  

Exemplar Site Populations Features. 

High Power Distance.  User Interface 1 

Literature Source 

Reference 

images of younger/youthful 

people.  

Table 6.1 Power Distance Interpretations for User Interface Design  

 

 

Image 6.1 High Power Distance Home Page User Interface 1  
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Figure 6.2 High Power Distance Results Page 

 

 

Figure 6.3 High Power Distance Filter Page 
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Exemplar Site Populations 

Features. High Power 

Distance.  User Interface 1. 

Explanatory Narrative for User Interface 1 

Images of Experts, official 

buildings, official logos. 

Status displayed to ‘leaders’ 

rather than the population, 

staff or consumers.    

Marcus and Gould  
(2000, p. 36) 

‘Official building’ image has been achieved by the use of the 

background image of the UK Houses of Parliament, 

Westminster.  

The Houses of Parliament can give an Impression of credibility, 

made through the association of respect given to authorities. 

The frequent use of symbolism 
for ‘nationalism or religion’, 
indicating social and moral 
order.  
Marcus and Gould 
(2000, p. 36) 

The Houses of Parliament are situated in London, the UK’s 

capital. They are national buildings and give a more formal ‘look 

and feel’. 

The search results have been grouped by ‘official’ and ‘non-

official’ bodies. The implication is the ‘official bodies’ search 

results have more credibility, therefore would be favoured by a 

more high Power Distance culture.   

Prominence given to ‘security 

and restrictions’.  

Marcus and Gould  

(2000, p. 36) 

There is a restricted area with a ‘Log in’ section.  There are 

Privacy, Terms and Settings links.  No links to social media.  

Structured web site design. 

Burgmann et al. (2006, p .66) 

The user interface is straight forward in design and uncluttered.  

All textual links are in white, with a point 18 font size.  The white 

is a contrast for the background.  The ‘look and feel’ is carried 

forward on to the results page.   

“Older people are both 

respected and feared” use 

images of older people for 

wisdom and credibility. 

Hofstede, G. (2011, p. 9) 

 

History TV (2019)  

Whilst images of older people have not been used.  Members of 
Parliament are usually considered to be ‘older and wiser’.  
 
 
The Houses of Parliament, also known as the Palace of 
Westminster, is steeped in tradition and was built between 
1840 and 1870.  However, inside the Palace of Westminster is 
the Great Hall, built between 1097 and 1099 by William ll.  

Table 6.2 High Power Distance Design Features 
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Figure 6.4 Low Power Distance Home Page User Interface 2  

 

 

Figure 6.5 low Power Distance Results page 
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Figure 6.6 Low Power Distance Filter page 

 

Exemplar Site Populations 

Features. Low Power 

Distance.  User Interface 2. 

Explanatory Narrative for User Interface 2.  

Status displayed to the 

population, staff and 

consumers rather than 

‘leaders’.   

Marcus and Gould 

(2000, p. 36) 

Deck chairs on the beach give a more informal ‘look and feel’ to 

the user interface.  

Specific icon links available to popular social media platforms. 

A ‘feedback’ button to allow users to contribute their views.  

Occasional use of minor 
‘symbolism for nationalism’ or 
religion  
Marcus and Gould  
(2000, p .36) 

Symbolism for nationalism or religion has not been used here. 

Information hierarchy shallow. 

Marcus and Gould (2000) 

This has been achieved by placing additional links at surface 

level on the user interface, offering a more shallow navigation    

‘Use a looser structure to allow 

users to explore your site for 

themselves’. 

Nahai, N. (2013a) 

Marcus and Gould (2000) 

This has been achieved by having more visible links on home 

page offering the user more opportunity to explore. 
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Exemplar Site Populations 

Features. Low Power 

Distance.  User Interface 2. 

Explanatory Narrative for User Interface 2.  

‘Use earned’ evaluations e.g., 

‘ratings, testimonials and 

likes’, in order to promote 

your goods or services.  

Nahai, N. (2013a) 

This has also been achieved by the ‘feedback’ button allowing 

users to give their opinions.  

Social media links to allow users to express their thoughts, 

ratings etc. 

‘Top’ searches, offers a short cut to popular information 

requests.   

‘Older people are neither 

respected nor feared’ Show 

images of younger/youthful 

people.  

Hofstede, G. (2011, p .9) 

No images of people are featured in this user interface. In the 
interest of inclusivity, it does not seem appropriate to suggest or 
imply this search engine was not for the more mature user.   

However, in an attempt to give a youthful appearance to the 
website, balloons have been used in the background image. 

Table 6.3 Low Power Distance Design Features 

Individualism (IDV) 

Individualism within a culture is where the individual is expected only to take care of 

themselves and their immediate family.  There is no expectation for them to take care of 

anyone else, as opposed to a collectivist society, where members take care of extended 

families and other group members. 

 

 

Exemplar Site Populations 

Features.  Low Individualism. 

User interface 4.  

Exemplar Site Populations Features. High 

Individualism.  User Interface 3.  

Literature Source 

Reference 

Transparency, give users full 
disclosure, for example; how 
their data would be used.   

N/A 
 

Nahai, N. (2013b) 
 

High image-to-text ratio.  High text-to-image ratio.  Gould et al, (2000, 
cited in Reinecke 
and Bernstein, 
2013) 

‘Show that you respect privacy 
and security of personal info’. 

‘Create competitions and challenges to 
engage your customers’. 

Nahai, N. (2013b) 

‘Engage the community – we 
not me’. 

‘Give visitors a sense of personal 
achievement to motivate actions’. 

Nahai, N. (2013b) 

HIGH IDV LOW IDV 
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Exemplar Site Populations 

Features.  Low Individualism. 

User interface 4.  

Exemplar Site Populations Features. High 

Individualism.  User Interface 3.  

Literature Source 

Reference 

N/A ‘Avoid cluttered graphics’ Gould et al. (2000 
p. 169) 

N/A Have content that has ‘novelty’ and 
‘difference’ in order to ‘attract attention’.  

Nahai, N. (2013b) 

Emphasis on social and 
organisational goals.  
An ‘individual’s goals are less 
important’. 

Show positive images of goal 
achievement.  

Gould et al. (2000, 
p. 168) 

Members of a collective 
society, ‘aspire to achieve their 
in-groups’ goals’ 

‘Have their own personal goals’. Follow 
‘their likes and dislikes’. 

Sinha, J.P.B. (2014, 
p. 27) 

‘Harmony should always be 
maintained’  

‘Speaking one's mind is healthy’  
‘Others classified as individuals’ 

Hofstede (201, p. 
11)  

Low individualism also known 
as Collectivism. ‘Implies that 
people are integrated from 
birth into strong, cohesive 
groups that protect them in 
exchange for unquestioning 
loyalty’. 

‘Individualism in cultures implies loose ties; 
everyone is expected to look after oneself 
or immediate family but no one else.’ 

Marcus and Gould 
(2000, p. 37) 

Table 6.4   Individualism Interpretations for User Interface Design  

 

 

Figure 6.7 High Individualism Home Page User Interface 3 
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Figure 6.8 High Individualism Results Page 

 

 

Figure 6.9 High Individualism Filter Page 
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Exemplar Site Populations 

Features. High Individualism.  

User Interface 3. 

Explanatory Narrative for User Interface 3.  

‘High text-to-image ratio’.  
Gould et al, (2000, cited in 
Reinecke and Bernstein, 2013) 

This has been achieved by the user interface home page 

displaying a limited number of images, i.e.  Showing social 

media icons only. 

‘Create competitions and 
challenges to engage your 
customers’. 
Nahai, N. (2013b) 

Quick textual links to ‘Competitions’, ‘Games’ and ‘Quizzes’ 

have been created.  

‘Give visitors a sense of 
personal achievement to 
motivate actions’. 
Nahai, N. (2013b) 

Quick searches textual links have been added for a number of 

topics, including news and weather. Giving the user an option 

of quick results.  

‘Avoid cluttered graphics’. 
Gould et al. (2000, p. 169) 
 
 

This has been achieved by the home page only displaying three 

social media icons.  

The images on the results page are structured and organised 

into result groups.  

Have content that has ‘novelty’ 
and ‘difference’ in order to 
‘attract attention’.  
Nahai, N. (2013b) 

This has been achieved by the results page having web results, 

image results and video results being displayed simultaneously 

for the same search query. 

Coloured textual links have been used as a novelty feature, in 

order to ‘attract attention’.   

Show positive images of goal 
achievement.  
Gould et al. (2000) 

The search results show images and video clips automatically 

as result of the users search query.  

‘Have their own personal 
goals’. Follow ‘their likes and 
dislikes’. 
Sinha, JPB (2014, p. 27) 

Quick searches have been added.  
Social media used for likes and dislikes. 
 

‘Speaking one's mind is 
healthy’ 
Hofstede (2011, p. 11) 

Three social media icons displayed allowing the user quick 

access to their preferred form(s) of social media.  

‘Individualism in cultures 
implies loose ties; everyone is 
expected to look after oneself 
or immediate family but no 
one else.’ 
Marcus and Gould  
(2000, p. 37) 

A clean, clear user interface without any unnecessary features 
to distract the user from their own personal goals.  

Table 6.5 High Individualism Design Features 
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Figure 6.10 Low Individualism Home Page User Interface 4  

 

 

Figure 6.11 Low Individualism Results Page 
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Figure 6.12 Low Individualism Filter Page 

 

Exemplar Site Populations 

Features. Low Individualism.  

User Interface 4. 

Explanatory Narrative for User Interface 4.  

Transparency, give users full 
disclosure, for example how 
their data would be used.   
Nahai, N. (2013b) 
 

This has been achieved through displaying a padlock Icon link 

to the Privacy, Terms and Settings sections of the website.  

‘High image-to-text ratio’.  
Gould et al, (2000, cited in 
Reinecke and Bernstein, 2013) 

This has been achieved by having a higher number of graphical 

and icon links on the surface level of the user interface home 

page.  

‘Show that you respect privacy 
and security of personal info’. 
Nahai, N. (2013b) 

Respect for privacy and security of personal information has 

been shown by displaying a padlock Icon to the Privacy, Terms 

and Settings sections of the user interface.  

‘Engage the community – we 
not me’. 
Nahai, N. (2013b) 

This has been achieved by the use of graphics on the home 

page at surface level. Also, by the use of a culturally inclusive 

image of several clasped hands. Also, showing a sense of ‘we’ 

by the use of an image showing many people as a large or 

extended family.   

Low individualism, also known 
as Collectivism, ‘Implies that 
people are integrated from 
birth into strong, cohesive 

An example of this is demonstrated by the use of an image 

showing an extended family with a link to family matters. Also, 

a community matters image.  Thus, emphasising the 
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Exemplar Site Populations 

Features. Low Individualism.  

User Interface 4. 

Explanatory Narrative for User Interface 4.  

groups that protect them in 
exchange for unquestioning 
loyalty’. 
Marcus and Gould  
(2000, p. 37) 

importance of not just the family unit, but the extended family 

and community.  

Emphasis on social and 
organisational goals.  
An ‘individual’s goals are less 
important’. 
Gould et al. (2000, p. 168) 

Again, this has been shown by the use of visual graphical 
images to community matters and family matters.  

Members of a collective 
society, ‘aspire to achieve their 
in-groups’ goals’. 
Sinha, J.P.B. (2014, p. 27) 

The importance given to a collective (or low Individualism) 

society in-group’ goals, has been established via the use of 

graphics showing several clasped hands, indicating mutual 

support for community group members.  

Additionally, extended family imagery, to show the importance 

given to family’s aims and objectives.    

‘Harmony should always be 
maintained’. 
Hofstede (2011, p. 11) 

This has been achieved by using images of clasped hands and a 
‘harmonious’ family. 

Table 6.6 Low Individualism Design Features 

 

Masculinity (MAS) 

With this dimension, Hofstede refers to the gender roles, rather than to the physical gender.  

Masculine roles consist of assertiveness, toughness, and competition.  Masculine work 

objectives, incorporate ‘earnings, recognition, advancements and challenge’, as noted by 

Marcus (2002).  While feminine roles, are traditionally ones with an emphasis on caring, 

with the home, family/children, people, and tenderness being considered prevalent. 
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Exemplar Site Populations 

Features.  Low Masculinity. 

User interface 6.  

Exemplar Site Populations Features. High 

Masculinity.  User Interface 5.  

Literature Source 

Reference 

User attention obtained by 

the use of ‘poetry’, 

‘aesthetics’, and appealing to 

uniting ‘values’. 

User attention obtained by ‘games and 

competitions’. 

Marcus and Gould 

(2000, p.39) 

 ‘Work tasks, roles,’ and skills, ‘quick results’ 

obtained ‘for limited actions’. 

Marcus and Gould 

(2000, p.39) 

 ‘Navigation’ focused towards exploring but 

also ‘control’. 

Marcus and Gould 

(2000, p.39) 

Provide contact information 

and be ‘prepared’ for 

feedback and questions.  

‘This group is very 

cooperative and if they want 

to give feedback, they don’t 

hesitate to get in contact 

with you’.  

‘Masculine societies are competitive’. 

Motivated by ‘achievement, heroism, 

assertiveness, and materialism’ 

Idler, S. (2013) 

‘Feminine societies are 

consensus-oriented’.  With a 

preference for values, 

corresponding to 

‘cooperation, modesty, care 

of the weak, and quality of 

life’. 

N/A Idler, S. (2013) 

‘Sympathy for the weak’ ‘Admiration for the strong’ Hofstede, G. (2011, 

p. 12)  

Pastel colours, low 

saturation.   

 

 

Bright contrasting colours 

 

 

Voehringer-Kuhnt 

(2002) 

Dormann and 

Chisalita (2002) 

Table 6.7 Masculinity Interpretations for User Interface Design 

 

HIGH MAS LOW MAS 
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Figure 6.13 High Masculinity Home Page User Interface 5 

 

 

Figure 6.14 High Masculinity Results Page 
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Figure 6.15 High Masculinity Filter Page 

 

Exemplar Site Populations 

Features. High Masculinity.  

User Interface 5. 

Explanatory Narrative for User Interface 5.  

User attention obtained by 

‘games and competitions’. 

Marcus and Gould  

(2000, p.39) 

This has been achieved by, showing text links for ‘Competitions’ 

and ‘Latest Games’ 

‘Work tasks, roles,’ and skills, 

‘quick results’ obtained ‘for 

limited actions’.  

Marcus and Gould  

(2000, p.39) 

‘Quick’ search textual links provided, offering quick results for 

popular searches. 

‘Navigation’ focused towards 

exploring but also ‘control’. 

Marcus and Gould  

(2000, p.39) 

‘Quick’ searches and search links to ‘Web’, ‘Images’, ‘Video’ and 

‘News’ 

‘Masculine societies are 

competitive’. Motivated by 

‘achievement, heroism, 

assertiveness, and 

materialism’. 

Idler, S. (2013) 

A non-cluttered interface with textual links to News, Weather 

and Latest movies. Also, textual links for ‘Competitions’ and 

‘Latest Games’. 

The only graphical images icons are for ‘YouTube’, ‘Twitter’ and 

‘Facebook’, allowing faster access to these social media 

organisations. 
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Exemplar Site Populations 

Features. High Masculinity.  

User Interface 5. 

Explanatory Narrative for User Interface 5.  

‘Admiration for the strong’ 

Hofstede, G. (2011, p. 12) 

A general masculine ‘look and feel’. With the use of a mid-blue 

background colour.  

Bright contrasting colours 

Voehringer-Kuhnt (2002) 

Dormann and Chisalita (2002) 

Bold colours such as red, blue, dark blue and black have been 

used for ‘Quick’ search textual links.  With a contrasting white 

for ‘About Us’, ‘Sign up’ and ‘Log In’.  With black textual links for 

‘Privacy’, ‘Terms’ and ‘Settings’. 

Table 6.8 High Masculinity Design Features 

 

 

Figure 6.16 Low Masculinity Home Page User Interface 6 
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Figure 6.17 Low Masculinity Results Page 

 

 

Figure 6.18 Low Masculinity Filter Page 
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Exemplar Site Populations 

Features. Low Masculinity.  

User Interface 6. 

Explanatory Narrative for User Interface 6.  

User attention obtained by the 

use of ‘poetry’, ‘aesthetics’, 

and appealing to unifying 

‘values’. 

Marcus and Gould  

(2000, p. 39) 

A general ‘softer’ appearance with more and larger images and 

icons. 

Provide contact information 
and be ‘prepared’ for feedback 
and questions. 
Idler, S. (2013) 

Two ‘About Us’ links and a ‘Feedback’ link. 

‘Feminine societies are 

consensus-oriented’.  With a 

preference for values, 

corresponding to cooperation, 

modesty, care of the weak, 

and quality of life. 

Idler, S. (2013) 

A ‘Community Matters’ link and imagery showing multicultural 

inclusion.  Also, a ‘Family’ link and imagery. 

‘Sympathy for the weak’ 
Hofstede, G. (2011, p. 12) 

A general softer, less masculine aesthetic ‘look and feel’ 

Pastel colours, low saturation. 

Voehringer-Kuhnt (2002) 

Dormann and Chisalita (2002) 

The use of pastel colours for background, ‘Weather’ icon, 

‘News’ icon, Logo, and textual system links, such as ‘About Us’, 

‘Sign up’, ‘Log in’, ‘Feedback’, ‘Privacy’, ‘Terms’ and ‘Settings’ 

Table 6.9 Low Masculinity Design Features 
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Uncertainty Avoidance (UA) 

Uncertainty avoidance relates to the extent a culture is either comfortable or uncomfortable 

with uncertainty or unknown situations. 

 

Exemplar Site Populations 

Features.  Low Uncertainty 

Avoidance. User interface 8.  

Exemplar Site Populations Features. High 

Uncertainty Avoidance.  User Interface 7.  

Literature Source 

Reference 

Information maximised by 

the use of colour coding. 

Typeface, font, and sound.  

Use ‘multiple links’ but not 

‘redundant cueing’. 

N/A Marcus and Gould 

(2000, p. 41) 

Limited control over 

navigation, e.g.,  Links could 

open content in new 

windows that ‘lead away 

from the original’ webpage(s) 

N/A Marcus and Gould 

(2000, p. 41) 

N/A Tries to show/predict the results or effects 

‘of actions before the user acts’. 

Burgmann et al. 

(2006, p. 66) 

N/A Navigation structures ‘designed to help 

prevent users from becoming lost’. 

Burgmann et al. 

(2006, p. 67) 

N/A Any ambiguity can be decreased by the use 

of ‘Redundant cues’, e.g., design, sound, 

visual aids. 

Burgmann et al. 

(2006, p. 67) 

‘Complexity with maximum 

content and’ options. 

Simplicity, with ‘clear metaphors’, restricted 

options, and limited volume of data. 

Marcus and Gould 

(2000, p. 41) 

‘Acceptance of ‘exploring and 

risk (can even be 

encouraged), ‘with a stigma 

on over-protection.’ 

N/A Marcus and Gould 

(2000, p. 41) 

‘The uncertainty inherent in 

life is accepted and each day 

is taken as it comes’ 

‘The uncertainty inherent in life is felt as a 

continuous threat that must be fought’ 

Hofstede, G. (201, 

p. 10) 

‘Comfortable with ambiguity 

and chaos’ 

‘Need for clarity and structure’ Hofstede, G. (2011, 

p. 10) 

Table 6.10 Uncertainty Avoidance Interpretations for User Interface Design 

HIGH UA LOW UA 
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Figure 6.19 High Uncertainty Avoidance Home Page User Interface 7 

 

 

 

Figure 6.20 High Uncertainty Avoidance Results Page  
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Figure 6.21 High Uncertainty Avoidance Filter Page  

 

Exemplar Site Populations 

Features. High Uncertainty 

Avoidance.  User Interface 7. 

Explanatory Narrative for User Interface 7.  

Tries to show/predict the 

results or effects ‘of actions 

before the user acts’. 

Burgmann et al. (2006, p. 66) 

This has been demonstrated via the results page, by allowing a 

preview of the website before clicking on the search result URL 

link.  

Navigation ‘structures 

designed to help prevent users 

from becoming lost’. 

Burgmann et al. (2006, p. 67) 

Simple colour coded navigation; with search result URL links the 

same colour as the corresponding tab. E.g., all web search 

results have blue URLs. 

Any ambiguity can be 

decreased by the use of 

‘Redundant cues’, e.g., design, 

sound visual aids. 

Burgmann et al. (2006, p. 67) 

Ambiguity has been reduced by a non-cluttered user interface 

with a simple clear and clean design.   

Simplicity, with ‘clear 

metaphors’, restricted options, 

and limited volume of data. 

Marcus and Gould  

(2000, p. 41) 

Uncluttered user interface design with no images and minimal 

surface level links. Only necessary information/data is on the 

search engine user interface ‘home’ page.  

‘The uncertainty inherent in life 

is felt as a continuous threat 

that must be fought’. 

Clearly labeled links, with attention being drawn to the ‘help’ 

link by the use of the colour red.  
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Exemplar Site Populations 

Features. High Uncertainty 

Avoidance.  User Interface 7. 

Explanatory Narrative for User Interface 7.  

Hofstede, G. (2011, p. 10) 

‘Need for clarity and structure’ 

Hofstede, G. (2011, p. 10) 

The user interface is simplistic in design, with minimal links and 
information displayed on the search user interface ‘home’ page.  
However, the results page is structured, with colour coding and 
search engine user interface website previews.  

Table 6.11 High Uncertainty Avoidance Design Features 

 

 

Figure 6.22 Low Uncertainty Avoidance Home Page User Interface 8 
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Figure 6.23 Low Uncertainty Avoidance Results page  

 

 

Figure 6.24 Low Uncertainty Avoidance Filter page 



 
 

115 
 

Exemplar Site Populations 

Features. Low Uncertainty 

Avoidance.  User Interface 8. 

Explanatory Narrative for User Interface 8.  

Information maximised by the 

use of colour coding,  

Typeface, font, and sound.  

Use ‘multiple links’ but not 

‘redundant cueing’. 

Marcus and Gould  

(2000, p. 41) 

This has been achieved by the use of quick search textual links 

being red, and search category textual links being blue in colour, 

with Privacy, Terms and setting textual links being green. 

Limited control over 

navigation.  E.g.  Links could 

open content in new windows 

that lead ‘away from the 

original’ webpage(s). 

Marcus and Gould 

 (2000, p. 41) 

The links to ‘British Telecom’, ‘Yellow Pages’, and ‘Shopping’ 

would open up in new windows and connect to the relevant 

external web sites.    

‘Complexity with maximum 

content and’ options. 

Marcus and Gould  

(2000, p. 41) 

This search engine user interface is more complex and offers a 

wider range of both textual and icon links. There is also a ‘refine 

your search’ option displayed on the results page.      

‘Acceptance of ‘exploring ‘and 

risk ‘(can even be 

encouraged), ‘with a stigma on 

over-protection.’ 

Marcus and Gould  

(2000, p. 41) 

This search engine user interface encourages users to interact 
with social media platforms and other websites, such as news, 
weather, sport, and shopping.  

‘The uncertainty inherent in life 

is accepted and each day is 

taken as it comes’. 

Hofstede, G. (2011, p. 10) 

This search engine user interface has multiple links to outside 
bodies.  

‘Comfortable with ambiguity 

and chaos’ 

Hofstede, G. (2011, p. 10) 

The search user interface has an alternative ‘look and feel’ to 
that of the high uncertainty avoidance one. This interface uses a 
number of colourful images alongside the textual links, and 
icons to social media platforms and a coloured background. 
Exploring the site is encouraged. 

Table 6.12 Low Uncertainty Avoidance Design Features 
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Long Term Time Orientation (LTO) 

(Also known as, Long Term Orientation versus Short Term Normative Orientation (LTO)) 

This dimension, identified later by Hofstede & Bond (1984), where Bond had a questionnaire 

re-designed, with a Chinese culture bias. This he called the Chinese Value Survey, (CVS). LTO 

is a Confucian philosophy, where members value long-term gain over short-term gain. 

 

 

Exemplar Site Populations 

Features.  Low Long Term 

Time Orientation. User 

interface 10.  

Exemplar Site Populations Features. High 

Long Term Time Orientation. User 

Interface 9.  

Literature Source 

Reference 

Users require quick results 

that are consistent with 

‘known values and 

traditions’. 

Offer ways for the user to save ‘browsing 

history’, e.g., ‘wish lists’. Together with 

means of sharing on social media.  

Idler, S. April 23, 

(2013)   

A wish for instant results and 

‘achieving goals’. 

‘Patience’ shown in attaining results and 

reaching goals. 

Marcus and Gould 

(2000, p. 42-43) 

‘Rules as a source of 

information and credibility’. 

‘Relationships as a source of information 

and credibility’. 

Marcus and Gould 

(2000, p .43) 

Persons with a short-term 

orientation would appear ‘to 

live more in the past and in 

the present than in the 

future’. 

Persons with a long-term orientation, 

decisions are comprehensive and grounded 

‘for the future’. 

Idler, S.  April 23, 

(2013)   

Persons from a very short-

term oriented culture, e.g., 

Spain, have a tendency ‘to 

live in the moment’. 

Persons from a long term time oriented 

culture, place significance on the acquiring 

‘of skills, good education,’ working ‘hard 

and perseverance’. 

Nahai, N. (2013c) 

Focus on achieving ‘quick 

results’. 

‘Perseverance’ in achieving results. Hofstede et al. 

(2010, p. 243) 

‘Service to others is an 

important goal’ 

‘Thrift and perseverance are important 

goals’ 

Hofstede, G. (2011, 

p. 15)  

‘Students attribute success 
and failure to luck’ 

‘Students attribute success to effort and 
failure to lack of effort’ 

Hofstede, G. (201, 
p. 15) 

‘Social spending and 

consumption’ 

‘Large savings quote, funds available for 

Investment’ 

Hofstede, G. (2011, 

p. 15) 

Table 6.13 Long Term Time Orientation Implications for User Interface Design 

 

HIGH LTO LOW LTO 
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Figure 6.25 High Long Term Time Orientation Home Page User Interface 9 

 

 

Figure 6.26 High Long Term Time Orientation Results Page    
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Figure 6.27 High Long Term Time Orientation Filter Page    

Exemplar Site Populations 

Features. High Long Term 

Time Orientation.  User 

Interface 9. 

Explanatory Narrative for User Interface 9.  

Offer ways for the user to save 

‘browsing history’, e.g., ‘wish 

lists’. Together with means of 

sharing on social media.  

Idler, S. April 23, (2013)   

Prominent social media links.  Keep in touch link to contact the 

search engine provider.  

‘Patience’ shown in attaining 

results and reaching goals. 

Marcus and Gould  

(2000, p. 42) 

Background image showing footprints in the sand indicating a 

long journey and patience in achieving goals.  

‘Relationships as a source of 

information and credibility’. 

Marcus and Gould 

(2000, p. 43) 

Social media links available for quick contact with friends, family 

and other trusted groups.  

Persons with a Long-term Time 

Orientation decisions are 

comprehensive and grounded 

‘for the future’. 

Idler, S.  April 23, (2013)   

‘Education’ and ‘Stock market’ textual links indicating a good 

education is important and investing for the future is prudent.   

Persons from a long term time 

oriented culture place 

significance on the acquiring 

‘Education’ textual link available via popular searchers. 
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Exemplar Site Populations 

Features. High Long Term 

Time Orientation.  User 

Interface 9. 

Explanatory Narrative for User Interface 9.  

‘of skills, good education’, 

working ‘hard and 

perseverance’. 

Nahai, N. (2013c) 

 

‘Perseverance’ in achieving 

results. 

Hofstede et al. (2010, p. 243) 

The background image, showing footprints in the sand, 

representing a long journey with patience and perseverance in 

achieving one’s goals. 

‘Thrift and perseverance are 

important goals’. 

Hofstede, G. (2011, p. 15) 

‘Students attribute success to 

effort and failure to lack of 

effort’. 

Hofstede, G. (2011, p. 15) 

‘Large savings quote, funds 

available for Investment’. 

Hofstede, G. (2011, p. 15) 

Education link to schools, further education, and higher 
education options.  
 
Emphasis put on education and long term goals.   
 
 
 
 
‘Stock market’ textual link available via popular searchers. 

Table 6.14 High Long Term Time Orientation Design Features 

 

 

Figure 6.28 Low Long Term Time Orientation Home Page User Interface 10 
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Figure 6.29 Low Long Term Time Orientation Results Page  

 

 

Figure 6.30 Low Long Term Time Orientation Image Results Page  
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Figure 6.31 Low Long Term Time Orientation Video Results Page  

 

 

Figure 6.32 Low Long Term Time Orientation Filter Results Page  
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Exemplar Site Populations 

Features. Low Long Term 

Time Orientation.  User 

Interface 10. 

Explanatory Narrative for User Interface 10.  

Users require quick results 

that are consistent with known 

values and traditions. 

Idler, S. April 23, (2013)   

A top search with Links to the BBC World News and weather. 

Both are traditional norms.    

A wish for instant results and 

‘achieving goals’. 

Marcus and Gould  

(2000, p. 43) 

Short cut textual links to top searches. These are Weather, BBC 

News, Latest Movies and Sport.  

User interface background incorporates an Image of a person 

‘jumping’ across a ‘divide’. This implies ‘action’ and speed.  

‘Rules as a source of 

information and credibility’. 

Marcus and Gould  

(2000, p. 43) 

BBC News and Met Office as a source of credible information.  

With a clear search results tabs, for clarity of information 

category.   

Persons with a short-term 

orientation (or low long term 

time orientation) would 

appear ‘to live more in the past 

and in the present than in the 

future’. 

Idler, S.  April 23, (2013)   

Results pages are clearly marked (with grey tabs) with the type 

of content, e.g., Web, Images, video, etc., Allowing the user to 

know exactly where they presently are within the system.  

User interface background incorporates an Image of a person 

‘jumping’ across a ‘divide’. This implies living in present.  

Persons from a very short-

term oriented culture e.g., 

Spain have a tendency ‘to live 

in the moment’. 

Nahai, N. (2013c) 

Links to ‘latest movies’ 

User interface background incorporates an image of a person 

‘jumping’ across a ‘divide’. This has a visual implication of living 

in the moment.  

Focus on achieving ‘quick 

results’. 

Hofstede et al. (2010, p. 243) 

Top search textual short cut links to ‘Weather’, ‘BBC News’ 

‘Latest Movies’ and ‘Sport’.   

‘Service to others is an 

important goal’. 

Hofstede, G. (2011, p. 15) 

Social media icons available for quick interactions with 
platforms.   

‘Students attribute success and 
failure to luck 
Hofstede, G. (2011, p. 15) 

User interface background incorporates an Image of a person 
‘jumping’ across a ‘divide’ this also represents a person 
achieving their own personal goals.  

‘Social spending and 

consumption’. 

Hofstede, G. (2011, p. 15) 

Links to ‘latest movies’ available via top searches, for social 

spending on latest film titles. 

 
Table 6.15 Low Long Term Time Orientation Design Features 
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Indulgence (IND) 

The additional sixth dimension, relates to happiness, freedom of expression and feeling in 

control of your own life,  Hofstede (2011).  

 

 

Exemplar Site Populations 

Features.  Low Indulgence. 

User interface 12.  

Exemplar Site Populations Features. High 

Indulgence.  User Interface 11.  

Literature Source 

Reference 

‘Frugal, show how they can 

save money’. 

‘Use and encourage user generated 

content.’ 

Nahai, N. (2013d) 

‘Emphasise how you serve 

the community’. 

‘Make interactions fun’. Nahai, N. (2013d) 

‘Strict, cultured gender roles’. ‘Reflect loose gender roles by using a range 

of models’. 

Nahai, N. (2013d) 

‘Website should be 
structured, predictable’ 

‘Give away entertaining freebies’ Nahai, N. (2013d) 

People from a restrained 

culture do not display 

positive emotions as easily, 

with freedom, happiness and 

leisure time not assigned the 

same significance.   

People from an Indulgent culture have a 

tendency to put an emphasis ‘on individual 

happiness and wellbeing’.   

Their leisure time is more significant, and 

people experience more freedom and 

‘personal control’.  

Mac Lachlan, M.  

 Nov, 1 (2013) 

‘Higher number of police 

officers per 100,000 

population’. 

‘Maintaining order in the nation is not given 

a high priority’. 

Hofstede, G. (2011, 

p. 16) 

‘A perception of helplessness: 

what happens to me is not 

my own doing’ 

‘A perception of personal life control’. Hofstede, G. (2011, 

p. 16) 

‘Freedom of speech is not a 

primary concern’. 

‘Freedom of speech seen as important’. Hofstede, G. (2011, 

p.16) 

Table 6.16 Indulgence vs Restraint Interpretations for User Interface Design 

 

HIGH INDF LOW IND 
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Figure 6.33 High Indulgence Home Page User Interface 11 

 

 

Figure 6.34 High Indulgence Results Page 



 
 

125 
 

 

Figure 6.35 High Indulgence Filter Page 

 

Exemplar Site Populations 

Features. High Indulgence.  

User Interface 11. 

Explanatory Narrative for User Interface 11.  

‘Use and encourage user 

generated content’. 

Nahai, N. (2013d) 

Create your own blog feature incorporated into design.  

‘Make interactions fun’. 

Nahai, N. (2013d) 

A number of icons used, to add a lighter hearted ‘look and feel’ 

element to the user interface for ‘latest movies’, 

‘competitions’, and ‘latest video games’. Colourful textual links 

and a colourful user interface.  The ocean as a background 

image implies relaxation, holidays, and fun times.  

‘Reflect loose gender roles by 

using a range of models’. 

Nahai, N. (2013d) 

Particular gender roles not reflected in the user interface 

design; the user interface is gender neutral.   

‘Give away entertaining 
freebies’. 
Nahai, N. (2013d) 

Textual and icon link to ‘Competitions’ and for ‘Voucher Codes’  

People from an Indulgent 

culture have a tendency to put 

an emphasis ‘on individual 

happiness and wellbeing’.   

Their leisure time is more 

significant, and people 

An emphasis on Individual happiness has been achieved in 

several ways.  The leisurely beach scene, with implied 

relaxation, holiday and a general ‘feel good’ factor.   
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Exemplar Site Populations 

Features. High Indulgence.  

User Interface 11. 

Explanatory Narrative for User Interface 11.  

experience more freedom and 

‘personal control’.  

Mac Lachlan, M.  

 Nov, 1 (2013) 

Leisure time activities emphasised via textual links and icons to 

‘latest movies’, ’competitions’, ‘latest video games’, and 

‘shopping’.   

Also, showing links to social media, where users can interact 

with others if they choose. 

‘Maintaining order in the 

nation is not given a high 

priority’. 

Hofstede, G. (2011, p. 16) 

A relaxed, informal user interface design offering direct links 

and the freedom to explore the site.   

‘A perception of personal life 

control’. 

Hofstede, G. (2011, p. 16) 

Links available to social media. Colourful textual links and icons 

are repeated on the results pages.   

A sign up and log in section is available offering a more 

personalised user experience.  

‘Freedom of speech seen as 

important’. 

Hofstede, G. (2011, p. 16) 

An emphasis is put on the free speech with links and Icons to 
social media, also link to a ‘create your own blog’ feature. 

Table 6.17 High Indulgence vs Restraint Design Features 

 

 

Figure 6.36 Low Indulgence Home Page User Interface 12 
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Figure 6.37 Low Indulgence Results Page 

 

 

Figure 6.38 Low Indulgence Filter Page 
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Exemplar Site Populations 

Features. Low Indulgence.  

User Interface 12. 

Explanatory Narrative for User Interface 12.  

‘Frugality, show how they can 

save money.’ 

Nahai, N. (2013d) 

Information offered on ‘Savings Tips’, ‘Competitively Priced 

Holidays’ and ‘Discount Coupons’. These features are 

indicative of money saving.   

‘Emphasise how you serve the 

community’. 

Nahai, N. (2013d) 

The company offers details on any available jobs and 

apprenticeships they may have within their organisation.   

Although not shown here, this could also include charity or 

charitable links 

‘Strict, cultured gender roles’. 

Nahai, N. (2013d) 

Images of people not shown.   

‘Website should be structured, 
predictable’. 
Nahai, N. (2013d) 

User interface has a more structured layout.     

People from a restrained 

culture do not display positive 

emotions as easily, with 

freedom, happiness and 

leisure time not assigned the 

same significance.   

Mac Lachlan, M.  

 Nov, 1 (2013) 

User interface interactions limited with mainly pragmatic links 

being offered.  

‘Higher number of police 

officers per 100,000 

population’. 

Hofstede, G. (2011, p. 16) 

A more structured user interface design with the popular 

searches quick links being limited to ‘News’ and ‘Weather’.  

‘A perception of helplessness: 

what happens to me is not my 

own doing’. 

Hofstede, G. (2011, p .16) 

The links on the user interface are quite minimal. Icons and 

textual links have been used to link to external organisations.  

‘Freedom of speech is not a 

primary concern’. 

Hofstede, G. (2011, p. 16) 

Users are not offered a ‘feedback’ section or a blog section.   

Table 6.18 Low Indulgence Design Features 

 

 Experimental Protocol  

The user participants for this survey have been taken by the most part from the current 

student base, staff, and the alumni, of the University of Bedfordshire, England. Additionally, 

in an attempt to obtain participants residing in overseas countries, the survey has also been 
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promoted via social media, (Twitter and Facebook) by a number of the University’s 

international staff. The survey was conducted using an online survey platform.4 All data has 

been collected with the user’s explicit consent and is anonymous.  

The main criteria for participant selection of this survey was to utilise participants from 

different cultural backgrounds, of which the University is well placed to be able to provide.  In 

order to recruit student participants, it was decided to attend a number of ‘practical’ classes 

within the Computer Science and Technology School of the University of Bedfordshire, 

presenting the research to the class as a whole, and finally requesting students to take part 

in the survey.   It was decided to stay in attendance at the ‘practical’ classes in order to answer 

any questions the students may have had about the research and the survey.   

An additional aim was to obtain as many participants as possible in the time scale allocated 

to this survey, with particular attention being paid to obtaining sufficient numbers of 

participants from any one culture. This survey was open from October 2017, until December 

2018. 

It was decided to also approach international staff members, both face to face and by email 

to promote this survey via social media, (Twitter and Facebook).   

In an attempt to recruit participants from other age groups and social backgrounds, it was 

decided to also recruit participants from the academic and technical staff of the Computer 

Science and Technology School of the University of Bedfordshire, international PhD students 

and alumni from other schools within the University. In order to broaden the sample scope, 

it was decided to recruit participants from outside of academia, along with family members.  

The survey has been constructed using the following three sections and subsections. 

Survey Section One  

This section consists of potentially seven questions, depending upon the user’s responses. 

Collecting general background information about the participant, and consists of closed 

questions relating to gender, age, occupation, and culture most identified with. Additionally, 

there are several questions relating to language(s) spoken and place of residence.  

                                                           
4 Available at: https://www.onlinesurveys.ac.uk 
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Survey Section Two  

This is the largest section of the survey and is also where the user is first exposed to the twelve 

sets of prototype user interfaces, consisting of two sets for each of Hofstede’s six dimensions.  

These sets are sequentially numbered from set one to set twelve.   

Section two of the survey is broken down in to three parts. Namely, Part A, Part B and Part C. 

These three parts are described in more detail below.   

Survey Part A - Section Two  

In this part A, the participants are told the search scenario, which is, “You have graduated 

from college and would like to go to University.  You have chosen the University of 

Bedfordshire and would like to get an idea of the town where you will be living for the next 

three years. You have searched for ‘Student Accommodation Luton’. The results of your 

search are shown on the result pages”.  

This part has one question with up to five sub parts, depending upon the users’ response. The 

same question and sub questions have been asked for each of the twelve sets of user 

interfaces.    

 Survey Part B - Section Two   

The question in part B of section two, asks users to select their preferences from the twelve 

prototype user interfaces. The search user interfaces are paired for each of the six 

dimensions, with one user interface being the low end design, and the other user interface 

being the high end design for all six dimensions, i.e. two user interfaces per dimension, making 

twelve in total.  In this case, the user can only select one from each pair, as the responses are 

mutually exclusive.  

Survey Part C - Section Two 

In this part C, the survey participants are asked to choose their top three preferences from all 

twelve sets of user interfaces, search results and filter pages. As described in the part B of 

section two.  This question allows the user to select both low and high-end user interfaces 

from the same set.  
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Survey Section Three 

This section consists of the current Hofstede’s Value Survey Module (VSM) 2013 

Questionnaire, Hofstede (2013, p. 1-4).  Previous versions of this survey VSM 82, VSM 94, and 

VSM 08 have been used by Hofstede, and latterly, Michael Minkov. Hofstede used this VSM 

questionnaire Hofstede (2013, p. 1-4), to measure the six dimensions using a formula 

calculation, allowing the index scores to be calculated. These formulas are provided in Values 

Survey Module 2013 Manual, Hofstede and Minkov (2013, p. 6-10).   

The Hofstede’s Values Survey Module (VSM) 2013 Questionnaire can be found in Hofstede 

(2013, p. 1-4).  A copy of the questionnaire used in this experiment can be found in 

Appendix A.   

 Survey Results for Section One  

Section one of the survey seeks to obtain some general background of the participant but is 

careful not to duplicate any question being asked by the Hofstede VSM questionnaire 

Hofstede (2013, p. 1-4), in section three of the survey.     

Some of the results of participant background questions from Hofstede VSM questionnaire 

Hofstede (2013, p. 1-4), have also been included in this segment of the write up, however 

these are clearly labelled as such.   

Section one asks the participants to note the culture they most identify with and the 

languages they speak.   These are both open questions for the participant to self-identify. 

However, several participants included more than one language as their first language.  The 

additional languages have been excluded from the results for the purpose of this question. 

The language the participant noted down first has been used as their first language.   

The survey goes on to ask if the participant currently lives in the UK. If so, for what length of 

time.  If the participant does not currently live in the UK, to say which country they do live.   

To avoid duplication of questions in the online survey for section one, a selection of questions 

asked by Hofstede in the ‘statistical purposes’ segment of his VSM questionnaire, Hofstede 

(2013, p. 1-4), have also been reported here for participant general background purposes.    
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Question 3 Section One  

First Language   

 

Figure 6.38 First Language of Participants  

English as a first language has been identified by 79 of the 215 (or 36.7 per cent), respondents 

who participated in this survey.  German has been selected as a first language by 21 

participants. Other languages identified as first languages, include Romanian and Urdu, with 

thirteen and twelve, respectively. Polish and Chinese being chosen as a first language by nine 
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participants each.   Other languages being selected as first languages range from having one 

participant to five participants.   

Question 5 Section One  

Do you currently live in the UK?  

 

Figure 6.39 Participants Currently Living in UK  

There is a large proportion of participates currently living in the UK, with 168 (78.1 per cent), 

of the 215 people who participated in this survey doing so.    
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Question 5a Section One  

If yes, how long have you lived in the UK?  

 

Figure 6.40 How long have participants been living in UK?  

This question continues from the previous one, where only those participants who selected 

‘Yes’ to ‘Do you currently live in the UK?’ being able to respond.   The length of time of 

participants living in the UK fluctuates across the time frame selections.  With the 1-5 years 

category being in highest place, with 33 participants, from the 168 who selected ‘currently 

living in the UK’.  This category is followed by ‘All my life’ and ‘Under 1 year’ in second place 

with 25 participants each.   
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Question 6 Section One  

Where do you currently live?  

 

Figure 6.41 Participant Current Residence  

As shown in the above figure 6.41, the overwhelming number of survey participants currently 

resides in the UK.  With Germany being the second highest location of residents. Other 

location resident numbers range from one participant to four participants.  

Question 33 from Section Three Hofstede’s Questionnaire  

Are you?  

 

Figure 6.42 Participants Gender  
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This the question relating to gender taken from Hofstede’s VSM questionnaire Hofstede 

(2013, p. 1-4).  The results show, a high proportion of males have undertaken the survey, with 

156, as opposed to 59 females.  

Question 34 from Section Three Hofstede’s Questionnaire  

How old are you?  

 

Figure 6.43 Participant Age Ranges 

This question has been taken from the results of Hofstede’s VSM questionnaire, Hofstede 

(2013, p. 1-4), used in full in section three of this survey. The age range categories have been 

chosen by Hofstede.  The age ranges of the survey participants, shows the range 20 -24, to 

have the most participants with 92, being 42.8 per cent.  This is followed by 25 – 29 age range, 

with 28 participants or 13 per cent.  The lowest numbers of respondents fall into the 60 or 

over age bracket, being two or 0.9 per cent.  
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Question 35 from Section Three Hofstede’s Questionnaire  

How many years of formal school education (or their equivalent) did you complete (starting 

with primary school)? 

 

Figure 6.44 Years of Formal Education  

The number of years of formal education of the survey participants is spread over the first 

eight classifications, however, the results show a marked increase for the ‘18 years and 

over’ category with 51 or (23.7 per cent), of the 215 participants. The second highest being 

thirteen years, with 40 participants or (18.6 per cent).    

Question 36 from Section Three Hofstede’s Questionnaire  

 

Figure 6.45 Kind of Job 
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This question was included in Hofstede’s (2013) VSM questionnaire, Hofstede (2013, p. 1-4).    

The category with the highest number of participants is ‘Academically trained’, with sixty or 

27.9 per cent of the 215 participants.  This corresponds with the education environment of 

many of the participants, being staff, and alumni of the University of Bedfordshire.  This also 

follows on, with the second highest number of participants selecting the ‘No paid job 

(including students) category,’ with 48 participants being 22.3 per cent.   

 Summary and Discussion of Section One  

This survey comprises 156 males, being 72.5 per cent, and 59 females, being 27.5 per cent, of 

the 215 participants.      

The gender percentages of participants of this survey are not a surprise, as most of the 

respondents of this survey are from the student base, staff, and the alumni of the School of 

Computer Science from the University of Bedfordshire.  As such, a high proportion of 

computer science students are male.   

Likewise, the most common age range of participants is within the 20 – 24 years of age 

bracket, who make up 42.8 per cent.  The experimental protocol did not capture personally 

identifying details, as it intentionally preserved user anonymity, however, a number of 

student groups within the School of Computer Science, have been approached with a request 

to take part.  Consequently, this age range would be in keeping for many full time students, 

progressing through the education system.   The next highest number of participants belongs 

to the 25 – 29 age range, with 28 participants, or thirteen per cent. This age range could also 

relate to students or recent graduates (Alumni).    

The lowest number of respondents are from the age range bracket of 60 or over, with only 

two, or 0.9 per cent, this could also be due to predominant age range of the participant base.   

With regards to the respondents being asked if they have, or have had, a paid a job. The 

highest number of participant responses falls into the ‘Academically trained’, with 60, or 27.9 

per cent, of the 215 participants.  This result would also be in line with the sample population 

being staff, and alumni of the University of Bedfordshire.  Similarly, it follows, with the second 

highest number of respondents choosing the ‘No paid job (including students)’ classification, 

with 48 participants, or 22.3 per cent, could also be reflective of the student population.  
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These figures when analysed, indicate there is a possible bias in the sample population, due 

to the non-probability method of sampling used, known as convenience sampling, or 

availability sampling.  

  Survey Results for Section Two  

The data collected from the survey for experiment two has been broken down into qualitative 

and quantitative.  The qualitative data has been analysed using content theme analysis and is 

shown in part A.   The quantitative data has been analysed by using a data analysis tool, in 

this case MS Excel spreadsheet, and is reported in the part B of Section two.  

6.4.1 Survey Results for Part A of Section Two  

The survey has been completed by 215 participants, consisting of 168 participants who are 

resident in the UK, and 47 who reside overseas.  There are 156 male participants and 59 

female participants, with 17 from the 21 German participants residing in Germany, all three 

Ethiopian participants residing in Ethiopia, similarly for all three Sri Lankan participants who 

reside in Sri Lanka. Four out of eight Chinese participants reside in China.   Four out of five 

Nepalese participants live in Nepal: two from nine Nigerian participants living in Nigeria, with 

one of the three Italian participants living in Italy.  Additionally, there are three participants 

who identified their nationality as Democratic Republic of the Congo (DRC), however, 

Hofstede did not include the DRC amongst the countries he surveyed, and as such no index 

score is available. These results (where applicable) have still been included for the part A of 

section two of the survey.   

The survey for Part A, section two, consists of one question with up to five sub parts, 

(depending upon the users’ response). The same question and sub questions have been asked 

for each of the twelve sets of user interface search results pages.   This is where the 

participants are first exposed to the twelve user interface sets.  The question is as follows:   

Looking at Set ‘n’, Image ‘x’ above - if you had not found what you wanted, what would you 

do next?  

The participant is given a choice of 4 answers.   

‘Refine your search term?’, ‘Use Search Engine Filter Results Page?’, ‘Give Up!’, or ‘Other?’   

If the participant selects ‘Other’, they are invited via an open text box to say, ‘If other, please 

specify’. This text box has been completed by most of the participants who chose other, but 
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also by some who did not. The participants took the opportunity to add their own comments. 

These comments have been grouped using content theme analysis and are shown in table 

6.20. 

The results are shown in the figures below with the number and percentage of all 215 

participants for all answer four options.   

All twelve questions refer to the twelve user interfaces designs, being one for the high end 

and one for the low end of Hofstede’s six dimensions.  The relevant question is given above 

the chart, with the chart title given below.  For clarity, ’Image 2’ in the questions below, refers 

to the results page in each user interface set.  With ‘Image 3’, referring to the filter page, for 

each user interface set.   

Question: Looking at Set 1, Image 2 above - if you had not found what you wanted, what 

would you do next? 

 

Figure 6.46 Set 1 image 2 High Power Distance 

The participant’s responses regarding user interface set 1 demonstrates a confidence in the 

search engine system, as 65.6 per cent would refine their search, whilst a further 27 per cent 

would be willing to try the filter results page.  With 10, or 4.7 per cent, selecting the ‘Give up!’ 

option.  

Question: Looking at Set 2, Image 2 above - if you had not found what you wanted, what 

would you do next? 

 

Figure 6.47 Set 2 image 2 Low Power Distance  
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The participant’s responses regarding user interface set 2, also demonstrates a user 

confidence in the search engine system, with 53.5 per cent who would refine their search, 

albeit less than with user interface set 1.  However, a further 39.1 per cent would be willing 

to try the filter results page.  This is a higher percentage than user interface set 1 and shows 

more confidence in the filter page to return the required results. Also, the same as user 

interface set 1, with 10 or 4.7 per cent selecting the ‘Give up!’ option.  

Question: Looking at Set 3, Image 2 above - if you had not found what you wanted, what 

would you do next? 

 

Figure 6.48 Set 3 image 2 High Individualism  

The participant’s responses regarding user interface set 3, show a slightly less user confidence 

level than in the search engine system generally.  As just over half the participants at 50.2 per 

cent would refine their search, and 38.1 per cent would be willing to try the filter results page.  

The number of participants who would ‘Give Up’, has increased from 10, or 4.7 per cent, to 

15, or 7 per cent.  

Question: Looking at Set 4, Image 2 above - if you had not found what you wanted, what 

would you do next? 

 

Figure 6.49 Set 4 image 2 Low Individualism 

The participant’s responses regarding user interface set 4, show a confidence in the search 

engine system, with 54.4 per cent who would refine their search, albeit less than with user 

interface set 1.   However, the number of participants who would refine their search has 
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lowered to 31.2 per cent, therefore showing less confidence in the filter results page.   With 

the number of participants who would ‘Give Up’, has increased to 27, or 12. 6 per cent.   

Question: Looking at Set 5, Image 2 above - if you had not found what you wanted, what 

would you do next? 

 

Figure 6.50 Set 5 image 2 High Masculinity  

The participant’s responses regarding user interface set 5, shows a confidence in the search 

engine system, with 55.8 per cent of users who would refine their search.    However, as with 

user interface set 4, the number of participants who would refine their search is hovering 

around 31 per cent, with 31.6 per cent, to be precise.  This figure also shows less confidence 

in the filter results page.   The number of participants who would ‘Give Up’, is reported as 21, 

or 9. 8 per cent.   

Question: Looking at Set 6, Image 2 above - if you had not found what you wanted, what 

would you do next? 

 

Figure 6.51 Set 6 Image 2 Low Masculinity 

The participant’s responses regarding user interface set 6, shows a confidence in the search 

engine system, with 55.3 per cent of users willing to refine their search.    However, the 

number of participants who would use the filter page to refine their search has increased, 

from user interface set 5, to 33 per cent.  The number of participants who would ‘Give Up’, 

remaining the same as reported in user interface set 5, as 21, or 9. 8 per cent.   
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Question: Looking at Set 7, Image 2 above - if you had not found what you wanted, what 

would you do next? 

 

Figure 6.52 Set 7 Image 2 High Uncertainty Avoidance  

The participant’s responses regarding user interface set 7, shows a marked increase, and is at 

the same level as for user interface set 1, with 60.5 per cent showing a confidence in the 

search engine system, with users willing to refine their search.     

However, the number of participants who would use the filter page to refine their search has 

decreased from user interface set 5, to 31.6% per cent.  The number of participants who 

would ‘Give Up’, has also decreased from user interface set 5, to 13, or 6 per cent.  This 

demonstrates an increase in the confidence of the search system to provide the required 

information.   

Question: Looking at Set 8, Image 2 above - if you had not found what you wanted, what 

would you do next? 

 

Figure 6.53 Set 8 Image 2 Low Uncertainty Avoidance 

The participant’s responses regarding user interface set 8, demonstrates a confidence level in 

the search system similar to that of set 2, set 4 and set 6, with 53 per cent being willing to 

refine their search term.  The percentage that would be willing to use the filter results page 

in 30.2 per cent. While the number of participants who would ‘Give Up’, has increased to 32, 

or 14.9 per cent, being the highest number so far.   
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Question: Looking at Set 9, Image 2 above - if you had not found what you wanted, what 

would you do next? 

 

Figure 6.54 Set 9 Image 2 High Long Term Time Orientation  

The participant’s responses regarding user interface set 9, shows a slightly raised confidence 

level in the search system, with 56.3 per cent being prepared to refine their search term.  

However, the percentage of users who would be willing to use the filter results page is 31.6 

per cent, also slightly raised from user interface set 8.   The number of participants who would 

‘Give Up’, is 24, or 11.2 per cent.  This figure is still quite high by comparison, although 

showing less confidence in the system to be able to return the desired results.    

Question: Looking at Set 10, Images 2 to 5 above - if you had not found what you wanted, 

what would you do next? 

 

Figure 6.55 Set 10 Image 2 Low Long Term Time Orientation 

The participant’s responses regarding user interface set 10, are similar to that of user 

interface set 1, with 65.6 per cent of users being willing to refine their search, and 27.4 per 

cent being prepared to use the ‘filter results page’ to retrieve their desired information. The 

participant’s responses regarding user interface set 10 demonstrates a confidence in the 

search engine system. The number of participants who would ‘Give Up’, is 11, or 5.1 per cent. 

This figure is also very similar to that of user interface set 1, with 11, or 5.1 per cent.  
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Question: Looking at Set 11, Image 2 above - if you had not found what you wanted, what 

would you do next?  

 

Figure 6.56 Set 11 Image 2 High Indulgence 

The participant’s responses regarding user interface set 11, shows a confidence in the search 

system, with 57.7 per cent of users being willing to refine their search, and 34.9 per cent being 

prepared to use the ‘filter results page’.  The number of participants who would ‘Give Up’, is 

12, or 5.6 per cent.   

Question: Looking at Set 12, Image 2 above - if you had not found what you wanted, what 

would you do next? 

 

Figure 6.57 Set 12 Image 2 Low Indulgence  

The participant’s responses regarding user interface set 12, shows a level of confidence in the 

search system, with 55.3 per cent of users being willing to refine their search, and 32.6 per 

cent being prepared to use the ‘filter results page’.  However, the number of participants who 

would ‘Give Up’ has increased compared to user interface set 11, with 22, or 10.2 per cent.   

The comments of the participants who selected ‘Other’, in response to the above question 

set has been analysed and are given below.  
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 Theme Analysis  
These comments have been analysed manually using content and theme analysis.  This 

method involves, as described by Mortensen (2019), becoming familiar with the data, 

generating codes, searching for themes, sort codes into themes, reviewing the themes 

identified and lastly defining and naming themes.  The first several steps are demonstrated in 

tables in Appendix D and Appendix E.   

The identified grouping ID (Identity) and theme names are shown below in table 6.19. Theme 

names reflect both positive and negative themes. 

Grouping 
ID 

Theme Names  

1 Change Search Engine 

2 Search Again 

3 Filter Positive 

4 Filter Negative 

5 Results Page Positive 

6 Results Page Negative  

7 Price Range Filter Positive  

8 Price Range Filter Negative  

9 Home Page Positive 

10 Home Page Negative  

11 Select Image Link Positive  

12 No refine search link Negative  

13 Background Colour negative  

14 Filter categories questioned  

15 Set liked Positive 

16 Set not liked Negative  

17  Miscellaneous  
Table 6.19 Grouping ID and Theme Names 

The participant numbers, cultural background, nationality, full comments and grouping IDs 

are shown in Appendix E.  These grouped ID’s, (based on theme names), are shown in table 

6.19, along with the total number of grouped participant comments per group ID.  These have 

been consolidated and are also shown in table 6.20 below. 
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Dimension Grouping ID Grouping ID by Number of 
Participant  Comments     

High Power 
Distance 

1,2,4,17 1 * 6,  2 * 1,  4 * 1,  17 * 1 

Low Power Distance 1,2,3,7 1 * 5,  2 * 1,  3 * 1,  7 * 1  

High Individualism 1,2,3,6,11,16 1 * 3,  2 * 1,  3 * 2,  6 * 1,  11 * 2,  
16 * 2  

Low Individualism 1,2,3,6,9,15 1 * 1,  2 * 1,  3 * 1,  6 * 2,  9 * 1 
15 * 1 

High Masculinity   1,3,6,8,9,15,17, 1 * 2,  3 * 1,  6 * 1,  8 * 1,  9 * 1 
15 * 1,  17 * 1  

Low Masculinity   1,3,5,8,10 1 * 2,  3 * 1,  5 * 1,  8 * 1,  10 * 1 

High Uncertainty 
Avoidance 

1,3,5,8,9 1 * 1,  3 * 1,  5 * 1,  8 * 1,  9 * 1  

Low Uncertainty 
Avoidance 

1,3,5,8,10,16 1 * 1,  3 * 1,  5 * 1,  8 * 1,  16 * 2  

High Long Term 
Time Orientation 

1,4,12,14,17  1 * 1,  4 * 1,  12 * 1,  14 * 1,   
17 * 2  

Short Term Time 
Orientation 

1,3,5,17 1 * 1,  3 * 1,  5 * 1,  17 * 1  

High Indulgence 1,12,14,16  1 * 1,  12 * 1,  14 * 1,  16 * 1 

Low Indulgence 1,3,7,12,17  1 * 1,  3 * 1,  7 * 1,  12 * 1,  17 * 1 

Table 6.20 Consolidation of Participant Comment Grouping  

 Theme Analysis Results 
User Interface Set 1 – High Power Distance  

For user interface one, six of the nine participants who make comments would change search 

engines, and in this case would choose Google.  Participant 128 does not seem to like the 

actual filter page, but quite likes the textual link to it.    Participant 116 observes the results 

are not comprehensive enough.  

User Interface Set 2 – Low Power Distance  

For user interface one, five of the eight participants who make comments, would change 

search engines, and in this case would use Google.  Participant 62 likes the price range part 

of the ‘filter results’ page, whereas participant 28, prefers the ‘filter results’ page to that of 

user interface set 1.   
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User Interface Set 3 – High Individualism  

User interface set three comments are more interesting, with only three of nine participants 

who made comments, would change search engines, and in this case would choose Google.   

Participant 49, commented, the ‘appearance need to be more appealing’ and another 

participant, number 24, not liking the results pages.  Participant 35 would initially use the 

image tab, and if still unable to find the desired results, would use the filter results page.  

Likewise, participant 72 would also select the image tab. Participant 28, finds the results page 

unappealing, although a little better than with user interface set 1.   

User Interface Set 4 - Low Individualism  

Only one of the six participants, participant 3, would change search engines.  However, user 

interface four seems to be liked by participant 174, saying it looked ‘warm and quit[e]’. 

Participant 28 suggests his comments would be the same as previously stated, i.e. finds the results 

page unappealing, although a little better than with user interface set 1.   

User Interface Set 5 – High Masculinity   

Two of the six participants, who commented, would change search engines when answering 

the question, ‘if you had not found what you wanted, what would you do next?’ 

Participant 24 appears to like the home page but does not like the small text and the display 

of the results page.   Participant 128 comments, there is no filter by price on the page of user 

interface set 5. However, there is a price range selection, but this may not be sufficiently clear 

for the user to have noticed.   Participant 174 appears to like this user interface set, due to 

the colour.   

User Interface Set 6 - Low Masculinity   

Two of the five participants who commented, would change search engines when answering 

the question, ‘if you had not found what you wanted, what would you do next?’  Participant 

24 appeared not to like the home page, which was too cluttered. However, they seemed to 

like the results pages, commenting, ‘more spaced out = more clear’.  Participant 62 would not 

use the filter by domain section, and participant 128, appears to be disappointed there is not 

a filter by prices option.  
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User Interface Set 7 – High Uncertainty Avoidance  

Fewer comments have been made for user interface set 7. However, one of the four 

participants would change the search engine.  Participant 24, comments that, ‘less = more’ 

with regards to the simple, clean (Google type) design of the user interface home page for set 

7, nevertheless, this participant continues by saying they like the inclusion of the images in 

the results page.  Participant 128 it seems, would like to see a ‘filter by price’ option on this 

filter page, as well as ‘filter by prices’ on all of the other sets results pages.  

User Interface Set 8 – Low Uncertainty Avoidance  

From the six participant comments, only one participant, number 142, would change search 

engines.   Participant 24 likes the white content box the results are displayed in against the 

background. Participant 49 felt the buttons or icons should only be on one side of the page, 

however, unfortunately the participant did not specify which side.   Participant 109 did not 

like this user interface set and participant 128, did not like the ‘pink’ background.   

User Interface Set 9 – High Long Term Time Orientation  

Participant 3 would change search engines due to there being no link to the refined search 

page.  Also, in this set of user interfaces, the filter categories are questioned by two 

participants, numbers 62 and 128.   Participant 62 seemed not to like the filters and 

questioned the categories chosen. However, participant 128, felt the ‘.edu’ domain category 

was redundant, as the search results, for illustration purposes, relate to the University of 

Bedfordshire, with an, .ac.uk URL (Universal Resource Locater).  This comment appears not to 

take into account the results page(s) would be the same for the display of any search result 

and have not solely been designed for the listed results, which are purely for illustration 

purposes.  

User Interface Set 10 – Low Long Term Time Orientation  

For participants selecting ‘Other’, when asked the question, ‘if you had not found what you 

wanted, what would you do next?’, user interface ten produced a limited number of 

comments.   

The results page for this set 10 of user interfaces, is the only set that illustrates the multiple 

sections of results, e.g., Web, Images, Video and News.  Participant 24’s comments are 
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interesting, as this participant felt the results pages, ‘making a break-through now. Multiple 

sections for multiple forms of results’.  

User Interface Set 11 – High Indulgence 

User interface set 11 has the least number of participant comments, with only three. Again, 

like with user interface set 9, participant 62, seemed not to like the filters and questioned the 

categories chosen for this user interface.  Participant 24 appears not to like the user interface 

set, and claims it’s, ‘copy and paste with a different background’, whilst participant 3, would 

change search engines due to no link to the refined search page.  

User Interface Set 12 – Low Indulgence 

Participant 3 would change search engines due to no link to the refined search page. 

Participant 24, acknowledges, ‘this must have taken a while man’. It is unsure if this refers to 

user interface set 12’s construction, or the user interface sets in their entirety.  Whilst 

participant number 128, appears to be pleased to see a filter by price option!     

 Summary and Discussion of Section Two Part A  
The results displayed above in section 6.6, illustrate the responses given by participants from 

part A, section two of this second experiment.  

The most common answer for all twelve sets of user interface search results pages is, ‘Refine 

your search term’.  With the second most common answer being, ‘Use search Engine Filter 

Results Page (Image 3)’.    

The ‘Give Up!’ option, although a rather light-hearted response option, and was not intended 

to be taken too seriously, surprisingly has been selected by a number of participants and is 

the third placed response.   This response has subsequently been taken seriously and analysed 

by this thesis author.   Upon reflection, a participant selecting this option, is either not very 

serious about their search goal, or it shows a lack of confidence in the search system to return 

the results they are seeking.  The showing ‘a lack of confidence in the search system’ option 

has been applied to the results in this summary.  

The confidence level of the search system shown by the results for ‘Refine your Search Term’, 

is the highest for user interfaces set one and set ten.  With 141 participants, or 65.6 per cent, 

for both user interface set one and user interface set 10.  These user interface sets one and 



 
 

151 
 

ten, also show a low number of participants selecting the ‘Give up!’ option, with user interface 

one, with 10 participants, or 4.7 per cent, being the lowest number, and user interface set 10, 

with 11 participants, or 5.1 per cent.   

The results for the highest number of participants selecting ‘Use Search Engine Filter Results 

Page’, are user interface set two, with 84 or 39.1 per cent and user interface set three, being 

82 participants, or 38.1 per cent, respectively.  These higher figures reflect a higher confidence 

level in the ‘Use Search Engine Filter Results Page’ option, to return their desired results.   

The ‘Give up!’ option, is the highest for user interface set 4, with 27, or 12.6 per cent, and 

user interface set nine with 24, or 11.2 per cent of participants selecting this option.  The 

implication of this selection is the participants have a lower level of confidence in the search 

system as a whole, to be able to retrieve the information they seek. 

Option ‘Other’ being the least selected option.  However, it would seem more participants 

than those who selected ‘Other’, have chosen to submit comments, thus supplying a more 

enriched set of responses than anticipated.    

When participants select the ‘Other’ option, in response to the question, ‘If you had not found 

what you wanted, what would you do next’, they are presented with an open text box to say, 

‘what they would do next’.  However, some participants took the opportunity to make 

comments rather than supply details of ‘what they would actually do next’.    

These comments have been analysed using Theme analysis and are shown in ‘Theme analysis 

results’.  

These last two comments regarding user interface set 8, where participant 109, did not like 

this user interface set, and participant 128, did not like the ‘pink’ background, have been 

acted upon, with the user interface appearance being improved for Experiment 3.  

The re-occurring issue of participant 3, where they change search engines due to a link not 

being available to the ‘refine search’ page, has been addressed by adding this textual 

hyperlink link into every results page, on all 12 user interface sets.  These user interface sets 

have been implemented and are available in Appendix C.  These implemented prototype user 

interface web pages have been ‘screen shot’, and the subsequent images used for experiment 

three.   



 
 

152 
 

When asked ‘If you had not found what you wanted, what would you do next?’, of those who 

selected ‘Other’, the most common comment is ‘Change Search Engine’, with 24 instances, 

followed by ‘Search Again’ and ‘Filter Positive’, with ten participants making these comments.  

The salient points from participant comments, have been taken into account and used in the 

implementation of the prototype web based user interfaces, to update and enhance the      

twelve sets of user interfaces, used in experiment three.    
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 Hypotheses for Part B of Section Two 
Six hypotheses have been developed with each one being based upon Hofstede’s six 

dimensions.   The hypothesis, and related cultural dimension and corresponding user 

interface (UI), are shown below in table 6.21.  

Hofstede‘s 
Cultural 
Dimensions 

UI Design 
Number 

Hypothesis  

Power 
Distance (PD) 

PD High UI 
1 
PD Low UI 2 

H1: Higher PD Countries will show a preference for UI design 
number 1 and  
Lower PD Countries will show a preference for UI design number 
2 

Individualism 
(IDV) 

IND High UI 
3 
IND Low UI 
4 

H2: Higher IDV Countries will show a preference for UI design 
number 3 and  
Lower IDV Countries will show a preference for UI design number 
4 

Masculinity 
(MAS) 

MAS High 
UI 5 
MAS Low UI 
6 

H3: Higher MAS Countries will show a preference for UI design 
number 5 and Lower MAS Countries will show a preference for UI 
design number 6 

Uncertainty 
Avoidance 
(UA) 

UA High UI 
7 
UA Low UI 8 

H4: Higher UA Countries will show a preference for UI design 
number 7 and 
Lower UA Countries will show a preference for UI design number 
8 

Long-term 
Time 
Orientation 
(LTO) 

UA High UI 
9 
UA Low UI 
10 

H5: Higher LTO Countries will show a preference for UI design 
number 9 and 
Lower LTO Countries will show a preference for UI design number 
10 

Indulgence 
(IND) 

IND High UI 
11 
IND Low UI 
12 

H6: Higher IND Countries will show a preference for UI design 
number 11 and 
Lower IND Countries will show a preference for UI design number 
12 

Table 6.21 User Study - Cultural Dimensions, Hypotheses, and User Interfaces (UIs)  

6.8.1 Data Analysis 

This section analyses data collected for part B, of Section two, of the survey. This is where the 

design of twelve sets of search user interfaces is tested for participant preference. Each set 

of user interface designs have used both the high end and low end of all six of Hofstede’s 

dimensions.  

6.8.2 Survey Results Evaluation for Part B of Section Two 

As with Part A, the survey was completed by 215 participants, being 156 male participants 

and 59 female participants, consisting of 168 participants who are resident in the UK, and 47 
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who reside overseas.   With 17 from the 21 German participants residing in Germany, all three 

Ethiopian participants residing in Ethiopia, and three Sri Lankan participants are resident in 

Sri Lanka. Four out of eight Chinese participants reside in China.   Four out of five Nepalese 

participants live in Nepal, two from nine Nigerian participants living in Nigeria and one of 

three Italian participants living in Italy.  Additionally, there are three participants who 

identified their nationality as Democratic Republic of the Congo (DRC), however, Hofstede did 

not include the DRC amongst the countries he surveyed and as such no index score is 

available.  Consequently, these results have been excluded from the research results for the 

part B of section two, of the survey.   

The participants indicate their preference from each pair of user interface designs in 

questions 19 to 24, in part B - Section two of the survey.  These preferences are listed below 

with the user’s nationality, Hofstede’s index score for that specific country and the number 

of participants selecting a particular user interface. Participant preference numbers are 

shown both in numbers and percentages. 

These results are based upon the findings from the data in this section, together with the 

participant’s nationality.  These have been compared to the relevant national index scores as 

compiled by Hofstede for his six cultural dimensions. Hofstede’s research places each 

country/nation he surveyed, on a scale ranging from zero to one hundred, for each of his six 

dimensions.  Hofstede’s index score range enables a percentage comparison to be made with 

his results and the results from this survey.  These national index scores are taken from 

Hofstede et al. (2010).  

The 215 users who participated are from 39 countries. Unfortunately, many of the countries 

only have one to two respondents and as such these have also been excluded from the results 

for the part B of section 2 of the survey, due to this being a very small sample size.  

The countries results analysis are as follows, the number of participants are given in brackets:   

U.K. (Great Britain) (72), Germany (21), Poland (8), Pakistan (13), Nigeria (9), Bangladesh (4), 

Ethiopia (3), China (8), Nepal (5), Greece (5), Sri Lanka (3), India (11), (Romania (14), Italy (3) 

and Portugal (3) being 182 participants in total. 
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Hypothesis 1 (H1) Power Distance (PD)     

Germany and the UK are regarded as low PD countries. They both have a Hofstede countries 

index score of 35, meaning a culture that supports the concept that inequalities in their 

society be kept to a minimum.  Consequently, the expected result for H1, see table 6.21, 

would be for such countries to show a preference for user interface (UI) two.  This was not 

found to be the case, with only 18 per cent (13) for UK and 14 per cent (3) for Germany 

preferring user interface set two.  

Pakistan has a Hofstede index score of 55, placing them just above the central point, (see 

table 6.22). In this case H1, see table 6.21, is partially supported, with 85 per cent (11) of 

participants showing a preference for user interface one, and 15 per cent (2) for user interface 

two.  Similarly, Italy has an Index score of 50; with 100 per cent (3) of the participants 

preferred user interface one. However, it has to be noted there are only 3 participants from 

this country. 

For countries with a high PD index score, the results confirmed the anticipated preferences 

for user interface one for Poland, with (7) 88 per cent, Nigeria (6) 67 per cent, Ethiopia (2) 67 

per cent, China (7) 88 per cent, Nepal (4) 80 per cent, Sri Lanka (2) 67 per cent, India (7) 64 

per cent, Romania (9) 64 per cent and Portugal (2) 67 per cent.   

However, this was not the case for Bangladesh with only (2) 50 per cent of the participants 

showing a preference for user interface one, also for Greece, with only 40 per cent of 

participants showing a preference for user interface one. 
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Survey Results for Power Distance  

Countries/Culture  Total Number of 
Participants  

Hofstede index  
Score 

PD High Resutls  
UI 1 

PD Low Resutls   
UI 2  

U.K. 72 35 (59) 82% (13) 18% 

Germany 21 35 (18) 86% (3) 14% 

Poland 8 68   (7) 88% (1) 12% 

Pakistan 13 55 (11) 85% (2) 15% 

Nigeria 9 80 (6) 67% (3) 20% 

Bangladesh 4 80 (2) 50% (2) 50% 

Ethiopia 3 70 (2) 67% (1) 33% 

China 8 80 (7) 88% (1) 12% 

Nepal 5 65 (4) 80% (1) 20% 

Sri Lanka 3 80 (2) 67%  (1) 33% 

India  11 77 (7) 64% (4) 43% 

Romania 14 90 (9) 64% (5) 36% 

Italy 3 50 (3) 100% (0) 0% 

Portugal  3 63 (2) 67% (1) 33% 

Greece 5 60 (2) 40% (3) 60% 

Table 6.22 Survey Results for Power Distance UI’s 1 and 2  

Table Key for Results Column: 

Green Text = Confirmed   Pink Text = Partially Confirmed 

Red Text = Not Confirmed   Blue Text = Not Applicable   

Hypothesis 2 (H2) Individualism (IDV)  

Pakistan, Nigeria, Bangladesh, Ethiopia, China, Nepal, Sri Lanka, Romania, Portugal and 

Greece are regarded as low IDV countries for Hofstede’s index scores.  Therefore, from H2, 

see table 6.21, it would be expected these participants would show a preference for UI 4.  This 

result is confirmed for Pakistan 85 per cent (11), Nigeria 78 per cent (70), China 88 per cent 

(7), Nepal 80 per cent (4) and Sri Lanka 100 per cent (3).   

However, this has not been with case with Bangladesh, Ethiopia, Romania, Portugal, and 

Greece, all showing a preference for user interface three. 

India, regarded as close to the central point for IDV with an index score of 48, has not 

supported H2, see table 6.21, with (9) 82 per cent of participants, showing a preference for 

user interface four and (2) 18 per cent for user interface three. 
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H3, see table 6.21, expects High IND countries, UK, Germany, Italy, and Poland, to show a 

preference for user interface three, however this hypothesis has not been supported by the 

results.     

Survey Results for Individualism  

Countries/Culture  Total Number of 
Participants 

Hofstede index 
Score 

IDV High Results  
UI 3 

IDV  Low 
Results  

UI 4 

U.K. 72 89 (28) 39% (44) 61% 

Germany 21 67 (7) 33% (14) 67% 

Poland 8 60 (4) 50% (4) 50% 

Pakistan 13 14 (2) 15% (11) 85% 

Nigeria 9 30 (2) 22% (7) 78% 

Bangladesh 4 20 (3) 67% (1) 33% 

Ethiopia 3 20 (2) 67% (1) 33% 

China 8 20 (1) 13% (7) 88% 

Nepal 5 30 (1) 20% (4) 80% 

Sri Lanka 3 35 (0) 0% (3) 100% 

India  11 48 (2) 18% (9) 82% 

Romania 14 30 (8) 57% (6) 43% 

Italy 3 76 (1) 33% (2) 67% 

Portugal  3 27 (2) 67% (1) 33% 

Greece 5 35 (3) 60% (2) 40% 

Table 6.23 Survey Results for Individualism UI’s 3 and 4 

Table Key for Results Column: 

Green Text = Confirmed   Pink Text = Partially Confirmed 

Red Text = Not Confirmed   Blue Text = Not Applicable   

Hypothesis 3 (H3) Masculinity (MAS)  

Hypothesis H3 see table 6.21, expects participants from high MAS countries to show a 

preference for user interface five, and low MAS countries to show a preference for user 

interface six.  

Hofstede’s index score for UK, Germany, Poland, Nigeria, Ethiopia, Italy, China, and Greece 

are shown as high masculine countries, see table 6.24, and consequently show a preference 

for user interface five.  This is confirmed for the UK (46) 64 per cent, Germany (15) 71 per cent, 

Italy (3) 100 per cent, Ethiopia (2) 67 per cent, India (6) 55 per cent and Greece (3) 60 per cent.  
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However, participant preferences are not confirmed for China with (4) 50 per cent, or Nigeria, 

with only one participant, being 11 per cent of the nine participants showing a preference for 

user interface five.  

Pakistan and Bangladesh are considered close to the central point for MAS, with an index 

score of 50 and 55 respectively. As expected, no clear preference for either of the two user 

interfaces has been expressed by the survey participants.  

Countries with a low Hofstede MAS index score, are Nepal, Sri Lanka, Romania, and Portugal, 

and as such, express a preference for user interface six. This is the case for Nepal (3) 60 per 

cent, and Sri Lanka (2) 67 per cent, where hypothesis 3 has been supported. However, this is 

not the case for Romania and Portugal.   

Survey Results for Masculinity  

Countries/Culture  Total Number of 
Participants 

Hofstede index 
Score 

MAS High Results 
UI 5 

MAS Low Results 
UI 6 

U.K. 72 66 (46) 64% (26) 36% 

Germany 21 66 (15) 71% (6) 29% 

Poland 8 64 (6) 75% (2) 25% 

Pakistan 13 50 (7) 54% (6) 46% 

Nigeria 9 60 (1) 11% (8) 72% 

Bangladesh 4 55 (2) 50% (2) 50% 

Ethiopia 3 65 (2) 67% (1) 33% 

China 8 66 (4) 50% (4) 50% 

Nepal 5 40 (2) 40% (3) 60% 

Sri Lanka 3 10 (1) 33% (2) 67% 

India  11 56 (6) 55%  (5) 45% 

Romania 14 42 (10) 71% (4) 29% 

Italy 3 70 (3) 100% (0) 0% 

Portugal  3 31 (3) 100% (0) 0% 

Greece 5 57 (3) 60% (2) 40% 

Table 6.24 Survey Results for Masculinity UI’s 5 and 6  

Table Key for Results Column: 

Green Text = Confirmed    Pink Text = Partially Confirmed 

Red Text = Not Confirmed    Blue Text = Not Applicable   
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Hypothesis 4 (H4) Uncertainty Avoidance (UA)  

Hypothesis H4, see table 6.21, notes members of high UA countries will show a preference 

for user interface seven, and members of low UA countries will show a preference for user 

interface eight. 

Portugal (3) 100 per cent, Poland (7) 87 per cent, Romania (10) 71 per cent, Pakistan (10) 77 per 

cent, Italy (3) 100 per cent, Germany (19) 90 per cent, Bangladesh (3) 75 per cent and Greece 

(3) 60 per cent are all considered to be high UA countries.  Survey participants from these 

countries do indeed show a preference for user interface seven, as expected in hypothesis 4.   

Sri Lanka, Nigeria and Ethiopia are countries considered to be in the middle range regarding 

Hofstede’s UA index score. No clear preference for either of the two UIs is expected to be 

shown.  This has not been confirmed for Nigeria, whose participants show a preference for 

user interface eight, and Sri Lanka, and whose participants show a preference for user 

interface seven. However, participants from Ethiopia (3) 100 per cent, with an index score of 

55, showed a preference for user interface seven.  

The UK, China, Nepal, and India are considered to be countries with a low Hofstede UA index 

score. With the exception of Nepal (4) 80 per cent, whose participants confirm hypothesis 4 

and show a preference for user interface eight.  The remaining countries, UK, China, and 

India’s results show a preference for user interface seven, and as such hypothesis 4 is not 

confirmed.  

Survey Results for Uncertainty Avoidance  

Countries/Culture  Total Number of 
Participants 

Hofstede index 
Score 

UA High Results 
UI 7 

UA Low Results 
UI 8 

U.K. 72 35 (51) 71% (21) 29% 

Germany 21 65 (19) 90% (2) 10% 

Poland 8 93 (7) 87% (1) 13% 

Pakistan 13 70 (10) 77% (3) 30% 

Nigeria 9 55 (3) 33% (6) 66% 

Bangladesh 4 60 (3) 75% (1) 25% 

Ethiopia 3 55 (3) 100% (0) 0% 

China 8 30 (7) 87%  (1) 13% 

Nepal 5 40 (1) 20% (4) 80% 

Sri Lanka 3 45 (2) 67% (1) 33% 

India  11 40 (7) 64% (4) 36% 

Romania 14 90 (10) 71% (4) 29% 

Italy 3 75 (3) 100% (0) 0% 
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Countries/Culture  Total Number of 
Participants 

Hofstede index 
Score 

UA High Results 
UI 7 

UA Low Results 
UI 8 

Portugal  3 99 (3) 100% (0) 0% 

Greece 5 100 (3) 60% (2) 40% 

Table 6.26 Survey Results for Uncertainty Avoidance UI’s 7 and 8  

Table Key for Results Column: 

Green Text = Confirmed   Pink Text = Partially Confirmed 

Red Text = Not Confirmed   Blue Text = Not Applicable   

Hypothesis 5 (H5) Long-term Time Orientation (LTO)  

Long term time orientation, (LTO) cultures value, virtuous behaviour, perseverance, and 

patience for achieving goals and results.  

Hypothesis H5 notes, that high LTO countries, will show a preference for user interface nine, 

whilst low LTO countries will show a preference for user interface ten. 

Germany and China are both considered countries to have high LTO Hofstede’s index scores. 

However, the results do not confirm the expected preference for search user interface nine. 

Consequently, hypothesis 5 is not confirmed in this case.  Likewise, Italy with a slightly lower 

index score of 61, is also not confirmed.  

Countries in the mid-range for LTO are the UK, Pakistan, Bangladesh, India, Romania, and Sri 

Lanka. The expectation of a no clear preference for either user interfaces is confirmed for 

India, Pakistan, and Romania.  However, hypothesis 5 is not confirmed for the UK, or Sri Lanka.  

Greece, with a Hofstede index score of 45, is difficult to categorise, as with 5 survey 

participants there cannot be a 50/ 50 split result. As such the closest it can be is 40/60. Greece 

in this case would be considered to be partially confirmed, with a result of (2)40 per cent, for 

user interface ten.       

Although, Bangladesh (3) 75 per cent, with a Hofstede index score of 47, shows a preference 

for user interface ten. 

Countries considered having a low Hofstede LTO score are, Poland, Portugal, Greece and 

Nigeria.  Both Poland (7) 87 per cent and Portugal (2) 67 per cent, show the expected 

preference for user interface ten and confirm Hypothesis 5. However, Nigeria (5) 55 per cent, 

does shows a preference for user interface nine and hypothesis 5 is not confirmed in this case.   
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There is no LTO index score reported by Hofstede for Ethiopia and Nepal. 

Survey Results for Long Term Time Orientation   

Countries/Culture  Total Number of 
Participants 

Hofstede index 
Score 

LTO High  Results 
UI 9  

LTO Low Results 
UI 10  

U.K. 72 51 (34) 47% (38) 53% 

Germany 21 83 (9) 43% (12) 57% 

Poland 8 38 (1) 13% (7) 87% 

Pakistan 13 50 (6) 46% (7) 54% 

Nigeria 9 13 (5) 55% (4) 44% 

Bangladesh 4 47 (1) 25% (3) 75% 

Ethiopia 3 N/A (1) 33% (2) 67% 

China 8 87 (2) 25% (6) 75% 

Nepal 5 N/A (2) 40% (3) 60% 

Sri Lanka 3 45 (2) 67% (1) 33% 

India  11 51 (5) 45% (6) 55% 

Romania 14 52 (7) 50% (7) 50% 

Italy 3 61 (1) 33% (2) 67% 

Portugal  3 28 (1) 33% (2) 67% 

Greece 5 45  (3) 60% (2) 40%  

Table 6.27 Survey Results for Long Term Time Orientation UI’s 9 and 10  

Table Key for Results Column: 

Green Text = Confirmed    Pink Text = Partially Confirmed 

Red Text = Not Confirmed    Blue Text = Not Applicable   

Hypothesis 6 (H6) Indulgence (IND)  

With regards to Hofstede’s sixth dimension, Indulgence (IND), hypothesis H6 states, high IND 

countries will show a preference for user interface eleven, whereas low IND countries will 

show a preference for user interface twelve. 

Nigeria and the UK are both considered high indulgence countries, with index scores of 84 

and 69 respectively.  

The results for H6 given below in table 6.28, confirm the hypothesis, with Nigeria (8) 89 per 

cent and the UK (39) 54 per cent of participants showing a preference for user interface eleven.  

Germany, Bangladesh, and China are all considered to have a low Hofstede IND index score. 

Participant preferences for these countries are mixed; therefore, H6 is not confirmed in these 

cases.  
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However, hypothesis 6 is confirmed for Poland (5) 63 per cent, India (7) 63 per cent, Romania 

(8) 57 per cent, Italy (3) 100 per cent and Portugal (3) 100 per cent, also considered to be Low 

Indulgence countries with a low Hofstede IND index score, see table 6.28.    

Greece with a Hofstede index score of 50 is difficult to categorise, as with 5 survey participants 

there cannot be a 50/ 50 split result, as such the closest it can be 40/60. With a result of (2) 

40 per cent and (3) 60 per cent, in this particular case, H6 this would be considered to be 

partially supported.  

There is no IND index score reported by Hofstede for Ethiopia, Nepal and Sri Lanka. 

Survey Results for Indulgence     

Countries/Culture  Total Number of 
Participants 

Hofstede index 
Score 

IND High Results 
UI 11 

IND Low Results  
UI 12 

U.K. 72 69 (39) 54% (33) 46% 

Germany 21 40 (12) 57% (9) 43% 

Poland 8 29 (3) 37% (5) 63% 

Pakistan 13 0 (5) 38% (8) 62% 

Nigeria 9 84 (8) 89% (1) 11% 

Bangladesh 4 20 (2) 50% (2) 50% 

Ethiopia 3 N/A (1) 33% (2) 67% 

China 8 24 (5) 63% (3) 38% 

Nepal 5 N/A (2) 40% (3) 60% 

Sri Lanka 3 N/A (2) 67% (1) 33% 

India  11 26 (4) 36%  (7) 63% 

Romania 14 20  (6) 43% (8) 57% 

Italy 3 30 (0) 0% (3) 100% 

Portugal  3 33 (1) 33% (2) 67% 

Greece 5 50 (2) 40% (3) 60%  

Table 6.28 Survey Results for Indulgence vs Restraint UI’s 11 and 12  

Table Key for Results Column: 

Green Text = Confirmed   Pink Text = Partially Confirmed 

Red Text = Not Confirmed   Blue Text = Not Applicable   

Using Hofstede’s index scores, as shown in table 6.28, as a measure for the participant’s 

preferences, found mixed results. Some results confirm and some results do not confirm their 

respective hypothesis, shown in table 6.21. However, overall, 46 (54 per cent) of results are 

confirmed out of the possible 85, with 32 (38 per cent) of results not being confirmed.  The 
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remaining 7 (8 per cent) results, although not fully categorised are considered to be partially 

confirmed.  For the consolidated results see table 6.29 below. 

Country Hypothesis 
1 

Hypothesis  
2 

Hypothesis 
3 

Hypothesis  
4 

Hypothesis 
5 

Hypothesis 
6 

Dimension Power 
Distance 

(PD) 

Individualism 
(IDV) 

Masculinity 
(MAS) 

Uncertainty 
Avoidance 

(UA) 

Long-term 
Time 

Orientatio
n (LTO) 

Indulgence 
(IND) 

U.K. Not 
Confirmed 

Not 
Confirmed 

Confirmed Not 
Confirmed 

Not 
Confirmed 

Confirmed 

Germany Not 
Confirmed 

Not 
Confirmed 

Confirmed Confirmed Not 
Confirmed 

Not 
Confirmed 

Poland Confirmed Not 
Confirmed 

Confirmed Confirmed Confirmed Confirmed 

Pakistan Confirmed Confirmed Partially 
Confirmed 

Confirmed Partially 
Confirmed 

Confirmed 

Nigeria Confirmed Confirmed Not 
Confirmed 

Not 
Confirmed 

Not 
Confirmed 

Confirmed 

Bangladesh Not 
Confirmed 

Not 
Confirmed 

Partially 
Confirmed 

Confirmed Confirmed Not 
Confirmed 

Ethiopia Confirmed Not 
Confirmed 

Confirmed Confirmed N/A N/A 

China Confirmed Confirmed Not 
Confirmed 

Not 
Confirmed 

Not 
Confirmed 

Not 
Confirmed 

Nepal Confirmed Confirmed Confirmed Confirmed N/A N/A 

Sri Lanka Confirmed Confirmed Confirmed Not 
Confirmed 

Not 
Confirmed 

N/A 

India Confirmed Not 
Confirmed 

Confirmed Not 
Confirmed 

Partially 
Confirmed 

Confirmed 

Romania Confirmed Not 
Confirmed 

Not 
Confirmed 

Confirmed Partially 
Confirmed 

Confirmed 

Italy Confirmed Not 
Confirmed 

Confirmed Confirmed Not 
Confirmed 

Confirmed 

Portugal Confirmed Not 
Confirmed 

Not 
Confirmed 

Confirmed Confirmed Confirmed 

Greece  Not 
Confirmed 

Not 
Confirmed 

Confirmed Confirmed Partially 
Confirmed 

Partially 
Confirmed 

Table 6.29 Consolidated Results for Experiment Two Part B  

Table Key for Results Columns: 

Green Text = Confirmed    Pink Text = Partially Confirmed  

Red Text = Not Confirmed    Blue Text = Not Applicable   

The above results for survey part B, section two are discussed and analysed in more detail 

below.  
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 Summary and Discussion of Part B of Section Two 
The analysis comparing the results of the user study with Hofstede’s index scores, found 

mixed results, sometimes confirming, and sometimes not confirming, the respective 

hypothesis. However, overall, 46 results are confirmed out of the possible 85, with 32 results 

not being confirmed. The remaining seven results are difficult to fully categorise and are 

considered to be partially confirmed.   In an attempt to explain the results, the following 

analysis is offered. Firstly, as discussed above earlier, Hofstede’s cultural dimensions and 

subsequent index scores, were not identified for the purposes of user interface design, 

although they have been used extensively in HCI for general website design. One of the 

contributions of this thesis is to verify to what extent Hofstede’s dimensions, and 

consequently his index scores, can be transferred and applied to search user interfaces.    

In this study, four out of eight Chinese participants, seven of the nine Nigerian participants, 

four of the German participants, two of the Italian participants and one Nepal participant all 

currently live in the UK, and potentially could have assimilated some British culture. 

Consequently, their responses may be more British in nature, in particular for Nigerian 

participants for Uncertainty Avoidance (UA) and Long Term Time Orientation, also China for 

Long Term Time Orientation.   

Secondly, there are a limited number of participants from some countries. Although the user 

study attracted many participants, with 215 in total, the countries attracting the most are 

from the UK with 72, Germany with 21, Romania with 14, Pakistan with 13, India with 11, 

Nigeria with 9, China with 8 and Poland also with 8.  The countries with between 3 and 5 

participants have also been analysed in this study.   

Analysing these results from this study, it would appear the most supported dimensions are 

as follows:   

 Power Distance (PD), with eleven from fifteen countries, or 73 per cent, expected 

preferences for H1, see table 6.29, confirmed.   

 Uncertainty Avoidance (UA) with ten from fifteen countries, or 67 per cent, 

anticipated preferences for H2, see table 6.30, confirmed. 

 Masculinity (MAS), with nine countries expected preferences confirmed for H3, see 

table 6.29, from a possible fifteen countries, being 60 per cent.   
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 Indulgence (IND) has eight countries anticipated preferences confirmed, from a 

possible twelve, being 67 per cent.  (As three countries do not have a Hofstede index 

score reported for this dimension) for H6, see table 6.29, and an additional one 

country, (8 per cent), is partially confirmed.   

There appears sufficient evidence to suggest cross cultural theory could be used for the design 

of search user interfaces, in particular for the four cultural dimensions where the link between 

the hypotheses and the conformations are the strongest.  

 Part C - Section Two  

This is the third and last part of section two.  The survey participants are asked to rank their 

top three user interface preferences.  The same twelve sets of user interfaces are used in 

parts A, B and this part C of Section two of the survey.   

The survey is constructed to allow the participants to only make three choices, one from each 

option of first, second and third.    
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 Hypotheses for Part C - Section Two  
Please note these hypotheses are the same as for the ‘Part B - Section Two’ as shown in table 

6.21.  

Hofstede‘s 
Cultural 
Dimensions 

UI Design 
Number 

Hypothesis  

Power 
Distance (PD) 

PD High UI 
1 
PD Low UI 2 

H1: Higher PD Countries will show a preference for UI design 
number 1 and  
Lower PD Countries will show a preference for UI design number 
2 

Individualism 
(IDV) 

IND High UI 
3 
IND Low UI 
4 

H2: Higher IDV Countries will show a preference for UI design 
number 3 and  
Lower IDV Countries will show a preference for UI design number 
4 

Masculinity 
(MAS) 

MAS High 
UI 5 
MAS Low UI 
6 

H3: Higher MAS Countries will show a preference for UI design 
number 5 and Lower MAS Countries will show a preference for UI 
design number 6 

Uncertainty 
Avoidance 
(UA) 

UA High UI 
7 
UA Low UI 8 

H4: Higher UA Countries will show a preference for UI design 
number 7 and 
Lower UA Countries will show a preference for UI design number 
8 

Long-term 
Time 
Orientation 
(LTO) 

UA High UI 9 
 
UA Low UI 
10 

H5: Higher LTO Countries will show a preference for UI design 
number 9 and 
Lower LTO Countries will show a preference for UI design number 
10 

Indulgence 
(IND) 

IND High UI 
11 
IND Low UI 
12 

H6: Higher IND Countries will show a preference for UI design 
number 11 and 
Lower IND Countries will show a preference for UI design number 
12 

Table 6.30 User Study Part C - Cultural Dimensions, Hypotheses, and User Interfaces  

6.11.1 Survey Results Evaluation for Part C - Section Two 

As with the part B of section two of the survey, these results are also based upon the findings 

from this section, together with the participant’s nationality and the index scores for 

Hofstede’s six dimensions. These index scores are taken from Hofstede et al. (2010).  

The survey attracted 215 participants from 39 different countries. However, many of the 

countries had less than five participants. These respondents have been excluded from the 

results analysis for the part C of section two of the survey.  

The countries results analysis are as follows; the number of participants are given in brackets: 
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U.K. (Great Britain) (72), Germany (21), Poland (8), Pakistan (13), Nigeria (9), China (8), Nepal 

(5), India (11), (Romania (14) and Greece (5), being 166 participants in total. 

This survey is multi sectioned, with multiple parts to section two, making it rather long in both 

terms of the number of questions asked, and time required to complete. In an attempt to 

maintain the participant’s attention and interest, only their top three user interface 

preferences are requested from the choice of twelve user interfaces.    

The user interface sets used in part C of section two, are the same twelve sets of user 

interfaces used in part B of section two of the survey.     

The method applied in this section, to rank the participants top three preferences, is known 

as Borda Count, named after an 18th century French mathematician, called Jean-Charles de 

Borda, who developed this method in 1770, as noted by Lienhard (2006). This method 

allocates points to the ranking options; the points awarded in the analysis of these results are 

as follows:  

 The participant’s first preference is allocated three points. 

 The participant’s second preference is allocated two points.  

 The participant’s third preference is allocated one point.   

This process is carried out for the countries, U.K. (Great Britain) (72), Germany (21), Poland 

(8), Pakistan (13), Nigeria (9), China (8), Nepal (5), India (11), Romania (14) and Greece (5), 

with user interfaces one to twelve.  Thus making, an initial group of 30 results per user 

interface. This process is repeated for each of the twelve user interfaces, making 360 results 

in total.     

These results are based upon the findings from the data in this section two, part C of the 

survey, together with the participant’s nationality.  These results have been compared to the 

relevant national index scores, as compiled by Hofstede for his six cultural dimensions. These 

national index scores are taken from Hofstede et al. (2010).   

The participant’s results are grouped by nationality for their top three preferences, for each 

set of user interfaces numbers one to twelve.  These results are given in the tables below.  

The table to the left of each pair show the primary results, and the table on the right of each 

pair shows the participant’s top preference(s), when the Borda Count method has been 
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applied.   In the event of a tie, several methods are available to tie break. There is an arbitrary 

choice; this can be achieved by flipping a coin or bringing in an additional voter.  However, 

with Borda count, a tie can be broken by choosing the option with the most first place votes; 

this method has been applied here to break any ties.  

Hypothesis 1 (H1) Power Distance (PD)  

Both Germany and the UK are considered to be low PD countries (with both Hofstede’s 

countries index scores of 35), meaning a culture supports the concept that inequalities in their 

society be kept to a minimum. Therefore, the expectation for Hypothesis 1, see table 6.30, 

would be that countries members would show a preference for user interface two. This has 

not been found in this data, with the UK participants showing a strong preference for user 

interface one, putting it in first position, with a total Borda count of 146, as opposed to 31 for 

user interface two. Similarly, Germany has a total Borda count of 27 for user interface one, 

placing it as their second preference.  

Pakistan would be considered close to the central point for a Power Distance country with 

Hofstede’s index score of 55.  Here, Hypothesis H1, see table 6.30, has been supported, with 

user interface one being placed in first position, with a total Borda count of 23, but also, user 

interface two being placed in second position with a Borda count of 11.  At first glance, this 

result may seem to be contradictory, however, with Pakistan’s Hofstede index score being 

just above the central point, this outcome is fitting, where participants place user interface 

onein first position, but have also placed user interface two in second position, thus reflecting 

the Hofstede index score.  

However, for countries with a high Power Distance Index score, the results confirmed the 

expected preference for user interface one, for Nigeria, China, Nepal, India, Romania and 

Greece, with Poland, also a high Power Distance, placing user interface one in second position.   

 

 

 

 



 
 

169 
 

Power Distance High User Interface 1  

 Data Count   

Borda 
Count    

 Set 1- 1st  Set 1-2nd  Set 1- 3rd   Set 1- 1st  Set 1-2nd  Set 1- 3rd  Totals  

     Points 3 Points 2 Point 1  
United 
Kingdom 44 6 2   132 12 2 146 

Pakistan 6 2 1  18 4 1 23 

Poland 1 2 1   3 4 1 8 

Romania 4 0 1  12 0 1 13 

Nigeria 3 2 0   9 4 0 13 

India 7 2 0  21 4 0 25 

Germany 6 3 3   18 6 3 27 

China 6 1 0  18 2 0 20 

Nepal 4 0 0   12 0 0 12 

Greece 2 0 0  6 0 0 6 

Table 6.31 Results PD High for Hypothesis 1   

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  

 

Power Distance Low User Interface 2  

  Data Count    Borda Count 

  Set 2-1st    Set 2-2nd  Set 2- 3rd   Set 2-1st    Set 2-2nd  Set 2-3rd Totals  
     Points 3 Points 2 Point 1  

United 
Kingdom 2 9 7   6 18 7 31 

Pakistan 2 2 1  6 4 1 11 

Poland 0 0 0   0 0 0 0 

Romania 0 2 2  0 4 2 6 

Nigeria 2 2 1   6 4 1 11 

India 0 1 0  0 2 0 2 

Germany 0 2 1   0 4 1 5 

China 1 0 3  3 0 3 6 

Nepal 0 0 0   0 0 0 0 

Greece 0 1 1  0 2 1 3 

Table 6.32 Results PD Low for Hypothesis 1   

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  

Hypothesis 2 (H2) Individualism (IDV) 

The UK, Germany and Poland are considered to be countries with high Individualism, and as 

such, according to hypothesis H2, see table 6.30, would show a preference for user interface 
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three. This is considered to be partially supported, as user interface three is all of their third 

place preferences, although Germany also placed user interface four in third place, using the 

Borda count method. This tie with user interfaces three and four for Germany, was broken by 

selecting the option with the most first place ‘votes’.   In this case, user interface three has 

two first place preferences, as opposed to user interface four with only one first place 

preference.  Consequently, user interface three has been placed in third position.   

India would be considered close to the central point of Individualism with an index score of 

48.  User interface four has been placed in third position by India.   

Pakistan, Nigeria, China, Nepal, Romania, and Greece are considered low Individualism 

countries on Hofstede’s Index; accordingly, it is expected a preference for user interface four 

to be shown. 

However, Romania shows a preference for user interface three, placing it joint second with 

user interface seven from Hypothesis 4. Unfortunately, the tie break method here did not 

work, as both user interfaces have the same number of ‘votes’ for each position. As such, 

both second place positions have been included in the results.      

With Nepal placing user interface four in third place, these results would be considered 

partially confirmed.   

Pakistan also placed user interface four in third place, however, this tied for third place with 

user interfaces five and seven. Using the same tie break method as before, user interface five 

has been placed in third position for hypothesis H3. These results are included in the next 

section.  

China, Nigeria, and Greece have not placed either user interface three or user interface four, 

in their top three preferences.   
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Individualism High User Interface 3  

 Data Count   

Borda 
Count    

 Set 3 -1st  Set 3-2nd    Set 3-3rd   Set 3 -1st Set 3-2nd Set 3-3rd Total  

     Points 3 Points 2 Point 1  
United 
Kingdom 3 10 7   9 20 7 36 

Pakistan 1 0 1  3 0 1 4 

Poland 0 1 4   0 2 4 6 

Romania 3 2 0  9 4 0 13 

Nigeria 0 0 1   0 0 1 1 

India 0 2 1  0 4 1 5 

Germany 2 1 5   6 2 5 13 

China 0 0 0  0 0 0 0 

Nepal 0 1 0   0 2 0 2 

Greece 0 1 0  0 2 0 2 

Table 6.33 Results for UDV High Hypothesis 2  

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  

 

Individualism Low User Interface 4   

 

 Data Count   

Borda 
Count    

  Set 4 -1st  Set4-2nd    Set 4 -3rd     Set 4 -1st  Set 4 -2nd   Set 4-3rd   Total 

     Points 3 Points 2 Point 1  
United 
Kingdom 3 5 12   9 10 12 31 

Pakistan 0 4 0  0 8 0 8 

Poland 0 2 0   0 4 0 4 

Romania 2 0 0  6 0 0 6 

Nigeria 0 1 0   0 2 0 2 

India 1 2 0  3 4 0 7 

Germany 1 4 2   3 8 2 13 

China 0 2 1  0 4 1 5 

Nepal 0 2 0   0 4 0 4 

Greece 0 0 1  0 0 1 1 

Table 6.34 Results for UDV Low Hypothesis 2  

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  
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Hypothesis 3 (H3) Masculinity (MAS) 

Hypothesis H3, see table 6.30, suggests that higher MAS countries will show a preference for 

user interface five, and lower MAS countries will show a preference for user interface six. 

Hofstede’s Index score shows UK, Germany, Poland, Nigeria, China, and Greece are 

considered to be high masculine countries; therefore, it would be expected that a preference 

be shown for user interface five for these countries.  However, user interfaces five or six are 

not placed in their top three preferences.  

Pakistan is considered close to the central point for a MAS country.  Pakistan has placed user 

interface five in third position of their preferences.   

Nepal and Romania are countries with a low MAS index score. However, neither user interface 

five, nor user interface six, has been placed in their top three preferences.  

Masculinity High User Interface 5   

 Data Count   Borda Count   

 Set 5 -1st   Set 5-2nd  Set 5-3rd   Set 5 -1st   Set 5-2nd  Set 5-3rd  Total  

     Points 3 Points 2 Point 1  
United 
Kingdom 2 8 7   6 16 7 29 

Pakistan 2 1 0  6 2 0 8 

Poland 0 0 0   0 0 0 0 

Romania 0 2 2  0 4 2 6 

Nigeria 0 0 0   0 0 0 0 

India 0 2 1  0 4 1 5 

Germany 1 1 5   3 2 5 10 

China 0 0 0  0 0 0 0 

Nepal 0 0 1   0 0 1 1 

Greece 0 1 0  0 2 0 2 

Table 6.35 Results for MAS High Hypothesis 3  

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  
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Masculinity Low User Interface 6   

 Data Count   Borda Count   

 Set 6-1st Set 6-2nd Set 6-3rd  Set 6 -1st Set 6-2nd Set 6-3rd Total 

     Points 3 Points 2 Point 1  
United 
Kingdom 2 4 2   6 8 2 16 

Pakistan 0 0 0  0 0 0 0 

Poland 0 0 0   0 0 0 0 

Romania 1 2 0  3 4 0 7 

Nigeria 0 2 0   0 4 0 4 

India 1 0 2  3 0 2 5 

Germany 0 1 1   0 2 1 3 

China 0 0 0  0 0 0 0 

Nepal 0 0 0   0 0 0 0 

Greece 0 1 0  0 2 0 2 

Table 6.35 Results for MAS Low Hypothesis 3  

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  

Hypothesis 4 (H4) Uncertainty Avoidance (UA) 

Hypothesis H4, see table 6.30, notes that higher UA countries will show a preference for user 

interface seven, while lower UA countries will show a preference for user interface eight. 

Poland, Romania, Pakistan, and Germany are all considered by Hofstede to be high 

Uncertainty Avoidance countries, with Greece having the highest Hofstede index score of 100.  

This hypothesis, H4 would seem to have been confirmed for these countries, with both Poland 

and Germany placing user interface seven as their first preference.  Romania placing user 

interface seven joint second, (along with user interface three for high Individualism), and India 

also placing user interface seven as their second preference, with Pakistan placing user 

interface seven as their third preference.  Greece participants have positioned user interface 

seven as their third preference for Uncertainty Avoidance, jointly with user interface nine, for 

High Long Term Time Orientation.    

Nigeria, considered to be in the middle range when it comes to the Uncertainty Avoidance 

index score, does not place either user interface seven or user interface eight within their top 

three preferences.   

The UK, China, Nepal and India are countries with a low Uncertainty Avoidance index score, 

and as such would be expected to show a preference for user interface eight.  However, these 
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countries have not placed user interface eight in their top three preferences, and in the cases 

of the UK and India, have actually given user interface seven as their second preference.  

China and Nepal have not included user interface seven in their top three preferences either.    

Uncertainty Avoidance High User Interface 7   

 Data Count   Borda Count    

  Set 7-1st  Set 7- 2nd   Set 7-3rd    Set 7-1st  Set 7-2nd  
  
Set7-3rd  Total  

     Points 3 Points 2 Point 1  
United 
Kingdom 9 11 6   27 22 6 55 

Pakistan 1 1 3  3 2 3 8 

Poland 5 2 0   15 4 0 19 

Romania 3 2 0  9 4 0 13 

Nigeria 0 1 1   0 2 1 3 

India 2 1 1  6 2 1 9 

Germany 9 4 0   27 8 0 35 

China 0 2 0  0 4 0 4 

Nepal 0 0 2   0 0 2 2 

Greece 1 0 0  3 0 0 3 

Table 6.36 Results for UA High Hypothesis 4 

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  

Uncertainty Avoidance Low User Interface 8   

 Data Count   Borda Count    

   Set 8 -1st  Set 8 -2nd   Set 8- 3rd     Set 8 -1st Set 8 -2nd  
 Set 8-

3rd  Total  

     Points 3 Points 2 Point 1  
United 
Kingdom 0 2 4   0 4 4 8 

Pakistan 0 0 1  0 0 1 1 

Poland 0 0 1   0 0 1 1 

Romania 0 0 1  0 0 1 1 

Nigeria 2 0 0   6 0 0 6 

India 0 0 1  0 0 1 1 

Germany 1 0 1   3 0 1 4 

China 0 0 0  0 0 0 0 

Nepal 0 0 0   0 0 0 0 

Greece 0 0 0  0 0 0 0 

Table 6.37 Results for UA Low Hypothesis 4 

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  
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Hypothesis 5 (H5) Long Term Time Orientation (LTO) 

Hypothesis H5 puts forward the concept that higher LTO countries will show a preference for 

user interface nine, and lower LTO countries members will exhibit a preference for user 

interface ten. 

Germany and China are considered countries with high long-term orientation, according to 

Hofstede’s Index score.  China has placed user interface ten in second position. This does not 

support the hypothesis.  Germany has not placed either user interface in their top three 

preferences.  

Countries in the middle range for LTO are the UK, Pakistan, India, and Romania.  These 

countries have not placed either user interface in their top three preferences.  

Countries with a low LTO score are Poland, Nigeria, and Greece.   

Hypothesis 5 has not been supported by Nigerian participants who have placed user interface 

nine in third position.  Likewise, for Greece, participants place user interface nine, as their 

third preference, jointly with user interface seven for Uncertainty Avoidance.   

Poland has not placed either user interface in their top three preferences.   

There is no LTO index score reported by Hofstede for Nepal.  
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Long Term Time Orientation High User Interface 9   

 Data Count   Borda Count    

  Set 9 -1st   Set 9 -2nd  Set 9-3rd    Set 9 -1st   Set 9-2nd  Set 9-3rd  Total  

     Points 3 Points 2 Point 1  
United 
Kingdom 1 8 9   3 16 9 28 

Pakistan 1 1 1  3 2 1 6 

Poland 0 1 0   0 2 0 2 

Romania 0 1 1  0 2 1 3 

Nigeria 1 0 4   3 0 4 7 

India 0 1 0  0 2 0 2 

Germany 0 0 0   0 0 0 0 

China 0 1 1  0 2 1 3 

Nepal 0 0 0   0 0 0 0 

Greece 1 0 0  3 0 0 3 

Table 6.38 Results for LTO High Hypothesis 5 

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  

 

Long Term Time Orientation Low User Interface 10   

 Data Count   Borda Count    

   Set 10 -1st  Set 10-2nd  Set 10-3rd     Set 10- 1st  Set 10-2nd  
Set 10 -

3rd  Total  

     Points 3 Points 2 Point 1  
United 
Kingdom 3 3 8   9 6 8 23 

Pakistan 0 0 3  0 0 3 3 

Poland 2 0 0   6 0 0 6 

Romania 0 2 3  0 4 3 7 

Nigeria 1 0 1   3 0 1 4 

India 0 0 2  0 0 2 2 

Germany 1 3 2   3 6 2 11 

China 1 1 2  3 2 2 7 

Nepal 0 0 1   0 0 1 1 

Greece 0 0 2  0 0 2 2 

Table 6.39 Results for LTO Low Hypothesis 5 

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  
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Hypothesis 6 (H6) Indulgence vs Restraint (IND) 

For Hofstede’s Indulgence vs Restraint (IND) dimension, hypothesis H6 states, that higher IND 

countries will show a preference for user interface eleven, whilst lower IND countries will 

show a preference for user interface twelve. 

Nigeria and the UK are both considered high indulgence countries, with index scores of 84 

and 69 respectively.  Nigeria and the UK have not placed either user interfaces in their top 

three preferences.  

Greece with a Hofstede index score of 50 is considered to be at the centre point, and as such, 

would show an equal preference for user interfaces eleven and twelve.  However, with the 

number of participants being five, this would be difficult to achieve. After the Borda count 

method has been applied to the initial results, a preference for user interface twelve is 

recorded, and placing it as Greece’s participants second choice.        

Germany, China, Poland, India, and Romania have a low IND index score according to 

Hofstede’s Index.  Romanian participants have placed user interface twelve in third place. This 

is the only low IND country to have user interface twelve in their top three.    

It is noted that Nepal has placed, user interface twelve in second place, however, there is no 

IND index score reported by Hofstede for Nepal. 

 

 

 

 

 

 

 

 



 
 

178 
 

 

Indulgence High User Interface 11   

 Data Count   Borda Count   

 Set 11 -1st  Set 11-2nd   Set 11-3rd   Set 11-1st   Set 11-2nd  

  
Set 11-

3rd  Total  

     Points 3 Points 2 Point 1  
United 
Kingdom 2 2 3   6 4 3 13 

Pakistan 0 2 2  0 4 2 6 

Poland 0 0 1   0 0 1 1 

Romania 0 0 1  0 0 1 1 

Nigeria 0 1 0   0 2 0 2 

India 0 0 2  0 0 2 2 

Germany 0 1 0   0 2 0 2 

China 0 1 1  0 2 1 3 

Nepal 0 1 0   0 2 0 2 

Greece 0 1 0  0 2 0 2 

Table 6.40 Results for IND High Hypothesis 6 

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  

 

Indulgence Low User Interface 12    

 Data Count   Borda Count   

 Set 12-1st  Set 12-2nd  Set 12-3rd   Set 12-1st  Set 1 -2nd  

 
Set 12-

3rd Total  

     Points 3 Points 2 Point 1  
United 
Kingdom 1 4 5   3 8 5 16 

Pakistan 0 0 0  0 0 0 0 

Poland 0 0 1   0 0 1 1 

Romania 1 1 3  3 2 3 8 

Nigeria 0 0 1   0 0 1 1 

India 0 0 1  0 0 1 1 

Germany 0 1 1   0 2 1 3 

China 0 0 0  0 0 0 0 

Nepal 1 1 1   3 2 1 6 

Greece 1 0 1  3 0 1 4 

Table 6.41 Results for IND Low Hypothesis 6 

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  
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Consolidation of Results  

Table 6.42 below gives an overview of the total results for each country, and each of 

Hofstede’s six dimensions, with both the low and high user interface designs numbers for 

each dimension, making twelve user interfaces in total.  Table 6.42 shows the Borda count 

scores, with the key colours used to identify the user interfaces placed in first, second and 

third positions.  Table 6.43 shows, if the user interfaces placed first, second and third by the 

participants, match up with Hofstede’s scores for each country and for each dimension.      

Any ties have been broken by choosing the option with the most first place choices, then 

second place choices and finally third place choices.   The participant choices are shown in 

table 6.31 to 6.41 above. This method was successful, except for Romania, where two of its 

first placed user interfaces had exactly the same scores, and as such both results have been 

placed joint second.  Likewise, Greece, with its joint third place user interfaces, where both 

interfaces also had exactly the same scores, consequently as such, both results have been 

placed joint third. These Borda count results have been consolidated and are given in table 

6.42 below. 

Hypotheses Hypothesis 
1 

Hypothesis  
2 

Hypothesis 3 Hypothesis  
4 

Hypothesis 5 Hypothesis 6 

Dimension Power 
Distance 

(PD) 

Individualism 
(IDV) 

Masculinity 
(MAS) 

Uncertainty 
Avoidance 

(UA) 

Long-term 
Time 

Orientation 
(LTO) 

Indulgence 
(IND) 

Country  Set 
1 

High
PD 

Set 
2 

Low 
PD 

Set 3 
High  
IDV 

Set 4 
Low  
IDV  

Set 5 
High 
MAS 

Set 6 
Low 
MAS 

Set 7 
High  
UA 

Set 8 
Low  
UA 

Set 9 
High 
LTO 

Set 
10 

Low 
LTO 

Set 
11 

High  
IND 

Set 
12 

Low  
IND   

United 
Kingdom 146  31 36 31 29 16 55 8 28 23 13 16 

Pakistan 23 11 4 8 8 0 8 1 6 3 6 0 

Poland 8 0 6 4 0 0 19 1 2 6 1 1 

Romania 13 6 13 6 6 7 13 1 3 7 1 8 

Nigeria 13 11 1 2 0 4 3 6 7 4 2 1 

India 25 2 5 7 5 5 9 1 2 2 2 1 

Germany 27 5 13 13 10 3 35 4 0 11 2 3 

China 20 6 0 5 0 0 4 0 3 7 3 0 

Nepal 12 0 2 4 1 0 2 0 0 1 2 6 

Greece 6 3 2 1 2 2 3 0 3 2 2 4 

Table 6.42 Consolidated Borda Count Preference Results 

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  
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Table 6.43 below, gives an overview of the total results for each country and each of 

Hofstede’s six dimensions, with both the low and high user interface designs numbers for 

each dimension, making twelve user interfaces in total.  The values shown in table 6.42 above 

have been transformed into first, second and third positions of preference of the total 

number of participants from each country for each dimension. These results are shown in 

table 6.43 below.  

Hypotheses Hypothesis 
1 

Hypothesis  
2 

Hypothesis 3 Hypothesis  
4 

Hypothesis 5 Hypothesis 6 

Dimension Power 
Distance 

(PD) 

Individualism 
(IDV) 

Masculinity 
(MAS) 

Uncertainty 
Avoidance 

(UA) 

Long-term 
Time 

Orientation 
(LTO) 

Indulgence 
(IND) 

Country  Set 
1 

High 
PD 

Set 
2 

Low 
PD 

Set 3 
High 
IDV 

Set 4 
Low 
IDV  

Set 5 
High 
MAS 

Set 6 
Low 
MAS 

Set 7 
High 
UA 

Set 8 
Low 
UA 

Set 9 
High  
LTO  

Set 
10 

Low  
LTO 

Set 
11 

High 
IND 

Set 
12 

Low  
IND   

United 
Kingdom 1st 31 3rd 31 29 16 2nd 8 28 23 13 16 

Pakistan 1st 2nd 4 8 3rd 0 8 1 6 3 6 0 

Poland 2nd 0 3rd 4 0 0 1st 1 2 6 1 1 

Romania 1st 6 2nd 6 6 7 2nd 1 3 7 1 3rd 

Nigeria 1st 2nd 1 2 0 4 3 6 3rd 4 2 1 

India 1st 2 5 3rd 5 5 2nd 1 2 2 2 1 

Germany 2nd 5 3rd 13 10 3 1st 4 0 11 2 3 

China 1st 3rd 0 5 0 0 4 0 3 2nd 3 0 

Nepal 1st 0 2 3rd 1 0 2 0 0 1 2 2nd 

Greece 1st 3 2 1 2 2 3rd 0 3rd 2 2 2nd 

Table 6.43 Consolidated Top three Preference Results 

Key:    Green = Preference Confirmed   Red = Preference Not Confirmed  

            Orange = Preference Partially Confirmed    Blue = No Hofstede Result Available   

The total number of top three preference placements options available, are 32. This consists 

of three preference choices for all ten countries analysed (30), plus an additional second place 

position for Romania, and an additional third place for Greece, making 32 in total.  However, 

there is no Hofstede score available for Nepal for the Indulgence vs Restraint (IND) dimension, 

so consequently, only 31 relevant results are possible.    

The top three preference placement results have been compared to Hofstede’s scores for 

each dimension for the respective country.  Hofstede’s research places each country/nation’s, 
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(surveyed by Hofstede), index score on a scale ranging from zero – one hundred, for each of 

his six dimensions.  

As such, it is possible to draw a conclusion from these index scores. Likewise, for a particular 

country’s results where they are comparable, or not comparable to Hofstede’s results.    

This has been achieved for the results of this section two, part C, by comparing these results 

with Hofstede’s index score, as per the hypotheses for each dimension, as in table 6.30. These 

national index scores are taken from Hofstede et al. (2010).  

These results of this comparison are presented as follows:  

Confirmed = 12/31   (39%)    Partially Confirmed = 10 /31   (32%)   Not Confirmed = 9/31    

(29%)  

Using Hofstede’s index scores, as a measure to compare the participant’s top three 

preferences, found mixed results, some confirming, some partially confirming and some 

results not confirming the respective hypothesis shown in table 6.30.  

However, overall, twelve results from a possible thirty one first choice preferences are 

confirmed.  With ten from thirty one second and third choice preferences considered as 

partially confirmed, and nine from thirty one results not being confirmed.  

These mixed results need to be taken in context, as the participants had an option to place 

any one of twelve user interfaces in their top three positions, and as such, the possibility of 

picking their top choice is twelve to one, (8.33 per cent), with their second choice being eleven 

to one, (9.09 per cent), and their third choice being ten to one, (10 per cent).  As such this 

makes the participant choices significant.   

User Interface Set 1 PD – Hypothesis 1  

The choices are significant; in particular, the results for Power Distance user interface set one.  

Where after the Borda count has been applied, user interface set one was placed either in 

first or second overall place for all countries results used in this section of the survey, see 

table 6.43.      

These results confirm seven from ten countries for Hofstede’s Power Distance dimension, also 

partially confirms Poland, where user interface set one is put in second overall place.  
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The maximum possible Borda count score for the UK, for each of Hofstede’s dimensions is 

216.  This is where the maximum number of first preference points available, in this case 

three, is multiplied by number of UK participants, in this case 72, making a total of 216.   This 

has been repeated for each country in order to obtain their maximum Borda count scores.   

The percentage scores for set one and set two, for both High and Low Power Distance, after 

Borda count has been applied, are shown in table 6.44, as follows:  

Hypothesis Hypothesis 1 Hypothesis 1 - 
Result 

Dimension Power Distance (PD) Power Distance 
(PD) 

 
 

Country 

Set 1 
High PD 

Set 2  
Low PD  

Maximum 
Borda 
Count 
Score  

Percentage  
Set 1  

Percentage  
Set 2  

Set 1  
High PD 

Set 2  
Low PD 

United 
Kingdom 146 31 

 
216 

67.5% 

 
14.3% 

1st   NC 31 

Pakistan 23 11 39 58.9% 28.2% 1st C 2nd C 

Poland 8 0 24 33.3% 0% 2nd PC 0 

Romania 13 6 42 30.9% 14.2% 1st C 6 

Nigeria 13 11 27 48.1% 40.7% 1st C 2nd PC 

India 25 2 33 75.7% 6% 1st C 2 

Germany 27 5 63 42.85% 7.9% 2nd NC 5 

China 20 6 24 83.3% 25% 1st C 3rd PC 

Nepal 12 0 15 80% 0% 1st C 0 

Greece 6 3 15 40% 20% 1st C 3 

Table 6.44 Percentage results for Hypothesis 1 

Power Distance Result Key:     Pink = 1st Preference         Yellow = 2nd Preference       Purple = 

3rd Preference  

Hypothesis 1 Key:    Green C = 1 Confirmed   Red NC = Not Confirmed   Orange PC = Partially 

Confirmed     

The above results show seven from ten countries are confirmed for Hofstede’s Power 

Distance dimension for High PD, with user interface set one being put in first place; together 

with and a partial High PD confirmation for Poland, where user interface set two is put in 

second place.  
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There could a simple explanation for these findings, where user interface set one is the first 

user interface set the participants are exposed to. This could be a ‘good first impression’, or 

it is less effort for participants to choose the first option.      

However, it could also be due the participants showing a genuine preference for user 

interface set one.   

The high result for the UK selecting user interface set one as a first preference (High Power 

Distance) could be due to the Palace of Westminster in London image shown in figure 6.1, 

and this image being synonymous with the UK Houses of Parliament.  This UK result for Power 

Distance did not confirm hypothesis 1.   

The German participants placed user interface set one in second position for High Power 

Distance, thus also not confirming Hypothesis 1, as the anticipated outcome for German 

participants would be to show a preference for user interface set two.    

Hypothesis Hypothesis 2 Hypothesis 2 - 
Result 

Dimension Individualism  (IDV) Individualism  
(IDV) 

 
 

Country 

Set 3 
High IDV 

Set 4 
Low IDV  

Maximum 
Borda 
Count 
Score  

Percentage  
Set 3  

Percentage  
Set 4  

Set 3 
High 
IDV 

Set 4  
Low 
IDV 

United 
Kingdom 36 31 

 
 

216 17% 

 
 

14% 3rd PC 31 

Pakistan 4 8 39 10% 20.5% 4 8 

Poland 6 4 24 25% 17% 3rd PC 4 

Romania 13 6 42 31% 14% 2nd NC 6 

Nigeria 1 2 27 4% 7% 1 2 

India 5 7 33 15% 21% 5 3rd   PC             

Germany 13 13 63 21% 21% 3rd  PC 13 

China 0 5 24 0% 21% 0 5 

Nepal 2 4 15 13% 27% 2 3rd  PC    

Greece 2 1 15 13% 7% 2 1 

Table 6.45 Percentage results for Hypothesis 2  

Power Distance Result Key:     Pink = 1st Preference         Yellow = 2nd Preference       Purple = 

3rd Preference  

Hypothesis 1 Key:    Green C = 1 Confirmed   Red NC = Not Confirmed   Orange PC = Partially 

Confirmed     
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The above results show three partial confirmations for High Individualism, user interface set 

three, and two partial confirmations for Low Individualism, user interface set four, making 

five partial confirmations in total for this dimension.     

Poland has placed user interface set three in second overall place for High Individualism. 

However, this is not a partial confirmation of hypothesis 2 for Poland, as the anticipated 

outcome is for participants from Poland to show a preference for user interface set four.  

Hypothesis Hypothesis 3 Hypothesis 3 - 
Result 

Dimension Masculinity (MAS) Masculinity  
(MAS) 

 
 

Country 

Set 5 
High MAS 

Set 6 
Low 
MAS  

Maximum 
Borda 
Count 
Score  

Percentage  
Set 5  

Percentage  
Set 6  

Set 5 
High 
MAS 

Set 5  
Low 
MAS 

United 
Kingdom 29 16 

 
 

216 13% 7% 29 16 

Pakistan 8 0 39 20.5% 0% 3rd  PC 0 

Poland 0 0 24 0% 0% 0 0 

Romania 6 7 42 14% 17% 6 7 

Nigeria 0 4 27 0% 15% 0 4 

India 5 5 33 9% 9% 5 5 

Germany 10 3 63 16% 5% 10 3 

China 0 0 24 0% 0% 0 0 

Nepal 1 0 15 7% 0% 1 0 

Greece 2 2 15 13% 13%  2 2 

Table 6.46 Percentage results for Hypothesis 3 

Power Distance Result Key:     Pink = 1st Preference         Yellow = 2nd Preference       Purple = 

3rd Preference  

Hypothesis 1 Key:    Green C = 1 Confirmed   Red NC = Not Confirmed   Orange PC = Partially 

Confirmed     

The above results in table 6.46 show only one partial confirmation for Hofstede’s Masculinity 

dimension, and in particular for High MAS, with user interface set five being put in third place 

by participants from Pakistan.    

It is worth noting this was the only top three overall preference for this dimension.      
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Hypothesis Hypothesis 4 Hypothesis 4 - 
Result 

Dimension Uncertainty Avoidance   (UA) Uncertainty 
Avoidance  (UA) 

 
 

Country 

Set 7 
High UA 

Set 8 
Low UA  

Maximum 
Borda 
Count 
Score  

Percentage  
Set 7 

Percentage  
Set 8 

Set 7 
High 
IDV 

Set 8   
Low 
IDV 

United 
Kingdom 55 8 

 
 

216 25% 

 
 

4% 2nd NC 8 

Pakistan 8 1 39 20.5% 2.5% 8 1 

Poland 19 1 24 79% 4% 1st 1 

Romania 13 1 42 31% 31% 2nd PC 1 

Nigeria 3 6 27 11% 22% 3 6 

India 9 1 33 27% 3% 2nd NC 1 

Germany 35 4 63 55.5%  6% 1st 4 

China 4 0 24 17% 0% 4 0 

Nepal 2 0 15 13% 0% 2 0 

Greece 3 0 15 20%  0% 3rd PC 0 

Table 6.47 Percentage results for Hypothesis 4 

Power Distance Result Key:     Pink = 1st Preference         Yellow = 2nd Preference       Purple = 

3rd Preference  

Hypothesis 1 Key:    Green C = 1 Confirmed   Red NC = Not Confirmed   Orange PC = Partially 

Confirmed     

The above results show four from ten countries confirmation or partial confirmation, for 

Hofstede’s Uncertainty Avoidance dimension for High UA, with user interface set seven being 

put in first place twice, second place once, and third place once.  

This preference being shown for user interface seven could be due the minimal uncluttered 

user interface design for uncertainty avoidance.  This home page interface design also 

transpires to be reminiscent of the current search engine for Google; this could simply be a 

consequence of familiarity. Alternatively, it could also be due the participants showing a 

genuine preference for user interface set seven.   

The moderately high results for the UK and India selecting user interface set seven, as an 

overall second preference for High Uncertainty Avoidance, could simply be due to the 

familiarity of a simplex design employed by the market leader in search engine portals.  
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These results for the UK and India do not confirm, or indeed partially confirm, Hypothesis 4 

as it was anticipated these two groups of participants would show a preference for user 

interface set eight.   

Hypothesis Hypothesis 5 Hypothesis 5 - 
Result 

Dimension Long Term Time Orientation  (LTO) Long Term Time 
Orientation  

 (LTO) 

 
 

Country 

Set 9 
High LTO 

Set 10 
Low LTO  

Maximum 
Borda 
Count 
Score  

Percentage  
Set 9  

Percentage  
Set 10 

Set 9 
High 
LTO 

Set 10  
Low 
LTO  

United 
Kingdom 28 23 

 
 

216 13% 11% 28 23 

Pakistan 6 3 39 15% 8% 6 3 

Poland 2 6 24 8%  25% 2 6 

Romania 3 7 42 12.5% 17% 3 7 

Nigeria 7 4 27 26% 15% 3rd NC 4 

India 2 2 33 6% 6% 2 2 

Germany 0 11 63 0% 17% 0 11 

China 3 7 24 12.5% 29% 3 2nd NC 

Nepal 0 1 15 0%  7% 0 1 

Greece 3 2 15 20% 13%  3rd NC 2 

Table 6.48 Percentage results for Hypothesis 5 

Power Distance Result Key:     Pink = 1st Preference         Yellow = 2nd Preference       Purple = 

3rd Preference  

Hypothesis 1 Key:    Green C = Confirmed   Red NC = Not Confirmed   Orange PC = Partially 

Confirmed    Blue = No Hofstede Result Available   

The above results show two from ten countries have placed Hofstede’s Masculinity dimension 

for High Masculinity, user interface nine, as third in their top three preferences. However, this 

does not confirm Hypotheses 5, as the anticipated preference for low masculinity countries, 

would be to show a preference for user interface ten.  

Likewise, China has placed user interface ten as their overall second preference, where the 

expected preference for participants from China would be user interface nine. Consequently, 

this shows an opposite preference for these three participant groups. 
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Hypothesis Hypothesis 6 Hypothesis 6 - 
Result 

Dimension Indulgence (IND) Indulgence  
(IND) 

 
 

Country 

Set 9 
High IND 

Set 10 
Low IND  

Maximum 
Borda 
Count 
Score  

Percentage  
Set 11 

Percentage  
Set 12 

Set 11 
High 
IND 

Set 12  
Low 
IND 

United 
Kingdom 13 16 

 
 

216 6%  7% 13 16 

Pakistan 6 0 39 13% 0% 6 0 

Poland 1 1 24 4% 4% 1 1 

Romania 1 8 42 2% 19% 1 3rd 

Nigeria 2 1 27 7% 4% 2 1 

India 2 1 33 6% 3% 2 1 

Germany 2 3 63 3% 5% 2 3 

China 3 0 24 5% 0%  3 0 

Nepal 2 6 15 13% 40% 2 2nd 

Greece 2 4 15 13% 27% 2 2nd 

Table 6.49 Percentage results for Hypothesis 6 

Power Distance Result Key:     Pink = 1st Preference         Yellow = 2nd Preference       Purple = 

3rd Preference  

Hypothesis 1 Key:    Green C = Confirmed   Red NC = Not Confirmed   Orange PC = Partially 

Confirmed    Blue = No Hofstede Result Available   

The above results in table 6.49 shows three from ten countries have placed Hofstede’s 

Indulgence dimension for Low Indulgence, user interface twelve, within their top three 

preferences. Participants from Greece and Nepal placed user interface twelve in second 

position and Romanian participants placed it in third position. However, this does not confirm 

Hypotheses 6 for the participants from Greece, as it was anticipated a preference for user 

interface eleven would be expressed.   

The participants from Nepal have also placed user interface twelve in their second overall 

position. However, Hofstede does not report an index score for Nepal for Indulgence, and as 

such, this result cannot be either confirmed or not confirmed.   

The anticipated preference for High Indulgence, user interface twelve, has been shown by 

participants from Romania, by placing this in third position of their overall top three 
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preferences, consequently, partially confirming Hofstede’s Indulgence dimension for High 

Indulgence.  

It should also be noted several user interfaces have not been placed either first, second or 

third in overall preference, by any group of participants, from any of the countries reported 

in these results.  

These user interfaces are, High Masculinity set six, High Uncertainty Avoidance set nine and 

Low Indulgence set eleven.       

 Summary and Discussion of Section Two Part C  
In an attempt to explain the results of this section two, part C, the following analysis is put 

forward.  

Hofstede’s cultural dimensions, and subsequent index scores, belong to studies of 

anthropology and as such have not been created for either search user interfaces or website 

user interfaces.  However, as described in Chapter two, they have been extensively used in 

HCI for general website design.  One of the contributions of this research is to verify to what 

extent Hofstede’s dimensions, and consequently his index scores, are transferrable and can 

be applied to search user interfaces.     

In this study, four out of eight Chinese users, seven of nine Nigerian users, four German users 

and four of five participants from Greece, live in the UK, and potentially could have 

assimilated some of the British culture.  

Consequently, their responses may be more British in nature, in particular for Nigerian 

participants, and Chinese for Long Term Time Orientation.   Whereas Nigerian participants 

would be expected to show a preference for user interface ten, as per Hypotheses 5, but 

instead placed user interface nine as their third placed preference.  Likewise, Chinese 

participants would be expected to show a preference for user interface nine and in fact show 

a preference for user interface ten, by placing it second.  

Similarly for Greece, where their second choice preference is for user interface twelve, for 

High Indulgence, where this would be expected to be equal to user interface eleven, with 

their Hofstede index score being 50.   
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There are also a limited number of participants for some of the countries results.  As 

previously discussed in section 6.4, Survey Results for Part A of Section Two, this study 

attracted many participants, in particular from the UK (72), Germany (21), Romania (14), 

Pakistan (13), India (11), and Nigeria (9) with China (8) and Poland (8).  However, there are 

only five participants from Nepal and Greece.   

Examining the results for this particular section of the survey, section two, part C, it would 

appear Hofstede’s six dimensions are supported as follows:  

Most Supported  

Power Distance (PD), with seven out of eight expected first place preferences confirmed.  The 

eighth, being placed second for High Power Distance.  Also, with two second place 

preferences, and one third place preference confirmed for Low Power Distance.     

Second Most Supported 

Uncertainty Avoidance (UA), with two first places, one second and one third place, from five 

expected preferences being confirmed for High Uncertainty Avoidance.  

Third Most Supported  

Individualism (IDV) with the UK, Germany and Poland all placing set three in their top three 

preferences for High Individualism, and India and Nepal with two third places for Low 

individualism. 

Partially Supported  

Masculinity (MAS), only having one partially confirmed user interface five, this is where 

Pakistan participants place it third in their overall preference.  

Indulgence (IDV), again with only one partial confirmation for user interface set twelve; this 

is where Romanian participants place this third in their overall preference.    

Nepal’s participants placed user interface twelve as their second preference, however, no 

Hofstede score is reported for Nepal. As such, a comparison and any conclusions cannot be 

drawn from this particular individual result.   
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Greece’s participants place user interface twelve as their second preference and 

consequently it is not confirmed.   

Least Supported  

Long Term Time Orientation (LTO) having no confirmations.  

Results Analysis  

From the analysis of the results for Section two, part C of the survey, there appears to be 

sufficient evidence to suggest cross cultural theory could be used for the design of search user 

interfaces for several cultural dimensions, in particular for the three cultural dimensions 

where the link between the hypotheses and the conformations are the strongest, namely, 

Power Distance (PD), Uncertainty Avoidance (UA) and Individualism (IDV).  However, there is 

also insufficient evidence to suggest cross cultural theory could be used for the design of 

search user interfaces for several other cultural dimensions.   

 Survey Section Three 
This, the last section of the survey, contains the current Hofstede’s Value Survey Module 

(VSM) 2013 Questionnaire, Hofstede (2013, p. 1-4).  This questionnaire has been used in its 

entirety. Hofstede used this VSM questionnaire Hofstede (2013, p. 1-4), to measure the six 

dimensions, using a formula calculation allowing the index scores to be calculated. The 

formulas used by Hofstede are given in his (VSM) 2013 Manual, Hofstede and Minkov (2013, 

p. 6-10).     

This section, like the other sections of the survey, requests all parts to be completed by the 

participant and is marked as ‘required’, in order for the participant to complete the survey.  

The participant survey cannot be ‘submitted’ to the online platform unless completed, thus 

only fully completed surveys have been used throughout this study.    

6.13.1 Hofstede’s Value Survey Module (VSM) 2013 

This questionnaire has been “developed for comparing culturally influenced values and 

sentiments of similar respondents from two or more countries” Hofstede (2013, p. 2). This 

particular survey version has been developed over a number of years by Hofstede and his 

fellow researchers. The first public version, VSM 82, was as a result from the original IBM 

survey, and consisted of four dimensions. The second version known as VSM 94, has an 

additional Long Term Time Orientation dimension, making five in total.   The sixth and last 
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dimension was added after Minkov’s research of the World Values Survey for up to 81 

countries, together with ‘other newly available sources’ Hofstede and Minkov (2013, p. 2). 

In order to use the VSM, Hofstede (2013), to compare and draw conclusions for participants 

from a particular country, to the scores attributed to that country in Hofstede’s books, it is 

imperative to use ‘matched samples of respondents: people similar on all criteria other than 

nationality that could systematically affect the answers’.  Hofstede and Minkov (2013, p. 5).  

The likelihood of recreating the sample used in Hofstede surveys is essentially impossible, not 

least due to the fact one of the matching features is the moment in time the survey was 

carried out.  In this case the IBM studies were conducted circa 1970.   With this in mind, the 

countries scores from Hofstede (2010) can only be used as a rough guide to the expected 

results from section three of this study. This is reflected in the Hypothesis for section three in 

table 6.50. 

Participants  

As with part C section two, the countries with less than five participants have also been 

excluded from the results analysis for this section of the survey.  

Therefore, the countries results analyses are as follows; with the number of participants given 

in brackets:   

U.K. (Great Britain) (72), Germany (21), Poland (8), Pakistan (13), Nigeria (9), China (8), Nepal 

(5), India (11), (Romania (14) and Greece (5), being 166 participants in total. 
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Hypotheses - Section Three 

Hofstede‘s 
Cultural 
Dimensions 

UI Design 
Numbers 

Hypothesis  

Power 
Distance (PD) 

UI 1 and UI 2 H1: The participants VSM Scores will be similar to Hofstede’s Index 
Scores for PD 

Individualism 
(IDV) 

UI 3 and UI 4 H2: The participants VSM Scores will be similar to Hofstede’s Index 
Scores for IDV 

Masculinity 
(MAS) 

UI 5 and UI 6 H3: The participants VSM Scores will be similar to Hofstede’s Index 
Scores for MAS 

Uncertainty 
Avoidance 
(UA) 

UI 7 and UI 8 H4: The participants VSM Scores will be similar to Hofstede’s Index 
Scores for UA 

Long-term 
Time 
Orientation 
(LTO) 

UI 9 and UI 
10 

H5: The participants VSM Scores will be similar to Hofstede’s Index 
Scores for LTO 
 

Indulgence 
(IND) 

UI 11 and UI 
12 

H6: The participants VSM Scores will be similar to Hofstede’s Index 
Scores for IND  

Table 6.50 Hypotheses for Survey Section Three  

The hypotheses for this section three expects the results, once analysed, to be loosely 

connected to that of Hofstede.  As with the previous hypotheses for section two, there is one 

per dimension.   

 Hofstede’s Values Survey Module (VSM) 2013 Questionnaire has been used in its entirety in 

this section of the survey, Hofstede (2013, p. 1-4). 

VSM Formulae  

The following formulae have been used to calculate the VSM scores.  These formulae can be 

found in Hofstede and Minkov (2013, p. 6-10), Value Survey Module 2013 Manual.    

The mean average score is calculated for each country by taking the total score of a particular 

question and dividing it by the number of respondents, who have answered that particular 

question.   This process is repeated for each country’s respondents for every question.  

An example of how this is calculated is given below and is based on the example from 

Hofstede and Minkov (2013, p. 6-10), Value Survey Module 2013 Manual.   
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Example  

Suppose a group of 54 respondents from Country A produces the following scores on question 

04, (importance of security of employment): 

10 x answer 1      = 10 

24 x answer 2      = 48 

14 x answer 3      = 42 

      5 x answer 4      = 20 

      1 x answer 5      =     5 

                           54 valid answers totaling      125 

The mean score in this example case is: 125/54 = 2.31   

Mean scores on five-point scales should preferably be presented in two decimals. More 

accuracy is unrealistic, (survey data are imprecise measures).  Hofstede and Minkov (2013) 

It is then necessary to calculate (c), a constant value for each of the six dimensions.  This is 

achieved as follows:   

How to Calculate (C)  

To calculate c, the constant number used in each formula given below. First the scores are 

shifted to between zero and one hundred.   This is achieved by taking the lowest or highest 

arithmetic mean and either adding or subtracting it to all of the arithmetic means for that 

particular dimension.   

So, in this case with the PD dimension, the lowest PD arithmetic mean is -25, consequently, 

25 has been added to all of the PD arithmetic means, including the lowest one.  As shown in 

table 6.51, this process is repeated for each dimension, using the highest or lowest arithmetic 

mean, and either adding or subtracting it to place the results between zero and one hundred.   

Second, a country has been selected as a reference point for section three of the user study.  

In this case Germany has been chosen.   Germany’s score can be found in the range zero and 

one hundred result. This result is subtracted from the ‘Hofstede score’ for Germany.  So, in 

this case, the Hofstede index score for PD for Germany is 35.  The zero and one hundred result 

is 15.48.  So, 35 – 15.48 = 19.52.  The figure of 19.52 is added to the other zero and one 

hundred results for the PD dimension.    
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This same process, using Germany, as a reference point, is repeated for all the other five 

dimensions i.e. Using Germany’s range from zero and one hundred results, and Hofstede’s 

scores pertaining to each dimension.       

Consequently, no comparisons can now be made with regards to the reference country of 

Germany used here, against the Hofstede index score for Germany.   

This is due to the result for Germany and Hofstede’s index score for Germany, will have been 

made equal, in order to draw comparisons between the other nine countries.     

The calculations of each country and for each dimension are shown below in tables 6.51 to 6. 

67. 

The mean average scores calculated, and the constant value (c) is then used with the following 
formulae:  

 

Power Distance (PD) 

 

For calculating the Power Distance Index (PDI) formula is: 

 

𝑃𝐷𝐼 = 35(𝑚07 −𝑚02) + 25(𝑚20 −𝑚23) + 𝐶(𝑝𝑑) 

 

Nationality Number of  
Participants 

PD Overall 
arithmetic 

Mean 

Range from 
0 -100 
(+ 25) 

Hofstede 
Score 

C= Germany 
Difference 

from 
Hofstede  

Score 
+19.52 

PD Index =  

UK 72 13.26 38.26 35 38.26+19.52 57.78 

Pakistan 13 35.00 60.00 55 60.00+19.52 79.52 

Poland 8 6.25 31.25 68 31.25+19.52 50.77 

Romania 14 16.43 41.43 90 41.43+19.52 60.95 

Nigeria 9 -25.00 0.00 80 0.00 + 19.52 19.52 

India 11 -0.45 24.55 77 24.55+19.52 44.07 

Germany 21 -9.52 15.48 35 15.48+19.52 35.00 

China 8 17.50 42.50 80 42.50+19.52 62.02 

Nepal 5 -23.00 2.00 65 2.00 +19.52 21.52 

Greece 5 -3.00 22.00 60 22.00+19.52 41.52 

Table 6.51 PD Index   
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Hypothesis (1) H1 Power Distance (PD)  

The UK is considered to be a low Power Distance country, with a Hofstede index score of 35.  

Meaning its members culture supports the concept that inequalities in their society should 

be kept to a minimum.  As an outcome, it would be expected that the results for H1 - Power 

Distance would be roughly similar to 35.  The result as shown in table 6.51, is 57. 78, making 

an increase of 22. 78, or 65 per cent higher.    

Pakistan has a Hofstede index scores of 55, this places them just above the centre point, (see 

table 6.51, in this case the result for H1 see table 6.52 is 79.52, being a 24.52 increase, or 44.5 

per cent higher than Hofstede index.  

For countries with a higher, or high Power Distance index score, such as Poland 68, Romania 

90, Nigeria (80), India (77), China (80), Nepal (65) and Greece (60) the results are as follows: 

Poland 50.77, Romania 60.95, Nigeria 19.52, India 44.07, China 62.02, Nepal 21.52, and 

Greece 41.52  

The percentages and percentage differences are shown below.  

Poland 17.23 decrease, or 25 per cent lower, Romania 29.05 difference, or 32 per cent lower, 

Nigeria with a 60.48 decrease, or 76 per cent, India with a 32.93 decrease, or 43 per cent, 

China 17.98 decrease, or 22 per cent, Nepal with a 43.48 decrease, or 67 per cent and Greece 

with a 18.48 decrease, or 31 per cent.  

 

Figure 6.58 Results for Power Distance  
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No comparison can now be made with regards to the reference country of Germany against 

Hofstede’s index score for Germany.  This is due to the result for Germany, and Hofstede’s 

index score for Germany, being made equal in order to draw comparisons between the other 

nine countries.    This is shown in the above figure 6.52, with the Hofstede’s score and 

Germany’s being the same.      

Individualism (IDV) 

For calculating the Individualism Index (IDV) formula is: 

 

𝐼𝐷𝑉 = 35(𝑚04 −𝑚01) + 35(𝑚09 −𝑚06) + 𝐶(𝑖𝑐) 

 

Nationality Number of  
Participants 

IDV Overall 
arithmetic 

Mean 

Range from 
0 -100 

(0) 
 

 

Hofstede 
Score 

C= Germany 
difference 

from 
Hofstede 

 – 6.33  

IDV Index =  

UK 72 35.97 35.97 89 35.97 -6.33 29.64 

Pakistan 13 29.62 29.62 14 29.62 – 6.33 23.29 

Poland 8 91.88 91.88 60 91.88 – 6.33 85.55 

Romania 14 7.50 7.50 30 7.50 – 6.33 1.17 

Nigeria 9 0.00 0.00 30 0.00 – 6.33 -6.33 

India 11 6.36 6.36 48 6.36 – 6.33 0.03 

Germany 21 73.33 73.33 67 73.33 – 6.33  67.00 

China 8 48.13 48.13 20 48.13 – 6.33 41.80 

Nepal 5 28.00 28.00 30 28.00 – 6.33 21.67 

Greece 5 49.00 49.00 35 49.00 – 6.33 42.67 

Table 6.52 IDV Index  

Hypothesis (2) H2 Individualism (IDV)  

Pakistan (14), Nigeria (30), China (20), Nepal (30), Romania (30) and Greece (35) are regarded 

as low Individualism countries for Hofstede’s index scores, shown in brackets.  This is where 

members of a low individualism culture would be expected to look after themselves and their 

extended family.  

Therefore, for H2, Individualism, see table 6.50, it would be expected the results for these 

countries would be similar to Hofstede’s index scores.    
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Pakistan 23.29, Nigeria -6.33, China 41.80, Nepal 21.67, Romania 1.17 and Greece 42.67.  

The percentage differences are as shown below.  

Pakistan has a 9.29 increase, or 66 per cent. Nigeria 36.66, or -122.2 per cent, China 21.8, or 

109 per cent, Nepal 8. 33, or 28 per cent, Romania 28.83, or 96 per cent and Greece – 7.67, 

or – 21 per cent decrease.   

India is regarded as close to the central point for IDV with a Hofstede index score of 48, in this 

case the result for H2 being a 47.97 decrease, or 99.9 per cent.  

High Individualism countries, such as the UK (89) and Poland (60), the results for H2 would 

also expect to be similar to Hofstede’s corresponding index scores.   The results for the are 

UK 29.64 and for Poland is 85.55  

The percentage differences are as shown below.  

The UK, 59.36, or 67 per cent decrease and Poland, 25.55, or 42.5 per cent increase.   

 

 

Figure 6.59 Results for Individualism  

As with Hypothesis 1, no comparison can now be made with regards to the reference country 

of Germany against Hofstede’s score for Germany for Hypothesis 2. This is due to the result 

for Germany and Hofstede’s index score also for Germany, will have been made equal, so as 

to draw comparisons between the other nine countries.  This is shown in the above figure 

6.59, with the Hofstede’s Score and Germany’s being the same.   
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Masculinity (MAS) 

For calculating the Masculinity Index (MAS) formula is: 

𝑀𝐴𝑆 = 35(𝑚05 −𝑚03) + 35(𝑚08 −𝑚10) + 𝐶(𝑚𝑓) 

 

Nationality Number of  
Participants 

MAS  
Overall 

arithmetic 
Mean 

Range from 
0 -100 
(+35) 

Hofstede 
Score 

C= Germany 
Difference 

from 
Hofstede 

Score  
+44.33 

MAS Index =  

UK 72 15.56 50.56 66 50.56 +44.33 94.89 

Pakistan 13 24.23 59.23 50 59.23 +44.33 103.56 

Poland 8 8.75 43.75 64 43.75 +44.33 88.08 

Romania 14 27.50 62.50 42 62.50 +44.33 106.83 

Nigeria 9 23.33 58.33 60 58.33 +44.33 102.66 

India 11 -15.91 19.09 56 19.09 +44.33 63.42 

Germany 21 -13.33 21.67 66 21.67 +44.33 66.00 

China 8 -35.00 0.00 66 0.00 +44.33 44.33 

Nepal 5 14.00 49.00 40 49.00 +44.33 93.33 

Greece 5 35.00 70.00 57 70.00 +44.33 114.33 

Table 6.54 MAS Index  

Hypothesis 3 (H3) Masculinity (MAS)  

With this dimension, Hofstede refers to the gender roles rather than to the physical gender.  

Masculine roles would be considered to be assertiveness, toughness and competition.  

Whereas feminine roles are more traditionally considered to be ones with an emphasis on 

caring, where the home, family/children, people, and tenderness would be considered 

prevalent. 

Hofstede’s index score are given in brackets, for the UK (66), Poland (64), Nigeria (60), China 

(66) and Greece (57), are shown as high masculine countries, see table 6.54  

The results for H3 (see table 6.50) would be expected to be similar to those of Hofstede’s 

index scores are:  

UK 94.89, Poland 88, Nigeria 102.66, China 44.33, and Greece 114.33.   

The percentage differences are as shown below.  
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For the UK, the difference is 28.89, or 44 per cent, Poland is 24, or 37.5 per cent, Nigeria 42.66, 

or 71 per cent and Greece 57.33, or 100.5 per cent increase and China showing a decrease of 

21.67, or 33 per cent. 

Pakistan is considered to be close to the central point for Masculinity with an index score of 

50.  The results for H3 is Pakistan 103.56, with a difference of 53.56 making a 107 per cent 

increase.  

Countries with a low Hofstede Masculinity, index score are Nepal (40) and Romania (42).  The 

results for both countries are 93.33 and 106.83, respectively.  

The percentage difference is given below. 

Nepal 53.33, or 133 per cent and for Romania a difference of 64.83, or 154 per cent  

No comparison can now be made with regards to the reference country of Germany with 

Hofstede’s score for Germany for H3.   

Hypothesis (3) H3 Masculinity (MAS)  

 

 

Figure 6.60 Results for Masculinity   

As with Hypothesis 1, no comparison can now be made with regards to the reference country 

of Germany against Hofstede’s score for Germany for Hypothesis 3. This is due to the result 

for Germany and Hofstede’s index score also for Germany, will have been made equal, so as 
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to draw comparisons between the other nine countries.  This is shown in the above figure 

6.60, with Hofstede’s score and Germany’s being the same.      

Uncertainty Avoidance (UA) 

For calculating the Uncertainty Avoidance Index (UAI) formula is: 

 

𝑈𝐴𝐼 = 40(𝑚18 −𝑚15) + 25(𝑚21 −𝑚24) + 𝐶(𝑢𝑎) 

 

Nationality Number of  
Participants 

UA Overall 
arithmetic 

Mean 

Range from 
0 -100 

(+ 80.56) 

Hofstede 
Score 

C= Germany 
Difference 

from 
Hofstede     

+ 64.2 

UA Index =  

UK 72 -50.35 30.21 35 30.21 + 64.2 94.41 

Pakistan 13 -45.77 34.79 70 34.79 + 64.2 98.99 

Poland 8 -65.63 14.94 93 14.94 + 64.2 79.14 

Romania 14 -32.14 48.42 90 48.42 + 64.2 112.62 

Nigeria 9 -80.56 0.00 55 0.00 + 64.2 64.20 

India 11 -15.45 65.11 40 65.11 + 64.2  129.31 

Germany 21 -79.76 0.80 65 0.80 + 64.2 65.00 

China 8 -30.63 49.94 30 49.94 + 64.2  114.14 

Nepal 5 -34.00 46.56 40 46.56 + 64.2 110.76 

Greece 5 4.00 84.56 100 84.56 + 64.2 148.76 

Table 6.55 UA Index  

 

Hypothesis (4) H4 Uncertainty Avoidance (UA)  

Uncertainty avoidance relates to the extent a culture is either comfortable or uncomfortable 

with uncertainty or unknown situations. 

Poland (93), Romania (90), Pakistan (70) and Greece (100) are all considered to be high 

Uncertainty Avoidance countries, with Greece being the highest in Hofstede’s index scores, 

as given in brackets.     

The results are as follows, Poland 79.14, Romania 112.62, Pakistan 98.99, and Greece 148.76  

The percentage differences are shown below:  
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With Poland’s difference being 13.86, or a 15 per cent decrease.  Romania with 22.62, or 25 

per cent, Pakistan 28.99, or 41 per cent and Greece 48.76, or 49 per cent increases. 

Nigeria is considered to be in the middle range with a Hofstede Uncertainty Avoidance index 

score of 55.  The difference Is 9.2, or 17 per cent.  

The UK (35), China (30), Nepal (40) and India (40) are considered to be countries with a low 

Hofstede Uncertainty Avoidance index score.  The results H4 for these counties are follows:  

The UK 94.41, China 114.14, Nepal 110.76, and India 129.31 

The percentage differences are shown below:  

The UK 59.41, or 170 per cent, China 84.14, or a substantial 280 per cent, Nepal 70.76 or 177 

per cent and India 89.31, or 223 per cent increase.  

No comparison can now be made with regards to the reference country of Germany with 

Hofstede’s score for Germany for H4.   

 

 

Figure 6.61 Results for Uncertainty Avoidance  

As with the previous Hypotheses, no comparison can now be made with regards to the 

reference country of Germany against Hofstede’s score for Germany for Hypothesis 4. This is 

due to the result for Germany and Hofstede’s index score also for Germany, being made 

equal, so as to draw comparisons between the other nine countries.  This is shown in the 

above figure 6.61, with Hofstede’s score and Germany’s being the same.      
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Long Term Time Orientation (LTO) 

For calculating the Long Term Orientation Index (LTO) for formula is: 

𝐿𝑇𝑂 = 40(𝑚13 −𝑚14) + (𝑚19 −𝑚22) + 𝐶(𝑙𝑠) 

 

Nationality Number of  
Participants 

LTO  Overall 
arithmetic 

Mean 

Range from 
0 -100 
(+40) 

Hofstede 
Score 

C= Germany  
Difference 

from 
Hofstede     
+ 29.90 

LTO Index =  

UK 72 -10.14 29.86 51 29.86 + 29.9 59.76 

Pakistan 13 -22.31 17.69 50 17.69 + 29.9 47.59 

Poland 8 46.25 86.25 38 86.25 + 29.9  116.15 

Romania 14 3.57 43.57 52 43.57 + 29.9 73.47 

Nigeria 9 5.00 45.00 13 45.00 + 29.9 74.90 

India 11 -40.00 0.00 51 0.00 + 29.9 29.90 

Germany 21 13.10 53.10 83 53.10 + 29.9 83.00 

China 8 11.25 51.25 87 51.25 + 29.9 81.15 

Nepal 5 21.00 61.00 Not listed 61.00 + 29.9  90.90 

Greece 5 29.00 69.00 45 69.00 + 29.9 98.90 

Table 6.56 LTO Index  

 

Hypothesis (5) H5 Long Term Time Orientation (LTO)  

Long term time orientation (LTO), cultures value virtuous behaviour, perseverance, and 

patience for achieving goals and results.  

The results for H5 (see table 6.50) would be expected to be similar to those of Hofstede’s 

index scores.  

China (87) is considered to be a country with a high LTO Hofstede index score.  The results for 

China are 81.15.   

The percentage difference is shown below:  

China 5.85, or 7 per cent decrease  

Countries in the mid-range for LTO are the UK (51), Pakistan (50), India (51) and Romania (52).   

The results are as follows, UK 59.76, Pakistan 47.59, India 29.90, and Romania 73.47.   
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The percentage difference is shown below:  

UK 8.76, or 17 per cent increase, Pakistan 2.41, or 5 per cent decrease, India 21.1 or 41 per 

cent decrease and Romania 21.47 or 41 per cent     

Countries considered having a low Hofstede LTO score are, Poland (38), Greece (45) and 

Nigeria (13).   

The results are Poland 116.15, Greece 98.90, and Nigeria 74.90. 

The percentage differences are shown below:  

Poland 78.15, or 206 per cent, Greece 53.9, or 142 per cent and Nigeria 71.9, or 553 per cent 

increases.  

There is no LTO index score reported by Hofstede for Nepal. 

 

Figure 6.62 Results for Long Term Time Orientation  

As before with the previous Hypotheses, no comparison can now be made with regards to 

the reference country of Germany against Hofstede’s score for Germany for Hypothesis 5. 

This is due to the result for Germany and Hofstede’s index score also for Germany, being 

made equal, so as to draw comparisons between the other nine countries.  This is shown in 

the above figure 6.62, with Hofstede’s score and Germany’s being the same.      
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Indulgence (IND) 

For calculating the Indulgence vs Restraint Index (IVR) formula is: 

 

𝐼𝑉𝑅 = 35(𝑚12 −𝑚11) + 40(𝑚17 −𝑚16) + 𝐶(𝑖𝑟) 

 

Nationality Number of  
Participants 

LTO  Overall 
arithmetic 

Mean 

Range from 
0 -100 

(-6) 

Hofstede 
Score 

C= Germany 
Difference  

from 
Hofstede     

– 8.52 

IND Index =  

UK 72 47.57 41.57 69 41.57 - 8.52 33.05 

Pakistan 13 76.15 70.15 0 70.15 - 8.52 61.63 

Poland 8 44.38 38.38 29 38.38 - 8.52 29.86 

Romania 14 13.21 7.21 20 7.21 +-8.52 -1.31 

Nigeria 9 17.78 11.78 84 11.78 - 8.52 3.26 

India 11 52.27 46.27 26 46.27 - 8.52 37.75 

Germany 21 54.52 48.52 40 48.52 - 8.52 40.00 

China 8 29.38 23.38 24 23.38 -8.52 14.86 

Nepal 5 56.00 50.00 Not listed 50.00 - 8.52 41.48 

Greece 5 106.00 100.00 50 100.00 - 8.52 91.48 

Table 6.57 IND Index  

 

Hypothesis (6) H6 Indulgence (IND)  

The sixth dimension relates to happiness, freedom of expression and feeling in control of your 

own life,  Hofstede (2011).  

The results for H6 (see table 6.57), would be expected to be similar to those of Hofstede’s 

index scores.  

Nigeria (84) and the UK (69) are both considered high indulgence countries, by Hofstede’s 

index scores.  

The results are Nigeria 3.26 and the UK 3.05 

The percentage difference is shown below:  

Nigeria 80.74, or 96 per cent and the UK 65.95, or 96 per cent  
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China (24), Poland (29), India (26) and Romania (20) are all considered to have a low Hofstede 

IND index score.  

The results are China 14.86, Poland 29.86, India 37.75, and Romania -1.31 

The percentage difference is shown below:  

China -9.14, or 38 per cent decrease, Poland 0.86, or 3 per cent increase, India 11.75, or 45 

per cent increase and Romania -18.69, or 93 per cent decrease 

Greece with a Hofstede index score of 50 puts it at the central point. The results for Greece 

are 91.48. Making a difference of 41.48, or 83 per cent increase 

There is no IND index score reported by Hofstede for Nepal.  

No comparison can now be made with regards to the reference country of Germany with 

Hofstede’s score for Germany for H6.   

 

 

Figure 6.63 Results for Indulgence  

As with the previous five Hypotheses, no comparison can now be made with regards to the 

reference country of Germany against Hofstede’s score for Germany for Hypothesis 6. This is 

due to the result for Germany and Hofstede’s index score also for Germany, being made 

equal, so as to draw comparisons between the other nine countries.  This is shown in the 

above figure 6.63 with Hofstede’s score and Germany’s being the same.      
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 Summary and Discussion of Section Three  
The above results of our 215 participants completing Hofstede’s VSM 2013, Hofstede (2013, 

p. 1-4), survey are not to be taken at an individual level.  As noted by Hofstede and Minkov 

(2013, p. 4), ‘should only be used by researchers who subscribe to the concept of a society 

differing from other societies.’  As a researcher who subscribes to this concept, it is interesting 

to see how our sample shares, to lesser or greater extent, the findings of Hofstede, whilst 

recognising our sample size is considered to be both a small sample in relation to Hofstede’s 

sample, as well as a small sample size in statistical terms.      

The results given above are in descriptive text and graph formats.   The six hypotheses for the 

section three of the survey have been developed taking into account the individual sample 

sizes of each nationality within our sample, and as such are only indicative of the anticipated 

outcome.   

The UK has the largest number of participants, at 72. However, the result comes out on the 

higher side of the Hofstede Power Distance score of 35, with a Power Distance index result of 

57.78, and as such is not consistent with Hofstede’s dimension, as the UK would be considered 

to be on the low side of Power Distance. Whereas the Power Distance index result would be 

in line with just over the middle point.     

The countries showing the closest result with Hofstede’s index score is Poland, with 

Hofstede’s index score being reported as 68, and the result from this survey, reported as 

50.77, and Greece, with Hofstede’s index score of 60 and the result from this survey, reported 

as 41.52.  

As such, Hypothesis 1 would be considered to be unsupported.  

However, some of the results for Individualism relating to Hypothesis 2, are much closer to 

Hofstede’s index scores. For example, Nepal achieving an Individualism index of 21.67.  This 

is comparable to a Hofstede index score of 30, as both reflect a low Individualism score. Also, 

Pakistan with an Individualism score of 23.29, and a Hofstede index score of 14. Although, 

this is almost ten less than the Individualism index, both scores are on the lower side, hence 

towards the collectivism end of Hofstede’s dimension.  The third example is Greece; with an 

individualism index of 42.67 this is comparable to Hofstede’s index score of 35, with both 

under the centre point of 50.   
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As such, Hypothesis 2 could be considered to be supported, by Nepal, Pakistan and Greece.   

The survey results for Masculinity, relating to Hypothesis 3 are also not very convincing, with 

the exception of the Masculinity Index result for India being 63.42, and Hofstede’s index score 

being 56, both results are on the higher side of the central point, and as such lean towards 

high Masculinity.  As such, Hypothesis 3, could be considered to be only supported by India.  

The results from the survey for Uncertainty Avoidance, hence Hypothesis 4 are mixed.  Greece 

is the top scoring country for Uncertainty Avoidance with a Hofstede index score of 100. The 

Uncertainty Avoidance index from the results of this survey is 84.56.  This would also be 

considered to be a high score for Hofstede’s Uncertainty Avoidance dimension.   Likewise, 

Nigeria has a Hofstede index score of 55, with an Uncertainty Avoidance index of 64.20, 

although a lot lower than with Greece, both scores would be considered to be on the higher 

side of Hofstede’s Uncertainty Avoidance dimension.    

As such, Hypothesis 4, could be considered to be supported by Greece and Nigeria.  

With regards to Hypothesis 5, for Long Term Time Orientation, the results for this dimension 

are more conclusive, with several countries survey results being similar to Hofstede’s index 

scores.  The UK has a Hofstede index score of 51, and a survey index for Long Term Time 

Orientation of 59.76, as such both results are similar. Pakistan has a Hofstede index score of 

50, with a Long Term Time Orientation index of 47.59.  China has a Long Term Time 

Orientation Hofstede index score of 87, with a survey index for Long Term Time Orientation 

of 81.15. Both of these results would be considered to be on the high end of the Long Term 

Time Orientation dimension.   

As such, Hypothesis 5, could be considered to be supported by the UK, Pakistan and China.  

Hypothesis 6 is related to Indulgence, with Poland having a Hofstede index score of 29 and an 

Indulgence index of 29.86.  This is the closest survey result to Hofstede’s index score, with 

only 0.86 difference. These scores would be considered to be on the low side of Hofstede’s 

Indulgence dimension.  China’s survey results report an Indulgence index of 14.86, with a 

Hofstede Indulgence index of 24, although this result has a difference of just over nine, both 

results would be considered to be on the low end, towards the Restraint end of Hofstede 

Indulgence dimension.      
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 As such, Hypothesis 6, could be considered to be supported by Poland, and China.  

The sample size for this survey is 215, with 166 participant’s responses being used in the 

section, due to some countries having four or less respondents; their results are not reported 

in this section.  As such, only the countries with five or more participants have been reported.  

The number of respondents for each country’s results reported varies.  

As mentioned earlier in this section, the UK has the highest number of recorded participants 

with 72.  Germany has the next highest number of participants with 21, followed by Romania 

with 14 and Pakistan with 13.  The countries with the lower number of participants are India 

with 11, Nigeria with 9, China and Poland with 8 each, and lastly, Nepal and Greece, both with 

5 respondents.      

The number of participants for this survey, by comparison to the numbers who completed 

Hofstede’s VSM questionnaire, Hofstede (2013), would be considered to be low.  This 

particular section three of the survey uses Hofstede’s VSM (2013) questionnaire, Hofstede 

(2013, p. 1-4) in full. Upon reflection, this may have been ambitious to carryout, as Hofstede 

and Minkov (2013, p. 5), notes ‘matched samples of respondents’ should be used, and 

continues to say, this would be ‘virtually impossible’ as the ‘original IBM studies were done 

around 1970’, this would be ‘one of the matching’ criteria.  Consequently, the results of the 

particular section of the survey could only be considered to be preliminary, as the 

characteristics of the survey participants would not be ‘matched’ to those of Hofstede’s 

original IBM studies.   

However, it is noteworthy, to be able to say five from six of Hofstede’s dimensions, were 

supported to a less or greater extent by some of the countries’ respondents.             
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 Chapter 7 - Experiment 3  
This experiment has been carried out to provide an answer to research question two (RQ2), 

sub question, research goal 2.2 (RG2.2), as described in Chapter 1. To investigate participants 

views on the updated surface level signs embedded within the search engine user interfaces 

and seeks to measure, to what extent the intended meaning, and meaning making has been 

successfully communicated to the users.    

Each set of search engine user interface designs has been implemented, thus creating a web 

based test-bed for each of the twelve sets of user interfaces, including subsequent result 

pages.   As with user study two, each set consists of a home page and two to three search 

results pages. Likewise, each user interface set has been given a unique consecutive number, 

ranging from one to twelve, corresponding to the same user interface set numbers used 

throughout this research.     

The survey results from experiment two, together with participant comments, as noted in 

Chapter 6 Experiment two, have been taken into account to enhance all twelve sets of 

prototype web based user interfaces.    

The prototype web based user interfaces implementation is achieved using Adobe 

Dreamweaver and Fireworks in CS6 software suite.  The twelve web based interfaces sets are 

hosted using XAMPP, an open source, cross platform web server package, that is freely 

distributed by Apache Friends (2019), and is available from their website.  

The full set of user interfaces are shown in Appendix C.  

Survey Three - Experimental Protocol  

The user participants for this survey have been sourced, by the most part, from the current 

student base, staff, and the alumni, of the University of Bedfordshire, England.  As with the 

previous two surveys, the main criteria for participant selection of this third survey, was to 

recruit participants from as many different cultural backgrounds as possible.  The University 

has a diverse student and staff population and is well placed to be able to provide cross 

cultural participants.   

As with the second survey, it was decided to attend a number of ‘practical’ classes within the 

Computer Science and Technology School of the University of Bedfordshire, presenting the 
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research to the class as a whole, and finally requesting students to take part in the survey.   

Likewise, it was also decided to stay to answer any questions the students may have about 

the research and the survey.   

However, as this survey was conducted between 31st August 2019 to 8th November 2019, 

which includes some of the late summer months, when a limited number of practical classes 

were being delivered, it was more challenging to obtain a reasonable sample size.   It was 

decided to attempt to compensate for this by asking a family member to promote this survey 

to potential cross cultural participants where possible.   

As with user study two, in an attempt to obtain participants residing in overseas countries, 

the survey has also been promoted via social media, (Twitter and Facebook) by one of the 

Universities’ European staff members. The survey was conducted using an online survey 

platform.5 All data has been collected with the user’s explicit consent and is anonymous.  The 

survey is shown in full in Appendix G. 

Survey Three - Section One   

The section is comprised of potentially 15 questions, depending upon the participant’s 

responses.  These questions are designed to collect general background information about 

the participant and consist of closed questions relating to gender, age, occupation, 

nationality, and culture most identified with. Additionally, there are several questions relating 

to language(s) spoken and place of residence.  

Survey Three - Section Two  

Here the participants are given the search scenario, “You have graduated from college and 

would like to go to University.  You have chosen the University of Bedfordshire and would like 

to get an idea of the town where you will be living for the next three years. You have searched 

for ‘Student Accommodation Luton’. The results of your search are shown on the result 

pages”.   The User interface search and filter pages are populated with the results from this 

search for ‘Student Accommodation Luton’.  

This section of the survey is also where the participant is first exposed to the twelve sets of 

prototype web based user interfaces. The prototype interfaces consist of two sets for each of 

                                                           
5 Available at: https://www.onlinesurveys.ac.uk 

https://www.onlinesurveys.ac.uk/
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the six dimensions, making a total of twelve sets.   These sets are sequentially numbered from 

one to twelve.  The user interface set numbers, correspond with the set numbers used 

previously in user study two, experiment two.    

This survey section takes the form of a card sorting exercise as described in Chapter 3 

Methodology and has been constructed using closed card sorts.  Participants have been given 

a group of eleven questions, with each question containing a pair of answers per question. 

These questions have predefined answers, and the participant is requested to select which 

response they feel is the most appropriate. The same group of questions are repeated for all 

twelve sets of user interfaces, making a total of 132 in total.    

Each group of eleven questions, for each of the twelve sets of user interfaces, is followed by 

an additional two questions: ‘Would you trust this site?’, and ‘Would you use this site?’ there 

is an open text box feature to allow the participant to express their responses.   

Survey Three - Section Three 

This third section is broken down into two parts, namely part A and part B.   

Survey Three - Section Three Part A  

Part A asks participants to select their preferences from the twelve prototype web based user 

interfaces, designed using the design features as described in Chapter 6 Experiment two.  

With the additional implementation of selected comments, made by participants who 

selected ‘Other’ in response to the question, ‘if you had not found what you wanted, what 

would you do next?’ from part A of section two, in experiment two.   

The web based search user interfaces are paired for each of the six dimensions, with one user 

interface being the low end design, and the other user interface being the high end design for 

all six dimensions. That is, two user interfaces per dimension, making twelve in total.  In this 

part A question of section three, the participant can only select one from each pair, making 

six responses in total, as the answers are mutually exclusive.   

Survey Three - Section Three Part B  

In this final question, the participants are asked to card sort the twelve prototype web based 

user interface sets into their order of preference. This is achieved by the participant ranking 
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them in preferential order from their first choice to their last choice, for each of the twelve 

sets of user interfaces.   

Card Sorting Exercises  

Section two and section three, part B, of this experiment is conducted using a card sorting 

approach. The general notion for these sections of experiment 3, is to use card sorting to elicit 

tacit or semi- tacit information from participants, who may not be able to verbalise their 

responses using traditional interview techniques, see National Business Research Institute 

(2019).  As described in Chapter 2, there are three types of card sorting, (also known as ‘card 

sorts’). These are briefly described below:  

Open card sort is where participants are asked to place items into specific categories or 

groups, they feel are most appropriate. Participants are then asked to assign the categories 

or groups, a name or title they feel is most suitable, and best describes the group or category.   

Closed card sort is where participants are asked to place items into specific categories or 

groups that have been predefined.  This can be a useful method when the desired outcome 

is to understand how participants group each category.    

Hybrid card sorts are a combination of both open and closed card sorts, where participants 

are able to create their own groups or categories, as well as being given predefined ones.  This 

allows the organiser of the card sorting activity to elicit possible group or category titles, and 

to understand if the predefined group or category titles are suitable, see Optimal Workshop 

(2019).    

 The Card Sorting Experimental Protocol – Section Two  
Section two has been constructed using closed card sorts.  Participants have been given a set 

of eleven questions.  Each question contains a pair of answers per question, making 11 

responses in all.  These questions have predefined answers, and the participant is requested 

to select which response they feel is the most appropriate.    

The eleven sets of questions are as follows: ‘Looking at the above user interfaces for set n, 

could you indicate which words or phrases you feel would best describe them please’.  These 

phrases and category names are based upon the interpretations of Marcus and Gould (2002), 

Burgmann et al. (2006), Nahai (2013b), Nahai (2013d), Sinha (2014) and Hofstede (2011).  
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Card Sorting Questions  

Question 12 – Power Distance 

a. Focus on Leaders 

b. Focus on Citizens 

Question 13 – Power Distance  

a. Focus on Authority and Expertise 

b. Less Focus on Authority and Expertise 

Question 14 – Individualism   

a. Novel (new) or Unique 

b. More Traditional 

Question 15 – Power Distance, Individualism and Uncertainty Avoidance  

a. Uncluttered Design 

b. Cluttered Design 

Question 16 – Masculinity  

a. Aesthetically pleasing to the eye (pleasing to look at) 

b. Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Question 17 – Masculinity and Individualism  

a. Focus on Individual People or Things 

b. Focus on Groups of People or Things 

Question 18 - Masculinity and Individualism  

a. Emphasis on Competitiveness    

b. Emphasis on Cooperation 

Question 19 – Masculinity   

a. Toughness and Assertiveness is Valued 

b. Tenderness and Kindness is Valued 
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Question 20 – Uncertainty Avoidance  

a. Simple Design   

b. Complex Design 

Question 21 - Long term time orientation and Indulgence  

a. Thrift (careful management of money) and Saving is Valued 

b. Serving (helping) Others and Social Spending is Valued 

Question 22 – Long term time orientation 

a. Focus on Education, Working Hard and Perseverance  

b. Focus on Quick Achievement of Goals and Outcomes    

 Experimental Protocol Survey Three - Section Three, part B. 

This final card sort exercise takes the form of a closed card sort.  The participants are asked 

to card sort the twelve prototype web based user interface sets into their order of preference. 

This is achieved by the participant ranking them in preferential order, from their first choice 

to their last choice, for each of the twelve sets of user interfaces.     

 Survey Three Results for Section One 
This survey and card sorting exercise has been completed by 25 participants.  Consisting of 23 

participants who are resident in the UK and two who resides overseas.  There is an almost 

even split of 12 female and 13 male participants, with the only German participant residing in 

Germany.  Three of the four Chinese participants have lived in the UK for less than one year.  

Survey three, section one, seeks to collect some general background information of the 

participant.   

Section one asks the participant to select the culture they most identify with.  Also, to classify 

their first language, along with making a note of the other languages they speak.   These three 

are open questions, allowing the participant to self-identify. The survey continues by asking 

the participants to select their age range, their gender (this includes a ‘prefer not to say’ 

option), number of years of formal education, their job type, their nationality, and their 

nationality at birth.   The survey also asks if the participant currently lives in the UK, if so, for 

what length of time.  
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Question 3 Section 1  

Participant First Language   

 

Figure 7.1 First Language of Participants  

From the 25 survey participants, 14 cite English as their first language, with all other eleven 

participants, including the four Chinese participants, claiming English as their second 

language. In view of this, the use of the English language in the user interfaces has not been 

seen as a problematic.    
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Question 5 Section 1  

How old are you?  

 

Figure 7.2 Age Range of Participants  

The age ranges of the survey participants show the range 25 – 29 years of age as the most 

common, with seven of the 25 participants falling into this category. There are also five 

participants from range 40- 49 and four, 60 or over.   The least are from age range 30 – 34, 

with only one participant.  
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Question 6 Section 1  

Are you, Male, Female, Prefer not to say?  

 

Figure 7.3 Gender of Participants 

Participant gender would seem to be a fairly even split with, twelve female and thirteen male 

participants.  The ‘Prefer not to say’ option was not selected by any respondent.   
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Question 7 Section 1  

How many years of formal school education (or their equivalent), did you complete, (starting 

with primary school)? 

 

Figure 7.4 Years of Formal Education of Participants   

The phrasing of this question is taken from Hofstede’s VSM questionnaire, Hofstede (2013), 

although the actual VSM is not used in this survey.  The number of years of formal education 

of the survey participants is fairly evenly spread over the first six classifications, however, the 

results show a marked increase for the ‘18 years and over’ category with 15 of the 25 

participants falling into this group.    
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Question 8 Section 1  

If you have or have had a paid job, what kind of job is it / was it? 

 

Figure 7.5 Paid Jobs of Participants  

The wording of this question was taken from Hofstede’s (2013), VSM questionnaire.  The 

category with the highest number of participants is ‘Academically trained’, with eleven of the 

25 participants.  This corresponds with the education environment of many of the 

participants, being staff, students, and alumni of the University of Bedfordshire.  Likewise, 

this follows, with the second highest number being six participants for the vocationally trained 

craftsperson, this category includes technicians.  
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Question 11 Section 1  

 

Figure 7.6 Participants Currently Living in UK  

There is a substantial number of participants currently living in the UK, with 23 (92 per cent), 

of the 25 respondents.   

Question 11a Section 1  

The length of time you have ever lived in the UK? 

 

Figure 7.7 How Long Living in UK 
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This question follows on from the previous one, with only those who responded ‘Yes’, being 

able to respond.  The length of time of participants living in the UK varies across the time 

frame options. However, the ‘15 – 20 years’ and ‘over 25 years’ age ranges have the most 

respondents, with seven each.    

 Summary and Discussion for Section One 
This survey comprises thirteen males, or 52 per cent, and twelve females, or 48 per cent of 

participants making 25 in total and shows a relatively even distribution.  This question also 

has a ‘Prefer not to say’ response option; however, this was not selected by any respondent.     

The experimental protocol did not capture personally identifying details as it intentionally 

preserved user anonymity. This survey was open to anyone to complete. It was conducted 

during the summer, when the majority of students are not on campus.  Consequently, unlike 

with experiment two, the participants, although mainly from the University of Bedfordshire, 

are mostly staff and alumni, as opposed to students.   

This could account for the more even gender balance of participants, as the University staff 

are generally a good gender mix.   Likewise, this could also account for the age ranges of the 

participants. Although one of the younger age ranges being 25 – 29 is the most common, with 

seven participants, or 28 per cent, the 20 – 24 age range bracket, usually the most common 

ages for full time students, has only two participants.  The older age range brackets are also 

showing a higher percentage of participants, in particular, the over 60 age range, with 4 

participants, being 16 per cent, unlike with experiment two, where this age bracket produced 

the lowest number of participants, with only two or 0.9 per cent.  

Similarly, with regards to the respondents being asked if they have or have had a paid a job. 

The highest number of participant responses falls into the ‘Academically trained’, with 11, or 

44 per cent of the 25 participants.  The next highest number of participant’s responses falls 

into the ‘Vocationally trained craftsperson, technician, IT-specialist, nurse, artist or 

equivalent’, option, with six or 24 per cent.   These results could also be indicative of the 

sample population being staff, and alumni of the University of Bedfordshire.   

This sample is possibly biased with regards to participants age ranges and occupations. This 

could be due to the non-probability method of sampling used, known as convenience 
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sampling, or availability sampling.  These results are also biased with regards to the sample 

size, being 25, and as such would be considered to be a small sample size.   

 Survey Three Results Section Two - Card Sorting 

This part of the survey takes the form of a card sorting exercise and is conducted in an 

attempt to answer Research Question 2 (RQ 2), research goal 2.3 (RG 2.3), as described in 

Chapter 1.  

This card sorting exercise is constructed using a set of meaningful closed card sort 

questions.  The participants are given a group of eleven questions, with each question 

containing a pair of opposing answers per question. The questions have three predefined 

answers of either ‘Yes’, ‘No,’ or ‘Don’t Know’. The participants are requested to select the 

response they feel is the most appropriate.   

The same group of eleven questions are repeated for all twelve sets of user interfaces.  

However, in an attempt not to lead the participant with their responses, not all questions 

are relevant to all user interfaces sets.  
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For convenience, the survey question number, user interface sets numbers and Hofstede 

dimension(s) the questions refer to, are shown below in table 7.1.    

Survey 
Question 
Number 

User 
Interface 

Set 

Dimension(s) Answer Option 
‘Yes’ 

Answer Option ‘No’ 

12,  1, 2 Power Distance Focus on Leaders Focus on Citizens 

13 1, 2 Power Distance Focus on Authority 
and Expertise 

Less Focus on 
Authority and 
Expertise 

39 3,4 Individualism Novel (new) or 
Unique 

More Traditional 
 

15 3,4, 
7,8, 

Individualism and 
Uncertainty 
Avoidance 

Uncluttered Design 
 

Cluttered Design 
 

16 5,6, Masculinity Aesthetically 
pleasing to the eye 
(pleasing to look 
at) 

Not so aesthetically 
pleasing to the eye 
(not so pleasing to look 
at) 

17 3,4,5,6 Individualism and 
Masculinity  

Focus on Individual 
People or Things 

Focus on Groups of 
People or Things 

18 3,4,5,6 Individualism and 
Masculinity 

Emphasis on 
Competitiveness    

Emphasis on 
Cooperation 

19 5,6 Masculinity Toughness and 
Assertiveness is 
Valued 

Tenderness and 
Kindness is Valued 
 

20 7,8, Uncertainty 
Avoidance 

Simple Design Complex Design 

21 9,10,  
11,12 

Long term time 
orientation and 
Indulgence 

Thrift (careful 
management of 
money) and Saving 
is Valued 

Serving (helping) 
Others and Social 
Spending is Valued 

22 9,10  Long term time 
orientation 

Focus on 
Education, 
Working Hard and 
Perseverance 

Focus on Quick 
Achievement of Goals 
and Outcomes 

23 1,2,7,8, 
11,12   

Power Distance, 
Uncertainty 
Avoidance and 
Indulgence 

Structured Design Looser Structured 
Design  

Table 7.1 Card Sorting Closed Questions  

As shown above in table 7.1, not all questions are relevant to every dimension, and as such 

only the relevant answers have been analysed and reported.  These results are given below 

in the following tables.  As not all 25 participants have selected a response option for every 
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question, the missing responses have been included under the ‘Don’t Know’ option.  These 

are shown as the actual recorded number of ‘Don’t Know’ responses with a ‘+ symbol’, added 

where appropriate, in order to indicate the number of participants who did not respond.   

Consequently, all responses for each question when summed, total 25.    

This card sorting exercise is analysed using all of the collected results together, as opposed to 

being separated into cultural groups.  The rationale for this, is to establish if the meaning and 

meaning making of the signs used in the user interfaces, has been conveyed to the participant, 

regardless of the culture or cultural preference of the participant.   

Results for Survey Questions Leaders or Citizens 

Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’ 
+ No response 

12.1 Set 1  Focus on Leaders 14 9 0 + 2 

12.2 Set 1 Focus on Citizens 9 13 3 

26.1 Set 2 Focus on Leaders 2 18 2 + 3 

26.2 Set 2 Focus on Citizens 19 1 3 + 2  

Table 7.2 Results for Survey Questions Leaders or Citizens 

User interface set 1, for high Power Distance, has been designed in order to convey a meaning 

of a ‘Focus on Leaders’ in the user interface design.  

For survey question 12.1 for set 1, 56 per cent of participants agree with the Focus on Leaders 

options, likewise for survey question 12.2 for set 1, 52 per cent disagree with the ‘Focus on 

Citizens’ response option.  Therefore, over 50 per cent of the participants have assigned the 

envisaged meaning to the user interface set design.   

User interface set 2, for low Power Distance, has been designed using the exemplar site 

population’s features, in Chapter 6 Experiment two, in order to convey a meaning of a ‘Focus 

on Citizens’.  

The results for survey question 26.1, for set 2, show 72 per cent of participants disagree with 

the meaning of a ‘Focus on Leaders’. Similarly, for survey question 26.2, for set 2, 76 per cent 

agree with the ‘Focus on Citizens’ response option.  This result is quite convincing with 

between 72 and 76 per cent of the participants assigning the intended interpretation to the 

design of the user interface set.  
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Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’ 
+ No response 

13.1 Set 1 Focus on Authority 
and Expertise 

12 9 0 + 4 

13.2 Set 1 Less Focus on 
Authority and 
Expertise 

8 14 3 

27.1 Set 2 Focus on Authority 
and Expertise  

5 17 1 + 2  

27.2  
Set 2 

Less Focus on 
Authority and 
Expertise 

17 4 3 + 1  

Table 7.3 Results for Survey Questions Authority and Expertise 

User interface set 1, for high Power Distance, has been designed in order convey a meaning 

of a ‘Focus on Authority and Expertise’.  

The results for survey question 13.1 for set 1, with 48 per cent agreeing with the phrase a 

‘Focus on Authority and Expertise’, to describe the user interface set design.  Also, for survey 

question 13.2 for set 1, where 56 per cent of participants disagree with ‘Less focus on 

Authority and Expertise’.   These results are a little mixed; however, it would seem 48 – 56 

per cent of participants assigned the intended interpretation to the user interface sets.  

User interface set 2, for low Power Distance, has been designed using the exemplar site 

population’s features in Chapter 6 Experiment two, in order to convey ‘Less Focus on 

Authority and Expertise’.  

The results for survey question 27.1 for set 2, 68 per cent of participants disagree with the 

phrase, a ‘Focus on Authority and Expertise’.  The same results for survey question 27.2 for 

set 2, with also 68 per cent of participants agreeing with ‘Less Focus on Authority and 

Expertise’.  Both results returning 68 per cent of the participants having the same view and 

assigning the envisaged interpretation to the design of the user interface set.  

 

 



 
 

226 
 

Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’ 
+ No response 

40.1 Set 3  Novel (new) or 
Unique 

5 14 4 + 2 

40.2 Set 3 More Traditional 17 6 1 + 1  

55.1 Set 4 Novel (new) or 
Unique 

8 13 1 + 3 

55.2 Set 4  More Traditional 15 7 2 + 1  

Table 7.4 Results for Survey Questions Novel or Traditional  

User interface set 3, for high Individualism, has been designed in order to convey a description 

of the user interface set as being ‘Novel (new) or Unique’.   

The results for survey question 40.1 set 3, demonstrate 56 per cent of participants, did not 

agree with phrase, ‘Novel (new) or Unique’, to describe this user interface set.  Likewise, for 

survey question 40.2 set 3, 68 per cent of participants agree with the phrase, ‘More 

Traditional’ as a description of the user interface set.  It would seem from this result, the 

participants did not agree with desired conceptual design of the user interface set.   

User interface set 4, for low Individualism, has been designed in order to convey a ‘More 

Traditional’ look and feel to the user interface set.   

The results for survey question 55.1, for set 4, show 52 per cent of participants disagree with 

the phrase, ‘Novel (new) or Unique’ to describe the user interface set. Also, for survey 

question 55.2, set 4, 68 per cent of participants agree with the phrase, ‘More Traditional’ to 

describe the user interface set.   Consequently, for user interface set 4, the interpretation by 

the participants is in keeping with the intended meaning.   

Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’+ 
No response 

42.1 Set 3 Uncluttered Design 18 6 0 + 1 

42.2 Set 3 Cluttered Design 7 15 1 + 2  

56.1 Set 4 Uncluttered Design 19 4 0 + 2 

56.2 Set 4 Cluttered Design 6 17 1 + 1 

98.1 Set 7 Uncluttered Design 17 5 0 + 2 

98.2 Set 7  Cluttered Design 7 17 1 + 1  

112.1 Set 8 Uncluttered Design 17 5 2 + 1 
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112.2  Set 8 Cluttered Design 5 16 1 + 3 
Table 7.5 Results for Survey Questions Uncluttered or Cluttered   

User interface set 3, for high Individualism has been in order show an ‘Uncluttered Design’.  

The results for survey question 42.1 for set 3, 72 per cent of participants agree with the 

phrase, ‘Uncluttered Design’, to describe the user interface set design. Also, for the survey 

question 42.2 for set 3, 60 per cent of participants disagree with the phrase, ‘Cluttered Design’ 

to describe the user interface set.  These results are indicative of the participants   agreeing 

with the phrase, ‘Uncluttered Design’ to describe user interface set 3.  

User interface set 4, for low Individualism has been designed. However, one possible 

unwanted side effect of this is the user interface is a more ‘Cluttered Design’.   

The results for survey question 56.1 for set 4, show 76 per cent of participants agree with the 

phrase, ‘Uncluttered Design’, to describe the user interface set. Likewise, for survey question 

56.2 for set 4, 64 per cent disagree with the phrase, ‘Cluttered Design’, as such although the 

author considers the user interface to be a more ‘Cluttered Design’, this opinion is not shared 

by the participants.  

User interface set 7 has been designed for high Uncertainty Avoidance, showing an 

‘Uncluttered Design’.  

The results for survey question 98.1 for set 7, with 72 per cent of participants agreeing with 

the phrase, an ‘Uncluttered Design’, to describe the user interface set. Along with the results 

for survey question 98.2 for set 7, being 60 per cent of participants disagreeing with the 

phrase, a ‘Cluttered Design’, indicate the participants agree with the phrase, ‘Uncluttered 

Design’, to describe the user interface set.  

User interface set 8, has been designed for low Uncertainty Avoidance, however, one 

consequence of this is a more ‘Cluttered Design’.   

However, the results for survey question 112.1 for set 8 show 68 per cent of participants agree 

with the phrase, an ‘Uncluttered Design’. This result together with the results for   survey 

question 112.2 for set 8, with 64 per cent disagreeing with a ‘Cluttered Design’, show the 

participants do not agree with the phrase a ‘Cluttered Design’, to describe user interface set 

8.   
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Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’ 
+ No response 

71.1 Set 5 Aesthetically 
pleasing to the eye 
(pleasing to look at) 

11 12 2 

71.2 Set 5 Not so aesthetically 
pleasing to the eye 
(not so pleasing to 
look at) 

11 7 4 + 3  

85.1 Set 6 Aesthetically 
pleasing to the eye 
(pleasing to look at) 

13 9 2 + 1 

85.2 Set 6 Not so aesthetically 
pleasing to the eye 
(not so pleasing to 
look at) 

9 13 1 + 2 

Table 7.6 Results for Survey Questions Aesthetics  

User interface set 5 has been designed for high Masculinity. The desired outcome for the 

design of this user interface set 5, is not to create a ‘Not so Aesthetically Pleasing to the Eye 

(not so pleasing to look at)’, user interface set. However, in order to offer an opposing pair of 

participant response options, the inclusion of this phrase is necessary.  

The results for survey question 71.1 for set 5, show 48 per cent of participants disagree with 

the phrase, ‘Aesthetically Pleasing to the Eye (pleasing to look at)’. Also, for survey question 

71.2 for set 5, 44 per cent of participants agree with the phrase, ‘Not so Aesthetically Pleasing 

to the Eye (not so pleasing to look at)’, however, 28 per cent or 7 participants, are included in 

the ‘Don’t Know’ option.  These results are considered to be inconclusive.    

User interface set 6, has been designed for low Masculinity, in order to convey ‘Aesthetically 

Pleasing to the Eye (pleasing to look at)’.  

The results for survey question 85.1 for set 6, with 52 per cent of participants agreeing with 

‘Aesthetically Pleasing to the Eye (pleasing to look at)’, also the results for survey question 

85.2 for set 6, show 52 per cent disagree with ‘Not so Aesthetically Pleasing to the Eye (not 

so pleasing to look at). As such these results show over 52 per cent of participants agree with 

the phrase, ‘Aesthetically Pleasing to the Eye (pleasing to look at)’ with regards to this, user 

interface set 6.  
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Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’ 
+ No response 

44.1 Set 3 Focus on Individual 
People or Things 

14 7 2 + 2 

44.2 Set 3 Focus on Groups of 
People or Things 

8 10 2 + 5 

58.1 Set 4 Focus on Individual 
People or Things 

5 14 4 + 2 

58.2 Set 4  Focus on Groups of 
People or Things 

18 4 1 + 2 

72.1 Set 5 Focus on Individual 
People or Things 

13 8 3 + 1 

72.2 Set 5 Focus on Groups of 
People or Things 

5 10 7 + 3 

86.1 Set 6 Focus on Individual 
People or Things 

6 11 5 + 3 

86.2 Set 6 Focus on Groups of 
People or Things 

15 7 2 + 1 

Table 7.7 Results for Individual or Groups 

User interface set 3, for high Individualism, has been designed in order to convey a ‘Focus on 

Individual People or Things’.  

The results for survey question 44.1 for set 3 show 56 per cent of participants agree with the 

phrase, ‘Focus on Individual People or Things’. With the results for survey question 44.2 for 

set 3, with 40 per cent who disagree with the phrase, a ‘Focus on Groups of People or Things’, 

there is also a significant number of participants of seven, or 28 per cent in total, who are in 

the ‘Don’t Know’ option. However, notwithstanding this, the phrase, a ‘Focus on Individual 

People or Things’ has been agreed by participants to be suitable for describing this interface 

set.  

User interface set 4, for low Individualism, is designed in order to convey, a ‘Focus on Groups 

of People or Things’.  

The results for survey question 58.1 for set 4, with 56 per cent disagree with the phrase, a 

‘Focus on Individual People or Things’.  Also, the results for survey question 58.2 for set 4, 72 

per cent of participants agree with the phrase a, ‘Focus on Groups of People or Things’, to 

describe user interface set 4.  
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User interface set 5 has been designed for high Masculinity, in order to convey a ‘Focus on 

Individual People or Things’. 

Results for survey question 72.1 for set 5, with 52 per cent agreeing with the phrase, a ‘Focus 

on Individual People or Things’. The results for survey question 72.2 for set 5, show 40 per 

cent disagree with a ‘Focus on Groups of People or Things’.  The outcome shows 52 per cent 

of participants agree with the phrase, a ‘Focus on Individual People or Things’, being just over 

50 per cent. Although confirming the phrase is suitable to describe user interface 5, it is not 

compelling evidence.  

User interface set 6, has been designed for low Masculinity, to convey there is a ‘Focus on 

Groups of People or Things’, with the user interface set design.  

The results for survey question 86.1 for set 6, show 44 per cent of participants disagree with 

the phrase, a ‘Focus on Individual People or Things’. This is together with the results for survey 

question 86.2 for set 6, where 60 per cent of participants agree with the phrase, a ‘Focus on 

Groups of People or Things’ being suitable to describe the user interface set 6.  

Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’ 
+ No response 

45.1 Set 3 Emphasis on 
Competitiveness    

8 10 5 + 2 

45.2 Set 3 Emphasis on 
Cooperation 

9 14 1 + 1 

58.1 Set 4 Emphasis on 
Competitiveness    

4 17 1 + 3 

58.2 Set 4  Emphasis on 
Cooperation 

16 3 5 + 1 

73.1 Set 5 Emphasis on 
Competitiveness    

8 12 3 + 2 

73.2 Set 5 Emphasis on 
Cooperation 

9 8 6 + 2 

86.1 Set 6 Emphasis on 
Competitiveness    

5 15 3 + 2 

86.2 Set 6 Emphasis on 
Cooperation 

15 6 2 + 2 

Table 7.8 Results for Competitiveness and Cooperation 
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User interface set 3, for high Individualism, has been designed in order to convey an ‘Emphasis 

on Competitiveness’. 

The results for survey question 45.1 for set 3, with 32 per cent of participants agreeing with 

the phrase, an ‘Emphasis on Competitiveness’.   The results for survey question 45.1 for set 

3, with 40 per cent disagreeing with an ‘Emphasis on Competitiveness’ and with seven, or 28 

per cent of participants, belonging to the ‘Don’t Know’ option.  This result is not in agreement 

with phrase, ‘Emphasis on Competitiveness’, being a suitable description for user interface 

set 3. Alternatively, the results for survey question 45.2 for set 3, with 56 per cent of 

participants disagreeing with the phrase, an ‘Emphasis on Cooperation’, demonstrates the 

phrase, an ‘Emphasis on Competitiveness’, is a suitable phrase. Consequently, these results 

are conflicting, and as such inconclusive.   

User interface set 4, for low Individualism, has been designed to convey an ‘Emphasis on 

Cooperation’.   

The results for survey question 58.1 for set 4, with 68 per cent of participants disagreeing with 

the phrase, an ‘Emphasis on Competitiveness’.   For survey question 58.2 for set 4, the results 

show a 64 per cent agreement by participants with an ‘Emphasis on Cooperation’.  These 

results illustrate an agreement with the phrase, ‘Emphasis on Cooperation’, to describe user 

interface set 4 by 64 per cent of participants.  

User interface set 5, for high Masculinity has been designed, in order to convey an ‘Emphasis 

on Competitiveness’.   

The results or survey question 73.1 for set 5, show 48 per cent of participants disagree with 

the phrase, an ‘Emphasis on Competitiveness,’ to describe this user interface set.  Results for 

survey question 73.1 for set 5, show 32 per cent agree with an ‘Emphasis on Competitiveness’ 

with 20 per cent of participants included in the ‘Don’t Know’ response option.  These results 

indicate the phrase, an ‘Emphasis on Competitiveness’, is not considered by the participants 

to describe this user interface set.  However, it has to be noted, 20 per cent of the participants 

did not offer an opinion either way.  

The survey results for question 73.2 for set 5, show 36 per cent of participants agree with the 

phrase, an ‘Emphasis on Cooperation’, whereas 32 per cent of participants disagree with the 
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phrase, an ‘Emphasis on Cooperation’, with a further 32 per cent in the ‘Don’t Know’ option.  

The result reveals no clear-cut preference for the suitability of either phrase to describe user 

interface set 5.    

User interface set 6, for low Masculinity has been designed to convey an ‘Emphasis on 

Cooperation’.  

The results for survey question 86.1 for set 6, with 60 per cent of participants disagreeing with 

an ‘Emphasis on Competitiveness’, also for survey question 86.2 for set 6, showing 60 per cent 

of participants agreeing with the phrase an ‘Emphasis on Cooperation’. Thus, the phrase, an 

‘Emphasis on Cooperation’, is suitable for describing user interface set 6.  

Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’ 
+ No response 

73.1 Set 5 Toughness and 
Assertiveness is 
Valued 

9 11 3 + 2 

73.2 Set 5 Tenderness and 
Kindness is Valued 

8 7 8 + 2 

88.1 Set 6 Toughness and 
Assertiveness is 
Valued 

4 17 2 + 1 

88.2 Set 6  Tenderness and 
Kindness is Valued 

18 4 2 + 1 

Table 7.9 Results for Toughness and Kindness  

User interface set 5, for High Masculinity has been designed to show, ‘Toughness and 

Assertiveness is Valued’.  

The results for survey question 73.1 for set 5, show 44 per cent of participants disagree with 

the phrase, ‘Toughness and Assertiveness is Valued’. Also, 32 per cent of participants agree 

‘Tenderness and Kindness is Valued’, however, 40 per cent of participants are included in the 

‘Don’t know’ response option.  These results do not show that the phrase, ‘Toughness and 

Assertiveness is Valued’, is the best descriptor for user interface set 5.  

User interface set 6, for low Masculinity, has been designed to convey, ‘Tenderness and 

Kindness is Valued’.  
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The results for survey question 88.1 for set 6, with 68 per cent of participants disagreeing with 

the phrase, ‘Toughness and Assertiveness is Valued’. For survey question 88.2 for set 6, 72 

per cent of participants agree with the phrase, ‘Tenderness and Kindness is Valued’. This 

shows the phrase, ‘Tenderness and Kindness is Valued’ as being a suitable phrase to describe 

user interface 6.  

Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’ 
+ No response 

103.1 Set 7 Simple Design 18 4 2 + 1 

103.2 Set 7 Complex Design 4 19 0 + 2 

117.1 Set 8 Simple Design 20 4 0 + 1 

117.2 Set 8  Complex Design 4 18 1 + 2 
Table 7.10 Results for Simple or Complex 

 User Interface set 7 has been designed for high Uncertainly Avoidance, using the exemplar 

site population’s features in Chapter 6 Experiment two, in order to convey, a ‘Simple 

Design’.  

The results for survey question 103.1 for set 7, 72 per cent of participants agree with the 

phrase, a ‘Simple Design’, as a suitable description of this user interface set.   

User Interface set 8, has been designed for low Uncertainly Avoidance, in order to convey a 

‘Complex Design’. 

The results for survey question 117.1 for set 8, 80 per cent of participants agree with the 

phrase, a ‘Simple Design’.  This is the opposite result of that intended or expected.  

Similarly, the results for survey question 117.2 for set 8, show 72 per cent of participants 

disagree with the phrase, a ‘Complex Design’. As with the previous survey question, these 

results are also the opposite result of that intended or expected. 
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Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’ 
+ No response 

132.1 Set 9 Thrift (careful 
management of 
money) and Saving 
is Valued 

10 9 6 

132.2 Set 9 Serving (helping) 
Others and Social 
Spending is Valued 

5 10 5 + 5 

146.1 Set 10 Thrift (careful 
management of 
money) and Saving 
is Valued 

6 10 8 + 1 

146.2 Set 10 Serving (helping) 
Others and Social 
Spending is Valued 

5 10 6 + 4 

160.1 Set 11 Thrift (careful 
management of 
money) and Saving 
is Valued 

9 11 4 + 1 

160.2 Set 11 Serving (helping) 
Others and Social 
Spending is Valued 

6 9 7 + 3 

174.1 Set 12 Thrift (careful 
management of 
money) and Saving 
is Valued 

15 7 3 

174.2 Set 12  Serving (helping) 
Others and Social 
Spending is Valued 

6 10 5 + 4 

Table 7.11 Results for Thrift and Helping  

User Interface set 9 has been designed for high Long Term Time Orientation, in order to 

convey a user interface design, where ‘Thrift (careful management of money) and Saving is 

Valued’. 

The results for survey question 132.1 for set 9, with 40 per cent of participants agreeing with 

the phrase, ‘Thrift (careful management of money) and Saving, is Valued’. The survey question 

132.2 for set 9, show 40 per cent of participants disagree with, ‘Serving (helping) Others and 

Social Spending is Valued’, and 40 per cent of participants are included in the ‘Don’t Know’ 
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response option.  These results are inconclusive for the suitability of the phrase, ‘Thrift 

(careful management of money) and Saving is Valued’.  

User Interface set 10 has been designed for low Long Term Time Orientation, in order to 

convey, ‘Serving (helping) Others and Social Spending is Valued’. 

The results for survey question 146.1 for set 10, shows 40 per cent of participants disagree 

with, ‘Thrift (careful management of money) and Saving is Valued’. However, 36 per cent of 

participants are included in the ‘Don’t Know’ response option.   The results for survey question 

146.2 for set 10, with 40 per cent of participants disagreeing with, ‘Serving (helping) Others 

and Social Spending is Valued’, and 40 per cent of participants included in the ‘Don’t know’ 

option. As the results are inconclusive, with a high percentage of participants included in the 

‘Don’t Know’ option, no conclusion can be reached for these results.   

User Interface set 11 has been designed for high Indulgence, in order to convey, ‘Serving 

(helping) Others and Social Spending is Valued’.  

The results for survey question 160.1 set 11, with 44 per cent of participants disagreeing with, 

‘Thrift (careful management of money) and Saving is Valued’, as 20 per cent of participants 

are included in the ‘Don’t Know’ response option, this result is difficult to categorise and as 

such, has been considered to be inconclusive.  

The results for survey question 160.2 for set 11, with 36 per cent of participants disagreeing 

with, ‘Serving (helping) Others and Social Spending is Valued’, only 24 per cent of participants 

agree with, ‘Serving (helping) Others and Social Spending is Valued’, and 40 per cent counted 

in the ‘Don’t Know’ response option, the phrase, ‘Serving (helping) Others’, and ‘Social 

Spending is Valued’ cannot be considered to be suitable for user interface set 11.  

 User Interface set 12 has been designed in order to convey, ‘Thrift (careful management of 

money) and Saving is Valued’.  

The results for survey question 174.1 for set 12, show 60 per cent of participants agree with, 

‘Thrift (careful management of money) and Saving is Valued’, and with 28 per cent who 

disagree.  

The results for survey question 174.2 for set 12, show 24 per cent of participants agree with 

the phrase, ‘Serving (helping) Others and Social Spending is Valued’, whilst 40 per cent 
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disagree, ‘Serving (helping) Others and Social Spending is Valued’ and 36 per cent ‘Don’t 

know’.   

Overall, as such, the phrase, ‘Thrift (careful management of money) and Saving is Valued’ is a 

suitable description for user interface set 12.  

Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’ 
+ No response 

133.1 Set 9 Focus on Education, 
Working Hard and 
Perseverance 

10 9 5 + 1 

133.2 Set 9 Focus on Quick 
Achievement of 
Goals and 
Outcomes 

7 9 6 + 3 

147.1 Set 10 Focus on Education, 
Working Hard and 
Perseverance 

12 7 4 + 2 

147.2 Set 10  Focus on Quick 
Achievement of 
Goals and 
Outcomes 

11 7 5 + 2 

Table 7.12 Results for Perseverance and Speed  

 User Interface set 9 has been designed for high Long Term Time Orientation, in order to 

convey a ‘Focus on Education, Working Hard and Perseverance’. 

The results for survey question 133.1 for set 9, 40 per cent of participants agree with a ‘Focus 

on Education, Working Hard and Perseverance’.  

For survey question 133.1 for set 9, 36 per cent of participants disagree with, a ‘Focus on 

Education, Working Hard and Perseverance’, and 24 per cent of participants are included in 

the ‘Don’t Know’ option.   The results for survey question 133.2 set 9, 36 per cent of 

participants disagree with, a ‘Focus on Quick Achievement of Goals and Outcomes’, and 36 

per cent of participants are contained within the ‘Don’t Know’ option.  These results are 

inconclusive for the phrase, ‘Focus on Education, Working Hard and Perseverance’, being a 

suitable description user interface set 9.  
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User Interface set 10 has been designed for low Long Term Time Orientation, in order to 

convey a ‘Focus on Quick Achievement of Goals and Outcomes’. 

The results for survey question 147.1 for set 10, 48 per cent agree with a ‘Focus on Education, 

Working Hard and Perseverance’, and 24 per cent of participants being counted in the ‘Don’t 

Know’ response option.   

For survey question 147.2 for set 10, 44 per cent agree with a ‘Focus on Quick Achievement 

of Goals and Outcomes’ and 28 per cent are incorporated in the ‘Don’t know’ option.  The 

phrase, ‘Focus on Quick Achievement of Goals and Outcomes’, is considered to be an 

inconclusive description of user interface set 10.  

Survey 
Question 
Number 

User 
Interface 
Set 

Question Answer 
Option 
‘Yes’ 

Answer 
Option 
‘No’ 

Answer 
Option 
‘Don’t Know’ 
+ No response 

23.1 Set 1 Structured Design 19 6 0 

23.2 Set 1 Looser Structured 
Design 

4 13 4 + 4 

37.1 Set 2 Structured Design 8 12 3 + 2 

37.2 Set 2 Looser Structured 
Design 

15 8 1 + 1 

106.1 Set 7 Structured Design 18 4 2 + 1 

106.2 Set 7 Looser Structured 
Design 

3 19 1 + 2 

120.1 Set 8 Structured Design 17 5 3 

120.2 Set 8 Looser Structured 
Design 

5 15 1 + 4 

162.1 Set 11 Structured Design 14 7 2 + 2 

162.2 Set 11 Looser Structured 
Design 

8 13 2 + 2 

176.1 Set 12 Structured Design 16 6 2 + 1 

176.2  Set 12  Looser Structured 
Design 

6 16 1 + 2  

Table 7.13 Results for Structured or Looser Design   

User interface set 1, for high Power Distance has been designed, to convey a ‘Structured 

Design’. 

The results for survey question 23.1 for set 1, with 76 per cent of participants agreeing with 

set 1, ‘Structured Design’, The results for survey question 23.2 for set 1, with 52 per cent of 

participants disagreeing with it being a ‘Looser Structured Design’, and 32 per cent of 
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participants included in the ‘Don’t Know’ response option.  The phrase, ‘Structured Design’, 

is considered a suitable descriptive phrase for user interface set 1.  

User interface set 2, low Power Distance has been designed to convey a ‘Looser Structured 

Design’.  

The results for survey question 37.1 for set 2, 48 per cent disagree with ‘Structured Design’, 

and for survey question 37.2 for set 2, 60 per cent agree with, a ‘Looser Structured Design’.  

Consequently, the phrase, ‘Looser Structured Design’, would be considered to be a suitable 

description for user interface set 2.   

User Interface set 7 has been designed for high Uncertainly Avoidance, using the exemplar 

site population’s features in Chapter 6 Experiment two, in order to convey a ‘Structured 

Design’. 

The results for survey question 106.1 for set 7, 72 per cent of participants agree with, a 

‘Structured Design’, with the survey question 106.2 for set 7, 76 per cent of participants 

disagree with a ‘Looser Structured Design’. Hence the phrase, a ‘Structured Design’, would be 

considered to be suitable for user interface set 7.  

User Interface set 8 has been designed for low Uncertainly Avoidance, to convey, a ‘Looser 

Structured Design’. 

Results for survey question 120.1 for set 8, with 68 per cent of participants agreeing with a 

‘Structured Design’, and for survey question 120.2 for set 8, 60 per cent disagree with a 

‘Looser Structured Design’. Therefore, the phrase, ‘Looser Structured Design’, would not be a 

suitable description for user interface user set 8.  

User Interface set 11 has been designed for high Indulgence. However, the desired outcome 

is not necessarily to create a user interface set to convey, a ‘Looser Structured Design’, but to 

offer an opposing pair of participant response options, so the inclusion of this phrase is 

necessary.  

The results for survey question 162.1 for set 11, 56 per cent of participants agree with, a 

‘Structured Design’, and for survey question 162.2 for set 11, 52 per cent disagree with, a 

‘Looser Structured Design’ therefore, a ‘Looser Structured Design’, would not be considered 

to be a suitable phrase for user interface 11.   
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Interface set 12 has been designed for low Indulgence, to convey, a ‘Structured Design’.   

The results for survey question 176.1 for set 12, with 64 per cent of participants agreeing with, 

a ’Structured Design’, and for survey question 176.2 for set 12, 64 per cent disagree with a 

‘Looser Structured Design’. Consequently, the phrase, ‘Structured Design’, would be 

considered to be a suitable description for user interface set 12.    

 Summary and Discussion for Section Two - Card Sorting 
This section two of experiment three is an online card sorting exercise, with 25 participants.  

These results are from the closed card sort section of the survey, where the participants are 

asked to place the user interfaces into one of three specific categories, this being Yes, No or 

Don’t Know.   These categories have been predefined by means of words and phrases used to 

describe the characteristics and features of Hofstede’s six cultural dimensions, when applied 

to user interface design. These are shown in Chapter 6 Experiment two.  The results can be 

used to determine, if the meaning and meaning making of the signs used in the user interface 

designs, are successfully conveyed to the participant.   

The results and questions reported in this summary, pertain to the intended meaning of the 

user interfaces sets and their suitability as a descriptor.  

Survey 
Question 
Number 

User 
Interface 
Set 

Question Suitable   Not 
Suitable  

Inconc
lusive  

12.1 Set 1  Focus on Leaders Yes   

26.2 Set 2 Focus on Citizens Yes    

13.1 Set 1 Focus on Authority and 
Expertise 

Yes   

27.2 Set 2 Less Focus on Authority and 
Expertise 

Yes    

40.1 Set 3  Novel (new) or Unique  No  

55.2 Set 4  More Traditional Yes    

42.1 Set 3 Uncluttered Design Yes   

56.2 Set 4 Cluttered Design  No  

98.1 Set 7 Uncluttered Design Yes   

112.2  Set 8 Cluttered Design  No   

71.2 Set 5 Not so aesthetically pleasing 
to the eye (not so pleasing to 
look at) 

  Yes 

85.1 Set 6 Aesthetically pleasing to the 
eye (pleasing to look at) 

Yes   
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Survey 
Question 
Number 

User 
Interface 
Set 

Question Suitable   Not 
Suitable  

Inconc
lusive  

44.1 Set 3 Focus on Individual People or 
Things 

Yes   

58.2 Set 4  Focus on Groups of People or 
Things 

Yes   

72.1 Set 5 Focus on Individual People or 
Things 

Yes   

86.2 Set 6 Focus on Groups of People or 
Things 

Yes   

45.1 Set 3 Emphasis on Competitiveness      Yes  

58.2 Set 4  Emphasis on Cooperation Yes   

73.1 Set 5 Emphasis on Competitiveness      Yes  

86.2 Set 6 Emphasis on Cooperation Yes   

73.1 Set 5 Toughness and Assertiveness 
is Valued 

 No  

88.2 Set 6  Tenderness and Kindness is 
Valued 

Yes   

132.1 Set 9 Thrift (careful management of 
money) and Saving is Valued 

  Yes  

146.1 Set 10 Serving (helping) Others and 
Social Spending is Valued 

  Yes  

160.2 Set 11 Serving (helping) Others and 
Social Spending is Valued 

 No  

174.1 Set 12 Thrift (careful management of 
money) and Saving is Valued 

Yes    

133.1 Set 9 Focus on Education, Working 
Hard and Perseverance 

  Yes  

147.2 Set 10  Focus on Quick Achievement 
of Goals and Outcomes 

  Yes  

23.1 Set 1 Structured Design Yes   

37.2 Set 2 Looser Structured Design Yes    

 106.1 Set 7 Structured Design Yes    

120.2 Set 8 Looser Structured Design  No  

162.2 Set 11 Looser Structured Design  No   

176.1 Set 12 Structured Design Yes    

Table 7.14 Summary of Results  

There are thirty four results in total, with the twenty four being classified as suitable, seven 

being classified as unsuitable and seven being considered to be inconclusive.  Some of the 

questions are appropriate for more than two user interface set designs, examples are user 

interface sets 3 and 4, and sets 5 and 6, all having four related questions each.    

These results are broken down into user interface sets and their outcomes.  
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Set Number  How Many Questions Asked  Yes  No  Inconclusive  

Set 1 3 3   

Set 2 3 3   

Set 3 4 2 1 1 

Set 4 4 3 1  

Set 5 4 1 1 2 

Set 6 4 4   

Set 7 2 2   

Set 8 2  2  

Set 9 2   2 

Set 10 2   2 

Set 11 2  2  

Set 12 2 2    
Table 7.15 Responses 

The results show user interfaces sets, 1, 2, 6, 7 and 12, have had positive results for all related 

questions.  The desired user interface set meanings have successfully been transmitted to the 

participants, via surface level visual stimuli.   These results are encouraging, as they 

demonstrate the suitability of the signs used in the creation of the user interface sets, for 

meaning and meaning making.  

User interface set 1, for high Power Distance, has a positive result for all three questions, 

‘Focus on Leaders’, ‘Focus on Authority’ and ‘Expertise and ‘Structured Design’.   

The suitability of the phrases a ‘Focus on Leaders’, and a ‘Focus on Authority’, could be 

attributed to the image centric surface level iconography for this user interface set. The index 

sign type of ‘Westminster Palace’ being central to the photograph, transmits via semiosis to 

the participants, the intended meaning, of the UK’s ‘Houses of Parliament’, hence the 

perception, a ‘Focus on Leaders’ and a ‘Focus on Authority’, is observed.   

The third positive result refers to the phrase, a ‘Structured Design’. This could be accredited 

to the clean ‘look and feel’ of the user interface, together with the format of the search results 

being organised in two groups on the ‘results web page’, of user interface set 1.   

These result groups are: ‘Results from Official Bodies’ and ‘Results from Non Official Bodies’.  

‘Official Bodies’, refer to public bodies, examples being both local (council) and national 

government owned websites, the NHS, and the British public services broadcaster, the BBC.  
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User interface set 2, for low Power Distance, also has positive results for all three questions; 

these being the suitability of the phrases, ‘Focus on Citizens’ and a ‘Looser Structured Design’, 

to describe this user interface set.  These positive results could be due to the surface level 

iconography for the user interface set. This seemingly computer generated background 

image, is of the sign type icon, with two white chairs and coloured balloons tied to the chair 

backs. These are set to the forefront of a tree and coastline backdrop.  This transmits, via 

semiosis, to the participants, the intended meaning, of leisure and relaxation, therefore the 

perception, of a ‘Focus on Citizens’, is achieved.   

The phrase, a ‘Looser Structured Design’, is the third positive result for user interface set 2, 

for low Power Distance, this could be due to the more relaxed ‘look and feel’ of the user 

interface set. Together with the use of symbols as the representamen for ‘Buttons’ for ‘Top 

Searchers’, ‘About Us’ and ‘Feedback’, to transmit a more, ‘Looser Structured Design’.    

User interface set 3 has two positive results and user interface set 4 has three positive results.  

The results indicate to a greater or lesser extent, the desired user interface set meanings have 

been conveyed to the participants.    

User interface set 3, for high Individualism, along with two positive outcomes for the phrases, 

‘Uncluttered Design’ and a ‘Focus on Individual People or Things’, also has one inconclusive 

result and one negative result.  The inconclusive result for set 3 for the phrase, an ‘Emphasis 

on Competitiveness’, (this is same as for set 5), has signs in the form of symbols for hypertext 

links to ‘Competitions’, ‘Games’ and ‘Quizzes’. Once again, this outcome was not anticipated.  

The negative result for user interface set 3 relates to the phrase, ‘Novel (new) or Unique’.  The 

uniqueness of this particular user interface set refers to the search results page. This is where 

search results for ‘Web’, ‘Images’ and ‘Videos’ are all displayed on the same results page at 

the same time, see Appendix C.  

User interface set 4, for low Individualism, has three positive results, for the phrases ‘More 

Traditional’, a ‘Focus on Groups of People or Things’ and ‘Emphasis on Cooperation’ as shown 

above in table 7.15, with one negative result.  This is for the phrase, a ‘Cluttered Design’.  

However, as this user interface has been designed using a ‘high-image-to text-ratio’, as 

described by Gould et al. (2000), there is a possibility for the user interface to have a more 

‘Cluttered Design’.  However, this is fortunately, not the case with user interface set 4, as the 
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survey participants disagreed with the phrase a ‘Cluttered Design’. Subsequently, although 

the result was negative, the actual effect is a positive one for this user interface set, as being 

of a ‘Cluttered Design’ appearance would not be desirable.    

User interface set 5, for high Masculinity, has a positive result for the phrase, a ‘Focus on 

Individual People or Things’.  However, this user interface set also has two inconclusive 

results; one being for, ‘Emphasis on Competitiveness’, the other for, ‘Not so aesthetically 

pleasing to the eye (not so pleasing to look at)’. However, as explained previously, this phrase 

was included in order to offer an opposing pair of participant response options; consequently, 

this inconclusive result can be disregarded.    

The result for, an ‘Emphasis on Competitiveness’, as being inconclusive, indicates the meaning 

and meaning making for the user interface realign to this phrase is not clear.  This result is a 

little unexpected, due to the inclusion of the link to ‘Competitions’ and ‘Latest Games’, being 

fairly prominent on the interface.     

User interface set 5, also has one negative result, for the phrase, ‘Toughness and 

Assertiveness is Valued’, which are considered as high Masculinity user interface features, by 

Marcus and Gould (2000).  The concept of ‘Toughness and Assertiveness is Valued’, is a 

challenging notion to portray, particularly via a search engine user interface, where the use 

of signs are limited by convention, as opposed to a conventional e-portal user interface 

design, where signs can be used for meaning making in abundance.    

User interface set 6, for low Masculinity, shown in Appendix C, has a positive result for all four 

questions; ‘Aesthetically pleasing to the eye (pleasing to look at)’, ‘Focus on Groups of People 

or Things’, ‘Emphasis on Cooperation’ and ‘Tenderness and Kindness is Valued’.  These 

positive results may be owing to the surface level iconography for the user interface set. The 

user interface background displays a pale blue background, with a number of signs as icons, 

representing ‘Family’, ‘Weather’ and ‘News’ and an index sign for ‘Community Matters’.  All 

of these graphical features are accompanied by symbols as textual hyperlinks.  The ‘KC Search 

System UK’ logo, being an indexical sign type, has been created using complementary colours 

to the blue background.      

User interface set 7, for high Uncertainly Avoidance, has two positive results, for the suitability 

of ‘Uncluttered Design’ and ‘Structured Design’, to describe this user interface set.   User 
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interface set 7, has a clean, uncluttered ‘look and feel’, to the home page.  The results page, 

in addition to the results, displays a preview of the website the user would view, if the results 

URL was clicked upon.  The design features could account for the phases being classed as 

suitable to describe the user interface set.  

User interface set 8 for low Uncertainty Avoidance has two results, both of which are 

negative. However, as with user interface set 4, one of the phrases is, a ‘Cluttered Design’. 

This user interface set has been designed using features such as a design for ‘maximum 

content and options, and information maximised by the use of colour coding’, see Marcus and 

Gould (2000).  Consequently, there is a possible secondary effect for the user interface set to 

have a more ‘Cluttered Design’.  However, this is not the case, as the survey participants 

disagreed with the phrase, a ‘Cluttered Design’. As such, although the result is negative, the 

actual consequence is a positive one for user interface set 8, as the phrase, being of a 

‘Cluttered Design’, is neither the intended nor the desirable meaning.   

User interface 9 for high Long Term Time Orientation has two questions, with both sets of 

results being inconclusive.  One phrase, ‘Thrift (careful management of money) and Saving is 

Valued’, there is a sign in the form of a symbol for hypertext link to ‘Stock Market’.  The other 

phrase, ‘Focus on Education, Working Hard and Perseverance’, has been demonstrated via a 

sign in the form of a symbol for hypertext link to ‘Education’.  It may possibly be one sign to 

represent one phrase is not considered to be sufficient for the participant to interpret the 

desired meaning.      

User interface set 10, for low Long Term Time Orientation, also has two questions, both sets 

of results being inconclusive.   One phrase is, ‘Serving (helping) Others, and Social Spending is 

Valued’.  The other phrase being, ‘Focus on Quick Achievement of Goals and Outcomes’. This 

outcome is not anticipated, as the surface level iconography for this user interface set, depicts 

a person in sports clothing jumping across a ravine.  The intended meaning in this indexical 

sign is to show a positive image of a person achieving their goal.  This user interface set also 

has a sign in the form of a symbol for a hyperlink to ‘Sport’. This symbol is presented under 

another textual symbol for ‘Top Searches’. As such, the intended meaning has not been 

successfully transmitted to all the participants, with 44 per cent agreeing, but 28 per cent in 

the ‘Don’t know’ category.    



 
 

245 
 

User interface set 11 has two results and both are negative.  The first negative result refers to 

the phrase, ‘Serving (helping) Others’ and ‘Social Spending is Valued’. This result is somewhat 

unexpected, as the user interface is designed with signs in the form of symbols, by the way of 

textual hyperlinks and icons linking to goods and services available. This surface level visual 

stimuli, would appear not to have transmitted the intended meaning to the participants, as a 

place where ‘Social Spending is Valued’.  There is also a symbol sign type for a ‘Blog’ being a 

textual hyperlink, used in conjunction with a ‘blog’ icon.  Blogs can be considered to be social 

media, and as such, can be used as an online social community, sharing information. This 

feature has the potential to be considered as ‘Serving Others’, where recipes and similar items 

can be shared with other on a regular basis. Unfortunately, this intended meaning was not 

transmitted to the participants, with 36 per cent disagreeing with the phrase being a suitable 

description for user interface set 11, and 40 per cent of participants being placed in the ‘Don’t 

Know’ category.         

The second negative result for user interface set 11 refers to the phrase, a ‘Looser Structured 

Design’.  As explained earlier, the desired outcome is not necessarily to create a user interface 

set to convey a ‘Looser Structured Design’, but to offer an opposing pair of participant 

response options.  Consequently, the inclusion of this phrase is necessary for equitable 

results. As such, this result has little to no significance.  

User interface set 12, for low Indulgence, also has two positive results for the phrases, ‘Thrift 

(careful management of money) and Saving is Valued’ and a ‘Structured Design’.   These 

positive results may be due to the surface level iconography for the user interface set. This 

user interface set consists of a light blue background, with two signs being icons, one for a 

piggy savings bank and the other for travel.  The third graphic is an indexical image for 

‘Discounts’, all three graphics are accompanied by textual hyperlinks symbols.  These transmit 

via semiosis to the participants, the intended meaning, of ‘Thrift (careful management of 

money) and Saving is Valued’.  The positive result for the phrase, a ‘Structured Design’, being 

considered as a suitable description for the user interface set. This could be due to the three 

surface level iconography images, being replicated on all three interfaces, within the set, thus 

portraying a constant and consistent design.  
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 Survey Three Results for Section Three - Part A 
The six hypotheses developed for experiment two, section two, part B have also been used in 

this section three, Part A, of experiment three.  These six hypotheses comprise one for each 

one being based upon Hofstede’s six dimensions.   The hypothesis’ related cultural dimension, 

and corresponding user interface (UI) number, are all shown in table 7.16. 

Hofstede‘s 
Cultural 
Dimensions 

UI Design 
Number 

Hypothesis  

Power 
Distance (PD) 

PD High UI 
1 
PD Low UI 2 

H1: Higher PD Countries will show a preference for UI design 
number 1 and  
Lower PD Countries will show a preference for UI design number 
2 

Individualism 
(IDV) 

IND High UI 
3 
IND Low UI 
4 

H2: Higher IDV Countries will show a preference for UI design 
number 3 and  
Lower IDV Countries will show a preference for UI design number 
4 

Masculinity 
(MAS) 

MAS High 
UI 5 
MAS Low UI 
6 

H3: Higher MAS Countries will show a preference for UI design 
number 5 and Lower MAS Countries will show a preference for UI 
design number 6 

Uncertainty 
Avoidance 
(UA) 

UA High UI 
7 
UA Low UI 8 

H4: Higher UA Countries will show a preference for UI design 
number 7 and 
Lower UA Countries will show a preference for UI design number 
8 

Long-term 
Time 
Orientation 
(LTO) 

UA High UI 
9 
UA Low UI 
10 

H5: Higher LTO Countries will show a preference for UI design 
number 9 and 
Lower LTO Countries will show a preference for UI design number 
10 

Indulgence 
(IND) 

IND High UI 
11 
IND Low UI 
12 

H6: Higher IND Countries will show a preference for UI design 
number 11 and 
Lower IND Countries will show a preference for UI design number 
12 

Table 7.16 Section Three Part A - Cultural Dimensions, Hypotheses, and User Interfaces  

The updated prototype web based search user interfaces, are paired for each of the six 

dimensions.  One user interface being for the low end design, and the other user interface 

being the high end design for all six dimensions, therefore, twelve interfaces making six pairs.   

In this section three, part A, of survey three, the participants can only select one from each 

pair, making a total of six responses. This is due to the two answers option for each pair being 

mutually exclusive.    
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Survey Three Results - Section Three Part A  

The survey attracted 25 participants from eleven different countries. However, most of the 

countries have less than four participants. As such these countries respondents have been 

grouped with other respondents from another country, but from the same region. These 

regions are defined by Hofstede (2010).    

7.7.1 Regional Grouping 

The exception regarding Hofstede’s regions, is for Germany and Greece, classified by Hofstede 

(2010), as ‘Europe N/NW Anglo World’ (Europe North and North West, and Anglo World) and 

‘Europe S/SE’ (Europe South and South East) respectively.  For the purpose of the results for 

this card sorting exercise, it was decided to re-classify these countries as ‘European’, and as 

such, an average of the two countries indices has been used for analysis.     

The countries results analysis is as follows; the numbers of participants are given in brackets: 

UK (11), Germany (1), Nigeria (1), Greece (1), Russia (1), Venezuela (1), Zimbabwe (2), Congo 

(1), China (4), Romania (1), and Uzbekistan (1) 

As such the regional groupings are as follows:  

Romania, Russia, and Uzbekistan, as Hofstede’s region, ‘Europe C/E Ex-Soviet’. (Europe, 

Central and East, and Ex-Soviet) 

(Hofstede does not report an index for Uzbekistan, consequently, the index for Russia has 

been used.)  

Nigeria, Zimbabwe, and the Congo (DRC) as Hofstede’s region ‘Muslim World M.E. & Africa’ 

(Muslim World, Middle East and Africa) 

(Hofstede does not report an index for Zimbabwe and Congo, DRC (Democratic Republic of 

the Congo), therefore the index for Nigeria has been used).  

The countries of Germany and Greece have been grouped together and are named as the 

region of ‘Europe’.  The index scores, from Hofstede et al. (2010), for all six dimensions for 

both countries have been averaged, using the arithmetic mean. This created average index 

score, is shown in table 7.18, Region or Nationality Index Scores.   
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The UK, China and Venezuela results are reported as individual countries, and are mapped 

against the index scores, from Hofstede et al. (2010).   

The countries are shown with Hofstede’s regions (2010), in table 7.17, Hofstede’s Regions, 

together with Hofstede (2010), six dimensions’ index scores for each country.  The index 

numbers highlighted in red text and underlined represent the approximated scores of the 

countries where no Hofstede index is reported. These approximated scores are based on a 

country’s index score from the same region.    

Country Hofstede 
Regions 

 

PD IDV MAS UA LTO IND 

Venezuela America C/S 81 
 

12 73 76 16 100 

China Asia East Asia 
SE 

80 20 66 30 87 24 

Romania Europe C/E Ex-
Soviet 

90 30 42 90 52 20 

Russian 
Federation 

Europe C/E Ex-
Soviet 

93 39 36 95 81 20  

Uzbekistan Europe C/E Ex-
Soviet 

93 39 36 95 81 20  

United 
Kingdom 

Europe N/NW 
Anglo World 

35 89 66 35 51 69 

Germany Europe N/NW 
Anglo World 

35 67 66 65 83 40  

Greece Europe S/SE 60 35 57 100 45 50 
 

Nigeria Muslim World 
M.E. & Africa 

80 30 60 55 13 84 

Zimbabwe Muslim World 
M.E. & Africa 

80 30 60 55 13 84 

Congo  Muslim World 
M.E. & Africa 

80 30 60 55 13 84 

Table 7.17 Hofstede’s Regions  

The table above, table 7.17, shows the actual Hofstede index scores for the nationalities, 

together with the averaged generated region index scores, based, on Hofstede’s countries 

indices.  The index scores given in table 7.18 Region or Nationality Index Scores, are used to 

analyse the results for the section three, part A of the survey.  
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PD 
Index 

IDV 
Index 

MAS 
Index 

UA 
Index 

LTO 
Index 

IND 
Index  

Region or 
Nationality 

80 20 66 30 87 24 China 

47 51 61 82 64 45 Europe 

91 34 39 92 66 20  Europe C/E 
Ex-Soviet 

80 30 60 55 13 84 Muslim 
World M.E. & 
Africa 

35 89 66 35 51 69 United 
Kingdom 

81 12 73 76 16 100 Venezuela 
Table 7.18 Region or Nationality Index Scores.   

 

Region or 
Nationality 

Set 
1 

PD 
High 

Set 
2  

PD 
Low 

Set 
3 

IDV 
High 

Set 
4  

IDV 
Low 

Set  
5 

MAS 
high 

Set  
6 

MAS 
Low 

Set 
7  

UA 
High 

Set 
8 

UA 
Low 

Set 
9 

LTO 
High 

Set 
10 

LTO 
Low 

Set 
11  

IND 
High 

Set 
12 

IND  
Low 

China 3 1 1 3 3 1 3 1 3 1 2 2 

Europe 2 0 0 2 1 1 1 1 1 1 1 1 

Europe 
C/E Ex-
Soviet 2 1 1 2 2 1 3 0 1 2 2 1 

Muslim 
World 
M.E. & 
Africa 3 1 0 4 0 4 1 3 1 3 1 3 

United 
Kingdom 6 5 1 10 6 5 6 5 5 6 7 4 

Venezuela 0 1 0 1 0 1 0 1 0 1 1 0 

Table 7.19 Set Preference by Region or Nationality 
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Region or 
Nation- 
ality 

Set 1 
PD 

High 

Set 
2 

PD 
Low 

Set 
3 

IDV 
High 

Set 4  
IDV 
Low 

Set  
5 

MAS 
high 

Set  
6 

MAS 
Low 

Set 7  
UA 

High 

Set 
8 

UA 
Low 

Set 
9 

LTO 
High 

Set 
10 

LTO 
Low 

Set 
11  

IND 
High 

Set 
12 

IND  
Low 

No. 
of 

Part 
 

China Yes 
(3) 

75% 
No 
(1) 

No 
(1) 

Yes 
(3) 

75% 

Yes 
(3) 

75% 
No 
(1) 

No 
(3) 

75% 
No 
(1) 

Yes 
(3) 

75% 
No 
(1) 

No 
(2) 

P 
(2) 

50% 

4 

Europe No 
(2) 

100% 
No 
(0) 

No 
(0) 

No 
(2) 

100% 

P 
(1) 

50% 
No 
(1) 

P 
(1) 

50% 
P 

(1) 

P 
(1) 

50% 
No 
(1) 

 
No 
(1) 

P 
(1) 

50% 

2 

Europe 
C/E Ex-
Soviet 

Yes 
(2) 

66% 
No 
(1) 

No 
(1) 

Yes 
(2) 

55% 
No 
(2) 

No 
(1) 

Yes 
(3) 

100% 
No 
(0) 

No 
(1) 

33% 
No 
(2) 

No 
(2) 

No 
(1) 

33% 

3 

Muslim 
World 
M.E. & 
Africa 

Yes 
(3) 

75% 
No 
(1) 

No 
(0) 

Yes 
(4) 

100% 

No 
(0) 
0% 

No 
(4) 

No 
(1) 

25% 
No 
(3) 

No 
(1) 

Yes 
(3) 

75% 

No 
(1) 

25% 
No 
(3) 

4 

United 
Kingdom No 

(6) 

No 
(5) 

45% 
No 
(1) 

No 
(10) 

Yes 
(6) 

55% 
No 
(5) 

No 
(6) 

55% 
No 
(5) 

P 
(5) 

45% 
No 
(6) 

Yes 
(7) 

64% 
No 
(4) 

11 

Venezuela No 
(0) 
0% 

No 
(1) 

No 
(0) 

Yes 
(1) 

100% 

No 
(0) 
0% 

No 
(1) 

No 
(0) 
0% 

No 
(1) 

No 
(0) 

Yes 
(1) 

100% 

Yes 
(1) 

100% 
No 
(0) 

1 

Table 7.20 Results  

Key: Green Text = Confirmed    Pink Text = Partially Confirmed  

Red Text = Not Confirmed 

Hypothesis 1 (H1) Power Distance (PD)     

China is regarded as a high Power Distance country, with a Hofstede index score of 80. As 

such the expected result for H1 would be to show a preference for user interface set 1. This 

has been confirmed with 75 per cent (3), participants showing this preference.   

The combined index scores for Germany and Greece, coming under the ‘Europe’ umbrella, 

are calculated as 47 for Power Distance. The expectation is for Europe to show a preference 

for user interface set 2.  However, this is not the case with a preference being shown for user 

interface set 1 by 100 per cent (2), participants.  

For Hofstede’s region of ‘Europe C/E Ex-Soviet’, with a Power Distance index of 91, the result 

would expect a preference to be shown by these participants for user interface set 1, and this 

is the case.  
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‘Muslim World M.E. & Africa’, is also a Hofstede region, and has a Power Distance index of 

80; consequently, a preference for user interface set 1 would be expected. The results also 

reflect this, with user interface set 1 being preferred.   

The UK has a Hofstede index score of 35 for Power Distance, this places the UK in the lower 

part of the Power Distance index.  As such, a preference for user interface set 2 would be 

expected to be shown, however, this is not the case with preference being shown for user 

interface set 1.   

The results for Venezuela are being reported for completeness, however, it is fully recognised 

by the author, that one participant cannot be representative of a country.  However, the one 

participant did not show a preference for user interface 1, as would be expected.      

Hypothesis 2 (H2) Individualism (IDV)  

China has a Hofstede Individualism index score of 20; subsequently a preference for user 

interface set 4 would be expected. This has been shown with 75 per cent (3), of participants 

showing a preference for user interface set 4.  

The ‘Europe’ grouping of countries, Germany, and Greece, have an averaged Hofstede index 

score of 51, therefore, either an even split or a very marginal preference for user interface set 

3 to be shown.  However, the preference reported for ‘Europe’ is for user interface set 4.  

With regards to Hofstede’s region ‘Europe C/E Ex-Soviet’ with an Individualism index score of 

34, the anticipated preference would be for user interface 4.  This hypothesis has been 

confirmed.  Likewise, this hypothesis has also been confirmed for the Hofstede region, 

‘Muslim World M.E. & Africa’, with an index score of 30, also showing a preference for user 

interface set 4.  

The UK has a high Individualism score of 89, and as such would show a preference for user 

interface set 3. Conversely, the UK has an unexpected result with only one participant (9 per 

cent) showing a preference for user interface set 3, therefore this hypothesis 2, has not been 

supported by the results.     

As with Hypothesis 1, the results for Venezuela are being reported for completeness.  

Venezuela has a low Hofstede index score of 12, hence a preference for user interface set 4 

would be shown. This was the case for the participant.  
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Hypothesis 3 (H3) Masculinity (MAS) 

China has a Hofstede index score of 66 for the Masculinity dimension; subsequently a 

preference for user interface set 5 would be expected.  This Hypothesis 3 has been confirmed 

by China with 75 per cent (3), of the participants choosing user interface set 5.  ‘Europe’ are 

showing a split preference with 50 per cent, for user interface set 5 and 50 per cent for user 

interface set 6. This Hypothesis is being considered as partially supported.    

The Hofstede region of the ‘Muslim World M.E. & Africa’ would be expected to show a 

preference for user interface set 5. However, this has been found not to be the case, with all 

four participants showing a preference for user interface set 6. Hence, this Hypothesis 3 has 

not been supported.   

The UK has a Hofstede index score of 66 for Masculinity. The anticipated preference for user 

interface set 5 has been confirmed for Hypothesis 3, by 55 per cent (6) participants.   

As for the previous two hypotheses, the results for Venezuela are being reported for 

completeness.  However, the one participant did not show a preference for user interface 5, 

as would be expected.      

Hypothesis 4 (H4) Uncertainty Avoidance (UA)  

China has a Hofstede Uncertainly Avoidance index score of 30; accordingly, a preference for 

user interface set 8 would be expected. However, this is not the case, with 75 per cent (3), 

participants, showing a preference user interface set 7.    

The ‘Europe’ results would be considered to be partially supported, with 50 per cent (1), 

participant preference being shown for user interface set 7.  

For Hofstede’s region of ‘Europe C/E Ex-Soviet’, with an index score 92, would be expected to 

show a preference for user interface set 7. This hypothesis 4 has been confirmed, with 100 

per cent (3) participants preferring user interface set 7. 

The ‘Muslim World M.E. & Africa’, Hofstede’s region, has an index score of 55, showing a 

preference for user interface set 7, however, 75 per cent (3), of the participants show a 

preference for user interface set 8, consequently, this hypothesis is unsupported.   



 
 

253 
 

The UK has a Hofstede index score of 35, and as such it would be anticipated a preference for 

user interface set 8 would be shown, however this is not the case, with 55 per cent (6), 

showing a preference for user interface set 7.  

As previously, the results for Venezuela are being reported for completeness.  However, the 

one participant did not show a preference for user interface 7, as would be expected.      

Hypothesis 5 (H5) Long-term Time Orientation (LTO)  

China has a Long-term Time Orientation index score of 87, which is considered to be high. 

Therefore, the expected result would be for China to show a preference for user interface set 

9. Hence, this hypothesis 5 has been supported with 75 per cent (3), participants showing a 

preference for user interface set 9.  

Hypothesis 5, for ‘Europe’ would be considered to be partially supported, as the result returns 

a 50/50 split, with one participant showing a preference for each user interface set.  

The Hofstede region of ‘Europe C/E Ex-Soviet’, has a Long-term Time Orientation index score 

of 65, therefore would show a preference for user interface set 9.  This has not been 

supported with 66 per cent or (2), participants showing a preference for user interface set 10.  

Hofstede’s region of the ‘Muslim World M.E. & Africa’ has an index score of 13.  This would 

be considered to be low Long-term Time Orientation; thus, it would be expected this regions 

results would return a preference for user interface set 10. This has been found to be 

supported with 75 per cent (3), participants showing this preference.   

The UK has a Hofstede index score of 51, for Long-term Time Orientation, and is considered 

to be the central point.  It would be anticipated a 50/ 50 split result would be returned. 

However, this result would be impossible due the odd (11), number of participants; 

consequently, the result of 45 per cent (5) has been recorded as partially supported.  

As before, with previous hypotheses, the results for Venezuela are being reported for 

completeness.  The Hofstede index score for Venezuela would be considered to be low with 

an index score of 13; this has been reflected with the one participant showing a preference 

for user interface set 10.   
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Hypothesis 6 (H6) Indulgence (IND)  

China has a low Hofstede index score of 24, and the anticipated user interface preference 

would be for set 12.  The results show this hypothesis has been partially supported with 50 

per cent (2), participants, showing a preference for user interface set 12.  Similarly, ‘Europe’ 

has an index score of 45; this has also considered to be partially supported with 50 per cent 

(1), participant showing a preference for user interface set 12. 

The Hofstede region of ‘Europe C/E Ex-Soviet’ has an index score of 20, this is considered to 

be low Indulgence and as such the members of the region would be expected to show a 

preference for user interface set 12.  However, this is not the case, with 33 per cent (1) 

participant, showing a preference for set 12.  

Conversely, the Hofstede region of ‘Muslim World M.E. & Africa’ would be considered to be 

high Indulgence, with a Hofstede index score of 84. Therefore, an expected preference for 

user interface set 11 would be shown.  However, this hypothesis is unsupported with 25 per 

cent (1) showing a preference for user interface set 11.  

The UK has an Indulgence index of 69, and subsequently, would be expected to show a 

preference for user interface set 11.   This hypothesis would be considered to be supported 

by the UK with 64 per cent (7), participants showing a preference for user interface set 11.    

Finally, as previously stated, the results for Venezuela are being reported for completeness.  

The Hofstede index score for Venezuela would be considered to be very high with 100, thus 

a preference for user interface 11 would be shown. This has been supported by the one 

participant. 
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Hypothesis 
1 

Hypothesis  
2 

Hypothesis 
3 

Hypothesis  
4 

Hypothesis 
5 

Hypothesis 
6 

Hypothesis 

Power 
Distance 

(PD) 

Individualism 
(IDV) 

Masculinity 
(MAS) 

Uncertainty 
Avoidance 

(UA) 

Long-term 
Time 

Orientation 
(LTO) 

Indulgence 
(IND) 

 
 
Region or 
Nationality 

Confirmed Confirmed Confirmed 
Not 

Confirmed Confirmed 
Partially 

Confirmed 
China 

Not 
Confirmed 

Not 
Confirmed 

Partially 
Confirmed 

Partially 
Confirmed 

Partially 
Confirmed 

Partially 
Confirmed 

Europe 

Confirmed Confirmed 
Not 

Confirmed Confirmed 
Not 

Confirmed 
Not 

Confirmed 
Europe C/E 
Ex-Soviet 

 
 

Confirmed 

 
 

Confirmed 
Not 

Confirmed 
Not 

Confirmed 

 
 

Confirmed 
Not 

Confirmed 

Muslim 
World M.E. 
& Africa 

Not 
Confirmed 

Not 
Confirmed Confirmed 

Not 
Confirmed 

Partially 
Confirmed Confirmed 

United 
Kingdom 

Not 
Confirmed 

Confirmed Not 
Confirmed 

Not 
Confirmed 

Confirmed Confirmed Venezuela 

Table 7.21 Consolidated Results for Section Three Part A   

Table Key for Results Columns: 

Green Text = Confirmed    Pink Text = Partially Confirmed    Red Text = Not Confirmed    

 Summary and Discussion for Section Three Part A  
The analysis comparing the results of the user study, with Hofstede’s national, regional and 

one amalgamated index scores, found mixed results.  Some hypotheses have been confirmed 

and some unconfirmed for the respective results.  

There are a possible 36 results; this comprises Hofstede’s six dimensions, multiplied by the 

number of nations and regions, which in this case is also six.   As shown in table 7.21 

Consolidated Results for Section Three Part A, 15 results are confirmed, with 15 results not 

confirmed.  The remaining six results are difficult to fully categorise and are considered to be 

partially confirmed.    

Firstly, due to the sample size for this specific survey, with the total number of participants 

being 25, this sample size would be considered to be small.  This is in particular with regards 

to a cross cultural aspect, where the 25 participants are spread across a number of cultural 

backgrounds from eleven different countries.  In an attempt to overcome some of these 

difficulties arising, specifically as most of the countries have less than four participants, these 

respondents have been grouped with other respondents from another country, but from the 



 
 

256 
 

same region.  The regions used for the grouping, with the exception of one, are defined by 

Hofstede (2010).    

This exception relates to Germany and Greece, where there is one participant from each 

country. Hofstede (2010) has classified these as, ‘Europe N/NW Anglo World’, and ‘Europe 

S/SE’, respectively. For the purposes of the survey results, it is decided to re-classify these 

countries as ‘European’, and as such, an average of the two countries Hofstede indices has 

been used for the analysis.    

Every care has been taken to ensure the grouping of the countries are as closely linked as 

possible, in particular by using, where possible, Hofstede’s regions. However, where this has 

not been possible, in the case of Germany and Greece, these countries are grouped together 

as ‘Europe’. This grouping could offer an explanation for the unexpected results, of the two 

non-confirmed and four partial confirmations reported for this amalgamation, and as such is 

the only grouping or nationality to report no confirmations, see table 7.21, Consolidated 

Results for Section Three Part A.    

As the sample size is comparatively small being 25, in particular to the previous sample size 

for experiment two, comprising 215 participants, every attempt has been made to utilise all 

25 participants’ opinions.  The survey attracted one participant from Venezuela, and it is 

acknowledged, one participant cannot be representative of Venezuelan culture; however, for 

the sake of completeness, these results are also reported.   

The findings from the China results support the most confirmations with four results, one 

partial confirmation and only one non confirmation.  Four participants self-identify as 

Chinese, with one being male and three female. The one male and two of the female 

participants classify themselves as living in the UK for less than one year.  These three 

respondents may not have lived in the UK for a sufficient period of time to have assimilated 

too much British culture, consequently their responses maybe Chinese in nature.    
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 Survey Three Results for Section Three Part B - Card Sorting 
The part B, of section three of this survey is a card sorting exercise. The results are based upon 

the findings from this section. The survey attracted 25 participants from eleven different 

countries. However, most of the countries have less than four participants. As such these 

countries respondents have been grouped with other respondents from another country, but 

from the same region. These regions are defined by Hofstede (2010).    This has been 

described more fully in section, Regional Grouping, shown above, together with the relevant 

table 7.21 Hofstede’s Regions and table 7.20, Region or Nationality Index Scores.   

As mentioned above, this is a card sorting exercise and as such the participants are requested 

to sort the twelve prototype user interface sets into their order of preference, by ranking 

them in order from first to twelfth. With the first placed user interface being their most 

preferred, and the twelfth placed user interface being their least preferred.  The number of 

first place rankings per nationality or group for each user interface set is shown below in table 

7.22  

Region or 
Nationality 

Set 
1 

first 
PD 

High 

Set 
2  

First 
PD 

Low 

Set 
3 

first 
IDV 
High 

Set 
4  

first 
IDV 
Low 

Set  
5 

first 
MAS 
high 

Set  
6 

first 
MAS 
Low 

Set 
7 

first  
UA 

High 

Set 
8 

first 
UA 
Low 

Set 
9 

first 
LTO 
High 

Set 
10 

first 
LTO 
Low 

Set 
11 

first  
IND 
High 

Set 
12 

first 
IND  
Low 

China 1 1 0 0 0 0 0 0 0 0 1 1 

Europe 0 0 0 0 1 0 1 0 0 0 0 0  

Europe 
C/E Ex-
Soviet 

1 1 0 0 1 0 0 0 0 0 0 0 

Muslim 
World 
M.E. & 
Africa 

 
2 

 
0 

 
0 

 
0 

 
0 

 
0 

 
0 

 
0 

 
1 

 
0 

 
1 

 
0  

United 
Kingdom 4 0 0 1 1 0 1 0 0 1 0 3 

Venezuela 0 0 0 0 0 0 0 0 0 0 1 0 

Table 7.22 First place UI Ranking 

The Borda count method, (described in more detail in Chapter experiment two section 6.11.1, 

is applied to the results for this section three, part B.  This method allocates points to the 

ranking options.  The points awarded in the analysis of these results are as follows:  

 The participant’s first preference is allocated twelve points. 

 The participant’s second preference is allocated eleven points.  
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 The participant’s third preference is allocated ten points.   

 The participant’s fourth preference is allocated nine points.   

 The participant’s fifth preference is allocated eight points.   

 The participant’s sixth preference is allocated seven points.   

 The participant’s seventh preference is allocated six points.   

 The participant’s eighth preference is allocated five points.   

 The participant’s ninth preference is allocated four points.   

 The participant’s tenth preference is allocated three points.   

 The participant’s eleventh preference is allocated two points. 

 The participant’s twelfth (last) preference is allocated one point.   

The tables showing the Borda count for each participant and each nationality and region, 

together with the total Borda count numbers for each of the twelve prototype user interfaces 

sets, are shown in Appendix F.   

The table below illustrates the total Borda count for each nationality or region for both the 

low and high ends of all six of Hofstede’s dimensions.  

Key colours are used to identify the user interface sets placed in first, second and third 

positions.  Any ties have been broken by choosing the option with the most first place choices, 

followed by the second placed option, and so on.  The participant’s first choices are shown in 

table 7.22 above. This method has been successfully applied to the tie for the ‘Muslim World 

M.E. & Africa’, with top score of 36, being shared by user interface sets 1, 2 and 9.  Also, the 

second place preference has been used to tie break for user interface sets 3 and 10 for ‘Europe 

C/E Ex-Soviet’, with a mutual score of 24.   User interface set 3, for high Individualism, has 

been placed in overall third position for Europe C/E Ex-Soviet’, due to being selected as a 

second top preference by one participant.  Likewise, the tie for 4th place for ‘Muslim World 

M.E. & Africa’, with a score of 24 each. This tie has been broken, with set 10 achieving overall 

4th position, owing to being chosen as a second top preference by two participants. 

With regards to the ‘Europe’ region, there is a four way tie with user interfaces sets 3, 4, 6, 

and 9. The tie has been broken with set 6 achieving one second top preference by one 

participant. 
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User interface set 1 is established as the first preference, due to it being placed first by two 

participants from the ‘Muslim World M.E. & Africa’ region.  User interface set 9 is in second 

place, as one participant selected this as their first preference. User interface set 2 is in third 

place, with user set 10 in fourth place.     

Set 
1 

PD 
High 

Set 
2 

PD 
Low 

Set 
3 

IDV 
High 

Set 
4 

IDV 
Low 

Set 
5 

MAS 
High 

Set 
6 

MAS 
Low 

Set 
7 

UA 
High 

Set 
8 

UA 
Low 

Set 
9 

LTO 
High 

Set 
10 

LTO 
Low 

Set 
11 

IND 
High 

Set 
12 

IND 
Low 

No. of 

Partici

pants 

Region or 
Nationality  

33 35  23  25 27  12 17 19 41 32 23 25 4 China 

20 4 16 16 17 16 22 9 16 8 9 3 2 Europe 

21 19 24 18 25 20 16 13 26 24 20 8 3 
Europe C/E 
Ex-Soviet 

36 36 23 23 28 27 12 23 36 28 25 15 4 

Muslim 
World M.E. 
& Africa 

78  70  55 67  79  73 75  63 77  76  79  66  11 
United 
Kingdom 

6 8 7 9 3 5 4 10 1 11 12 2 1 Venezuela 

Table 7.23 Borda Count Preference Results  

Key:     Pink = 1st Preference  Yellow = 2nd Preference       Purple = 3rd Preference  

Blue = 4th Preference    

These Borda count results have been consolidated and are given in table 7.24 below. Table 

7.24 shows the user interfaces placed first, second, third and fourth by the participants for 

each ‘Region or Nationality’, which corresponds with the consolidated scores of Hofstede’s 

index, as shown in table 7.19, Region or Nationality Index Scores.   
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Set 
1 

PD 
High 

Set 
2 

PD 
Low 

Set 
3 

IDV 
High 

Set 
4 

IDV 
Low 

Set 
5 

MAS 
High 

Set 
6 

MAS 
Low 

Set 
7 

UA 
High 

Set 
8 

UA 
Low 

Set 
9 

LTO 
High 

Set 
10 

LTO 
Low 

Set 
11 

IND 
High 

Set 
12 

IND 
Low 

No. of 

Partici

pants 

Region or 
Nationality  

3rd  2nd  23  25 27  12 17 19 1st  4th  23 25 4 China 

2nd  4 16 16 3rd  4th  1st  9 16 8 9 3 2 Europe 

21 19 4th  18 2nd  20 16 13 1st  3rd  20 8 3 
Europe C/E 
Ex-Soviet 

1st  3rd  23 23 28 27 12 23 2nd  4th  25 15 4 

Muslim 
World M.E. 
& Africa 

3rd   70  55 67  1st   73 75  63 77  4th   2nd   66  11 
United 
Kingdom 

6 8 7 4th  3 5 4 3rd  1 2nd  1st  2 1 Venezuela 

Table 7.24 Borda Count Preference Results  

Key:    Green = Preference Confirmed   Red = Preference Not Confirmed  

The top four preference placement results have been used in conjunction with the 

Hypotheses in Section Three Part A - Cultural Dimensions, Hypotheses, and User Interfaces, 

in order to draw a conclusion for each of Hofstede’s six dimensions.   

These results of this comparison are presented as follows:  

Confirmed = 8/24 (33.3%)  Partially Confirmed = 5/24 (20.8%)  Not Confirmed = 11/24 

(45.8%) 
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The hypothesis for this section three, part B, are the same for section three, part, A and can 

be found in Section Three Part A - Cultural Dimensions, Hypotheses, and User Interfaces  

Hypothesis China Europe Europe 
C/E Ex-
Soviet 

Muslim 
World 
M.E. & 
Africa 

United 
Kingdom 

Venezuela 

H1 Power 
Distance 
(PD) 

Partially 
Supported 

Not 
Supported 

Not 
recorded 

Supported Not 
Supported 

Not 
recorded 

H2 
Individualism 
(IND) 

Not 
recorded 

Not 
recorded 

Not 
Supported 

Not 
recorded 

Not 
recorded 

Partially 
Supported 

H3 
Masculinity 
(MAS) 

Not 
recorded 

Partially 
Supported 

Not 
Supported 

Not 
recorded 

Supported Not 
recorded 

H4 
Uncertainty 
Avoidance  

Not 
recorded 

Supported Not 
recorded 

Not 
recorded 

Not 
recorded 

Not 
Supported 

H5 Long 
Term Time 
Orientation 
(LTO) 

Supported Not 
recorded 

Supported Partially 
Supported 

Partially 
Supported 

Supported 

H6 
Indulgence 
(IND) 

Not 
recorded 

Not 
recorded 

Not 
recorded 

Not 
recorded 

Supported Supported 

Table 7.25 Consolidated Results  

Section Three Part B - Lower Place Rankings  

It is also worth noting the eleventh and twelfth, (last placed), user interface sets, as these are 

the most unpopular with the 25 participants.   

For China, user interface set 7, for high Uncertainty Avoidance, is in eleventh place, with user 

interface set 6 for low Masculinity in twelfth (last place).   As shown in table 7.19, Region or 

Nationality Index Scores, the Hofstede index score for China reports an index score of 30, this 

is towards the lower end of the dimensions, and as such would reflect the unpopularity of 

user interface set 7, for high Uncertainty Avoidance.  

The regional group for ‘Europe’ has shown user interface set 2, for low Power Distance, in 

eleventh place, with user interface set 12 for low Indulgence, placed in twelfth, (last place).  
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The position of the user interface sets do not reflect the regional index scores given in table 

7.21, Region or Nationality Index Scores.   

With regards to the ‘Europe C/E Ex-Soviet’, regional group.  User interface set 8, low 

Uncertainty Avoidance, is in eleventh place, with user interface set 12 for low Indulgence in 

twelfth place.  The table 7.21, Region or Nationality Index Scores, for the ‘Europe C/E Ex-

Soviet’ regional group, shows a high Uncertainty Avoidance index of 92, this would be in line 

with the low place position of user interface set 8.   

The ‘Muslim World, M.E. & Africa’, regional group, place user interface twelve for low 

Indulgence in eleventh place, with user interface seven for high Uncertainty Avoidance, in 

twelfth or last place.  These results for ‘Muslim World, M.E. & Africa’ do not reflect the 

regional index scores, as shown in table 7.21 Region or Nationality Index Scores. 

The United Kingdom have given eleventh place to user interface set 8 for low Uncertainty 

Avoidance, with user interface set 3, for high Individualism, in twelfth or last place.   These 

results do not reflect the Hofstede index scores for the UK for Uncertainty Avoidance or 

Individualism.   

Venezuela has only one participant, and as such cannot be representative of the Venezuelan 

culture. However, for the sake of completeness, these results are also reported; with user 

interface set 12 for low Indulgence in eleventh place, and with user interface set 9 in twelfth 

place.  

Set 
1 

PD 
High 

Set 
2 

PD 
Low 

Set 
3 

IDV 
High 

Set 
4 

IDV 
Low 

Set 
5 

MAS 
High 

Set 
6 

MAS 
Low 

Set 
7 

UA 
High 

Set 
8 

UA 
Low 

Set 
9 

LTO 
High 

Set 
10 

LTO 
Low 

Set 
11 

IND 
High 

Set 
12 

IND 
Low 

No. of 

Partici

pants 

Region or 
Nationality  

33 35  23  25 27  12 17 19 41 32 23 25 4 China 

20 4 16 16 17 16 22 9 16 8 9 3 2 Europe 

21 19 24 18 25 20 16 13 26 24 20 8 3 
Europe C/E 
Ex-Soviet 

36 36 23 23 28 27 12 23 36 28 25 15 4 

Muslim 
World M.E. 
& Africa 

78  70  55 67  79  73 75  63 77  76  79  66  11 
United 
Kingdom 

6 8 7 9 3 5 4 10 1 11 12 2 1 Venezuela 

Table 7.26 Lower Placed Rankings  

Key:    Black = 11th Preference  Black = 12th Preference  
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 Summary and Discussion for Section Three Part B  
The hypothesis for this section three, part B, are the same for section three, part A and can 

be found in Section Three Part A - Cultural Dimensions, Hypotheses, and User Interfaces.  

Although the participants are asked to rank the twelve user interfaces into order of 

preference, due to the small sample size, with only 25 participants in total, only the top four 

preference rankings have been reported.  

For the purposes of this card sorting exercise, section three, part B, Hofstede’s index scores 

have been grouped for some countries and displayed as regions as shown in table 7.21, Region 

or Nationality Index Scores.  These index scores are used as a measure to compare the 

participant’s top four preferences with the respective hypotheses. The results analysis found 

mixed results, some confirming, some partially confirming and some results not confirming 

the respective hypotheses.   

However, generally, eight results from a possible twenty four first choice preferences are 

confirmed.  With five from twenty four preferences considered as partially confirmed and   

eleven from twenty four results not being confirmed.  

It is important to view these mixed results with some context. The participants had an option 

to place any one of twelve user interfaces in their top four positions, and as such, the 

possibility of picking their top choice is twelve to one, (8.33 per cent), with their second choice 

being eleven to one (9.09 per cent), their third choice being ten to one (10 per cent) and their 

fourth choice being nine to one (11 per cent).  Although this sample size is considered small, 

the results can be considered to be indicative.   

The following tables show the changes to the user interfaces made between experiment two 

and experiment three.  

 Sign Taxonomy  

The design and development of the prototype, “KC Search Engine System”, search engine 

user interfaces sets, has been based upon Hofstede’s six cultural dimensions, as described 

by Hofstede (2010).  These have been interpreted for web user interface design by a 

number of researchers, as shown in Chapter 6, Experiment two. Additional elements have 

also been used in the design, identified using semantic insight, derived from the de-

construction of surface level iconography.  
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Below is a sign taxonomy for the design features and attributes used in the user interface 

sets, for experiment two, together with the updated design features and attributes used in 

the user interface sets for experiment three.  This is detailed for each of the twelve sets of 

user interfaces.   The representamen of signs are classified as, an icon, an index, or a symbol, 

as shown in Peirce’s semiotic triangle, figure 3.4 of Chapter 3 Methodology.  However, it is 

possible for a sign to have more than one classification, as noted by Chandler (2017), ‘...a 

sign can be an icon, a symbol and an index, or any combination’.  As such, some of the 

following sign types fall into more than one classification.  The definition of sign types used 

in this thesis is from Chandler (2007, p 36-37).        

User Interface 
Set 1 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Power Distance 
High 
Home Page 

 

 

Symbol 

 

 

 

 

 

 

Indexical 

 

Indexical 

 

 

 

Hyperlinks  
 
“Privacy Terms Settings” 
 
“About Us” (White text) 

Button ‘Search’ 

 

 

Hyperlinks  
 

“Privacy Terms Settings” 

“About Us” (White text) 

Results Page 

 

 

 

 

 

 

 

Symbol 

 

 

Indexical 

 

 

Symbol 

 

 

Symbol 

 

Hyperlinks  
“Privacy Terms Settings” 
“About Us” (White text) 
 
 
“Results grouped by 
official bodies” (black 
text) 
 
“Results grouped by non 
official bodies” (black 
text) 

 Button ‘Search’ 

Hyperlinks  
“Privacy Terms Settings” 
“About Us” (White text) 
 
 
“Results grouped by 
official bodies” (white text) 
 

 
 
“Results grouped by non 
official bodies” (white text) 
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User Interface 
Set 1 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

 

Filter Page  Symbol 

 

 

Indexical 

 

 

 

Symbol 

 

 

Symbol 

 

 

 

 

Hyperlinks: 

“Privacy Terms Settings” 
“About Us” (white text) 

 
“Enter your search query 
above and then choose 
from filters below”  
 
“You can use any or all of 
the filters below for your 
search results”  
 

 
 
White box around 
domain options  

Button ‘Search’ 

 

Hyperlinks: 

“Privacy Terms Settings” 

“About Us” (white text) 

 
“Enter your search query 
above and then choose 
from filters below.” 
 
“You can use any or all of 
the filters for your search 
results.” 
 

 

No white box around 
dolman options  

Table 7.27 User interfaces set 1  

 

User Interface 
Set 2 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Power Distance  
Low 
Home Page 

Symbol 

 

 

Icon 

 

 

 

Background image 

 

      Button ‘Search’ 

 

 

Background image 
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User Interface 
Set 2 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

  

Results Page 

 

Symbol 

 

 

Icon 

 

 

 

 

 

 

 

Symbol and 
Indexical  

 

 

 

Background image 

 
Font style and size 
changed from: 

  
“Not what you were 

looking for?   
Refine your search 
query or you can filter 
your results here”  

     Button ‘Search’ 

 

 

Background image 

 
Font style and size 
changed to: 

“Not what you were 
looking for?  Refine your 
search query or you can 
filter your results here”  

Filter Page 

 

Symbol 

 

 

 

 

 

 

 

 

Indexical 

 

 

 

 

 

 

     Button ‘Search’ 

 

 

 

KC Search System UK 

Bolder colours used for 
logo 

Table 7.28 User Interfaces Set 2  
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User Interface 
Set 3 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Individualism 
High 
 

Home Page 

Symbol 

 
 

 

 

      Button ‘Search 

’ 

 

Results  Symbol 

 
 

 

 

Different layout for: 

Web, Images, Video  

    Button ‘Search’ 

 

 

Different layout for: 

Video, Web, Images 

Scroll bar for web results 

Filter Page Symbol 

 
 

 

 

 

   Button ‘Search’ 

 

 

Slightly ligher background 
colour 

Table 7.29 User Interfaces Set 2 

 

User Interface 
Set 4 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Individualism 
Low 
 

Home Page 

 

Symbol 

 

 

 

 

       Button ‘Search’ 
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User Interface 
Set 4 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

 

 

 

 

 

Icon 

 

 

 

 

 

 

Icon 

 

 

 

 

Icon 

 

 

 

 

Icon 

 

Images used as shown 
below: 
 

 

Weather  

 

 Family   

 

Community Matters 

 

Latest News 

 

Updated images used as 
shown below: 
 

 

 Weather  

 

 Family   

 

Community Matters 

 

Latest News 

 

Results Page  Symbol 

 

 

 

 

 

 

     Button ‘Search’ 
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User Interface 
Set 4 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

 

  
 
Scroll bar added to results 
area.  

 

Filter Page Symbol 

 

 

 

 

 

 

 

 

 

Symbol 

 

 

 

 
 
 
Submit Button chaged 
from: 
 
                                       

 

      Button ‘Search’ 

 

 

Different images as shown 
above for home page. 
 
Submit Button chaged to: 

 

 

Table 7.30 User Interfaces Set 4 

 

User Interface 
Set 5 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Masculinity High  

Home Page 

Symbol 

 

Indexical  

 

 

 

Hyperlinks 

“Privacy Terms Settings” 

       Button ‘Search’ 

 

Hyperlinks 

“Privacy Terms Settings”  
(white Text)  
 

Results Page Symbol 

 

 

        Button ‘Search’ 

Submit 
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User Interface 
Set 5 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

 

 

 

 

 

Symbol and 
Indexical  
 

 

 

 

Results scroll bar added. 

Text added: 

“Not what you were looking 
for? Refine your search 
query or you can filter your 
results here”  (white text)  

Filter Page  Symbol 

 

 

 

 

 

 

 

Indexical  

 

 

 

 

     Button ‘Search’ 

 

 

‘Social media’ icons 
added: 
 
 

‘Price ranges’ taken off.  

Table 7.31 User Interfaces Set 5  

 

User Interface 
Set 6 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Masculinity Low 

Home Page 

Symbol 

 

 

Icon 

 

 

Indexical  

 

 

 

Family 

      Button ‘Search’ 

 

 

Family 
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User Interface 
Set 6 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

 

Icon  

 

Indexical  

 

 

Icon 

 

Indexical  

 

Icon 

 

 

Indexical  

 

 

Community Matters 

 

 

Weather 

 

Latest News 

 

 

More grey/blue 
background colour 
 
 

 

Community Matters 

 

 

Weather 

 

News 

 

 

Brighter blue colour 
background 
 
 

Results Page  Symbol 

 
 

 

 

       Button ‘Search’ 

 

 

Scroll bars added to 
results. 
 
Brighter blue links. 
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User Interface 
Set 6 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Filter   

 

 

 

 

 

 

 

Indexical 

 

 

 

 

 
 
 
 
KC Search System UK  
Placed on left had side.  

 

 

Bolder colours.  
 
Search bar move left a 
little. 
  
KC Search System UK 
Placed above search bar 
and bolder colours.  

Table 7.32 User Interfaces Set 6 

 

User Interface 
Set 7 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Uncertainly 
Avoidance High 
Home Page 

Symbol 

 

 

Indexical 

 

Indexical 

 

 

 

Hyperlinks  

Help? Sign Up Login 

 

 

 

 

 

 

        Button ‘Search’ 

 

Hyperlinks  

Help? Sign Up Login (blue 
text)  
 
On Mouse over 
Help? Sign Up Login 
 
 

 

Results Page  Symbol 

 
 

 

    Button ‘Search’ 
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User Interface 
Set 7 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

 

 

 

 

Indexical 

 

 

Symbol 

 

Indexical 

 

 

Arrow pointing from 
results to webpage 
preview.  
 

 
Removed arrows pointing 
from results to webpage 
preview.  
 
‘’Web Site Preview’ title 
added above the 
previews.      
 
URLs added under website 
previews.  
 

Filter Page  Symbol 

 

 

 

 

 

 

 

Symbol 

 

 

 

 

 

     Button ‘Search’ 
 
 

 
 
 

 

Table 7.33 User Interfaces Set 7 

 

User Interface 
Set 8 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Uncertainly 
Avoidance Low 
Home Page 

 Icon 

 

 

Indexical 

 

 

                                  

(red text) 

 

Yell! 
(blue text) 
 

Submit 

Yellow Pages  
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User Interface 
Set 8 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Icon 

 

Indexical 

 

Icon 

 

Indexical 

 

Icon 

 

Indexical 

 

Icon 

 

Indexical 

 

Icon 

 

Indexical 

 

 

Indexical 

 

 

 

                          

(red text) 

 

British Telecom 
(red text) 
 

 

Sport  
(red text) 
 

 

News  
(red text) 
 

 

Weather  
(red text) 
 
 
About Us (bottom right)  
(red text) 

 

Background colour 

 

 

Shopping 
(blue text) 

 

Community Matters 
(blue text) 

 

Sport 
(blue text) 
 

 

News  
(blue text) 

 

Weather 

(blue text) 

 

 

 
About Us (top left) 
(red text) 

 

Background colour 

 

Shopping  
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User Interface 
Set 8 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

 

 

 

Images and background 
colour changed as detailed 
above. 

Search Page  

 

 

 

 

 

 

 

 

 

Symbol and 

Indexical 

 

 

 

Background colour 
changed from coral pink. 
 

 

 

Background colour 
changed to light grey. 
 
Scroll bar added to search 
results. 
 
Text added:  
“Not what you were 
looking for? Refine your 
search query or you can 
filter your results here” 
(blue text) (green link 
‘here’). 
 

 
Images changed as with 
Home page  

Filter Page   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Submit 
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User Interface 
Set 8 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Symbol 

 

 

 

Indexical 

Brighter blue text colour 
used.  
 
‘Social Media’ images 
added. 
 
 

Table 7.34 User Interfaces Set 8 

 

User Interface 
Set 9 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Long Term Time 
Orientation 
High  
Home Page 

 

 

 

 

 

Indexical 

 

 

 

Indexical 

 

 

 

 

 
 
Textual hyperlinks to 
‘Popular Searches’ are 
lower down the webpage.  
 
‘Social Media’ icons are 
smaller.  

Results Page  

 

 

 

Indexical 

 

 

Indexical 

 

 

 

 

 

 

 

 

‘Social Media’ icons are 
smaller. 
 
“Privacy Terms 
Conditions” hyperlinks 
added (black text).  
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User Interface 
Set 9 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Indexical “About Us Sign Up Login” 
hyperlinks added (black 
text). 
 

Filter Page  

 

 

 

Indexical 

 

 

Symbol and 
Indexical 
 

 

 

Symbol 

 

Indexical  

 

Indexical  

 

 

Indexical  

 

 

 

 

“Enter your search query 
above and then choose 
from filters below. You 
can use any or all of the 
filters below for your 
search” (navy text). 
 
 
  
 

 

 

 

‘Social Media’ icons are 
smaller. 
 
“Enter your search query 
above and then choose 
from filters below. You can 
use any or all of the filters 
for your search results”. 
(black text).  
 

 

Positioned near the 
footprints in the sand.  
 
“Privacy Terms 
Conditions” hyperlinks 
added.  
 
“About Us, Sign Up and 
Login” hyperlinks added  

Table 7.35 User Interfaces Set 9 

 

User Interface 
Set 10 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Long Term Time 
Orientation Low 
 

Symbol 

 
 

 

    Button ‘Search’ 

 

Submit 
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User Interface 
Set 10 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Home Page  

 

 

 

Indexical  

 

Indexical 

 

 

 

Indexical 

 

 

Hyperlinks 

“Log in”.  

 

 

 

 

KC is red.  

 

Hyperlinks 

Changed to “Login”. 

Bolder colour hyperlinks 
for ‘Top searches’. 
 
Background image a little 
less ‘filtered’.  
 
KC in logo changed to 
Yellow.  
 
 

Results Page Symbol 

 

 

 

 

 

 

Symbol and 
Indexical 
 

 

 

Symbol and 
Indexical 

 

 

 

 

‘Web’ (lighter blue) 
results tab displayed in 
the search results area. 
 

      Button ‘Search’ 

 

 

“Not what you were looking 
for? Refine your search 
query or you can filter your 

results here“. (Blue text) 
Added under search 
results display area. 
 
“Web Results” (Blue text) 
Displayed above the 
results display area.   

Filter Page Symbol 

 

 

 

 

 

    Button ‘Search’ 
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User Interface 
Set 10 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

 

 

 

Indexical  
  

 

Social Media Links added 

 

Table 7.36 User Interfaces Set 10 

 

User Interface 
Set 11 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Indulgence High  

Home Page 

 

Icon 

 

Indexical 

 

Icon 

Indexical 

 

Icon 

Indexical 

 

 

Icon 

Indexical 

 

 

Symbol 

 

Indexical 

 

Latest Movies  

Competitions  

 

Latest Video   
Games   
 

Gift Cards &  
Vouchers  
 

“Create Your  
 Own Blog!”  
 
 
 
 

 

 

Latest Movies 

 

Competitions 

 

Latest Video Games 

 

Vouchers Codes 

 

 

Create Your Own Blog! 
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User Interface 
Set 11 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

 

 

 

 

 

 

 

 

Symbol 

 

 

Indexical 

 

Indexical 

 

Indexical 

 

Indexical 

(Images aligned right of  
text) 
 

 

 

Hyperlink colour changed 
from:  
 
“Privacy Terms Settings” 
 
“About us Login Signup” 
         
                                  
 
 
 

(Images aligned above 
text) 
 

 

 

Social media image is 
removed.  
 
Hyperlink colour changed 
to:  
 
“Privacy Terms Settings” 
 
 
“About us Login Signup” 
 
The order of the links and 
social media icons is 
changed in the top right-
hand corner.  
 
 

Results Page  

 

 

 

 

 

Symbol and 
Indexical 
 

 

 

 

 

 

 

 

 

Text added: 

“Not what you were 
looking for? Refine your 
search query or you can 
filter your results here” 
 
Hyperlinks added to top 
right of page.  
 
“About us   Login   Signup” 
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User Interface 
Set 11 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Indexical 

 

 

Indexical 

 

 
Also social media links 
added: 
  
 

The results display area is 
smaller. 

Filter Page   

 

 

 

 

 

 

 

Indexical 

 

 

 

 

Symbol 

 

 

 

 

 

 

 

 

Symbol 

 
 

 

 

 
 
 
 
 
 

Text changed a little 
from: 
 
“Enter your search query 
above and then choose 
from filters below. You 

can use any or all of the 
filters below for your 
search”. 
 
 
 
 
 
 
Submit button changed 
from.  
  

 

 
 

 
 
 
Hyperlinks added to 
bottom left corner.  
 
“Privacy Terms Settings” 
 
 

Text changed a little to: 

“Enter your search query 
above and then choose 
from filters below. You can 
use any or all of the filters 
for your search results.” 

Submit button changed. 
Larger bolder font. Also, 
button background colour 
selected from webpage 
image.  

 

Table 7.37 User Interfaces Set 11 

 

Submit 
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User Interface 
Set 12 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

Indulgence Low 

Home Page 

 

 

Indexical 

 

 

Symbol 

Indexical 

 

Symbol 

 

Indexical 

 

 

Symbol 

Indexical 

 

 

 

 

 

 

 

 

 

 

Icon 

 
Hyperlinks 
‘Jobs with Us’ (black text) 
‘Apprenticeships with u’s 
(black text)  
 

 
Money Saving Tips 
 

 
Competitively Priced 
Holidays 
 
 

 
Discount Coupons 
 

 

Background colour 

 

 

 

 
 

 
Hyperlinks 
‘Jobs with Us’ (blue text) 
‘Apprenticeships with Us’ 
(blue text) 
 

 
Money Saving Tips 
 
 

 
Competitively Priced 
Holidays 
 

 
Discount Coupons 
 

 

Background colour 

 

 

Larger images links centre 
bottom are closer 
together.   
 

Results Page  
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User Interface 
Set 12 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

 

 

 

 

 

 

 

Indexical 

 

Indexical 

Indexical 

 

 

Indexical 

 

Indexical 

 

Symbol 

 

Symbol and 
Indexical 

 
 
Large images moved 
from bottom centre of 
web page. 

 

Large images moved to 
right hand side of web 
page.  
 
‘Social Media’ icons added 
top right hand side: 
 
 
 
‘Popular Searches’ 
hyperlinks added on the 
left of web page, with 
hyperlinks to News (red) 
and Weather (navy blue)  
 
Hyperlinks added (black 
text) 
“Privacy Terms Settings” 
 
“About us   Need Help?” 
 
Text added (black text) 
under results display box:  
 
“Not what you were 
looking for? Refine your 
search query or you can 
filter your results here” 
 
 

Filter Page  
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User Interface 
Set 12 

Sign 
Taxonomy 
(types)  

Design for  
Experiment Two  

Updated Design for  
Experiment Three 

 

 

Symbol 

 

 

 

Indexical 

 

 

Indexical 

 

Indexical 

 
 
 

Larger images links centre 
bottom are closer 
together.   
 

 
 
 
‘Social Media’ icons added 
top right-hand side: 
 
 
 

 
Hyperlinks added (black 
text) 
“Privacy Terms Settings” 
 
“About us   Need Help?” 

Table 7.38 User Interfaces Set 12 

 

 

 

 

 

 

 

 

 

 

 

Submit 
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 Chapter 8 – Variables, Framework and Recent Insights 
This chapter is broken into three sections. The first section looks at the variables identified 

for each of the user studies carried out in this research.  The second section describes the 

Cross Cultural Semiotic Framework (CCSF), with the aid of a diagram, titled figure 8.1, whilst 

the third and final section of the chapter describes the recent insights of cross cultural 

studies from 2015 to 2020.      

 Experiment - Variables 

This section looks in more detail at any variables present in all three user studies. It begins 

with experiment one, then continues with experiment two and three, respectively. The 

variables are identified, and the steps taken to mitigate the variables are noted, together 

with the influence or bias on the results the variable may cause. A comment regarding the 

variable is also added. These details are presented in tables below.  

8.1.1 Experiment One  

Experiment 
Number  

Variable Mitigations Applied 
(if any) 

Influence/Bias 
Induced 

Comment 

Experiment 
1  
 

 

User 
Experience  

Recruited additional 
participants from: 
academic staff, 
technical staff and 
family members. 

Younger age 
groups tend to 
be more 
confident in 
using 
technology.  

Despite best efforts, 
the highest age 
range of the 
participants was in 
18 -24 group.   

 Occupation  Recruited 
participants from: 
family members 
and a local ‘Chinese 
school’.  

Student group 
could be more 
familiar with IT 
Information 
Retrieval.   

Although the 
student group has 
the highest number 
of participants.  
Participants also 
recruited from: 
Health care, 
housewife, and local 
government.  

 UK 
Residents   

International PhD 
students recruited.  
 
International 
academic and 
technical staff 
members recruited.  
 
Additional Chinese 
participants 

Participants 
could have 
assimilated 
some British 
culture. 

Attempted to 
recruit PhD 
students recruit 
participants who 
had not lived the UK 
for any length of 
time. Likewise with 
University staff 
members.  
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Experiment 
Number  

Variable Mitigations Applied 
(if any) 

Influence/Bias 
Induced 

Comment 

recruited from 
Nantong University, 
China.  

The Chinese 
participants 
recruited from 
China are not UK 
residents.  

 Participant 
Gender 

Female PhD 
students 
encouraged to take 
part in the survey.  
 
Recruited 
participants from: 
family members, 
female friends and 
a local ‘Chinese 
school’, who turned 
out to mostly 
female.    

Potential Male 
bias.  
 
Due to 
Participants 
from the 
Computer 
Science and 
technology 
School. 

There is limited 
gender bias with 
18 female and 22 
Male participants.  
 
 

 Participant 
numbers 
from any 
one 
culture 

Recruited additional 
participants from: a 
local ‘Chinese 
school’. 
 
Additional Chinese 
participants 
recruited from 
Nantong University, 
China. 
 
Recruited 
participants with UK 
background via 
friends and family.  

Insufficient 
participants 
from any one 
culture. 

Chinese participants 
recruited from 
Nantong University, 
China and a local 
‘Chinese school’ 
boosted the 
numbers to be 
viable.  
 
Additional 
participants 
recruited with a UK 
background via 
friends and family 
boosted the UK 
participant 
numbers.  

Table 8.1 Experiment One Variables  
 

User experience could have a bearing on the survey results, with differing participant age 

groups having different levels of user experience.  An example being, younger age groups 

have a tendency to have greater confidence in using technology and are more familiar with 

search engines and information retrieval.  
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The experiment attracted a total of 55 participants from a number of countries. 

Unfortunately, many of the countries only had 1 to 2 respondents, and as such it was decided 

not to include their results.  A total of 40 participant’s results are analysed. From the 40 

participants, the age range 18 - 24 has the highest number of respondents with 14; this is 

followed by age ranges 25 - 34 and 35 – 45, with eight participants, respectively.  Although an 

effort was made to recruit participants from the University’s academic staff and technical 

staff, in order to obtain participants from difference age ranges, their user experience would 

still be considered to be high.  Consequently, user experience could have an effect on the 

outcome of the survey. The details and results for this experiment are taken from Chessum 

et al. (2014). 

8.1.1.1 Occupation 

Occupation may also have an effect on the survey results, as the ‘student’ group contains the 

highest number of participants.  The student group maybe more familiar with IT in general, 

but also in information retrieval in particular, as a great deal of student research may be 

carried out via search engines, and search systems. For example, google scholar and 

electronic databases.   

This is followed by the ‘Academic’, ‘IT Professionals’ and ‘Professional Services’ (i.e., 

accountant and business consultants) groups.  In this modern world and workplace 

environment, this group of participants could be more familiar with information technology 

and information retrieval.    The details and results for this experiment are taken from 

Chessum et al. (2014). 

8.1.1.2 UK Residents   

In this study, fourteen from the twenty five Chinese participants currently live in the UK, and 

as such could have assimilated some British culture. Subsequently, their answers could be of 

a more British flavour.  The details for this experiment are taken from Chessum et al. (2014). 

8.1.1.3 Participant Gender 

As with all universities in the UK, the number of female students studying Computer Science 

at the University of Bedfordshire is comparatively low to that of male students, as noted by 

STEM Women (2019), in 2017/2018, ‘women make up just 13% of students studying computer 

science, gaming and related courses in the UK’.   
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It was decided to speak with fellow female PhD students to encourage them to take part in 

the survey.    

Additional female participants recruited from family members, friends and a local ‘Chinese 

school’, who mostly identified as female.  

When the sample was examined, it was found to contain a somewhat even proportion of male 

and female participants with 45 per cent (18) female and 55 per cent (22) male. The details 

and results for this experiment are taken from Chessum et al. (2014). 

8.1.1.4 Participant numbers from any one culture 

In order to recruit sufficient participant numbers from any one culture, one of the lecturers 

who was delivering a course at Nantong University, China, recruited an additional eleven 

Chinese students. These students lived in China, consequently this not only provided an 

increase in the number of Chinese participants, but also reduced the amount of participants 

who could have been exposed to British Culture whilst living in the UK. As such their responses 

would not have influence from British culture.  The number of Chinese respondents is also 

increased by recruiting participants from a local ‘Chinese school’.  

It was decided in order to recruit additional participants from a UK background and culture, 

to approach some friends and family.  This approach helped to increase the UK participant 

numbers. The details and results for this experiment are taken from Chessum et al. (2014). 

8.1.2 Experiment Two  

Experiment 
Number  

Variable Mitigations Applied 
(if any) 

Influence/Bias 
Induced 

Comment 

Experiment 
2 

User 
Experience  

Recruited 
participants from: 
academic and 
technical staff.  
Family members. 
Also, their friends 
and colleagues. 

Younger age 
groups tend to 
be more 
confident in 
using 
technology. 

Despite best efforts, 
the highest age 
range of the 
participants was in 
the 20 -24 group.  
With the second 
highest age range 
being 25- 29 group.  

 Occupation  Recruited 
participants from: 
academic, technical 
staff and  
Alumni. 

Student 
groups, in 
particular 
Computer 
Science 
students could 
be more 

Although the 
student group has 
the second highest 
number of 
participants. The 
highest number is 
for academically 
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Experiment 
Number  

Variable Mitigations Applied 
(if any) 

Influence/Bias 
Induced 

Comment 

familiar with IT 
and search 
engines.  

trained professional 
or equivalent group. 
With participants 
from the unskilled 
or semi-skilled 
group being the 
third highest. 

 UK 
Residents   

International staff 
members promoted 
survey via social 
media. 
 

Participants 
could have 
assimilated 
some British 
culture. 

A number of 
German participants 
recruited from 
Germany, not UK 
residents.  
 
A total of 47 
participants are 
non-UK residents.  

 Participant 
numbers 
from any 
one culture. 

International staff 
members promoted 
survey via social 
media. 
 
Additionally  
International PhD 
students recruited.  

Insufficient 
participants 
from any one 
culture  

Also, Chinese 
participants 
recruited from and 
a local ‘Chinese 
school’.   

 Number of 
participants  

Extended survey 
time span from 10 to 
14 months. 

Not enough 
participants  

The survey 
recruited 215 
participants.  It was 
not possible to 
extend the time 
span any longer, 
due to PhD time 
restrictions.    

 Participant 
gender 

Female participants 
encouraged to 
participate via 
classroom sessions.  

Potential Male 
bias.  
 
Due to 
Participants 
from the 
Computer 
Science and 
technology 
School. 

This was difficult to 
overcome, 
particularly as many 
participants are 
members of the 
Computer Science 
School. Computer 
Science appears to 
be a male 
dominated subject 
area. With 156 male 
as opposed to 59 
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Experiment 
Number  

Variable Mitigations Applied 
(if any) 

Influence/Bias 
Induced 

Comment 

female 
respondents.   

Table 8.2 Experiment Two Variables 

8.1.2.1 User Experience 

User experience could have a causal effect on the results of this user study with younger age 

groups tending to be more confident in using technology and generally being more familiar 

with search engines and information retrieval. Although the survey protocol did not capture 

any personally identifying details intentionally to preserve user anonymity, it was decided to 

attend a number of ‘practical’ classes within the University of Bedfordshire’s School of 

Computer Science, presenting the research and requesting the students to participate in the 

survey.  The highest numbers of participants for experiment 2 are in the age range group 20 

-24, making up 42.8 per cent.  This age range would be in keeping for many full time students 

progressing through the higher education system.    

The second highest number of participants belongs to the 25 – 29 age range, with 28 

participants, being 13 per cent.  A number of student groups within the School of Computer 

Science, have also been approached with a request to take part in the survey, including PhD 

and alumni.  This age range could possibly relate to these current and recent graduates. As 

such, their computer literacy skills would be considered to be high.   

8.1.2.2 Occupation 

The computer literacy of the participants in the highest group numbers, namely, 

‘Academically trained’ group being 60, or 27.9 per cent, could be considered to be high, as 

many of staff within the School of Computer Science and Alumni at the University have been 

approached to complete the survey.  This could cause a bias in the results.   

8.1.2.3 UK Residents   

The 215 users who participated are from 39 countries, consisting of 168 participants who are 

resident in the UK and 47, or 21.86 per cent being non-UK residents.  Unfortunately, many of 

the countries only have one to two respondents and as such these have also been excluded 

from the results presented for experiment two.   
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However, some of the participants from different cultures now residing in the UK could have 

assimilated some British culture.  In an attempt to mitigate this, it was decided to approach 

International staff members with a request to promote this survey via social media.   

As a result of promoting this survey internationally, it led to 17 from the 21 German 

participants residing in Germany, all three Ethiopian participants residing in Ethiopia, and 

three Sri Lankan participants resident in Sri Lanka. Four out of eight Chinese participants 

reside in China.   Four out of five Nepalese participants live in Nepal, two from nine Nigerian 

participants living in Nigeria and one of three Italian participants living in Italy.  

8.1.2.4 Number of participants 

This user study for experiment two attracted 215 participants; this was achieved in several 

ways. Initially it was decided to attend a number of ‘practical’ classes within the Computer 

Science and Technology School of the University of Bedfordshire, presenting the research to 

the class as a whole, and finally requesting students to take part in the survey.   It was decided 

to stay in attendance at the ‘practical’ classes in order to answer any questions the students 

may have had about the research and the survey.    

In order to obtain as many participants as possible, the time frame of the survey was extended 

from the initial 10 months to 14 months.  

It was decided to also approach staff members both face to face and by email to request their 

assistance to promote this survey via social media, (Twitter and Facebook).   

8.1.2.5 Participant Gender 

This transpired to be a difficult issue to overcome, partially due to many participants being 

members of the Computer Science School. As mentioned previously for experiment one, as 

with all universities in the UK, the number of female students studying Computer Science is 

comparatively low to that of male students, as noted by STEM Women (2019), in 2017/2018, 

‘women make up just 13% of students studying computer science, gaming and related courses 

in the UK’.  However, female participants have been encouraged to participate in the survey 

via classroom sessions. Additionally, female PhD students were contacted via email with a 

request to complete the survey. 

However, the number of participants who completed the survey are; 156 male as opposed to 

59 female respondents.   
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8.1.2.6 Participant Numbers from any One Culture 

Particular attention has been paid to obtaining sufficient numbers of participants from any 

one culture. This has been achieved by approaching international staff members to promote 

the survey via social media.  Also, to recruit Chinese participants from and a local ‘Chinese 

school’.  Additionally, international PhD students were recruited via email containing the 

survey link.  

8.1.3 Experiment Three  

Experiment 
Number  

Variable Mitigations Applied 
(if any) 

Influence/Bias 
Induced 

Comment 

Experiment 
3 

User 
Experience  

Recruited additional 
participants from: 
academic staff, 
technical staff, 
family members. 
Also, their friends 
and colleagues. 

Younger age 
groups tend to 
be more 
confident in 
using 
technology. 

This approach 
seems have been 
more successful as 
the age ranges for 
the survey are more 
evenly spread than 
in previous surveys. 
The age range 
group with the 
highest number of 
participants is the 
25 -29 group.  With 
the second highest 
age range being the 
40- 49 group. 
However, the third 
highest age range 
group is the 60+  

 Occupation  Recruited additional 
participants from: 
academic, technical 
staff and  
Alumni. 

Student 
groups, in 
particular 
Computer 
Science 
students could 
be more 
familiar with IT 
and search 
engines. 

Highest participant 
occupation 
numbers are from: 
Academically 
trained professional 
or equivalent.   
 
Second highest is 
from:  Vocationally 
trained 
craftsperson, 
technician, IT 
specialist, nurse, 
artist or equivalent.   
 
Low number of 
student participants 
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Experiment 
Number  

Variable Mitigations Applied 
(if any) 

Influence/Bias 
Induced 

Comment 

due to survey 
conducted over the 
summer period. 

 UK 
Residents   

International staff 
members promoted 
survey via social 
media. 

Participants 
could have 
assimilated 
some British 
culture. 

The majority of 
participant’s are 
resident in the UK, 
however their 
length of time in the 
UK varies, with 
some under 12 
months.  

 Participant 
numbers 
from any 
one culture. 

International staff 
members promoted 
survey via social 
media. 
 
International PhD 
students also 
recruited.  
 
A family member 
promoted survey to 
potential cross 
cultural participants. 

Insufficient 
number of 
participants 
from any one 
culture.  

Participants from 
countries are 
insufficient. These 
have been grouped 
with other 
participants 
according to 
Hofstede’s regional 
groupings.   

 Participant 
gender 

Female participants 
encouraged to 
participate via 
classroom sessions.  
Although limited.   

Potential Male 
bias.   
 
Due to 
Participants 
from the 
Computer 
Science and 
technology 
School. 

There is very little 
gender bias, with 12 
female and 13 male 
participants.  

 Number of 
participants 

Participants 
encouraged to 
participate via 
classroom sessions. 
 
Extended survey 
time span from 3 
months to 3 months 
and 8 days.   

Not enough 
participants 

The survey 
recruited 25 
participants.  It was 
not possible to 
extend the time 
span any longer, 
due to PhD time 
restrictions.     

Table 8.3 Experiment Three Variables 
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Experiment 3  

8.1.3.1 User Experience 

Bias can be potentially caused by having a high number of the younger age range groups, as 

members of the younger age ranges tend to have greater confidence in using technology and 

are more familiar with search engines and information retrieval.  In an attempt to obtain 

participants from different age ranges, it was decided to recruit participants from the 

academic staff, and technical staff of the School of Computer Science and Technology.  Also, 

requesting family members and their friends and colleagues to take part in the survey. 

A proportion of this survey is conducted during the summer months and as such, the 

opportunity to attend ‘practical’ classes within the Computer Science and Technology School 

of the University of Bedfordshire, to request student participation in the user study, is 

somewhat limited.  The number of participants reporting in Question 8, Section 1 of this 

survey as ‘No paid job (incudes full-time students)’ is 3.   Consequently, the number of 

students taking part is considerably lower.  

As a result, the age ranges for the survey are more evenly spread than in the previous surveys. 

The age range group with the highest number of participants is the 25 -29 group.  With the 

second highest age range being the 40- 49 group, and the third highest age range group is the 

60 plus. Consequently, any bias with the younger age groups would seem to be mitigated.    

8.1.3.2 Occupation 

The computer literacy of the participants in the highest group numbers, namely, 

‘Academically trained’ group is 11, or 44 per cent, could be considered to be high, as many 

are staff within the School of Computer Science and Alumni at the university, who it was 

decided to approach to complete the survey.  

In addition, the second highest reported occupation is, ‘Vocationally trained craftsperson, 

technician, IT-specialist, nurse, artist, or equivalent’, is 6, or 24 per cent. This figure could 

include a number of technical staff from the School of Computer Science, who it was also 

decided to approach to complete the survey.   This could cause a bias in computer literacy 

within the results.   

8.1.3.3 UK Residents   

This user study attracted 25 participants. However, despite the best efforts of international 

staff members of the University, promoting the survey via social media, only two participants 
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are recoded as not living in the UK at the time of the survey.  However, 3 participants are 

reported as only being resident in the UK for less than 1 year.  

8.1.3.4 Number of Participants 

This survey recruited 25 participants, as opposed to 215 in the previous survey, for 

experiment 2. The survey time frame was limited due to time restrictions in place. 

Unfortunately, it was not possible to extend the survey time frame by any longer than eight 

days. Consequently, this survey time span was 3 months and eight days. A proportion of this 

time period spanned the summer months and beginning of the new academic year.  This time 

period is when both students and staff have limited availably due to holidays during the 

summer months, and the beginning of the new academic year being a busy time for students 

and staff alike.     

8.1.3.5 Participant Gender 

Although the opportunity to attend ‘practical’ classes within the Computer Science and 

Technology School of the University of Bedfordshire, to request student participation in the 

user study is somewhat limited, it I was decided to encourage any female students to 

participate in this survey.   

In an attempt to increase the number of female participants it was decided to approach 

friends and family members not only to participate in the survey but to promote this survey 

to potential female participants.  

As a possible result of these measures, there is very little gender bias, with 12 female and 13 

male participants. 

8.1.3.6 Participant Numbers from any One Culture 

As a proportion of this survey is conducted during the summer months, consequently the 

opportunity to attend ‘practical’ classes within the Computer Science and Technology School 

of the University of Bedfordshire to request student participation in the user study is 

considerably lower than during semester time. Also, a number of academic staff take the 

opportunity over the summer months to use their annual leave entitlement, consequently, 

the potential participant numbers are also reduced.  
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In an attempt to mitigate this, it was decided to request any international staff members 

available, to promote the survey via social media, to approach international PhD students and 

to approach a family member to promote this survey to potential cross cultural participants. 

8.1.4 Summary and Discussion  

None of the experiments exposed the participants to any direct risk or consequence by 

interacting with the user interfaces or having any reliance upon the web search results 

displayed.  However, due to the possible high computer literacy and participant experience 

with search engines, (particularly computing students), it could be considered their usability 

perceptions of seeing images of user interfaces rather than using them is valid.  

Further usability testing could include user testing of the live web search user interface 

systems, (twelve in total), by participants performing specific tasks.  An example could be, 

where participants are given a scenario, ‘You have graduated from college in Luton and would 

like to go to university.’ The tasks could be to create a user account with the search engine 

provider, (in this case ‘KC Search Systems’).  Search for university courses in your chosen 

subject area, find suitable courses, and select a suitable university.    

The web based search engine user interfaces could allow participants to interact with a ‘live’ 

system, this also gives rise to an opportunity to carry out the think aloud walkthrough 

protocol. This is where users are asked to user test the ’system’, (in this case the web search 

user interfaces), and to articulate their thoughts as they interact with the user interfaces. This 

allows the researcher to document the user’s system actions and their every utterance in 

order to reveal their thoughts on the user interface designs, as they experience interacting 

with the system.   These utterances would be logged by the researcher and analysed in order 

to reveal any usability issues that arise. This would offer an opportunity to rectify them, thus 

enhancing the overall user interface design. Other usability methods including eye-tracking 

could also be carried out.   

Closed card sorting has been carried out with the web search user interfaces, in both 

experiments two and three. The online survey techniques used for these experiments lend 

themselves to the closed card technique, as the card sorts form part of an overall larger online 

survey.  
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However, a standalone card sorting exercise could be carried out using physical cards of the 

user interfaces from ‘live’ system.   This additional, valuable, exercise could use open card 

sorts. This is where participants are asked to assign categories or groups, a name or a title the 

participant feels is most suitable to group items.  This investigation technique is borrowed 

from the field of personal construct psychology (Kelly, 1955), where it is believed people are 

able to describe their own categories of the world surrounding them. The categories 

described by people play a significant role in their meaning making and cognition (French 

2019).         
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 Cross Cultural Semiotic Framework (CCSF) 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 8.1 Cross Cultural Semiotic Framework (CCSF) 

5. Deconstruction of E-

portal surface level 

iconography for relevant 

cultures 

8. User test - with 

usability and card 

sort techniques  

10. User test - implemented 

search engine user interfaces 

prototypes with usability and 

cards sort techniques 

6. Select semiotic attractors required for 

localisation of search engine user interface  

2. Identify cultural/country index scores 

from Hofstede’s Six Dimensions  

4. Look up High and Low Design Features 

described in:  

 Power Distance - Table 6.1 

 Individualism - Table 6.4    

 Masculinity - Table 6.7 

 Uncertainty Avoidance - Table 6.10 

 Long Term Time Orientation - Table 6.13  

 Indulgence - Table 6.16 

7. Design prototype search engine user interfaces 

3. Identify if cultural/country index scores from 

Hofstede’s Six Dimensions is high or low  

1. Identify 

cultural/country web 

search user interface 

to be localised  

11. Culturally tailored 

search engine user 

interface(s)  

9. Construct and update web based prototype 

search engine user interfaces  
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The Cross Cultural Semiotic Framework (CCSF) as shown above in figure 8.1, offers support 

for the design of localised web search user interfaces, using Hofstede’s (2010) six dimensions 

and semiotic insight via the deconstruction of E-portal surface level iconography.   

Each element of the Cross Cultural Semiotic Framework (CCSF) is numbered. The numbers 

range from one to eleven and are described in more detail below in the step by step approach 

below.  

8.2.1 Cross Cultural Semiotic Framework - Step by Step Approach. 

1. The initial requirement for the starting point of the Cross Cultural Semiotic Framework 

(CCSF), is to identify the cultural or countries of the web search user interface to be localised.  

2. The next step is to identify the relevant scores of the country or countries, by using 

Hofstede’s index scores from his six dimensions; these are available in the book, Hofstede, G. 

et al. (2010), or via website6  

3. Identify if the selected country, or countries, Hofstede index scores are high or low. 

4. Research conducted via an extensive literature review in this study, revealed the applicable 

Human Computer Interaction (HCI) characteristics of Hofstede’s six cultural dimensions.   

Look up the design feature guidelines for both the high and low ends of each dimension; these 

are given in the relevant thesis tables as follows: 

 Power Distance in: Table 6.1  

 Individualism in: Table 6.4    

 Masculinity in: Table 6.7   

 Uncertainty Avoidance in: Table 6.10   

 Long Term Time Orientation in: Table 6.13  

 Indulgence in: Table 6.16 

5. Deconstruct the relevant E-portal surface level iconography for relevant cultures; this can 

be done by using the ‘Cross Cultural Analytic Paradigm’ form, given in Appendix T. This has 

been adapted from the ‘Cross Cultural Heuristic Evaluation Instrument’, created by French 

(2001). The surface level iconography then needs to be classified into a taxonomy of signs by 

                                                           
6 Url: https://www.hofstede-insights.com/product/compare-countries/ 

https://www.hofstede-insights.com/product/compare-countries/
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identifying if the sign is a Symbol, Icon, or an Index.  These categories are not mutually 

exclusive, and a sign can belong to any or all of them.  Please see Appendix U for classification 

details.  

6. These design features from the above tables to be used in conjunction with the 

deconstruction of E-portal surface level iconography for relevant cultures, offers guidance 

into the semiotic attractors required for the localisation of the user interface(s), i.e., selecting 

specific appropriate cultural attractors for particular cultures. Taking into account the 

occurrences of Symbols, Icons and Indexes, and using this information as an indicator to the 

amount of Symbols, Icons and Indexes to be used in the user interface design. 

7. This information is fed into the design of the desired country or countries localised 

prototype user interface(s).   

8. The chosen country or countries localised prototype user interface, to be user tested with 

suitable usability and card sorting techniques.  

9. Any issues to be identified, rectified and incorporated into the construction and updating 

of the web based search engine user interface(s). 

10. The chosen country’s localised web search user interface(s) to be user tested again, with 

suitable usability techniques, and in particular, card sorting protocol techniques, until the 

user interface(s) is/are culturally tailored.    

11. The outcome is a culturally tailored search engine user interface(s)   
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 Recent Insights - Cross Cultural Studies 2015-2020     

The Cross Cultural Semiotic Framework (CCSF), is evaluated against recent insights for cross 

cultural studies, and is described below.  

8.3.1 Brejcha, J. (2015) 

Research carried out by Brejcha, J. (2015), Cross-Cultural Human-Computer Interaction and 

User Experience Design: A Semiotic Perspective, is discussed in this section. 

8.3.1.1 Overview  

As noted in the literature review (Chapter 2), few recent studies have looked at cross cultural 

user interface design from a semiotic perceptive.  

However, Brejcha (2015), is one such study. This research looks at the ‘domain of language 

communication’, Brejcha (2015, p. 24) and in particular, together with how user interfaces 

exemplify the principles of language, is examined.  The first part of this research looks at 

validating semiotic analysis against non-semiotic analysis.  Adobe Photoshop CS2 and the 

GNU Image Manipulation Program GIMP, 2.6.7.  Brejcha (2015), compared the usability 

results of the two applications, performing alike tasks using both methods of analysis.   

The results for the Semiotic Analysis showed the type of data collected was a broader 

perspective than the data collected from the non-semiotic analysis. However, it is 

acknowledged both methods could also be combined to offer a solution that delivers the ‘best 

of both’ approaches, as noted by Brejcha (2015, p. 77).   

Brejcha (2015), continues by building what they refer to as ‘common framework’ using 

‘semiotic methods’ Brejcha (2015, p. 81), in order to carry out their research on ‘cultural 

markers’ also known as cultural attractors.  They looked at sign types from the semiotic ladder 

level; that is to say, pragmatics, semantics, and syntactic including lexical.  They identify 

cultural markers as defined by Barre, (2001, p. 2 cited in Brecha, 2015) as ‘Colors, spatial 

organizations, fonts, shapes, icons and metaphors, geography, language, flags, sounds and 

motion’. Also, the definition of cultural attractors by Smith et al. (2004, p. 1) as ‘typically 

comprise of: colours, colour combinations, banner adverts, trust signs, use of metaphor, 

language cues, navigation controls and similar visual elements that together create a “look 

and feel’ to match the cultural expectations of the users for that particular domain’.    
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Brejcha (2015), enriched their user interface components using cultural attractors/markers, 

to create a cross cultural framework for their research, this includes examining the optimum 

positioning of information for semiotic user interfaces.  This framework was used to conduct 

a pilot study of Chinese and Czech users in order to develop a set of cultural user semiotic 

interface guidelines to aid user acceptance.  

8.3.1.2 Comparison  

Part one of Brejcha (2015) research, examines two techniques used in the usability evaluation 

of user interfaces: one being Heuristic evaluation and the other Semiotic evaluation.  Their 

heuristic evaluation is based on the ‘Heuristic Evaluation, by Marcus et al. (2003a). For their 

Semiotic evaluation, they utilised the semiotic inspection offered by de Souza and her 

research group, Semiotic Engineering Research Group, de Souza (2006). This comprises five 

steps.   Software chosen for examination are Adobe Photoshop CS2 and the GNU Image 

Manipulation Program GIMP, 2.6.7 user interfaces.  Brejcha (2015), advocates the use of 

Semiotic evaluation and how it can offer understanding and enhance extant usability practice.   

Whereas the research conducted to create the Cross Cultural Semiotic Framework (CCSF), 

utilises Hofstede’s six cultural dimensions. These dimensions are interpreted for application 

in cross cultural user interface design.  Together with the deconstruction of e-portal surface 

level iconography, (in this case fast food web site user interfaces), for ten relevant cultures 

using the ‘Cross Cultural Analytic Paradigm’, shown in Appendix T. This has been adapted from 

the ‘Cross Cultural Heuristic Evaluation Instrument’, created by French (2001).  The resultant 

e-portal surface level iconography is classified into a taxonomy of signs.    

In part two of Brejcha (2015) research studies, they create a common framework for the 

collection of cross cultural information and the subsequent analysis. This was achieved by 

identifying different types of signs, (also known as cultural attractors), from the semiotic 

levels. These cultural attractors are subsequently used to enrich their ‘UI language 

components’ Brejcha (2015, p .82), with 45 hypotheses being developed for Chinese users.   

This framework is used to conduct a pilot study of Chinese and Czech users with 20 

participants comprising an equal number of male and females.  

This pilot study is conducted using qualitative and quantitative methods, via a localised 

questionnaire, comprising 53 questions, with a native language speaker moderator, and a 
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note taker also present.   The pilot studies are carried out at Dalian Maritime University in 

China and Charles University in Prague, the Czech Republic, respectively.  

Brejcha (2015, p. 84), analysed the qualitative and quantitative results using a ‘threshold of 

significance’, which was set to 10%. Consequently, the results only more than 10% from each 

other are deemed to be different.  They analysed open questions using content analysis, 

together with the use of contextual over ‘multiple question where appropriate’ Brejcha (2015, 

p. 84).  

The user studies carried out for research herein comprise three in total, each containing 

multiple sections.    

User study one (Experiment one), comprises a questionnaire using both qualitative and 

quantitative techniques.  

Section one collects general background data of the participants including, gender, age range, 

culture most identified with and occupation.  

Section two consists of four questions followed by sub questions, relating to participants 

currently residing in the UK and their use of search engines.  There is a suitable mix of both 

closed and open questions applied in this section of the questionnaire.   

Section three, is where the participants are asked to respond to six questions, articulated in 

the form of a statement, each question relating to one of Hofstede’s (then) five dimensions, 

with an additional question relating to Rotter’s locus of control (LC), Rotter (1966). These six 

questions are from each of the 6 hypotheses developed for this user study.  The results of this 

experiment are analysed using theme analysis for the open questions and standard statistical 

software for the quantitative data.  

User study two (Experiment two), utilises an online survey comprising three sections and 

subsections.  

Section one, collecting general participant background information, including culture most 

identified with and place of residence. Section two of the survey, exposes the participant to 

twelve sets of prototype user interfaces, developed using Hofstede’s six dimensions, and asks 

the user to select their preferences from each user interface set for each dimension. Also, 
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with participants being asked to give their opinion of the user interface sets, via open and 

closed questions.  

For section two, the survey participants are asked to choose and rank their top three 

preferences from all twelve sets of user interfaces. The Borda count method is applied to the 

user interface ranking results for this section of this survey.    

Lastly, for section three, for user study two, consists of the current Hofstede’s Value Survey 

Module (VSM) 2013 Questionnaire, Hofstede (2013, p. 1-4). The results of this experiment are 

analysed using theme analysis for the open questions.  Standard statistical software is used 

for the quantitative data. The Borda count method is applied to the user interface ranking 

results for this section of this survey.    

User study three, (Experiment three), as with user study two, using an online survey, 

comprises three sections and subsections.   

Section one is designed to collect general background information about the participant, 

including gender, age, occupation, nationality, and culture most identified with.  

Section two, as with user study two, exposes the participant to the updated twelve sets of 

prototype user interfaces, developed using Hofstede’s six dimensions and takes the form of a 

closed question card sorting exercise.   

Section three asks participants to select their preferences from the prototype user interface 

sets designs relating to each of Hofstede’s dimensions.  The final question is also a card sorting 

exercise and asks participants to rank the twelve sets of user interfaces into their order of 

preference.  The results of this experiment are analysed using theme analysis for the open 

questions. Standard statistical software is used for the quantitative data. The Borda count 

method is applied to the user interface ranking results for this section of this survey.    

8.3.1.3 Outcome 

The outcomes of the interviews and analysis of results, for the Czech and Chinese participants, 

indicate cultural markers or cultural attractors have been influenced to a great extent by the 

consequence of globalisation.   However, the authors still found significant cross cultural 

distinctions between the two participant groups.  These differences are many in number, and 

as noted by Brejcha (2015, p. 87), these distinctions relate to the ‘spatial organization of 



 
 

305 
 

information, shapes, direction of reading, motion, color, color combinations, semantic 

organization of content, use of icons and metaphors’. They continue by saying, user 

preference is also shown for different media types, cultural content, cartoons, content trust, 

navigation, and the grammatical structure of menu items and command functions.  Brejcha 

(2015), creates a set of guidelines pertaining to the design of Chinese user interfaces. These 

guidelines are shown in full in Appendix V. 

The Cross Cultural Semiotic Framework (CCSF), uses Hofstede’s cultural model and his 

subsequent six cultural dimensions as a basis for the design features, together with semiotic 

insight gained from the deconstruction of e-portal surface level iconography for ten relevant 

cultures, to create the twelve sets of search engine user interfaces.  Each user interface was 

designed to appeal to either the low or high end of each of Hofstede six cultural dimensions, 

making twelve user interfaces in total, i.e., six pairs.   The three experiments conducted each 

have multiple parts as described above and once analysed overall, this research herein, 

generally supports the idea that cross cultural theory, namely Hofstede’s six cultural 

dimensions, together with semiotic insight, has the potential to be used to inform the design 

of search engine user interfaces.    

8.3.2 Mingers et al. (2017)  

Research carried out by Mingers et al. (2017). An integrated semiotic methodology for IS 

research, is described and discussed in this section. 

8.3.2.1 Overview  

Other research carried out on cross-culture semiotic in human-computer interaction includes 

work by Mingers and Willcocks (2017), who published research on, ‘An Integrative Semiotic 

Methodology for IS Research’. This paper looks at semiotics for information systems (IS) and 

the 4As Framework and the semiotic methodology developed by the authors.  

Mingers and Willcocks (2017, p. 32) created a table of ‘Semiotic Concepts with Empirical 

Examples’. This shows semiotic terms and descriptions, together with empirical studies’ 

details and references.  

Mingers and Willcocks (2017) have developed their own structured semiotic methodology 

consisting of two different parts.  One part as noted by Mingers and Willcocks (2017, p. 18), 

is the ‘step-by-step approach’.  This is where their semiotic methodology is separated into 
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twelve main steps. They give the full details in the appendix of Mingers and Willcocks (2017, 

p. 33). 

Mingers and Willcocks (2017), continue by saying their methodology would be applicable to 

a number of research methods, and in order to structure the many semiotic concepts, a 

universal ‘semiotic framework to fit within the chosen research approach’, Mingers and 

Willcocks (2017, p. 19).    

The authors build upon a framework they developed in 2014, known as the Conceptual 

semiotic framework, developed by Mingers and Willcocks (2014). The subsequent framework 

achieved they coin as the ‘4A’s framework.  Mingers and Willcocks (2017, p. 18), continue by 

saying this framework has been, ‘augmented by Jakobson's (1960) model of semiosis’.  

 This 4A’s framework consists of:  

 Appreciate the research situation. 

 Analyze the Research Material Using Semiotic Concepts. 

 Assess the Validity and Plausibility of the Potential Explanatory Mechanisms. 

 Act to Bring About Change if Necessary. 

These four areas are broken down into the more detailed twelve steps as shown in their Step-

by-step semiotic approach, Mingers and Willcocks (2017, p. 20). The Step-by-step Semiotic 

Approach diagram is given in Appendix V.  

8.3.2.2 Comparison   

This work by Mingers and Willcocks (2017), looks at semiotic methodology Information 

Systems (IS) research.   

The term Information systems, refers to, ‘an integrated set of components for collecting, 

storing, and processing data and for providing information, knowledge, and digital products’. 

Encyclopedia Britannica (2020).  As such, the term, Information Systems, includes finance 

systems, human resources system, and large companies whose business is conducted wholly 

on information systems, for example Google, the search engine company. 

Consequently, although Mingers and Willcocks (2017), examines semiotic methodology for 

information systems research, this could be applicable for search engine user interface 

design, although not explicitly stated.   
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One output of their research is the 4A’s framework; the other is where this is further broken 

down into the twelve main steps.   

Whereas the research conducted to create the Cross Cultural Semiotic Framework (CCSF), 

utilises Hofstede’s six cultural dimensions. These six dimensions are extensively researched in 

order to create a set of design features for both the high and low ends of each of the six 

dimensions, making 12 sets of design features in total.  These design features relate to user 

interface design and have been used to design the twelve sets of user interfaces used in this 

research.  These design features form a significant part of the Cross Cultural Semiotic 

Framework.  

Mingers and Willcocks (2017, p. 30), suggest their set of guidelines may be limited due to the 

fact they do not offer an uncomplicated ‘methodological technique’ that can easily be applied, 

rather, their guidelines are relatively demanding to understand. However, once applied, the 

conceptions offer a ‘richer set of findings’, Mingers and Willcocks (2017, p. 30).  

Mingers and Willcocks (2017), continue by proposing all the stages in the A4 framework may 

not be necessary, depending upon the type of research and questions presented and 

researcher could select the most appropriate for their research.   

In contrast, the Cross Cultural Semiotic Framework (CCSF), offers a relatively straightforward 

framework with detailed sets of appropriate design features, for the design of search engine 

cross cultural search engine user interfaces.   The semiotics based upon Peirce’s features are 

introduced via a taxonomy of signs based upon Charles Sanders Peirce’s definition of a sign. 

Peirce’s sign theory identified three categories of signifier; namely the Icon, Index, and 

Symbol, which he referred to as the most fundamental division of signs, Peirce (2.275, cited 

in Chandler, 2017).  

8.3.2.3 Outcome 

In addition, the Step-by-step Semiotic Approach is for information systems as a whole. 

Although the term information systems does include web user interfaces as a subset, it is not 

specifically for web user interfaces.   

The Step-by-step Semiotic Approach takes culture into account, this is achieved via both the 

social level, what they refer to as the ‘code’ and message level, or ‘text’.   
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The code is the mechanism that enables symbols to represent a meaning, at a social and 

cultural level. Mingers and Willcocks (2017, p. 20), continue by saying, ‘The code must, to 

some extent be shared by the producer and consumer for any form of communication to 

occur’.  

 The message or ‘text’, is essentially the sign representation, also known as the 

representamen from Pierce’s triangle, Mingers and Willcocks (2017, p. 31).  Their framework 

allows for the analysis of the message or ‘text’, in order to understand any cultural meaning 

the sign may intentionally or unintentionally transmit to the user.  

The Cross Cultural Semiotic Framework (CCSF), incorporates Hofstede’s cultural theory and 

six cross cultural dimensions together with semiotic insight, to design signs in order to 

transmit their intended meaning.  These signs are embedded in the twelve sets of search 

engine user interfaces.   

The user interface sets are user tested by way of a card sorting technique, by using closed 

card questions. These questions have predefined answers, and the participant is requested 

to select which response they feel is the most appropriate.  The phrases and category names 

are based upon the interpretations of Hofstede’s six dimensions by Marcus and Gould (2002), 

Burgmann et al. (2006), Nahai (2013b), Nahai (2013d), Sinha (2014) and Hofstede (2011). This 

testing is carried out in order to confirm the correct meaning has been interpreted by the 

user.  

The purpose of these two semiotic frameworks compared in this section are different, in so 

far as the Cross Cultural Semiotic Framework (CCSF), is intended to offer guidance and 

support to search engine user interface designers, whereas the A4 framework and the twelve 

main steps, (as shown in Appendix V), used in their guidelines, are for use by researchers.    
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8.3.3 Islam & Bouwman (2016) 

This work by Islam and Bouwman (2016). Towards user–intuitive web interface sign design 

and evaluation: A semiotic framework is described and discussed in this section. 

8.3.3.1 Overview 

This study is carried out by Islam and Bouwman (2016), examining what they refer to as 

‘interface signs’. This refers to user interface design features such as navigation links, small 

images, buttons, and thumbnails. The paper carries out 4 user studies and creates a semiotic 

framework, they coin as ‘Semiotic Interface sign Design and Evaluation (SIDE) framework’. 

This framework looks at the five semiotic layers; syntactic, pragmatic, social, environment and 

semantic.  

Their studies use existing user interfaces, for example, the first user study referred to as Study 

I user test, consisting of seven participants and uses elements of the Ovi calendar7.  

This user testing is carried out using the ‘Interface Sign Intuitive Test’, followed by usability 

testing built upon the think-aloud method. 

The second experiment referred to as Study ll, uses ‘an online e-health application this is a 

support tool for daily use in home care in Finland’, as described by Islam and Bouwman (2016, 

p. 125).  This is also conducted by using the ’Interface Sign intuitive Test’, followed by usability 

testing.   

The third experiment referred to as Study III, takes the form of an analysis by an expert and a 

focus group, consisting of one semiotics and usability expert, with six focus group participants.  

This study uses 10 university websites and 10 museum websites and analyses the interface 

signs used.  

An analysis of previous versions of the websites is also used; these are accessed via a website 

archive organisation known as ‘Wayback Machine’. 

                                                           
7 This calendar is no longer available via the website interface, but was still available for mobile devices in 2011, 

as noted by Kline (2011).  
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The fourth experiment referred to in the paper as Study IV user interviews, with 26 

participants, using an online calendar, email, university websites and museum website 

interfaces.  The participants carried out usability testing and completed questionnaires.   

Islam and Bouwman (2016), create a framework they call SIDE, with determinants and 

attributes for the 5 layers. Also, a set of semiotic heuristics of the SIDE framework are 

produced for each determinant of the layers.   

This paper touches on cross cultural issues, mentioning different meaning related for different 

cultures, and gives the example of the ‘red-colour plus’ sign representing hospitals, whereas 

in Arabic countries, hospital signs are represented by a ‘red moon’, Islam and Bouwman (2016 

p. 131).   

However, this paper does not claim to address cross cultural issues and goes on to say:  

“a few attributes related to cultural issues at a social and environment level, but this 
does not mean that the proposed framework is suitable for culturally adapted user 
interface design and evaluation”.  Islam and Bouwman (2016 p. 134).   

The table of SIDE framework, showing the semiotic layer, the determinants, and the 

attributes. This table taken from Islam and Bouwman (2016, p. 135) and shown in Appendix 

V.  

8.3.3.2 Comparison  

Islam and Bouwman (2016), using semiotics based upon Peirce’s (1931, p. 58, cited in Islam 

and Bouwman (2016), triadic definition of a sign, comprising the representamen.  This refers 

to the form the sign takes. The object, as noted by French (2009), (a concept), is usually 

exemplified either indirectly or directly into the sign itself. The interpretant, refers to the 

meaning of the sign.    

The research develops a framework and proposes a heuristic to support the design and 

evaluation of what they refer to as ‘user–intuitive web interface’, Islam and Bouwman (2016 

p. 122).  The authors examine what aspects make some signs more intuitive to users than 

others. In order to achieve this goal, they carry out four empirical studies.  Islam and 

Bouwman (2016), claim the interpretation of user interface signs is an area of research 

seldom used in the design of user interfaces from a usability perspective.    
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Research carried out to create the Cross Cultural Semiotic Framework (CCSF), also uses 

Charles Peirce’s definition of a sign, together with his sign theory identifying three categories 

of signifier, namely the Icon, Index and Symbol, which he referred to as the most fundamental 

division of signs, Peirce (2. 275, cited in Chandler, 2017).  These three typologies are used to 

create a taxonomies of signs.   

This research also uses a number of user studies or experiments in order to create the Cross 

Cultural Semiotic Framework (CCSF), namely three online experiments are carried out.    

Experiment one takes the form of a questionnaire, and is used to identify if Hofstede’s cultural 

model and subsequent five cultural dimensions can be used to group users from a cultural 

perspective.  The results show, there is sufficient evidence to suggest cross cultural theory 

could be used with information retrieval. Further details of this experiment are given in 

Chessum et al. (2014).  

Experiment two is conducted using twelve sets of prototype search engine user interfaces, 

designed using Hofstede’s six cultural dimensions, together with semiotic insight from the de-

construction of e-portal surface level iconography. Achieving this insight via the de-

construction on ten countries fast food website user interfaces, for the global companies of 

KFC and McDonalds’s.  The experiment is conducted online in the form of a survey using a 

comprehensive questionnaire, comprising multiple parts.  

Experiment three takes the findings of experiment two and updates the twelve sets of 

prototype search engine user interfaces and implementing them using a test web server. The 

screen shots of the implemented search engine user interfaces are subsequently used in a 

survey for this experiment, using a comprehensive questionnaire, comprising multiple parts.  

The four empirical studies use various methods for the collection of data, including an 

interface sign intuitive test and a think-aloud method.   

The studies use existing user interfaces; the first user study, uses elements of the Ovi 

calendar, where certain elements of the user interface are the subject of user testing by seven 

participants. The participants are observed and issued with several questionnaires during the 

testing process, followed by a structured interview. The second study uses ‘an online e-health 

application’, as described by Islam and Bouwman (2016, p. 125).  
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The third study uses 10 university websites and 10 museum websites and analyses the interface 

signs used. In addition, previous versions of the websites are also used; these are accessed 

via a website archive organisation, known as ‘Wayback Machine’.  This study uses analysis by 

a semiotics and usability expert and focus group, consisting of six participants.   

The fourth study uses interviews with the participants using an online calendar, email, 

university websites and museum website interfaces.  The participants carried out usability 

testing and completed questionnaires.   

The framework developed is coined as the ‘The Semiotic Interface sign Design and Evaluation 

(SIDE)’ framework; this is shown in Appendix V.  This framework initially uses semiotic layers; 

these are expanded with the heuristic shown in full in Appendix V. The paper authors suggest 

this framework is partially validated with this but could be further validated with further work.   

The ‘Semiotic Interface sign Design and Evaluation (SIDE)’ framework created by Islam and 

Bouwman (2016), serves to offer a ‘framework and heuristics to support the design and 

evaluation of user-intuitive web interface signs in order to improve web usability’, as noted by 

Islam and Bouwman (2016, p. 134). There are very few cross cultural aspects to their research 

and framework, with the exception of one aspect within what they refer as the social level, 

under the determinant of ‘cultural marker’. This is shown in ‘The semiotic heuristics of SIDE 

framework’ Islam and Bouwman (2016, p. 135), and is also in the Appendix V of this thesis.  

Whereas the Cross Cultural Semiotic Framework (CCSF), is much more specific in its purpose 

and serves as a framework to inform the design of search engine user interfaces from a cross 

cultural perspective.   

8.3.3.3 Outcome 

The research by Islam and Bouwman (2016), investigates existing web based user interfaces 

and website user interfaces and analyses them. The website user interfaces take the form of 

ten university websites and ten museum websites, (past and present versions), the Ovi 

calendar and an online e-health application.   

Whereas the research carried out herein, comprises creating twelve new sets of cross cultural 

search engine user interfaces, using the Cross Cultural Semiotic Framework (CCSF), as shown 

in figure 8.1 of this thesis. 
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8.3.4 Islam et al. (2020) 

This further work by Islam et al. (2020). Evaluating Web and Mobile User Interfaces with 

Semiotics: An Empirical Study, is where the ‘Semiotic Interface Sign Design and Evaluation’ 

(SIDE) framework is evaluated. This work is discussed in more detail below.  

8.3.4.1 Overview 

The work by Islam and Bouwman (2016), is continued in Islam et al. (2020). Where the 

‘Semiotic Interface Sign Design and Evaluation’ (SIDE) framework developed in Islam and 

Bouwman (2016), is used to evaluate both website and mobile user interfaces, in order to 

understand the performance of their SIDE framework, (shown in Appendix V), as compared 

to an heuristic evaluation.  

This research looks to address two gaps identified by Islam et al. (2020) the first being the 

focus of usability research on ‘information architecture, navigation, layout and content of web 

applications, paying little attention to the interface signs applied in user interfaces’  Islam et 

al. (2020, p. 84397).  The second gap Islam et al. (2020), hope to address is to, ‘compare a 

semiotics-based approach and a traditional usability evaluation method’ in Islam et al. (2020, 

p. 84397). They continue to say, the SIDE framework has been produced in order ‘to design 

and evaluate the use of interface signs in web interfaces’, as noted in Islam et al. (2020, p. 

84397).   

Two studies are carried out with 58 participants.  In the first study the participants are taught 

to use the framework over the period of a semester.  The participants were then asked to 

evaluate six e-government websites, using both a semiotic and a heuristics evaluation. 

The second study has 28 participants.  Islam et al. (2020), modify the SIDE framework for the 

evaluation of mobile interfaces, using more appropriate labels, such as ‘app domain’ and ‘app 

page’ and so on.  

The participants are then asked to evaluate a health professional’s app user interface, 

intended to track the user’s health conduct.  This is carried out using both the heuristic and 

semiotics evaluation.     

 

The findings of the two studies, show semiotic evaluation works well in an environment where 

signs are existent. Whereas heuristic evaluation, works well in detecting difficulties when a 
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sign is absent.  Heuristic evaluation pays attention to the areas of navigation, layout, content, 

and the information architecture; however, it does not focus on the signs of the user 

interface, Islam et al. (2020).  

The first study however, revealed the semiotic evaluation was successful in showing any 

issues with the user interfaces signs.  Additionally, offering different solutions to any issues 

found and offering reasons why the issues may have happened.  

The second study, using Heuristic evaluation created specifically for the evaluation of mobile 

user interfaces, together with the SIDE framework, the results indicate the SIDE framework 

would be beneficial for the evaluation of mobile user interfaces.  However, in conclusion, 

Islam et al. (2020), recognise although the framework is useful for the evaluation of mobile 

interfaces, ‘some further extensions are needed’, Islam et al. (2020, p. 84411).  

8.3.4.2 Comparison  

Islam et al. (2020), continue the work from Islam and Bouwman (2016), the ‘Semiotic 

Interface Sign Design and Evaluation’ (SIDE) framework, to understand, hence validate the 

performance of their SIDE framework, as compared to a heuristic evaluation.  This is achieved 

by using the framework to evaluate both website and mobile user interfaces.  

In contrast to the SIDE framework, this research, where the questionnaires and more mature 

analytic and proof of concept investigative and explorative studies documented herein, serve 

to validate the novel conceptual framework, coined as the Cross Cultural Semiotic Framework 

(CCSF).  Consequently, a further separate evaluation of the framework is deemed unnecessary 

for this thesis; however, this could be considered for future work.   

Islam et al. (2020), describe the aim of their research in this paper, as to evaluate the 

suitability of their Interface Sign Design and Evaluation (SIDE) framework, to other usability 

evaluation approaches, in their ability to ascertain the ‘usability of web and mobile user 

interfaces’, Islam et al. (2020, p. 84397).  The authors chose Nielsen (1995), 10 Usability 

Heuristics for User Interface Design, as the heuristic evaluation document.  Together with 

heuristics by Bertini et al. (2006 and 2009, cited in Islam et al. (2020), which is adapted to be 

used to ‘evaluate mobile user interfaces’, as stated by Islam et al. (2020, p. 84399).   

Two empirical studies are carried out by Islam et al. (2020); the first is to validate the SIDE 

framework, with regards to the evaluation of web user interfaces usability. This is achieved 
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by conducting both a semiotic evaluation and a heuristic evaluation and comparing the 

outcomes.  Whereas with their second user study, the evaluation of mobile user interfaces is 

their goal.   

For study one, 58 students, having been taught the fundamentals of usability evaluation, are 

asked to evaluate six websites using both the SIDE framework and the heuristic evaluation as 

described above.   

For study two, 28 students take part in the evaluation of mobile user interfaces, using the 

slightly adjusted SIDE framework, and the heuristic evaluation from Bertini et al. (2006 and 

2009, cited in Islam et al. (2020). 

The outcome of their studies shows the SIDE framework has ease of learning and when 

applied to evaluation to both web user interfaces and mobile user interfaces, it outperformed 

the heuristic counterpart, by discovering problems or problem areas, not detected by the 

heuristic evaluation evolution.   Islam et al. (2020), also note where a problem may be 

identified by both methods, the SIDE framework, offers an alternate design solution whilst 

suggesting why the problem arises in the first place.   

It is acknowledged by Islam et al. (2020), the SIDE framework needs to be developed in order 

to improve the appropriateness for the evaluation of mobile user interfaces.     

8.3.4.3 Outcome  

The Cross Cultural Semiotic Framework (CCSF), is intended for use in the design of cross 

cultural search engine user interfaces, and has the user interface exemplar design features 

embedded in the framework.  The work carried out herein, serves to validate the Cross 

Cultural Semiotic Framework by the means of the user studies carried out in the research. 

Rather than to compare the virtues of the Cross Cultural Semiotic Framework to another 

framework, as is the purpose of the work carried out by Islam et al. (2020), with their SIDE 

framework.  
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8.3.5 Rukshan et al. (2017) 

This study by Rukshan et al. (2017). Cross-Cultural Web Design Guidelines is discussed and 

compared below.  

8.3.5.1 Overview 

This research carried out by Rukshan et al. (2017), claims to be the ‘first large scale study of 

cross-cultural website design’, Rukshan et al. (2017, p. 1), and advocates cross cultural HCI 

aspects are mostly related to ‘time, context, and mental aspects’, as noted by Rukshan et al. 

(2017, p. 1)  

 Rukshan et al. (2017, p. 2), go on to say, the ‘Layout, Navigation, Links, Multimedia, Visual 

Representation, Colour, and Text’, are the web site design elements that facilitate the 

successful exchanging of information between the webpage and the user.     

Their research examines the variances in design elements of cross cultural website design, 

and studies Australian, Chinese, and Saudi Arabian websites.  

Both Hofstede’s and Hall’s cultural models are used in this research. The authors produce a 

set of guidelines, identifying what they refer to as cultural factors. These cultural factors refer 

to four of Hofstede’s (2010), culture dimensions, namely, Power distance (PDI), Individualism 

(IDV), Uncertainty Avoidance (UAI) and Long Term Time Orientation (LTO), together with Hall 

and Hall (1990), cultural factors, Context (CTX) and Time Perception (TPC).  Their ‘web 

attributes’ refer to the surface level design aspects of the website user interface. Lastly, their 

web features refer to the web site population feature.  Their table of recommendations is 

shown in Appendix V.  However, these guidelines have not been tested and the authors 

propose this as further work.  

8.3.5.2 Comparison 

This research carried out by Rukshan et al. (2017), although not semiotic in nature, looks at 

the cross cultural variances in the design of website user interfaces. Rukshan et al. (2017, p. 

1), identifies the HCI aspects mostly related to these variances as ‘time, context, and mental 

aspects’.  These aspects of HCI differences relate to four from six of Hofstede’s (2010), cultural 

dimensions and two of Hall and Hall (1990c), cultural factors.   

The research contained herein also uses Hofstede’s cultural model, namely his six cultural 

dimensions, along with semiotically informed cultural attractors, in order to create a novel 
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conceptual framework.   Part of this framework includes the exemplar site population 

features created for each of Hofstede’s six cultural dimensions; these are shown in tables 6.1, 

6.4, 6.7, 6.10, 6.13 and 6.16.  

8.3.5.3 Outcome 

Some of the exemplar site population features identified for the research in this thesis, 

although more detailed, are similar to the guidelines produced by Rukshan et al. (2017) in 

their research. 

Example of these similarities are shown below in table 8.4.  

Cross Cultural Semiotic Framework (CCSF) Rukshan et al. (2017) Cross-Cultural Web 
Design Guidelines.  

Dimension Literature 
Source 
Reference 

Exemplar Site 
Populations 
Features 

Cultural 
factors  

Web 
attributes  

Web 
feature  
  

Low Power 
Distance 

Marcus and 
Gould 
(2000, p. 
36) 

Status 
displayed to 
the 
population, 
staff and 
consumers 
rather than to 
‘leaders’.    

(L) PDI  Visual 
representation  

(L) Human 
presence in 
images  

High 
Individualism 

Gould et al. 
(2000, p. 
168) 

Show positive 
images of 
goal 
achievement. 

(L) IDV  Visual 
representation  

(H) Human 
presence in 
images  

Low 
Individualism 

Gould et al. 
(2000, p. 
168)  

Emphasis on 
social and 
organisational 
goals.  An 
‘individual’s 
goals are less 
important’. 

(L) IDV  Links  (H) Focus on 
organization  

Low 
Individualism 

Sinha, J.P.B. 
(2014, p. 
27) 

Members of a 
collective 
society, 
‘aspire to 
achieve 
their in-
groups’ goals’ 

(L) IDV  Links  (L) Focus on 
the user’s 
goals  

High 
Uncertainty 
Avoidance 

Burgmann 
et al. (2006, 
p. 67) 

Navigation 
structures 
‘designed to 

(L) UAI  Navigation  (L) Guidance 
and 
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Cross Cultural Semiotic Framework (CCSF) Rukshan et al. (2017) Cross-Cultural Web 
Design Guidelines.  

Dimension Literature 
Source 
Reference 

Exemplar Site 
Populations 
Features 

Cultural 
factors  

Web 
attributes  

Web 
feature  
  

help prevent 
users from 
becoming 
lost’. 

navigation 
control  

High 
Uncertainty 
Avoidance 

Burgmann 
et al. (2006, 
p. 67) 

Any 
ambiguity can 
be decreased 
by the use of 
‘Redundant 
cues’, e.g., 
design, 
sound, visual 
aids. 

(L) UAI  Navigation  (H) 
Redundant 
pieces of 
information  

High Long 
Term Time 
Orientation 
 
 
 
 
Low Long 
Term Time 
Orientation 

Marcus and 
Gould 
(2000, p. 
42) 
 
 
 
 
Hofstede et 
al. (2010, p. 
243) 

‘Patience’ 
shown in 
attaining 
results and 
reaching 
goals. 
 
Focus on 
achieving 
‘quick 
results’. 

(L) LTO  Navigation  (H) Deep, to 
flat, 
hierarchical 
structure  

Low Long 
Term Time 
Orientation 

Marcus and 
Gould 
(2000, p. 
43) 

‘Rules as a 
source of 
information 
and 
credibility’. 

(L) LTO  Layout  (L) 
Information 
complexity  

Table 8.4 The CCSF and Rukshan et al. (2017) Guidelines  

In conclusion, the work by Rukshan et al. (2017) and their subsequent ‘Cross-Cultural Web 

Design Guidelines’, supports some of the exemplar site population features identified and 

integrated into the Cross Cultural Semiotic Framework (CCSF).  Examples of a high comparison 

are, low Power Distance and high Uncertainty Avoidance, although other design features also 

show a similarity.    
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8.3.6 Cheng et al. (2019) 

 
Research carried out by Cheng et al. (2019). The influence of user interface design on 

consumer perceptions: A cross cultural comparison is described and compared below.  

8.3.6.1 Overview 

In this paper, Cheng et al. (2019), studies the perception of colour and prices from a cross 

cultural perspective for user interface design. The paper looks at two cultures, one being 

Taiwan and the other German.  An experimental website is built for the sale of watches; a 

product the authors of the paper consider to be suitable for online sales.  Testing is carried 

out using 203 respondents.  The experiment involves the testing of three colours for website 

backgrounds and two price ranges.  All three colours being red, blue and white have been 

tested with both prices ranges of high and low.   Where red = warm colour, blue = a cool 

colour and white is neutral.  The low prices range = US $50 and the high price range = US $300.   

Apart from the currency and format being changed for the respective countries’ websites, no 

other cross cultural adaptation has been made to the user interfaces.   

8.3.6.2 Comparison  

The results of the experiment reveal the Taiwanese participants show a more positive 

response to the red than blue. Whereas the German participants show a more positive 

response to blue.  In brief, the authors’ main findings suggest their ‘assumption that color 

preference is influence by a person's nationality might be confirmed by these results’, Cheng 

et al. (2019, p. 399)   

With regards to pricing, the price comparisons of the watches show a material effect of the 

‘perceived usefulness and pleasure’, Cheng et al. (2019, p. 394), where the low price products 

are favoured by the participants.  Cheng et al. (2019, p. 395), goes on to say, ‘online consumers 

seek discount or promotions and willingness to pay is lower online compared to that in physical 

store.’ 

The research carried out in this thesis, although cross culture in nature, does not focus on the 

price of goods. However, one of the exemplar site populations features Hofstede’s dimension 

for Indulgence, as shown below in table 8.5, does take personal spending preferences into 

account.   
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This exemplar site population feature is integrated into the Cross Cultural Semiotic 

Framework (CCSF).   

Cross Cultural Semiotic Framework (CCSF) 

Dimension Literature Source 
Reference 

Exemplar Site Populations Features 

Low 
Indulgence 

Nahai, N. (2013d) ‘Frugal, show how they can save 
money’. 

Table 8.5 Exemplar Site Populations Features Price 

The other aspect area researched by Cheng et al. (2019), is that of colour. As with the price of 

goods aspect, this research is not focused on colour and colour meanings per say. However, 

colour plays a significant role in certain cultures, and for example, the colour red is seen as 

lucky by members of the Chinese culture.   

Two exemplar site populations features for Hofstede’s dimension for Masculinity, give colour 

shades and saturation preferences, relating to both the high and low ends of the dimension, 

as shown in table 8.6 

Also, for Hofstede’s dimension for Uncertainty Avoidance, although not suggesting the 

colours to use, indicates that information contained within the user interface, could be 

maximised by the use of colour coding, Marcus and Gould (2000), as shown in table 8.6. 

Cousins (2012), notes the colour blue is thought to be viewed as a ‘positive’ colour, and is 

considered the ‘safest’ colour.  Having good connotations for user interface design, a number 

of the cross cultural user interface designs in this research use blue, in various shades, both 

in the background, background images and signs displayed.   
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These exemplar site population features are integrated into the Cross Cultural Semiotic 

Framework (CCSF).   

Cross Cultural Semiotic Framework (CCSF) 

Dimension Literature Source 
Reference 

Exemplar Site Populations Features 

Low 
Masculinity 

Voehringer-Kuhnt (2002) 

Dormann and Chisalita 
(2002) 

Pastel colours, low saturation.   

 

High  
Masculinity 

Voehringer-Kuhnt (2002) 

Dormann and Chisalita 
(2002) 

Bright contrasting colours 

Low 
Uncertainty 
Avoidance 

Marcus and Gould (2000, 
p. 41) 

Information maximised by the use of 
colour coding, 

Table 8.6 Exemplar Site Populations Features Colour  

8.3.6.3 Outcome  

This study by Cheng et al. (2019), although quite simplistic in nature; with three background 

colour choices and two prices ranges, being high and low, it makes some interesting points 

regarding cross cultural colour implications, along with the observation of lower price items 

being favoured by online consumers.    

Cousins (2012), notes the colour blue is thought to be viewed as a ‘positive’ colour, and is 

considered the ‘safest’ colour.  Having good connotations for user interface design, a number 

of the cross cultural user interface designs in this research use blue, in various shades, both 

in the background, background images and signs displayed.   

This exemplar site population features are integrated into the Cross Cultural Semiotic 

Framework (CCSF).   

 Conclusion   
The research and Cross Cultural Semiotic Framework (CCSF), presented herein, contains some 

elements that are similar to certain aspects of the user studies described in the work by 

Brejcha, J. (2015), and the papers discussed above in 8.3.1 to 8.3.6 inclusively.   However, 

the Cross Cultural Semiotic Framework (CCSF), is a novel framework specifically for use in 

the design of cross cultural web user interfaces.   
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 Chapter 9 - Conclusion and Further Work  

 Chapter 4 Experiment One  
The main aim of this experiment is to carry out a user study in order to accomplish research 

goal 1 (RG1) and to answer research question 1 (RQ1).  We remind the reader of research goal 

1 below.  

Research Goal 1  

To investigate Geert Hofstede’s cultural dimensions in relation to search engines, by applying 

Hofstede’s cross-cultural theory to understand users’ preferences on human-computer 

information retrieval (HCIR) platforms design. Also, to establish if Hofstede’s dimensions can 

be used as a basis for identifying user groups from a search engine user interface perspective.   

This research goal 1 (RG1), is achieved by the conduct of user study one in Chapter four, 

Experiment 1 and is summarised and concluded as follows. A literature review has been 

carried out in order to identify cross cultural models. The model chosen for this research is 

Geert Hofstede’s cultural dimensions. Hofstede’s cultural model and consequently his cultural 

dimensions are used for this research, with a view to understand the search preferences of 

users.  Also, to establish if Hofstede’s five dimensions can be used as a basis for distinguishing 

user subgroups, by means of search engine user interfaces, from a cross cultural perspective, 

in order to enhance the user experience.    

An analogy for each of Hofstede’s five dimensions has been used to create five hypotheses. 

The final sixth hypothesis relates to both Hofstede’s individualism and Rotter’s locus of 

control, see Rotter (1966).   This user study has been used to test the six hypotheses and their 

‘fitness for purpose’, for use with human-computer information retrieval (HCIR). 

It should be noted, Geert Hofstede’s cultural model has six cultural dimensions. In a paper by 

Taksa and Flomenbaum (2009), their research model examines how cultural background 

affects a user’s behaviour. This paper is the motivation to conduct this study and apply the 

same, five dimensions, see Hofstede et al. (1991), as Taksa and Flomenbaum (2009) did. 

However, without using Unified Theory of Acceptance and Use of Technology (UTAUT), in 

order to ascertain if these five dimensions can be used to model cultural differences 

pertaining to information retrieval.  
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For clarity, Hofstede’s six dimensions, in addition to the five used in this study, have a sixth 

dimension identified as Indulgence vs. Restraint (IND).  This dimension refers to happiness, 

feeling in control of one’s own life and freedom of expression, as noted by Chessum et al. 

(2014)   

As discussed in Chapter Two, little research has been carried out on cross culture information 

retrieval. This research for this user study, examines if there is a connection between cross 

cultural theory, in particular Hofstede’s cultural dimensions and user grouping, and is an 

attempt to answer Research Question 1 (RQ1), as specified in Chapter 1. Can Geert Hofstede’s 

cultural dimensions be used to distinguish user sub-groups for search engines?  

Establishing a relationship, between Hofstede’s dimensions and distinguishing user sub-

groups could be beneficial in helping to inform the design of human-computer information 

retrieval (HCIR) platforms.  

The results show, that from a possible eighteen outcomes, comprising six outcomes each, for 

all three cultures tested, that eleven outcomes have been found to be supported.  As shown 

in Chapter 4 Experiment 1, table 4.2, ‘Results of Hypotheses for Experiment’, the most 

positive outcome for Hofstede’s dimensions, is that of Long Term Time Orientation (LTO), this 

being supported by all three cultures tested.  The result is followed by the hypotheses for 

Power Distance (PD), Individualism (IDV), and Masculinity (MAS), with two from the three 

cultures tested supporting these dimensions.  The least supported are hypothesis 4, 

Uncertainty Avoidance (UA) and hypothesis 6, for Individualism (IDV) and Locus of Control 

(LC), with one of the three cultures tested supporting these dimensions.     

The results of this user study although a little mixed, are encouraging.  Nonetheless, adequate 

evidence has been found to indicate cross cultural theory, in particular Hofstede’s cultural 

model, can be used to inform the design of search engine platforms.  The details and results 

for this experiment are taken from Chessum et al. (2014). 

 Chapter 6 Experiment Two  

The aim of this experiment primarily, is to carry out a user study in order to accomplish 

research goal 2.1 (RG2.1) and to answer research question 2 (RQ2).  We are reminded of 

research goal 2.1 below.  
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Research Goal 2.1  

To investigate Geert Hofstede’s cultural dimensions in relation to search engines user 

interfaces. To use Hofstede’s cultural dimensions to develop a collection of twelve sets of user 

interfaces comprising, search engine home pages and subsequent search results, and filter 

pages. Also, to investigate user’s views on the surface level signs embedded within the search 

engine user interfaces.   

This research goal 2.1 (RG2.1), is accomplished by carrying out user study two. The results are 

presented in Chapter 6 Experiment two and are summarised and concluded herein.   

An in depth literature review has been conducted to establish the suitability of Hofstede’s six 

cultural dimensions, and to identify the elements, features and dimension attributes, in 

relation to Human Computer Interaction (HCI).  Those interpretations considered applicable, 

have been used to create a prototype set of user interfaces, Chapter 6 Experiment two.  The 

results of this user study, lend credibility to Hofstede’s six cultural dimensions being suitable 

for search engine user interface design.    

9.2.1 Section 2 part A.  

This section 2, part A, of the user study, reports the confidence level of our survey participants 

in the user interface sets to return their desired search results.  This confidence level is implied 

by the participant’s response to the question, ‘if you had not found what you wanted, what 

would you do next?’  The most popular response option being the phrase; ‘Refine your search 

term’, with over 50 per cent of participants selecting this option for all twelve user interface 

result pages.  This response indicates the participants would anticipate they would achieve 

their goal for information seeking, using this search system.   The user interface result pages 

receiving the highest percentages of the ‘Refine your search term’ responses are, the high 

Power Distance page with, 65.6 per cent, low Long Term Time Orientation, also with 65.6 per 

cent, high uncertainty avoidance with 60.5 per cent, high Individualism with 57.7 per cent and 

high Long Term Time Orientation, with 56.3 per cent.  

If the participant did not agree with any of the three phrases response options for this 

question, there is a fourth option of ‘Other’, where participants are given the opportunity, via 

an open text box, to voice their opinion.  These results have been analysed using theme 

analysis methodology, and the resulting salient points, (such as not liking the ‘pink’ 
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background), have been incorporated into the implementation of the prototype web based 

user interfaces, used in experiment three.    

9.2.2 Section 2 part B.  

The results given in this particular section 2, part B, show the support for four of Hofstede’s 

cultural dimensions, namely, Power Distance (PD), Uncertainty Avoidance (UA), Masculinity 

(MAS) and Indulgence (IND).  

9.2.3 Section 2 part C.  

The results given in section 2, part C, reports the highest ranking, hence the most supported 

of Hofstede’s dimensions, is Power Distance (PD), with Uncertainty Avoidance (UA), ranked 

second, and Individualism (IDV) ranked third.     

The user interface with least support for the section 2, part C results is for the dimension, 

Long Term Time Orientation (LTO), having no confirmations.  

9.2.4 Section Three 

This final section three of user study 2 utilises Hofstede’s VSM 2013, Hofstede (2013, p. 1-4), 

survey questionnaire and reports the findings of our survey participants completing it.  Due 

to the number of survey participants being 215 and considered to be a small sample size in 

statistical terms, this set of results are inconclusive.  However, it is of note to be able to report 

five from six of Hofstede’s dimensions, were supported to a lesser or greater extent by some 

of the countries’ respondents.    

 Chapter 7 Experiment Three  
This experiment has been carried out to provide an answer to research question two (RQ2), 

and research goal 2.2 (RG2.2), as described in Chapter one, which seeks to investigate user’s 

views on the updated surface level signs embedded within the search engine user interfaces. 

Research goal 2.2 is shown in full below.  

Research Goal 2.2  

To investigate participant views on the updated surface level signs embedded within the 

search engine user interfaces, and seeks to measure to what extent the intended meaning, 

and meaning making has been successfully communicated to the users.    
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9.3.1 Section Two  

The results for this section are not reported from a cross cultural perceptive, but are analysed 

in order to establish to what extent the intended meaning and meaning making has been 

successfully communicated to the users.    

This section two of user study three, is a card sorting exercise. The results reported below are 

from the closed card sort section of the exercise.  The participants being asked to place the 

user interface sets into one of three specific categories, these being ‘Yes’, ‘No’ or ‘Don’t 

Know’.   The questions have been predefined by means of words and phrases used to describe 

the characteristics and features of Hofstede’s six cultural dimensions, when applied to user 

interface design.  An example of the words or phrases, used as a descriptor for the user 

interface set 1 and set 2 are, a ‘Focus on Leaders’ and ‘Focus on Citizens’.  This phrase is then 

considered to be a suitable phrase or not, to describe the user interface sets, and the response 

of Yes’, ‘No’ or ‘Don’t Know’ is recorded.      

A number of the questions used in this survey, are applicable to more than one of Hofstede’s 

dimensions. Examples being user interface sets 3 and 4, for Individualism and sets 5 and 6, 

for Masculinity, have four relevant questions.  

There are a total of thirty four available results for this section, twenty four of which are 

classified as suitable, with seven being classified as unsuitable and seven being considered to 

be inconclusive.   

The positive results for user interface sets 1, 2, 6, 7 and 12 for all of the relevant questions, 

indicates the desired user interface set meanings have successfully been transmitted to the 

participants, via surface level visual stimuli.   These results demonstrate the suitability of the 

signs used in the creation of the user interface sets, for meaning and meaning making.   

With positive results for user interfaces sets 1 and sets 2 being both the high and low end of 

Hofstede’s Power Distance dimension, it makes these sets of user interface designs the most 

successful in transmitting the intended meaning to the participants.    

User interface set 6 refers to low Masculinity and reports a positive result, pertaining to all 

four questions. That is to say, the words and phrases used are considered to be a suitable 

description of the user interface set and intended meanings have been transmitted to the 

participants.    
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User interface set 4, for low Individualism, has three positive results and one negative result. 

However, the one negative result refers to the phrase, a ‘Cluttered Design’.  Although the 

result was negative, the actual effect is a positive one for this user interface set, as being of a 

‘Cluttered Design’ appearance would not be desirable.      

User interface set 7, for high Uncertainty Avoidance, reports a positive result for both of the 

related questions, therefore the design of this user interface set transmits the intended 

meaning and meaning making to the participants.     

User interface set 12, for low Indulgence, also has a positive result for the two related 

questions and is indicative of the words and phrases being considered to be suitable 

descriptions of the user interface set, and intended meanings transmitted to the participants.    

9.3.2 Section 3 part A 

Section three, part A, of this user study, uses the updated prototype web based search user 

interfaces, as pairs for each of Hofstede’s six dimensions. One of the user interface pairs being 

designed for the low end, and the other for the high end. This is replicated for all six of 

Hofstede’s dimensions, making twelve user interfaces in total.  The participants are asked to 

select their preference from each pair of user interfaces, making six responses in total.  

From the 36 possible results, 15 results are confirmed, with 15 results not confirmed.  The 

remaining six results are difficult to fully categorise and are considered to be partially 

confirmed.    

The most supported of Hofstede’s dimensions for this section three, part A of user study 

three, is Individualism (IDV), with four from six hypotheses being supported.  Long Term Time 

Orientation (LTO) is the second most supported of Hofstede’s dimensions, with three 

hypotheses being confirmed and two partial confirmations.  Power Distance (PD) is the third 

most supported dimension, with three from six hypotheses being supported. This is followed 

by Indulgence (IND), with two confirmations and two partial confirmations, and Masculinity 

(MAS), reporting two confirmations and one partial confirmation.  Finally, Uncertainty 

Avoidance (UA), with one confirmation and one partial confirmation.  

9.3.3 Section 3 part B 

Section three, part B, of user study three, is also a card sorting exercise, in the form of ranking 

the user interfaces into preferential order by the participants. However, with this survey 
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attracting 25 participants, in order to report these results from a cross cultural perspective, 

the countries with less than four participants have been grouped into regions identified by 

Hofstede, with one exception, which has been grouped as ‘Europe’.     

The results are reported for the first four placed user interface set preferences, together with 

ultimate and penultimate placed user interface sets.   

With regards to the first four placed user interface sets, there are twenty four results 

reported.  These results when compared to the six hypotheses for this card sorting exercise 

are as follows:  confirmations = 8/24 (33.3 per cent), partially confirmations = 5/24 (20.8 per 

cent), and not confirmed = 11/24 (45.8 per cent). 

Hypothesis 5, relating to Hofstede’s dimension for Long Term Time Orientation (LTO), is the 

most supported, with three confirmations and two partial confirmations. The second highest 

is for Hypothesis 6, Indulgence (IND), with two confirmations. This is followed by Hypothesis 

1 for Power Distance (PD), Hypothesis 3, for Masculinity, with one confirmation and one 

partial confirmation each, and Hypothesis 4, for Uncertainty Avoidance (UA), with one 

confirmation.  Finally, Hypothesis 2, for Individualism (IDV), with one partial confirmation.  

Some of the results for the ultimate and the penultimate placed user interface sets recorded 

also support expectations, for example, user interface set 7, for High Uncertainty Avoidance 

(UA), being placed as 11th preference, would be in keeping with Hofstede’s index score for 

China, which reports an index score of 30. This is towards the lower end of the dimension, 

and as such, would reflect the unpopularity of the user interface set.  

A second example is Hofstede’s regional group of ‘Europe C/E Ex-Soviet’, which has user 

interface set 8, for low Uncertainty Avoidance (UA), as 11th preference. The table 7.21 ‘Region 

or Nationality Index Scores’, for the ‘Europe C/E Ex-Soviet’ regional group, shows a high 

Uncertainty Avoidance index of 92. This places the ‘Europe C/E Ex-Soviet’ regional group at 

the high end of Uncertainty Avoidance, therefore placing this user interface in 11th position 

would be in keeping with the anticipated result.    

This sample size, although considered small in statistical terms, the results can be viewed as 

indicative. 
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To summarise; this research, in particular the three user studies, generally supports the idea 

cross cultural theory, namely Hofstede’s six cultural dimensions, albeit to some extent 

inconclusive for certain dimensions, has the potential to be used to inform the design of 

search engine user interfaces.    

The support for Hofstede’s cultural dimensions relating to each experiment are identified and 

given below for each research question (RQ) and each research goal (RG).       

The results for research goal 1 (RG1), to answer research question 1 (RQ1), are a little mixed. 

However, a number of Hofstede’s dimensions have been supported; namely Long Term Time 

Orientation (LTO), Power Distance (PD), Individualism (IDV), and Masculinity (MAS).  

With regards to research goal 2.1 (RG2.1), and to answer research question 2 (RQ2), 

experiment two has been carried out.  Experiment two comprises three sections; the first 

section to gather background data of the participants and is not directly related to testing the 

user interfaces. However, sections two (with three parts) and three are specifically for the 

purpose of data collection, relating to the user interface designs. The results reported for 

section 2, part A, shows positive results for user interface sets designed for; high Power 

Distance (PD), high Individualism (IDV), high Uncertainty Avoidance (UA) and both high and 

low Long Term Time Orientation (LTO).  

The reported results for section two, part B, show support for Hofstede’s dimensions; Power 

Distance (PD), Individualism (IDV), Masculinity (MAS), and Uncertainty Avoidance (UA). With 

section two, part C, supporting Power Distance (PD), Individualism (IDV), and Uncertainty 

Avoidance (UA).   

The results for section three of experiment three are inconclusive.  This is essentially due to 

the sample size, although being 215 is small in statistical terms, particularly when compared 

to Hofstede’s whole population study.   

Research goal 2.2 (RG2.2,) also to answer research question 2 (RQ2), experiment three has 

been carried out.   

Experiment three comprises three sections; the first section gathers background data from 

participants and is not directly related to testing the user interfaces. Section two looks at 
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meaning and meaning making. Section three, with two parts, A and B, gathering data relating 

to the updated user interface designs, as shown in Appendix C.     

Section two examines to what extent the intended meaning and meaning making has been 

successfully communicated to the users via the user interfaces sets.  The results for this 

section are not reported from a cross cultural perspective of the participants.  Nevertheless, 

it examines the success or otherwise of the user interface designs using Hofstede’s six cultural 

dimensions, to transmit a particular meaning and meaning making.  Consequently, these 

results are also reported using Hofstede’s six cultural dimensions.  

Section two results show support for both high and low Power Distance (PD), low 

Individualism (IDV), low Masculinity (MAS), high Uncertainty Avoidance (UA), and low 

Indulgence.  

Section three, part A, results, show support for Power Distance (PD), Individualism (IDV), and 

Long Term Time Orientation (LTO).  

Section three, part B, card sorting exercise, shows support for Long Term Time Orientation 

(LTO), and Indulgence (IND).  

There appears to be a theme running through most of these results for both research 

questions, where the most supported of Hofstede’s dimensions are his earlier ones.  His most 

recent dimension of Indulgence, being added in 2010, see Hofstede (2010), only really being 

supported to any significant extent, in both parts of section three in the final experiment.    

A possible explanation for this could be there has generally been less research carried out, 

with regards to this more recent dimension, from an HCI prospective.  Many works and 

studies undertaken do not include the Indulgence (IND) dimension. Examples of these are 

Marcus & Gould (2000), Smith et al. (2003), Chessum et al. (2014) and Karreman et al.  (2016), 

to name but a few.  Consequently, the exemplar site population features in Chapter 6 

Experiment Two, for both high and low Indulgence (IND), are somewhat restricted by this 

smaller number of studies.     

Nonetheless, adequate evidence has been found to indicate cross cultural theory, namely 

Hofstede’s cultural model, can be used to inform the design of search engine platforms.      



 
 

331 
 

The sets of user interfaces, designed using the exemplar site population features as 

described in Chapter 6, Experiment two and subsequently updated for experiment three, (as 

described in Chapter 7, experiment three), have been subjected to a number of sub-

experiments, in order to answer research goal 2.1 (RG2.1) and research goal 2.2 (RG2.2). 

 Further Work 
With regards to further work, this section is broken down into two sections. The first section 

comprises additional card sorting and usability techniques that could be applied and would 

be beneficial in enhancing the research.  

The second section critically examines ways others could extend or enhance the research 

presented herein.  

9.4.1 Section one 

Further work could include a standalone open card sorting evaluation technique.  This is 

where participants are asked to place items into specific categories or groups, they feel are 

most appropriate.  Card sorting is an investigation technique originally developed by Kelly 

(1955) and forms part of personal construct psychology, French (2009).  

Participants are then asked to assign the categories, or groups, a name or title they feel is 

most suitable, and best describes the group or category.  Usabilty.gov (2020).   

This card sorting technique is different to the closed card sorts, which are used in this 

research. A closed card sort is where participants are asked to place items into specific 

categories or groups that have been predefined.  This can be a useful method when the 

desired outcome is to understand how participants group each category.  

There are also hybrid card sorts, which  are a combination of both open and closed card sorts, 

where participants are able to create their own groups or categories, as well as being given 

predefined ones. This allows the organiser of the card sorting activity, to elicit possible group 

or category titles, and to understand if the predefined group or category titles are suitable, 

see Optimal Workshop (2019).    

Conducting a standalone open card sort would be beneficial, as it is the equivalent of an open-

ended question in a traditional study, in that participants can give any answer and are not 

confined to one type of response. This would enable other categories or groupings, to be 

identified, and how participants from different cultural backgrounds would classify the twelve 
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prototype user interface sets.  Therefore, giving further insight into how users from different 

cultural backgrounds view the user interfaces, consequently additional insight into cross 

cultural user interface design.   

This type of standalone open card sort was not carried out in the research herein, as the card 

sorts undertaken in this research form part of wider on-line surveys, where other data is also 

collected.   

This open card sort technique could be carried out by using a specialist propriety online card 

sorting platform, or a physical card sort lead by the researcher, Usability.gov (2020).  If a 

researcher conducts a one to one physical card sort, this allows the participant to perform a 

thinking aloud walkthrough. This is where the participant thinks out loud, whilst card sorting, 

Usabilty.gov (2020). This would allow the researcher to uncover what the participants truly 

think about the user interface designs. The researcher can hear for them self, any 

misunderstandings, or problem areas participants have with the user interfaces, Nielson 

(2012). This offers an opportunity for these issues to be rectified, by using different user 

interface layout or different semiotic cross cultural attractors.  

The partially built system for this research comprising the twelve sets of cultural tailored user 

interfaces could be fully implemented. This would include all links fully functional and fully 

interactive with dynamically generated web search results being displayed, this fully working 

system could then be user tested.  

Participants could be given a scenario; ‘You have graduated from college in Luton and would 

like to go to university.’ The goal would be to find a suitable university course.  The tasks would 

be; create a user account, search for university courses in your chosen subject area, find 

suitable courses, and select suitable university.    

This could be followed up with an interview or questionnaire, capturing participant general 

background information, such as questions relating to gender, age, occupation, and culture 

most identified with. Together with asking the participant which set of culturally tailored user 

interfaces they have a preference for, and perhaps ranking all twelve sets in order of their 

preference. This information could be used to confirm or supplement the findings from the 

surveys carried out in this research.    
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This particular user testing on a live system was not undertaken in this research, due to the 

surveys being carried out remotely using an online survey platform, in order to attract as 

many participants as possible from different cultural back grounds and different locations.   

Additional usability methods such as eye-tracking could also be carried out. Eye tracking can 

be used to obtain an understanding of the user’s cognitive process, and enables the 

researcher to uncover regular and repeated user behaviour, users may not be aware of, Dong 

and Lee (2008).  Eye tracking consists of measuring where a user looks, this is also known as 

a ‘point of gaze’, as noted by Farnsworth (2019).  The user’s eye focus and eye motion is 

tracked by eye tracking software at they view a web page. This data is displayed by the means 

of heat maps and saccade pathways. Heat maps show the length of time a user looked a 

specific point of the user interface by the use of a colour scale.  Whereas a saccade pathway 

follows the path of the user’s eye movement between specific points of the user interface, 

Usabilty.gov (2020b).   

This would provide valuable information, particularly from a cross cultural and semiotic 

perspective, uncovering the length of time users spend gazing at particular surface level signs 

embedded within the search engine user interfaces, and the user’s eye movements after 

looking at the signs.  As described in Usabilty.gov (2020b), eye tracing can identity if users are 

just scanning or reading website content and reveal how ‘different users groups scan 

patterns’.  For example, from left to right, right to left, top to bottom and so on.  This would 

be particularly useful information for the design of cross cultural search engine user 

interfaces, allowing for the improved placement and positioning of prominent features in 

order to attract the user’s attention.  This insight could enhance the novel Cross Cultural 

Semiotic Framework, by adding a new layer of richness.  The eye tracking could be undertaken 

within a dedicated usability setting or research laboratory.  

9.4.2 Section two  

It is clear the relatively small number of participants, particularly in experiment three being 

25, could raise some doubts regarding the validity of the outcomes.  Nonetheless, adequate 

evidence has been found to indicate Hofstede’s cultural model, together with semiotic 

insight, can be used to inform the design of web search engine platforms and therefore, the 

proof of concept for this conceptual framework.     
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With regards to user studies conducted in this research, it is possible to see additional 

future user studies could be carried out using a larger sample size and a more diverse 

population in order to further develop this conceptual framework.   

This Cross Cultural Semiotic Framework (CCSF), has the potential for commercial application 

as well as academic worth.  This (CCSF) could be easily adapted and used for website user 

interface design.  As website user interfaces by tradition, usually have more content and 

design features than a web search user interface, consequently, additional research, such as 

work by Brejha (2015), could be conducted to identify the optimum positioning of semiotic 

information for cross cultural user interface design.  This additional level of semiotic insight 

could be added to the existing CCSF framework.     

The (CCSF), could moreover be adapted for the design of e-commerce user interfaces from a 

cross cultural and semiotic perspective.  This could take the form of research conducted for 

domain specific websites. This additional aspect of research could be built into the CCSF.  It 

is of paramount importance e-commerce websites are appropriately designed to meet the 

requirements of the ‘target audience’ and the business ‘domain’, as described by Smith et 

al. (2004, p. 70).  As such, semiotics could allow meaning and meaning making to be offered, 

with the intended meaning being communicated to and interpreted by the user, hence 

improving the user experience, and engendering trust in the website and subsequently the 

goods or services provided by the e-business.   

Furthermore, the conceptual CCSF could also be modified for use in cross cultural user 

interface design for enterprise search.  Supplementary research could also identify the most 

suitable positioning of content, filters, information, and enterprise search results, from a 

cross cultural perspective.      

Likewise, the CCSF has potential for use with global company intranets, by using suitable 

culturally tailored and adapted dynamic web pages.  Consequently, both the user interface 

and the content could be modified for company staff members from different cultural 

backgrounds in various locations. This diverse content could reflect the different customs 

and protocols, possibly reflecting the different legal aspects applicable to the company in a 

given location or country.    
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This conceptual Cross Cultural Semiotic Framework (CCSF) represents the major contribution 

of this Thesis and to existing literature. The motivation of the work has primarily been to both 

better inform and enhance web search engine user interface design and cross-cultural 

usability. The longer term aim being, to eventually seek systematic ways to optimally meet 

both web search and information retrieval (IR) users cross cultural expectations, whether 

tacit, semi tacit, or consciously aware.  
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Cross Cultural Search User Interface 
Survey

Consent Form 

Institute for Research In Applicable Computing 

Supervisory Team 

Dr Ingo Frommholz, University of Bedfordshire, Luton, Beds. 

Dr Haiming Liu, University of Bedfordshire, Luton, Beds. 

Student Name 

Karen Chessum, University of Bedfordshire, Luton, Beds. 

Questionnaire Purpose and Procedures 

You are invited to take part in a research study. Before you decide to do so, it is important for you to understand why the research is being done and 

what it will involve. Please take time to read the following information carefully. Ask me if anything is not clear or if you would like more information. 

This research is designed to look at how, if at all, an IT user’s cultural background impacts on their search engine preferences and expectations. 

Participation in this study is entirely voluntary. If you decide to take part you will be given this information sheet to keep and asked to sign a consent 

form. You are free to withdraw at any time without giving a reason. You also have the right to withdraw retrospectively any consent given, and to 

require that any data gathered on you be destroyed. 

The purpose of this questionnaire is to collect information in order to help improve the design of search engines. This is purely scientific research and 

will be used at a later date, by the student investigator as the basis of her research for her thesis. 

You are being asked to complete a questionnaire to assist us in that regard. We expect it will take you approximately 20 - 25 minutes to complete the 

questionnaire. The questionnaire will include a short survey consisting of 12 sets of user interfaces, where the participant will is asked to select 

their preferences. There are no right or wrong responses for any of the above. 

Unfortunately there is no payment for taking part in this research. 

Confidentiality 

The identities of all participants will remain anonymous and will be kept confidential. Identifiable data will be stored securely. All data from 

participants will be anonymised in any research papers, reports, thesis documents, or presentations resulting from this work. 

All information collected about you during the course of this study will be kept strictly confidential. You will be identified by an ID number and all 

information about you will have your name and contact details removed so that you cannot be recognised from it. Data will be stored safely and 

confidentially for analysis. For example, the paper based data will be kept in the locked cabinet in the university; the electronic based data will be 

kept on the secured server provided by the university. All data will be destroyed confidentially after the analysis. 

Contact Information about the Project 

If you have any questions or require further information about the data, results and project you may contact Karen Chessum 01582 489160 or 

karen.chessum@beds.ac.uk 

Consent 

We intend for your participation in this research to be pleasant and stress-free. Your participation is entirely voluntary and you may refuse to 

participate or withdraw from the study at any time. 

Consent 

1. [missing question text]

1 / 58 

I confirm I have read and understand the information sheet for the above study and have had the opportunity to ask questions. Please select 

 

mailto:karen.chessum@beds.ac.uk


2 / 58 

I understand that my permission is voluntary and that I am free to withdraw at any time, without giving any reason, without my 

legal rights being affected. 

I agree to take part in the above study. Please select 

Please select 



Interface Survey 

Section 1: 

2. Culture you most identify with: (e.g. Chinese, Indian, British)

3. First Language(s): 

4. Other Language(s): 

5. Do you currently live in the UK?  Required 

5.a.  If yes, how long have you lived in the UK?

6. Where do you currently live? 

6.a.  If you selected Other, please specify:

Section 2: 

The following sets images are of a prototype search engine. They have been designed using research based on Geert 
Hofstede.

The layout, colours and available features are different in the sets of images. 

Could you take a look at the images and answer the questions following each set of images please. It is the search engine design we are testing and 

not the user. There are no right or wrong responses. 

The search results have been obtained from the search scenario example given below.. 

3 / 58 

Yes No 



The Search Scenario 

You have graduated from college and would like to go to University. You have chosen the University of Bedfordshire and would like to get 

an idea of the town where you will be living for the next three years. You have searched for "Student Accommodation Luton".  The results 

of your search are shown on the result pages. 

Set 1. Search Engine Home Page - Image 1 

Search Engine Results - Image 2 

4 / 58 



5 / 58 

Search Engine Results - Image 2 



7. Looking at Set 1, Image1 above. Would this type of user interaction seem natural to you?  Required

7.a. 

7.b. Looking at Set 1, Image 2 above - if you had not found what you wanted, what would you do next?  Required 

7.b.i.   If Other please specify

7.c. 

6 / 58 

Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 

Search Engine Filter Results Page - Image 3 



7.d. 

Set 2. Search Engine Home Page - Image 1 

7 / 58 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 
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Search Engine Results - Image 2 



8. Looking at Set 2, Image1 above. Would this type of user interaction seem natural to you?  Required

8.a. 

8.b. Looking at Set 2, Image 2 above - if you had not found what you wanted, what would you do next?  Required 

8.b.i.   If Other please specify

9 / 58 

Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 

Search Engine Filter Results Page - Image 3 



8.c. 

8.d. 

Set 3. Search Engine Home Page - Image 1 

10 / 58 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 
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Search Engine Results - Image 2 



9. Looking at Set 3, Image1 above. Would this type of user interaction seem natural to you?  Required

9.a. 

9.b. Looking at Set 3, Image 2 above - if you had not found what you wanted, what would you do next?  Required 

9.b.i.   If Other please specify 

12 / 58 

Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 

Search Engine Filter Results Page - Image 3 



9.c. 

9.d. 

Set 4. Search Engine Home Page - Image 1 

13 / 58 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 
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Search Engine Results - Image 2 



10. Looking at Set 4, Image1 above. Would this type of user interaction seem natural to you?  Required

10.a. 

10.b. Looking at Set 4, Image 2 above - if you had not found what you wanted, what would you do next?  Required 

10.b.i.   If Other please specify

15 / 58 

Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 

Search Engine Filter Results Page - Image 3 



10.c. 

10.d. 

Set 5. Search Engine Home Page - Image 1 

16 / 58 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 
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Search Engine Results - Image 2 



11. Looking at Set 5, Image1 above. Would this type of user interaction seem natural to you?  Required

11.a. 

11.b. Looking at Set 5, Image 2 above - if you had not found what you wanted, what would you do next?  Required 

11.b.i.   If Other please specify

18 / 58 

Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 

Search Engine Filter Results Page - Image 3 



11.c. 

11.d. 

Set 6. Search Engine Home Page - Image 1 

19 / 58 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 
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Search Engine Results - Image 2 



12. Looking at Set 6, Image1 above. Would this type of user interaction seem natural to you?  Required

12.a. 

12.b. Looking at Set 6, Image 2 above - if you had not found what you wanted, what would you do next?  Required 

12.b.i.   If Other please specify

21 / 58 

Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 

Search Engine Filter Results Page - Image 3 



12.c. 

12.d. 

Set 7. Search Engine Home Page - Image 1 
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(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 



23 / 58 

Search Engine Results - Image 2 



13. Looking at Set 7, Image1 above. Would this type of user interaction seem natural to you?  Required

13.a. 

13.b. Looking at Set 7, Image 2 above - if you had not found what you wanted, what would you do next?  Required 

13.b.i.   If Other please specify 
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Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 

Search Engine Filter Results Page - Image 3 



13.c. 

13.d. 

Set 8. Search Engine Home Page - Image 1 
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(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 
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Search Engine Results - Image 2 



14. Looking at Set 8, Image1 above. Would this type of user interaction seem natural to you?  Required

14.a. 

14.b. Looking at Set 8, Image 2 above - if you had not found what you wanted, what would you do next?  Required 

14.b.i.   If Other please specify
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Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 

Search Engine Filter Results Page - Image 3 



14.c. 

14.d. 

Set 9. Search Engine Home Page - Image 1 
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(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 
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Search Engine Results - Image 2 



15. Looking at Set 9, Image1 above. Would this type of user interaction seem natural to you?  Required

15.a. 

15.b. Looking at Set 9, Image 2 above - if you had not found what you wanted, what would you do next?  Required 

15.b.i.   If Other please specify
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Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 

Search Engine Filter Results Page - Image 3 



15.c. 

15.d. 

Set 10. Search Engine Home Page - Image 1 

Search Engine Results - Image 2 
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(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 



Search Engine Results - Image 3 
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Search Engine Results - Image 4 
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Search Engine Filter Results Page - Image 6 
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16. Looking at Set 10, Image1 above. Would this type of user interaction seem natural to you?  Required

16.a. 

16.b.   Looking at Set 10, Images 2 to 5 above - if you had not found what you wanted, what would you do next?  Required 

16.b.i.   If Other please specify

16.c. 
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Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 



16.d. 

Set 11. Search Engine Home Page - Image 1 
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(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 
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Search Engine Results - Image 2 



17. Looking at Set 11, Image1 above. Would this type of user interaction seem natural to you?  Required

17.a. 

17.b. Looking at Set 11, Image 2 above - if you had not found what you wanted, what would you do next?  Required 

17.b.i.   If Other please specify
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Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 

Search Engine Filter Results Page - Image 3 



17.c. 

17.d. 

Set 12. Search Engine Home Page - Image 1 
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(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 
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Search Engine Results - Image 2 



18. Looking at Set 12, Image1 above. Would this type of user interaction seem natural to you?  Required

18.a. 

18.b. Looking at Set 12, Image 2 above - if you had not found what you wanted, what would you do next?  Required 

18.b.i.   If Other please specify 
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Refine your search term Use Search Engine Filter Results Page Give up! 

(image 3) 

Other 

(please select one answer):  1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

I like the search engine home 

page? 

Yes No 

Search Engine Filter Results Page - Image 3 



18.c. 

18.d. 

19.   Set 1: Set 2: 

Looking at Set 1 and Set 2, which Set do you prefer please?  Required 

20.   Set 3: Set 4: 

Looking at Set 3 and Set 4, which Set do you prefer please?  Required 

21.   Set 5: Set 6: 

Looking at Set 5 and Set 6, which Set do you prefer please?  Required 
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(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I would be likely to use this search 

system? 

(please select one answer): 1 = strongly agree 2 = agree 3 = undecided 4 = disagree 5 = strongly 

disagree 

1 2 3 4 5 

I like the way the search results are 

displayed? 



22.   Set 7: Set 8: 

Looking at Set 7 and Set 8, which Set do you prefer please?  Required 

23.   Set 9: Set 10: 

Looking at Set 9 and Set 10, which Set do you prefer please?  Required 

24.   Set 11: Set 12: 

Looking at Set 11 and Set 12, which Set do you prefer please?  Required 

25. Looking at the above 12 sets of User Interfaces above, could you rank the 3 sets you prefer in order please.  Required 

Please don't select more than 1 answer(s) per row. 

Please select exactly 3 answer(s). 

Please don't select more than 1 answer(s) in any single column. 
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First Second Third 

Set 1 

Set 2 

Set 3 

Set 4 

Set 5 

Set 6 

Set 7 

Set 8 



Section 3 

All of the questions below are based on the International Questionnaire (VSM 2013) by Geert 
Hofstede.

Release May 2013 

Copyright @ Geert Hofstede BV 

www.geerthofstede.eu 

26. 

Please think of an ideal job, disregarding your present job, if you have one. In choosing an ideal job, how important would 

it be to you to ... (please select one answer in each line across): 1 = of utmost importance 2 = very important 3 = of 

moderate importance 4 = of little importance 5 = of very little or no importance 

1 2 3 4 5 

have sufficient time 

for your personal or 

home life 

have a boss (direct 

superior) you can 

respect 

get recognition for 

good performance 

have security of 

employment 

have pleasant people 

to work with 

do work that is 

interesting 

be consulted by your 

boss in decisions 

involving your work 

live in a desirable 

area 

have a job respected 

by your family and 

friends 

have chances for 

promotion 

27. 
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In your private life, how important is each of the following to you: (please circle one answer in each line across):... (please select 

one answer in each line across):  1 = of utmost importance 2 = very important 3 = of moderate importance 4 = of little importance 

5 = of very little or no importance 

1 2 3 4 5 

keeping time 

free for fun 

Set 9 

Set 10 

Set 11 

Set 12 

http://www.geerthofstede.eu/


moderation: 

having few 

desires 

doing a service 

to a friend 

thrift (not 

spending more 

than needed) 

28. 

29. 

30. 

31. 

32. 
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(please select one answer in each line across):  1 = always 2 = usually 3 

= sometimes 4 = seldom 5 = never 

1 2 3 4 5 

How often, in your experience, are subordinates afraid to contradict 

their boss (or students their teacher?) 

(please select one answer in each line across): 1 = very proud 2 = fairly proud 3 = somewhat proud 4 = 

not very proud 5 = not proud at all 

1 2 3 4 5 

How proud are you to be a citizen of 

your country? 

(please select one answer in each line across): 1 = very good 2 = good 3 = fair 4 = poor 

5 = very poor 

1 2 3 4 5 

All in all, how would you describe your state of health 

these days? 

In your private life, how important is each of the following to you: (please circle one answer in each line 

across):... (please select one answer in each line across): 1 = always 2 = usually 3 = sometimes 4 = 

seldom 5 = never 

1 2 3 4 5 

How often do you feel nervous or 

tense? 

Are you a happy person? 

Do other people or circumstances ever 

prevent you from doing what you really 

want to? 



33. Are you?  Required

34. How old are you?  Required

35. How many years of formal school education (or their equivalent) did you complete (starting with primary school)?  Required 

36. If you have or have had a paid job, what kind of job is it / was it?  Required 

37. What is your nationality? 

37.a.  If you selected Other, please specify:
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No paid job (includes full-time students) Unskilled or semi-skilled manual worker Generally trained office worker or 

secretary 

Vocationally trained craftsperson, Academically trained professional or Manager of one or more subordinates 

technician, IT-specialist, nurse, artist or equivalent (but not a manager of people) (non-managers) 

equivalent 

Manager of one or more managers 

10 years or less 11 years 12 years 

13 years 14 years 15 years 

16 years 17 years 18 years or over 

Under 20 20-24 25-29

30-34 35-39 40-49

50-59 60 or over 

Male Female 

To what extent do you agree or disagree with each of the following statements?... 

(please select one answer in each line across): 1 = strongly agree 2 =agree 3 = 

undecided 4 = disagree 5 = strongly disagree 

1 2 3 4 5 

One can be a good manager without having a precise 

answer to every question that a subordinate may raise about 

his or her work 

Persistent efforts are the surest way to results 

An organization structure in which certain subordinates have 

two bosses should be avoided at all cost 

A company's or organization's rules should not be broken - 

not even when the employee thinks breaking the rule would 

be in the organization's best interest 



38. What was your nationality at birth (if different)?

38.a. If you selected Other, please specify:
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Thank You 

I would like to thank you for taking the time to complete this survey. All paper based questionnaires will be kept on file, kept confidential and 

destroyed after publication. All of the data will be anonymised. 

Key for selection options 

1.1.a - 

I agree 

1.2.a - 

I agree 

1.3.a - 

I agree 

6 - Where do you currently live? 
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19 - Set 1: Set 2: 

Looking at Set 1 and Set 2, which Set do you prefer please? 

Set 1 

Set 2 

20 - Set 3: Set 4: 

Looking at Set 3 and Set 4, which Set do you prefer please? 

Set 3 

Set 4 

21 - Set 5: Set 6: 

Looking at Set 5 and Set 6, which Set do you prefer please? 

Set 5 

Set 6 



22 - Set 7: Set 8: 

Looking at Set 7 and Set 8, which Set do you prefer please? 

Set 7 

Set 8 

23 - Set 9: Set 10: 

Looking at Set 9 and Set 10, which Set do you prefer please? 

Set 9 

Set 10 

24 - Set 11: Set 12: 

Looking at Set 11 and Set 12, which Set do you prefer please? 

Set 11 

Set 12 

37 - What is your nationality? 

Afghanistan 

Albania 

Algeria 

Andorra 

Angola 

Antigua & Deps 

Argentina 

Armenia 

Australia 

Austria 

Azerbaijan 

Bahamas 

Bahrain 

Bangladesh 

Barbados 

Belarus 

Belgium 

Belize 

Benin 

Bhutan 

Bolivia 

Bosnia Herzegovina 

Botswana 

Brazil 

Brunei 

Bulgaria 
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Cross Cultural Search Engine Survey 

Consent Form 

Institute for Research in Applicable Computing 

Supervisory Team 

Dr Haiming Liu, University of Bedfordshire, Luton, Beds. 

Dr Ingo Frommholz, University of Bedfordshire, Luton, Beds. 

Student Name 

Karen Chessum, University of Bedfordshire, Luton, Beds. 

Questionnaire Purpose and Procedures 

You are invited to take part in a research study. Before you decide to do so, it is important 

for you to understand why the research is being done and what it will involve. Please 

take time to read the following information carefully. Ask me if anything is not clear or if 

you would like more information. 

This research is designed to look at how, if at all, an IT user’s cultural background 

impacts on their search engine preferences and  expectations. 

It is up to you to decide whether or not to take part. If you decide to take part you will be 

given this information sheet to keep and asked to sign a consent form. You are free to 

withdraw at any time without giving a reason. You also have the right to withdraw 

retrospectively any consent given, and to require that any data gathered on you be 

destroyed. 

The purpose of this questionnaire is to collect information in order to write a research 

paper to help improve the design of search engines. 

You are being asked to complete a questionnaire to assist us in that regard. We expect it 

will take you approximately 20 minutes to complete the questionnaire. Unfortunately 

there is no payment for taking part in this research. 

1 / 25 



Although this research is for a paper, this may, at a later date, be extended by the student 

investigator as the basis of her research for her thesis. 

Confidentiality 

The identities of all participants will remain anonymous and will be kept   confidential. 

Identifiable data will be stored securely. All data from participants will be anonymised in 

any research papers, reports, thesis documents, or presentations resulting from this work. 

All information collected about you during the course of this study will be kept strictly 

confidential. You will be identified by an ID number and all information about you will 

have your name and contact details removed so that you cannot be recognised from it. 

Data will be stored safely and confidentially for analysis. For example, the paper based 

data will be kept in the locked cabinet in the university; the electronic based data will be 

kept on the secured server provided by the university. All data will be destroyed 

confidentially after the analysis. 

Contact Information About the Project 

If you have any questions or require further information about the data, results and project 

you may contact Karen Chessum 01582 489160 or  karen.chessum@beds.ac.uk 

Consent 

We intend for your participation in this research to be pleasant and stress-free. Your 

participation is entirely voluntary and you may refuse to participate or withdraw from t h e

study at any time. 

Consent 

1. [missing question text] 
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I confirm I have read and understand the information sheet for the 

above study and have had the opportunity to ask questions. 

I understand that my permission is voluntary and that I am free to 

withdraw at any time, without giving any reason, without my legal 

rights being affected. 

I agree to take part in the above study. Please select 

Please select 

Please select 

mailto:karen.chessum@beds.ac.uk


Search Engine Survey 

Section 1: 

2. Gender

3. Age Range

4. Country of Origin

4.a. If you selected Other, please specify:

5. Culture you most identify with: (e.g. Chinese, Indian, British)

4 / 25 

18-24 25-34 35-44

45-54 55-64 65+ 

Male Female Prefer not to say 



6. Occupation

7. Highest Education level

8. First Language(s):

9. Other Language(s):

Section 2: 

10. Do you currently live in the UK?

5 / 25 

Yes No 

School College University 



11. Do you use Google in the UK?

11.a. Do you use Google.co.uk or another country's localisation? (e.g.  google.co.in,

google.ru, etc)

11.a.i. Which localised version of Google do you use?

11.a.ii. If so, is there any particular reason why you use this country's localisation?

12. Do you use any other search engine(s) in the UK?

12.a. What are they? (please give web address if known)

12.b. Is there any particular reason why you use these search engines?

6 / 25 

Yes No 

google.co.uk Other localisation 

Yes No 



13. Is the UK your home Country?

13.a. Do you use Google in your home country?

13.a.i. Which country's localisation?

13.a.ii. Is there any particular reason why you use this country localisation?

13.b. Do you use any other search engine(s) in your home country?

13.b.i. If yes, what are they? (Please give URL if known)

7 / 25 

Yes No 

Yes No 

Yes No 



13.b.ii. Is there any particular reason why you use this/these search engines?

Section 3 

14. 

8 / 25 

Do you agree or disagree with the following 

statements: 

Strongly 

Disagree 
Disagree 

Neither 

Disagree 

nor 

Agree 

Agree 
Strongly 

Agree 

I prefer search results that are 

reviewed, grouped and/or 

provided by official bodies. 

I would use a search query to 

obtain a particular search result, 

if recommended to me by a 

friend. 

I prefer to see more fact than 

opinion in the highly ranked 

search results 

I only click on the search results 

if they are clear, unambiguous 

and strongly relate to the query. 



9 / 25 

I am happy to look through 

several results pages to find 

more relevant search results. 

I refine my queries because, I 

feel my search query has a 

major effect on my search 

results. 



Thank You 

I would like to thank you for taking the time to complete this survey. All paper based 

questionnaires will be kept on file, kept confidential and destroyed after publication. All of 

the data will be anonymised. 

Key for selection options 

1.1.a - 

I agree 

1.2.a - 

I agree 

1.3.a - 

I agree 

4 - Country of Origin 

Afghanistan 

Albania 

Algeria 

Andorra 

Angola 

Antigua & Deps 

Argentina 

Armenia 

Australia 

Austria 

Azerbaijan 

Bahamas 

Bahrain 

Bangladesh 

Barbados 

Belarus 

Belgium 

Belize 

10 / 25 



Appendix C



Appendix C: Implemented User Interfaces for Experiment Three

Figure  1.0 High Power Distance Home Web Page User Interface 1 

Figure 2.0 High Power Distance Filter Web Page User Interface 1 



Figure 3.0 High Power Distance Results Web Page 

Figure 4.0 Low Power Distance Home Web Page User Interface 2 



Figure 5.0 Low Power Distance Filter Web Page User Interface 2 

Figure 6.0 Low Power Distance Results Web page 



Figure 7.0 High Individualism Home Web Page User Interface 3

Figure 8.0 High Individualism Filter Web Page



Figure 9.0 High Individualism Results Web Page

Figure 10.0 Low Individualism Home Web Page User Interface 4 



Figure 11.0 Low Individualism Filter Web Page 

Figure 12.0 Low Individualism Results Web Page 



Figure 13.0 High Masculinity Home Web Page User Interface 5 

Figure 14.0 High Masculinity Filter Web Page 



Figure 15.0 High Masculinity Results Web Page 

Figure 16.0 Low Masculinity Home Web Page User Interface 6 



Figure 17.0 Low Masculinity Filter Web Page 

Figure 18.0 Low Masculinity Results Web Page 



Figure 19.0 High Uncertainty Avoidance Home Web Page User Interface 7 

Figure 20.0 High Uncertainty Avoidance Filter Web Page 



Figure 21.0 High Uncertainty Avoidance Results Web Page 

Figure 22.0 Low Uncertainty Avoidance Home Web Page User Interface 8 



Figure 23.0 Low Uncertainty Avoidance Filter Web Page 

Figure 24.0 Low Uncertainty Avoidance Results Web Page 



Figure 25.0 High Long Term Time Orientation Home Web Page User Interface 9 

Figure 26.0 High Long Term Time Orientation Filter Web Page 



Figure 27.0 High Long Term Time Orientation Results Web Page 

Figure 28.0 Low Long Term Time Orientation Home Web Page User Interface 10 



Figure 29.0 Low Long Term Time Orientation Filter Web Page 

Figure 30.0 Low Long Term Time Orientation Results Web Page 



Figure 31.0 High Indulgence Home Web Page User Interface 11 

Figure 32.0 High Indulgence Filter Web Page 



Figure 33.0 High Indulgence Results Web Page 

Figure 34.0 Low Indulgence Home Web Page User Interface 12 



Figure 35.0 Low Indulgence Filter Web Page

Figure 36.0 Low Indulgence Results Web Page
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Appendix D: Theme Analysis - Stages One and Two

Data Set responses from participants who commented under the ‘Other’ option, for Part A 

of Section two  

Stage one 

Key:  

Red = Power Distance Blue = Individualism Green = Masculinity 

Brown = Uncertainty Avoidance Purple = Long Term Time Orientation 

Bright Blue = Indulgence 

Participant 
Number: 

User 
Interface 
Set 1 

Nationality Culture Comments: 

99 Set 1 Nigeria African Check for drop-down menu and 
click on it. If am able to get my 
information. I continue. But if I don’t 
see it there. I will select the option 
closest to my information and 
follow it 

116 Set 1 India Indian It gives a result of only university 
accommodation and you are 
searching for whole Luton. 

128 Set 1 Germany German The filter page is horrible, but I don't 
know that when I click on the link to 
filter my results.  The link looks very 
promising. 

132 Set 1 United Kingdom British Go to google! 

142 Set 1 Oman Omani I would switch to google search 
engine 

147 Set 1 Nepal Nepalese Google 

159 Set 1 United Kingdom British use google 

160 Set 1 Kenya African use google 

199 Set 1 Romania Romanian Use google 

Participant Comments Set 1 



Participant 
Number: 

User 
Interface 
Set 2 

Nationality Culture Comments: 

24 Set 2 United Kingdom British google wouldn't mess it up... 

62 Set 2 United Kingdom British I like the price range part, but the 
rest isn't as good as number 1 

128 Set 2 Germany Germany The filter results page is much 
better than for Set 1, but I don't 
know that when I click the "filter" 
link. 

142 Set 2 Oman Omani Use google search engine 

147 Set 2 Nepal Nepalese Google 

159 Set 2 United Kingdom British use google 

177 Set 2 Poland Polish Change Search engine 

202 Set 2 Greece Greek try again 

Participant Comments Set 2 

Participant 
Number: 

User 
Interface 
Set 3 

Nationality Culture Comments: 

24 Set 3 United Kingdom British all of your results page designs are 
unappealing, unorganised-looking 
and inferior in contrast to googles 
neat, well laid out design with 
simple interface. 

35 Set 3 United Kingdom British Look at the images, see if they lead 
to something closer to what I would 
like if  that does not work use search 
engine filter 

49 Set 3 Pakistan British 
Pakistani 

Appearance Needs to Be More 
Appealing 

62 Set 3 United Kingdom British I would probably filter for web only 
content and country (image 3) but 
probably not the domain type 

72 Set 3 Australia Australian select "Images" search link below 
the search bar 

115 Set 3 Pakistan Pakistani try to rephrase the words with more 
clear sentences 



Participant 
Number: 

User 
Interface 
Set 3 

Nationality Culture Comments: 

128 Set 3 Germany Germany The filter results page is just as 
horrible as the one from Set 1, it 
looks a little nicer, though.  But I 
don't know that when I click the 
'filter' link :-) 

159 Set 3 United Kingdom British use google 

160 Set 3 Kenya African use google 

 Participant Comments Set 3 

Participant 
Number: 

User 
Interface 
Set 4 

Nationality Culture Comments: 

3 Set 4 United Kingdom British Try another search engine, as there 
does not seem to be a link for 
anything else. 

24 Set 4 United Kingdom British Your home pages are nice, but I just 
don't like the way the results are 
displayed on any of the designs, you 
could have at least changed this (as 
well) on each design for a more 
accurate result of what people 
prefer.  

62 Set 4 United Kingdom British But not the site/domain 

99 Set 4 Nigeria African Type in my search query in and 
search 

128 Set 4 Germany Germany I think you know the spiel. 

174 Set 4 India Indian its not better than 1st search 
engine, but its look like a warm and 
quit[e] so some of the people use 
this. 

Participant Comments Set 4 



Participant 
Number: 

User 
Interface 
Set 5 

Nationality Culture Comments: 

3 Set 5 United Kingdom British I would have tried another search 
engine 

24 Set 5 United Kingdom British Seriously, your home pages are 
great! but the other two pages are 
always the same with small results 
text that looks like its been inspired 
by a simple unorganised database.  

62 Set 5 United Kingdom British but not by domain 

128 Set 5 Germany Germany It's got no filter by price - horrible. 

147 Set 5 Nepal Nepalese Google 

174 Set 5 India Indian i belive this engine is so cool and 
warm because its light colour when 
we tired ,we feel good and calm 
through this 

211 Set 5 Netherlands Somali none 

Participant Comments Set 5 

Participant 
Number: 

User 
Interface 
Set 6 

Nationality Culture Comments: 

3 Set 6 United Kingdom British Try another search engine 

24 Set 6 United Kingdom British This home page was hindered, 
there is too much going on in the 
display. But we are getting there 
with the results page, more 
spaced out = more clear. 

62 Set 6 United Kingdom British not by domain 

128 Set 6 Germany Germany No filter by price :-( 

147 Set 6 Nepal Nepalese Google 

Participant Comments Set 6 



Participant 
Number: 

User 
Interface 
Set 7 

Nationality Culture Comments: 

24 Set 7 United Kingdom British less = more(home page) back to the 
database-esque results page but i 
like the inclusion of the images to 
clear things up a bit more.  

62 Set 7 United Kingdom British not by domain 

128 Set 7 Germany Germany No filter by price :-( 

147 Set 7 Nepal Nepalese Google 

Participant Comments Set 7 

Participant 
Number: 

User 
Interface 
Set 8 

Nationality Culture Comments: 

24 Set 8 United Kingdom British the results are nice and white, 
contrasted to the background 
making them standout a bit more 
and look better, however, still plain 
and unorganised-looking. 

49 Set 8 Pakistan British 
Pakistani 

The Buttons on the Search engine 
Home Page should be on one side of 
the home page 

62 Set 8 United Kingdom British Not domain 

109 Set 8 Bangladesh Bangladeshi I did not like the user interface in 
this set  

128 Set 8 Germany Germany The home page is too pink.  No filter 
by price :-( 

142 Set 8 Oman Omani use google search engine 

Participant Comments Set 8 



Participant 
Number: 

User 
Interface 
Set 9 

Nationality Culture Comments: 

3 Set 9 United 
Kingdom 

British No natural link to refine the search. 
I would look elsewhere 

24 Set 9 United 
Kingdom 

British these are typically all the same with 
a background change... 

62 Set 9 United 
Kingdom 

British not domain. Not sure about the 
filter categories - I might try them 
out to see (Last updated and 
location maybe if I was getting old 
info or too general e.g. Watford or 
something then I might like to see 
what was from Luton) 

128 Set 9 Germany Germany It makes no sense to filter the 
accommodation thing by "edu" 
domain, the BEDS page is ".ac.uk" 

Participant Comments Set 9 

Participant 
Number: 

User 
Interface 
Set 10 

Nationality Culture Comments: 

24 Set 10 United Kingdom British okay-okay, i take that back, this 
results page is making a break-
through now. Multiple sections for 
multiples forms of results, but the 
qualitative results are still rubbish. 

62 Set 10 United Kingdom British not domain 

128 Set 10 Germany Germany I find that if there is a text entry 
field on the home page, that's 
good enough.  I'm happy to ignore 
the rest. 

147 Set 10 Nepal Nepalese Google 

Participant Comments Set 10 



Participant 
Number: 

User 
Interface 
Set 11 

Nationality Culture Comments: 

3 Set 11 United Kingdom British No natural link to refine search. 
May look elsewhere 

24 Set 11 United Kingdom British back to copy and paste with a 
different background... 

62 Set 11 United Kingdom British not domain and some of the filters 
(see above comment location and 
how recent) 

Participant Comments Set 11 

Participant 
Number: 

User 
Interface 
Set 12 

Nationality Culture Comments: 

3 Set 12 United Kingdom British Look elsewhere as there in 
no natural link to refine 
search 

24 Set 12 United Kingdom British This must have took a 
while to make man. 

62 Set 12 United Kingdom British Not domain 

128 Set 12 Germany Germany Filter by price, yay! 

Participant Comments Set 12 



Stage Two. 

Grouped responses from participants who commented under the ‘Other’ option, for Part 
A of Section Two   

Participant 
Number: 

Grouping Nationality Culture Comments: 

99 Continue Nigeria African Check for drop-down menu and click 
on it. If am able to get my 
information. I continue. But if I don’t 
see it there. I will select the option 
closest to my information and follow 
it 

116 Misc. India Indian It gives a result of only university 
accommodation and you are 
searching for whole Luton. 

128 Filter page 

N 

Germany German The filter page is horrible, but I don't 
know that when I click on the link to 
filter my results.  The link looks very 
promising. 

132 use google United 
Kingdom 

British Go to google! 

142 use google Oman Omani I would switch to google search 
engine 

147 use google Nepal Nepalese Google 

159 use google United 
Kingdom 

British use google 

160 use google Kenya African use google 

199 use google Romania Romanian Use google 

Grouped Participant Comments Set 1 

Participant 
Number: 

Grouping Nationality Culture Comments: 

26 Use google United 
Kingdom 

British google wouldn't mess it up... 

64 Price Range 
P 

United 
Kingdom 

British I like the price range part, but the 
rest isn't as good as number 1 

130 Filter Page 
P 

Germany Germany The filter results page is much better 
than for Set 1, but I don't know that 
when I click the "filter" link. 

142 Use google Oman Omani Use google search engine 

147 Use google Nepal Nepalese Google 

159 Use google United 
Kingdom 

British use google 

177 Change SE Poland Polish Change Search engine 



202 Search 
again 

Greece Greek try again 

Grouped Participant Comments Set 2 

Participant 
Number: 

Grouping Nationality Culture Comments: 

24 Use 
Google 

United 
Kingdom 

British all of your results page designs are 
unappealing, unorganised-looking 
and inferior in contrast to googles 
neat, well laid out design with simple 
interface. 

35 Select 
Image - 
Use Filter 

United 
Kingdom 

British Look at the images, see if they lead 
to something closer to what I would 
like if  that does not work use search 
engine filter 

49 Pakistan British 
Pakistani 

Appearance Needs to Be More 
Appealing 

62 Use Filter United 
Kingdom 

British I would probably filter for web only 
content and country (image 3) but 
probably not the domain type 

72 Select 
Image 

Australia Australian select "Images" search link below 
the search bar 

115 Try again Pakistan Pakistani try to rephrase the words with more 
clear sentences 

128 Set 3 Germany Germany The filter results page is just as 
horrible as the one from Set 1, it 
looks a little nicer, though.  But I 
don't know that when I click the 
'filter' link :-) 

159 Use 
Google 

United 
Kingdom 

British use google 

160 Use 
Google 

Kenya African use google 

Grouped Participant Comments Set 3 



Participant 
Number: 

Grouping Nationality Culture Comments: 

3 Try 
another 
search 
engine 

United Kingdom British Try another search engine, as there 
does not seem to be a link for 
anything else. 

24 Don’t like 
results 
page(s) 

United Kingdom British Your home pages are nice, but I just 
don't like the way the results are 
displayed on any of the designs, you 
could have at least changed this (as 
well) on each design for a more 
accurate result of what people 
prefer.  

62 Filter United Kingdom British But not the site/domain 

99 try again Nigeria African Type in my search query in and 
search 

128 Set 4 Germany Germany I think you know the spiel. 

174 Calm India Indian its not better than 1st search 
engine, but its look like a warm and 
quit[e] so some of the people use 
this. 

Grouped Participant Comments Set 4 



Participant 
Number: 

Grouping Nationality Culture Comments: 

3 Try 
another 
search 
engine 

United Kingdom British I would have tried another search 
engine 

24 Home 
pages 
good 

United Kingdom British Seriously, your home pages are 
great! but the other two pages are 
always the same with small results 
text that looks like its been inspired 
by a simple unorganised database.  

62 Filter United Kingdom British but not by domain 

128 No filter 
by price 

Germany Germany It's got no filter by price - horrible. 

147 Use 
google 

Nepal Nepalese Google 

174 Calm India Indian i belive this engine is so cool and 
warm because its light colour when 
we tired ,we feel good and calm 
through this 

211 Misc. Netherlands Somali none 

Grouped Participant Comments Set 5 

Participant 
Number: 

Grouping Nationality Culture Comments: 

3 Try another 
search engine 

United 
Kingdom 

British Try another search engine 

24 Home page 
cluttered 
Results page 
clearer   

United 
Kingdom 

British This home page was hindered, 
there is too much going on in the 
display. But we are getting there 
with the results page, more 
spaced out = more clear. 

62 Filter United 
Kingdom 

British not by domain 

128 No filter by 
price 

Germany Germany No filter by price :-( 

147 Use Google Nepal Nepalese Google 

Grouped Participant Comments Set 6 



Participant 
Number: 

Grouping Nationality Culture Comments: 

24 Like home 
page 
Liked images 
in results 
page  

United 
Kingdom 

British less = more(home page) back to the 
database-esque results page but i 
like the inclusion of the images to 
clear things up a bit more.  

62 Filter United 
Kingdom 

British not by domain 

128 No price 
Filter 

Germany Germany No filter by price :-( 

147 Use Google Nepal Nepalese Google 

Grouped Participant Comments Set 7 

Participant 
Number: 

Grouping Nationality Culture Comments: 

24 Liked results 
page  

United 
Kingdom 

British the results are nice and white, 
contrasted to the background 
making them standout a bit more 
and look better, however, still plain 
and unorganised-looking. 

49 Button 
should be on 
side of home 
page  

Pakistan British 
Pakistani 

The Buttons on the Search engine 
Home Page should be on one side 
of the home page 

62 Filter United 
Kingdom 

British Not domain 

109 Did not like 
set 

Bangladesh Banglades
hi 

I did not like the user interface in 
this set  

128 Too pink 
No filter by 
price 

Germany Germany The home page is too pink.  No 
filter by price :-( 

142 Google Oman Omani use google search engine 

Grouped Participant Comments Set 8 



Participant 
Number: 

Grouping Nationality Culture Comments: 

3 Can’t refine 
search 
Look 
elsewhere 

United 
Kingdom 

British No natural link to refine the search. I 
would look elsewhere 

24 Same with 
difference bg 

United 
Kingdom 

British these are typically all the same with 
a background change... 

62 Filter 

Categories 
questioned 

United 
Kingdom 

British not domain. Not sure about the filter 
categories - I might try them out to 
see (Last updated and location 
maybe if I was getting old info or too 
general e.g. Watford or something 
then I might like to see what was 
from Luton) 

128 Misc. Germany Germany It makes no sense to filter the 
accommodation thing by "edu" 
domain, the BEDS page is ".ac.uk" 

Grouped Participant Comments Set 9 

Participant 
Number: 

Grouping Nationality Culture Comments: 

24 Results page 

better 

United 
Kingdom 

British okay-okay, i take that back, this 
results page is making a break-
through now. Multiple sections for 
multiples forms of results, but the 
qualitative results are still rubbish. 

62 Filter United 
Kingdom 

British not domain 

128 User just 
needs a 
search bar 

Germany Germany I find that if there is a text entry field 
on the home page, that's good 
enough.  I'm happy to ignore the 
rest. 

147 Use Google Nepal Nepalese Google 

Grouped Participant Comments Set 10 



Participant 
Number: 

Grouping Nationality Culture Comments: 

3 Can’t refine 
search 
Look else 
where 

United 
Kingdom 

British No natural link to refine search. 
May look elsewhere 

24 Does not like United 
Kingdom 

British back to copy and paste with a 
different background... 

62 Filter United 
Kingdom 

British not domain and some of the 
filters (see above comment 
location and how recent) 

Grouped Participant Comments Set 11 

Participant 
Number: 

Grouping Nationality Culture Comments: 

3 No refine 
search 
Look 
elsewhere 

United 
Kingdom 

British Look elsewhere as there in no 
natural link to refine search 

24 Misc. United 
Kingdom 

British This must have took a while to 
make man. 

62 Filter United 
Kingdom 

British Not domain 

128 Filter by price Germany Germany Filter by price, yay! 

Grouped Participant Comments Set 12 
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Appendix E: Theme Analysis - Stage Three

Data Set responses from participants who commented under the ‘Other’ option, for Part A 

of Section two.

Stage Three.

Key: 

Red = Power Distance Blue = Individualism Green = Masculinity 

Brown = Uncertainty Avoidance Purple = Long Term Time Orientation 

Bright Blue = Indulgence  

User Interface Set 1 – High Power Distance 

Participant 
Number: 

Grouping Grouping 
ID 

Nationality Culture Comments: 

99 Search 
again 

2 Nigeria African Check for drop-down 
menu and click on it. If 
am able to get my 
information. I continue. 
But if I don’t see it there. 
I will select the option 
closest to my 
information and follow it 

116 Misc. 17 India Indian It gives a result of only 
university 
accommodation and you 
are searching for whole 
Luton. 

128 Filter 
page N 

4 Germany German The filter page is 
horrible, but I don't 
know that when I click 
on the link to filter my 
results.  The link looks 
very promising. 

132 Change 
SE 

1 United 
Kingdom 

British Go to google! 

142 Change 
SE 

1 Oman Omani I would switch to google 
search engine 

147 Change 
SE 

1 Nepal Nepalese Google 

159 Change 
SE 

1 United 
Kingdom 

British use google 

160 Change 
SE 

1 Kenya African use google 



199 Change 
SE 

1 Romania Romanian Use google 

Participant Comments and Grouping ID Set 1 

User Interface Set 2 – Low Power Distance 

Participant 
Number: 

Grouping Grouping 
ID 

Nationality Culture Comments: 

24 Change 
SE 

1 United 
Kingdom 

British google wouldn't mess it 
up... 

62 Price 
Range P 

7 United 
Kingdom 

British I like the price range part, 
but the rest isn't as good 
as number 1 

128 Filter 
Page P 

3 Germany Germany The filter results page is 
much better than for Set 
1, but I don't know that 
when I click the "filter" 
link. 

142 Change 
SE 

1 Oman Omani Use google search engine 

147 Change 
SE 

1 Nepal Nepalese Google 

159 Change 
SE 

1 United 
Kingdom 

British use google 

177 Change 
SE 

1 Poland Polish Change Search engine 

202 Search 
again 

2 Greece Greek try again 

Participant Comments and Grouping ID Set 2 



User Interface Set 3 – High Individualism 

Participant 
Number: 

Grouping Grouping 
ID 

Nationality Culture Comments: 

24 Change 
SE 

1, 16 United 
Kingdom 

British all of your results page 
designs are 
unappealing, 
unorganised-looking 
and inferior in contrast 
to googles neat, well 
laid out design with 
simple interface. 

35 Select 
Image 

Filter 

11,3 United 
Kingdom 

British Look at the images, 
see if they lead to 
something closer to 
what I would like if  
that does not work use 
search engine filter 

49 Set not 
liked 

16 Pakistan British 
Pakistani 

Appearance Needs to 
Be More Appealing 

62 Use Filter 3 United 
Kingdom 

British I would probably filter 
for web only content 
and country (image 3) 
but probably not the 
domain type 

72 Select 
Images 

11 Australia Australian select "Images" search 
link below the search 
bar 

115 Search 
again 

2 Pakistan Pakistani try to rephrase the 
words with more clear 
sentences 

128 Results 
page N 

6 Germany Germany The filter results page 
is just as horrible as 
the one from Set 1, it 
looks a little nicer, 
though.  But I don't 
know that when I click 
the 'filter' link :-) 

159 Change 
SE 

1 United 
Kingdom 

British use google 

160 Change 
SE 

1 Kenya African use google 

Participant Comments and Grouping ID Set 3 



User Interface Set 4 - Low Individualism 

Participant 
Number: 

Grouping Grouping ID Nationality Culture Comments: 

3 Change 
SE 

1 United 
Kingdom 

British Try another search 
engine, as there does 
not seem to be a link 
for anything else. 

24 Home 
page P 

Results 
page(s) N 

9, 6 United 
Kingdom 

British Your home pages are 
nice, but I just don't like 
the way the results are 
displayed on any of the 
designs, you could have 
at least changed this 
(as well) on each design 
for a more accurate 
result of what people 
prefer.  

62 Filter 3 United 
Kingdom 

British But not the 
site/domain 

99 Search 
again 

2 Nigeria African Type in my search 
query in and search 

128 Results 
page N 

6 Germany Germany I think you know the 
spiel. 

174 Set Liked 15 India Indian its not better than 1st 
search engine, but its 
look like a warm and 
quit[e] so some of the 
people use this. 

Participant Comments and Grouping ID Set 4 



User Interface Set 5 – High Masculinity 

Participant 
Number: 

Grouping Grouping 
ID 

Nationality Culture Comments: 

3 Change SE 1 United 
Kingdom 

British I would have tried 
another search 
engine 

24 Home 
pages P 

Results 
pages N 

9, 6 United 
Kingdom 

British Seriously, your 
home pages are 
great! but the other 
two pages are 
always the same 
with small results 
text that looks like 
its been inspired by 
a simple 
unorganised 
database.  

62 Filter 3 United 
Kingdom 

British but not by domain 

128 No filter by 
price  N 

8 Germany Germany It's got no filter by 
price - horrible. 

147 Change SE 1 Nepal Nepalese Google 

174 Set liked P 15 India Indian i belive this engine is 
so cool and warm 
because its light 
colour when we 
tired ,we feel good 
and calm through 
this 

211 Misc. 17 Netherlands Somali none 

Participant Comments and Grouping ID Set 5 



Participant 
Number: 

Grouping Grouping 
ID 

Nationality Culture Comments: 

3 Change SE 1 United 
Kingdom 

British Try another search 
engine 

24 Home 
page N 
Results 
page P 

10, 5 United 
Kingdom 

British This home page was 
hindered, there is too 
much going on in the 
display. But we are 
getting there with the 
results page, more 
spaced out = more 
clear. 

62 Filter 3 United 
Kingdom 

British not by domain 

128 No filter by 
price N 

8 Germany Germany No filter by price :-( 

147 Change SE 1 Nepal Nepalese Google 

Participant Comments and Grouping ID Set 6 

User Interface Set 7 – High Uncertainty Avoidance 

Participant 
Number: 

Grouping Grouping 
ID 

Nationality Culture Comments: 

24 home page 
P 
results 
page 
images P 

9, 5 United 
Kingdom 

British less = more(home 
page) back to the 
database-esque 
results page but i 
like the inclusion of 
the images to clear 
things up a bit more. 

62 Filter 3 United 
Kingdom 

British not by domain 

128 No price 
Filter  N 

8 Germany Germany No filter by price :-( 

147 Change SE 1 Nepal Nepalese Google 

Participant Comments and Grouping ID Set 7 



User Interface Set 8 – Low Uncertainty Avoidance 

Participant 
Number: 

Grouping Grouping 
ID 

Nationality Culture Comments: 

24 Results 
page, P 

5 United 
Kingdom 

British the results are nice 
and white, 
contrasted to the 
background making 
them standout a bit 
more and look 
better, however, 
still plain and 
unorganised-
looking. 

49 Home 
page 

10 Pakistan British 
Pakistani 

The Buttons on the 
Search engine 

Participant 
Number: 

Grouping Grouping 
ID 

Nationality Culture Comments: 

button 
Layout not 
N 

Home Page should 
be on one side of 
the home page 

62 Filter 3 United 
Kingdom 

British Not domain 

109 Set not like 
N 

16 Bangladesh Bangladeshi I did not like the 
user interface in 
this set  

128 Too pink – 
not liked N 
No filter by 
price  N 

16, 8 Germany Germany The home page is 
too pink.  No filter 
by price :-( 

142 Change SE 1 Oman Omani use google search 
engine 

Participant Comments and Grouping ID Set 8 



User Interface Set 9 – High Long Term Time Orientation 

Participant 
Number: 

Grouping Grouping ID Nationality Culture Comments: 

3 No refine 
search link 
N  
Look 
elsewhere 

12, 1 United 
Kingdom 

British No natural link to 
refine the search. I 
would look 
elsewhere 

24 Misc. 17 United 
Kingdom 

British these are typically 
all the same with a 
background 
change... 

62 Filter 

Categories 
questioned 

4, 14 United 
Kingdom 

British not domain. Not 
sure about the filter 
categories - I might 
try them out to see 
(Last updated and 
location maybe if I 
was getting old info 
or too general e.g. 
Watford or 
something then I 
might like to see 
what was from 
Luton) 

128 Misc. 17 Germany Germany It makes no sense to 
filter the 
accommodation 
thing by "edu" 
domain, the BEDS 
page is ".ac.uk" 

Participant Comments and Grouping ID Set 9 



User Interface Set 10 – Low Long Term Time Orientation 

Participant 
Number: 

Grouping Grouping 
ID 

Nationality Culture Comments: 

24 Results 
page P 

5 United 
Kingdom 

British okay-okay, i take that 
back, this results page 
is making a break-
through now. Multiple 
sections for multiples 
forms of results, but 
the qualitative results 
are still rubbish. 

62 Filter 3 United 
Kingdom 

British not domain 

128 Misc.  17 Germany Germany I find that if there is a 
text entry field on the 
home page, that's good 
enough.  I'm happy to 
ignore the rest. 

147 Change SE 1 Nepal Nepalese Google 

Participant Comments and Grouping ID Set 10 



User Interface Set 11 – High Indulgence 

Participant 
Number: 

Grouping Grouping 
ID 

Nationality Culture Comments: 3 

3 No refine 
search link 
N  
Look 
elsewhere 

12, 1 United 
Kingdom 

British No natural link to 
refine search. May 
look elsewhere 

24 Set not 
liked  N 

16 United 
Kingdom 

British back to copy and 
paste with a 
different 
background... 

62 Filter 
Categories 
questioned 

14 United 
Kingdom 

British not domain and 
some of the filters 
(see above comment 
location and how 
recent) 

Participant Comments and Grouping ID Set 11 

User Interface Set 12 – Low Indulgence 

Participant 
Number: 

Grouping Grouping 
ID 

Nationality Culture Comments: 

3 No refine 
search link 
N  
Look 
elsewhere 

12, 1 United 
Kingdom 

British Look elsewhere as 
there in no natural 
link to refine 
search 

24 Misc. 17 United 
Kingdom 

British This must have 
took a while to 
make man. 

62 Filter 3 United 
Kingdom 

British Not domain 

128 Filter by 
price P 

7 Germany Germany Filter by price, yay! 

Participant Comments and Grouping ID Set 12 
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Appendix F: Experiment Three - Section Three Part B

Data for Borda Count by Nationality and Region 

Set 1 
PD 
High 

Set 2 
PD 
Low 

Set 3 
IDV 
High 

Set 4 
IDV 
Low 

Set 5 
MAS 
High 

Set 6 
MAS 
Low 

Set 7 
UA 
High 

Set 8 
UA 
Low 

Set 9 
LTO 
High 

Set 10 
LTO 
Low 

Set 11 
IND 
High 

Set 12 
IND 
Low 

Nationality 

Region or 
Nationality 

8 7 2 9 10 3 6 4 11 5 1 12 China China 

3 5 6 7 4 2 1 8 11 10 12 9 China China 

12 11 8 7 2 6 4 3 10 9 5 1 China China 

10 12 7 2 11 1 6 4 9 8 5 3 China China 

33 35 23 25 27 12 17 19 41 32 23 25 Totals 

Border Count for China 

Set 1 
PD 
High 

Set 2 
PD 
Low 

Set 3 
IDV 
High 

Set 4 
IDV 
Low 

Set 5 
MAS 
High 

Set 6 
MAS 
Low 

Set 7 
UA 
High 

Set 8 
UA 
Low 

Set 9 
LTO 
High 

Set 10 
LTO 
Low 

Set 11 
IND 
High 

Set 12 
IND 
Low 

Nationality 

Region or 

Nationality 

11 1 6 9 12 5 10 7 8 4 3 2 Germany Europe 

9 3 10 7 5 11 12 2 8 4 6 1 Greece Europe 

20 4 16 16 17 16 22 9 16 8 9 3 Totals 

 Border Count for Europe 



Set 1 
PD 
High 

Set 2 
PD 
Low 

Set 3 
IDV 
High 

Set 4 
IDV 
Low 

Set 5 
MAS 
High 

Set 6 
MAS 
Low 

Set 7 
UA 
High 

Set 
8 UA 
Low 

Set 9 
LTO 
High 

Set 10 
LTO 
Low 

Set 11 
IND 
High 

Set 12 
IND 
Low 

Nationality 

Region or 
Nationality 

12 1 11 10 9 8 7 2 6 5 4 3 Romania 
Europe C/E 
Ex-Soviet 

7 6 8 5 12 1 2 3 11 9 10 4 
Russian 
Federation 

Europe C/E 
Ex-Soviet 

2 12 5 3 4 11 7 8 9 10 6 1 Uzbekistan 
Europe C/E 
Ex-Soviet 

21 19 24 18 25 20 16 13 26 24 20 8 Totals 

Border Count for Europe C/E Ex-Soviet 

Set 1 
PD 
High 

Set 2 
PD 
Low 

Set 3 
IDV 
High 

Set 4 
IDV 
Low 

Set 5 
MAS 
High 

Set 6 
MAS 
Low 

Set 7 
UA 
High 

Set 8 
UA 
Low 

Set 9 
LTO 
High 

Set 10 
LTO 
Low 

Set 11 
IND 
High 

Set 12 
IND 
Low 

Nationality 

Region or 

Nationality 

2 7 4 3 5 6 8 9 10 11 12 1 
Congo 
(DRC) 

Muslim 
World M.E. 
& Africa 

12 10 9 3 8 6 1 7 11 2 5 4 Nigeria 

Muslim 
World M.E. 
& Africa 

12 10 9 11 7 8 1 2 3 4 5 6 Zimbabwe 

Muslim 
World M.E. 
& Africa 

10 9 1 6 8 7 2 5 12 11 3 4 Zimbabwe 

Muslim 
World M.E. 
& Africa 

36 36 23 23 28 27 12 23 36 28 25 15 Totals 
 Border Count for Muslim World M.E. & Africa 



Set 1 
PD 
High 

Set 2 
PD 
Low 

Set 3 
IDV 
High 

Set 
4 IDV 
Low 

Set 5 
MAS 
High 

Set 6 
MAS 
Low 

Set 7 
UA 
High 

Set 8 
UA 
Low 

Set 9 
LTO 
High 

Set 10 
LTO 
Low 

Set 11 
IND 
High 

Set 12 
IND 
Low 

Nationality 

Region or 

Nationality 

12 10 4 5 7 6 2 3 8 11 1 9 
United 
Kingdom 

United 
Kingdom 

10 1 8 12 7 9 6 11 4 3 5 2 
United 
Kingdom 

United 
Kingdom 

1 2 7 11 6 9 12 10 4 3 5 8 
United 
Kingdom 

United 
Kingdom 

6 7 2 1 10 8 9 3 4 5 11 12 
United 
Kingdom 

United 
Kingdom 

12 5 1 2 10 11 9 4 8 7 6 3 
United 
Kingdom 

United 
Kingdom 

8 9 4 6 1 3 2 7 11 12 10 5 
United 
Kingdom 

United 
Kingdom 

12 11 10 9 8 7 6 5 4 3 2 1 
United 
Kingdom 

United 
Kingdom 

3 8 10 9 12 4 11 5 6 2 7 1 
United 
Kingdom 

United 
Kingdom 

12 8 4 5 7 2 6 3 10 9 11 1 
United 
Kingdom 

United 
Kingdom 

1 7 2 3 6 8 5 4 9 10 11 12 
United 
Kingdom 

United 
Kingdom 

1 2 3 4 5 6 7 8 9 11 10 12 
United 
Kingdom 

United 
Kingdom 

78 70 55 67 79 73 75 63 77 76 79 66 Totals 
Border Count for the United Kingdom 



Set 1 
PD 
High 

Set 2 
PD 
Low 

Set 3 
IDV 
High 

Set 4 
IDV 
Low 

Set 5 
MAS 
High 

Set 6 
MAS 
Low 

Set 7 
UA 
High 

Set 8 
UA 
Low 

Set 9 
LTO 
High 

Set 10 
LTO 
Low 

Set 11 
IND 
High 

Set 12 
IND 
Low 

Nationality 

Region or 

Nationality 

6 8 7 9 3 5 4 10 1 11 12 2 Venezuela Venezuela 

6 8 7 9 3 5 4 10 1 11 12 2 Totals 

Border Count for Venezuela 
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Appendix G
User Interface Survey 

Consent Form 

Institute for Research In Applicable Computing 

Supervisory Team 

Dr Ingo Frommholz, University of Bedfordshire, Luton, Beds. 

Dr Haiming Liu, University of Bedfordshire, Luton, Beds. 

Student Name 

Karen Chessum, University of Bedfordshire, Luton, Beds. 

Questionnaire Purpose and Procedures 

You are invited to take part in a research study. Before you decide to do so, it is important for you to understand why the research is being done and 

what it will involve. Please take time to read the following information carefully. Ask me if anything is not clear or if you would like more information. 

This research is designed to look at how, if at all, an IT user’s cultural background impacts on their search engine preferences and expectations. 

Participation in this study is entirely voluntary. If you decide to take part you will be given this information sheet to keep and asked to sign a consent 

form. You are free to withdraw at any time without giving a reason. You also have the right to withdraw retrospectively any consent given, and to 

require that any data gathered on you be destroyed. In order for us to be able to able to remove your data from our survey, please make a note of your 

unique number and contact karen.chessum@beds.ac.uk with your request and state your unique number. 

The purpose of this questionnaire is to collect information in order to help improve the design of search engines. This is purely scientific research and 

will be used at a later date, by the student investigator as the basis of her research for her thesis. 

You are being asked to complete a questionnaire to assist us in that regard. We expect it will take you approximately 20 minutes to complete the 

questionnaire. The questionnaire will include a survey consisting of 12 sets of user interfaces, where the participant will is asked to select their 

preferences and classify the user interfaces into categories. There are no right or wrong responses for any of the above. 

Unfortunately there is no payment for taking part in this research. 

Confidentiality 

The identities of all participants will remain anonymous and will be kept confidential. Identifiable data will be stored securely. All data from 

participants will be anonymised in any research papers, reports, thesis documents, or presentations resulting from this work. 

All information collected about you during the course of this study will be kept strictly confidential. You will be identified by an ID number, no names or 

addresses are collected, so you cannot be recognised from it. Data will be stored safely and confidentially for analysis. For example, the electronic 

based data will be kept on the secured server provided by the university. 

Contact Information about the Project 

If you have any questions or require further information about the data, results and project you may contact Karen Chessum 01582 489160 or 

karen.chessum@beds.ac.uk 

Consent 

We intend for your participation in this research to be pleasant and stress-free. Your participation is entirely voluntary and you may refuse to 

participate or withdraw from the study at any time. 

Consent 

1. 
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I confirm I have read and understand the information sheet for the above study and have had the opportunity to ask questions. Please select 

mailto:karen.chessum@beds.ac.uk
mailto:karen.chessum@beds.ac.uk
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I understand that my permission is voluntary and that I am free to withdraw at any time, without giving any reason, without my 

legal rights being affected. 

I agree to take part in the above study. Please select 

Please select 



Interface Survey 

Section 1: 

2. Culture you most identify with: (e.g. Chinese, Indian, British)

3. First Language: 

4. Other Language(s): 

5. How old are you?  Required

6. Are you?  Required

7. How many years of formal school education (or their equivalent) did you complete (starting with primary school)?  Required 

8. If you have or have had a paid job, what kind of job is it / was it?  Required 
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No paid job (includes full-time students) Unskilled or semi-skilled manual worker Generally trained office worker or 

secretary 

10 years or less 11 years 12 years 

13 years 14 years 15 years 

16 years 17 years 18 years or over 

Male Female Prefer not to say 

Under 20 20-24 25-29

30-34 35-39 40-49

50-59 60 or over 

Appendix G 
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9. What is your nationality?

9.a.  If you selected Other, please specify:

10. What was your nationality at birth (if different)?

10.a.  If you selected Other, please specify:

11. Do you currently live in the UK?  Required 

11.a.  The length of time you have ever lived in the UK? Optional 

Section 2: 

The following sets of search engine user interfaces are prototypes. They have been designed using research based on Geert Hofstede. For further 

information on Geert Hofstede please see: www.geerthofstede.eu 

The layout, colours and available features are different for each set of user interfaces. 

Could you take a look at the user interfaces and answer the questions following each set of user interfaces please. It is the user interface design we 

are testing and not the user. There are no right or wrong responses. 

The search results used in the user interfaces have been obtained from the search scenario example given below.. 

The Search Scenario 

You have graduated from college and would like to go to University. You have chosen the University of Bedfordshire and would like to get 

an idea of the town where you will be living for the next three years. You have searched for "Student Accommodation Luton".  The results 

of your search are shown on the result pages. 
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Less than 1 year 1 - 5 years 6 - 10 years 

11 - 15 years 15 - 20 years 21 - 25 years 

25 years or over I have never lived in the UK 

Vocationally trained craftsperson, Academically trained professional or Manager of one or more subordinates 

technician, IT-specialist, nurse, artist or equivalent (but not a manager of people) (non-managers) 

equivalent 

Manager of one or more managers 

http://www.geerthofstede.eu/


Set 1. Search Engine Home Page - Image 1

Search Engine Results - Image 2 
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Search Engine Filter Results Page - Image 3 

6 / 72 
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12. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.

13. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.

14. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.

15. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 
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16. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.

17. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.

18. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.

19. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.

20. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.

21. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.

22. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 

Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Uncluttered Design 

Cluttered Design 
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23. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.

24. Would you trust this site?  Required 

24.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

25. Would you use this site?  Required 

25.a.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 
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Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 
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Set 2.  Search Engine Home Page



Appendix G
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Search Engine Results - Image 2
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26. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.

27. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.

28. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 

Search Engine Filter Results Page - Image 3 
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29. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.

30. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.

31. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.

32. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.

33. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.

34. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.

35. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.

36. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Yes No Don't Know 

Uncluttered Design 

Cluttered Design 
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37. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please. 

38. Would you trust this site?  Required 

38.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

38.b.   Would you use this site?  Required 

38.b.i.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 
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Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 
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Set 3. Search Engine Home Page - Image 1 
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Search Engine Results - Image 2 
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39. Looking at the above user interfaces for set 3, could you indicate which words or phrases you feel would best describe them please.

40. Looking at the above user interfaces for set 3, could you indicate which words or phrases you feel would best describe them please.

41. Looking at the above user interfaces for set 1, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 

Search Engine Filter Results Page - Image 3 
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42. Looking at the above user interfaces for set 3, could you indicate which words or phrases you feel would best describe them please.

43. Looking at the above user interfaces for set 3, could you indicate which words or phrases you feel would best describe them please.

44. Looking at the above user interfaces for set 3, could you indicate which words or phrases you feel would best describe them please.

45. Looking at the above user interfaces for set 3, could you indicate which words or phrases you feel would best describe them please.

46. Looking at the above user interfaces for set 3, could you indicate which words or phrases you feel would best describe them please.

47. Looking at the above user interfaces for set 3, could you indicate which words or phrases you feel would best describe them please.

48. Looking at the above user interfaces for set 3, could you indicate which words or phrases you feel would best describe them please.

49. Looking at the above user interfaces for set 3, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Yes No Don't Know 

Uncluttered Design 

Cluttered Design 
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50. Looking at the above user interfaces for set 3, could you indicate which words or phrases you feel would best describe them please.

51. Would you trust this site?  Required 

51.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

52. Would you use this site?  Required 

52.a.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 
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Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 



Appendix G

Search Engine Results - Image 2 
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Set 4. Search Engine Home Page - Image 1 



Search Engine Filter Results Page - Image 3 

53. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please.

54. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please.

55. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please.

21 / 72 

Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 

Appendix G 
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56. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please.

57. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please.

58. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please.

59. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please.

60. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please.

61. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please.

62. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please.

63. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Yes No Don't Know 

Uncluttered Design 

Cluttered Design 
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64. Looking at the above user interfaces for set 4, could you indicate which words or phrases you feel would best describe them please. 

65. Would you trust this site?  Required 

65.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

66. Would you use this site?  Required 

66.a.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 
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Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 
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Set 5. Search Engine Home Page - Image 1 
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Search Engine Results - Image 2 
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67. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please.

68. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please.

69. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 

Search Engine Filter Results Page - Image 3 
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70. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please.

71. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please.

72. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please.

73. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please.

74. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please.

75. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please.

76. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please.

77. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Yes No Don't Know 

Uncluttered Design 

Cluttered Design 
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78. Looking at the above user interfaces for set 5, could you indicate which words or phrases you feel would best describe them please. 

79. Would you trust this site?  Required 

79.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

80. Would you use this site?  Required 

80.a.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 
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Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 
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Set 6. Search Engine Home Page - Image 1 
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Search Engine Results - Image 2 
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81. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please.

82. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please.

83. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please.

31 / 72 

Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 

Search Engine Filter Results Page - Image 3 
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84. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please.

85. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please.

86. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please.

87. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please.

88. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please.

89. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please.

90. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please.

91. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Yes No Don't Know 

Uncluttered Design 

Cluttered Design 
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92. Looking at the above user interfaces for set 6, could you indicate which words or phrases you feel would best describe them please. 

93. Would you trust this site?  Required 

93.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

94. Would you use this site?  Required 

94.a.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 

33 / 72 

Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 
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Set 7. Search Engine Home Page - Image 1 
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Search Engine Results - Image 2 
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95. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please.

96. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please.

97. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 

Search Engine Filter Results Page - Image 3 
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98. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please.

99. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please. 

100. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please.

101. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please.

102. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please.

103. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please.

104. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please.

105. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Yes No Don't Know 

Uncluttered Design 

Cluttered Design 
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106. Looking at the above user interfaces for set 7, could you indicate which words or phrases you feel would best describe them please.

107. Would you trust this site?  Required 

107.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

108. Would you use this site?  Required 

108.a.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 
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Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 
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Set 8. Search Engine Home Page - Image 1 
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Search Engine Results - Image 2 
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109. Looking at the above user interfaces for set 8, could you indicate which words or phrases you feel would best describe them please.

110. Looking at the above user interfaces for set 8, could you indicate which words or phrases you feel would best describe them please.

111. Looking at the above user interfaces for set 8, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 

Search Engine Filter Results Page - Image 3 
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112. Looking at the above user interfaces for set 8, could you indicate which words or phrases you feel would best describe them please.

113. Looking at the above user interfaces for set 8, could you indicate which words or phrases you feel would best describe them please.

114. Looking at the above user interfaces for set 8, could you indicate which words or phrases you feel would best describe them please.

115. Looking at the above user interfaces for set 8, could you indicate which words or phrases you feel would best describe them please.

116. Looking at the above user interfaces for set 8, could you indicate which words or phrases you feel would best describe them please.

117. Looking at the above user interfaces for set 8, could you indicate which words or phrases you feel would best describe them please.

118. Looking at the above user interfaces for set 8, could you indicate which words or phrases you feel would best describe them please.

119. Looking at the above user interfaces for set 2, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Yes No Don't Know 

Uncluttered Design 

Cluttered Design 
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120. Looking at the above user interfaces for set 8, could you indicate which words or phrases you feel would best describe them please. 

121. Would you trust this site?  Required 

121.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

122. Would you use this site?  Required 

122.a.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 
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Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 
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Set 9. Search Engine Home Page - Image 1 
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Search Engine Results - Image 2 
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123. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please.

124. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please.

125. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 

Search Engine Filter Results Page - Image 3 
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126. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please.

127. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please.

128. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please.

129. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please.

130. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please.

131. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please.

132. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please.

133. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Yes No Don't Know 

Uncluttered Design 

Cluttered Design 



Appendix G

134. Looking at the above user interfaces for set 9, could you indicate which words or phrases you feel would best describe them please. 

135. Would you trust this site?  Required 

135.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

136. Would you use this site?  Required 

136.a.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 
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Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 
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Search Engine Results - Image 2 
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Set 10. Search Engine Home Page - Image 1 



Search Engine Results - Image 3 

137. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.

138. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.

139. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.

140. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 

Appendix G 



Appendix G
Please don't select more than 1 answer(s) per row. 

Please select between 1 and 2 answers. 

Please don't select more than 1 answer(s) in any single  column. 

141. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.

142. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.

143. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.

144. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.

145. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.

146. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Yes No Don't Know 

Uncluttered Design 

Cluttered Design 
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147. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.

148. Looking at the above user interfaces for set 10, could you indicate which words or phrases you feel would best describe them please.

149. Would you trust this site?  Required 

149.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

150. Would you use this site?  Required 

150.a.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 
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Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 

Yes No Don't Know 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 
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Set 11. Search Engine Home Page - Image 1 
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Search Engine Results - Image 2 
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151. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.

152. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.

153. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.

55 / 72 

Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 

Search Engine Filter Results Page - Image 3 
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154. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.

Please don't select more than 1 answer(s) per row. 

Please select between 1 and 2 answers. 

Please don't select more than 1 answer(s) in any single  column. 

155. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.

156. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.

157. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.

158. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.

159. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.

160. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Yes No Don't Know 

Uncluttered Design 

Cluttered Design 
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161. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.

162. Looking at the above user interfaces for set 11, could you indicate which words or phrases you feel would best describe them please.

163. Would you trust this site?  Required 

163.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

164. Would you use this site?  Required 

164.a.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 
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Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 

Yes No Don't Know 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 
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Set 12. Search Engine Home Page - Image 1 
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Search Engine Results - Image 2 
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165. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.

166. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.

167. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Novel (new) or Unique 

More Traditional 

Yes No Don't Know 

Focus on Authority and Expertise 

Less Focus on Authority and Expertise 

Yes No Don't Know 

Focus on Leaders 

Focus on Citizens 

Search Engine Filter Results Page - Image 3 
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168. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.

169. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.

170. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.

171. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.

172. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.

173. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.

174. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.

175. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.
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Yes No Don't Know 

Yes No Don't Know 

Thrift (careful management of money) and Saving is Valued 

Serving (helping) Others and Social Spending is Valued 

Yes No Don't Know 

Simple Design 

Complex Design 

Yes No Don't Know 

Toughness and Assertiveness is Valued 

Tenderness and Kindness is Valued 

Yes No Don't Know 

Emphasis on Competitiveness 

Emphasis on Cooperation 

Yes No Don't Know 

Focus on Individual People or Things 

Focus on Groups of People or Things 

Yes No Don't Know 

Aesthetically pleasing to the eye (pleasing to look at ) 

Not so aesthetically pleasing to the eye (not so pleasing to look at) 

Yes No Don't Know 

Uncluttered Design 

Cluttered Design 
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176. Looking at the above user interfaces for set 12, could you indicate which words or phrases you feel would best describe them please.

177. Would you trust this site?  Required 

177.a.  Could you tell me why you chose your answer please? (e.g I would trust this site because..... e.g. I wouldn't trust this site because.....) 

178. Would you use this site?  Required 

178.a.  Could you tell me why you chose your answer please? (e.g. I would use this site because...... e.g. I wouldn't use this site because......) 

Required 

Section 3 - Preferences 

Please answer the following set of questions: 

A thumbnail image of the 'home page' has been included as reminder of the user interface sets. Please click on the image to enlarge it. 

179.   Set 1: Set 2: 

Looking at Set 1 and Set 2, which set do you prefer please?  Required 
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Yes 

No 

Yes 

No 

Yes No Don't Know 

Structured Design 

Looser Structured Design 

Focus on Education, Working Hard and Perserverance 

Focus on Quick Achievment of Goals and Outcomes 
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180.   Set 3: Set 4: 

Looking at Set 3 and Set 4, which Set do you prefer please?  Required 

181.   Set 5: Set 6: 

Looking at Set 5 and Set 6, which Set do you prefer please?  Required 

182.   Set 7: Set 8: 

Looking at Set 7 and Set 8, which Set do you prefer please?  Required 

183.   Set 9: Set 10: 

Looking at Set 9 and Set 10, which Set do you prefer please?  Required 

184.   Set 11: Set 12: 

Looking at Set 11 and Set 12, which Set do you prefer please?  Required 
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185. Looking at the above 12 sets of user interfaces, please rank the sets in your order of preference. With 'First' place being given to the set your

prefer the most and then 'Second' for your second preference and so on...  Required

Please don't select more than 1 answer(s) per row. 

Please select exactly 12 answer(s). 

Please don't select more than 1 answer(s) in any single  column. 
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First Second Third Fourth Fifth Sixth Seventh Eighth Ninth Tenth Eleventh 
Twelfth 

(last) 

Set 1 

Set 2 

Set 3 

Set 4 

Set 5 

Set 6 

Set 7 

Set 8 

Set 9 

Set 10 

Set 11 

Set 12 



Key for selection options 

1.1.a - 

I agree 

1.2.a - 

I agree 

1.3.a - 

I agree 

9 - What is your nationality? 
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Appendix G

Thank You 

I would like to thank you for taking the time to complete this survey. All information collected during the course of this study will be kept strictly 

confidential. Data will be stored safely and confidentially for analysis. All of the data is anonymised. 

11 - Do you currently live in the UK? 

Yes 

No 

179 - Set 1: Set 2: 

Looking at Set 1 and Set 2, which set do you prefer please? 

Set 1 

Set 2 

180 - Set 3: Set 4: 

Looking at Set 3 and Set 4, which Set do you prefer please? 

Set 3 

Set 4 
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181 - Set 5: Set 6: 

Looking at Set 5 and Set 6, which Set do you prefer please? 

Set 5 

Set 6 

182 - Set 7: Set 8: 

Looking at Set 7 and Set 8, which Set do you prefer please? 

Set 7 

Set 8 

183 - Set 9: Set 10: 

Looking at Set 9 and Set 10, which Set do you prefer please? 

Set 9 

Set 10 

184 - Set 11: Set 12: 

Looking at Set 11 and Set 12, which Set do you prefer please? 

Set 11 

Set 12 

72 / 72 
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Appendix H

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: UK……………………………………………………………………………………………………................. 

Business Type:  Fast Food KFC………………………………………………………………………………………… 

URL: http://www.kfc.co.uk ……………………………………………………………………………………………… 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) Yes All All UK English used 

English (USA) Also English USA 
Slang in ‘Your data 
explained’ 

Some An American Company. 

English used as 2nd language 

Other European Languages 

Other European Language(s) 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine Yes Rotating Banner 
Heading 

Attractor 

Other.. Gallery Static 

http://www.kfc.co.uk/
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Traditional Mandarin 

Simplified Mandarin 

Japanese 

Hebrew Script 

Arabic Script 

Other Script (Thai, Punjabi 
etc.)  
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Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   

List those present How visually 
prominent 

(static or animated) 

Comments 

Site Branding: 

Local brand identity Yes Very prominent Western 

Global brand identity Yes Very prominent 

Logo, Icon or Symbol Logo 
Symbol 

Fairly prominent 
Static 

Logo placement? Top Left Fairly prominent 
Static 

Culturally specific use of 
images, icons, logos or 
other features used? 

Yes – culturally inclusive  
images of people in Careers 
at KFC  

Does the Colour scheme 
match the brand? 

Yes Totally 

Banner Heading: 
Are these animated or 
film? 
Rotating Banner 
Heading?  
Hero Banner Heading  
Are these animated or 
film? 
Rotating Banner 
Heading?  

No 

Yes 

No 

No 

4 rotates very 
prominent  

Trust Issues: 

Statement on security No 

Statement on privacy Yes Also Tax strategy 
and Modern day 
slavery  

Security features e.g. 
Login/password 

Yes, to order online 
Yes, join colonels club 

Yes on Order Online 
Yes on colonels club 
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Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 
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List those present How visually 
prominent 

(static or animated) 

Comments 

News Stories: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Weather: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Domain Specific News: 

(e.g. news relating to the 
website domain) 

No 

Cross Advertising: 
Banner head 
advertisements 

‘Call of Duty’ one of the 
rotating banner headings 

Very prominent 

Tournament  

The cross-
advertisements of 
products related to the 
company 

All other types of food etc., 
being sold.  

Quite prominent 

The cross-
advertisements  of 
services related to the 
company  

Delivery Service Very prominent 

Link has coloured 
roll over   

Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 
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The cross-advertisement 
of    
‘third party’ products 
and/or services 

No 

Promotions: (not time 
limited) 

Free gifts 

Discounts 

Prizes 

Similar (specify) 
Reward Scheme 

Colonels club, reward 
stamps.  

Prominent - top 
menu item  

Links to other sites: 

Globally recognised site 

Nationally recognised 

site  

Regionally recognised 
site 

Locally significant site 

Yes 

Facebook 
Twitter 
Instagram 
YouTube 
Snapchat 

Apple Store 
Google Play 

No 

No 

Under bottom row 
menu items. Logo 
based monochrome 
links 

To the right of 
bottom menu items. 
Coloured image logo 
links  
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The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s)  

Dark Red/Red 

Red/White/Black/Grey 

Very prominent 

Very prominent 

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

Yes 

Yes 

No 

No 

Strong 

Very prominent 

Very prominent 

Very prominent 

Section (5) Colour 
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The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls  

Images 

Text  

Icons 

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

No 

No 

No 

No  - 3 large images on 
home page  
No - just on the images 

Text as links 

No – just one Icon 

White background area 

KFC – colonel sanders 
Ethical  

Very prominent 

Roll over colour 
change 
Quite prominent 

Quite prominent 

Nutrition 
Privacy 
Tax Strategy 
Modern day slavery 
Act  
Chicken welfare  

Text handling: 

Lengthy 
undistinguishable text? 

Alternatively, is text 
broken up into 

No 

Yes Privacy Page 

Section (6) Aesthetic Appeal 
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paragraphs to assist 
reading?  

Your data explained 
page 

Prevalent use of icons 
for navigation?  

Icons used for other 
purposes?  

Yes–main Logo for home 
page 

Our food drop down menu 
has Icons as links  

A few for adverting 

Static 

Grey but animated 

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?  

Are these globalised? 

Yes – many images of food 
and drinks. 
No cartoons  
Store finder map 

Localised food types. 

KFC Chicken 

Very prominent 

prominent 

Very prominent 

Handling aspects: 

Site simplicity or 
complexity  

Does it have: 

Virtual tours 

Animations, 

Video clips, 

Prominent  
Under ‘jobs at KFC’ 
TV Advertisement 

Home page is simple but 
the site become more 
complex for Jobs. 

Yes 

Yes – as navigational menu 
items 

Yes 

Yes 

Not very prominent 

Prominent – on 
mouse over.  
Drop down menu 
from top menu row 

Prominent  
Under ‘jobs at KFC’ 
TV Advertisement 

Prominent  
Under ‘jobs at KFC’ 

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down? 

Yes 

Yes 
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Right to left? 

Horizontal? 
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Yes.  Find a store or delivery 
service.  

No 

Not really 

Yes 

Prominent 

Prominent 

Identify typical tasks 
users can start and finish 
from the home page.  

Join the Colonel’s Club 
Search for a store 
Delivery in your area?  

Prominent 

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Yes – most. 

Jobs more in-depth 

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Yes 

Related Aspects: 

Are users encouraged to 
explore?  

Yes 



12 | P a g e

Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

yes yes 

Are date/time formats 
used 

yes Yes 

Phone number formats yes yes 

Address formats yes Yes 

Can users move freely 
back and forth within the 
site? 

Yes, but the Chicken symbol 
for ‘loading page’ is very 
slow and frustrating and in 
some cases fails altogether. 

This loading page 
makes some of the 
pages unusable. For 
example the links to 
the charities KFC 
supports.  

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

Animal welfare is under 
Developments at KFC  

Difficult to locate 

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

Yes 

Mostly 

No 

Yes 

The bottom menu 
links are quite small 
in text size.  
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Figure  

https://www.kfc.co.uk/ 

(Last accessed 27th March 2019) 

Figure  

https://www.kfc.co.uk/ 

(Last accessed 27th March 2019) 

https://www.kfc.co.uk/
https://www.kfc.co.uk/


14 | P a g e

Figure  

https://www.kfc.co.uk/our-food 

(Last accessed 27th March 2019) 

Figure 

https://order.kfc.co.uk/uk/order/welcome 

(Last accessed 27th March 2019) 

https://www.kfc.co.uk/our-food
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Appendix I

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: China ……………………………………………………………………………………………………................ 

Business Type: Fast Food KFC……………………………………………………………………………………………... 

URL: www.kfc.cn/kfccda/indea.aspx...................................................................................... 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) 

English (USA) 

English used as 2nd language 

Other European Languages 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin Yes all 

Japanese 

Hebrew Script 

Arabic Script 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine 

Other.. Gallery 
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Other Script (Thai, Punjabi 
etc.)  
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List those present How visually 
prominent 

(static or animated) 

Comments 

Site Branding: 

Local brand identity Yes Prominent 

Global brand identity Yes Prominent 

Logo, Icon or Symbol Logo, Icon and Symbol Logo, Icon and 
Symbol  

Logo placement? Top Left Quite Prominent 

Culturally specific use of 
images, icons, logos or 
other features used? 

Chinese people. Also, male 
celebrities. Top male TV and 
Films. 

Prominent 

Does the Colour scheme 
match the brand? 

No not really Not very – lots of 
colours used on the 
website  

Banner Heading: 
Are these animated or 
film? 
Rotating Banner 
Heading?  

Hero Banner Heading  
Are these animated or 
film? 
Rotating Banner 
Heading?  

No 

Yes 

No 

No 

Very prominent 

Trust Issues: 

Statement on security Yes.  
Can scan QR code with your 
phone.  
License Not very – small 

menu link at bottom 

Statement on privacy Yes Not very – small 
menu link at bottom 

Security features e.g. 
Login/password 

Yes, but just form filling to 
order.  

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   



4 | P a g e



5 | P a g e

Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 

List those present How visually 
prominent 

(static or animated) 

Comments 

News Stories: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Weather: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Domain Specific News: 

(e.g. news relating to the 
website domain) 

Yes, KFC News. 
Food safety  

CCTV documentary 
News Centre -  
Early reading and exercise 

Health foundation 
Conference   

Not very prominent 
– small link at
bottom
Quite prominent –
Image links

No very prominent – 
small link at bottom 

Quite prominent – 
top row of textual 
links under banner 
heading  

Cross Advertising: No 
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Banner head 
advertisements 

The cross-
advertisements of 
products related to the 
company 

Basketball tournament 
T.V. Advertisements
KFC Music.

Other brands of Yum, 
ordering available form 
drop down menu on KFC 
online ordering. Yum china 
E.g. Pizza Hut and Eastern
White.
Also link from home page to
other food outlets in the
group. E.g. Eastern White x
2

Quite prominent – 
Image links 

Quite prominent – 
top row of textual 
links under banner 
heading. Also, under 
Kung Fu Panda 
Image.  

The cross-
advertisements  of 
services related to the 
company  

Request a trip to KFC’s 
stores. 
Delivery service  

Fairly prominent – 
under image link to 
food safety  

The cross-advertisement 
of    
‘third party’ products 
and/or services 

No 

Promotions: (not time 
limited) 

Free gifts 

Discounts Voucher’s for free drinks. 

Prizes 

Similar (specify) 

Points collection 

Promotions, extra items(s) 
for free is your purchase 
more. 
e-cards – very colourful

Quite prominent 

Fairly prominent -
under TV 
advertising. 
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KFC K-music new online 
restaurant music   

Image link 

Links to other sites: 

Globally recognised site 

Nationally recognised 

site  

Regionally recognised 
site 

Locally significant site 

Not really – Except Yum 
China.  The Yum! Brand is 
global  

Business Certification  
Licence 
Food Suppliers – Yum china 
website. Large website for 
the Yum! Brands Inc., 

Link to corporations 
restaurants  

YumChina - Careers 

Weibo 
QQ 

No 

No 

Not very – small 
menu link at bottom 
Quite prominent - 
bottom fixed menu 
bar. Red link of gold 
background.  

Easter White - 
prominent on 
textual links under 
banner heading.  

Prominent - Top row 
menu item  

Not very prominent 
– bottom fixed
menu bar, but small
text.
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Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s)  

Red  - menu bars 

Yellow, green, gold, red, 
dark red, orange, purple, 
pink, pale pink,  dark blue, 
light blue, light green, 
emerald green, white, 
brown, dark green, grey and 
black. 

Quite prominent 

Very prominent and 
colourful. 

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

Yes 

Dark colours are strong 

Light colours are pastel 

Strong saturation for most 
colours.  

Very prominent 

Very prominent 

Very prominent 

Prominent 
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Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls 

Images 

Text 

Icons 

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

Yes 

Yes but– same group 
restaurants. 

YumChina - Careers 

No not really – Logo to 
home page 

Yes 

No, but some text as links 

Several KFC Icons but not 
overloaded.  

White back borders. 

Join in with the KFC ‘family’ 
and Yum! China  

Image links 
prominent 

Quite prominent – 
textual link under 
banner heading  
Quite prominent – 
link in top menu bar. 

Prominent 

Very Prominent 

Prominent  

Prominent  

Gets lost among the 
images.  

Text handling: 

Lengthy 
undistinguishable text? 

No 



10 | P a g e

Alternatively, is text 
broken up into 
paragraphs to assist 
reading?  

Yes 

Prevalent use of icons 
for navigation?  

Icons used for other 
purposes?  

Not prevalent Just Logo 

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?   

Are these globalised? 

Yes, Images as links. 
Cartoon images as links e.g. 
Kung Foo panda.  
Cartoon drawings on 
‘dinner’ page.   

Colourful squares as links to 
other colourful rectangle 
links, these in turn link to 
advertisements or  

Yes – Chinese people  

Yes – some images of food 

Very prominent 

Very prominent 

Prominent 

Quite prominent e.g. 
Oriental White 54 
layer barbecue 
omelette and soups  

Handling aspects: 

Site simplicity or 
complexity  

Does it have: 

Virtual tours 

Animations,  

Video clips, 

Very  complex – very big 

No 

Yes – ecards  
Yes – ‘dinner’ link Banner 
heading. Food changes for 
every day.  
Yum Careers  
KFC Kids   

Yes CCTV documentary 
Food Safety. 

Very prominent 

Very prominent 
Very prominent 

Quite prominent – 
Image links 
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Audio clips/sound 

Yum China Careers 

Yes KFC TV Advertisements 
Food Safety Video 

Fairly prominent top 
row menu item, also 
mouse over turns 
the background 
gold. 

Quite prominent – 
Image links 

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Horizontal? 

Left to right 

Yes 
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Advertising KFC 
KFC Delivery – order online 
or download an app.   

No 

Yes 

Buying KFC 

Prominent 

Identify typical tasks 
users can start and finish 
from the home page.  

Check prices 
Order food  

Prominent 

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

e-cards
download app
watch TV advertisements

2 

Quite prominent - 
image links  

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Yes mostly 

Related Aspects: 

Are users encouraged to 
explore?  

Yes Prominent – very 
large site to explore. 
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Can users move freely 
back and forth within the 
site? 

Yes, but unable to get back 
from delivery pages. Also 
unable to get back from 
Yum China website or Yum 
Careers site.  

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

Yes. Yum china (holding 
company) website under 
the order online drop down 
menu.  
Also under supplier. 
Also under Careers     

Not very prominent. 
Except for careers.  

Yum china also has 
an English option 

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

Yes 

Yes 

Not really 

Yes 

Yes 

Mostly 

Not really 

On home page but 
other sections are 
consistent but 
different e.g. ‘dinner 
‘page.  
http://www.kfc.com
.cn/kfccda/dinner/in
dex.html   
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Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Yes 

Are date/time formats 
used 

Yes 

Phone number formats Yes 

Address formats Yes 

Figure  

http://www.kfc.com.cn/kfccda/index.aspx

(Last accessed 21st March 2019)
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Figure  

http://www.kfc.com.cn/

(Last accessed 21st March 2019 )
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Appendix J

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: Germany…………………………………………………………………………………………………….... 

Business Type: Fast Food KFC……………………………………………………………………………………………... 

URL: www.kfc.de................................................................................................................... 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine 

Other.. Gallery Very prominent – 
Large banner 
heading and 6 big 
images and 3 new 
restaurant images 
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Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) 

English (USA) 

English used as 2nd language A little 5% A few words, also some 
heading and image text 

Other European Languages German 95% 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin 

Japanese 

Hebrew Script 

Arabic Script 

Other Script (Thai, Punjabi 
etc.)  
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Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   
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Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 
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Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s)  Black, Red, White and grey. 
Also browns and food 
colours  

Very prominent  
Quite  prominent 

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

Yes 

Strong 
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Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls  

Images 

Text  

Icons  

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

No. But bottom menu 
contains 27 links  
No 

A few 

Yes 

No – just menu items 

KFC  

Some whitespace around 
images 

Keeping in touch  
New KFC stores opening 
Newsletter  

Quite prominent 

Very prominent 

Prominent 

Quite prominent 

Quite prominent 

Text handling: 

Lengthy 
undistinguishable text? 

Alternatively, is text 
broken up into 
paragraphs to assist 
reading?  

No 

Yes 

Prevalent use of icons 
for navigation?  

No 
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Icons used for other 
purposes?  

Yes Advertising KFC 

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?  

Are these globalised? 

Yes 
No cartoons images 
Maps  

Local Map.  Add Hope-  Die 
Tafelia (food banks). Local 
to Germany also how you 
can donate.  

Yes 

Very prominent 

Very prominent 

Handling aspects: 

Site simplicity or 
complexity  

Does it have: 

Virtual tours 

Animations,  

Video clips, 

Audio clips/sound 

Simple 

 No 

Animated Career path 
section 

Yes 

Yes 

Not very prominent 

Prominent 

Prominent 

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Horizontal? 

Yes 

Yes 
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Yes 
Job offers 
Find KFC  store 
Stay in touch 
Deliveries  

Yes 

Facebook 

Rotating banner headings 

Mostly 

Prominent in the 
Menu under banner 
heading.  

Lots of links to 
facebook on Home 
‘Social’ and ‘Press’ 
pages.   
Very prominent and 
Very distracting  

Identify typical tasks 
users can start and finish 
from the home page.  

Sign up for news letter 
Find a KFC 
See the menu  

Prominent 

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Learn about job offers Quite prominent 
bottom row menu 
item 

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Yes 

No 
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Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Related Aspects: 

Are users encouraged to 
explore?  

Can users move freely 
back and forth within the 
site? 

Yes 

Yes 

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

Yes, no links on new 
restaurant images. 

Yes 

AddHope Charity is under 
‘responsibilities’  

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

Yes 

Yes 

Rollover, White/Red Black/ 
Grey. 
Yes  

Prominent 

Yes 

Prominent 

Prominent 
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Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Yes 

Are date/time formats 
used 

Yes 

Phone number formats Yes 

Address formats Yes 

Figure

https://www.kfc.de/ 

(Last accessed 2st March 2019

https://www.kfc.de/
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Figure

https://www.kfc.de/zingers/ (Last 

accessed 21st March 2019)
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Appendix K

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: Greece……………………………………………………………………………………………………............ 

Business Type: Fast Food KFC …………………………………………………………………………………………. 

URL: www.kfc.gr/#/home..................................................................................................... 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) Little 5% 

English (USA) 

English used as 2nd language 

Other European Languages Greek 95% 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin 

Japanese 

Hebrew Script 

Arabic Script 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book Similar to a book Static 

Virtual /immersive 

Magazine 

Other.. 
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Other Script (Thai, Punjabi 
etc.)  



3 | P a g e

List those present How visually 
prominent 

(static or animated) 

Comments 

Site Branding: 

Local brand identity Yes Quite prominent – 
special deals for just 
Greece  

Global brand identity Yes Prominent 

Logo, Icon or Symbol KFC Logo Prominent 

Logo placement? Centre and one third from 
bottom  

Prominent 

Culturally specific use of 
images, icons, logos or 
other features used? 

Colour blue on other pages Prominent 

Does the Colour scheme 
match the brand? 

Yes, Red, White and black Prominent 

Banner Heading: 
Are these animated or 
film? 
Rotating Banner 
Heading?  

Hero Banner Heading  
Are these animated or 
film? 

Rotating Banner 
Heading?  

No 

No 

No 

No 

Trust Issues: 

Statement on security Yes and Terms and 
conditions  

Quite prominent  
animated and colour 
change link on 
mouse over  

Statement on privacy Yes Quite prominent  
animated and colour 

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   
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Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 

List those present How visually 
prominent 

(static or animated) 

Comments 

News Stories: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Weather: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Domain Specific News: 

(e.g. news relating to the 
website domain) 

Yes  

KFC products news. Menu link item. 

Cross Advertising: 
Banner head 
advertisements 

No banner heading 

The cross-
advertisements of 
products related to the 
company 

No 

The cross-
advertisements  of 

Yes delivery service. 
e-food

Yes on ‘order’ page. 
2 image logos for 
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services related to the 
company  

deliveras.gr two different 
delivery companies. 

The cross-advertisement 
of    
‘third party’ products 
and/or services 

Just the deliveries Yes on ‘order’ page. 
2 image logos for 
two different 
delivery companies. 

Promotions: (not time 
limited) 

Free gifts 

Discounts 

Prizes 

Similar (specify) 
Competition  

Facebook – 1000 Euro Not particularly 

Links to other sites: 

Globally recognised site 

Nationally recognised 

site  

Regionally recognised 
site 

Locally significant site 

Google maps 

Yes delivery service 
companies  

No 

No 

Link from 
‘Restaurants’ local 
restaurants and then 
to ‘google maps’ 

Yes on ‘order’ page 
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List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s)  

Red 
Light Blue and light Green 

Red/white/black/gold 
Light Blue and light Green 

Very Prominent 
Very Prominent 

Prominent 

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

Yes 

Strong 

Prominent 

Prominent 

Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 
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Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls  

Images 

Text  

Icons  

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

No 

No 

No 

No 

No 

No 

Yes 

Exclusive bucket for Greece 
Simplicity of site on home 
page. 
Information and ordering 
made simple.   

Only on home page. 

Text handling: 

Lengthy 
undistinguishable text? 

Alternatively, is text 
broken up into 
paragraphs to assist 
reading?  

No 

Yes 
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Prevalent use of icons 
for navigation?  

Icons used for other 
purposes?  

No 

Just on images for 
advertising. 

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?  

Are these globalised? 

Sufficient images. 
No cartoons. 
Yes – some small image 
animations.  

Yes local Maps and images 
of local KFC’s.  
Some food images unique 
to Greece 

Food images 

Prominent but not 
large images. Except 
for home page.  

Prominent but not 
large images 
Large ‘flyer’ image 
on homepage 

Prominent but not 
large images 

Handling aspects: 

Site simplicity or 
complexity  

Does it have: 

Virtual tours 

Animations,  

Video clips, 

Audio clips/sound 

Simple 

No 

Yes, but small for 
illustration purposes. 

No 

Just clicking menu items 

But very effective 

Prominent but not 
large images 

No but handy 

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Horizontal? 

Yes 

Yes 
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Semi - has links to order, 
once order has been clicked 
the delivery carrier’s show 
on the home page.  Finding 
information.  

No 

Just the delivery carriers 
after delivery link has been 
clicked.  

Yes, order 

‘Order’ is a menu 
option. 

Links to nutrition. 
restaurant and news 
etc., 

When delivery has 
been clicked - its 
distracting. 

Prominent 

Identify typical tasks 
users can start and finish 
from the home page.  

Check restaurants locations 
Check nutritional values of 
food items. 

Prominent 
Prominent 

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Down load full nutritional 
information in details 
in .pdf format  

2 

Quite 

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Yes 

No Shallow site 

Related Aspects: 
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Are users encouraged to 
explore?  

Can users move freely 
back and forth within the 
site? 

Yes 

Yes, but cannot get back 
from delivery web sites.  

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

No 

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

Yes 

Yes 

Semi – white on black 
Or Red on white. 

Top row menu items, the 
webpage has a blue back 
ground. 

Bottom row menu items 
webpage has a pale green 
back ground. 

Yes – top row menu items 
are black with white text, 
on roll over are white with 
red text.  

Yes -  Bottom row menu 
items roll up and change 
colour on mouse over 

Prominent 

Yes 

Prominent 

Prominent 

Prominent 

Prominent 

Prominent 
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A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Yes 

Are date/time formats 
used 

Yes 

Phone number formats Yes 

Address formats Yes 

Figure

http://www.kfc.gr/#/home 

(Last accessed 19th March 2019) 

Section (8) Cross Cultural Formatting 

http://www.kfc.gr/#/home
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Figure

http://www.kfc.gr/ 

(Last accessed 19th March 2019) 

Figure 

http://www.kfc.gr/ 

(Last accessed 19th March 2019) 
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Figure 

http://www.kfc.gr/ 

(Last accessed 19th March 2019) 
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Appendix L

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country:  India……………………………………………………………………………………………………......... 

Business Type:  KFC Fast Food…………………………………………………………………………………….. 

URL:  https://online.kfc.co.in/home................................................................................ 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) 

English (USA) Yes 

English used as 2nd language 

Other European Languages 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin 

Japanese 

Hebrew Script 

Arabic Script 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine 

Other.. Gallery 
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Other Script (Thai, Punjabi 
etc.)  
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List those present How visually 
prominent 

(static or animated) 

Comments 

Site Branding: 

Local brand identity Yes – food types 

Global brand identity Yes Very prominent 

Logo, Icon or Symbol Yes Very prominent 

Logo placement? Top Left Prominent 

Culturally specific use of 
images, icons, logos or 
other features used? 

About KFC - Yes 
Add Hope yes  Prominent 

Does the Colour scheme 
match the brand? 

Mostly black, Red, White. 
Also, browns and creams  

Prominent 

Banner Heading: 
Are these animated or 
film? 
Rotating Banner 
Heading?  

Hero Banner Heading  
Are these animated or 
film? 

Rotating Banner 
Heading?  

Yes –No not on ‘home’ 
page. 

No 

No 

Yes, on about KFC page. 
Also rotating images on 
about KFC page.  

Very prominent – 
fast moving.  Also 
some images quickly 
rotate too.  

Trust Issues: 

Statement on security No 

Statement on privacy T&C and Privacy policy in 
one  

Quite prominent, 
but small text link at 
bottom of page  

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   

Security features e.g. 
Login/password 

Sign in/ create an account Quite prominent, 
but small text link at 
top right of page 
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Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 

List those present How visually 
prominent 

(static or animated) 

Comments 

News Stories: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Weather: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Domain Specific News: 

(e.g. news relating to the 
website domain) 

No 

Cross Advertising: 
Banner head 
advertisements 

No 

The cross-
advertisements of 
products related to the 
company 

Add Hope Difficult to locate 

The cross-
advertisements  of 

Yes delivery and take away Very prominent. 
Order bar for 
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services related to the 
company  

delivery and location 
of takeaways in 
banner heading  

The cross-advertisement 
of    
‘third party’ products 
and/or services 

Instagram 
Facebook 
YouTube 

Smile Foundation 
Response Net 
India Food Banking Network 

Google Play 
App Store 

3 medium size image 
links – but not 
obvious what the 
links are for. Also 
three very small 
logo’s at bottom of 
page.   

Charity logos and 
links to charities 
found on Add Hope 
page. 

Icon/button links 
Bottom left of home 
page 

Promotions: (not time 
limited) 

Free gifts No 

Discounts No 

Prizes No 

Similar (specify) 

Links to other sites: 

Globally recognised site 

Nationally recognised 

site  

No 

Smile Foundation 
Response Net 
India Food Banking Network 

No 

Difficult to locate. At 
bottom end of 
AddHope page, Logo 
are not links. Links 
are buttons under 
logo’s 
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Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 

Regionally recognised 
site 

Locally significant site 
No 

List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s)  

Red on our ‘Golden Past’ 
page  

Red, Black, White.  
Also other colours on about 
KFC images and food 
images   

Very prominent 

Prominent 
prominent 

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

Yes - About KFC 

Yes  

No 

Old monochrome photo, 
banner heading on ‘Our 
Golden Past’ page.    

Strong 

Very prominent 

Prominent 

Prominent 

Prominent 
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Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls  

Images 

Text  

Icons  

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

No 

No 

No 

Yes on about us page 

No 

Yes 

Yes, on Home page,  
Yes, Nutritional calculator 

Order online for takeaway 
or delivery  

Very prominent 

Prominent 

Quite prominent 

Very prominent  
Throughout website. 

Text handling: 

Lengthy 
undistinguishable text? 

Alternatively, is text 
broken up into 
paragraphs to assist 
reading?  

No 

Yes 

Prevalent use of icons 
for navigation?  

No 
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Icons used for other 
purposes?  

Advertising 

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?  

Are these globalised? 

Images of food on home 
page and ‘about KFC’ page. 
Colonel Sanders on ‘our 
golden past’ 

Images of the food.  People 
in Add hope  

Yes KFC branding 

Very prominent 

Prominent when you 
find the page. 

Very prominent 

Handling aspects: 

Site simplicity or 
complexity  

Does it have: 

Virtual tours 

Animations,  

Video clips, 

Audio clips/sound 

Simple 

No 

Rotating banner headings 
and animated ‘Start mu 
Order’ button  

No – it suggest it has on the 
social page, but just leads to 
the social media website. 

No 

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Horizontal? 

Yes 

Yes 
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Yes.  Ordering 

Sign in 

Find a store 

Only to search for a store. 
Also a site map.   

No but’ About KFC’ does 

Yes 

Quite prominent  
Animated button  
Top right small text, 
not particularly 
prominent.   

Symbol – top right 
more prominent 
than ‘sign in’. 

This take the user to 
a different KFC site.  

Very prominent on 
‘About KFC’ page. 

Prominent 

Identify typical tasks 
users can start and finish 
from the home page.  

Order food Very prominent 

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Charity donation 

3 

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Mostly 
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Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Related Aspects: 

Are users encouraged to 
explore?  

Can users move freely 
back and forth within the 
site? 

Yes, 

Difficulty in finding way 
back to home page from 
Birthday party, corporate 
event, and catering.  Unable 
to get back from ‘locate KFC 
store’. 

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

Yes the charity Add Hope 
page is click on, ‘home 
page’ then ‘about KFC’ and 
then ‘Add Hope’ page  

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

A lot of image navigation. 

Not ‘all’ images are links 

No 

No Some pages have 
different navigation links in 
different places.  

Prominent 

Banner headings in 
About KFC page are 
not links.  
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Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Yes 

Are date/time formats 
used 

Yes 

Phone number formats Yes 

Address formats Yes 

Figure  

https://online.kfc.co.in/home 

(Last accessed 27th March 2019) 

https://online.kfc.co.in/home


13 | P a g e

Figure  

https://online.kfc.co.in/about-kfc 

(Last accessed 27th March 2019) 

https://online.kfc.co.in/about-kfc 

(Last accessed 27th March 2019) 

https://online.kfc.co.in/about-kfc
https://online.kfc.co.in/about-kfc
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Appendix M

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: Pakistan…………………………………………………………………………………………………….... 

Business Type: Fast Food KFC…………………………………………………………………………………….. 

URL: www.kfcpakistan.com.............................................................................................. 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) Yes 

English (USA) 

English used as 2nd language 

Other European Languages 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin 

Japanese 

Hebrew Script 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine 

Other.. Gallery/ minimal Banner heading and 
3 images 
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Arabic Script Yes?? Mitao Bhook Remove Hunger 

Other Script (Thai, Punjabi 
etc.)  
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List those present How visually 
prominent 

(static or animated) 

Comments 

Site Branding: 

Local brand identity Gladiator meals One of the Banner 
Headings 

Global brand identity Yes 

Logo, Icon or Symbol Yes Prominent 

Logo placement? Top left and middle towards 
the bottom  

Prominent 

Culturally specific use of 
images, icons, logos or 
other features used? 

Yes images of people ‘Join 
Us’ and 
‘Nutritional information’ 

No particularly 
prominent   

Does the Colour scheme 
match the brand? 

White, Red and Black 
Browns  

Prominent 

Banner Heading: 
Are these animated or 
film? 
Rotating Banner 
Heading? 

Hero Banner Heading  
Are these animated or 
film? 
Rotating Banner 
Heading?  

No 

Yes 

No 

No 

Very prominent 4 
images rotating very 
quickly   

Trust Issues: 

Statement on security 

Statement on privacy Yes Small textual link 
bottom menu  

Security features e.g. 
Login/password 

Sign in/Register  
Top right corner 

Quite prominent 

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   
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Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s)  

White background 

White, Red, Black and 
browns. 
Purple, Red and Green 

Very prominent 

Very prominent 

Prominent  

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

Food images and red 

Banner Heading  

Strong 

Very prominent 

Very prominent 

Very prominent 

Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 
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List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls  

Images 

Text  

Icons  

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

No 

No 

No 

No 

No 

No 

Yes 

Sharing Meals 
Cricket  

Very prominent 

Prominent 

Text handling: 

Lengthy 
undistinguishable text? 

Alternatively, is text 
broken up into 
paragraphs to assist 
reading?  

No 

Yes 

Prevalent use of icons 
for navigation?  

Icons used for other 
purposes?  

No 

Advertising Branding is quite 
prominent  

Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 
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Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?  

Are these globalised? 

Food images. 

Some localalised food 
images.  ‘Join Us’ local 
images of people.  

Most food images and KFC 
branding  

Food menu items on 
every page from top 
row menu.  

‘Rice and Spice’ 
Not very prominent 
1 image 

Very prominent 

Handling aspects: 

Site simplicity or 
complexity  

Does it have:  

Virtual tours 

Animations,  

Video clips, 

Audio clips/sound 

Simple 

No 

No 

No 

No; 

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Horizontal? 

Left to right 

Top down 
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In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Yes choosing food and 
ordering food  

No 

Fast rotating banner 
heading  

Yes 

Very prominent 

Very distracting on 
home page.   

Yes - choosing food 
and ordering food  

Identify typical tasks 
users can start and finish 
from the home page.  

Locate a store  

Select and order food 

Also top right 
Quite prominent 
Very prominent   

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Sign in /Register for an 
account 

2 pages 

Top right – quite 
prominent  

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Yes 

No 

Section (7) Navigation 
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Related Aspects: 

Are users encouraged to 
explore?  

Can users move freely 
back and forth within the 
site? 

Yes 

Yes 
Yes 

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

No 

Mitao Bhook has not links 
to the charity pages and 
very little information 
about the charity.  

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

Yes – mostly, top menu bar 
is not clearly a menu bar  

The main menu bar at the 
top is not obviously a menu 
bar. Capitalised links, very 
close together.  

No 

Capitalised black links at 
top menu bar, dark grey on 
mouse over. Not clear  

Small text links at bottom – 
underline on rollover   

Not very prominent 
as a menu bar – but 
prominent as text. 

Not very prominent 

Not very prominent 

Not very prominent 
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Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Yes 

Are date/time formats 
used 

Yes 

Phone number formats Yes 

Address formats Yes 

Figure  

https://www.kfcpakistan.com/ 

(Last accessed 27th March 2019) 

https://www.kfcpakistan.com/
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Figure  

https://www.kfcpakistan.com/page/mitao-bhook 

(Last accessed 27th March 2019) 

Figure  

https://www.kfcpakistan.com/collection/promotions 

(Last accessed 27th March 2019) 
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Appendix N

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: Poland……………………………………………………………………………………………………........ 

Business Type: Fast Food KFC …………………………………………………………………………………….. 

URL:  kfc.pl/home/news................................................................................................... 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) 

English (USA) 

English used as 2nd language Yes 90% Some translations are not 
quite correct  

Other European Languages Polish Language option available 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine 

Other.. Minimal,  
Newsletter/information 
sheet 

Very (Static) 
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Japanese 

Hebrew Script 

Arabic Script 

Other Script (Thai, Punjabi 
etc.)  
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List those present How visually 
prominent 

(static or animated) 

Comments 

Site Branding: 

Local brand identity Yes Prominent 

Global brand identity Yes Very Prominent 

Logo, Icon or Symbol Logo, bucket icon. Symbols 
used for ‘Order by Phone’, 
‘Security’ and ‘Account in 
KFC’    

Prominent 
Not very prominent 

Logo placement? Top Left Prominent 

Culturally specific use of 
images, icons, logos or 
other features used? 

‘Kubelek’ shown on KFC 
buckets symbols  

Not very prominent 

Does the Colour scheme 
match the brand? 

Yes - White, Red and Black Fairly prominent 

Banner Heading: 
Are these animated or 
film? 
Rotating Banner 
Heading?  

Hero Banner Heading  
Are these animated or 
film? 
Rotating Banner 
Heading?  

No 

No 
Order for delivery 

No 

No 

Not particularly 

Prominent 

Trust Issues: 

Statement on security Says SECURITY ‘Secure 
online payments’ but not 
link to statement.  
Podlock on url bar 

Not very prominent 

Statement on privacy Yes Not very prominent 

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   

Grey link on white 
background in 
footer  

Security features e.g. 
Login/password 

Login/Register Not very prominent 
but shown twice  
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Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 

List those present How visually 
prominent 

(static or animated) 

Comments 

News Stories: 

World 

National 

Regional 

Local 

No 

No 

No 

News page, but it’s also the 
home page  

Prominent page 

Weather: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Domain Specific News: 

(e.g. news relating to the 
website domain) 

On line ordering. Delivery or 
collect  

Very prominent 

Cross Advertising: 
Banner head 
advertisements 

No 

The cross-
advertisements of 
products related to the 
company 

No.  Just how fresh the 
produce and products are 

Fresh produce is 
emphasized – so 
prominent  

The cross-
advertisements  of 

Delivery service Prominent 
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services related to the 
company  

The cross-advertisement 
of    
‘third party’ products 
and/or services 

No 

Promotions: (not time 
limited) 

Free gifts 

Discounts 

Prizes 

Similar (specify) 
Coupons  

Coupons offered but for 
different purchases. Can 
download the app  

Black link in footer 
menu bar  

Links to other sites: 

Globally recognised site 

Nationally recognised 

site  

Regionally recognised 
site 

Locally significant site 

Google play 
App Store 

Facebook 
YouTube 

Jobs  - Praca.kf.pl 

No 

No 

Quite prominent  
Roll over from red to 
darker red back 
ground. 

Not so prominent 
Smaller icons on 
footer  

Under work link in 
top menu  
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Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s) 

Solid Red footer with white 
text and white links. White 
background 
Very pale grey banner 
heading   

White and Red with black 
text. Pale grey.   

Also food colours. E.g. 
tomatoes, sweet corn, 
lettuce    

Red footer is very 
prominent  

Not particularly 
prominent as a 
header 
Not particularly 
prominent  

Food images are 
large and prominent 

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

Yes 

Pale grey 

Red is strong saturation 

Prominent 

Not very prominent 

The colour red is 
more prominent 
particularly in the 
footer.   
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Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls  

Images 

Text  

Icons  

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

No 

No 

No 

No 

No 

No 

Yes 

Fresh produce 

Very Prominent 

Very Prominent 

Text handling: 

Lengthy 
undistinguishable text? 

Alternatively, is text 
broken up into 
paragraphs to assist 
reading?  

No 

Yes Prominent 

Prevalent use of icons 
for navigation?  

Logo – just for the home 
page. 

Quite Prominent 
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Icons used for other 
purposes?  

KFC Buckets advertising in 
banner heading. Smaller 
buckets in page content  

Prominent 
Not so prominent 

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?  

Are these globalised? 

Images of food from ‘our 
menu’ links    
No cartoons 
Other graphical elements 
under ‘work’.  

‘Work’ is localised. With 
images of polish people and 
the polish language spoken 
in videos   

Yes – food images 

Food images very 
prominent 

Prominent 

Prominent 

Prominent 

Prominent 

Handling aspects: 

Site simplicity or 
complexity  

Does it have:  

Virtual tours 

Animations,  

Video clips, 

Audio clips/sound 

Simple 

Yes – ‘Work’ 

No  

Yes ‘Work’ 

Yes ‘Work’  

Prominent on ‘work’ 
pages  

Prominent on ‘work’ 
pages 
Prominent on ‘work’ 
pages 

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Horizontal? 

Yes 

Yes 
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Yes. 
Ordering food. Either for 
delivery of collection. 

Yes but only for product 
Menu  

No 

Yes 

Very Prominent 

Prominent 

Very Prominent 

Identify typical tasks 
users can start and finish 
from the home page.  

Place an order for 
collection. 
Place an order for delivery 
Login 
Change Language 
English/Polish   

Prominent 

Very Prominent   
Quite prominent 
Quite prominent 

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Collect coupons 

1 

Quite prominent 

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Yes 

Recruitment is deeper Quite prominent 2 
links to ‘work’. 

Related Aspects: 
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Are users encouraged to 
explore?  

Can users move freely 
back and forth within the 
site? 

Yes 
Not all ‘menu’ have visible 
images  
Yes, but can’t get back to 
home page from 
recruitment.   

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

Didn’t expect the news 
page to be the ‘home’ page. 

Home page, but not 
obvious its also 
news  

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

Yes, but some symbols are 
not links. 

Yes - Black on a white 
background.  
White on a red background. 
Footer not so prominent 
with pale grey on a white 
background  

No really 

Yes 

Prominent 

Yes  Prominent 

Not so prominent 

Prominent 
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Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Yes 

Are date/time formats 
used 

Yes 

Phone number formats Yes 

Address formats Yes 

Figure 

https://kfc.pl/main/home/news 

(Last accessed 19th March 2019) 

https://kfc.pl/main/home/news
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Figure Additional image from above 

(Last accessed 19th March 2019) 

Figure

https://kfc.pl/main/home/news 

(Last accessed 19th March 2019) 

https://kfc.pl/main/home/news
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Appendix O

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: Romania…………………………………………………………………………………………………….......... 

Business Type: Fast food KFC……………………………………………………………………………………………. 

URL: https://www.kfc.ro/...................................................................................................... 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) 

English (USA) 

English used as 2nd language Yes 5% The actual survey is in 
both languages, but not 
the survey link 

Other European Languages Romanian 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin 

Japanese 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine 

Other.. Gallery 
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Hebrew Script 

Arabic Script 

Other Script (Thai, Punjabi 
etc.)  
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List those present How visually 
prominent 

(static or animated) 

Comments 

Site Branding: 

Local brand identity Yes – some local food 
choices.  

Global brand identity Yes Very prominent 

Logo, Icon or Symbol Yes,  Symbol, yes, prominent 

Logo placement? Top left prominent 

Culturally specific use of 
images, icons, logos or 
other features used? 

Yes, local people in ‘join us’ 
section.   

prominent 

Does the Colour scheme 
match the brand? 

Yes, Red, white grey and 
black  

prominent 

Banner Heading: 
Are these animated or 
film? 

Rotating Banner 
Heading?  

Hero Banner Heading  
Are these animated or 
film? 
Rotating Banner 
Heading?  

Yes several pages - static  
Yes – 20 years webpage has 
film banner heading.   

‘Preparation’ page has film 
banner but further down 
the page.  

No 

Yes home page, very fast 
moving. 

Prominent 
Very prominent 

Very prominent 
when you scroll 
down a little way. 

Very prominent 

Trust Issues: 

Statement on security Yes – data and cookies The bottom menu 
links are quite small 
in text size. 

Statement on privacy Yes  - confidentiality The bottom menu 
links are quite small 
in text size. 

Security features e.g. 
Login/password 

No 

Appendix O

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   
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List those present How visually 
prominent 

(static or animated) 

Comments 

News Stories: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Weather: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Domain Specific News: 

(e.g. news relating to the 
website domain) 

Yes latest menu. 
KFC Events and expansion 
plans.  
Local support for the 
community  
Media section  

Fairly prominent 

Prominent 

Cross Advertising: 
Banner head 
advertisements 

No 

The cross-
advertisements of 
products related to the 
company 

No 

Appendix O

Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 
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The cross-
advertisements  of 
services related to the 
company  

Delivery service. Prominent 

The cross-advertisement 
of    
‘third party’ products 
and/or services 

No 

Promotions: (not time 
limited) 

Free gifts 

Discounts 

Prizes 

Similar (specify) Children menu – free toy. 

Links to other sites: 

Globally recognised site 

Nationally recognised 

site  

Regionally recognised 
site 

Locally significant site 

Google maps, via restaurant 
search. 
Facebook 
YouTube 
Instagram  

Very Prominent 

Not particularly 
prominent  
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Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s)  

Red – menu bar 

Red, White, grey and black. 
Browns, purple, dark grey, 
green,   

Prominent – static 

All colours are 
prominent 

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

Yes 

Yes – Delivery page 

No 

No 

Strong  

Prominent 

Very  Prominent 

Prominent 

Appendix O
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Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls  

Images 

Text 

Icons 

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

No 

No 

No 

Hero heading and 2 images 
on homepage. Lots of 
images on menu pages.   

No 

No 

No white space on home 
page, some on other pages. 

Quality food, and care for 
the environment.   

Menu links are very 
prominent – with 
white on red 

Very prominent 

Text handling: 

Lengthy 
undistinguishable text? 

Alternatively, is text 
broken up into 
paragraphs to assist 
reading?  

No 

Yes Prominent 

Appendix O
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Prevalent use of icons 
for navigation?  

Icons used for other 
purposes?  

No 

Advertisements KFC icons used on 
cups and boxes. 

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?   

Are these globalised? 

Yes images. No cartoons 

‘Join us’ section 

Yes  

Very prominent use 
of images. 

Local people 

Most food is global 

Handling aspects: 

Site simplicity or 
complexity  

Does it have:  

Virtual tours 

Animations,  

Video clips, 

Audio clips/sound 

Quite simple 

Yes 

Yes – in ’20 years’ page. 
Chicken is raw to cooked. 

Yes 

Yes 

Not very prominent 

Not very prominent 

Very prominent 

Very prominent on 
videos.  

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Horizontal? 

Yes 

Yes 
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Yes, food menu 

Just to locate restaurants 

Fast rotating hero banner 
heading. 

Some are. E.g. Menu, 
Delivery (hero image)  

Very prominent 

Very prominent 

Very prominent 

Prominent 
Very prominent 

Identify typical tasks 
users can start and finish 
from the home page.  

Look for a restaurant, 
Complete questionnaire, 
About us. 

Very prominent 
Quite prominent 
Prominent   

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Delivery options, apply for a 
job.  
Look at menu items in more 
detail.  

2 

Prominent - Top 
Menu bar option 
Quite prominent  

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Yes 

No 

Prominent 

Related Aspects: 

Are users encouraged to 
explore?  

Yes Prominent 

Mostly 

Appendix O



10 | P a g e

Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Yes 

Are date/time formats 
used 

Yes 

Phone number formats Yes 

Address formats Yes 

Can users move freely 
back and forth within the 
site? 

Yes, but can’t get back to 
main site from deliveries or 
applying for jobs. 

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

No 

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

Yes 

Yes 

Yes – in submenu’s 

Yes but about 3 different 
styles. Top sub menu and 
bottom row menu. 

Prominent 

Hero images,  top 
bar menu and 
search 
Grey on black, 
mouse over white 
on black.   



11 | P a g e

Figure 

https://www.kfc.ro/ 

(Last accessed 27th March 2019) 

Figure  

https://www.kfc.ro/meniu/ 

(Last accessed 27th March 2019) 

Appendix O

https://www.kfc.ro/
https://www.kfc.ro/meniu/
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Appendix P

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: Russia ……………………………………………………………………………………………………........... 

Business Type: Fast Food KFC…………………………………………………………………………………………. 

URL: www.kfc.ru/en/........................................................................................................... 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) 

English (USA) 

English used as 2nd language Yes 

Other European Languages Russian 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin 

Japanese 

Hebrew Script 

Arabic Script 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine 

Other.. Whole Menu Very 
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Other Script (Thai, Punjabi 
etc.)  

Appendix P
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List those present How visually 
prominent 

(static or animated) 
Comments 

Site Branding: 

Local brand identity Yes 

Global brand identity Yes Very prominent 

Logo, Icon or Symbol KFC Logo  
Email symbol  
Colonel sanders logo 

prominent 

Logo placement? Top left Not particularly 

Culturally specific use of 
images, icons, logos or 
other features used? 

Yes 
Russian people on 
vacancies page and 
corporate university page 
And News page 

Not very prominent 

Does the Colour scheme 
match the brand? 

Yes, but has lots of 
additional colours too 

Very prominent 

Banner Heading: 
Are these animated or 
film? 
Rotating Banner 
Heading?  

Hero Banner Heading  
Are these animated or 
film? 
Rotating Banner 
Heading?  

Yes on Vacancies 

Corporate University page 

Yes – on careers page 

Yes on Home page 

Very prominent 

Very prominent 

Very prominent 

Very prominent 

Trust Issues: 

Statement on security No 

Statement on privacy No 

Security features e.g. 
Login/password 

Customers do not have to 
create an account to order 
can do as a guest.  

Appendix P

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   
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List those present How visually 
prominent 

(static or animated) 
Comments 

News Stories: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Weather: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Domain Specific News: 

(e.g. news relating to the 
website domain) 

Yes 
Delivery news 
Volunteers/orphanage 
Old news  

Prominent link 
under news link on 
bottom page menu. 
But large text link  

Cross Advertising: 
Banner head 
advertisements 

No 

The cross-
advertisements of 
products related to the 
company 

No 

The cross-
advertisements  of 

Deliver service Yes very prominent - 
top image item next 

Appendix P

Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 
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services related to the 
company  

to rotating Banner 
heading  

The cross-advertisement 
of    
‘third party’ products 
and/or services 

Two links to Russian social 
media  

Prominent 

Promotions: (not time 
limited) 

Free gifts 

Discounts 

Prizes 

Similar (specify) 
Coupons  

Collect for discounts Yes – top menu 
item . 

Links to other sites: 

Globally recognised site 

Nationally recognised 

site  

Regionally recognised 
site 

Locally significant site 

Facebook 
Instagram 
Twitter 
YouTube 

Google Play 
App Store 
The webpage design studio 

VK 
Odnoklassniki 

Links in bottom 
menu 

Links in bottom 
menu 
Not very prominent 

Links in bottom 
menu 

Appendix P
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List those present How visually 
prominent 

(static or animated) 
Comments 

Colour Pallet: 

Specific single colour 

Colour range(s)  

Red (darkish) 

Red/black/white 
Pink Green, Purple, Yellow, 
Orange, dark Red 

Very prominent 

Very prominent 

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

Yes 

Yes 

Strong 

Very prominent 

Very prominent 

Very prominent 

Appendix P

Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 



8 | P a g e

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls 

Images 

Text  

Icons  

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

Yes – links to the whole 
menu shown in images on 
the home page. 

No 

No 

Yes 

No 

No 

No 

Buy KFC Food 

Very prominent 

Very prominent – 
enlarged on mouse 
over with ‘Add to 
card’ message 
appearing  

Very prominent 

Text handling: 

Lengthy 
undistinguishable text? 

Alternatively, is text 
broken up into 
paragraphs to assist 
reading?  

No 

Yes 

Appendix P

Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 
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Prevalent use of icons 
for navigation?  

Icons used for other 
purposes?  

Not icons but food images 

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?  

Are these globalised? 

Yes images 
No cartoons 

People 

Yes food images are 

Very prominent 

Quite prominent but 
not on home page 

Very prominent 

Handling aspects: 

Site simplicity or 
complexity  

Does it have: 

Virtual tours 

Animations,  

Video clips, 

Audio clips/sound 

Quite straightforward 

No 

Yes 

Yes 

Yes 

Quite prominent. 
Careers – animated 
people on mouse 
over.  
Very prominent on 
Careers site. 
Video sound 

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Horizontal? 

Yes 

Yes 

Appendix P
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Yes – selecting food 

No 

Overloaded with images 

Yes 

Very prominent 

The whole image 
menu is on the 
home page!  

Identify typical tasks 
users can start and finish 
from the home page.  

Select and order food Very prominent 

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Look for jobs 
Book a KFC kitchen tour 

Prominent 
Prominent 

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Yes 

No 

Related Aspects: 

Are users encouraged to 
explore?  

Yes 

Appendix P
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Can users move freely 
back and forth within the 
site? 

Yes 
However, can’t get back to 
homepage form KFC Battle 
link. 

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

No 

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

Yes 

Yes 

Not really 

Yes 

Appendix P
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Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Yes 

Are date/time formats 
used 

Yes 

Phone number formats Yes 

Address formats Yes 

https://www.kfc.ru/en/ 

(Last accessed 21st March 2019) 

Appendix P

https://www.kfc.ru/en/
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Appendix Q

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: Malaysia……………………………………………………………………………………………………............ 

Business Type: Fast Food KFC……………………………………………………………………………………………... 

URL: https://dinein.kfc.com.my................................................................................................ 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) 

English (USA) Yes 

English used as 2nd language 

Other European Languages 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine 

Other.. Gallery Rotating heading but 
static images.  
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Japanese 

Hebrew Script 

Arabic Script 

Other Script (Thai, Punjabi 
etc.)  
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List those present How visually 
prominent 

(static or animated) 

Comments 

Site Branding: 

Local brand identity Yes 

Global brand identity Yes Very prominent 

Logo, Icon or Symbol Logo, symbol  and Icon 

Also Charity Icons on Add 
Hope page  
Halal Logo on Halal page 
HACCP Program logo on 
quality page  

Very prominent 

Prominent 

Logo placement? Top left Quite but small logo 

Culturally specific use of 
images, icons, logos or 
other features used? 

Yes, images of Malaysian 
people. 

Prominent on ‘join 
us’ page. Also on 
‘news’ page   

Does the Colour scheme 
match the brand? 

Yes, White, grey, red and 
black  

Banner Heading: 
Are these animated or 
film? 
Rotating Banner 
Heading?  
Hero Banner Heading  
Are these animated or 
film? 
Rotating Banner 
Heading?  

No 

Rotating 

No 

No 

Very prominent 

Trust Issues: 

Statement on security Terms of use page contains 
security  

Link of Bottom of 
page small text but 
in bold 

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   
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Statement on privacy Yes Link of Bottom of 
page small text but 
in bold 

Security features e.g. 
Login/password 

Yes Sign in Small link top right 
on start my order  
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Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 

List those present How visually 
prominent 

(static or animated) 

Comments 

News Stories: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Weather: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Domain Specific News: 

(e.g. news relating to the 
website domain) 

Yes, new stores and 
opening  

News link is on the 
bottom menu but 
still fairly prominent 

Cross Advertising: 
Banner head 
advertisements 

Yes delivery service ‘SOCAR’ 

The cross-
advertisements of 
products related to the 
company 

Yes gift vouchers 
Catering  
Birthdays  

Links  is on the 
bottom menu but 
still fairly prominent 

The cross-
advertisements  of 

Delivery 
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services related to the 
company  

The cross-advertisement 
of    
‘third party’ products 
and/or services 

Promotions: (not time 
limited) 

Free gifts No 

Discounts No 

Prizes No 

Similar (specify) 
Promotions   

Yes  
Promotions links on top row 
menu. 
Permanent promotions but 
different offers   

Prominent – top left 
menu item. Banner 
heading and large 
images.  

Links to other sites: 

Globally recognised site 

Nationally recognised 

site  

Regionally recognised 
site 

Locally significant site 

Facebook 
Twitter 
YouTube 
Instagram 

Links to App Store and 
Google play do not work. 

No 

No 

No 

Not very prominent. 
All red in colour and 
to right on bottom 
ment.  

Fairly prominent. 
Bottom left under 
bottom menu. 
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Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s)  

White background  

White/black/red and grey 

Very prominent 

Prominent  

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

The red is bright 

Strong 

No 

No 

Strong  

Prominent 

Prominent 

Prominent 
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Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls  

Images 

Text 

Icons 

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

No 

No 

No 

Only 3 images and banner 
heading  

No 

KFC Icons e.g. KFC bucket 
icon  
Some white/ off white 
background space. 
Limited images on 
homepage. 

KFC 

Prominent 

Prominent 

White space is also 
prominent   

Prominent 

Text handling: 

Lengthy 
undistinguishable text? No 
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Alternatively, is text 
broken up into 
paragraphs to assist 
reading?  

Yes 

Prevalent use of icons 
for navigation?  

Icons used for other 
purposes?  

No 

Advertising KFC image is 
prominent  

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?  

Are these globalised? 

Images 
No cartoons 

Yes – Milestones and 
Achievements Join us also 
Add Hope charity banner 
heading and images. 

Very prominent 

Prominent – on 
related pages.  

Handling aspects: 

Site simplicity or 
complexity  

Does it have:  

Virtual tours 

Animations,  

Video clips, 

Audio clips/sound 

Simple 

No 

No 

Yes on menu-in-store 
banner heading  
Coudn’t find any  

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Yes 

Yes 

No 
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Horizontal? 
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Order, promotion, find a 
KFC and in-store menu  

No 

Rotating banner heading 

Yes 

Prominent 

Prominent and 
distracting  

Identify typical tasks 
users can start and finish 
from the home page.  

Start order 

Subscribe to new letter 

Prominent – top 
right link. 
Not very prominent 
Bottom right box 
and link.  

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Contact us 
Links to join us – but can’t 
apply on line. 
Links to party to but have to 
phone.  

1 

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Yes 

No 
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Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Yes 

Are date/time formats 
used 

Yes 

Phone number formats Yes 

Address formats Yes 

Related Aspects: 

Are users encouraged to 
explore?  

Can users move freely 
back and forth within the 
site? 

Yes 

Not always a way back to 
the home page. Have to 
user browser ‘back’ button 

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

Yes, the add Hope charity 
page link is buried at the 
bottom of the CSR page.  

Not very prominent 

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

Yes 

No always 

Rollover to red 

Mostly   

Prominent 

Quite prominent 
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Figure 

https://dinein.kfc.com.my/ 

(Last accessed 26th March 2019) 

Figure 

https://dinein.kfc.com.my/ 

(Last accessed 26th March 2019) 

https://dinein.kfc.com.my/
https://dinein.kfc.com.my/
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Figure  

https://dinein.kfc.com.my/kfc-malaysia 

(Last accessed 26th March 2019) 

Figure  

https://dinein.kfc.com.my/news 

(Last accessed 26th March 2019)  

https://dinein.kfc.com.my/kfc-malaysia
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Appendix R

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: China…………………………………………………………………………………………………….............. 

Business Type: Fast Food - Mc Donald’s……………………………………………………………………………… 

URL:http://www.mcdonalds.com.cn................................................................................... 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) 

English (USA) 

English used as 2nd language 

Other European Languages 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin Yes 

Japanese 

Hebrew Script 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine 

Other.. Gallery Very Prominent 
(static)  
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Arabic Script 

Other Script (Thai, Punjabi 
etc.)  
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List those present How visually 
prominent 

(static or animated) 

Comments 

Site Branding: 

Local brand identity Yes – local drinks Not very prominent 

Global brand identity Yes Very prominent 

Logo, Icon or Symbol Yes - All Prominent 

Logo placement? Top Left Quite prominent 

Culturally specific use of 
images, icons, logos or 
other features used? 

Yes – images. People, 
zhezhi (paper folding) and 
Chinese flower images. 

Very prominent 

Does the Colour scheme 
match the brand? 

Yes, plus other colours Very colourful – all 
colours are 
prominent 

Banner Heading: 
Are these animated or 
film? 

Rotating Banner 
Heading?  

Hero Banner Heading  
Are these animated or 
film? 
Rotating Banner 
Heading?  

Home page is static with 2 
images, but others are 
animated. E.g. ‘Brand 
Introduction’ ‘I’m Lovin it’ 
and Delivery 

Yes, in ‘Global Newsroom’ 
site  

No 

No 

Prominent 

Prominent 

Yes 

Trust Issues: 

Statement on security No 

Statement on privacy Yes Not very prominent 
the link is at bottom 
of home page in 
small text.  

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   
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Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 

Security features e.g. 
Login/password 

Yes, if you join as a member Average 

List those present How visually 
prominent 

(static or animated) 

Comments 

News Stories: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Weather: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Domain Specific News: 

(e.g. news relating to the 
website domain) 

Yes. Global press room for 
Mc Donald’s. 

Quite prominent 

Cross Advertising: 
Banner head 
advertisements 

No 

The cross-
advertisements of 
products related to the 
company 

Jobs and ‘believe in young 
people’.  

Prominent 

The cross-
advertisements  of 

Delivery service  
Campus Recruitment 

Prominent 
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services related to the 
company  

The cross-advertisement 
of    
‘third party’ products 
and/or services 

Promotions: (not time 
limited) 

Free gifts 

Discounts 

Prizes 

Similar (specify) Promotions Prominent 

Links to other sites: 

Globally recognised site 

Nationally recognised 

site  

Regionally recognised 
site 

Locally significant site 

Mc Donald’s Global Press 
Room in English  

Campus Recruitment – 
McDonalds but a separate 
site.  

Links to WeChat and Weib 
Bo (similar to facebook and 
twitter) 

McDelivery (also in English) 

Drop down menu 
link top row menu 
bar.  
Drop down menu 
link top row menu 
bar.  

Not very prominent  
small icons in menu 
at bottom of page.  

Drop down menu 
link top row menu 
bar.  
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Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s) 

Gold, Red and Black 

Light blue, light pink, light 
green, pale yellow, light 
grey, light purple and white. 
Purple, blue, red, brown, 
turquoise, yellow, dark 
pink, green and black. 

Gold is the most 
prominent of the 
three colours. 
Followed by Red. 

All colours are very 
colourful and 
prominent  - but 
pinks, blues and pale 
greens, followed by 
purples are the most 
prominent of the 
colour ranges.  

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

Yes 

Yes – strong Red 
Yes – dark brown and black 

Yes – Pastel, (light colours) 

Yes -  Grey 

Strong  

Very prominent 

Prominent 
Prominent 

Prominent 

Prominent 

Prominent 
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Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls  

Images 

Text  

Icons  

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

Yes 

No 

Yes a few 

Yes 

No 

Yes quite a few 

Some white border space 
surrounding images.  

Mc Donald’s is for the 
family and is fun 
Mc Donald’s is sustainable 
and green. Appeals to 
young people.  
Mc Donald’s food is good  

Prominent 

Prominent  

Very prominent 

Prominent 

Fairly, but the actual 
site is so colourful 
you don’t’ really 
notice the white. 

Prominent 

Prominent 

Prominent 

Text handling: 

Lengthy 
undistinguishable text? 

Alternatively, is text 
broken up into 

No 

Yes 
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paragraphs to assist 
reading?  

Prevalent use of icons 
for navigation?  

Icons used for other 
purposes?  

Yes quite a few 

Yes – for advertising 

Very prominent 

Quite prominent 

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?   

Are these globalised? 

Yes 
Yes 
Yes 

Yes 

Yes 

Yes – all are 
prominent 

Handling aspects: 

Site simplicity or 
complexity  

Does it have: 

Virtual tours 

Animations,  

Video clips, 

Audio clips/sound 

Complex 

Yes – ‘I’m lovin’ it’ page. 
Some advertisements. Mc 
Delivery banner heading  

Yes – Multimedia Library. A 
lot of advertisements.  

Yes -  Media clips 

Prominent 

Prominent 

Prominent 

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Horizontal? 

Yes 

Yes 
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Special Offers and Delivery 

No 

Yes – lots of previous 
special offers images and 
links 

No 

Prominent 

Prominent 

Identify typical tasks 
users can start and finish 
from the home page.  

Join as a member, started 
form home page. 
Find out about nutrition  

Prominent 

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Deliveries Drop down menu 
link top row menu 
bar.  

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Yes 

Yes for certain tasks 

Related Aspects: 

Are users encouraged to 
explore?  

Yes 
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Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Yes English USA is used 
on the delivery site 

Are date/time formats 
used 

Yes 

Phone number formats Yes 

Address formats Yes 

Can users move freely 
back and forth within the 
site? 

Once you leave the site for 
deliveries, you can’t 
navigate back.    

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

Yes jobs and recruitment 
has a QR code and needs a 
mobile phone.  

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

Yes 

Yes 

Yes – black with Red mouse 
over. 
Yes  

Prominent 

Yes 

Prominent 

Prominent 
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Figure 

https://www.mcdonalds.com.cn/ 

(Last accessed 27th March 2019)  

Figure  

https://www.mcdonalds.com.cn/ 

(Last accessed 27th March 2019)  

https://www.mcdonalds.com.cn/
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Figure  

http://campus.51job.com/mcdonalds/job.html 

(last accessed 27th March 2019) 

http://campus.51job.com/mcdonalds/job.html
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Appendix S

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: UK ……………………………………………………………………………………………………........... 

Business Type: Fast Food Mc Donald’s …………………………………………………………………….. 

URL: https://www.mcdonalds.com/gb/engb.html....................................................... 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) Yes 100% 

English (USA) 

English used as 2nd language 

Other European Languages 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin 

Japanese 

Hebrew Script 

Arabic Script 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine Yes 

Other.. Hero Image Rotating 
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Other Script (Thai, Punjabi 
etc.)  

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   
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List those present How visually 
prominent 

(static or animated) 

Comments 

Site Branding: 

Local brand identity Yes 

Global brand identity Yes Very prominent 

Logo, Icon or Symbol Yes, Yes, Yes. (Brand name 
e.g. McCafe, McFlurry )

Very prominent 

Logo placement? Top left Prominent 

Culturally specific use of 
images, icons, logos or 
other features used? 

Yes culturally inclusive 
images.   

Prominent 

Does the Colour scheme 
match the brand? 

Yes Prominent 

Banner Heading: 
Are these animated or 
film? 
Rotating Banner 
Heading?  

Hero Banner Heading  
Are these animated or 
film? 

Rotating Banner 
Heading?  

No 

No 

Yes – on careers page 
Also static hero image on 
other pages.  
Yes – rotating 7 images, 
Homepage 

Prominent 

Prominent 

Very prominent 

Very prominent 

Trust Issues: 

Statement on security No 

Statement on privacy Yes. Also terms and 
conditions, and Cookie 
policy.  

Not Particularly 
Under bottom menu 
bar 

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 

consistent throughout? Are unusual or culturally specific ideals being represented by the 

brand? Is the website branding consistent with other form of marketing.   

Security features e.g. 
Login/password 

Yes - but just for the jobs 
section to apply for jobs 
you need an account.  

Quite prominent but 
only when you look 
for jobs  
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Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 

List those present How visually 
prominent 

(static or animated) 

Comments 

News Stories: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Weather: 

World 

National 

Regional 

Local 

No 

No 

No 

No 

Domain Specific News: 

(e.g. news relating to the 
website domain) 

Yes – latest  
Newsletter  
Fun football news – has its 
own sub-website  
News Room with own sub 
menu  

Prominent top menu 
bar 
Not very 

Quite prominent – 
bottom menu bar   

Cross Advertising: 
Banner head 
advertisements 

Lego movie 
Monopoly 

Very prominent 
Very prominent 
Hero Banner 
Heading  

The cross-
advertisements of 

Monopoly in conjunction 
with Mc Donald’s site. 
Subscription site.      

Quite prominent – 
under ‘latest’ link. 
2nd image link from 
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products related to the 
company 

left in drop down 
menu. 

The cross-
advertisements  of 
services related to the 
company  

Yes – Deliveries. Uber Eats  Not as prominent as 
one would expect.  

The cross-advertisement 
of    
‘third party’ products 
and/or services 

Happy Readers Book offer 
from Happy Meal Boxes. 
Under Happy Meals   

Not very prominent 

Promotions: (not time 
limited) 

Free gifts No 

Discounts Student discount Under ‘Deals’ image 
link on home page.  

Prizes No 

Similar (specify) 
Special Offers 

McDonalds Monopoly 
annually.    

Prominent - the 
game is on now. 

Links to other sites: 

Globally recognised site 

Nationally recognised 

site  

Facebook x2 
Twitter x2 
Google Plus  
YouTube 
Instagram 

Uber Eats 

App Store 
Google Play 

Monopoly in conjunction 
with Mc Donald’s site     

Fairly as small 
coloured icons on 
black background. 
Below bottom menu 
bar and just above 
bottom menu bar. 

Not very prominent 
Under ‘Menu’ in top 
row menu bar  

Below bottom menu 
bar 

Very Prominent 
Hero Image banner 
heading. Animation 
on home page.  
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Regionally recognised 
site 

Locally significant site 

No 

No 
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Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s) 

Black Menu bar top and 
bottom  

Black/white/Red/Gold 
Purple, Blue, Dark pink, 
Yellow, Dark blue. Dark 
Grey. 

Very prominent 

Hero banner 
headings very 
prominent colours. 

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 

Yes 

Dark colours are strong. 
Also some images have 
been darkened. E.g. 
Newsroom. 

No 

No 

Strong 

Very prominent 

Image size is 
prominent, but the 
darkness not so 
much. 

Prominent 
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Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls  

Images 

Text  

Icons  

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

No not overloaded 

No 

No 

Yes 

No 

Yes  

Some white space 

Good quality 

Prominent 

Very Prominent 

Quite prominent 

Not really 

Over all messages 

Text handling: 

Lengthy 
undistinguishable text? 

Alternatively, is text 
broken up into 
paragraphs to assist 
reading?  

No 

Yes 

Prevalent use of icons 
for navigation?  

No No 
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Icons used for other 
purposes?  Yes - Advertising 

Quite Prominent 

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?   

Are these globalised? 

Yes 

Yes 

Food images 

Very Prominent 
Prominent   
Prominent   

Prominent   

Very Prominent 

Handling aspects: 

Site simplicity or 
complexity  

Does it have: 

Virtual tours 

Animations,  

Video clips, 

Audio clips/sound 

Simple site but a large site. 

No 

Yes – Mc Donald’s and 
Monopoly advertisement 

Yes. Staff videos, education 
videos and challenges for 
students, case studies. 
Franchising clips.   Many 
videos.  

Yes – Careers staff 

Very Prominent 

Very Prominent 

Very Prominent 

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Horizontal? 

Left to right 

Yes 
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Yes. 

Yes 

Yes - some 

Pretty much 

Fair amount 

Prominent in top 
menu bar 

Lots of features on 
the home page. 

Fairly prominent 

Identify typical tasks 
users can start and finish 
from the home page.  

Locate McDonalds. Find a 
restaurant with table 
service. Sign up for 
newsletter. Careers 
Information links.  Student 
offers.  View full menu and 
Mc Deliveries. Also 
enterprise search. 

Lots of features on 
the home page. 

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Careers Link to Franchising, 
Schools and Students, FAQ 
and why Mc Donald’s 

3- 4 pages

Quire prominent the 
links are in the 
bottom menu bar 

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Yes 

For non-core tasks. E.g. jobs 
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Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Related Aspects: 

Are users encouraged to 
explore?  

Can users move freely 
back and forth within the 
site? 

Yes 

Yes 

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

Yes – the Fun Football News 
sub sites seems to have 
only a small link to big sub-
site.  

Not as prominent as 
I feel it should be  

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 

Yes 

Mostly 

Yes, White on black/dark 
grey for main site, red on 
white for sub-sites. 

Yes 
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Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Yes 

Are date/time formats 
used 

Yes 

Phone number formats Yes 

Address formats Yes 

Figure 

https://www.mcdonalds.com/gb/en-gb.html 

(Last accessed 20th March 2019) 

https://www.mcdonalds.com/gb/en-gb.html
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Figure 

https://www.mcdonalds.com/gb/en-gb.html 

(Last accessed 20th March 2019) 

Figure 

https://www.mcdonalds.com/gb/en-gb.html 

(Last accessed 20th March 2019) 

https://www.mcdonalds.com/gb/en-gb.html
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Figure 

https://www.mcdonalds.com/gb/en-gb.html 

(Last accessed 20th March 2019) 
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Appendix T

Cross Cultural Analytic Paradigm 

This is based on the document produced by Dr Tim French, University of Bedfordshire, 

“Cross Cultural Heuristic Evaluation Instrument” (2001) 

Country: ……………………………………………………………………………………………………................. 

Business Type: ……………….………………………………………………………………………………………… 

URL: …………………..…………………………………………………………………………………………………….. 

Section (1) Metaphor used 

This section looks at the metaphor(s) used. Is there are any customised, globalised or localised 

features.  

Section (2) Language 

The section looks at the language(s) of the website.  It looks at for example if English is the 

main language used, or just as an occasional caption, label or navigation label.  The section 

also examines if the website has genuinely dual language or multi language facilities.  

List those present Is the Use Consistent 
What Proportion 

Comments 

English (UK) 

English (USA) 

English used as 2nd language 

Other European Languages 

Other European Language(s) 

Traditional Mandarin 

Simplified Mandarin 

Japanese 

Hebrew Script 

Arabic Script 

List those present How visually 
prominent 

(static or animated) 

Comments 

Cue-cards 

Library or Book 

Virtual /immersive 

Magazine 

Other.. 
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Other Script (Thai, Punjabi 
etc.)  

Section (3) Branding 

This section looks at branding and if the site is branded locally or globally. Also, the 

consistency of any branding site wide, is the logo on every page? Are colour schemes 
consistent throughout? Are unusual or culturally specific ideals being represented by 

the brand? Is the website branding consistent with other form of marketing.   

List those present How visually 
prominent 

(static or animated) 

Comments 

Site Branding: 

Local brand identity 

Global brand identity 

Logo, Icon or Symbol 

Logo placement? 

Culturally specific use of 
images, icons, logos or 
other features used? 

Does the Colour scheme 
match the brand? 

Banner Heading: 
Are these animated or 
film? 
Rotating Banner 
Heading?  
Hero Banner Heading  
Are these animated or 
film? 
Rotating Banner 
Heading?  

Trust Issues: 

Statement on security 

Statement on privacy 

Security features e.g. 
Login/password 
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Section (4) Attractors 

Web-Site Attractors are features or additional features used to make the site more attractive to 

users. 

List those present How visually 
prominent 

(static or animated) 

Comments 

News Stories: 

World 

National 

Regional 

Local 

Weather: 

World 

National 

Regional 

Local 

Domain Specific News: 

(e.g. news relating to the 
website domain) 

Cross Advertising: 
Banner head 
advertisements 

The cross-
advertisements of 
products related to the 
company 

The cross-
advertisements  of 
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services related to the 
company  

The cross-advertisement 
of    
‘third party’ products 
and/or services 

Promotions: (not time 
limited) 

Free gifts 

Discounts 

Prizes 

Similar (specify) 
Reward Scheme 

Links to other sites: 

Globally recognised site 

Nationally recognised 

site  

Regionally recognised 
site 

Locally significant site 
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Section (5) Colour 

The meaning of colour differs across cultures.  There are single colours that have a specific meaning 

to certain cultures. Also, colour combinations and colour saturation differ across cultures. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Colour Pallet: 

Specific single colour 

Colour range(s)  

The strength, rendering 
and contrast of the 
colour(s): 

Bright/Clear 

Dark/Strong 

Subdued/Pastel 

Grey/Weak 

Strong/Weak  Saturation 
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Section (6) Aesthetic Appeal 

The section examines the presentation aspect of the site. Is it pleasing to the eye? Are there any 

cross-cultural aspects? 

List those present How visually 
prominent 

(static or animated) 

Comments 

Page design:  

Is the page overloaded: 

Numerous links 

Cross advertising 

Navigation controls  

Images 

Text  

Icons 

Alternatively: 
Mainly white-space 
Some text or a limited 
number of images. 

Identify prevailing 
‘signs’. 

Text handling: 

Lengthy 
undistinguishable text? 

Alternatively, is text 
broken up into 
paragraphs to assist 
reading?  
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Prevalent use of icons 
for navigation?  

Icons used for other 
purposes?  

Prevalent use of images, 
cartoons and other 
graphical elements.  

Are these localised?   

Are these globalised? 

Handling aspects: 

Site simplicity or 
complexity  

Does it have: 

Virtual tours 

Animations,  

Video clips, 

Prominent  
Under ‘jobs at KFC’ 
TV Advertisement 

How does the site ‘scan 
or reads’ : 

Left to right? 

Top down?  

Right to left? 

Horizontal? 
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Section (7) Navigation 

In this context refers to the navigation of a site at a structural level. It examines the 

structure used to build the site and the number of pages used. A site can be more 

hierarchical structured or an open structured. 

List those present How visually 
prominent 

(static or animated) 

Comments 

Is the home page 
designed around core 
user tasks? If so how 
much? 

Is there a search bar? 

Does the home page 
have a lot of distractors? 

Alternatively, are core 
tasks clear from the 
start? 

Identify typical tasks 
users can start and finish 
from the home page.  

Identify tasks users can 
start and finish from 
pages at greater depth  

(page depth/no of pages 
accessed etc.,) for 
several tasks: 

Are users able to 
complete most tasks at a 
‘shallow’ page-depth?  

Or, are users forced to 
navigate deep into the 
site to finish core tasks? 

Related Aspects: 

Are users encouraged to 
explore?  
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Section (8) Cross Cultural Formatting 

A site can be formatted for a particular culture or language. For example the USA date format is, 

Month Month /Day Day/Year Year whereas the English format is Day Day/Month Month/Year 

Year.  

Is this used Is it consistently 
used 

Comments 

Are currency formats 
used 

Are date/time formats 
used 

Phone number formats 

Address formats 

Can users move freely 
back and forth within the 
site? 

Anything unexpected? 
E.g. Is any important or
culturally significant
content placed in
surprising areas in the
site hierarchy?

Are navigation links? 

Intuitive 

Prominent 

Colour coded 

Designed in a consistent 
manner? 
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Sign Classifications for the Representamen from Peirce’s Semiotic Triangle. Mingers and 

Willcocks (2017) 

Ref: Chandler, D. (2007). Semiotics the Basics. 2nd edn. Available at: 
http://www.wayanswardhani.lecture.ub.ac.id/files/2013/09/Semiotics-the-Basics.pdf  (Last 
accessed 14th November 2019) 

Symbol (learned) 

Language (Text) 

Numbers 

Morse code 

Traffic lights 

National Flags 

Icon (resembles) 

Portrait 

Cartoon 

Scale Model 

Onomatopoeia 

Metaphors 

Realistic sounds in programme music 

Sound effects in radio drama 

Dubbed film track 

Imaginative gestures 

Indexical (natural signs) 

Smoke, thunder, footprints, non-synthetic odours and flavours. 

Medical symptoms, rash, pain, pulse rate. 

Measuring instruments: weather cock, thermometer, clock, spirit level. 

Signals, knock at the door, phone ringing, 

Pointers, pointing index finger, directional signpost. 

Recordings, photograph, film, video, audio recorded voice. 

Personnel trademarks, handwriting, catchphrase. 

Indexical words, that, this, here, there 

Images 

Film 

Animations 

http://www.wayanswardhani.lecture.ub.ac.id/files/2013/09/Semiotics-the-Basics.pdf
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Cross-Cultural Human-Computer Interaction and User Experience Design: A Semiotic 

Perspective. Brejcha (2015).  Proposed Guidelines for Chinese User Interface Design. 

Brejcha (2015, p.151-152). 

1. Important information should appear in the top-left corner or in the middle center of 
the screen.  

2. New (or problematic) information should appear in the middle center or top center of 
the screen.  

3. Given (or familiar) information should appear in the bottom right or middle right of the 
screen.  

4.  Use blue, purple, aqua (cyan), and gray (silver) for the background color. 

5. Real (or detailed) information should appear in the middle center or middle left of the 
screen.  

6. Images should be placed in the middle-left or top-right corner of the screen. 

7. Put information meant to be easily noticed in the middle-center or top-left corner of the 
screen.  

8. Carefully choose the images. They start the visual narration on the screen, followed by 
titles.  

9. The layout should allow for a central composition (one-column, three column, central 
layout).  

10. The layout should follow the golden ratio (4:3 or 16:9).  

11. Design the layout to be read from left to right. New information should come from the 
right.  

12. Layout dividers should be straight, windows should have rounded corners, and icons 
should be rounded.  

13. UIs should use common patterns so that users can transfer their knowledge from other 
UIs.  

14. Use blue, purple, aqua (cyan), and gray (silver) for the background color. 

15. Use light pastel colors on a white background. 

16. Use black, blue, and lime for the foreground color. 

17. Put more important information on the foreground. 

18. For commercial websites, use the combination of white, silver, and black; for personal 
websites white, blue, black, and aqua. Lime and fuchsia would also be well received. For 
educational websites use white, blue, and black. For governmental websites use white, 
red, and black.  

19. Do not put yellow text on red background. 

20. Use silver on black, blue on lime, and black on white. 

21. Use icons containing characters and images. 

22. Place icon attributes on the right from the icon. 

23. Create shorter pages with fewer contexts. 

24. Search facets should follow the order of the natural language (subject, verb, object). 

25. For the highest acceptance and credibility, use pictorial media (images, videos). 

26. Above all, the UI should be fast (responsive) and usable as well as aesthetic. 

27. When suitable, use Chinese calligraphy elements (readable is better). 

28. Form menus from verbs, sub menus from nouns. Alternatively, use a combination of 
verbs and nouns.  

29. To improve users’ moods and recall, use cartoon imagery in the UI. 
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An integrative semiotic methodology for IS research. Mingers and Willcocks (2017). 

Step-by-step Semiotic Approach. Mingers and Willcocks (2017, p. 20).   



Appendix V

Towards user–intuitive web interface sign design and evaluation: A semiotic framework. 
Islam and Bouwman (2016). 

The SIDE framework: layers, determinants, and attributes. Islam and Bouwman (2016, p. 
135). 

Level Determinants Attributes 

Syntactic Interactivity Decorative, indicative, indicative-interactive, 
functional, navigational, hybrid-interactive 

Colour Sign colour, colour lightness, colour contrast 

Clarity and readability  Overlap, likeness, closure, distraction, 
closeness, distance, conciseness 

Presentation Sign label, pictorial view, structure 

Context Web domain, web name, web page 

Consistency Design uniformity 

Pragmatic Position User habit, neighbour sign, common position, 
user attention 

Amplification Appended thumbnail, icon, short text, small 
image, indicative text and abbreviated letter(s) 

Relations Paradigmatic, syntagmatic, concurrence, 
dependence 

Coherence Logical consistency 

Social Cultural marker Cultural colour, language, text, icon 

Matching Reality, conventions, real-world objects 

Organization Category,  name,  product services 

Mapping Metaphor,  attributing 

Environment Ontology Ontologies related to the Internet, real world, 
systems, computers, mobile, current web 
domain, other web  domain, common sense, 
topic, organizational, cultural, website 

Semantic Interpretation accuracy  Accurate, moderate, conflicting, erroneous, 
incapable 



Appendix V

Towards user–intuitive web interface sign design and evaluation: A semiotic framework. 

Islam and Bouwman (2016).  

The semiotic heuristics of the SIDE framework. Islam and Bouwman, Table A1 

(2016, p.135). 

Determinants Semiotic heuristics 

Syntactic Interactivity 

Colour 

SH1: Clearly present the purpose of interactivity (e. g., whether a sign is designed for an 

interactive purposes or only for a decorative purpose) 
i. through the colour, label, position, underlining, font size or a small arrow for/with
the sign;
SH2: Making effective use of colour to design an interface sign 

i. keep the original brand colour,

ii. use the sign colour properly to provide its interactivity indication;

iii. make effective uses of sign colour to focus a sign and its importance in an
UI;

iv. keep the original colour to reflect the pictorial reality with the real-
world object;

v. provide high contrast between the background colour and the sign
colour;

vi. use the lightness of sign colour properly.

Clarity and readability SH3: Make the representamen readable and clearly noticeable 

i. make the representamen visible and clearly noticeable;

ii. do not use distracting signs;

iii. make interface signs with different objects look different;

iv. avoid overlapping words in the sign label;

v. avoid creating an interface sign that is buried by the text;

vi. create the signs in a concise and expressive way;

vii. avoid obscureness in sign design;

viii. avoid placing an interface sign too close to other signs that are not
thematically or functionally similar;

ix. reduce noticeable distances between related interface signs (e. g.,
distance between an interface sign and its indicative sign or text).

Presentational aspects SH4: Make a sign presentation clear and concise 

i. use self-expressive text as a sign label;

ii. use shortened texts that are common in the real world as sign labels;

iii. use acronyms that are common in the IT world as sign label;

iv. design pictorial signs for referential meaning based on what they look
like;

v. show reality in designing pictorial signs;

vi. design the sign structure (e. g., font size, size of text boxes, etc.) properly.

Representamen context SH5: Create the representamen context appropriately 

i. show the name of the web domain and website to the end-users;

ii. give a clear indication of the current page, page title, the purpose of the
page, etc.

Consistency SH6: Follow a consistent interface sign design strategy

i. follow a uniform design strategy in designing the interface signs for a
particular web application.

Pragmatic   Sign Location SH1: Place the representamen at the proper position in a UI place an
interface sign at a UI so that:

i. the place matches the users’ habit of using the same kind of sign at
the same location;

ii. most of the website belongs to a particular web domain that uses the
same location for a particular sign;

iii. interface sign attracts user attention;

iv. appropriate neighbouring or surrounding signs are present.



Amplification  SH2: Make effective use of amplification features in interface sign design 

i. append meaningful small images or thumbnails to linguistic signs;

ii. provide effective small text descriptions with interface signs;

iii. append an appropriate icon to the linguistic sign;

iv. append effective small text as an indicative sign to an interface sign;

v. append acronyms to linguistic signs.

Relationships SH3: Create good relationships among the interface signs of a UI

i. design interface signs so that they have paradigmatic relations with
other interface signs in a UI;

ii. place the interface signs with neighbouring signs that belong to the same
paradigm;

iii. maintain the syntactic relationships among interfaces signs in a UI;

iv. maintain concurrent relations among interface signs in a UI;

v. maintain dependency relations among interface signs in a UI;

vi. design the interface signs in a UI so that the end-user can easily

notice and understand the relations (paradigmatic, syntactic,

concurrence, and dependence) among them.
Coherence SH4: Retain the logical coherence in Interface sign design

i. design interface signs that are logically coherent in the meaning of the
sign and real world facts.

Social  Cultural marker 

SH1: Design interface signs to be culturally sensitive or reactive, when 
necessary 

An application may be developed for a very specific cultural context or be 

universally accessible. Depending on the application’s objectives and the 

focus on the end-users, the interface sign should build on the following 

principles: 
i. use appropriate sign colours to reflect the meaning of the interface sign

in its cultural context;

ii. use or avoid local cultural slang or terminology as sign labels;

iii. use or avoid critical cultural icons or images in interface sign design;

use language in interface sign design that is commonly

understandable by the intended users.
Matching SH2: Matches the reality, conventions, or real-world objects

i. follow some underlying reality;

ii. follow the conventions in interface sign design;

iii. build on matches with real-world objects.

Organization SH3: Make an effective use of organizational features in interface sign

i. In some cases, an organization’s category, name, and products or services

help end-users understand the meaning of a sign in web UI. Thus, designing

interface sign with support from these properties may improve the

intuitiveness of the sign for the end-users.
 Mapping SH4: Map with metaphorical and attributing properties

i. use metaphorical mapping in interface sign design;

ii. use of attributing mapping in interface sign design;

iii. use mapping properties to reduce conflicting interpretations.

Environment     Ontology SH1: Model the profiles of the focused end-users

i. Model user profiles based on how familiar they are with ontologies.

SH2: Make effective use of ontological guidelines in interface sign design

i. design the interface sign based on users’ familiarity level with
ontologies;
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Cross-Cultural Web Design Guidelines, Rukshan, A., Murray, D., Thompson, N. 

(2017).    

Web Features for Culturally Specific Website Design, Table 4, Rukshan et al (2017). 

Cultural factors Web attributes Web feature 

(L) PDI Visual representation (L) Human presence in images

(L) IDV Visual representation (H) Human presence in images

(L) IDV Links (L) Focus on the user’s goals

(L) IDV Links (H) Focus on organization

(L) UAI Navigation (L) Guidance and navigation control

(L) UAI Navigation (L) Additional support, in structured way

(L) UAI Navigation (H) Redundant pieces of information

(L) LTO Navigation (H) Deep, to flat, hierarchical structure

(L) LTO Layout (L) Information complexity

(L) CTX Multimedia (L) Visual information such as images and

animations

(L) CTX Colour and Text (L) Colour-embed information

(L) TPC Links (L) Linear navigation
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