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Abstract

Business to-Consumer (B2C) e-commerce becomes more composite with the emerging growth of
web services. Online Buyer expectations are often not taken into consideration in global and local
B2C websites. Serviceability has made its approach into the e-commerce mainstream and emphases
on how the web developers have developed their role to understand buyer’s actions of purchasing
and accessibility to accommodate evolving business process. For a B2C e-commerce website to
engage online-buyers across cultures web designer should not ignore the technology and human
related elements. This study is proposing a conceptual framework that describes the importance of
serviceable B2C e-commerce that connects technology factors such as web content accessibility
guidelines, human factors such as, cultural issues, buyers experience, cognitive behavior, religious
attitude and social networking elements into B2C e-commerce websites.

Keywords: E-commerce, B2C, Culture, Social networking, Serviceability, Trust, Usability, Web

Accessibility.

Introduction

In Human Computer Interaction (HCI) and
Information Systems (IS) areas, serviceable
websites are important. Various methods
have been proposed by the researchers for
measuring usability and creating global
interfaces for the e-commerce websites to
attract online buyers. Serviceability has the
similar concept, to attract and engage the
virtual buyers. Understanding the online
buyer is a key to building effective websites
(Hayes, 2005). Many business models are
applied to attract and encourage buyers to
revisit their websites. B2C e-commerce is the
latest development that attempts to influence
buyers to make their lives easier.

The evolution of technology, society and
variations in  development of web
applications create myths around the world

that how web applications can be developed
that really meets the user’s needs. Having an
appropriate technology infrastructure is not
the only reason for effective e-commerce
diffusion but this also depends on socio-
economic and cultural variables (Yap et al,,
2006).“International business is difficult due
to difference in culture and language”
(Lituchy and Barra, 2008).

The main aim of web accessibility is to
represent high quality websites to increase
user satisfaction. In particular, people with
disabilities such as colour blindness, hearing
deficiencies can buy online themselves
without having to rely on others. Social
networks such as Facebook, Twitter and
YouTube have made a major impact on how
today's Internet users share information. As
noted by Swamynathan et al. (2008), users
who engage in social networking generally
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obtain higher user satisfaction. Safavi (2009)
has explored that the success of e-commerce
is not only depends on technical solution but
also on social dimensions such as privacy,
trust, usability and accessibility. Therefore,
the web designer’s should keep in mind the
social dimensions in order to make e-
commerce website more accessible.

The purpose of this paper is to first analyse
the role of web accessibility and human
related factors such as experience, culture,
cognitive behaviour, religious attitude and
social networking elements into B2C
websites. Then based on the understanding
from literature review a conceptual
framework is presented. The study is
organized as: The first section provides some
background information and importance of
the problem related to e-commerce across
cultures. Then the following section presents
related work followed by our framework.
Finally, the conceptual framework is
discussed and leaves an open issue.

Background
E-commerce

E-commerce, E-business or Internet
Marketing is all about doing business
electronically using the World Wide Web
either in business-to-business (B2B) or
business-to-consumer (B2C). Business-to-
business “refers to e-commerce transaction
between organizations while Business-to-
consumer (B2C) refers to the e-commerce
model in which business sells directly to
individual shoppers” (Su and Adams, 2005).
E-commerce is essential to  most
organizations. Over the last two decades the
international market has seen significant
growth in global trade due to rapid
development of e-commerce (Tian and
Xuehua, 2009). E-commerce is not only about
running a website but designing a usable
website is a critical issue (Safavi, 2009).
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Culture

Hofstede et al. (2010) defines “culture as a
mental software” that is “the collective
programming of the mind which
distinguishes the members of one group or
category of people from another.” According
to Ferreira (2002) one of the Hofstede
culture dimensions, individualism vs.
collectivism has been revealed to affect the
variety of information when people choose
viewing written materials. Still, the
individualism vs. collectivism dimension in
computer applications globally has not been
completely studied and the effect on the
user’s preference for information in decision
making on web based applications is yet to
be researched (Ferreira, 2002). Culture can
clearly effect the behavior of online buyers
(Yoon, 2009).

Importance of the Problem

In recent years research interest in the
cultural aspects of in e-commerce
applications has grown significantly. For
example, research related to Taiwan Culture
(Thatcher et al, 2006), Chinese users
(Clemons et al., 2012, Junjie and Guang, 2010,
Kurnia, 2008, Yoon, 2009, Tan et al., 2007),
for the Arab countries (Rambo et al., 2009,
El-Said, 2006), e-commerce consumers
differences between France and Belgium
(Goethals et al., 2009), comparing cultures of
UK, US and China (Su and Adams, 2005, Liao
et al, 2008), e-commerce acceptance in
Malaysia and Singapore (Poong et al., 2007)
and cultural considerations in Australia,
Singapore, Korea for internet shopping
(Kang, 2005, Kang and Aratjo, 2006, Kang,
2009) shows the connection between the
culture and e-commerce. Cultural issues
alone do not guarantee the success of e-
commerce but social and trust elements are
also critical issues (Casalé6 et al.,, 2011, Yoon,
2009, Clemons et al, 2012, Kang and
Kovacevic, 2012).
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However, to reflect the culture in a user
interface still needs to be addressed
effectively (Kyeong and Yuan Yuan, 2010,
Lituchy and Barra, 2008, Oh et al, 2011).
“Various outcomes can be seen if cross-
cultural issues to be put in parallel with the
development of design for e-commerce” (Isa
et al, 2009). Effective e-commerce
infrastructure development is not just a
simple buy and sell phenomena but also
needs resources and efforts such as “solid
network infrastructure, talented IT
workforce, supportive country policy and
regulation, healthy global competition, loyal
customer base and protection for new
business venture in e-commerce” (Poong et
al,, 2007). “the effect of culture on the overall
user experience is yet to be explored in
depth, particularly in regards to emotional
usability” (Kang and Kovacevic, 2012).
Therefore, there is a need of quality
measurement criteria such as usability and
accessibility for e-commerce (Hasan and
Abuelrub, 2011).

Approach

The aim of this work is to find out the
significance of integrating technology factors
such as web accessibility standards, human
related factors such as experience, culture,
cognitive behavior, religious attitude and
social networking elements into B2C e-
commerce design and to what extent it may
be successful. A conceptual framework is
then presented that describes the importance
of technology, human and social networking
elements for B2C e-commerce website. The
literature review performed directing at
providing empirical support for the
serviceable B2C websites. The keywords
used in this search are: E - commerce; web
usability; user interface design; web
accessibility; culture; trust and social
commerce.

Related Studies
The section will present some observation

extracted from the different research papers.
At this point some key aspects are identified,

as highlighted by the extensive literature
related to the integration of culture and trust,
usability and social networks into B2C e-
commerce design.

e Culture and Trust in E-Commerce

* Cross-Culture E-Commerce Usability and
Serviceability

¢ Cross-Culture E-Commerce User Interface
design

* Social Media in E-Commerce
Culture & Trust in E- Commerce

Concerning culture and trust in e-commerce
application, Yap and Dad (2006) proposed e-
commerce business model developed in one
cultural environment might not be suitable
for another culture. Su & Adams (2005)
investigated two case studies using
Hofstede’s cultural dimensions
(individualism vs. collectivism). The results
show that e-commerce business models
developed for the West may not be totally
suitable for the East.

Tian and Xuehua (2009) discussed the
awareness of cultural variation in internet
marketing is necessary like a traditional
market. The authors have analyzed various
key cross-cultural issues related to internet
marketing and described “product, price,
promotion and place as elements of the
marketing mix that can be applied to internet
marketing strategy cross-culturally”.
However, benefits of Internet marketing are
not as clearer in developing countries as that
of in the developed countries because
customer cultures vary in most of developing
countries.

Yoon (2009) also suggest that culture can
affect the behavior of electronic commerce
customers. For that reason, the authors have
adopted an acceptance model for e-
commerce that integrates trust, perceived
usefulness and perceived ease of use as
variables together with Hofstede’s cultural



dimensions. But the model does not have an
effective theoretical background and data
was collected only from Chinese university
students.

According to Kang (2010) there are issues in
B2C e-commerce web design and in designer
approach, such as cultural differences for
international  customers. The author
investigated an Australian, Singaporean,
German, Brazilian, Korean, UK and Japan. The
findings show that both Australian and
Korean users have different preferences of
web design features and prefer to use local
sites. Therefore, there is need of a framework
for usable ecommerce design for
international users and it is important for a
web designer to consider design features for
international users.

Cross-Culture E-Commerce Usability and
Serviceability

Concerning e-commerce usability, researcher
has proposed different  approaches
pertaining to incorporating usability factors
in e-commerce enviroment (Smith et al,
2004, Ying et al, 2007). It is difficult for a
novice user to determine the right Ul (User
Interface) component such as “toolbars,
dialogs, and windows” to complete a specific
task in e-commerce applications.

Smith et al (2004) presented a “process
model for developing usable cross-cultural
websites compatible with ISO 13407”. The
authors suggested different approaches
during the project life cycle from
requirement phase to design. However, the
authors believe there is still no solid
framework that link culture to software. Ying
et al. (2007) proposed approach guides end-
users by “prompting the next Ul component
to help improve e-commerce application
usability using the knowledge embedded in
business process definitions”. However, the
approach shows that the expert user’s being
forced to follow a “single navigation
sequence to carry out business activities”.
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Mohd et al. (2010) proposed conceptual
model based on the Hofstede’s cultural
dimensions and web site usability. The
authors used an Islamic culture as a case
study and investigated whether users prefer
the website designed for their own culture.
The results shows that the users were more
satisfied with culturally design websites.
Hasan and Abuelrub (2011) proposed
framework suggests some comprehensive
indicators that can be used by web designers
to build quality web sites. Downing and
Chang (2011) believes that wusability is
ecommerce is one of the critical issue for
organization, not only to attract customers
but is able to serve their business goals.
Wang (2011) have researched that
“Interaction design for e-commerce website
is an important indicator to measure the
usability of e-commerce websites”. According
to Sivaji et al. (2011) quality of website
effects the online shopping experience.

Ranjbarian et al. (2012) proposed e-
satisfaction model integrates “convenience,
merchandising, website design, security and
serviceability”. According to the authors
serviceability includes the customer services,
price, feedback, transaction process, time and
delivery of the product. The result shows that
the serviceability has positive effect on e-
satisfaction of online shoppers.

Cross-Culture E-Commerce User Interface
Design

Concerning cross-cultural user interface
design for e-commerce, Huiyang et al. (2007)
addresses the cultural issues in electronic
business for national and international users
and discusses that innovative web design
features are important to attract consumers
and increases the chances of e-commerce
success.

Purwati (2011) believes that e-commerce
websites lose up to 50% of online sales
because users can’t find the right information
what they want. Therefore “more research
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should be conducted in this area on how
technology can be most efficient and effective
across countries, cultures and languages”
(Lituchy and Barra, 2008).

Oh et al. (2011) found that there are still
issues in user interface technology, such as
user behaviour patterns, cross cultural and
social interaction. The authors believe
customer’s needs should be kept in mind for
innovative communication strategies for the
tourism sites globally.

Social Media in E-Commerce

Concerning the use of social networks in e-
commerce, Swamynathan et al. (2008)
presents an evaluation of social media on
overstock business transactions and the
results shows a significant user satisfaction.
Guo et al. (2011) the author investigated the
Chinees social commerce website (Taobao)
where the social media are integrated and
the buyers can use to ask sellers or other
buyers for advice. The study shows that the
information processing and trust positively
influence the consumer choice. According to
Pei-Lee and Ahmed (2011) social commerce
has changed the nature of e-commerce. The
authors have examined the influence of
motivation, ability and opportunity on social
commerce adoption by surveying university
students. The results show that “Individuals
behavioral intention to use social commerce

Technology Factor

‘Web Content Accessibility
Guidelines

Perceivable

Operable

Human Factors

Designer

Experience
Culture

Cognitive behavior
Religious attitudg

Perceived Accessibility

significantly affects the individuals’ actual
social commerce behavior”.

Teh and Ahmed (2012) also studied the
behavioral intention of social commerce
users by investigating the influence of
perceived ease of use, perceived usefulness
and trust. The authors proposed model is an
extension of technology acceptance model
and the empirical result shows that
“Individuals’ behavioral intention to use
social commerce is built through user trust”.
According to Sun (2011) the social commerce
are still facing a challenge how to use social
media effectively. The author has examined
two successful e-commerce sites TaoBao and
Etsy and describe that the use of social
network features in social commerce can
engage the users globally.

Framework

Based on the understanding from reading the
articles, theory and theses in related studies
section we are suggesting a conceptual model
by integrating the technology factor such as,
Web Content Accessibility Guidelines and
human factors such as, experience, culture
dimensions, cognitive behavior, religious
attitude and the use of social network into
B2C e-commerce design. The conceptual
framework will help to develop serviceable
cross culture B2C e-commerce websites to
increase online buyer satisfaction as shown
in Figure 1.

B2C website

Social Elements

Social Network

Fig. 1: Framework for Cross-Culture Serviceable B2C Websites



Discussion
Importance of Web Accessibility

The World Wide Web Consortium (W3C) is
an international group that develops web
standards. The current universal guidelines
developed by W3C are Web Content
Accessibility  Guidelines (WCAG  2.0).
According to World Wide Web Consortium
(W3C 2005), web based applications should
be internationalize in a way that can be easily
adopted to any cultural group.

The purpose is tohelp make the website
easier for users of all ages and with
disabilities such as color blindness, hearing
deficiencies. For-example, a color blind user
using the online shopping cannot
differentiate the red font highlighting the
discounted prices or hot deals and may be
the difficulty in reading small fonts by elderly
persons. Therefore, such disable users
require aids which can be fulfill by Web
Content Accessibility Guidelines
(Perceivable, Operable, Understandable and
Robust) (W3C 2005). The purpose of
“Perceivable” is to direct the user to perceive
the wuser interface components. The
“Operable” guides the users that how the
interface should be operating and how to
navigate. The “Understandable” means the
web contents should be understandable by
all users. The “Robust” describes that the
information should be interpreted by the
variety of users in the same way. According
to Smallman (2006) and Roggio (2008) e-
commerce sites must follow web accessibility
by law. Web Accessibility can make it easier
for a buyer to use online shopping facility
successfully and thus possibly resulting in an
increase in revenue.

Experience

Buyer’s experience is a symbol of
involvement between the product and the
business organization that issue such
products. Traditionally, Buyers of a product
might have only one interaction with a
business organization, such as repairs after
bought. As the B2C e-business evolves over
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time more interactions experience is needed
to benefit both business and the buyers. The
more frequently a buyer uses a B2C e-
commerce website, the more they get
experience to buy the product. As noted by
Chelule (2010), a usable website provides
users with a satisfying experience, thus
increasing sales and revenue for vendors.
This implies that as buyers continue to use
the B2C e-commerece sites, their perception of
confidence will increase over time. This
interaction may influence the confidence of
the buyer’s directly. Moreover, business can
also get benefits from those buyers’
experiences, such as increasing revenue.

Culture

Here the “culture” means the online buyer’s
culture. Several researchers have provided
evidence that culture as defined by Hofstede
(2010) effects the online shopping
experience. According to Costa (2006)
culture is clearly a variable in the design of
information systems with good usability.

Yoon (2009) also suggests that culture can
affect the behavior of online buyers. Tian and
Xuehua (2009) discusses the awareness of
cultural variation in Internet marketing is
necessary like a traditional market. However,
benefits of Internet marketing are not as
clearer in developing countries as that of in
the developed countries because of cultures
variation. Therefore, a culturally B2C e-
commerce website will incorporate human
computer interaction that will have a positive
influence on buyer confidence to shop online.

Cognitive Behavior

With respect to B2C e-commerce website, a
buyer’s cognitive behavior may directly
impact buyer’s confidence to buy online. For
example, if the site structure is poor, if menu
frame and links is difficult to understand, or
if the checkout is complex, then a buyer’s can
experience cognitive overload. As analyzed
by Bolchini and Paolini (2004) users can
experience cognitive overload if they face too
many links on the web.
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Religious Attitude

Religious attitude may affect a buyer's
perception of the confidence to buy online.
As noted by Isa et al. (2009) Muslims users
purchase faster on websites designed for
their own cultures. An experiment was done
to ask the users to purchase religious books
in online books and the results were
significant in faster purchasing (Isa et al,
2009). Unfortunately, little research has been
performed in this area until now.
Serviceability

B2C e-commerce sites are different from
other types of websites because they show
some extra issues such as actions of
purchasing. Particularly, Serviceability that
includes customer services, customer
feedback, shopping time, privacy, range of
offering, competitive price and transaction
processes mechanism including payment
collection, processing and product delivery
(Ranjbarian et al.,, 2012). Therefore, the B2C
e-commerce should be designed, keeping in
mind the serviceability aspects of the
necessary functional requirements in
addition to the ease of use, learn ability and
visibility aspects.

Trust

Here the trust we mean the ‘online trust’ that
can be developed by the buyers when making
online purchasing. Safavi (2009) has
explored that the success of e-commerce is
not only depends on technical solution but
also on social dimensions such as privacy,
trust, usability and accessibility. According to
Bolchini and Paolini (2004) trust in a web
vendor is viewed as a significant behavioral
belief that directly influences buyer attitude,
and indirectly affects behavioral intentions
for online transactions.

Social Networking Elements

With the global popularity of social
networking e-commerce websites are
integrating social networking elements to
reach their target customers and achieve

their business goals effectively (Sun, 2011).
The social networking elements may include
such as online chat, product review and
ranking, recommendation to friends. The
familiarity of B2C e-commerce will increase
with help of social networking and can
positively affect the online-trust. Because the
use of social elements can empower the
buyer’s to shop online.

Buyer’s intention to use B2C e-commerce
may positively relate to social network.
Social networks will affect the online trust of
a buyer. For-example, people in collectivist’s
culture such as Pakistan are more likely to
perceived reputation from a word-of-mouth
recommendation while individualist cultures
like Australians are more likely to take
independent decisions. The relationship of
online buyers in B2C environment with social
networking seems that Online-Trust will
create positively influence in Pakistan
cultures.

Conclusion and Future work

For a website to convey business information
successfully to the international users, the
designers must be aware of the factors that
ensure acceptability in other cultures. One of
the factors such as localization, the
researcher’s believes that it gives a website
the ability to attract their target users and
may convert them to trusty customer (Al-
Badi and Mayhew, 2010). Therefore, the e-
commerce should be designed, keeping in
mind the ease of use, learn ability and
visibility aspects in addition to the functional
requirements.

The literature shows a  significant
understanding how to integrate user
centered design principles in cross cultural e-
commerce applications. Many researchers
and organizations have published their own
sets of guidelines regarding usability. Making
a query “e-commerce design guidelines” into
a Google returns about 24,600,000 hits (in
June 2012). However, the presentation of e-
commerce web design features is not



conveyed through serviceability to the global
user’s perception in accordance to web
accessibility guidelines. Serviceability in
terms of online buyer satisfaction and social
media services needs to be performed and
there is still a need to investigate the best
way of designing B2C e-commerce websites
considering the cross cultures. Cross-cultural
characteristics in e-commerce web design
are important and have a constant
investigation in  recent years for
improvement.

Therefore, a framework for cross-cultural e-
commerce website is needed to address
serviceability and business nature. By using
the proposed framework the right standards
can be chosen by the web designer to fulfill
needs of the online buyers efficiently and
effectively and will engage them across
cultures. This study has some obvious
limitation. A mixed method approach
(Qualitative and Quantitative) is required to
document and observe online buyer behavior
within a particular context to draw research
implications.
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