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Mb1I 6narogapvMm HaWwMX CIOHCOPOB
M NapTHEepOB 3a OKa3aHHYI0 NoAAEPIKKY
npv opraHusaLlum ceMmHapa!

Mbl cepaeyHo 6narogapvM BCEX CMOHCOPOB M NMapTHEPOB 3a COBMECTHY paboTy
M HaZeeMcs Ha MOCTOSIHHOE COTPYAHMYEcTBO B 6yaylieM. Bo BCeM MUpe MMEHHO
NpocToTa U yao6CTBO UCMO/Ib30BaHMS NPOAyKTa CTaHOBSTCS rnaBHbIMK B 60pbbe 3a
nonb3oBaTens. BMecTe ¢ BaMu Mbl cAeNaeM Hall MUpP yaob6Hewn!
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YBaxaeMblit [ocTb!

B nocnegHve roapl cpean pa3paboTuMKOB NPOrpaMMHOr0 ob6ecneyeHuns YKpenuaocb MHEHUE, YTO yCrex
NpoAyKTa 3aBWUCUT He CTOMbKO OT (YHKUMOHANBHOCTU U TEXHUUYECKUX PELUEHUI, CKOJIbKO OT
YOOBNETBOPEHHOCTM 3aKasumMka W €ero nosib3oBaTesniei, T.K. XOpOLME TEXHOSOTMW HEe rapaHTUpyoT
XOpOLWWiA pe3ynbTar.

KOMI'IaHMSIM-pa3pa6OTLH/IKaM npnxoanTca oOTBEYAaTb BbI30OBaM pPblHKaA, CTPEMACb MOBbLICUTb LEHHOCTb
CBOUX MPOAYKTOB AJ1A MOoJZib30BaTENA.

KOHKYpeHLMsa TEXHOMOMMIN CMEHSAETCA KOHKYPEHLMEN 3a user experience:
(0] nosib3oBaTeNAM HY>XXHbl HE CTOJIbKO HOBbIE CDYHKLI,VIVI, CKOJ1bKO yp,OﬁCTBO cyuecreyrownx

0 nMosb30BaTeIN CrMocobHbl MpUHOCUTL 6Gonblle feHer 6u3Hecy, ecim OHWM He 6oprTcsa C
HEMOHATHbIMW UHTepdencamm, a 3OEKTUBHO peLlaOT CBOU 3a4a4mn

o OnarogapHble nonb30BaTeNW PpasHOCAT CnaBy O MpoayKTe, BOBNekas B OM3HEC HOBbIX
nonb3oBaTtesien (KIMEeHTOB M 3aKa34ymKoB)

CerogHs Bbl yBUNANTE peaJibHblE NMPUMEPDLI BIINAHUA t03abMNNTU Ha ycnex npoaykKtoB, MNO3HAKOMUTECH C
nyqyuimMm MMpPOBbIMU MPpaKTUKaMW.

Mbl yBepeHbl, YTO 3HaHMS, KOTopble Bbl NonyynMTe Ha HaweM ceMuHape, He TOJIbKO MPUHECYT BbIroay
BaM 1 Bawei KoMnaHuM, HO U caenatT MMP BOKPYT Hac sydlwe un ygobHee.

Xenato BamM MHTepecHbIX AUCKYCCUMI, NNOAOTBOPHOro 06leHus v ganbHenwero npodeccMoHasnbHOro
COBEepLUEHCTBOBAHMS.

Mbl BblpakaeM 6narogapHoCcTb kKoMnaHumn Microsoft, HaweMy eHepasibHOMY CMOHCOPY, 3a NMOAAEPXKY
Halwero MeponpuaTus.

EneHa bo4yapoBsa,
pykosoanTenb YuebHoro ueHtpa ITONLINE

06 Yuyeb6HOM UeHTpe:

YuebHbih ueHTp ITonline Group exekBapTasbHO MNPOBOAUT CEPUM aABTOPCKUX CEMMHAPOB C Yy4yacTUeEM
3apy6exHbIX N POCCUNCKNX SKCMEPTOB AJ1 KOMMNAaHUN-pa3paboTuynKoB.

B nnaHbl 2008 roga BXoAWT oOpraHusaums CeMMHApOB TaKuMX 3KcnepTtoB, kak CkoTTt bepkyH (aBTop
6ectcennepa «MckyccTBo ynpaBneHuns npoektamu»), dasapa MopaoH (aBTop 6ectcennepa «MyTb Kamukanse
UM KakK BbIKUTb B 6e3HagexHbiX npoekTax»), Akob HunbceH, a Takxe 3KcnepTbl M3 KoMnaHun Google,
Oracle, Microsoft.

B 2007 roay Mbl MpoBenM TakuMe MeponpusaTUsi, Kak aBTopckue ceMmuHapbl CkotTa BepkyHa (Microsoft),
Mapun CtoyH (Google),dpuka Waddepa (Human Factors International), Cbto3aH ®aynep (FAST Consulting),
LWannewa Manra (Optimal Usability).
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«B nocnennuit paz g 0bu1 B Poccun B mae 1990 r. C Tex mop B cTpaHe
MHOTr0€ HM3MEHWIIOCh, 1 5 B IIEPBYI0 O4Yepe[b XOTed OBl  COCTaBHUTH
COOCTBEHHOE MHEHHE W YBHIETH CBOMMH IJIa3aMH BCE TO, O YeM SI TOJIBKO
YUTaJ Ha NPOTsHKEHUH 1oyt 20 niet. S gymaro, 4To BCTpedy MHOT'O SIPKHUX,
TaJAaHTIMBBIX JIIOJCH, 1 Oyay paj BBICIYIIATH HX MHEHHE O TEKYIIEM
MOJIOKEHUH  JIe] M O MepCHEeKTHBAX pPa3BUTHS B JAaHHOW  0OJIacTH.
...Ha MexayHapoaHBIX KOH(EpEHIUAX, B KOTOPBIX S IPUHUMAN y4acTHe,
s 3aMETHJI HECKOJIBKUX CHENManucToB u3 Poccuu. S momararo, 4to y HHX
€CTh BCE BO3MOXHOCTH JUIs OoJiee aKTUBHOTO YYacTHs B 3TOM IIpoIecce,
JUIS. PacKphITHS COOCTBEHHOrO IOTECHIHMANA, W B OyJIyIEM OHH OKakKyT
GoJbIIOE BAMSHHE HA IIPOLECC Pa3pabOTKH MPOIYKTOB M yCIYT BO BCEM
MHupe.»

Aapon Mapkyc

" YeJIoBEK, NOCBITUBILUI 40 JIeT TU3aiHy U 103a0HIIUTH.

= aBTOp NMPHMEHSEMOI BO BCEM MUpE METOIMKH pacyera Bo3BpaTa nuBectuiuii (ROI) B ro3abmmmty.

= aprop Oosnee 100 koHIENUMI MOJIH30BATENECKUX HHTEPHEHCOB JIsl CMapT(OHOB, B TOM YHCIIE TPUMEHSIEMBIX
ceifyac B i-Phone (Apple).

= ocHoOBarenb U npe3useHT AM+A, Gosee 25 net ocyecTBIsIONned KOHCATHHT ¥ TpoeKTupoBaHue st Microsoft,
Oracle, Adobe Systems, eBay, Nokia, Samsung, Hewlett-Packard, Siemens u npyrux.

= Gonee 200 crareit u myOnuKauii B 0071aCcTH F03a0MIHTH, TpadUIecKOTo TU3aifHa U MPOSKTHPOBAHUS
MTOJTE30BATEIbCKUX HHTEP(EHCOB. ABTOpP M COaBTOp 5 KHUT. TeMaTH4ecKue UCCIeJOBaHus sl 9 KHAT H 3
CIPaBOYHUKOB IO AW3aiHy MOIb30BATEILCKIX HHTEP(ENCOB. YuacTue B paboTe U3AaTEIbCKUX U
KOHCYJIBTAal[HOHHBIX COBETOB 5 OTPACIIEBBIX M3IaHUM.

1967
IMpodeccuonanbHblil rpaduyeckuit qu3aiHep (NEpBBI B MUPE).

1970-e
= Coszpnarens npororuna [10 s pabotsl ¢ Buneorenedonom Picturephone™ AT&T Bell Labs.
=  Co3znarens IPOCTPAHCTBA BUPTYAIBHON PEaTbHOCTH.
= Hayunslit cotpynauk B Boctouno-3amagaom nentpe (I'oHOMyY), yIpaBieHHe MEXIyHAPOIHOH KOMaHIOH
pa3paboTKH BUICOCBS3H.

= QOcHoBHoll noknanunk Ha ACM/SIGGRAPH-80.
= [lIpenonaBarens B Kanudopuuiickom yHuBepcureTe B ropoje bepkiu.
=  [lItaTHBI Hay4YHBIH COTPYIHUK B laboparopun Lawrence Berkeley.
= QOcHoBan komnanu AM+A.
=  OnuH U3 IMIaBHBIX MCIIOJIHUTENIEH POEKTa 10 MCCIIeIoBaHMIO Ooliee 3 PEeKTUBHOI BU3yaIn3aluy s3bIKa
nporpammupoBanusi Cu.
1992
Harpazna HainoHanbHOM npemMud ACCOIMAIMU KOMIIbIOTEPHOU rpauKH «3a BKJIa/( B Pa3BUTHE OTPACIINY.

1999
Opranmsarop u npencenatens nepsoro coopanus ACM/SIGCHI-99.

2000
«Macrep rpaduueckoro auzaiina 20 Bekay, 3BaHue, IPUCBOCHHOE MeXIyHapOIHBIM COBETOM acCOLHAIMN IpaduiecKoro
nuzaitna (ICOGRADA).

2003
Ipodeccop B UuctutTyTe nuzaitna (Yukaro), Mmmmnaoiickuii TexHOTOrnIeCKuid MHCTUTYT.

2003
MenTop kypca Pa3paboTka HOBBIX poayKTOB (11Koa 6n3Heca Xaas, KanmnpopHuiickuii yHUBEPCHUTET).

2003-2006
ITpodeccop B Knowledge Media Design Institute, University of Toronto, Toronto, Ontario, Canada.

2007
Harpana Amepukanckoro nHctutyTta rpaduueckux uckyccts (AIGA) 3a Belaatomuiicss NpaKTHYECKUI BKIIa] B
MOBBILICHUE CTAHAAPTOB IpaduuecKoro Au3aiiHa.

r. Mocksa, yn. ObpasuoBa, 14 www.edu.it-online.ru
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NMporpamMma ceMmuHapa

MepBbli AeHb
09:00—09:30 Pernctpauus

09:30—09:45 Jlekuuna 0: 3HaKOMCTBO, NpeAcCTaBJIeHUe ceMMHapa U UHCTpPYKTopa

Nekuus 1: NMoueMy Ba>keH NoJib30BaTeNbCKMA UHTepdenc?
09:45—10:30 PaspaboTka nHTepderica, OpUeHTMPOBaHHOIro Ha Nosb3oBaTens

HEernocpefCTBEHHO 3aTparvBaeT yAOBIeTBOPEHHOCTb KOHEYHOro noTpebuTens.

OTa nekums — aKCnepTHbI 0630p NpoekTMpoBaHusa nHTepdelica,

OPWEHTUPOBAHHOIO Ha Monb30oBaTens, NpeAcTaB/ieHne Nyylinx NpPakTuk,

KOTOpble NpuBOAST K ycnexy. Ocoboe BHUMaHWe 6yaeT yaeneHo Bonpocam

nosib30BaTeNbCKOM aganTauumn, 6bICTPOro NOHMMaHUS 1 NIErkoCTn B

MCNoNb30BaHUN. TeMbl IeKuun:

- [03a6bunntn (Usability)

- User-centered design

- User-experience design

- BosBpat nHBecTtnumin B t03abunmutn (ROI)

10:30—11:00 Anckyccus
11:00—11:20 Kode-6perik
11:20—12:30 JNlekuus 2: CooTBeTCTBME Le/IIM NoJsib3oBaTtesieil NoCpeACTBOM

aHanusa noTtpebHocTei/3anau UL

Monb3oBaTenbckne MHTep@ENChbl YacTo TEPNSAT Heyaady, Tak Kak OHW 6binan
pa3p360TaHbI TOJIbKO Ha OCHOBE TEXHUYECKUX UIUN (byHKLI,VIOHa}'IbeIX
CHELlMd)MKaLlMVI, 6e3 BoB/IeYEHUS NONb30BaTENS. ﬂeKLlMﬂ PacCKaxXeT, Kak
caenaTtb nonb3oBaTenda LEHTPOM npouecca NPoOeEKTUPOBAHUA TAaKNUM o6pa30M,
YyTO6bI TEXHUYECKUNE U beHKLlI/IOHaJ'IbeIe Cl'leLl,VICbVIKaLlI/II/I 3HA4YuMMo n yLl06H0
OTpa>anucb B NOJIb30BATE/IbCKOM VIHTepCbeVICG.

12:30—13:00 Anckyccus
13:00—14:00 Obep,
14:00—15:00 JNekuus 3: Yaob6eH nu Baw nHtepdeic? Otkyaa Bbl 3HaeTte?

MpoekTupoBaHue 6e3 3HaHUSA 0 NOJIb30BATENSAX €13 MEPBbIX PYK» PUCKOBAHHO,
Tak Kak HeBepHble MPeAMnosIOXKEHUS 0 NOTPEOHOCTAX Monb3oBaTeNnen n nx
noBeAEeHNN MOTrYT MPUBECTM K MIOXON 103abunnutn. ITa Nekuns npeacTaBnset
MeToAbl TECTUPOBaHWS MoSb30BaTeNe, KOTOpble NOMOratoT AenaTb An3anH
OpPMEHTUPOBaHHbLIM Ha MNosib30BaTeNs.

- KTo ponxeH 6bITb NpoTecTnpoBaH?

- Y10 AOMIKHO 6bITb MPOTECTUPOBAHO?

- Koraa HyXHO TecTnpoBsaTb?

- Kak npoBoauTb 103abunntn TectupoBaHme?

15:00—15:30 Anckyccus
15:30—15:50 Kode-6perik
15:50—17:00 Jlekums 4: UcTtopum 0 NpoTOTUNAX: CEKPET HaXoXKAeHuns

Apy3ei u omHaHcMpoBaHua?

B cerofHsALWHeN 3KOHOMMKE Jaxke KpuTuyeckue Ana busHeca npoekTbl AOSXKHbI
6bITb «NPOAAHbI» BbICLUEMY PYKOBOACTBY WM K/KOYEBbLIM KIMEHTaM, TeM, KTO
[ONXeH MHaHCMpoBaTb U NoaAepXuBaTb pa3paboTky. dTa nekuus
pacckasblBaeT, Kak AenaTb NPOTOTUMbI U AEMO-BEPCUN, YTOObI NoKasaTb
BUMAEHME NPOAYKTa MOHSATHbLIM, HarNsAHbIM W XeNaeMbiM ANs KNoYeBon
ayAUToOpUK.

- Llenn aemo-sepcum

- ATpnbyTbl yCnewHol AeMo-Bepcum

- Pa3BuTuMe Balero «coobleHns» yepes MO3roBoN LITYpPM

17:00—17:15 Anckyccuna

17:15—17:45 Nekunsa 5: Web 2.0 1 kynibTypHble pa3inuus.
B nexkunn obcyxpatoTcs xapaktepuctuku cantos Web 2.0 n pasnuuns caiitos
Web 2.0 B CLUA, SinoHuu, Kopee u TaliBaHe.

r. Mocksa, yn. Obpasuosa, 14 www.edu.it-online.ru
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BTtopo# AeHb

09:30—09:45 Nekuusna 0: NpeacraBneHne ceMMHapa, 3HaKOMCTBO C OMbITOM
cnywarenen.
09:45—10:45 JNlekuums 1: KynbTypHble acrnekTtbl M npoektuposaHue Ul

Nekuus nnnoctpupyet 5 acnekTos KynbTypbl: (power distance, individualism
vs. collectivism, masculinity vs. femininity, uncertainty avoidance, long-term
time orientation). ins kaxpaoro acnekta 6yAyT o6bACHEHbI ero
XapaKTePUCTUKKN NoTeHuManbHoe BAusHne Ha paboTy, obpa3oBaHue,
CEMENHYI0 XMN3Hb W NoKasaHbl NpUMepbl Be6-caiToB pa3nIMYHbIX CTpaH, rae
0AHa M Ta Xe TeMa AeMOHCTPUPYeT MeCTHble 0CO6EHHOCTN CalToB.

MpakTnueckoe 3agaHue 1: Kpocc-KynbTypHble Anasnorm

Kaxxgasa rpynna naydyaeT O4MH U3 NMPYMEPHO BOCbMU MEXHaLMOHAbHbIX
10:45—11:00 TEKCTOBbIX AMaNiOroB M MbITAETCA NMOHATb CKPbITblE B TEKCTE KY/bTypHble

nocnanus. PesynbTaTbl 06BABNSIOTCA BCEM yYacTHMKaM U 06CyXaatoTcs.

11:00—11:20 Kode-6pelik

11:20—11:45 MpakTnyeckoe 3apgaHune 1: Kpocc-KysbTypHble Ananoru
lMpoponmxeHne

11:45—12:45 Nlekums 1: KynbTypHble acnekTtbl U npoektuposaHue UI
MpoaomxeHue

12:45—13:00 Nekuuns 2: NMpuMeHeHUe KY/bTYPHbIX MOAE/ien B

npoekTuposaiun UI

MnntocTpupoBaHHas nekuusl, kotopas obobliaet nccnegosaHue a-pa Pia
Honold, Siemens Corporation, B 1CN0Nb30BaHUM KyNbTYpPHbIX MoAenen 4Tobbl
npeackasbiBaTb Kak HEMeLKWe 1 KuTaickme notpebutenn cobupaoTt
nHdbopmaumo 06 ncnonb3osaHnnM MobunbHoro TenedoHa. 3Ta nHbopmaumnsa
3aTparvBaeT pa3paboTKy AOKyMeHTauuun, oHNaHOBOW MOMOLUM U T.A4.
Mpe3seHTauumn a-pa Honold nokasbiBaeT, Kak pe3ysbTaTbl UCCNEA0BaHMS
COOTBETCTBYIOT NPeACcKa3aHUsiM1, HO U COLEPXKUT HEKOTOPbIE CHOPNpPU3bl.

13:00—14:00 O6ep

14:00—14:45 MpakTnyeckoe 3apaHue 2: OTto6pakeHne KyJibTypPHbIX
acnekToB B KOMMOHEHTaX NoJsib30BaTe/IbCKOro nHTepdeinca
Kaxpas rpynna nsy4yaeT oaunH Ky}'IbTyprIVI aCneKT un ero BansgHme Ha
dyHaameHTanbHble UL KOMNOHeHTbl (MeTadopbl, MEHTanbHble MOAENH,
HaBurauuo, MHTEpakKUuto n BHELUHWUI BM,D,). Pe3yanaTb| 06bSABNAIOTCA BCEM
Y4acCTHUKaM n OGCY)K,CI.aIOTCFI.

14:45—15:30 JNlekumsa 3: KynbTypa n NnpoeKkTMpoBaHue KOprnopaTuBHbIX Be6-
caiitoB
Mbl Nposk3aMeHyeM Heckonbko 6u3HecoB 1 NoTpebuTenbckmx Beb-canToB
MYyNbTUHALUMOHAaNbHbIX KOopriopauui ns pasnuynbix ctpaH (CLLUA: McDonald’s,
Coke; Kopesi: Samsung; 'epmMaHusa: Siemens) n o6cyaum anbTepHaTUBy
«YHUBEPCaNbHOCTWU» MPOTMB JIOKANIM30BAHHbIX PeLUeHUi ANs Kaxaon
KynbTypbl. KynbTypHasi MoAesnb UCNosib3yeTcs As aHanusa Bapuauuin B
KOMMOHEHTaX MoJib30BaTeNIbCKOro MHTepdelica KopnopaTUBHBIX r1o6anbHbIX
Be6-canToB NpnbAN3NTENbHO AIOXWHbLI KOMNaHW kak B2B, Tak n B2C,
Bk/tovas Siemens, Peoplesoft, McDonalds, u Coca-Cola.

15:30—15:50 Kode-6peik

15:50—16:45 JNlekuus 4: Jlyywume uccneaoBaHUA KyJibTYPHbIX aCreKToB
0630p 60 NpodeccnoHanbHbIX aHaNIUTUKOB KYJIbTypbl U NMOJIb30BaTEbCKOr0O
nHTepderica.

16:45—17:30 MpakTnyeckoe 3apaHue 3: NpoekTupoBaHue

nosib30BaTe/IbCKOro MHTepdeiica ansa OQHON KyNbTypbl.

17:45—18:00 Anckyccus

r. Mocksa, yn. Obpasuosa, 14 www.edu.it-online.ru
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Lecture Notes for the Tutorial

User-Centered, International User-
Interface Development

Aaron Marcus, President

Aaron Marcus and Associates, Inc., (AM+A)
1196 Euclid Avenue, Suite 1F
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Email: Aaron.Marcus@AMandA.com
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Instructor’s Biography

Aaron Marcus, President

Mr. Marcus received a BA in Physics from Princeton University (1965)
and a BFA and MFA in Graphic Design from Yale University Art School
(1968). He is an internationally recognized authority on the design of
user interfaces, interactive multimedia, and printing/publishing
documents. Mr. Marcus has given tutorials at SIGGRAPH and SIGCHI
conferences, and at seminars for businesses and academic institutions
around the world. He co-authored Human Factors and Typography for
More Readable Programs (1990), The Cross-GUI Handbook (1994), and
authored Graphic Design for Electronic Documents and User Interfaces
(1992), all published by Addison-Wesley. Mr. Marcus was the world’s
first professional graphic designer to be involved full-time in computer
graphics (1967), to program a desktop publishing system (for the AT&T
Picturephone, 1969-71), to design virtual realities (1971-73), and to
establish an independent computer-based graphic design firm (1982). In
1992, he received the National Computer Graphics Association Industry
Achievement Award for contributions to computer graphics. In 2000,
ICOGRADA named him a Master Graphic Designer of the Twentieth
Century. In 2007, the AIGA named him a Fellow. He has been an advisor
to the AIGA Center for Cross-Cultural Design since 2004.

Mr. Marcus is President and Principal Designer/Analyst of Aaron Marcus
and Associates, Inc., a user-interface and information-visualization
development firm with more than 22 years of experience in helping
people make smarter decisions faster at work, at home, at play, and on
the way. AM+A), has developed user-centered, task-oriented solutions
for complex computer-based design and communication challenges for
clients on all major platforms (client-server networks, the Web, mobile
devices, information appliances, and vehicles), for most vertical markets,
and for most user communities within companies and among their
customers. AM+A has served corporate, government, education, and
consumer-oriented clients to meet their needs for usable products and
services with proven improvements in readability, comprehension, and
appeal. Working with either client R+D or marketing groups, AM+A uses
its well-established methodology to help them plan, research, analyze,
design, implement, evaluate, train, and document metaphors, mental
models, navigation, interaction and appearance. AM+A’s clients include
BankInter, BMW, DaimlerChrysler, eBay, The Getty Trust, HP,
McKesson, Microsoft, Motorola, NCR, Nokia, Oracle, Peoplesoft, Qwest,
Sabre, Samsung, Siemens, Tiscali, US Federal Reserve Bank, Virgin
America, Visa, Wells Fargo Bank, and Xerox. AM+A helped design the
first user interfaces for America Online, Sabre’s Travelocity, and
Microsoft’'s ThreeDegrees.com.
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Detailed Description and Allocation of Time

Lecure 0: Introduction to instructor and tutorial (15 minutes)

This period will introduce the presenter and discuss how the techniques
that will be discussed fit into the user-centered, international user-
interface development process.

Lecture 1: Why Does User-Interface (Ul) Development Matter? (45
minutes)

User-interface development affects user satisfaction in ways that
immediately impact the bottom line. This lecture provides an expert
overview of the user-centered Ul development process, presenting best
practices that are known to contribute to success. Special attention is
paid to issues that support customer adoption, quick comprehension, and
ease of use. Sub-topics include:

- Usability

-- User-centered design

-- User-experience design

-- Return on investment (ROI)

Lecture 2: Meeting Users' Objectives/Goals through Ul Needs/Task
Analysis (60 minutes)

User interfaces often fail because they were developed only from
technical or functional specifications, without user input. This lecture
provides instruction on how to put users at the center of the design
process so that technical and functional specifications are expressed
meaningfully and usably in the Ul. Sub-topics include:

-- How to conduct a needs analysis

-- Components of a user model

-- User model artifact

-- Task analysis

Lecture 3: Is Your Design Usable? How User Testing can Help (60
minutes)

Designing without first-hand knowledge of users is risky, because faulty
assumptions about their needs and behavior can result in poor usability.
This lecture introduces user-testing methods that help make Ul design
more user-centered. Sub-topics include:

-- Who should be tested?

-- What should be tested?

-- When should you test?

-- How to conduct a usability test

Lecture 4: Ul Prototyping and Vision Storyselling
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In today's economy, even a business-critical project must be "sold" to the
executives and key customers who must fund and support its
development. This lecture covers the essentials of how to develop
engaging and compelling demos and prototypes that make a product
vision visible, comprehensible, credible, and desirable to key audiences.
Sub-topics include:

-- Objectives of a vision demo

-- Attributes of a successful vision demo

-- Developing your message by brainstorming

Lecture 5: Web 2.0 and Culture Differences (30 minutes)

This lecture discusses characteristics of Web 2.0 sites and begins a
discussion of differences among some Web 2.0 sites from USA, Japan,
Korea, and Taiwan.
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Learning Objectives and Abstract

Learning Objectives

The topics will give participants a good understanding of the complete
user-centered, international user-interface development process.
User-centered, user-interface development best practices are required
for successful products and services in a demanding customer market.
This advanced course enables participants to improve their skills as
thought- and action-leaders, who can in turn train or assist their
colleagues in planning, researching, analyzing, designing, evaluating,
and documenting superior user interfaces within product/service software
solutions. After each lecture, there will be time to discuss key terms,
principles, techniques, and issues.

Abstract

User interfaces for desktop, Web, desktop, home, mobile, and vehicle
platforms are increasingly complex and require teams of many
disciplines to interact efficiently. In addition, all must be oriented to user-
centered development, not data or technology driven solutions. In this
tutorial, participants will learn practical principles and techniques that are
immediately useful in terms of both analysis and design tasks. They will
have an opportunity to put their understanding into practice during
frequent discussion periods..
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Tutorial Slides, Publications, and
Bibliographies

Presentation slides appear on the following pages, after which appear
publication resources with bibliographies.
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AM+A: What We Do, How We Do I,
How We Can Add Value

Aaron Marcus, President

Aaron Marcus and Associates, Inc. (AM+A)
Berkeley, California, USA

Tel: +1-510-601-0994, Fax:+1- 510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 2

Objectives

=« What is AM+A like?
= How can we work together?
= What are the benefits of our collaboration?

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 3

Our Company

= 25 Years of experience in user-interface and
information-visualization design/analysis

= Multi-disciplinary, multi-cultural Associates

= Experienced with most platforms, user groups, and
vertical markets

= Strong brand and client base: BMW, Daimler-
Chrysler, HP Labs, Kanisa, Microsoft, Motorola, US
Federal Reserve Bank, Visa, VW, Wells Fargo

= President and founder: Aaron Marcus

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

Aaron Marcus, Founder, President,
Principal Designer/Analyst

= First graphic designer to use computers

= Visionary, pioneer, professional, teacher, researcher,
author/co-author of 5 books, 200 publications

= Award winner: New York Art Directors Club, NY Type
Directors Club, ID Magazine, ICOGRADA, Industry
achievement award of National Computer Graphics
Association, AIGA Fellow

= Member, Motorola Visionary Human Interface Board

= Co-principal investigator, DARPA research in
program visualization

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Research: User-Experience Spaces =
Opportunity Spaces

= |-ware = Me-ware,
My-ware

= You-ware = Love-are
= Fun-ware

= Buy-ware = Sell-ware

What-ware, Why-ware,

= Be-ware

= Know-ware = Who-ware,

Where-ware, When-ware

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Publications: Book Covers

AM+A, www.AMandA.com Page 1
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Publications: Chapters in Books

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 8

Publications: UX and Interactions

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 9

Our Vision and Mission

AM+A helps people make smarter decisions faster:
anyone, any time, any place, any technology, any
market, any subject matter

AM+A shapes the way technology affects
everyday life through effective and compelling
user-interface and information-visualization
development

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 10

Our Objectives

= Assist or help build centers of excellence for user-
interface development

= Engage satisfied users via user-centered user-
interface (Ul) development that cost-effectively
optimizes Uls

= Ensure usability, usefulness, and appeal in the user
experience

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 11

Ul Development Process

= Planning: brainstorming

= Research: technology, design issues, strategies

= Analysis: user profiles, use scenarios, prototypes

= Design: content, applications, branding, storyselling
= Implementation: scripting, coding, final production

= Evaluation: focus groups, user tests, heuristic evals.
= Documentation: guidelines, patterns, specifications
= Training: courseware, tutorials, mentoring

= Maintenance: continuing client relations

© Copyright 2007 by Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 12

Ul Components

= Metaphors: Clear concepts via words, images,
sounds, music

= Mental Models: Easy assimilation of data,
functions, tasks, and roles at work, play, on the way

= Navigation: Efficient movement in menus, windows
= Interaction: Effective input/output, feedback
= Appearance: Quality perceptual characteristics

AM+A, www.AMandA.com Page
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Our Approach: Powerful User Experi-
ence via User-Centered Development

= Focus on usability

= Attend to user experience and branding
= Attend to technology

= Consider culture/globalization issues

= Look for opportunities related to visualization
and sonification

= Look for opportunities to cross-sell our services

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 15

Some Past and Current Clients

12 of 30 Dow Jones Industrial Average™ Firms

American Express
AT&T

BMW

Cogito Learning Media
Eastman Kodak
Hewlett Packard

J. Paul Getty Trust
Kanisa

Microsoft

Motorola

NetlQ

Nokia

Oracle

Orbitz

Peoplesoft

Sabre

Samsung

Tiscali

Tradiant (GT Nexus)
US Fed Reserve Bank
Visa

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 16

Our Projects: Designing Uls and
Info Visualizations for our Clients

= Applications: mainframe, desktop, Web, mobile,
vehicle, appliances

= Websites

= Prototypes

= Demos, presentations, icons, and logos
= Publications, documents

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 17

Ricoh Projects

= 1982-88: Ricoh, Tokyo, and Ricoh, San Jose,
CA

= Reviewed Ul design for workstations

= Wrote Ricoh’s first Ul design guidelines document

. Trained Ricoh industrial design staff in Japan

. Hosted Ricoh designer for 3 months as Designer/Analyst

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 18

Nokia Projects (Finland)

= 1996: Nokia Finland
. Reviewed Nokia documentation for technical documentation group
-« Reviewed Ul for Communicator 9000 before intro to USA
- Tutorials in Helsinki and Oulu

= 2000: Nokia Finland

- Reviewed Christian Lindholm’s lecture at HCI UK

= 2002: Nokia Finland

. Designed Powerpoint presentation to explain Ul philosophy to
third-party developers worldwide

= 2005: Nokia UK

. Designed future Ul concepts for Nokia Design Center

© Copyright 2007 by Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 19

Visa USA, International, and Inovant

AM+A, www.AMandA.com Page 3
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Philosophy, process, and terminology Introduction to Aaron Marcus and Associates, Inc.
Visa: Visa Information Source, 1/2 Visa: Visa Information Source, 2/2
Visa: Icons Visa: Exceptions Reporting

Ul Design, 2003-04

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 24 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 25

Visa: Visa.com Global Gateway Virtual Server Administration Tool
Usability Analysis and Strategy

Visa. How the world pays.

2. Choose A Country

3 VISA CORPORATE INFO

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 4
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AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 26

Legal Case Management: Before

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 28

IT Services Management Portal, 1/2

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 30

McKesson Call Center Portal, 1/3

© Copyright 2007 by Aaron Marcus and Associates, Inc.

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 27

Legal Case Management: After

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 29

IT Services Management Portal, 2/2

HELP LOGOUT

& Enroll Patient
 Gheck oy ApotheCorp Case ID: 1234567
[ Verify Insurance Nileprophyl Initiative

 Coding & Biling

8l Smith
> Search Codos

Patient D 75654312345
2691917 uc

Obtain Missing Inforation 0710172004 0710172204
@ Prior Authorization 298 Martina Sith, RA
 Alternative Funding ate: 08/3012004 Jpdated On: 0712312004
38 dby  Jane Seimor, RS

ol Contact | Income | Insurance | Advocate
PatientName v | Status | StartDate |
Fi ky AC 12103108 ~ Patient Name (Last, First, Mi)  Smith Bl A
uc 01/05/04
RT 05723/04 Main Address Shipping Address
AC 120306
77 Mair cs 77 Mair
ue 0110504 Address 1 2777 Main St Address 1 2777 Main St
RT 0523004 Address 2 Address 2
AC 12/03/04
uc 01/05/04 City Springfield City Springfield
RT 05723/04 State New York ) State New York V|
AC 12/02/04 = 7]
uc 01/05/04 Zip 10007-9876 Zip 10007-9876
RT 0523/04
AC 1200206 Phone (Home)  555-555-5555 Phone (Alt) 555.555.5555
uc 01/05/04
RT 05/23/04
RT 0523/04
AC 12/02/04 B

uc  01/05/06 _

AM+A, www.AMandA.com Page 5
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AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 33
Call Center PORTAL g i Q = — -
) e <, ] — e - Virtual Server Administration Tool
e, AL e e er

Bl Smith PatentlD. 75654312345
St uc

Contat | Incor

Patent Name (Last First, M)~ Smith B A

Main Address Shipping Address

Address 1 2777 Main St Address1 2777 Main St

Address 2 Address 2

ciy Springfield ciy Springfeld

State New York ] State New York ~

zp 10007-9876 zp 10007-9876

Phone (Home) ~555.555-5555 Phone (Al) 5555555555

save

g ‘i

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 34 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 35

Application Example: Sabre Travel Sabre Booking Screen
Booking Development

Before After

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 36 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 37

Sabre: Launch Screen Development Sabre: Information-Visualization
and User-Interface Design

Information Visualization Interactive Ul Guidelines

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 6
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AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 38

Sabre: Wayfinder Game
Development

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 39

Orbitz: User Research

= User research and focus group testing to determine
optimum design of flight data search results

Web Application:
NetlQ Development

Before After

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 41

Website Design:
Kanisa Development

Before After

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 42

Website: ACM.org Portal Career
Resource Centre Development

Before After

© Copyright 2007 by Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 43

Website: J. Paul Getty Trust Portal
and Museum Website Development

}{Hi s
o

[i
H

Home Page Visitor Guide Page

AM+A, www.AMandA.com Page 7
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Philosophy, process, and terminology Introduction to Aaron Marcus and Associates, Inc.
J.Paul Getty Trust: Museum www.ThreeDegrees.com: Web-based
Website Messaging, File-Sharing for Teens

Targeted to
“Net Generation,
Microsoft’s first
user-centered
Ul development,
which led to a
new division,
now absorbed
int Microsoft's

latest .net
offerings
Mobile Products: Motorola Prototype: Samsung Advanced
Smart-Car User-Interface Design Mobile Device Concepts
Next Roadway
Samsung Wireless Information Samsung Wireless Information
Device: Design Concepts Device: User Observation

ey

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 8
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Prototype: Message Manager
For a Wrist-top Device

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

Prototypes: Music Management for
Desktop and Wrist-top

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 52

Microsoft Smart Watch:
Prototype Channels

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 53

Visual Search via Aloboum Art

= Find music via
keywords and
visual perception

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 54

BMW: Human Factors of the Driver
Experience

= Design for safety

= Avoid cognitive and sensory overload

= Reduce complexity

= Use graphical Ul interface only when necessary
= Allow customization of information

= Use of physical controls

= Follow driver-centered design process

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Prototype: Vehicle Dashboard
Information-Visualization

AM+A, www.AMandA.com Page 9
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HP Labs: Executive Storyselling
Presentations, Scenarios

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 57

HP Halo

= http://www.hp.com/halo

High-resolution, high-speed, broadband video
meeting rooms for executive communication

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 58

Nokia: Marketing Presentation to
Software Developers Worldwide

= Presented Ul philosophy to attract and cultivate community
of loyal developers, operators, and journalists

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 59

Anoto: Next Generation of
Leapfrog’s Fly Pentop Computer

= Fly was very successful roll-out from Leapfrog
computer that received very favorable reviews

= Children’s toy that can speak, translate, play
music, recognize writing marks

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 60

Paper Prototypes: Motorola
Personal Messenger User Manual

© Copyright 2007 by Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 61

Demo/Presentation and Ul design:
Tradiant (GT Nexus) Shipping

AM+A, www.AMandA.com Page 10
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AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 62

Training Products/Services

= Cogito-Learning Media: designed and produced
over 30 award-winning computer-based training
products in three business lines

= Oracle Worldwide Training: designed and produced
CD-ROM training products, including one AM+A
wrote/illustrated about Ul design; designed first-ever
Ul guidelines for Web-based training

= Tutorials: 1-15 days at conferences, universities,
on-site at corporations worldwide, and via the Web

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 63

Cogito Learning Media: Eye-to-Mind

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 64

Documentation and Training: Xerox
Font Center Sales Literature

Before

After

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 65

Education: Tiscali European Web
Portal on European Hand Gestures

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 66

Icon Designs, 1/3

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Icon Designs, 2/3

AM+A, www.AMandA.com Page 11
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Lecture:

Introduction to Aaron Marcus and Associates, Inc.

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 68

Icon Designs, 3/3, Logo

finity Facilties and Other Search
Programs Services Preferences
iy
Rates, Poliies Lacation and Agency
and Guarantes Transportation Comments,

= B o= AR

Modelsand  Insurancef  Shuttle Car
Ecquipmert  Waivers Cotnpany

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 69

Our Process

Product,

Evaluation

Service, User

Assimilation,
Needs
Analysis

Visual
Design

Analysis,
Information
Design

Building,
Integration,
Validation

Metaphors
Mental Models
Navigation
Interaction

Appearance

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 70

Our Testing Process

Assimilation,
Needs

Test Design

User Testing Analysis,
D

Analysis

tion

Business Objectives
Client Survey
Product Review
User Profile

Test Plan*

*Deliverables

Scenarios and Tasks
User Recruitment
User Scheduling
Product Preparation
Test Script”

Observation Summary
Compilation of Resuts
Final Report"

Moderator Set-Up

6-8 Test Sessions”

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 72

Design

Process Artifacts

© Copyright 2007 by Aaron Marcus and Associates, Inc.

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 71

Our Deliverables*

Resource Allocation

Project Document
Heuristic Evaluation®
Usability Research”
Proposal Focus Groups* Progress Reports™
Tasks/Schedule/Budget User Testing* Extranet Management

Customer-Experience Analysis™

Client Communications

Extranet/Team Center Set-up Milestone Meetings

Communication Protocol User/Product

Project Archive i

Project Plan

Kick-Off Agenda, Meeting
Assimilation, Analysis, Visual Building,
Needs Information Design Integration,
Analysis Design Validation

Business Objectives
Product Strategy

Market Analysis

Target Audience
Feature Definition
Content Audit

Technical Requirements
Visual Requirements
‘Team Roles

Scope Validation
Findings an
Recommendations*

User Profiles Screen Design”
Task Scenarios
Feature Descriptons
Content Organization Palette Development*
Site/Application Map* Information Visualization*
Screen Layout (Schematics)* Style Guiides®

Template Design”
Interaction Model"

Brand Extension

Audio Design"
Animation*
Feature Development"

Script Development*

Content Development*

Icon/Logo/MWidget Design”

Graphic Production”
Dermo Production*
Prototype Production”
Front-end Coding"
Quality Assurance

Cross-Platform Validation
Engineering Management
Development

Guidelines™

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 73

User Research

AM+A, www.AMandA.com
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AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 74 AM+A

User Models, User Profiles

Aaron Marcus and Associates, Inc., www.AMandA.com, 75

Participatory Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 76 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 77
InfoArchitecture Diagram: Framework InfoArachitecture Diagram: Scenarios
Demo Framework f— |Answer Scenarios (platinum user) 1/2
-
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Sketches Schematics

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 13
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Visual Design Exploration Visual Design: Screens, Layout,

Typography, Color, Icons/Symbols

% Conservation
e

Art

Visual Design: Examples, 1/17 Visual Design: Examples, 2/ 17
Visual Design: Examples, 4/ 17 Visual Design: Examples, 5/17

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 14
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AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 86

Visual Design Examples, 6/17

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 87

Visual Design Examples, 7/17

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 88

Visual Design Examples, 9/17

Locking at httpi//wun.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 89

Visual Design: Examples, 10/ 17

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 90

Visual Design: Examples, 11/ 17

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Visual Design: Examples, 12/ 17
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Visual Design: Examples, 13/ 17

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 93

Visual Design: Examples, 14/ 17

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 94

Visual Design: Examples, 16/ 17

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 95

Visual Design: Examples, 17/17

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 96

Our Services

= User-interface and information-visualization design
= Design-strategy consulting

= Usability research and analysis

= Design guidelines development

= Training: Ul, babyfaces, culture, info visualization

= Heuristic evaluations, focus groups, user testing

= User experience/brand analysis

= Improving corporate centers of excellence

© Copyright 2007 by Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 97

Our Value: Improving Usability,
Usefulness, and Appeal

= Increase
- Appeal
- Sales
- Productivity
- Return on investment (ROI)

= Decrease
- User errors
- Training costs
- Late design-change costs
- User support costs, e.g., for call centers

AM+A, www.AMandA.com Page 16
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Philosophy, process, and terminology Introduction to Aaron Marcus and Associates, Inc.
Our Advantage Let’s Move Forward Together!

=« Emphasis on users = What is AM+A like?

. = Smart, trustworthy, rigorous, experienced, flexible, team-oriented
= Rigorous and thorough approach « How can we work together?

. International, proven experience . Planning, research, analysis, design,evaluation, implementation,
documentation, training
= Flexible but focused teams . Improve existing centers of excellence and corporate methodology

. Stimulate new approaches, lines of business, strategies, methods

= What are the benefits of our partnership?
. Assist in developing your quality deliverables
= Add to your profitability through design-strategy planning, design
= Assist in improving your centers of excellence:
process, requirements, testing, client satisfaction

- Assist in developing your user profiles,use scenarios, prototypes, and
presentations

= Industry thought leader with 36 years of experience

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 100

AM+A: What We Do, How We Do I,
How We Can Add Value

Aaron Marcus, President

Aaron Marcus and Associates, Inc. (AM+A)
Berkeley, California, USA

Tel: +1-510-601-0994, Fax:+1- 510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 17
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User-Interface Development:
Why Does It Matter?

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F,

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

User-Interface Development:
Why Does It Matter?

User-Interface (Ul) Development:
Basics

= Ul “happens” in the last two feet between
computer systems and users

= Ul development must be part of integrated,
comprehensive software development

= Excellence in Uls requires understanding of
development process and components

= Objectives: Make systems usable, useful, and
appealing (or pleasurable)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 3

Ul Development Process Steps

= Steps
= Plan
= Research
= Analyze
= Design
= Implement
- Evaluate
= Document
= Train
= Maintain

= Similar to software development steps
= [terative; may be partially parallel

Basic Terms: User-Interface
Components, 1/3

= Metaphors: Easy recognition and retention of
fundamental concepts via terms, images, sounds,
touch, etc.

= Mental Models: Appropriate organization and
representation of data, functions, tasks, roles, and
people in organizations of work or play

= Navigation: Efficient movement within mental
models via menus, dialog boxes, and control panels,
etc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Basic Terms: User-Interface
Components, 2/3

= Interaction: Effective input/output sequencing,
including feedback; overall behavior of human-
computer and human-human systems

= Appearance: How the product/service appears to
the senses (visual, acoustic, tactile, etc), especially
related to visual identity and/or branding objectives

www.AMandA.com

Basic Terms:
Information-Visualization Design, 3/3

= Examples: Tables, forms, charts, maps, diagrams

= Visualizations of structures and processes

= Abstract vs. representational

= New forms: hyperbolic browser, tree map, data lens

www.inxight.com www.fidelity.com www.deconstructioninmusic.com

© Copyright 2008 by AM+A




Aaron Marcus and Associates, Inc. (AM+A)
Lecture Handout Notes

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 7

What is Usability (ISO Definition)?

= Effective
= Efficient

= Satisfying

[International Standards Organization (ISO)
definition for Ul usability]

User-Interface Development:
Why Does It Matter?

How Can Systems be Useful,
Pleasurable?

= Self-actualization (highest)

= Esteem

= Belonging and love

= Safety

= Physiological (basic, or lowest)

[Maslow’s Hierarchy of Needs]

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 9

Jordan’s Hierarchy of User Needs

= Pleasure (highest)
= Usability
= Functionality (basic, or lowest)
[Jordan, Patrick, The New Human Factors, 2002]

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 10

Objectives of Good Ul
Development: Simplicity, Power

= Make technology responsive to people, not vice-
versa; make it transparent, seamless

= Enable flow; reduce annoyance; recover time
= Provide better human service, respect

= Maintain standards of organization, clarity;
like zoning in urban planning

= Evaluate performance, comfort, convenience,
reliability, safety, value; like consumer advocacy

= Create harmony; like fengshuiin architecture

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 11

What is User-Centered Design?

= Design
. Between science/engineering and art
= Both analytic and synthetic
=« Both top-down and bottom-up
= Constantly making tradeoffs

= User-centered design (UCD)
= Make user central to providing an excellent user experience
= Optimal: UCD teams set up within corporations and organizations
= Objective: Change corporate/organizational culture

= “Everyone” is starting to emphasize UCD
. IBM’s Easy Website (www.ibm.com)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 12

Evolution of Design

= Levi-Strauss, the anthropologist: human beings
are both sign-makers and tool-makers

= Ubiquitous technology: computers everywhere in
human-human communication and interaction

= The emergence of user-interface design, in which
the Ul is both sign and tool

www.AMandA.com
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User Experience Design:
An Amalgam of Design Professions

= Design and analysis professions
- Information design, information visualization, graphic design
= Website information architecture,
= Product design, interaction design
= Usability analysis, human factors analysis
= Corporate and product branding
= Cultural anthropologists and ethnographers

= User experience design = both online and offline

= User experience concerns every aspect
- Engineering, business strategy, pricing, branding, content, user
interface
- Experience occurs over time, across all possible spaces
- Experience acquired by user across multiple touchpoints

User-Interface Development:
Why Does It Matter?

Development Objective:
Finding the Sweet Spot

Users
Desirability

Technology Business
Feasi Viability

Ul Development:
Many Roles = Many Hats

= Product strategy

= Information design

= Interaction design

= Usability evaluation

= Visual (and sometimes sound) design
= Verbal design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 16

Guiding Concepts

= User is central

= Before deciding on Big Idea, gather many ideas
= Iteration is indispensable, occurs at many levels
= Begin with core issues, big picture, then details

= For function-oriented development, form may
follow function, e.g., complex data applications

= For form-oriented development, function may
follow form, e.g., capturing consumer interest

= You may need to do both; understand differences

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 17

Current State of Ul Development

= Ul development process affected by many
stakeholders, including users

= Dynamic environment: user preferences and
profiles, dynamic data and layouts, adaptation to
various devices and contexts, collaboration

= Users increasingly overloaded with information

= Technology rapidly changes constraints and
opportunities. Old solutions become obstacles
(e.g., file systems)

The Future Trends
in Ul Development, 1/2

= Increased sensitivity of developers
= Understanding deep user needs, wants --> greater user satisfaction
= Culture-centered design, consumer-behavior-centered design

= More user experience, human-centered computing
= Human beings in control
= Computers adapt to human beings, not the other way around

= Major challenge: input
= Phones, PDAs, game stations: input vs. output
= Multimodal input, e.g., “put that there”
= Watching eyes, listening to speech, both local and distant

= Realism and seamlessness
= Ubiquitous, invisible computing

www.AMandA.com
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User-Interface Development:
Why Does It Matter?

One Challenge for Ul Development:
Visual Design

= Fundamental principles:
Organization, economy, communication
effectiveness

= Use of visible language elements:
Layout (grids), color, typography, icons/symbols,
product/service identity

= Additional issues:
Corporate identity, branding, style

General Ul Development Resources
and Challenges

= Principles (theory): gives hints, but challenging
to interpret

= Processes (techniques): the most important

= Proof (testing): identifies problems, but not
solutions

= Design should focus on usability, usefulness,
appeal

= Design should yield a good user experience

Return on Investment (ROI) for
Usable Ul Development, 1/4

= Development: Reduce Costs
= Sales: Increase Revenue

= Use: Improve Effectiveness
= The payoff

= “Development projects should spend 10% of their budget on
usability (testing). Following a usability redesign, Websites
increase usability by 135% on average; intranets improve slightly
less.” (Nielsen, 2003)

= AM+A white paper summarizes ROI of usability
= See tutorial notes reprints, www.AMandA.com, and/or User
Experience, 2002

Return on Investment (ROI) for
Usable Ul Development, 2/4

= Development: reduce costs
= Save development costs
= Save development time
= Maintenance: reduce costs
- Redesign: reduce costs

- “... 80% of software life cycle costs occur during the maintenance
phase and were associated with ‘unmet or unforeseen’ user
requirements and other usability problems.” (Nielsen, 1993)

= “Incorporating ease of use into your products actually saves
money. Reports have shown it is far more economical to consider
user needs in the early stages of design, than it is to solve them
later.” (IBM, 2001)

Return on Investment (ROI) for
Usable Ul Development, 3/4

= Sales: increase revenue
= Increase transactions/purchases
= Increase product sales
. Increase traffic, size of audience
- Retain customers
- Attract more customers
= Increase market share

= “It is common for usability efforts to result in a 100% or more
increase in traffic or sales.” (Nielsen, July 1999)

Return on Investment (ROI) for
Usable Ul Development, 4/4

= Users experience: improve usability (especially,

effectiveness), usefulness, appeal
= Reduce errors
= Increase productivity
= Increase user/job satisfaction
- Increase ease of learning
= Increase trust
= Decrease support/training costs

= “In a study of 15 large commercial sites, users could only find
information 42% of the time even though they were taken to the
correct page.” (Nielsen, 1998)

= Typical challenges: Poor labels, confusing layout, unreadable
typography, poor controls defeat user’s ability or patience ,or both

www.AMandA.com
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Cost-Justification Example

= Challenge: comparing development cost ($) to
increased usability (effectiveness, efficiency, and
satisfaction)

= Development Cost vs. User Costs
= Usability

= Good usability: benefit
« Poor usability: risk

Hypothetical Calculation for Cost-
Justification: Productivity

If we increase productivity by one second:
=250 users at $25 per hour

=One second greater efficiency per page for a
60-page product

=60 pages used each day for 230 days per year
Then, the savings achieved is this:
=$23,958 per year

[Hypothetical example from Cost Justifying Usability by Bias and Mayhew]

Hypothetical Calculation for Cost-
Justification: Decreased Errors

If we decrease errors:
= 250 users at $25 per hour
= 0.2 errors per day per user

Then, two minutes per error in recovery time saves:
= $9,580 per year

[Hypothetical example from Cost Justifying Usability by Bias and Mayhew]

User-Interface Development:
Why Does It Matter?

Example: Cost-Justification for
Application Development

In this example of limited audience, Web-oriented
application, several factors could be improved based
on user feedback:

= Increased user productivity
= Decreased user error
= Decreased training costs

= Decreased post-launch changes

[Hypothetical example from Cost Justifying Usability by Bias and Mayhew]

Hypothetical Calculation for Cost-
Justification: Decreased Training

If we decrease training:
= 250 users at $25 per hour
= Require four hours less training
Then, savings achieved in first year:
= $25,000 per year

[Hypothetical example from Cost Justifying Usability by Bias and Mayhew]

Hypothetical Calculation for Cost-
Justification: Post-Launch Changes

If we decrease post-launch design changes:
= 20 post-launch design changes
= 1 day per correction, including rush charges
Then, one-time savings:
= $16,800 per release

= After release, changes are four times higher cost
than during development

= Un-noticed, vital, internal, controllable factor

[Hypothetical example from Cost Justifying Usability by Bias and Mayhew]

www.AMandA.com
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Hypothetical Calculation for Cost-
Justification: Total Savings

Conservative, but realistic estimates

= In this hypothetical example, total savings
through improved usability would be this:

= $75,338 in the first year!

[Hypothetical example from Cost Justifying Usability by Bias and Mayhew]

User-Interface Development:
Why Does It Matter?

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 32

Qualitative ROI, 1/2

= Benefits of good user input
= Connecting with customers
« Building team consensus
= Motivating users

= Benefits of usability
=« Testing is like proofreading a manuscript
= Seeing yourself as others see you

= Costs of bad design
= Customer leakage (every click = small percentage of drop off,
lost human productivity)
= Poor reputation

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 33

Qualitative ROI, 2/2

= Good design is often transparent
= Customers may not notice what is natural

= Goal: seamlessness
= Poor usability interrupts momentum and train of thought
= Speed of frustration: 3-10 seconds
« Frustration does not scale well! Frustration builds up fast
= Most users initially will not have desire, patience to drill down
more than 1-3 levels

User-Interface Development:
Why Does It Matter?

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F,

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

www.AMandA.com
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Meeting Users’ Goals
through Ul Needs Analysis

Aaron Marcus, President

and Principal Designer/Analyst

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

AM+A Aaron Marcus and Assodiates, Inc., www.AMandA.com, 3

Needs Analysis: Output

Inventory of product and project goals

Scenarios

User models

Tasks analysis

Assessment of challenges and opportunities

Initial design recommendations

Project plan that accounts for design and
usability tactics

Product Design Goals: Stakeholder
Interviews

= Design is concerned with tradeoffs

= Designers must be able to converse between
disciplines

= Hold Stakeholder Meetings
= Rapidly capture inputs

= Get issues on the table
= Enable each group to understand relationships and priorities

= Follow Needs Analysis agenda
= Be wary of Ul requirements that specify one design

= Options and tradeoffs are not fully understood yet
= Focus on problem definition, not solution

www.AMandA.com

Meeting the Users’ Goals through Ul Needs
Analysis
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Needs Analysis: Steps

1.Establish project goals

2.Evaluate existing user-interfaces

3.Understand scenarios of use

4.Perform user research

5.Create user models

6.Analyze tasks

7.Understand technical capabilities and constraints

8.Define visual direction

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

Product Design Goals: Examples

= Supporting strategic goals of company
or product line

= Achieve new level of usability

= Exploiting innovative technology

= Conforming with new set of design standards
= Outperforming competing product

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 6

Stakeholders

Engineers

Marketers

Business owners

Ul designers/developers

Users

= Customer support representatives

Executive management

Key business partners

© Copyright 2008 by AM+A
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Review Existing Designs: Methods

= Observe a demo
= Try have a user demonstrate the system
= Learn about user behavior as well as existing system

= Conduct a heuristic evaluation
= Formal understanding of problems
= Warranted for a system that is being redesigned

= Conduct a usability test
= Learn about user behavior as well as existing system

AM+A Aaron Marcus and Assodiates, Inc., www.AMandA.com, 9

Understand Scenarios

Place tasks in a sequenced storytelling narrative

Explain context and motivation

Demonstrate value to users and business
= Show workflow between multiple users

Show one realistic path with realistic data
= Scenario may not cover all tasks
= Scenario may form the basis of a sequential prototype

Timesavers: Because scenarios describe users
and tasks, scenarios can be used as shortcut
form of user modeling and task modeling

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 11

User Research Methods:
User Interviewing

Provides richly detailed and realistic information

Multiple users need be interviewed in order to capture
a complete view

Can be conducted by phone or in person or remotely

Good for self-reporting of experiences and needs

May not report on actual behavior or performance
accurately

= User input should be carefully considered, but Ul
designer should drive the design, not the user

www.AMandA.com

Meeting the Users’ Goals through Ul Needs
Analysis

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 8

Review Existing Designs:
Comparative Analysis

= Decide what characteristics to compare
= Analyze strengths and weaknesses, not just features

= Review competing designs with:
= Focus group
= Development team
= Comparative usability test

= Position your product relative to others
= For each characteristic, establish a benchmark

= Very high-value activity

= Quickly learn the state of the art

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 10

Perform User Research

= Develop the right thing
;‘:jg,g‘s:g:’f:ﬂ'“lf:;e;ee " . Do they need a car or a truck?
= Develop the thing right
Desired
User
Needs
Supported 1

Current
Offering

Undesired

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 12

User Research Methods:
Stakeholder Interviews

= Useful for gathering different viewpoints
= Useful when real end-users cannot be contacted

= Some stakeholders can accurately represent the
opinions of many users
= Managers who have done the work

= Often, stakeholders will represent their own
opinions rather than those of end users

= May not report on actual behavior or
performance accurately

© Copyright 2008 by AM+A
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User Research Methods:
Focus Groups

Good for evaluating initial concepts, gathering
ideas

Data may not be as rich as with user interviews

Good for self-reporting of experiences and needs

Group dynamics
= Positive: a chance to capture multiple opinions and debate issues
= Negative: dominant participants, passive participants, participants
that play devil’s advocate, lack of anonymity, etc.

May not report on actual behavior or
performance accurately

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 15

User Research Methods:
Surveys

Useful when design goals and existing products

are well understood by the user base
= E.g., alist of content desired for an intranet

Can produce statistically valid data from many
users, into the hundreds

Good for concrete input
= E.g., checklist, multiple choice

Can combine closed and open questions, but
data will still not be very rich

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 17

Proxies for Actual Contact with
Users

When real users are not available, use proxies
= Marketers (sellers)

= Procurers (buyers)

= Supervisors (managers # do-ers)

. Domain experts (subject-matter experts = SMEs)

= Support personnel (assistants # do-ers)

= Documentation specialists

= Manuals

. Surveys (marketing studies gather different data)

The trick: account for their biases
= “Recruit loosely and grade on a curve” - Krug

User models are an excellent way to keep users
in mind

www.AMandA.com

Meeting the Users’ Goals through Ul Needs
Analysis
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User Research Methods:
Contextual Observation and Inquiry

Interviewing and/or observing users in their natural
context, such as performing actual duties in the
workplace

Real work context can reveal details not brought up
in a formal interview or focus group meeting

Excellent to observe real performance, behavior

Important for innovation
= When users do not know what they want, what they might do with new
technology, or how to express their ideas

Anthropological, ethnographic studies useful

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 16

Remote Testing

Large numbers of users (100-300) can be
queried for 30-45 minutes

Statistical results can be analyzed

Moderated, unmoderated versions

Easily world-wide, many countries, cultures

Many vendors now offering services, some with

offices in multiple counries
= Examples: UserZoom, Keynote, BoltPeters

Different software works on different platforms

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 18

Real Users

Testimonies are very powerful when users are
customers

User may/may not be able to explain their
preferences, needs, desires

May be necessary to look at their behavior (what
they do) as well as what they say

Users may not be able to envision and comment
on data, functions that they have never before
experienced

© Copyright 2008 by AM+A
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Model Users

= See User Modeling lecture

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 21

Understand Technical Capabilities
and Constraints

Output capabilities

= Monitor size, resolution, color-depth

Input capabilities
= Keyboards, touch screen, mouse

Data limitations

Performance

Ul Designer must be familiar with the medium
= Desktop, CD-Rom, Web site, Web app, Applet, Flash, handheld,

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 23

Present Design Recommendations

Issues and ideas can be presented in categories
of metaphor, mental model, navigation,
interaction, appearance

www.AMandA.com

Meeting the Users’ Goals through Ul Needs
Analysis

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 20

Analyze Tasks

= See Task Analysis lecture

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 22

Define the Visual Direction

= Select three to five identity attributes or keywords
= E.g., Friendly, authoritative, bold, organic
= Compile a list of products that have the desired
visual qualities
= All qualities need not be represented in one product

= Follow corporate, product brand guidelines
= Be aware of co-branding

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 24

Needs Analysis: Artifact Template

= Template can be formulated in RUP artifact
format and according to other formats

= Needs Analysis example should be provided

= Exact contents vary depending on the analysis

© Copyright 2008 by AM+A
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Meeting the Users’ Goals through
Ul Needs Analysis

Aaron Marcus, President

and Principal Designer/Analyst

Aaron Marcus and Associates, Inc.
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Tel: +1-510-601-0994, Fax: +1-510-527-1994
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Needs Analysis: User Modeling

Aaron Marcus, President

and Principal Designer/Analyst

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

Needs Analysis:
User Modeling

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 2

Ul Development Challenges

User-centered Ul development means developers
must consider end-customer usage rather than
data objects and functions

Organizing actions (verbs) harder than objects
(nouns)

Everyone does something different...differently

Discovering what people do/need/want is not same
as thinking about needs for databases

If you cannot contact users, try proxies

AM+A Aaron Marcus and Assodiates, Inc., www.AMandA.com, 3

User Types

Note: Design for everybody = pleases nobody

Focus on small number of user types and goals
(usually 7+2 maximum)

User types: abstractions represent large or
important (e.g., future markets) groups of users

User model, user profile, or persona: defines each
type

User interviews provide insight, credibility, reality
check

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

User Modeling: Why

For discretionary-use products/services (e.g.,for
consumers), user modeling of motivations very
important

For mandatory-use products (e.g., for workers)

consider organizational issues
= Do not treat user like a cog in machine
. Satisfied employee = productive employee

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

User Modeling: Steps

1.Analyze data from user research

2.Segment audience into user types with distinct
behavior

3. Create user models (profiles, personas) that
define each user type

4.|dentify design implications

5. Prioritize user types

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 6

User Modeling: Profile

= First decide what to profile

= Basic profile
. Goals (and objectives) (be clear about differences of two terms)
= Environment (physical, social, cultural, emotional, etc.)
= Behaviors
= Design implications

= Specialized profiles
= Proficiency
= Interaction style
= Information needs
= Country and culture

www.AMandA.com
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User Modeling: Goals

= Internal forces

= Needs, desires, or job responsibilities
= Day in the life
= Interests (e.g., to perform well)
= Information needs (requirements vs. nice-to-haves)

= Objectives: defined as more general, less
quantifiable desired situations or circumstancs
vs. goals: quantifiable, time-bound, specific,
precise, measurable

AM+A Aaron Marcus and Assodiates, Inc., www.AMandA.com, 9

User Modeling: Environments

= External forces

= Situation, circumstances, context

Equipment

Workflow (cognitive context)

Work culture

Physical context (e.g., indoors only, long-distance travel, efc.)
Social context (e.g., commercial vs. non-profit enterprise)
Cognitive context (e.g., detail-oriented)
Psychological/emotional context (e.g., air-traffic controllers)
Cultural context (e.g., power distance, uncertainty avoidance)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 11

User Modeling: Design Implications

User model affects design goals
Efficiency

Accuracy

Reliability
Learnability
Memorability
Satisfaction

Clarity
Comprehensibility
Comprehensiveness
Attractiveness

For real projects, design goals should be more
specific

www.AMandA.com

Needs Analysis:
User Modeling
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User Modeling: Characteristics

= Innate characteristics of the user
= Domain knowledge: low, medium, high
. System knowledge: low, medium, high
= Proficiency: low, medium, high
= Favorites, e.g., Websites
= Psychographics

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 10

User Modeling: Behaviors

= Driven by goals and environment

= Expectations, usage patterns
= Interaction style
= Navigation style
= Communication style

= Culture: may affect some behaviors

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 12

User Interviews

= Think about what you will want to know later

= Balance structure and conversation
= Ask open-ended questions

= Take user input, but do not let them design solution
= Users are not designers

= Schedule follow-up questions
= Drill into deeper level of detail
= You may need to analyze more or design something at this stage, in
order to encounter and/or understand the next level of unknowns

= Culture: may affect interview method and style

© Copyright 2008 by AM+A
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User Interview: Questions

= High-level
= Can you tell a few stories that are typical of your actual use of the
system?
= What makes a good/bad experience in your work day?

= Detailed
= Can you describe particular problems you were trying to solve?
= Can you describe the people/roles involved?
= What steps were taken?
= What constraints were there (e.g., time)?
= What information do you need to make good decisions?
= What was produced?
= Were you satisfied with the outcome?
= What things waste your time?
= Problems, pain points?

Needs Analysis:
User Modeling

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 13
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User Models

= User models: Describe key behavioral

characteristics
= Should not correspond directly to users interviewed

= Creating them is lively process

= Give user types name and face: personas
= Bring them to life, keep them in mind

= Development goal is to enable empathy

= Use first-person descriptions; put comments in
their own words

User Models: Examples from Getty
Museum Website Redesign by AM+A

‘Q

n_,;o

Jennifer

Art Historian, age 45. Thema teaches at UG {This parson is @ variant of Chris, and wes concaivad
Riverdale and & quie inolved inthe Getty priarty 2 3 tErget At Aceess Lser)

community. She comes to the Gelty to uge the Jeriniter is & 17-year-old high school senior who has

Ibrary resources for her work (publishing studies on a lok invested inbeing “arty.” Unlike Ctris, she

15" Gentury French pairtings). She, or her Knows wiat she wants b lock at. Shes a bit o a

assBant, Uses the oniline FESOLICES a8 Much as geth, and mayhe 2 bi of a loner, ad tenck to lke

five times a day dark of "mystical” pairtings from the Renaissance.
Jennifer wants to learn, and to increase her
authority and sophisticaton, 5o she's Irkerested in
detailed information about artwerks, biographies of
atists whose wiork she admires, and the curator's
viewpoint. She ako might war to look at a painting
for a long time, perhaps asa desktop image, of
emailan image to a friend.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 15
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User Models: AM+A Examples
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AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 17

User Models: Examples

Support

www.AMandA.com

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 18

User Archetypes

= Roles based on job responsibilities

= Experts vs. novices

= One time vs. occasional vs. frequent use
= Technophile vs. technophobe

= Most skiers and users = “improving intermediates.”
Optimize for them

= Avoid error of designing for novices and experts
when most users remain improving intermediates

© Copyright 2008 by AM+A
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Lecture Handout Notes User Modeling
Identify Primary User Types Exercise: User Modeling
= Choose one or two user types towards which to = Accompanying exercise shows how to practice user
optimize modeling

Apply 80/20 rule: most common, typical, or
important user role

Final decision about most common, typical, or
important user roles will be an obvious or
strategic decision of the client

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 21

Needs Analysis: User Modeling
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Needs Analysis )
Task Analysis Exercise

Baron Marcus, President

and Principal DesignerAnalyst

Aaron Marcus and Assoclates, Inc.

1196 Euclid Avenue, Sule 1F

Berkeley, CA BET0E-1640, LEA

Tel: +1-510-601-0984, Fax: +1-510-327-1684
Emall: Aarcn. Macus&AMandA.com

WEDT W ARANdA.com

MNMnaH: AHanuns 3apad

MpakTnyeckoe 3apgaHue 2: AHanu3 3apaaud

= [locne BbINO/HEHUS! AAHHOIO YNpPaXHEeHUsS YY4acTHUKM nosyyaT
OMbIT @aHanM3a 3ajay, 0OCHOBAHHOMO Ha YyXe CO3A4aHHbIX
NnoJib30BaTeIbCKUX MOAENSAX

*  PO/SM yYaCTHMKOB OCTalOTCA TEMU XKe, UTO U B NpeablayLieM
ynpaxHeHuu

Ynpa>kHeHne (BpeMsi BbINOJIHEHNS1 25 MUH. )
= Co3paliTe ABa peasbHbIX CLEeHapus, MOAENMPYIOWNX NpaBuiibHOE NCMOJIb30BaHMeE NMPOeKTUPYEMON
CUCTEMbI, OCHOBbIBAsACb Ha Y>e CO34aHHbIX NMOsb30BaTeNbCKknX Moaensax. (10 MUHYT)
= 3anuwuTe BCe 334a4un, KOTOpble BaM X0Tenocb 66l 06ayMaThb. BknoumTe B 3TOT CMMCOK BCE 3ajayn —
KaK HOBble, TaK U Te, KOTopbie 6blIM MepeymncsieHbl Ha cobpaHun MpoekTHoW rpynnbl. Pa3benTe 3agaumn
Ha KaTeropumu, BblAeUB NPOCTbIE, HE OYEHb C/IOXHbIE U COXHbIE 3aaa4n. Mpu pa3bueHnn 3agay Ha
KaTeropmun yunTbiBalTe BaXXHOCTb 3a4a4M M 4acToTy €e UCMOJSIb30BaHMS B AaHHOW cucteme. (15 MuH.)
- I'Iop,ymaﬁTe, Henb34 N BblAENTNTb OTAENbHbIE MeTad:)Opr Ha OCHOBaHUW NpoBeAEHHbLIX NHTEPBbIO.
MNMpe3eHTayns n paz6éop gonyijeHHbIX OWMNO60K, OTBETbI Ha BONMpochkl (5 MUHYT)

r. Mocksa, yn. Obpa3uosa, 14
+7 495 775 1543

www.edu.it-online.ru
education@it-online.ru
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UICE Needs Analysis:
User Modeling Exercise

Aaron Marcus, President

and Principal Designer/Analyst

Aaron Marcus and Associates, Inc.
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Project Brief

= See workbook

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Schedule: User Modeling

= Exercise (35 minutes)

= As a team, brainstorm a list of six or more, possibly different, user
types without going into too much detail about them (5 minutes)
Each team should spend a few minutes thinking about what it
wants to learn and then design interview questions. Refer to later
list of typical interview questions for ideas (10 minutes).
Structured interview: Each team will interview another team (one-
on-one). Take notes during the interview (10 minutes).
Model three user types based on notes. These user types do not
necessarily correspond directly to your interviewees. Select one
primary user (10 minutes).

= Presentation and critique (5 minutes)

www.AMandA.com

Needs Analysis:
User Modeling Exercise

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 2

Exercise: User Modeling

= Exercise will enable participants to practice User
analysis and specifically needs analysis

= Team Roles
Work in teams of three or five people

= Assign the following roles to people:
= Team leader: responsible for reaching decisions
= Presenter: responsible for recording and presenting designs
back to the class
= Users: Everyone on the team acts as a user for another team
= Designer: Everyone on the team acts as designer

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

User Model Example

Support

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 6

UICE Needs Analysis:
User Modeling Exercise

Aaron Marcus, President

and Principal Designer/Analyst

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F

Berkeley, CA 94708-1640, USA
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e NpakTnyeckoe 3afaaHnel: CospnaHue

UICE Needs Analysis: A
User Modeling Exercise nosib3oBaTe/ibCKOU Mmoaenu

Agrom Marcus, Prealident
and Principal Deslgnerfa
Adron har ;
1196 Euclid Avenue, Sule
Berkeley, CA BLTOE-1640, USA
Tel: +1-910-801 0884, Fax: +1-510-327-1684
on.Mascus@AMandAcom
AMangA.com

B LaHHOM ynpaxHeHumn npeacTouT BbIMOSIHUTb aHanus
L nonb3oBaTenbCKon ponun, a 6onee KOHKPETHO — aHanu3 noTpebHocTeNn
nonb3oBaTens

=  Ponu yyacTHUKOB
[ns BbINONHEHWS 3TOro ynpaxXHeHuUs HeobXxoaAnMo pa3buTbCcs Ha KOMaHAbl U3 Tpex U NATU YenoBek
®* Ha3HaybTe YyYaCTHMKOB Ha cneaylowme ponu:
v/ PykoBoauTesnb rpynnbl: OTBEYaEeT 3@ NPUHATUE pPeELIEHN
v' TMpeseHTaTop: OTBEYaET 3a AOKYMEHTUPOBAHWNE U MpeACTaBIeHNE MOSyYEHHbIX AU3aMHEPCKUX
peleHnin BCeEM y4acTHMKaM ceMuHapa
v' TMonb3oBaTenu: Bce uneHbl o4HOW rpynnbl, KOTopble 6yAyT BbICTYNaTb B oS Mosib30BaTenel
AN YIEHOB APYrov rpynnbi
v\ [OusaliHepbl: Bce YneHbl rpynnbl, KoTopble 6yAyT BbICTYNaTb B pofu Av3aliHepa

anMep noJib30BaTeJIbCKOM Mmopaenun
CoTpyaHuK cnyx6bl Noaaep>XKM Nosb3oBaTenen
"S1 oxoTHO pa3roBapwuBato no TenedoHy, HO TeprneTb He Mory nucatb" (Cbto3eH, 27 feT)
Mowu uenmu:
YTO MHE HYXHO, Yero s Xxo4y u Moun cnyxebHble 0693aHHOCTH
= $ oxoTHO Aob6aBnsio HOBblE CTaTbu B 6a3y 3HaHUM (B3), HO 9 XOo4y TpaTUTb KakK MOXHO MeHbLUue
BpeMeHn Ha odopMeHne 3TUX cTaTel n Ha nonyveHne onobpeHus.
=  WHOraa 4ymMcno AOKYMEHTOB, KOTOpble S COCTaB/Isit0, UCMOMb3YeTCs AJ151 OLEHKN MOeW
Npon3BOAUTENBHOCTM TpyAa.
= Haw MeHeaxep NOOLWPSET HAac, KOraa Mbl HAX04MM OLWNMOKM B yXXe MMEIOLNXCS JOKYMEeHTax.
Mos cpepa:
Pabouasa cpepa, KopnopaTMBHbIE HOPMbI M NpaBuna
= Kak npaBwu/iio, BO BpeMs KOHCy/bTaumun s pabotalo Ha MOEM KOMMbIOTEPE C MATbIO pa3HbIMK
NPUIOXKEHUSMU OAHOBPEMEHHO.
= Y MOero KomMnbloTepa O4YeHb MaaeHbKNi MOHUTOP.
Mowu pgeicTBuN:
XapaKTepucTmkun, ncuxorpaduyeckme gaHHble, 0XXUAaHUS U 0COBEHHOCTN MCNONb30BaHMS
= 4 9BASAOCb TEXHUYECKMM 3KCMEpPTOM B CBOel obnactm
= 4 TepneTb He MOry NUcaTb, HO TEPMMUMO OTHOLWYCb K TOMY, YUTO MHE NMPUXOANTCA NUCaTb NMUCbMa Mo
3/IEKTPOHHOM MnouTe.
= Y MEeHS HEeT TArn K NucaTenbCTBy, U 06bI4YHO A He BblaepxumBato gonblie 10-30 MUHYT MOHOTOHHON U
HenpepbIBHOM NucaTesibCKoM paboTbl, Koraa MeHs NpocaT 4YTo-mbo HanmucaTb.
=  MeHS pasgpaxatoT CMIOXHbIe M 3anyTaHHble Nosib30BaTeIbCKNE MHTEPdENCHI.
= 999% BpeMeHM Yy MeHs 3aHMMaeT usBnevyeHne nHbopMaunm M3 NpeasioXXeHHOro ONUCaHns peLleHuns
npob6semsl.
=  lIHoraa g HauyMHaw COCTaBNATb AOKYMEHT Cpa3y Mnocsie Toro, Kak noMoratw nosb30BaTento pelwnTb
npobnemy, HO OTKNIaAbIBalO €ro 3aBepLUeHNne Ha HECKOJIbKO 4YacoB Mnu gHen. [o3xe 9 0TBOXY
cneumanbHoe BpeMs Ha To, YTobbl cobpaTb BCe HayaTble MHOW AOKYMEHTbl, MPOCMOTPETb UX U
3aKOHUNTb paboTy Hag HUMMU.
MpeanocbIIKM NPOEKTUPOBaAHUA:
SPDEeKTUBHOCTb, NErKOCTb B U3YUYEHUU UMK
*  cnonb3yinte MeTadopy 3NEKTPOHHOIM MNOYTbl, Kak Hambonee MpuUBBLIYHYK A9 COTPYOAHWUKA Cy>X6bl
NoAAEPXKN NoSib30BaTeNen.

r. Mocksa, yn. Obpa3uosa, 14 www.edu.it-online.ru
+7 495 775 1543 education@it-online.ru




MpoeKkTUpynTEe NOMb30BaATENbCKUI MHTEPDENC MAaKCUMaNbHO MPOCTO — HE C/IOXKHEe, YEM MPUSIOKEHUE,
npefHasHayeHHoe A5 MoJIb30BaTENIbCKMX 3aMETOK.

MpeaycMoTpuTe CneuuanbHy CCbIIKY Ha YEpHOBMKM, MpWM MOMOLIM KOTOPOW MOJib30BaTeslb MOXET
COXPaHuUTb, 3arpy3nTb 1 3aBEPLUNTb paboTy C Ha4yaTbIMKU AOKYMEHTAMU.

Ncnonb3yinTe Kak MOXHO MEeHblle BCM/bIBAlOWMX OKOH, MOCKO/bKY M0Jfib30BaTeNb yXe paboTaeT C
60/1bLIMM YNC/IOM aKTUBHbIX MPUITOXEHUNA.

MnaH: Co3gaHMe Nosb30BaTeNIbCKOM Moaenm
Ynpa>xHeHne (BpeMsi BbINnOJIHEHUS1 — 35 MUH.)

PaboTas B rpynnax, nCnonb3ymnTe MeTo4 MO3roBoro WrypMa, 4tobbl COCTaBUTb CMMCOK WeCcTn unm 6onee
(NO BO3MOXHOCTM pa3/iNyHbIX) NOSIb30BaTENbCKUX POJIEN, He BAABasiCb B AeTanun (BpeMs BbIMOSHEHUS 5
MUHYT)

Kaxkgas rpynna AosHKHa NOTPaTUTb HECKObKO MUHYT, HOpPMYynnpys, 4TO OHa XoTena 6bl y3HaTb, U
3aTeM HayaTb COCTaB/IsiTb BONPOCHI AN MHTepPBbio. [1py cocTaBneHMn BONPOCOB BOCMO/b3YNTECh
CMMUCKOM COCTaB/IEHHbIX paHee CTaHAAapPTHbIX BOMNPOCOB (BpeMs BbINO/IHEHUS 10 MUHYT).
CTpyKTypupoBaHHOe onuncaHue: Kaxaas rpynna npoBoAUT UHTEPBbOMpPOBaHWe Apyron rpynnbl (0AnH
Ha oauH). Bo BpeMs MHTepBblOMPOBaHUS Heo6X0aMMO AenaTb 3aMeTKn (BpeMs BbINOSHEHUS 10 MUHYT).
CocTaBbTe MoAeNb ANA TPEX pa3HbIX MNONb30BATENbCKUX POSel, OCHOBbLIBAsCb Ha pe3yfbTaTax
npoBeAeHHOro nHTepBblo. MNMonb3oBaTenbckne ponum He oba3aTeslbHO AOMKHbI COBNagaTb C
NPOVMHTEPBLIOMPOBAHHBIMW BaMK YeHaMn KoMaHa. Beibepute ogHoro rnaBHoro nosb3osaTtens (BpeMs
BbINOMHEHUS 10 MUHYT).

lNMpe3eHTaymnsa n pazbop gonyujeHHbIX OWN60K, OTBETbl Ha BOMNMpoOcCkI (5 MUHYT)

r. Mocksa, yn. Obpa3uosa, 14 www.edu.it-online.ru
+7 495 775 1543 education@it-online.ru
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Needs Analysis: Task Analysis
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Tasks

= Single, complete, meaningful action
= Tasks accomplish goals (or at least sub-goals)

= Describe essence of task in technology-

independent format

= What users want to do, not how to do it

= Example: “user selects account”, not “user picks account from
drop-down box”

= Allows alternate designs to be considered

= Use simple, consistent, standard language for verbs, nouns if
possible

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Task Analysis:
User Experience Varies,1/2

Needs Analysis:
Task Analysis

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 2

Task Analysis

= Tasks must be audited and understood for
primary user types

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

Task Analysis vs. Feature Lists

= Features: concern functionality from system
perspective (engineering, marketing viewpoints)

= Tasks: concern functionality from user’s
perspective

= Difference between task and features: tasks much

more complex
= Tasks cut across multiple features
. Complex and ambiguous data
= Interruptions, distractions, forgetfulness
= Doubt, insufficient competence
= Fear of losing data, of consequences of mistakes

Task Analysis:
User Experience Varies, 2/2

X
X X

www.AMandA.com

© Copyright 2008 by AM+A
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Task Analysis and Use Cases

= Tasks and use cases are strongly related

= Use cases focus on decomposing tasks into
essential steps

= Task analysis focuses on relationships between
tasks in order to create an efficient system

Task Analysis: Commensurate
Effort

= Task frequency is particularly important

= Most frequent tasks should be made easiest to
perform

= Classify: easy, medium, hard

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 11

Task Analysis: Summary

= Ul solution based on primary, typical tasks, not
outlying, or at-the-edge cases

= Probables rather than possibles

= Understanding task usage goes far beyond
traditional list of features

= Task analysis is foundation for ease of use

= Task analysis often requires contextual inquiry in
addition to interviewing users

www.AMandA.com

Needs Analysis:
Task Analysis

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 8

Task Analysis: Steps

Characterize tasks according to:

= Grouping
= Logical, related categories
= Hierarchy
. Grouping by user preference, habit, need

= Prioritization
= Frequency of use (e.g., search)
= Important or critical (e.g., check out, submit request, pay)

= Adjacency
= Related by usage sequence (what would you like to do next?)
= If you can read user’s mind (from contextual observation) and
anticipate needs, it will seem like magic to user

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 10

Task Analysis: Dynamics

= Task dynamics concern the experience of the

task over time

What triggers a task?

How interruptible is the task?

What tasks are performed together?

How often does it occur?

What is the duration of the task? Are there time constraints?
What is the intensity or volume of work?

Does task need to be completed immediately, or at will?
Are reminders necessary?

Is task predictable or unpredictable?

Is task continuous or disjointed?

Is the user multitasking? What else is going on?

Is task process-driven or user-driven?

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 12

Exercise: Task Analysis

= Exercise provides participants with means of
gaining experience in analyzing tasks based on
previous user models

© Copyright 2008 by AM+A



Aaron Marcus and Associates, Inc. (AM+A) Needs Analysis:
Lecture Handout Notes Task Analysis

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 13

UICE
Needs Analysis: Task Analysis
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Schedule: Task Analysis

= Exercise (25 minutes)

= Write two realistic scenarios demonstrating successful use of your
new system, based on user models. (10 minutes)

= Write down all tasks of which you can think. Consider new tasks
as well as those suggested by project brief. Prioritize tasks into
easy, moderate, and difficult, based on importance and frequency
of use. (15 minutes)

. Consider if specific metaphors emerged from interview notes.

= Presentation and review (5 minutes)

www.AMandA.com

Needs Analysis:
Task Analysis Exercise

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 2

Exercise: Task Analysis

Exercise provides participants experience in
analyzing tasks based on previous user models

Maintain team roles from before

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

Needs Analysis:
Task Analysis Exercise
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How Usable Is Your Design?
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What is Usability: ISO Definition

= Effectiveness
= Efficiency
= Satisfaction

= Based in user-centered design (UCD)

AM+A Aaron Marcus and Assodiates, Inc., www.AMandA.com, 3

Why is Usability Important?

= User response measurs product design success

= Regardless of power of tool or impressive
appearance, if user interface is not useful and
engaging, it will lessen the success of product

= Usage typically drives either revenue or productivity
= ROI of usability can be demonstrated

= Bottom line: unhappy users have financial impact,
due to decrease in customers or by opportunity for
competitors to create better product

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

Proxies for Actual Contact with
Users

= When real users are not available, use proxies
= For needs analysis, use stakeholders
= For user testing, try to get as close a match as possible
= Example: instead of doctors, recruit medical students

= The trick: account for their biases
= “Recruit loosely and grade on a curve” - Krug

= If you cannot test users, have experts perform
heuristic evaluation

= In this lecture, “user” means “user or user proxy”

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Real Users

= Testimonies are very powerful when users are
customers

= User may/may not be able to explain their
preferences, needs, desires

= May be necessary to look at their behavior (what
they do) as well as what they say

= Users may not be able to envision and comment
on data, functions that they have never before
experienced

www.AMandA.com

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 6

The Challenge

Needed: direct, inexpensive, ongoing user feedback

Solution: Incorporate user feedback into design process
before usability problems become too costly

= Include users’ feedback into project delivery schedule

= Document feedback and apply to following phase of
development

= Conduct iterative testing by building issues from previous
tests into each new test

© Copyright 2008 by AM+A
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User Input: Evaluation and
Discovery

User feedback can be gained iteratively between project
phases in conjunction with client and team feedback.

Discover
User
Phase (X) Feedback
Evaluate
AM+A ‘Aaron Marcus and Associates, Inc., www.AMandA.com, 9

Ul Development Process: Overview

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 11

Ul Development Process :
User/Product Evaluation

Assimilation/ Information Visual Production/
Needs Analysis Design Design Implementation,

User/Product Evaluation

User interviews
Focus Groups
Contextual observation
Surveys

Web log analysis

User testing

www.AMandA.com

How Usable Is Your Design?

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 8

User Input:
Evaluation and Discovery

Each session with users can provide:
= Evaluation of direction for concluding phase

= Discovery applied to beginning phase

Example in user interview during needs analysis:

= Evaluation: “Are these the correct areas of the site you
need...?”

= Discovery: “Would you find these new areas useful....?”

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 10

Ul Development Process

Assimilation/ Information Visual Production/
Needs Analysis Design Design Implementation

Mental Model
Metaphor
Navigation
Interaction
Appearance
Documentation / Management
AM+A Aaron Marcus and Associates, Inc., www.AMandA com, 12

User Testing

= Can test usability and many other factors
= Example: usefulness, impression, appeal, etc.

= Qualitative and quantitative results
= Much more than just validation

© Copyright 2008 by AM+A
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Why User Test?

= The only way to really know if your design is usable

by users
= Experts may know too much, or too little

= Treat given design as hypothesis
= Testing provides empirical evidence

= Design quality assurance

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 15

Types of Usability Tests

= Consider beginning your project with a usability
test

‘ Exploratory ‘
‘ Assessment ‘
‘ Validation |
‘ Comparison ‘
AM+A ‘Aaron Marcus and Associates, Inc., www.AMandA.com, 17

User Test Findings:
Qualitative Results

= Qualitative results tell you what to fix
= Exemplary user quotes
= Observations of doing and thinking

www.AMandA.com

How Usable Is Your Design?
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User Testing Can Save Time

= Makes development results-oriented, rather than

activity-oriented
= Put efforts where it counts most
= Test plans help to precisely define design goals

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 16

User Test Process

= Set goals and plan test

= Recruit participants
= Define desired profiles
= Develop screener

= Create moderator’s guide
= Key tasks to test (realistic, not too fragmented)
= User training info
= Subjective questionnaire
= Run pilot test

= Execute tests
- Moderate facilitates test
- Observer takes notes

= Analyze and report results

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 18

User Test Findings:
Quantitative Results (Metrics)

= Quantitative results measure significance of
problems, but do not tell what to fix

= Task timing

= Percent of task success
= Tasks can be successful, unsuccessful, or partially successful

= Subjective ratings
. Likert scale (Strongly disagree...Strongly agree)
= Semantic differential (Hated it...Loved it)

© Copyright 2008 by AM+A
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User Test Plan: Number of
Participants

100%

75% A

Usability Problems Found
N w
1%, o
8 8

0 3 6 9 12 15
Number of Test Users

0%

[From useit.com]

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 21

User Test Plan, 2/2

= Results may not be statistically significant
= Requires larger sample, e.g. 20-40 users
= Need larger sample to detect smaller differences

= Testing is primarily diagnostic
= If these users have a problem, probably many others will

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 23

Usability Test Setup

O O Facilitator

Observers O
O Participant

O

www.AMandA.com

How Usable Is Your Design?

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 20

User Test Plan, 1/2

= More users reveal more problems
= 0 users find 0% of problems
= 1 user finds 25% of problems!
= 5 users find 80% of problems
= 15 users find 99% of problems

= Better to test fewer users multiple times
- Iterative Testing: e.g., 3 rounds of 5, rather than 1 round of 15
= Diminishing returns
=« Fix problems between rounds
= Initial usability problems mask additional ones
= Smaller numbers for early testing
= May need multiple sets of users if there are multiple user types

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 22

User Test Moderation

= Let users know you are testing design, not them
= Design problems, not user errors

= Use think aloud protocol to probe for mental model,
expectations

= Do not ask leading questions
= If users need an assist, task is partially successful

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 24

Usability Test Setup
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Evaluation:
During RUP Inception

S = Needs Analysis

Workfiows (o |_eimaratin | consuction [ araton]

Business Modeling | R — = Focus Group

Analysi + Design _,5 7\% = Heuristic

Testing Evaluation

Deployment

= Exploratory User
Test

[ e e e e s 3

Trerations = Comparison User
Test

Ul Development Activities:
During RUP Elaboration

Ul Development Activities:
During RUP Construction

S = Validation User

Workflows [incepton |_comortion § _constrcion_} ronson]
i Test

Business Modeling S
Requirements P -

Analysis + Desion e | = Comparison User
Testing TeSt
Deployment ——

Confguration + Change Mt

e e e R s e A R |

Iterations
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Include Users in the Design
Process: During Information Design

Begin testing navigation, layout, and interaction

Present paper prototypes to users and capture
early interaction issues

Create html schematics representing key areas
and interactive components of site or app

Implement schematics into small testable
prototype

= Conduct usability tests

www.AMandA.com

S = Heuristic
Workflows [incepton |_comortion § _constrcion_} ronson] .
i Evaluation
Business Modelng
Requiremerts $
Anaisis + Design ] 1=—-— = Assessment User
3 Test
Testing I—_J
Deployment — )
o » Comparison User
— — Test
[ e e e e s 3
Iterations
AM+A ‘Aaron Marcus and Associates, Inc., www.AMandA.com, 28

Ul Development Activities:
During RUP Transition

(e = Validation User
Workflows [incepton |_comortion § _constrcion_} ronson]
i Test
Business Modelng | A —
Requirements P - .
Analysis + Desion T = Comparison User
o
Test
resting
Deployment ]
Configur + Change Mgmt. _—
. . =
=
(o) o ) e )
Iterations
AM+A ‘Aaron Marcus and Associates, Inc., www.AMandA.com, 30

Information Design:
Paper Prototype

Use early design concepts on paper to enable testing
without expense of building prototype

Use simple wire-frame print-outs (schematics) of key
pages and states

Print out important widgets (drop-down lists, alert
boxes, efc.) to enable users to interact

Moderator plays the role of the computer

Ask questions regarding expectations and desires:
= “What would you click on?”, “What would you expect to see here?”

© Copyright 2008 by AM+A
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Examples: Paper Prototype Information Design:
o B HTML Schematics

Ll
[From
http:/loop.aiga.org/UserSu
bmissions/Loop5/rettig/prot f . . .
otypeCollage/prototypeColl Easy to modify and make interactive, leading

age.htm] easily to prototype creation

= Essentially wire-frame depictions of screens

Contain only black, white and gray-scale elements
to focus the development on the essential
components

Allow quick “mock-ups” of pages

Utilize actual content, enabling developers to plan
architecture and layouts more accurately

) |1EclEI

Information Design: HTML Information Design: Interaction
Schematics Model

Communicates, as skeletal prototype, page layout,
navigation, and interaction, not visual solution

Pages should be
created around key
screens Provides easy expansion of the HTML schematics by

simply adding interactivity and additional content pages

Enables variations in navigation and interaction to be easily
created and compared

Provides developers and visual designers realistic
impression of approach prior to implementation

Can be used for testing to provide preliminary findings
oot link | Fotr Uk | Footr s regarding terminology, layout, and navigation

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 35 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 36

Examples: Interaction Models Include Users in the Design Process:
During Visual Design

Enables presentation of design alternatives of key screens
to users in person or as an online survey

Allows users to comment strictly on “look” without being
distracted by “feel” of the interaction

Helps distinguish between visual-design issues and
information-design issues

Allows concurrent development of information design while
visual design is proceeding

Footer Links | Footer Links

Footer Links | Footer Links | Footer Links

www.AMandA.com © Copyright 2008 by AM+A
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Implementation:
Cost-Effective Approaches

= Using online surveys and heuristic evaluations can provide
tremendous savings in time and effort
= During pre-launch (beta) release:
= Invite customers to online survey of “live - protected” version of product

= Use heuristic evaluation of current implementation to identify serious
usability problems prior to launch

= Post-launch options:
= Re-use surveys from prior test to validate new release and track changes

= To reduce costs of usability testing, test in-house and
recruit users from customer base

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 39

Example: Heuristic Evaluation

=« AM+A’s HE uses oty Deserpton
15 heuristics e o e RS

1o changes necessary.

i i i Severity leel 1 Pominal issues onl
» Each heuristic -lS T Need not be changeym but consider
ranked according seneties

Geverity level 2 Minor usatility pratiem.
|| Jumlmm]

Could im pair users® productivity and atility
tolearn

to severity rating

Severity lewl 3 Major usability probiem.
N portant 1 By, affects users! productivty
and kelhood of errore

Severty lewel 4 Usatilty berier
Ll Inperatie 1 fir

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 41

Current Design

Challenge: Intranet no longer provided efficient
information communication and content management

Center content was text-heavy, used real estate poorly

= Site organization was ineffective, e.g., additional links
continuously added to the left to give user quick access

Site lacked cohesive feel and poorly reflected brand

= Departments took too much liberty in managing their
own areas, including information not of value to bank as
a whole

How Usable Is Your Design?
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Implementation:
Heuristic Evaluations (HESs)

HE = expert review according to principles of good
user-centered design

Typically half cost and third of time compared to
usability test

Good alternatives when user feedback has been
absent from the process

Capture important issues that can be prioritized
with expert consultant

Consider using HE as input to user test

Applying Usability: Case Study of
Large Bank Intranet

Typical project size:

3000 pages

Complete redesign

Average duration (four months)

Average budget (low)

Client not local

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 42

Current Design

. BANK INTRANET.
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Feadback highignt
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Milestone 1: Milestone 2: User Analysis
Analysis of Project Inputs

Surveyed users with required questionnaire

= AM+A conducted analysis of material and
summarized user feedback

Simple questionnaire described initial organization
= Client conducted four in-house focus groups and and features plus some targeted questions

proxggggﬁmgﬂgﬁ by user type Client distributed to six target users

= Client provided WebTrends data for one-month
period

AM+A summarized and analyzed feedback

Effort required:

. . = 1day to prepare

= Client conducted online survey over two months . 3da§s topﬁII%ut questionnaire
. . . = 1 day to summarize material
= 3 to 4 days required to summarize materials

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 45 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 46

Needs Analysis: Key Findings Milestone 3: HTML Schematics

User Interviews for the HTML schematics

= Defined primary areas of interest on the site

= Confirmed need for a content management system Visuals of eight main screens, presented to target users

= PDF forms would have to be converted to online forms Client scheduled participants (10 from target)

45-minute interview

= Additional copy writing needed for:
= Bank business statistics
= Department function descriptions
= Feature material appearing on home page = Effort:
= 2 days to prepare
= 2 days to conduct interviews
= 2 days to summarize

Confirmed navigation, page layout, and priority of content

= Customized solutions needed for department areas

AM+A ‘Aaron Marcus and Associates, Inc., www.AMandA.com, 47 AM+A ‘Aaron Marcus and Associates, Inc., www.AMandA.com, 48
Milestone 3: Schematics Milestone 4: Interaction Model
l:l ABank Intranet web Site e
Location e | o o Lt oot
(Business orthe Bani] [Departments] [Forms] [Syskem Resources)
S Feature/Announcement sorsorans 2 = Developed an interaction model without visual
m Diversity Week Events desig n
rancnes: e v oy e e ot ) = Prototype was interactive and helped client to
baw i dring the wesk. Diversity Wask actuibes — understand:
o ALt bt T igati
e =y = Navigation

. Organization of content
. Features
= Labels and text information

Effort required: 7 days to build, leveraged HTML

Daily Headlines

+ United vyay's Krispy Kreme Salet
+ Only One vizek Until The New Cafeteria Opens!
« Burchass, s .

70

Top Stories Headlines (Factiva)

e el s e schematics already created

- T
- Banks Worry About Health of Insurance Providers
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Milestone 4:

= Interaction Model Pages

[ ey Page

[] Additions for Interaction
Model

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 50

Milestone 5: Usability Test

= Usability testing plan based on user tasks and client goals
determined during needs analysis

= Conducted onsite test using typical employee office with
enough space for three to four observers

= Client recruited seven users based on AM+A profile
research

= Client scheduled space and participants

= Effort required:
= 3 days to prepare testing plan
= 2days to test
- 5days to prepare report

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 51

Milestone 5: Usability Test Findings
of Interaction Model

Navigation and visual design viewed favorably; some
commented that left link-grouping was not clear

Terms such as “About the Bank” and “Bank Business”
were vague

Some users preferred having full articles appear as
opposed to headlines

= Two new areas proposed to facilitate employee community
received excellent comments

Global item placement of “Search” and “Phone Directory”
was too subtle

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 52

Milestone 6: Visual Design

= AM+A provided design direction to bank graphics team

= Confirmed design direction from stakeholders and design
team

= Define color palette, imagery, fonts

= Reviewed seven concepts for Home and content pages
= Documented feedback and concerns

= Reviewed 15 page-treatments using selected concept

= Documented final comments and concerns

Milestone 6: Design Alternatives

LT — ’ m:a, e

One
Bank

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 54

Milestone 6: Final Visual Solution

Db 25,2001 1314630
Feature/Announcement =

g Remember that Diversity Week Nasdaq 1850 157
begins today! There wil be plerty

of activities and contests curing the

wesk. Diversky Wieek actvities

k| bedin vith a diversity discussion

meeting. more ..

www.AMandA.com
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Alternative Evaluation Methods

= Ethnographic evaluation (onsite observations)
= Behaviors, rituals, social hierarchy
= Outside observer, participant, mixed relationship
= Usually limited numbers of evaluations, qualitative insights

= Remote Testing: Moderated
. Can easily interview, test internationally
= With/without embedded software
= Evaluation participants can be in their own environments
= Can be small, medium sized participant groups; qualitative data

= Remote Testing: Unmoderated

= Can be larger numbers of participants: 100-300, statistical analyses
= Usually short time frames: 30-minute sessions

= Mixed Methods: Often most useful; Qual+Quant

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 57

How Usable Is Your Design?

Aaron Marcus, President

and Principal Designer/Analyst

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F,

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

www.AMandA.com

How Usable Is Your Design?

AM+A
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Summary

= Plan design process to include user input

= Test design solutions at each of milestones with
users

= Develop designs that are easily modifiable
= Seek internal resources to keep costs down

= At minimum, use heuristic evaluations to quickly
identify primary usability challenges

= Benchmark so that you can demonstrate ROI for
bottom line

© Copyright 2008 by AM+A
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Ul Prototyping and Storyselling

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F,

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 2

Prototyping Guidelines

= Ul prototyping guidelines and case studies exist
on the Internet and may exist in your own
company’s or organization’s archives

« Examples online:
= http://www.agilemodeling.com/artifacts/uiPrototype.htm
= http://www.hcibib.org/sam/1.html
= http://www.infodesign.com.au/usabilityresources/design/paperprotot
ypinggraphics.asp

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 3

Storyselling

« Creating a vision demo to tell a story and sell the
value of a new product idea

Ul Development Activities:
During RUP Inception

Ph
s |y ]| - U Prototype /
susnes s | “Vision Demo”
\nalysis + Design -
Ansiyss + Desi —

Testing

Deployment

o o e ) e e |

Tterations

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Vision Demo: Benefits

« Explain technology/user benefits to two groups
= Non-technical business owners, marketers/sales managers
= Engineers and other technology-savvy stakeholders

= Sell compelling vision

= Gain support, raise funding, generate internal PR
= Present common vision for stakeholders

« Test initial design

. Solicit feedback, gather requirements,validate design direction
= Concept testing and usability testing

« Expose issues of technical and business impact
= Mitigate risk to validate key system functions before formal
development

www.AMandA.com
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Vision Demo: Stakeholders, 1/2

« Who should create vision demos
= Technology leads
= Business owners

« Different audiences to persuade with one demo
= Business leaders
= Engineering leaders
= Marketing leaders
. Company executives and managers
- Customers
= Team members
= Funders, investors
= Journalists, publishers, PR agencies

© Copyright 2008 by AM+A
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Vision Demo: Stakeholders, 2/2

= Consider the interests of each

= Address barriers to acceptance

= Understand value proposition, for example:
- Cost savings
- Improved workflow
- More accurate information
- More powerful technology

= ROI not only for the organization, but also for individuals
- WIFFM = What's in it for me

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 8

Vision Demo: Approach

« Present ideas quickly and clearly

« Limit yourself to three key messages, benefits,
takeaways

« Focus on end-customer, not corporation

= Focus on benefit, not technology, data-centric view
= Example: “U-commerce” is a technical concept,
not an end-user benefit
= In era of interactive technology, being customer-focused
means being focused on customer experience
= Ul developers form a bridge between business and technology

Vision Demo:
Establish Viewers’ Expectations

Aaron Marcus and Associates, Inc., www.AMandA.com, 9

« Explain level of fidelity
« Explain real vs. simulated technology
« Focus attention on what matters

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 10

Persuasion: The Art of Storyselling

« Decisions are made emotionally

= Exploit digital video of end-customer comments, their experiences
during usability tests

= Present emotional hooks that register for each audience viewer
group

= Decisions are backed up rationally
= Quantified the ROI

« Employ diagrams and information visualization
= They combine quantification and emotional response

Vision Demos:
Summary of Key Attributes

Aaron Marcus and Associates, Inc., www.AMandA.com, 11

= Discuss good solutions to well-understood
problems

« Show initiative, innovative vision, but concrete
examples, benefits, usage

= Use scenarios: customer focused, specific,
realistic, vivid

« Provide emotional hooks

« Demonstrate business case

www.AMandA.com

AM+A

Product Ideation

Aaron Marcus and Associates, Inc., www.AMandA.com, 12

= Design is about problem solving

= There are many possible solutions to a given
problem

= New products require innovative thinking
« I[deation: Brainstorming and affinity diagramming
= (See: Exercise)

© Copyright 2008 by AM+A
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Types of Ul Prototypes

= Focus
= Ul prototypes: mitigate marketing and usability risk
- Emphasize metaphors, mental models, navigation, interaction, and visual
design details

= Technical architecture prototypes: mitigate technical risk
- Emphasizes proof of concept from technology perspective

« Longevity
= Exploratory prototypes
= Evolutionary prototypes

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 14

Fidelity of Ul Prototypes

« Paper Ul prototypes

= Screen-based static Ul prototypes
= On PC or target platform, e.g., mobile device

« Screen-based dynamic Ul prototypes
. Extend static versions to interactive versions (on PC or target
platform, e.g., mobile device)
= Linear, semi-interactive (minimal linking and no states), interactive

« Functional Ul prototypes
= Extends non-functional dynamic Ul prototypes with set of working
business logic and dynamic functionality (e.g., database and
connectivity)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 15

Ul Prototype Scopes

Broad, wide Ul prototypes

= lllustrate breadth of product features and functions at high level
= Provide overview for conceptual Ul prototypes

= Present entire range of functions not a specific action

Narrow, deep Ul prototypes

= Examines in detail a narrow set of product features and functions
= Visualizes end-to-end scenario of how user does selected tasks
= Explores functions of significant interest for tech., bus. reasons

= Deep scope for established project prototype to mitigate risks

Hybrid prototypes

= Wide in scope and selectively deep for specific product functions

= Example: high-level vision or range of features, plus in-depth view of
specific set of functions for a particular product module

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 16

Elements of Storyselling

« Communicate information to stakeholders

=« Inform, describe, explain, persuade, motivate,
educate

« Persuade viewers of merits, benefits, value

= Obtain funding, permission, additional resources,
etc.

= Convey vision and selected details
« Use metaphors effectively

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 17

Metaphors

= Help to communicate quickly
= Make content more attractive, compelling
« Stimulate the imagination

= Require specific time, activities, including
brainstorming

« Metaphors may or may not be visual
= Visual metaphors require graphic designer with appropriate skill set

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 18

Examples

= Sabre: Planet Sabre metaphor brainstorming
« Sabre: Wayfinder

= Cogito Learning Media: Eye to Mind

= Motorola

« FRB: Advanced development Ul prototype

= Visa: NetCentric flash demo

www.AMandA.com
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Sabre

« Both revolutionary and evolutionary Ul prototypes
« Early Ul prototype development required one year
« Development required game to explain, convince
« Development of Planet Sabre metaphors

= Development of Wayfinder game

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 21

Metaphor Example: Airport Terminal

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 23

Metaphor Example: Urban Scene
< A5y N

www.AMandA.com

Ul Prototyping
and Storyselling

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 20

Planet SABRE Metaphor:
Evolution of Metaphors

=« Airport terminal
« Traveler’s suitcase
« Urban scene

= View of a world from space

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 22

Metaphor Example: Traveler’s Suitcase

| S
S

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 24

Metaphor Example: View from Space
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Style Issues: Pictographic,
Cartoon-like, Realistic

« Impact on travel agent self-image: Ul is both a
mirror (self-image of user) and a window (to data)

« Initial, intermediate, final images
« Impact on lower levels of full system
=« Evaluation results

Ul Prototyping
and Storyselling

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 26

Sabre Sketch 1

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 27

Sabre Sketch 2

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 28

Sabre Sketch 3

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 29

Sabre Original Plan for Toolbar

Planet SABRE

PNR  Edit Utilities

www.AMandA.com
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Sabre Pictographic
=

Planet SABRE
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Sabre Pictographic Toolbar

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 33

Sabre Cartoon Toolbar

Planet SABRE

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 35

Sabre Realistic Toolbar

Planet SABRE

Ul Prototyping
and Storyselling

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 32

Sabre Cartoon Style

Planet SABRE

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 34

Sabre Realistic

Planet SABRE

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 36

Sabre Realistic Happier
=

Planet SABRE V1.0

www.AMandA.com
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Sabre Realistic Happier Toolbar1
=]

Planet SABRE V1.0

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 39

Sabre Customizer: People Icons

 Customizer 4
F [Associated Lists | Data Display | [P [Sidebars | |
Traveler O Mailbox O Car

1 A4 ] P 3
Vendor Preferences Keyword|

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 41

Sabre Customizer: Car icons

Customizer
, —

Vendor Preferences Keyword|

Ul Prototyping
and Storyselling

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 38

Sabre Realistic Happier Toolbar2
=

Planet SABRE

L\ g . 5 .
~ e . B
>’ . et S0 s P h. i
L3
AM+A ‘Aaron Marcus and Associates, Inc., www.AMandA.com, 40

Sabre Customizer: Mailbox Icons

Customizer

Vendor Preferences Keyword|

Lesson Learned: Need for Tool
to Train Users in Metaphors

= Need for training to introduce
Windows95 and Planet SABRE
metaphors to travel agents

www.AMandA.com
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Development of Wayfinder

= Training in Microsoft Windows metaphors
= Training in Planet SABRE metaphors
= Both training and game

« Use of Casablanca movie theme

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 45

Wayfinder: Sam, Maria

button, hold the b
down, and drag
ound on your
Maria will

then release the mouse
button.

- -
Mediterey,

K3 previdis

Other Prototyping and Storyselling
Examples

= Cogito Learning Media prototypes and storyselling
« Motorola Smart-Car Ul prototypes

«Bank: Advanced development Ul Web apps
prototype and storyselling

= Visa: Netcentric demo: prototype and storyselling

www.AMandA.com

Ul Prototyping
and Storyselling

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 44

Wayfinder Homescreen

Wayfinder should take less than
thirty minutes to solve.
So sit back and enjoy the game!

Press the SPACE BAR to continue

Pressthe & Keyto quit

Wayfinder: Great Job, Positive
Feedback

Great fob!

Now Maria is in Lisbon. Click CLOSE to see the route
Sam will have to take to join her.

Click the CLOSE button and continue play.

PRESS THE F1 KEY FOR HELP

K3 previdis

Cogito Learning Media (CLM): Eye-
to-Mind Series

= New product concept: knowledge summary for
computer-based learning

« Target users: college faculty and students

= Objectives
= Deliver substantial content
= Avoid standard drill and quiz computer-based training (CBT)
=« Achieve low production cost (via re-used assets) and low price
= Provide novel, appealing Ul; explain, but also lure

« Required metaphor exploration, evolution

© Copyright 2008 by AM+A
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Eye-to-Mind: Metaphor Evolution Metaphor Sketch: Film Projector

« Screen saver

« Science/education/entertainment: Mr. Wizard
subject guide

=« Traditional A-V equipment: film/slide projectors
« Postmodern gadgets: knobs, dials

= Theater, game-show: curtains,
announcers, commercial breaks

« Minimal content-driven structure

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 51 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 52

Metaphor Sketch: Metaphor Sketch:
Postmodern Gadget Content-Driven Structure

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 53 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 54

E2M1 Initial Screen E2M1 with Magnifier

[m] On Closer Examination
-_— e e

Unit of Life

p . - Eukaryotic Cell

Alexander N. Glazer

The Prokaryotic Cell

www.AMandA.com © Copyright 2008 by AM+A
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Motorola Smart-Car Navigation Motorola: Sample Screens, 2/3
System Prototypes Main Menu Next Roadvay
= Consumer product required easy-to-learn/use Ul e 7= e
. Extensive prototyping, evaluation Weathor A S

Directory
Quit

=« Prototypes show interaction and appearance

You are on Current Roadway

« Hardware prototypes also completed

Current Roadway Current Roadway

= In-vehicle GPS navigation solution

Select route guidance format N 'Qngs Format

« Government/private 4-year project ‘ * Toip
Info

= Touch-screen, voice output | s

= Display variations per cognitive preferences auit

You are on Current Roadway You are on Current Roadway

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 57 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 58

Motorola: Sample Screens, 3/3 Dynamic Demos Used to
onecon’ (Bl Trips Guide Detailed Interaction Design

IDAHO
) e (LD (T Change | Choose
8 Az harY Trip | Dest
——*—urvzns salt Lake
bt

Delete | Start
UTEH €0 Trip rip

Save

La% Vega: THp

ARIZONA
1o} ol NE

Make

Phoenix| Sl

¥ More Below

Marcus, Aaron, "Designing the User Interface for a Vehicle Navigation
System: A Case Study," in Bergman, Eric, editor, Information
Appliances and Beyond: Interaction Design for Consumer Products,
Morgan Kaufmann, San Francisco, 2000, ISBN 1-55860-600-9,
http:www.mkp.com, pp. 205-255.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 59 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 60

Visual Design Tool Bank Risk Management Prototype

= Demo showed Web apps years before building

= Used to get stakeholder buy-in

= Used to elicit feedback from technology providers
= Used to get user input

= Successful: system eventually built

Icon/Text Colors Button shape

www.AMandA.com © Copyright 2008 by AM+A
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Bank Risk Management: Screens, 1/2

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 63

Netcentric Demo

= Used to get high-level buy-in
= Needed to give usage scenarios
= Needed to convey benefits of technology

« Multiple kinds of viewers

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 65

Ul Prototyping and Storyselling

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F,

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

www.AMandA.com

Ul Prototyping
and Storyselling

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 62

Bank Risk Management: Screens, 2/2

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 64

Demo Shown
- a1

VISA

Visa
Direct Exchange
Netcentric Vision:

Purchasing Card
Scenario
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Ul Prototype Storyselling:
Ideation Exercise

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F,

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

Ul Prototype Storyselling:
Ideation Exercise

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 2

Exercise: Brainstorming and Affinity
Diagramming

« Go beyond obvious ideas

« Explore many possible alternatives
=Revolutionary as well as evolutionary
=Non-linear thinking

= Encourage creative solutions
«Pretend it is magic
«Back-casting from the ideal solution, rather than fore-casting from
current solutions

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 3

Rules of Brainstorming

« Strive for quantity

= Be visual

= Do not take notes

« Welcome “crazy” ideas

= Make ideas short and snappy

» Combine and improve what you see
« Suspend judgment

« Advance, rather than criticize, ideas

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Ideation Challenge

= Invent ways to improve office telephone

« Consider product, but do not be too product
focused

« Consider fundamental challenges and desired
experience

www.AMandA.com

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

Affinity Diagramming

= Write down each idea or issue on one color of
sticky note
= Group the ideas into categories of any kind

«Approximately 5 - 6 ideas per category
.Categories can be hierarchical

« Use different color of sticky to label the categories

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 6

Schedule: Ideation

« Brainstorming (10 minutes)
«Announce each idea as you get it
«Each member writes down ideas and hands them to facilitator
«Facilitator adds each idea to display board
.Come up with as many ideas as you can

« Affinity diagramming (5 minutes)
= Team organizes ideas into categories
-Select five best ideas

« Presentation and review (5 minutes)

© Copyright 2008 by AM+A
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Ul Prototype Storyselling:
Ideation Exercise

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F,

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com
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Ul Prototype Storytelling:
Product Advertisement Exercise

Aaron Marcus, President

and Principal Designer/Analyst

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F,

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 2

Exercise: Product Quick Pitch

=Design one-page mock “advertisement” or poster
for product/service provided

=Summarize product mission and desired outcome

= Think about what product’s benefits are and how
it will be sold

=Give attention to critical features and
differentiators

=Display work publicly to evangelize product and
synchronize the team

AM+A Aaron Marcus and Assodiates, Inc., www.AMandA.com, 3

How to Create Product
Advertisement

=Consider audience of advertisement
= Purchaser or users?
= Multiple advertisements for multiple recipients?

=Consider purpose of advertisement
- Raise awareness?
. Change perceptions?
. Compare to competing solutions?

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

How to Create a Product
Advertisement, 1/2

=Address 3-5 key selling points
- What are main differentiators?
- What are baseline, “exciter” attributes?
- How will product be used?

= Tagline and image
. Use tagline to communicate product purpose succinctly
- Use images to communicate viscerally and immediately
. Consider different types of images: product, usage, users, end
result, etc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Schedule: Product Advertisement

=Exercise (30 minutes)
= Use your own current, or recent project
= Ideally, work with interdisciplinary team members
. Create mock product advertisement

=Presentation and review (15 minutes)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 6

UICE

Ul Prototype Storytelling:
Product Advertisement Exercise
Aaron Marcus, President

and Principal Designer/Analyst

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F,

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

www.AMandA.com

© Copyright 2008 by AM+A




Aaron Marcus and Associates, Inc.
Presentation

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 1

Web 2.0

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F

Berkeley, CA 04708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Web: www.AMandA.com

Assistants: Ethan Suh and Albert Wang, Institute of Design, IIT, Chicago

Lecture: Web 2.0 Design
Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 2

Topics

= Definition of Web 2.0

= Drivers and Trends

= General Strategy in Web 2.0

= Key Strategy in Web Environment
= Examples of 7 Cs

= Web 1.0 vs. Web 2.0

= Technology Support

= 7 Core Competencies of Web 2.0 Companies
= Web 2.0 Design Patterns

= Web 2.0 Visual Design Trends

= Web 2.0 Cultural Differences

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 3

Definition of Web 2.0

= Major new trend that reinforces online information
and social connection that was disordered, hidden,
and disconnected

= Web 2.0 sites are different from Web 1.0 sites

= Social networking, blogs, personal content, customization
= Linkiness, not stickiness, not a walled portal

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

Drivers and Trends

= Declining cost of computer storage and Internet bandwidth
= More Internet users
= Easier Internet accessibility
= Massive content availability

= Declining cost of interpersonal connection or communication
= Information overload

= Lack of online-users’ relationship management
= Lack of relationship previously: visitors could not self-organize

= New relationship explosion with large numbers or users and ability to
connect

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

General Strategy in Web 2.0

= Leveraged strategy in order to solve Web 1.0
challenges

= High level strategy in Web 2.0:
= Manage/Free
= Connect/Disconnect
= Share/No Share

© Copyright 2007 by Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 6

Key Web Strategy: Content, Community,
Commerce, Communication

= Co-create
= Allow over-writing, no primary verbal editor, virtual team work

= Connect
= Enable social networking, creating platform for making friends
= Examples: Blogger, Myspace

= Customize

= Foster Web user experience, users can decide what kinds of
information they want to see and how to see it

= Examples: Google’s Adsense to decide the Ads, iGoogle, netvibes to
make personal home page

AM+A, www.AMandA.com Page
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Examples of 7 Cs

Lecture: Web 2.0 Design
Aaron Marcus and Associates, Inc.

Content C i C icati C

Co-create Wikipedia CGTalk

Dellicio.us

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 8

Web 1.0 vs. Web 2.0

Mode Web 1.0 Web 2.0

Primary action Read Write, contribute
Primary unit of content | Page Post/record

Viewed through ‘Static ‘ Dynamic

Architecture Web browser | Browser, RSS Readers|
Content created by ‘Client Server ‘ Web services

Web Coders | Everyone

Audience, domain of | Geeks Mass amateurs

Connect
G
Jav]
e Google
Google
Technology Support

= CSS (Cascading Style Sheets)
= Systematized Web design format
= AJAX (Asynchronous Javascript XML)
= Rich internet application techniques
= XACML (Extensible Access Control Markup Language)
= Declarative access control policy language in XML, processing model
= SOAP (Simple Object Access Protocol)
= Exchanging XML-based messages over computer networks
= REST (Representational State Transfer)
= Software architecture for hypermedia system (WWW)
= Adobe Flex
= Enables development. deployment of cross-platform, rich-Internet
applications based on Adobe’s proprietary Macromedia Flash

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 10

7 Core Competencies of Web 2.0
Companies, 1/2

= Service with cost-effective scalability and control

over hard-to-create data sources
= Make data richer as more people use services
= Trust users as co-developers

= Harness collective intelligence

htmi

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 11

7 Core Competencies of Web 2.0
Companies, 2/2

= Leverage long tail
= Long tail: Collective power of many small sites that make up most of

Web's content (Chris Anderson)

= Develop software above level of single device

= Emphasize lightweight user interfaces (lightweight
programming models), development, and business
models

htmi

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Design Patterns for Web 2.0, 1/3

= Long tail
= Collect contents and usable data from small sites
= Leverage customer self-service ability by sharing-oriented data
management platform
= Data inside is next “Intel Inside”™
= Seek to own unique, hard-to-create source of data for competitive
advantage, because applications are increasingly data-driven
= Users add value
= Extend Internet applications so users add their own data to that which
originator provides

= Involve users both implicitly and explicitly in adding value to
application

htmi

AM+A, www.AMandA.com Page
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Design Patterns for Web 2.0, 2/3

= Network effects by default
= Set inclusive defaults of aggregating users’ data as side-effect of their
use of application

= Some rights reserved
= Make sure that barriers to adoption are low when benefits come from
collective adoption
= Follow existing standards and use licenses with as few restrictions as
possible
= Design For “hackability” and “remixability”

htmi

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 15

Web 2.0 Visual Design, 1/6

= Green is the new gray

Bright, cheerful colors dominate Web 2.0

Green is unofficial color of Web 2.0, but saturated blues, orange,
and pinks are also favorites

Bold primary colors suggest playful, fun attitude and draw attention
to important page elements

Source: Visual Design of Web 2.0, Pixel Acre: i 10

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 17

Web 2.0 Visual Design, 3/6

= Say “Free” loudly
= Give away FREE accounts if company needs to convince visitors to
sign up for killer application

= Many Web 2.0 sites devote prime real estate to message that they
offer some free service

Source: Visual Design of Web 2.0, Pixel Acre: i 10

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Design Patterns for Web 2.0, 3/3

= Perpetual beta

= Do not package new features into monolithic releases; instead add
them on regular basis as part of user experience

= Engage user as real-time testers and instrument service to know how
people use new features
= Cooperate, don’t control
= Offer Web services interfaces and content syndication
= Reuse data services of others
= Support light weight programming models to allow for loosely-coupled
system
= Software above level of single device

= Design applications from beginning to integrate services across
handheld devices, PCs, and internet servers

htmi

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 16

Web 2.0 Visual Design, 2/6

= Rounded Everything
= CSS techniques for achieving rounded corners helped make this
style popular
= Friendliness of rounded corners compatible with personal, informal
tone of many Web 2.0 sites
= Approach to type provides modern, playful identity to company’s
visual identity (think Google)

Source: Visual Design of Web 2.0, Pixel Acre: i 10

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 18

Web 2.0 Visual Design, 4/6

= No (stock) photos, please

= Few show stock photography of smiling support staff on Web 2.0
sites: tactic favored by small companies trying to mimic corporations

= Simple icons and screenshots are more typical Web 2.0 imagery

= 3D and beveled icons lend elegance and sparkle to page design that
is otherwise fairly stark

Source: Visual Design of Web 2.0, Pixel Acre: i 10

AM+A, www.AMandA.com Page
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Web 2.0 Visual Design, 5/6

= Big is beautiful
= Bigger is definitely better when it comes to text

= Large text easy on eye and, coupled with snappy copywriting, makes
information easy to absorb.

= Accessibility is cool; it’s possible to be hotshot Web designer and still
use enormous type

= Body text often larger than 13 point, like primary school books

Lecture: Web 2.0 Design
Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 20

Web 2.0 Visual Design. 6/6

= Breathing space abundant
= Layout of Web 2.0 sites often seems minimal
= With focus on legibility and ease of use, much use of white space

= White space allows important information to stand out, provides rest
for eye, and imparts sense of calm and order

= Generous leading also makes text copy easier for eye to follow
= Designed well, uncluttered page can be very tasteful

Source: Visual Design of Web 2.0, Pixel Acre: i 10 isual-d of-web-2

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 22

Web 2.0 Cultural Differences: Login
for Social Networking Website, 2/2

Source: Visual Design of Web 2.0, Pixel Acre: 10/ isual-de -of-web-2(
AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 21
Web 2.0 Cultural Differences: Login
for Social Networking Website, 1/2

s ™ =
us Taiwan Korea Creesie

Log in with ID 4

E%? a||r|1 with 4 4

Password 4 4 4

Remember Me 4 4 4

Forgot 4

Password?

Secure Log in 4
AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 23
Web 2.0 Cultural Differences: Social
Networking Site Appearance, 1/2
Information "4 "4

Heavy

Simple Design 4

© Copyright 2007 by Aaron Marcus and Associates, Inc.

Cyworld com Cyworld.cokr
Gyworid cokr
Us Korea
Log in with 7 4
Email
Password L4 L4
Remember Me L4 L4
Forgot 4
Password?
Secure Log in L4
AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 24

Web 2.0 Cultural Differences: Social
Networking Site Appearance, 2/2

Gyworkdcom
us Korea
Information 4
Heavy Cyword.cokr
Simple Design 4

AM+A, www.AMandA.com Page 4
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Web 2.0 Cultural Differences: Scrap-

book Metaphor, Mental Model, 1/4

myspace.com

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 27

Web 2.0 Cultural Differences:

Diary Metaphor, Mental Model

cyword cokr sayciub.com

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 29

Web 2.0 Cultural Differences, 1/2:
Navigation in Knowledge Co-Creation

KR
Top Navigation Model
I:I 1. Knowledge Home
] 2. Knowledge Q&A
in

Special Images: Cartoon

© Copyright 2007 by Aaron Marcus and Associates, Inc.

Lecture: Web 2.0 Design
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Web 2.0 Cultural Differences:

Photo Album Metaphor, Mental Model
Web 2.0 Cultural Differences: Social
Network Website Metaphor, M Model

u"';”“"“'“ Taiwan Korea o
T wocel | SCrapook | Bhete piary

Aaron Marcus and Associates, Inc., www.AMandA.com, 30

Web 2.0 Cultural Differences, 2/2:
Navigation in Knowledge Co-Creation

KR

Top Navigation Model
: Used verbs
« Ask

« Answer
« Discover

Special Images: Emoticon

AM+A, www.AMandA.com Page 5
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Cultural Differences: Appearance in
Knowledge Co-Creation

Lecture: Web 2.0 Design
Aaron Marcus and Associates, Inc.
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Web 2.0 Cultural Differences: Q+A in
Knowledge Co-Creation Site, 1/4

KR

Question: Comparatively
abstract words and
description on question

Answers: more experience-
based knowledge

KR
Korea ‘ us
Common Major Activities of co-creation websites
— Academic of learning
— Experienced knowledge and daily life advice
sharing
Top 1. Knowledge Home | 1. Ask
igati . - Post question
Model 3. Counseling 2. Answer
us 4. Open knowledge - Open question
5. Knowledge 3. Discover
leaders(experts) - Resolved Question
6. Sponsored
knowledge
7. My knowledge
Appearance | Color: Purple Green
Special Image: Simple Emoticon
Cartoon
AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 33

Web 2.0 Cultural Differences: Q+A in
Knowledge Co-Creation Site, 2/4

us

Question: Precise word of
descriptions on question

Answers:

a. Personal opinion with
logical basos

b. Provide direct personal
information display

c. Displays option of various
communication methods to
reach objective

d. Picture display

e. Statistic Accuracy Info of
the answer

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 34

Web 2.0 Cultural Differences: Q+A in
Knowledge Co-Creation Site, 3/4

us

Question was one about
“What is best car?”

Answers typically American:
specific high-cost solutions

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 35

Web 2.0 Cultural Differences: Q+A in
Knowledge Co-Creation Site, 4/4

KR

Korea us
Mental Question: Question: Precise
Model and | C i word of i

abstract words and on question

Navigation description on
question Answers:
a. Personal opinion
Answers: more with logic based
experience-based b. Provide direct
T‘ knowledge personal information
display
c. Displays option of
various

communication
methods to reach to
d. Picture display

e. Statistic Accuracy
Info of the answer

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 36

Web 2.0 Cultural Differences:
Customizable Content Category, 1/4

us

[ —
L]

Customizable Category to users’ favorite contents:
News, Time, Weather, Movie, etc.

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Web 2.0 Cultural Differences:
Customizable Content Category, 2/4

KR

No customization is allowed

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 38

Web 2.0 Cultural Differences:
Customizable Content Category, 3/4

™

No customization is allowed

Web 2.0 Cultural Differences:
Customizable Content Category, 4/4
—

us Korea Taiwan
Customization of 4
Content Category

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 41

Web 2.0

Aaron Marcus and Associates, Inc.

1196 Euclid Avenue, Suite 1F

Berkeley, CA 04708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Web: www.AMandA.com

With the assistance of Ethan Suh, Albert Wang, Institute of Design, IIT, Chicago

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Summary

= Web 2.0 sites share common features that
distinguish them from Web 1.0 sites

= Culture differences appear even within Web 2.0
sites

= Future research and design studies will reveal more
specific details, enabling culture-sensitive
guidelines

AM+A, www.AMandA.com Page 7
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Lecture Notes for the Tutorial

Cross-Cultural
User-Interface Design
for Work, Home, Play,
and On the Way

Aaron Marcus, President

Aaron Marcus and Associates, Inc., (AM+A)
1196 Euclid Avenue, Suite 1F

Berkeley, CA 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: http: //www.AMandA.com

© Copyright 2007 by Aaron Marcus and Associates, Inc.
All Rights reserved
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Detailed Description and Allocation of Time

Lecure 0: Introduction to instructor and tutorial (15 minutes)

This period will introduce the presenter(s) and to discuss how the
techniques that will be discussed fit into the user-interface development
process, including an introduction to globalization/localization issues.
We'll show several examples of questionable cross-cultural
communication and discuss several cultural anthropological theories
briefly. We'll ask for participants’ own experiences in difficulties of
communicating across cultural boundaries.

Lecture 1: Introduction to cultural models and examples from the
Web (60 minutes)

lllustrated lectures will introduce each of five dimensions of culture:
(power distance, individualism vs. collectivism, masculinity vs. femininity,
uncertainty avoidance, and long-term time orientation. For each
dimension, we shall explain the characteristics and their potential impact
of work, education, and family life, and show examples of Websites from
different countries, but with the same subject matter that demonstrate
indigenous cultural characteristics.

Lecture 2: Applying Cultural Models to Ul Design (15 minutes)
lllustrated lecture will summarize the research of Dr. Pia Honold,
Siemens Corporation, in using cultural models to predict how German
and Chinese consumers gain information about mobile phone usage.
This information impacts the design of documentation, online help, etc.
Dr. Honold’s presentation shows how the results of her study generally fit
the predictions, but offer some surprises, also. We shall also show
portions of a case study of developing a phone for Chinese users and a
portion of a video study of mobile phone users in four countries.

Lecture 3: Culture and Corporate Website Design (45 minutes)

We shall examine several major businesses and consumer Websites for
multi-national corporations from several countries (USA: McDonald’s,
Coke; Korea: Samsung; Germany: Siemens) and discuss the apparent
tradeoffs of “universal” vs. localized solution for user-interface
components per culture dimensions. A culture model was used to
analyze variations in user-interface components of corporate global
Website designs for approximately a dozen companies, both B2B and
B2C, including Siemens, Peoplesoft, McDonalds, and Coca-Cola.

Lecture 4: Developing Best-of-Breed Culture Dimensions (45
minutes)

This lecture discusses a survey of 60 professional analysts of culture and
user-interface design, which resulted in a composite set of 19 culture
dimensions and the top five that emerged from the study to serve as a
practical set for culture analysis of user interfaces.
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Exercise 1 (30 minutes)

Each group in the tutorial will study one of approximately eight cross-
cultural textual dialogues and attempt to understand the hidden cultural
messages. Then, the participants will examine the explanation of what is
happening between two people and report their findings and their
misconceptions to the rest of the participants. Discussion will follow
depending on the findings.

Exercise 2 (45 minutes)

Each group in the tutorial will study one of the cultural dimensions and
analyze how this dimension might affect fundamental Ul components
(metaphors, mental models, navigation, interaction, and appearance).
They will report to the rest of the participants on their findings. Discussion
will follow depending on the findings.

Exercise 3 (45 minutes)

Each group in the tutorial will be assigned one target culture and design
a home screen and one or two other screens that demonstrate
awareness of the impact of culture on aspects of functions and data. The
Website is intended to be a medical information Website provided by the
government for its citizens. Each team will report to the rest of the
participants about their intentions and their results. Where possible,
comparisons will be made with actual Websites from different countries.
Discussion will follow on issues that arise.

Optional Parallel Exercise 3 (45 minutes)

Each group in the tutorial will be assigned one target culture and design
a home screen and one or two other screens that demonstrate
awareness of the impact of culture on aspects of functions and data for a
mobile device that enables users to view maps for trips. Each team will
report to the rest of the participants about their intentions and their
results. Discussion will follow on issues that arise.
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Learning Objectives and Abstract

Learning Objectives

Participants will learn new terms and concepts to understand culture, one
of several models of culture (Geert Hofstede’s dimensions of power
distance, individualism/collectivism, masculinity/femininity, uncertainty
avoidance, and long-term orientation), and how these dimensions relate
to the design of user-interface components (metaphors, mental models,
navigation, interaction, and appearance). In addition we shall introduce
additional dimensions that must be conducted in relation to culture
(persuasion, trust, intelligence, cognition). Finally, we shall examine the
practice and tradeoffs of several multi-national companies’ Web efforts.

Abstract

User interfaces for desktop, Web, mobile, and vehicle platforms reach
across culturally diverse user communities, sometimes within a single
country/language group, and certainly across the globe. If user interfaces
are to be usable, useful, and appealing to such a wide range of users,
user-interface /user-experience developers must account for cultural
aspects in globalizing/localizing products and services. In this tutorial,
participants will learn practical principles and techniques that are
immediately useful in terms of both analysis and design tasks. They will
have an opportunity to put their understanding into practice through a
series of pen-and-paper exercises.
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Tutorial Slides, Publications, and
Bibliographies

Presentation slides appear on the following pages, after which appear
publication resources with bibliographies.
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AM+A: What We Do, How We Do I,
How We Can Add Value

Aaron Marcus, President

Aaron Marcus and Associates, Inc. (AM+A)
Berkeley, California, USA

Tel: +1-510-601-0994, Fax:+1- 510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 2

Objectives

=« What is AM+A like?
= How can we work together?
= What are the benefits of our collaboration?

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 3

Our Company

= 25 Years of experience in user-interface and
information-visualization design/analysis

= Multi-disciplinary, multi-cultural Associates

= Experienced with most platforms, user groups, and
vertical markets

= Strong brand and client base: BMW, Daimler-
Chrysler, HP Labs, Kanisa, Microsoft, Motorola, US
Federal Reserve Bank, Visa, VW, Wells Fargo

= President and founder: Aaron Marcus

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

Aaron Marcus, Founder, President,
Principal Designer/Analyst

= First graphic designer to use computers

= Visionary, pioneer, professional, teacher, researcher,
author/co-author of 5 books, 200 publications

= Award winner: New York Art Directors Club, NY Type
Directors Club, ID Magazine, ICOGRADA, Industry
achievement award of National Computer Graphics
Association, AIGA Fellow

= Member, Motorola Visionary Human Interface Board

= Co-principal investigator, DARPA research in
program visualization

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Research: User-Experience Spaces =
Opportunity Spaces

= |-ware = Me-ware,
My-ware

= You-ware = Love-are
= Fun-ware

= Buy-ware = Sell-ware

What-ware, Why-ware,

= Be-ware

= Know-ware = Who-ware,

Where-ware, When-ware

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Publications: Book Covers

AM+A, www.AMandA.com Page 1
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Publications: Chapters in Books

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 8

Publications: UX and Interactions

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 9

Our Vision and Mission

AM+A helps people make smarter decisions faster:
anyone, any time, any place, any technology, any
market, any subject matter

AM+A shapes the way technology affects
everyday life through effective and compelling
user-interface and information-visualization
development

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 10

Our Objectives

= Assist or help build centers of excellence for user-
interface development

= Engage satisfied users via user-centered user-
interface (Ul) development that cost-effectively
optimizes Uls

= Ensure usability, usefulness, and appeal in the user
experience

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 11

Ul Development Process

= Planning: brainstorming

= Research: technology, design issues, strategies

= Analysis: user profiles, use scenarios, prototypes

= Design: content, applications, branding, storyselling
= Implementation: scripting, coding, final production

= Evaluation: focus groups, user tests, heuristic evals.
= Documentation: guidelines, patterns, specifications
= Training: courseware, tutorials, mentoring

= Maintenance: continuing client relations

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Ul Components

= Metaphors: Clear concepts via words, images,
sounds, music

= Mental Models: Easy assimilation of data,
functions, tasks, and roles at work, play, on the way

= Navigation: Efficient movement in menus, windows
= Interaction: Effective input/output, feedback
= Appearance: Quality perceptual characteristics

AM+A, www.AMandA.com Page
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Our Approach: Powerful User Experi-
ence via User-Centered Development

= Focus on usability

= Attend to user experience and branding
= Attend to technology

= Consider culture/globalization issues

= Look for opportunities related to visualization
and sonification

= Look for opportunities to cross-sell our services

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 15

Some Past and Current Clients

12 of 30 Dow Jones Industrial Average™ Firms

American Express
AT&T

BMW

Cogito Learning Media
Eastman Kodak
Hewlett Packard

J. Paul Getty Trust
Kanisa

Microsoft

Motorola

NetlQ

Nokia

Oracle

Orbitz

Peoplesoft

Sabre

Samsung

Tiscali

Tradiant (GT Nexus)
US Fed Reserve Bank
Visa

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 16

Our Projects: Designing Uls and
Info Visualizations for our Clients

= Applications: mainframe, desktop, Web, mobile,
vehicle, appliances

= Websites

= Prototypes

= Demos, presentations, icons, and logos
= Publications, documents

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 17

Ricoh Projects

= 1982-88: Ricoh, Tokyo, and Ricoh, San Jose,
CA

= Reviewed Ul design for workstations

= Wrote Ricoh’s first Ul design guidelines document

. Trained Ricoh industrial design staff in Japan

. Hosted Ricoh designer for 3 months as Designer/Analyst

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 18

Nokia Projects (Finland)

= 1996: Nokia Finland
. Reviewed Nokia documentation for technical documentation group
-« Reviewed Ul for Communicator 9000 before intro to USA
- Tutorials in Helsinki and Oulu

= 2000: Nokia Finland

- Reviewed Christian Lindholm’s lecture at HCI UK

= 2002: Nokia Finland

. Designed Powerpoint presentation to explain Ul philosophy to
third-party developers worldwide

= 2005: Nokia UK

. Designed future Ul concepts for Nokia Design Center

© Copyright 2007 by Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 19

Visa USA, International, and Inovant

AM+A, www.AMandA.com Page 3
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Philosophy, process, and terminology Introduction to Aaron Marcus and Associates, Inc.
Visa: Visa Information Source, 1/2 Visa: Visa Information Source, 2/2
Visa: Icons Visa: Exceptions Reporting

Ul Design, 2003-04

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 24 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 25

Visa: Visa.com Global Gateway Virtual Server Administration Tool
Usability Analysis and Strategy

Visa. How the world pays.

2. Choose A Country

3 VISA CORPORATE INFO

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 4
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AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 26

Legal Case Management: Before

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 28

IT Services Management Portal, 1/2

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 30

McKesson Call Center Portal, 1/3

© Copyright 2007 by Aaron Marcus and Associates, Inc.

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 27

Legal Case Management: After

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 29

IT Services Management Portal, 2/2

HELP LOGOUT

& Enroll Patient
 Gheck oy ApotheCorp Case ID: 1234567
[ Verify Insurance Nileprophyl Initiative

 Coding & Biling

8l Smith
> Search Codos

Patient D 75654312345
2691917 uc

Obtain Missing Inforation 0710172004 0710172204
@ Prior Authorization 298 Martina Sith, RA
 Alternative Funding ate: 08/3012004 Jpdated On: 0712312004
38 dby  Jane Seimor, RS

ol Contact | Income | Insurance | Advocate
PatientName v | Status | StartDate |
Fi ky AC 12103108 ~ Patient Name (Last, First, Mi)  Smith Bl A
uc 01/05/04
RT 05723/04 Main Address Shipping Address
AC 120306
77 Mair cs 77 Mair
ue 0110504 Address 1 2777 Main St Address 1 2777 Main St
RT 0523004 Address 2 Address 2
AC 12/03/04
uc 01/05/04 City Springfield City Springfield
RT 05723/04 State New York ) State New York V|
AC 12/02/04 = 7]
uc 01/05/04 Zip 10007-9876 Zip 10007-9876
RT 0523/04
AC 1200206 Phone (Home)  555-555-5555 Phone (Alt) 555.555.5555
uc 01/05/04
RT 05/23/04
RT 0523/04
AC 12/02/04 B

uc  01/05/06 _

AM+A, www.AMandA.com Page 5
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Call Center PORTAL g i Q = — -
) e <, ] — e - Virtual Server Administration Tool
e, AL e e er

Bl Smith PatentlD. 75654312345
St uc

Contat | Incor

Patent Name (Last First, M)~ Smith B A

Main Address Shipping Address

Address 1 2777 Main St Address1 2777 Main St

Address 2 Address 2

ciy Springfield ciy Springfeld

State New York ] State New York ~

zp 10007-9876 zp 10007-9876

Phone (Home) ~555.555-5555 Phone (Al) 5555555555

save

g ‘i

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 34 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 35

Application Example: Sabre Travel Sabre Booking Screen
Booking Development

Before After

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 36 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 37

Sabre: Launch Screen Development Sabre: Information-Visualization
and User-Interface Design

Information Visualization Interactive Ul Guidelines

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 6
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AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 38

Sabre: Wayfinder Game
Development

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 39

Orbitz: User Research

= User research and focus group testing to determine
optimum design of flight data search results

Web Application:
NetlQ Development

Before After

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 41

Website Design:
Kanisa Development

Before After

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 42

Website: ACM.org Portal Career
Resource Centre Development

Before After

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Website: J. Paul Getty Trust Portal
and Museum Website Development

}{Hi s
o

[i
H

Home Page Visitor Guide Page

AM+A, www.AMandA.com Page 7




Aaron Marcus and Associates, Inc. Lecture:

Philosophy, process, and terminology Introduction to Aaron Marcus and Associates, Inc.
J.Paul Getty Trust: Museum www.ThreeDegrees.com: Web-based
Website Messaging, File-Sharing for Teens

Targeted to
“Net Generation,
Microsoft’s first
user-centered
Ul development,
which led to a
new division,
now absorbed
int Microsoft's

latest .net
offerings
Mobile Products: Motorola Prototype: Samsung Advanced
Smart-Car User-Interface Design Mobile Device Concepts
Next Roadway
Samsung Wireless Information Samsung Wireless Information
Device: Design Concepts Device: User Observation

ey

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 8
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Prototype: Message Manager
For a Wrist-top Device

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

Prototypes: Music Management for
Desktop and Wrist-top

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 52

Microsoft Smart Watch:
Prototype Channels

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 53

Visual Search via Aloboum Art

= Find music via
keywords and
visual perception

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 54

BMW: Human Factors of the Driver
Experience

= Design for safety

= Avoid cognitive and sensory overload

= Reduce complexity

= Use graphical Ul interface only when necessary
= Allow customization of information

= Use of physical controls

= Follow driver-centered design process

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Prototype: Vehicle Dashboard
Information-Visualization

AM+A, www.AMandA.com Page 9
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HP Labs: Executive Storyselling
Presentations, Scenarios

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 57

HP Halo

= http://www.hp.com/halo

High-resolution, high-speed, broadband video
meeting rooms for executive communication

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 58

Nokia: Marketing Presentation to
Software Developers Worldwide

= Presented Ul philosophy to attract and cultivate community
of loyal developers, operators, and journalists

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 59

Anoto: Next Generation of
Leapfrog’s Fly Pentop Computer

= Fly was very successful roll-out from Leapfrog
computer that received very favorable reviews

= Children’s toy that can speak, translate, play
music, recognize writing marks

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 60

Paper Prototypes: Motorola
Personal Messenger User Manual

© Copyright 2007 by Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 61

Demo/Presentation and Ul design:
Tradiant (GT Nexus) Shipping

AM+A, www.AMandA.com Page 10
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AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 62

Training Products/Services

= Cogito-Learning Media: designed and produced
over 30 award-winning computer-based training
products in three business lines

= Oracle Worldwide Training: designed and produced
CD-ROM training products, including one AM+A
wrote/illustrated about Ul design; designed first-ever
Ul guidelines for Web-based training

= Tutorials: 1-15 days at conferences, universities,
on-site at corporations worldwide, and via the Web

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 63

Cogito Learning Media: Eye-to-Mind

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 64

Documentation and Training: Xerox
Font Center Sales Literature

Before

After

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 65

Education: Tiscali European Web
Portal on European Hand Gestures

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 66

Icon Designs, 1/3

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Icon Designs, 2/3

AM+A, www.AMandA.com Page 11




Aaron Marcus and Associates, Inc.
Philosophy, process, and terminology

Lecture:

Introduction to Aaron Marcus and Associates, Inc.

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 68

Icon Designs, 3/3, Logo

finity Facilties and Other Search
Programs Services Preferences
iy
Rates, Poliies Lacation and Agency
and Guarantes Transportation Comments,

= B o= AR

Modelsand  Insurancef  Shuttle Car
Ecquipmert  Waivers Cotnpany

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 69

Our Process

Product,

Evaluation

Service, User

Assimilation,
Needs
Analysis

Visual
Design

Analysis,
Information
Design

Building,
Integration,
Validation

Metaphors
Mental Models
Navigation
Interaction

Appearance

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 70

Our Testing Process

Assimilation,
Needs

Test Design

User Testing Analysis,
D

Analysis

tion

Business Objectives
Client Survey
Product Review
User Profile

Test Plan*

*Deliverables

Scenarios and Tasks
User Recruitment
User Scheduling
Product Preparation
Test Script”

Observation Summary
Compilation of Resuts
Final Report"

Moderator Set-Up

6-8 Test Sessions”

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 72

Design

Process Artifacts

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Our Deliverables*

Resource Allocation

Project Document
Heuristic Evaluation®
Usability Research”
Proposal Focus Groups* Progress Reports™
Tasks/Schedule/Budget User Testing* Extranet Management

Customer-Experience Analysis™

Client Communications

Extranet/Team Center Set-up Milestone Meetings

Communication Protocol User/Product

Project Archive i

Project Plan

Kick-Off Agenda, Meeting
Assimilation, Analysis, Visual Building,
Needs Information Design Integration,
Analysis Design Validation

Business Objectives
Product Strategy

Market Analysis

Target Audience
Feature Definition
Content Audit

Technical Requirements
Visual Requirements
‘Team Roles

Scope Validation
Findings an
Recommendations*

User Profiles Screen Design”
Task Scenarios
Feature Descriptons
Content Organization Palette Development*
Site/Application Map* Information Visualization*
Screen Layout (Schematics)* Style Guiides®

Template Design”
Interaction Model"

Brand Extension

Audio Design"
Animation*
Feature Development"

Script Development*

Content Development*

Icon/Logo/MWidget Design”

Graphic Production”
Dermo Production*
Prototype Production”
Front-end Coding"
Quality Assurance

Cross-Platform Validation
Engineering Management
Development

Guidelines™

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 73

User Research

AM+A, www.AMandA.com
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User Models, User Profiles

Aaron Marcus and Associates, Inc., www.AMandA.com, 75

Participatory Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 76 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 77
InfoArchitecture Diagram: Framework InfoArachitecture Diagram: Scenarios
Demo Framework f— |Answer Scenarios (platinum user) 1/2
-
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Sketches Schematics

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 13
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Philosophy, process, and terminology Introduction to Aaron Marcus and Associates, Inc.
Visual Design Exploration Visual Design: Screens, Layout,

Typography, Color, Icons/Symbols

% Conservation
e

Art

Visual Design: Examples, 1/17 Visual Design: Examples, 2/ 17
Visual Design: Examples, 4/ 17 Visual Design: Examples, 5/17
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Visual Design Examples, 6/17

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 87

Visual Design Examples, 7/17

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 88

Visual Design Examples, 9/17

Locking at httpi//wun.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 89

Visual Design: Examples, 10/ 17

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 90

Visual Design: Examples, 11/ 17

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Visual Design: Examples, 12/ 17
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Visual Design: Examples, 13/ 17

Lecture:
Introduction to Aaron Marcus and Associates, Inc.
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Visual Design: Examples, 14/ 17

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 94
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Our Services

= User-interface and information-visualization design
= Design-strategy consulting

= Usability research and analysis

= Design guidelines development

= Training: Ul, babyfaces, culture, info visualization

= Heuristic evaluations, focus groups, user testing

= User experience/brand analysis

= Improving corporate centers of excellence

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Our Value: Improving Usability,
Usefulness, and Appeal

= Increase
- Appeal
- Sales
- Productivity
- Return on investment (ROI)

= Decrease
- User errors
- Training costs
- Late design-change costs
- User support costs, e.g., for call centers

AM+A, www.AMandA.com Page 16




Aaron Marcus and Associates, Inc. Lecture:

Philosophy, process, and terminology Introduction to Aaron Marcus and Associates, Inc.
Our Advantage Let’s Move Forward Together!

=« Emphasis on users = What is AM+A like?

. = Smart, trustworthy, rigorous, experienced, flexible, team-oriented
= Rigorous and thorough approach « How can we work together?

. International, proven experience . Planning, research, analysis, design,evaluation, implementation,
documentation, training
= Flexible but focused teams . Improve existing centers of excellence and corporate methodology

. Stimulate new approaches, lines of business, strategies, methods

= What are the benefits of our partnership?
. Assist in developing your quality deliverables
= Add to your profitability through design-strategy planning, design
= Assist in improving your centers of excellence:
process, requirements, testing, client satisfaction

- Assist in developing your user profiles,use scenarios, prototypes, and
presentations

= Industry thought leader with 36 years of experience

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 100

AM+A: What We Do, How We Do I,
How We Can Add Value

Aaron Marcus, President

Aaron Marcus and Associates, Inc. (AM+A)
Berkeley, California, USA

Tel: +1-510-601-0994, Fax:+1- 510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 17




Tutorial: Cross-Cultural User-Interface Design
for Home, Work, and On the Way

Cross-Cultural User-Interface Design
for Work, Home, and On the Way

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 3

Presentation Summary

= 1. Introduction

= 2. Definition of Globalization

= 3. Globalization Design Process
= 4. Dimensions of Culture

= 5. Cultural Analysis of the Web
= 6. Conclusion

Acknowledgements: Dr. Geert Hofstede, Institute for Research on Intercultural Affairs, Maastricht, The Netherlands;
Prof. Emilie W. Gould, Rensselaer Polytechnic Institute, Troy, NY; Dr. Pia Honold, Siemens Corporation.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Culture Quiz: Which button position
signifies that the lights are On?

« Culture affects what we notice, know, do, and feel

© Copyright 2007 by Aaron Marcus and Associates, Inc.

Lecture:
Cross-Cultural User-Interface Design

Cross-Cultural User-Interface Design
for Work, Home, and On the Way:
Accounting for Cultural Preferences,
Acceptance, and Constraints

Aaron Marcus, President

Aaron Marcus and Associates, Inc. (AM+A)
1196 Euclid Avenue, Suite 1F

Berkeley, California 94708-1640, USA

Tel: +1-510-601-0994, Fax: +1-510-527-1994
Email: Aaron.Marcus@AMandA.com

Web: www.AMandA.com

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

1. Introduction

E+M-Commerce: Global distribution of products,
services

User diversity: Demographics and individual
needs/wants

User-interface design: Improves performance and
appeal

User-interface design issues: Complex
and challenging

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 6

Culture Quiz: Would you Feel Lost?

In movie “Black Robe” (1991), 17th-century French priest
feels lost in Canadian forest, kneels to pray before dying...
until interrupted by his Native-American companions who
pass him by, ask him what in the world he is doing?!

= Would you notice the “street signs,” or even the “streets”?

AM+A, www.AMandA.com Page



Tutorial: Cross-Cultural User-Interface Design
for Home, Work, and On the Way

Lecture:
Cross-Cultural User-Interface Design

User-Interface and Information-
Visualization Design

= User-interface components
= Metaphors: Essential concepts in words, images, sounds, touch
= Mental Models: Organization of data, functions, tasks, roles,
of people at work or play, static or mobile
= Navigation: Movement through mental models via
windows, dialogue boxes, buttons, links, etc.
= Interaction: Input/output techniques, feedback
= Appearance: Visual, verbal, acoustic, tactile

= Information visualization
= Visualizations of structures and processes
= Abstract vs. representational
. Classical: Tables, forms, charts, maps, diagrams
= Innovations: Hyperbolic browser, Tree maps, Table lens

In a trans-global economy, should
every Website look like this?

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 9

Which Website for Saudi Arabia
is Better?

“Saudi king tells
newspapers to
not run photos
of women.”

[San Francisco
Chronicle, 17
May 2006, p.A2.]

Searching on the Web:
Google vs. Baidu

= Sometimes copying has cultural caché

USA: Google.com China: Baidu.com

= Copying is itself a cultural characteristic and issue

. See Stille, Alexander (2002). “The Culture of the Copy and the
Disappearance of China’s Past,” Chap. 2, in The Future of the
Past. New York: Farrar, Straus, and Giroux, pp. 40-70.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 11

Arabia On.Line

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Examples: South Africa, India

= Many races, ethnic groups, languages

= Many challenges, but also opportunities

Beckwith and Fisher, Rituals of Africa, [BusinessWeek,
Abrams, New York, 2000 5 July 2004, p. 14]
AM+A, www.AMandA.com Page



Tutorial: Cross-Cultural User-Interface Design
for Home, Work, and On the Way

Lecture:
Cross-Cultural User-Interface Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 13

Example: A Present from India

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 14

Example: Food-Shopping Menus

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 15

2. Definition of Globalization

= Globalization issues and Ul+IV Design:
International: Standard,“universal;” ready for
localization

Intercultural: Differences, and similarities,
between two cultures

Localization: Customized, part or whole

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 17

Intercultural

= Religious, historical, aesthetic:
. Example: Calendars, Le weekend = Thu/Fri in some Moslem states
. Example: Color/type/signs/terms

[Wall Street Journal, 21Jan04, p B7]
[Iraq issue = http://www.npr.org/templates/story/story.php?storyld=4540715]

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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International Issues

= Geographic, political, linguistic
Example: ISO CRT-color, icon, and Ul standards
Example: Canadian bilingual requirements
Example: Currency, time, physical measurements

Singapore Drug
Laws

Apple iLife Website
Country/Language
Switcher

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 18

Localization

= Small-scale communities with preferred jargon,
signs, rituals:

- Affinity group example: USA Saturn owners

- Social group example: Japanese housewives

- Web group example (geo-dispersed): MP3.com

- Not lifestyle groups: Clausen, Faded Mosaic, 2000
- Resources: LISA, Hoft, Sapient.com, etc.

AM+A, www.AMandA.com Page



Tutorial: Cross-Cultural User-Interface Design
for Home, Work, and On the Way

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 19

Business Challenges

= Determine optimum characteristics: Relies on
market and user data

= Assist and appeal to target markets: Achieves
short-term and long-term success

= Avoid too many variations: Wastes time and
money

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 21

Topics of General Guidelines
for Globalization

= User demographics
= Technology

= Metaphors

= Mental models

= Navigation

= Interaction

= Appearance

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 23

Example: Color Sets

= Sacred Colors

= High- vs. Low-Chroma Colors

© Copyright 2007 by Aaron Marcus and Associates, Inc.

Lecture:
Cross-Cultural User-Interface Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 20

3. Globalization Development
Process

= Plan: Include GD issues in all steps

= Research: Investigate sets of users

= Analyze: Determine key criteria, targets

= Design: Visualize alternatives

= Implement: Use tools that facilitate variations
= Evaluate: Test prototypes with user sets

= Document: Include GD guideline, specs

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 22

Guidelines Example:
Appearance Details for Color

= Follow perceptual guides for legibility, warm/cool,
5+2 variations

= Respect national, cultural, religious usage

- Sacred examples: White/blue/gold (Western) vs.
green/blue (Arab) vs. yellow (Buddhist)

= Use warning/danger colors (yellow/red)

= Consider attitudes toward high- vs. low-chroma
(pastel) colors

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 24

Example: Flag’s Colors Refer to
Cultures, Religions, Histories

AM+A, www.AMandA.com Page 4



Tutorial: Cross-Cultural User-Interface Design
for Home, Work, and On the Way
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Example: Political Colors

« USA

= Blue/red = liberal/conservative states

= International
= lran: Pink = advocates of women’s rights/reforms
= Ukraine: Orange = pro-West
= Lebanon: Cedar = anti-Syrian independence-minded Lebanese
= lraq: Voters in first free elections (with upraised finder)

Vinciguerra, T. (2005). “The Revolution Will be Colorized,” New York Times, 13 March 2005, WE-12.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 27

Example: Finnish Backgrounds

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 29

Theorists

« Kluckhohn and Strodtbeck: Value orientations
« David Victor: Cultural features
« Edward Hall: Context and time

= Fons Trompenaars (including Parson’s Pattern
Variables): Riding the Waves of Culture

= Geert Hofstede: Culture dimensions
=« Ruth Benedict, Patterns of Culture, 1939

© Copyright 2007 by Aaron Marcus and Associates, Inc.

Lecture:
Cross-Cultural User-Interface Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 26

Aesthetics: Dionysus/Apollo

= Cultural preferences exist for layout,
textures, patterns, colors

= Europe/USA/Chinese/Japanese/Indian architecture,
painting, sculpture exhibit them

= Traditional vs. popular styles:
Japan: Highest = B+W, asymmetric balance

= Specific attitudes: Body parts, Harel, Prabhu
research in China, Japan [IWIPS99 Proc.]

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 28

4. Dimensions of Culture

= Theorists
= Hofstede’s theory of cultural dimensions
« Cultural issues

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 31

Victor, Hall, Trompenaars:
Theoretical Bases

= Structure of language and culture

= Context: Focus on verbal/ nonverbal
communication; information in explicit code or in
physical environment

= Time: Focus on past/ present/ future; one/ many
things at a time

= Additional existential dimensions

AM+A, www.AMandA.com Page



Tutorial: Cross-Cultural User-Interface Design Lecture:

for Home, Work, and On the Way Cross-Cultural User-Interface Design
Geert Hofstede’s Cultural Hofstede’s 5 Dimensions of Culture
Dimensions
= Cultures and Organizations: Software of the = 4.1. Power-distance

Mind, Geert Hofstede, McGraw-Hill, 1997

Hofstede examined IBM employees in 50
countries, 1978-83; analyzed statistical data

= 4.2. Collectivism vs. individualism

= 4.3. Femininity vs. masculinity

= 4.4. Uncertainty avoidance

Culture: Patterns of thinking, feeling, acting _ .
programmed by a particular group, not = 4.5. Long- vs. short-term orientation
“refinement of the mind,” civilization

Differences of cultural manifestations: symbols,
heroes, rituals, values

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 34 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 37

4.1. Power Distance (PD) Power Distance in National Cultures
= Extent to which less powerful members expect, “.. with its very old historical roots, [PD] is likely to
accept unequal power distribution survive for a long time yet, at least for some

centuries. A worldwide homogenization of mental

» High PD countries programs about power and dependence,

= Centralized power in few hands; tall hierarchies

. Ideal boss = benevolent autocrat, good father independence, and interdependence under the
. Subordinates expected to be told what to do influence of a presumed cultural melting-pot
« Low PD countries process, is still very far away, if it will ever
»
. Subs and Supers consider each other equals happen.” (C+O, p. 47)

= Changeable roles; decentralized, flat hierarchy

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 39 AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 40

Implications for Global Ul Design: Examples of PD Index (PDI) in Web
Examples for High Power Distance

= Structured, guided access to information Contrasting University Websites:

= Emphasis on larger social/ moral order (e.g. = Malaysia (PDI rating of 104; highest in Hofstede’s
nationalism/ religion brought into Web context) index)

= www.uum.edu.my (Universiti Utara Malaysia)

= Focus on expert|se (aUthomanve content) and = Malaysian sites compared by Gould et al, IEEE Proc., 2001

leaders (rather than customers/employees)
= Integrated security, unhidden “restrictions” = Netherlands (PDI = 38; 40/53)

= www.ichthus-rdam.nl (Ichthus Hogeschool)

- Importance of certlflcatlons, awards, IOgOS = www.tue.nl (Technische Universiteit Eindhoven)

= Social role used to organize information (e.g.
special managers’ sections)

© Copyright 2007 by Aaron Marcus and Associates, Inc. AM+A, www.AMandA.com Page 6



Tutorial: Cross-Cultural User-Interface Design
for Home, Work, and On the Way

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 41

Examples: University Home Pages

+ Universiti Utara Malaysia

2 Ichthus Hogeschool

> Technische Universiteit
Eindhoven

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 43

Examples: University Home Pages

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 45

Examples of PD Index (PDI) in Web

Contrasting University Websites 2003:
=« Panama (PDI = 95)

= www.utp.ac.pa (Universidad Tecnologica de Panama)

= Netherlands (PDI = 38; 40/53)

= www.tue.nl (Technische Universiteit Eindhoven)

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Cross-Cultural User-Interface Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 42

Examples: University Home Pages

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 44

Examples: University Home Pages

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 46

Examples: University Home Pages

Universidad Tecnologica Technische Universiteit
de Panama, 2003 Eindhoven, 2003

AM+A, www.AMandA.com Page 7



Tutorial: Cross-Cultural User-Interface Design
for Home, Work, and On the Way
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Examples: University Home Pages

Univ. Tecnologica de Panama, 2003, Panama PD = 95

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 49

4.2. Individualism vs. Collectivism
in Societies

= Individualism: Ties between individuals loose:
everyone expected to look after one’s self or
his/her immediate family (nuclear families)

= Collectivism: People from birth integrated into
strong, cohesive in-groups, which continue to
protect them in exchange for unquestioning
loyalty (extended families)

Examples of Individualism vs.
Collectivism

=« Work: Personal time, freedom, challenge vs.
training, physical conditions, use of skills

= Extrinsic vs. intrinsic motivation at work:
Conditions, material rewards vs. work itself

=« Family: Honesty/truth vs. harmony
= Talking vs. not talking
= Guilt cultures vs. shame cultures
. Self-respect vs. face

© Copyright 2007 by Aaron Marcus and Associates, Inc.

Lecture:
Cross-Cultural User-Interface Design
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Examples: University Home Pages
Techn. Univ. Eindhoven, 2003, Netherland PD = 38

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 50
Power Distance vs.
Individualism-Collectivism
. USA Individual
« Italy
. - Fi
A outh Affica
« Israel Individual-
J ism Index
+ Japan
* Brazil
“Mexico
+ Korea +Singapore
« Costa Rica
Collective
Low Power Distance Index High

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 53

Key Differences: Individualism

= Individual soc/econ interests over collective

= Right to privacy; private opinions expected

= Laws and rights same for all

= Restrained state in economy; high GNP/capita
= Political power of voters; press freedom

= Individual self-actualism = ultimate goal

= ldeology of freedom

AM+A, www.AMandA.com Page



Tutorial: Cross-Cultural User-Interface Design
for Home, Work, and On the Way

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 54

Key Differences: Collectivism

= Collective soc/econ interests over individual
= Group(s) invade private life, opinions

= Laws/rights per group; state controls press
= State dominates economy; low GNP/cap

= Political power of interest groups

= Harmony and consensus = ultimate goals

= |deology of equality

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 56

Implications for Global Ul Design:
Collectivism

= Individual roles downplayed (e.g. product shown
on its own); focus may be on group

= Personal goals often intrinsic

= Preference for socially supportive and
constrained claims; controversy discouraged
because of its tendency to divide people
(relationships, not truth)

= Respect for tradition (historical focus)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 58

Examples: Website Home Pages

+ USA Glacier Bay
National Park

» Costa Rica
National Parks

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Implications for Global Ul Design:
Individualism

= Focus on maximizing personal achievement
("Expect the extraordinary")

= Materialism and consumerism demonstrate
individual success

= Controversial/ argumentative speech and
extreme claims encouraged ("truth")

= Images of youth/ activity rather than age/ wisdom
("doing," not "being")

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 57

Examples of Individualism/
Collectivism on the Web

National Parks:

= Individualism: United States (IDV = 91; highest
rating)

= www.nps.gov/glba/evc.htm (Glacier Bay National Park)

= Collectivism: Costa Rica (IDV = 15; 46/53)

= www.tourism-costarica.com/ (National Parks of Costa Rica)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 59

Examples: Website Home Pages

AM+A, www.AMandA.com Page 9



Tutorial: Cross-Cultural User-Interface Design
for Home, Work, and On the Way
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Examples: Website Home Pages

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 62

Examples of Individualism/
Collectivism on the Web

National Parks 2003:

= Individualism: United States (IDV = 91; highest
rating)

= www.nps.gov (National Park Service)

= Collectivism: Panama (IDV = 11; 51/53)

= www.panamatours.com/Rainforest/Rainforest_intro.htm
(Panama National Parks)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 64

Examples: Website Home Pages
Panama National Parks, 2003, Panama IDV = 11

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Examples: Website Home Pages

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 63

Examples: Website Home Pages

Panama National Parks, National Park Service US,
2003 2003

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 65

Examples: Website Home Pages
National Park Service US, 2003, US IDV = 91

AM+A, www.AMandA.com Page 10
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4.3. Femininity vs. Masculinity

= Distinction: Genders vs. gender roles
« Generally: Assertiveness vs. modesty

« Traditional Gender Roles
« Men: Assertive, competitive, tough
= Women: Home/children, people-oriented, tender

[Time, 12 Apr 04, p23;
The Hindu, 28 Mar 04, p1]

Masculinity Index Values
for Selected Countries

= 95 Japan

= 79 Austria

= 62 USA (South Africa = 63)
= 53 Arab countries

« 47 lIsrael

= 43 France

= 39 South Korea

= 05 Sweden

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 71

Traditional Masculine Work Goals

= Earnings
= Recognition
= Advancement

= Challenge

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Masculinity vs. Femininity

= Masculinity: Distinct gender roles
« Men: assertive, tough, focused on material success
= Women: modest, tender, concerned with quality of life

= Femininity: Gender roles overlap

= Both men and women = modest, tender, concerned
with quality of life

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 70
Power Distance vs. Masculinity
Masculine
+ Japan
*Austria
« Italy
« South Africa
“USA Masculinity
+Singapore Index
*South Korea
« Finland

*Norway

-Sweden Feminine
Low Power Distance Index High

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 72

Traditional Feminine Work Goals

= Manager: Good working relation with direct
supervisors

= Cooperation: Work with people who
cooperate well

= Living area: Live in desirable location for one’s
self and family

=« Employment security: Have security and
be able to work for as long one wishes

AM+A, www.AMandA.com Page 11
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AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 74

Implications for Global Ul Design:
Masculinity

Traditional gender/ family/ age distinctions
emphasized; work tasks/ roles given preference

Mastery most important; Websites designed for
exploration and control

Games/ competitions held grab attention

Artwork may be utilitarian/ instrumental

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 75

Implications for Global Ul Design:
Femininity

Gender/ work roles blurred

Mutual exchange and support more
important than mastery; Website should be task-
oriented and provide quick results for limited task

Poetry/unifying values may focus attention

Natural images, traditional art, soft focus
used to generate emotional/aesthetic appeal

Examples of Masculinity/ Femininity
on the Web

Gender-oriented sites:
=« Masculinity: Japan = 95 (highest MAS)

= woman.excite.co.jp - women'’s site
= www.isize.com/top - site for young adults

« US =52 (15/53)

= www.chickclick.com

= Femininity: Sweden =5 (lowest of 53 nations)
= Sse.excite.com

L2

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 77

Excite/Japan for Males, Females

Male: Cars and stocks
information, sushi-
based horoscopes

Female: Pale colors
and recipes

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 78

Excite/Japan for Males, Females

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Excite/Japan for Males, Females

AM+A, www.AMandA.com
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Excite/Japan for Males, Females

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 84

Examples of Masculinity/ Femininity
on the Web

Gender-oriented sites 2003:
Masculinity: Japan = 95 (highest MAS)

= Www.excite.co.jp - women'’s site
= www.nike.jp/women - nike women'’s site

« US =52 (15/53)

= www.nike.com

Femininity: France = 43 (35+36/53)

= www.excite.fr

= South Korea = 39 (41/53)

= www.nike.co.kr

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 86

Excite for Males, Females
Excite Japan, 2003, Japan MAS = 95

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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USA and Sweden

» USA: Chickclick.com for chicks
» Sweden/Excite: no gendered sites

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 85

Excite for Males, Females

+ Japan: Male/General

» Japan: Female
»> France: General

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 87

Excite for Males, Females
women.excite.co.jp, 2003, Japan MAS = 95

AM+A, www.AMandA.com Page 13



Tutorial: Cross-Cultural User-Interface Design
for Home, Work, and On the Way
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Excite for Males, Females
Excite France, 2003, France MAS = 43

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 90

Nike for Males, Females
Nike Japan, 2003, Japan MAS = 95

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 92

Nike for Males, Females
Nike Korea, 2003, Korea MAS = 39

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Nike for Males, Females

+ Japan: Male/General

» Japan: Female
> Korea: General

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 91

Nike for Males, Females
Nike Japan, 2003, Japan MAS = 95

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 93

4.4. Uncertainty Avoidance

= Feeling threatened by uncertain/unknown
= Fear/risk vs. anxiety: Known vs. unknown

= Countries vary in formality, punctuality, certainty
requirements

= Extreme uncertainty creates intolerable anxiety;
law, religion seek to reduce it

= Intolerance of ambiguity = variant of uncertainty
avoidance

AM+A, www.AMandA.com Page 14
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Low Uncertainty-Avoidance
Countries, 1/2

= Quiet, easy-going, indolent, controlled, lazy.
(subjective view)

What is different is curious (or ridiculous)

= Schools: students respect plain language, accept
teacher who says, "l don't know”

Definitions of clean/dirty; safe/dangerous differ
widely by country

= UA index positively related to age, not occupation
or gender

High Uncertainty-Avoidance
Countries, 2/2

Equate dirty and dangerous tightly

"Cultures with [high] uncertainty avoidance need
categories of dangerous others to defend
themselves from” (can lead to racism)

What is different is dangerous

Schools: Expect teachers to be experts with all
the answers

Low Uncertainty Avoidance in
School: British Example

Dislike too much structure, one correct answer
situations; like open-ended learning, vague
objectives, broad assignments, few timetables,
rewards for originality, teachers who use plain
language ( and accept a teacher who says, |
don't know), parents involvement.

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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High Uncertainty Avoidance
Countries, 1/2

= People seem busy, emotional, aggressive, active
(subjective view)

= Shun ambiguous situations; look for structure in
organizations, institutions, and relations that make
events clearly interpretable and predictable

Prepared to engage in risky behavior to reduce
ambiguities, like starting a fight, instead of waiting

Positive relation: high uncertainty avoidance (in
developed country) and maximum highway speed

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 100

High Uncertainty Avoidance in
School: German Example

= Favors structured learning situations with precise
objectives, detailed assignments, strict
timetables, situations with one correct answer to
be found, rewards for accuracy, teachers as
experts with all the answers, cryptic, academic
language, parents as audience, not consultants

Implications for Global Ul Design:
High UA

= Keep it simple

Results/ implications of actions need to be revealed

Make attempt to prevent looping/ becoming "lost in
cyberspace"

Constraints/ task animations/ models should be
used to reduce "user error"

Carefully encode meaning through multiple
redundant cues

AM+A, www.AMandA.com Page 15
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Implications for Global Ul Design:
Low UA

=« Complexity and risk valued:
don’t protect users from failure

= Less effort put into controlling navigation
= Links open new windows
. OK to take people out of original site

= Help system focuses on information;
task orientation secondary

= Coding of color/ shape/ texture cues used to
maximize information; need not be redundant

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 108

Examples: Airline Home Pages

Sabena British Airways

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 110

Examples: Airline Home Pages

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Examples of Uncertainty Avoidance
on the Web

Airline Companies:

= Belgium = 94 (5+6/53)

= www.sabena.com

« UK = 35 (47/53)

= www.britishairways.com

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 109

Examples: Airline Home Pages

Examples of Uncertainty Avoidance
on the Web

Airline Companies 2003:

= Belgium = 94 (5+6/53)

= www.sabena.com

« UK = 35 (47/53)

= www.britishairways.com

AM+A, www.AMandA.com Page 16
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Examples: Airline Home Pages

Sabena British Airways

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 114

Examples: Airline Home Pages
British Airways, 2003, United Kingdom UA = 35

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 116

4.5. Long vs. Short Term: Confucian
Dynamism

1. Stable society requires unequal relations
2. Family is prototype of all social organizations

3. Virtuous behavior to others = not treating
others as one would not like to be treated

4. Virtue re one's task in life = trying to acquire
skills and education, working hard, being frugal,
being patient, persevering

© Copyright 2007 by Aaron Marcus and Associates, Inc.

Lecture:
Cross-Cultural User-Interface Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 113

Examples: Airline Home Pages
Sabena, 2003, Belgium UA = 94

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 115

Comparison of UA for 2003
Websites

Travel booking pane
. Sabena, Belgium: 19
= British Airways, United Kingdom: 16

Outside the travel booking pane
. Sabena, Belgium: 23
= British Airways, United Kingdom: 43

Culture differences survives design
improvements!

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 117

Long-term orientation (LTO)
Ranking for Some of 23 Countries

= 01 China

= 04 Japan

= 17 USA

= 22 Nigeria
= 23 Pakistan

AM+A, www.AMandA.com Page 17
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Virtue vs. Truth

= Rokeach Value Survey (RVS) vs. Chinese value
survey (CVS)

= "...the Indian and the Chinese minds seem to
take a position different from the Western one
when it comes to the need for defining Truth.”

= Search for truth (belief-oriented) vs. search for
virtue (practice-oriented)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 119

Comparing Studies of Culture

= Three dimensions appear across all cultures:
power distance, individualism-collectivism,
masculine-feminine

= Fourth dimension depends on culture:
- Western: UA = search for truth

- Eastern: Confucian dynamism, or long- term
orientation = search for virtue

Implications for Global Ul Design:
Long-Term Orientation

= Practice more important than theory

= Accomplishing the task sufficient; expertise not
required

= Personal network provides resources for
achievement

Examples of Long/short-term time
orientation on the Web

Siemens:

=« Germany = 31 (14/23)

= www.siemens.com/de

=« China = 118 (highest LTO)

= Www.siemens.com.cn

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 122

Examples: Germany and China

Siemens Germany Siemens China

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Examples: Germany and China
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Examples: Germany and China

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 126

Examples: Siemens

+~ Siemens Pakistan

2 Siemens Germany
> Siemens China

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 128

Examples: Siemens
Siemens Germany, 2003, Germany LTO = 31

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Examples of Long/short-term time
orientation on the Web

Siemens 2003:
= Pakistan = 0 (lowest LTO)

= www.siemens.com.pk

=« Germany = 31 (14/23)

= www.siemens.com/de

= China = 118 (highest LTO)

= Www.siemens.com.cn

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 127

Examples: Siemens
Siemens Pakistan, 2003, Pakistan LTO =0

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 129

Examples: Siemens
Siemens China, 2003, China LTO =118

AM+A, www.AMandA.com Page 19
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Examples of Long/short-term time
orientation on the Web

Hitachi 2003:
=« Germany = 31 (14/23)

= www.siemens.com/de

= China = 118 (highest LTO)

= Www.siemens.com.cn

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 132

Examples: Hitachi
Hitachi China, 2003, China LTO =118

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 134

Summary: China vs. Germany

= China (Long-term time orientation):

= Soft focus

= Warm, fuzzy images

= Timeless, classic design

= Emphasis on people images

=« Germany
= Design that is appropriate just for now (will be outdated in a
certain amount of time)
= Concentration on showing task or product
= Function, mastery, organization-oriented

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Examples: Hitachi

Hitachi Germany, 2003 Hitachi China, 2003

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 133

Examples: Hitachi
Hitachi Germany, 2003, Germany LTO = 31

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 135

How to Work with Cultural Models:
Examples from China and Germany

= Honold, Pia, “Learning How to Use a Cellular
Phone: Comparison Between German and
Chinese Users,” Jour. STC, Vol. 46, No. 2, May
1999, pp. 196-205.

= Lee, Ook, “The Role of Cultural Protocol in Media
Choice in a Confucian Virtual Workplace,” IEEE
Transactions on Prof. Comm., Vol. 43, No. 2, June
2000, pp. 196-200.

= Choong, Salvendy study of Chinese/US mental
models

AM+A, www.AMandA.com Page 20
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Where do We Go from Here?

= New sources of insight
= Action within corporations and societies
= Action in the world

Lecture:
Cross-Cultural User-Interface Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 137

Additional Sources of Insight

Additional dimensions to consider
= Persuasion

= Trust

= Intelligence

= Personality

= Cognition

= Emotions

How do culture dimensions relate to these
additional dimensions

How do culture dimensions relate to user-
interface components?

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 138

Dimensions of Persuasion

= Reciprocation

= Consistency

= Social validation
= Liking

= Authority

= Scarcity

Robert Cialdini, “The Science of Persuasion,” Sci. Amer., Vol, 284,
No. 2, Feb. 2001, pp. 76-81 (www.influenceatwork.com)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 139

Dimensions of Trust

Attraction: Attractive people trusted more
Dynamism: Activity, e.g., moving hands, text
Expertness: Relevant skills

Faith: Belief in predictable future

Intentions: Revealed objectives and goals
Localness: Presumed similar values, behavior
Reliability: Dependable, predictable, consistent

Bailey, Gurak,and Konstan, “An Examination of Trust Production in
Computer-Mediated Exchange,” Human Factors and the Web 2001
Conference, http://www.optavia.com/hfweb

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 140

Dimensions of Intelligence

= Verbal/lmage comprehension
= Word/image fluency

= Numerical/graphical fluency
= Spatial visualization

= Associative memory

= Perceptual speed

= Reasoning

= Image: Self/Other awareness

Gardner, Frames of Mind, 1985

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Dimensions of Personality

Agreeableness: Attitudes toward other people
= Trust, honesty, altruism, cooperation, modesty, sympathy

Extroversion: Energy, enthusiasm around others
« Outgoing, sociable, assertive, energy, enthusiasm, excitement seeking

Neuroticism: Emotional reaction to pressure, stress
= Anxiety, irritability, depression, self-consciousness, moodiness, stress

Conscientiousness: Organized, persistent in goals
. Efficient, orderly, dutiful, achievement-oriented, self-disciplined, careful

Openness: Open to and interested in culture
= Imaginative, artistic, broad interests, curious, intellect., unconventional

[Source: Dr. Samuel D. Gosling, Psych Res Fndtn, U of TX, NYT, 010305, C1]
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Even Cognition Culture-Biased?

Nisbett, et al: Basic patterns of thought are cultural

Western: objects, individual distinctiveness;
“rational” logic, categories, causation; tunnel-vision

Eastern: relations (harmonious social); inter-
dependence, simultaneous conflicts; wide-angle

Tests conducted on Japanese, USA participants

[Nisbett, Richard E., Kaipeng Penkg, Incheol Choi, and Ara Norenzayan (2001). “Culture
and Systems of Thought: Holistic vs. Analytical Cognition,” Psychological Review, 108,

291-310.

Nisbett, Richard E. (2003). The Geography of Thought: How Asians and Westerners
Think Differently...and Why. New York: Free Press.]

Chinese vs. American Use of
Metaphors, Mental Models

= USA: Inferences, categories; classify by
functions, analyze components, infer common
features

= Chinese: relations, contexts: classify by interde-
pendence within wholes, rely on subjective ex-
perience without sharp difference of self/others,
facts/concepts

= Longer performance times for Chinese with USA
organization, and similarly for USA with Chinese
Source: Choong and Salvendy, Int Jour of HCI, 1999

AM+A
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Example: Contrasting Sorting

Styles

Sorting by thematic groupings

Kitchen
Cooking
Microwave, rice cooker, ...
Cleaning

Dishwashing liquid, scouring pad, ...

Small appliances

Toaster, blender, coffee maker, ...

Food handling
Sandwich bags, paper plates, ...

Bedroom

Bedding ...

Appliances ...

Clothing ...

Dresser ...
Bathroom ...

Sorting by Function

Appliances
Major
Microwave ...
Small
Toaster, blender, ...
Laundry
Washer,...
Personal
Shaver,...
Home/personal fashion
Bedding ...
Brushing ...
Bathing ...
Cleaning ...
Paper/plastic products ...

Resulting Differences: Thematic vs
Functional Info Structures

= Lower error rates for USA with functions, for
Chinese with thematic structures

= Better memory performance for Chinese with
thematic

Better performance (speed, accuracy) time for
Chinese using thematic

Better performance for Chinese using concrete
metaphors

Ref: Carroll, John M., “Using Design Rational to Manage Culture-Bound
Metaphors for International Uls,” IWIPS 99, Proceedings, p 125-131.

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 146

Dimensions of Emotions

Biological emotions (arousal, reward-punishment,
fear/anger, love/bonding): based upon specific

neurochemical systems

Social emotions (pride, guilt, etc.): Based
biologically upon attachment

Cognitive emotions (interest, boredom, curiosity):
Based biologically upon expectancy

Moral emotions: based upon a combination of social
attachment and expectancy

[Typology of Emotions, Ross Buck, U of CT, 2002,

ms.uconn. JConng-00/s1d001. htm]

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 147

Emotion Measuring Tool

= Desmet, Pieter, Designing Emotions, 2002
ISBN 90-15877-4, Info@DesigningEmotion.nl

© Copyright 2007 by Aaron Marcus and Associates, Inc.

AM+A, www.AMandA.com

Page 22



Tutorial: Cross-Cultural User-Interface Design
for Home, Work, and On the Way

Lecture:
Cross-Cultural User-Interface Design

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 148

Research Paradigm

Expressive

Research Paradigms
in Emotional Message Design

Conventional

Rhetorical

Emotion/communication
relationship

Metaphors(s)
Communicative goal

Skill needed

Expressions studied
Typical model of emotion

Verbalinonverbal link

Typical research

Research problems

Research possibilities

Emotion is focus;
‘communication is byproduct
Container

None

None, unless bottied up

Spontaneous
Categories

Link s epiphenomenal;
‘emphasis on nonverbal
Emotion(s) as independent
variable; cuel(s) as
dependent variablel(s)
Experimental control, highly
individualistic

Body movement, verbal

Communication is focus
‘emotion is content of
message

Playing catch

Accuracy

Normal,but some beter
than others

Posed or spontaneous
Categories or dimensions

Mutually compatible or
competing

Gue(s) as independent
variable(s), acouracy as
dependent variable

Issue of what counts as ac-

curacy, manipulating cues

Evolving interpretations,
under-standing, empathy

Managing social ife is goal;
‘emotion communication is
integral part

Dancing

Social coordination

Potentially highly skiled

Socially situated
Processes

Multifunctional flexible:

Social goal(s) as independent
variable(s); emotional mes-
sage(s) as dependent variable(s)

Gomplexity; no clear boundaries

Effects on social variables

Source: Planalp, Sally, and Knie, Karen (Univ. of Montana), “Integrating Verbal and Nonverbal Emotion(al) Messages, in Fussell, Susan R,
(2002). The Verbal Communication of Emotions: Interdiscipiinary Perspectives. Mahway, New Jersey: Lawrence Erlbaum, p.
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URLs (as of April 2003) and
Publications about Emotion Theory

= URL: Typology of Emotions, Ross Buck, U of CT:
http://wattlab.coms.uconn.edu/ftp/users/rbuck/UConn9-00/sId001.htm

= Philosophy of emotions and faces:http://philsciar
chive.pitt.edu/documents/disk0/00/00/06/04/PITT-
PHILSCI0000060400/Machiavellian_Emotions.pdf

= Faces and emotions: http://www.paulekman.com/

» Fussell, Susan R. (2002). The Verbal Communication of Emotions:
Interdisciplinary Perspectives. Mahway, New Jersey: Lawrence
Erlbaum

AM+A
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Research Objective: Map Culture
Dimensions to Ul Components

Metaphors

Mental Model

Power
Distance

Individualism
vs.
Collectivism

Masculinity
vs.
Femininity

Uncertainty
Avoidance

Long-Term
Time
Orientation

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 151

Culture vs. Ul : Power Distance, 1/2

= Metaphors
= High: Institutions, buildings with clear hierarchy: schools,
government, monuments, etc.
= Low: Institutions, buildings with equality, options: Summerhill,
play/games, public spaces, etc.

= Mental Models
= High: Reference data with no relevancy ranking
= Low: Less structured data with relevancy

Navigation
= High: Restricted access, choices; authentication; passwords
= Low: Open access, multiple options, sharable paths

AM+A
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= Interaction

= Appearance
speech

speech

Culture vs. Ul: Power Distance, 2/2

= High: Severe error messages: “Entry Forbidden,” “You are
wrong;” wizards or guides lead usage
= Low: Supportive error messages, cue cards

= High: Images of leaders, nations; official music, anthems; formal

= Low: Images of people, daily activities; popular music; informal

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Culture vs. Ul: Individualism vs.
Collectivism, 1/2

= Metaphors
= Individualist: Action-oriented, tools
. Collectivist: Relationship-oriented

= Mental Models
= Individualist: Product- or task-oriented
= Collectivist: Role-oriented

= Navigation
= Individualist: Individual paths; popular choices, celebrity
choices; stable across roles; customizable
. Collectivist: Group-oriented, official choices; changes per role

AM+A, www.AMandA.com
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Culture vs. Ul: Individualism vs.
Collectivism, 2/2

= Interaction
= Individualist: Keyword searches; active-oriented; multiple
devices; customizable;
= Collectivist: Limited, official devices; role driven

= Appearance

Individualist: Images of products, people; low context;
hyperbolic, dynamic speech; market-driven topics, imagery,
language; customizable; direct, active verbs

Collectivist: Images of groups, organizations; images of roles;
high context; official, static terminology; institution-driven topics,
imagery, language; passive verbs

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 155

Culture vs. Ul: Masculinity vs.
Femininity, 1/2

= Metaphors
= Masculine: Sports-oriented; competition-oriented; work-oriented
. Feminine:Shopping carts; family-oriented

= Mental Models

= Masculine: Work/business structures; high-level, “executive
views;” goal-oriented
. Feminine: Social structures; detailed views; relationship-oriented

= Navigation
= Masculine: Limited choices, synchronic
= Feminine: Multiple choices; multi-tasking, polychronic

Culture vs. Ul: Masculinity vs.
Femininity, 2/2

= Interaction
= Masculine: Game-oriented; mastery-oriented; individual-oriented

= Feminine: Practical, function-oriented; co-operation-oriented;
team oriented

= Appearance

= Masculine: “Masculine” colors, shapes, sounds

= Feminine: “Feminine” colors, shapes, sounds; acceptance of
cuteness

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 157

Culture vs. Ul: Uncertainty
Avoidance, 1/2

= Metaphors
= High: Familiar, clear references to daily life; representation
= Low: Novel, unusual references; abstraction

= Mental Models
= High: Simple, clear articulation; limited choices; binary logic
= Low: Tolerance for ambiguousness, complexity; fuzzy logic

= Navigation
= High: Limited options; simple, limited controls
= Low: Multiple options; varying, complex controls

Culture vs. Ul: Uncertainty
Avoidance, 2/2

= Interaction
= High:Precise, complete, detailed input and feedback of status
= Low: General, limited, or ambiguous input and feedback of status

= Appearance
= High: Simple, clear, consistent imagery, terminology, sounds;
highly redundant coding

= Low: Varied, ambiguous, less consistent imagery, terminology,
sounds

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Culture vs. Ul : Power Distance

= Metaphors
= High: Institutions, buildings with clear hierarchy: schools,
government, monuments, etc.
= Low: Institutions, buildings with equality, options: Summerhill,
playgames, public spaces, eftc.

= Mental Models
= High: Reference data with no relevancy ranking
= Low: Less structured data with relevancy

= Navigation
= High: Restricted access, choices; authentication; passwords
= Low: Open access, multiple options, sharable paths

AM+A, www.AMandA.com
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Culture vs. Ul: Long-Term
Orientation, 1/2

= Metaphors

. Long: Stable family, Father: Mafia,Chinese state businesses,
IBM in 1950s
= Short: Interchangeable roles, jobs, objects

= Mental Models
= Long: Love/devotion; social coherence, responsibility, support
= Short:Liberty: socialincoherence, social irresponsibility, efficiency

= Navigation
= Long: Tolerance for long paths, ambiguity; contemplation-
oriented
= Short: Bread-crumb trails, taxonomies; quick-results; action-
oriented

Culture vs. Ul: Long-Term
Orientation, 2/2

Interaction

= Long: Preference for face-to-face communication, harmony;
personalized messages; more links to people; live chats;
interactioOn as “asking”

= Short: Distance communication accepted as more efficient;
anonymous messages tolerated; conflict tolearated, even
encouraged; performance criticalr communication

Appearance
= Long: Cultural markers: flags, colors, national images; soft focus;
warm, fuzzy images; pictures of groups inviting participation,
suggestions of initimacy and close social distance
= Short: Minimal and focused images; shart borders, lines, edges;
concentaaion on showing task or product

5. Survival in a Multicultural World,
1/2

= Hofstede calls for some cultural relativism: no
absolute criteria for low, noble activities

= No human being can escape from using value
standards all the time; otherwise, no identity

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 163

Survival in a Multicultural World, 2/2

No need to think, feel, act identically to agree on
practical issues and to cooperate

People with high UA and high PD will be more
difficult, slower

Research shows little evidence for cultural
convergence

Differences among and within countries
increasing

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 164

Ul Issues related to Culture
Dimensions: 1/4

Usability culture-biased? Efficiency, productivity,
simplicity, usefulness...for what?

= How to merge theories: culture with utility,
sociability, community, entertainment, design?

= How to map Ul components to culture dimensions?
= How can developers include cultural theory?

Interaction: informal vs. formal, harmony vs.
honesty, sincerity vs. scheming?

= Online training: Friend/guru? Tradition/skills?

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 165

Additional Issues: 2/4

Conflict: Frequent vs. seldom? Chatroom flaming
OK? Clashing opinions OK?

Content: challenging vs feel-good?
Rewards: Money vs. group acclaim?
Avatars: Culturally OK?

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Additional Issues: 3/4

= Personal vs. group opinions? China: “Personality”?
= Shame vs. guilt: Personal Webcams, SMS OK?

Individual vs. collective cultures: role of community,
chatroom behavior, hiring sites, coop work sites?

= Management/training? Most for individual,not
collective cultures, e.g., honesty and confrontation

[Bangalore Times, 30 Mar 04, p1]
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List Servers

ACM/SIGCHI Intercultural listserve:
chi-intercultural@acm.org

Moderator: Donald Day,d.day@acm.org
www.HCIBib.org//SIGCHI/Intercultural

= Non-sponsored intercultural research:
Cross-L, University of Denver
Owner: Roberto Evaristo
For info: Donald Day, d.day@acm.org

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 173

Selected References, 2/3

= Marcus, Aaron: “Global/Intercultural User-Interface Design.” The
Human-Computer Interaction Handbook. Mahwah: Lawrence Erlbaum
& Associates 2002. ISBN 0805844686.

= Nielsen, ed., Designing User Interfaces
for International Use, 1990.

= Harel and Prabhu, "Global User Experience (GLUE), Design for
Cultural Diversity: Japan, China,...India," Proc. IWIPS-99, Rochester,
ISBN 0-9656691, pp. 205-216.

= Stephanidis, ed., User Interfaces for All,
Lawrence Erlbaum Associates, 2000.

= Trompenaars, Riding the Waves of Culture, 1998.

= Williams, Raymond (1983). A Voocabulary of Culture and Society. New
York: Oxford University Press.
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Additional Issues: 4/4

= Work sites: Task vs. personal relation?
= Different men, women sites? Service orientation?

= Role of advertising, hyperbole? Different in
masculine vs. feminine cultures?

= Masculine vs feminine differences for job sites:
Careers? Interest in subject? Skills vs contacts?

= Culture difference: Activities outside the home?

= Western vs. Eastern: Truth vs. virtue/practical?
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Selected References, 1/3
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Erlbaum Associates
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Press.
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Other Info Sources

Proceedings: IWIPS (www.iwip52003.org), CHI
(www.acm.org), HCll(www.hcii03.gr)

Corporate Websites: IBM, Microsoft, Sapient

= LISA Localization Industry Primer: www.LISA.org
= ISO standards documents
= AM+A Bibliography and URL list
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6. Conclusion

Web Ul+1V design is immediately global
Develop specifications per target markets
Resources of information exist

Design, evaluate, document variations

Future development of tools, templates
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Exercise 1:
Role Playing of Cultural
Dimension

Exercise Format

Each group will focus on interpersonal differences based on cultural
origins and the cultural models introduced in the lecture.
Groups/individuals will report their experiences.

Dialogue 1 More Study
[Mr. Johnson is from the USA and M. Trudeau is from France]

Mr. Johnson: What do you think of the new plan?
M. Trudeau: Seems OK, but I'm still studying it. | want to be sure.
Mr. Johnson:  Still studying it after three weeks? It's not that complicated.
M. Trudeau: There are one or two aspects that might be a problem
Mr. Johnson: Oh, | know that. But we should put it in place and work the bugs out
later
M. Trudeau: Seriously?

Dialogue 2 A Pat on the Back
[Ms. Walden is from the United States; Mr. Kaneda and his team are
from Japan.]

Mr. Kaneda: Are you satisfied then, Ms. Walden, with the work of the accounting
division?

Ms. Walden: Very Much, Their output has improved tremendously.

Mr. Kaneda: They're very proud of their work.

Ms. Walden: As soon as you put Mr.Yamamoto in charge, things began to turn
around.

Mr. Kaneda: Yes, the whole team is working very smoothly now.

Ms. Walden: Will you be giving Mr. Yamamoto some kind of recognition then?

Mr. Kaneda: Excuse me?

Ms. Walden: You know. An award or something?

Mr. Kaneda | hardly think so. We wouldn't want to embarrass him after al he has

done.

Dialogue 3 The Overdue Claim
[Ms. Harris is from Canada and Miss Chen is from China]

Ms. Harris: | was wondering if my claim has been processed yet.
Miss Chen: No, not just yet.

Ms. Harris: How long will it take?

Miss Chen: No longer than two weeks.

Ms. Harris: But it's been four weeks!

Miss Chen: This is unusual.

Intelligent Design

User Interfaces
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Ms. Harris:
Miss Chen:

Dialogue 4

Mr. Coyle:

Khalil:
Mr. Coyle:

Khalil:
Mr. Coyle:
Khalil:
Mr. Coyle

Khalil:
Mr. Coyle:

Kahlil:

Dialogue 5

Ms. Porter:
Mr. Domingo:

Ms. Porter
Mr. Domingo
Ms. Porter:
Mr. Domingo:
Ms. Porter:
Mr. Domingo:
Ms. Porter:
Mr. Domingo:

Dialogue 6

Jenny:
Tomoko:
Jenny:
Tomoko:

Jenny:
Tomoko:
Jenny:
Tomoko:

Dialogue 7
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Maybe it's lost.
Oh no. It can't be lost.

Performance Evaluation
[Mr. Coyle is form the United States and Khalil is from the Middle East]

Thanks for coming, Khalil. Let's go over this performance evaluation
together, shall we?

Whatever you'd like, sir.

As you know, you're quite strong in most areas, There are just a couple
of areas where you could be stronger.

| see.

One is in writing, which isn't easy for you, is it?

No, sir.

And the other is in identifying training needs. Some of your staff could
use more computer training in particular.

Yes.

Anyway, it’s all written here. You can read it. Otherwise, no serious
problems.

I'm very sorry to disappoint you, sir.

Dr. de Leon
[Ms. Porter is from the United States and Mr. Domingo is from Mexico]

| heard the board has chosen a new CEO.

Yes, they've appointed Dr. Manuel Cabeza de Leon of the de Leon
family.

Who is he?

It's an old family with large landholdings in Guadalajara Province.
What is his background?

| just told you.

I mean does he know anything about the textile industry?

| don't know.

Do you think he's a good choice?

Dr. de Leon? I'm sure.

Thumbs Down
[Jenny is from the United States and Tomoko from Japan]

How did the meetings go last night?

It was very a useful discussion.

How so?

We all talked. And Mr. Takeda explained his reservations about the
proposal

Did anyone else agree with him?

No. He was the only one who has some doubts.

Then we won the vote.

Oh, there was no vote of course. We postponed it.

A Good Price
[Ms. Young is from the United States and Mr. Kawabata is from Japan]
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Ms. Young:
Mr. Kawabata:
Ms. Young:
Mr. Kawabata:
Ms. Young:

Ms. Thompson:
Mrs. Thatcher:

Ms. Thompson:
Mrs. Thatcher:

Ms. Thompson:

Mrs. Thatcher:
Ms. Thompson:

Ms Thomas:

Me Ohmae:
Ms. Thomas:

Mr. Ohmae:
Ms Thomas:
Mr. Ohmae:
Ms. Thomas:
Mr Ohmae:
Ms. Thomas:
Mr. Ohmae:
Ms. Thomas:
Mr. Ohmae:

Miss Li:
Mr. Holt:

Miss Loi:
Mr. Holt:

Miss Li:

Exercise 1
Role Playing of Cultural Dimension
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We will charge you $5 per unit if you order 10,000 units.
That's a good price, Mr. Young.

So you accept that price?

It's very good.

Great! Let's talk about a delivery schedule then.

The Division Chiefs Meet
[Ms. Thompson is from the United States and Mrs. Thatcher is from the
United Kingdom]

Have production figures improved any since our last meeting?

No, no improvement since our last division chiefs' meeting, I'm afraid.
There's something not quite right.

What do you think is going on?

We don't really have the full picture. We need to know more about
what's going on the shop floor.

That's what | thought. But now I'm not so sure that is where the problem
is.

Why do you say that?

| invited several shop managers to come to this meeting today, but they
said there is nothing to report.

Small Successes
[Ms Thomas is from the United States and Mr. Ohmae is from Japan]

Well, | understand your company is one of the best architectural firms in
Kyoto.

Thank you for this invitation.

On the contrary, it's our pleasure. Now it says here you've had a very
successful business for almost thirty years.

We've had some small success, yes. Did you speak to Mr. Mizawa?
Yes, | did. He said many of your buildings have won awards.

A few Perhaps.

And you've had a lot of experience with office buildings.

We have designed a few.

Can you handle a project of this size?

That's possible.

Do you have some hesitation in taking on this project?

Hesitation? Excuse me, but no.

Basics
[Mr. Holt is from the United States and Miss Li is from Taiwan]

And as we have said, this is all part of the vision of our founder.

| see. Well, Tsai International certainly has an interesting history.
Perhaps now, if you don't mind, we could talk about how we might be
able to do business together.

You have nothing to add?

About us? Not really. As you know, we're a pretty young company,
nothing like Tsai.

Well, then, as you say, we can talk about doing business. With your
permission, we might begin by describing for you our organizational

© Copyright 2004 by Aaron Marcus and Associates, Inc. Page 3
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structure and how it reflects our company principles. And then perhaps
you could do the same.

| see. And then we can talk about specific terms?

Terms?

You know, some of the basics.

Explanation: Uncertainty Avoidance

Americans take many risks -- "let the chips fall where they may." Most
French people would rather know where the chips are going to fall, how
many, and what size. The people who settled the United States --
making a dangerous ocean voyage into a completely unknown future
and later moving the frontier across the continent -- could handle
uncertainty, and a streak of that attitude has survived in the American
character. Americans like to experiment, to try something new, not
because they are dissatisfied with what they have, but because they
value the new for its own sake. Newer is better or, at least potentially
better.

Explanation: Individualism and Collectivism

Notice how Ms. Walden zeroes in on Mr. Yamamoto, whereas Mr.
Kaneda keeps talking about the team and the group, In Japan, one
identifies very strongly with one's group; it is the group that achieves
and the group that traditionally has been recognized (or it is the group
which fails and is collectively held responsible.) Individuals think of
themselves primarily in terms of their group and very much want to be
seen as such, cooperating and working in harmony with other members
of the team for the good of all. When there is a choice to be made, the
needs and wishes of the individual are usually subordinated to those of
the group (which, of course, looks after its individual members in
return.)

Mr. Yamamoto would be mortified if he were singled out for some kind
of recognition. He would not regard what he has done as a personal
achievement (which it probably wasn't) and would be very worried
about how the members of his team would feel about being overlooked.
The solution, of course, is to give recognition to the entire accounting
division, being extremely careful not to leave anyone out.

This is not to say there is no spirit of competition in Japan; there is a
great deal of often fierce competition between groups. Nor do Japanese
people lack individuality, They consider themselves infinitely individual
but it is a sign of immaturity to seek to stand out from the group.
Children soon learn that self-discipline and concern for the group are
critical skills for success in school.

As a result of the collapse of the "bubble economy," some of these
attitudes have begun to change. Some companies have introduced
individual evaluation, though often that evaluation is based on the
individual's ability to cooperate with and support the work group.
Changing attitudes to evaluation are also contributing to a generation
gap between older and younger employees.
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Dialogue 3 Explanation: Face (Confusion Dynamism and Collectivism)
The issue here is what is known as 'face" -- and the need to save it for
oneself and for others. Face means the image one presents to the
world, including one' s reputation. Naturally on e wants one's image or
reputation to be as positive as possible. Face is closely linked to the
notion of self-esteem and self-worth, and if at all possible one does not
want to lose one's face, especially not in public. However, since people
also identify strongly with their groups, one also wants to preserver the
face of others. In saving their face, one saves one's own face.

In this example, a potentially embarrassing (or face-losing) thing has
happened -- someone has evidently lost a claim form. Ms. Harris, not
schooled in the matter of face, is just trying to find out what happened
to her form, while causing Miss Chen increasingly exquisite agonies of
humiliation. Because she doesn't understand, Ms. Harris misses all
three of Miss Chen's hints that this matter is most embarrassing and
should be dropped.

The first hint is when Miss Chen says, " No, not just yet." For Miss Chen
to disappoint customer like this, it have to admit that a certain service
has not been rendered, is humiliation, So much so, in face, that Miss
Chen now fully expects the inquiry to stop before any more damage is
done.

But it doesn't. Not picking up on Miss Chen's embarrassment, Ms.
Harris now asks how long it normally takes to process a claim. Miss
Chen, forced to go on. Says, "No longer than two weeks," signaling to
Ms. Harris a second time that something has gone wring (Miss Chen
knows full well how much time has passed) and that Ms. Harris should
stop, But she again misses the hint and says, "But it's been four
weeks."

Miss Chen, very upset (but perhaps laughing t cover her
embarrassment), now abandons subtlety and admits something is
wrong -- "This is unusual" -- convinced that now the interrogation will
end. But Ms. Harris now exceeds all bounds and suggests the claim is
lost Miss Chen, to save her own face and that of the people she works
with, can't possibly admit this of course, So she doesn't. "It can't be
lost," she says, capturing the essence of face in this response, She
doesn't day it isn't lost (which it is), but that it can't be lost, for that
would mean a loss of face for everyone and is intolerable.

This exchange doesn't not mean that mistakes are overlooked and that
no one is ever criticized in Chinese business culture. Instead, such
criticism is normally expressed indirectly and in such a way as to avoid
public shame, Such indirect communication is very powerful | shaping
behaviors in China; unfortunately, it is overlooked by most Western
business people who favor direct and unambiguous statements of
cause and effect.

Dialogue 4 Explanation: Face (Collectivism/Indirect and Direct
Communication)
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Throughout much of the Middle East, honor is a central virtue, and
shame (the public loss of face) is the ultimate humiliation. Criticism
therefore has to be handled with extreme delicacy - avoided whenever
possible and, if it cannot be avoided, expressed with the utmost
discretion and indirection. Everyone is part of a social group and one's
face within the group is an individual's most important possession.

For his part, Mr. Cole is actually quite pleased with Khalil's overall
performance, except for one or two areas which he thinks khalil can
improve. He tells Khalil about them because he wants Khalil to improve
himself. (We will assume Mr. Coyle's motives are entirely positive and
intended to support his employee.) But, to Khalil, such a direct
statement of his deficiencies can only mean that Mr. Coyle is very
disappointed. Khalil naturally assumes that Mr. Coyle is trying to be as
sensitive as possible to Khalil's honor. If this is the best Mr. Coyle can
do then Khalil must conclude that his performance has been very poor.

How should Mr. Coyle have handled the matter? Mr. Coyle's
proportions are off. He should have spent most of the interview praising
Khalil lavishly and then mentioned any problems briefly in passing at
the end. Even then, Khalil would have been very sensitive to the
criticism but, his honor having been preserved, he would have been
more receptive to Mr. Coyle's comments.

Failure is something to avoid because it damages the relationships
between people -- and relationships are the basis of personal identity
and social power.

Dialogue 5 Explanation: Power Distance / Ascription vs. Achievement
Ms. Porter assumes the CEO will know something about the textile
business, that one's knowledge and expertise - one's experience -- are
part of what qualify someone for a job. But that is not the case in many
cultures, particularly at the top levels of many companies. What matters
is who Dr. de Leon is, not what he knows. In a culture with a strong
class system, the most important qualification for an executive position
is one's personal background.

Mr. Domingo makes this clear from the very beginning when he
mentions Dr. de Leon's distinguished family name. The right name
guarantees access to the top of the social structure, and access is
power. Dr. de Leon is someone of substance and an excellent
representative for the company.

But Ms. Porter, having just been told, now asks: "Who is he?" Mr.
Domingo, no doubt taken aback, elaborates about the family to give her
more information about Dr. de Leon's value to the company. Once
again, Ms. Porter asks the question he has just answered: "But what's
his background?" And so on.

In cultures with high power distance, society is highly stratified and the

classes cohere strongly together. Thus, people from the top of society
often go to a few elite schools, know one another well, and work
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effectively together, People farther down the social scale may be
uncomfortable when they are expected to cross class lines and interact
with social superiors as equals. They are proud of their own skills which
are different (often more technical) than those of their managers. They
expect their managers to do their part and provide vision and
leadership. Such vision and leadership are expected to come naturally
to those at the top of the society and don't require a technical
background.

Under NAFTA and the maquiladora system, these attitudes are
changing but the tendencies remain.

Explanation: Collectivism and Confucian Dynamism

Many Asians influenced by Confucianism believe the most important
unit is the group, not the individual. In cultures where the group is
paramount -- the family, one's classmates, the work group -- harmony
becomes an essential value and consensus decision-making is the rule.
(The Japanese will tell you that this cultural value is rooted in the
traditions of rice cultivation.)

Jenny is from the United States where majority agreement is sufficient
for making decisions. She finds it hard to believe that the proposal was
not voted on and passed if everyone in the meeting except Mr. Takeda
agreed with it. But Tomoko feels that | f MR. Takeda doesn't agree --
and he would have expressed his reservations very quietly and
probably before rather that during the meeting -- then passing the
proposal would have upset Mr. Takeda and upset the harmony of the
group. Damaging group harmony is a much more serious matter than
the outcome of any single vote.

The Japanese ringi system requires everyone -- at all levels of an
organization -- to review and sign off on plans. Criticism is indirect (and
often through third parties) but the process identifies most of the
problems in a plan. Therefore, the system adds a great deal of time to
decision-making but leads to smooth implementation once a decision
has been taken.

By contrast, Americans find it hard to identify with consensus decision-
making, not only because of their individualism but because it takes so
much "extra time." For Americans, time is money. They often forget
that, although 51% of the people initially accept the decision, the other
49% do not and have to be encouraged to support it. In the end, the
biggest difference between Japanese and American decision-making
may be that the Japanese do their consensus building first and
Americans do it later. Both processes take about the same time.

Explanation: Confucian Dynamism (Collectivism and Indirect
Communication)

Ms. Young hasn't learned that the Japanese "yes" can only be
appreciated in the context of the Japanese "no" which, for all practical
purposes, doesn't exist. No one is to be publicly embarrassed or
humiliated in Japan. Because saying no or even implying displeasure or
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disappointment risks humiliating the other party, direct negative
statements are avoided. Needless to say, in a world where you must
never say no, yes gets quite a workout.

Instead of the offensive no, the Japanese have devised a number of
ways of not quite saying yes. Among these are: 1) to ask a question; 2)
to say they don't understand; 3) to change the subject; 4) to say that
they can't answer at this time; 5) to give a conditional yes; 6) to say that
the question is very difficult; and 7) to claim that this question is not
within their authority to answer. To another Japanese, not saying yes
means no.

In the present case, Mr. Kawabata doesn’t want to embarrass Ms.
Young by refusing her price outright, so he mekes what for him is an
exceedingly unenthusiastic response -- "That's a good price." He fully
expects Ms. Young to take this for the lukewarm answer that it is. Ms.
Young, of course, assumes that a good price is just that. But she does
check to make sure -- "So you accept the price?" The answer -- "

It's very good" -- is as close to an outright no as Mr. Kawabata dares
come but for Ms. Young it is and affirmation.

So how does a Western business person know when the Japanese are
just being polite and when they have actually accepted an offer? It is
not difficult. If they have accepted and offer, then the conversation shifts
naturally to a discussion of the implementation details. Conversely, if
they have not accepted the offer and a Westerner tries to discuss such
details, the Japanese will come back to the unresolved issue at hand.

Explanation: Power Distance

Ms. Thompson has a poorly developed appreciation of rank and status.
This is a division chief's meeting in England. People form the shop floor
(in this case, floor managers) is not used to being invited to division
chief's meetings -- and the division chiefs are not used to seeing them
there. Neither is comfortable in the others' presence. It would be quite
appropriate and normal for a division chief to consult with a floor
manage one-on-one or to meet personally with all the floor managers
but not to mix the two groups at the same meeting. In al likelihood, the
floor managers do have something to report but are uncomfortable
about being invited to this particular meeting. They say they have
nothing to report rather then refuse Ms. Thompson's invitation.

The division between rank and file and middle management exists in
America too but is not as wide. The chain of command is less
sacrosanct and the hierarchy can be bypassed whenever it is more
efficient to do so.

Contrast both situations with Germany where society is strongly
structured yet egalitarian. Each class has its area of expertise and
expects to be recognized for it. The failure of Rover's unionized labour
to solve its own production problems led to immense frustration at
BMW.
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Explanation: Collectivism and Confucian Dynamism

Americans see an interview as an exercise in persuasion. If you don't
sing your praises of or at least point out your strengths, then you either
aren't interested in or qualified for the position or contract. If you don't
make your case, how can the interviewer know that you're qualified?

In Japan, an interview is often just a formality -- the occasion to validate
a decision that has already been made or to verify that the person
selected doesn't have homicidal tendencies! Frequently, you do not get
to the interview stage unless it has already been determined -- through
third partied -- that you are essentially fit for the job. And when you do
get to the interview, protocol (modesty) requires that you understate
your qualifications and accomplishments. It is not proper to praise
yourself (or to put down the competition.)

In this case, Mr. Ohmae is getting increasingly uncomfortable as Ms.
Thomas pressures him to praise himself. By contrast, from her point of
view, as Mr. Ohmae resists her openings, she begins to wonder if he
wants the job or is capable of it. The most significant part of the
dialogue is when Me. Ohmae asks Ms. Thomas if she has talked to Mr.
Mizawa. If she has -- and Mizawa-san has done his job properly -- then
Ms. Thomas will have been filled in on all of Mr. Ohmae's achievements
and capabilities. Therefore, Ms. Thomas's request for an interview
should mean she is satisfied from Mr. Mizawa that Mr. Ohmae is
completely qualified. To press Mr. Ohmae for further details suggests
that Mr. Mizawa did not convince Ms. Thomas and that she is now
trying to find out this information on her own.

Explanation: Collectivism and Individualism

Miss Li's company is looking for a business partner -- a company with
which they will ever into a long-term relationship that will bring many
years of profit to both. Because a great deal of time, money, and effort
will be committed to this relationship (if it is to work,) the Chinese want
to be satisfied about the essential integrity and compatibility of their
prospective partner.

What is the history of the company and its corporate philosophy? What
was the vision of the people who founded it? What are its guiding
principles, its organizational approach, and its key policies? In short,
can this relationship last? Depending on the answers to these
questions, Miss Li and her colleagues will know the prospects for the
solid, enduring, relationship they seek. To the Chinese, these rather
abstract issues are the essential foundation for any kind of agreement --
what they would call "the basics."

Naturally, it is a bit unsettling for Miss Li when Mr. Holt doesn't
reciprocate with a history of his company (however young it may be)
and seems anxious to skip over the important questions and move to
minor details. Are they hiding something? Why don't they ask more
questions on their own?
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But Mr. Holt has something else in mind here. He is looking for short-
term profits, not a long-term relationship. From his point of view, the
partnership needs to endure only long enough for his company to
recoup its investment and make some profit. To this end, the vision of
Tsai International is irrelevant. It is not that Mr. Holt is against a long-
term relationship; he just sees it as a possible outcome of the
immediate short-term opportunity.

Nor are the Chinese uninterested in short-term profit. However, they
feel about it much as Mr. Holt feels about a long-term relationship. If it
should happen, so much the better, but it is not the immediate
objective. While Americans believe in seizing opportunities now; the
Chinese believe in creating them.
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NMpakTnyeckoe 3agaHue 1:
KynbTypHble namepeHms NnocpeacTrsoOM poJieBOM Urpbl

DopMaT ynpa>KkHeHus:

Kaxpgass rpynna @OKYCUPYETCA Ha  MEXIUYHOCTHLIX Pa3HOMNacMaxX, OCHOBAHHbLIX Ha  KyJNbTYPHbIX
NMPOUCXOXAEHUAX U MOLENAX, OMUCAHHbIX B NEKLUMU,

Ipynnbl/OTAENbHbIE YUACTHUKM 3aTEM paccKaXyT O CBOEM OrbITe.

Awvanor 1 [letasibHOE N3y4vyeHue

[r-H O>xoHcoH n3 CLUA v r-H Tprogo n3 ®paHumnm]

M-H O>OHCOH: YTO Bbl AyMaeTe 0 HOBOM nnaHe?

M-H Tpropo: 3By4YnT HEMJIOXO, HO S BCE eLle n3yyato ero. Xouy 6biTb YBEPEH.

M-H O>oHCcOoH: CnycTsa Tpy Hegenu Bce elle nsyvaete? OH He HaCTONbKO CIIOXEH.

M-n Tpropo: OavH-ABa acnekTa MOryT cTaTtb NpobneMon.

M1 MxoHcoH: O, g 3Hato 06 3ToM. TeM He MeHee, Mbl AO/KHbI ero 3anyCTuTb, a BCe HeAOoYeTbl YyCTpaHUTb
nosxe.

M-H Tpropo: Cepbe3Ho?

Awvanor 2 Ogo6peHue

[F-xa BanbaeH n3 CLUA; r-n KaHeaa v ero komaHaa ns AnoHum]

M-H KaHepa: N-a BanbaeH, Tenepb Bbl 40BOJbHbI paboToi 6yxrantepckoro otaena?
MNxa BanbaeH: O4yeHb, X NPON3BOAUTENBHOCTbL YPEe3Bbl4aMHO BO3pOCa.

M-H KaHepa: OHKM o4yeHb ropasTca csoel paboTon.

MN>xa BanbpeH: Kak ToAbKO Bbl Ha3Ha4yMnuM r-Ha MamoTo pykoBoauTesneMm, aena CABMHYIMCb C MEPTBON TOUKM.
N-n KaHnepa: [la, Bca koMaHaa Tenepb paboTaeT A40CTAaTOYHO r1agko.

Mxa BanbaeH: B CBA3KM C 3TUM Bbl Kak-TO noow,pute r-Ha AMamoTo?

N-n Kanepa: lNpocturte?

Ma BanbpeH: Hy, 4to-HN6YAbL Bpoae npemum?

M1 Kanepa { He aymato. Mbl He xoTenu 6bl CMYTUTb €ro rnocsie BCero, YTo OH caenan.

Awvanor 3 NMNpocpouyeHHan nNpeTeH3ns

[F-xa Xappuc n3 KaHagbl n mmcc YeHn us Kutas]

M>xa Xappwmc: {1 xotena 6bl y3HaTb, paCCMOTpPEHa /1 MOS NpPEeTEH3US.
Mucc YeH: HeT, noka He paccMoTpeHa.

M>a Xappuc: CKoNbKO BpeEMEHU 3TO 3ahMeT?

Mucc YeH: He 6onee aAByx Heaenb.

Mixa Xappwuc: Ho npowso yxe yetbipe Heaenu!

Mucc YeH: OT0 CTpaHHoO.

Mxa Xappwmc: MoxeT 6bITb OHa yTepaHa?

Mucc YeH: O HeT, OHa He MOXET 6bITb yTepsHa.

Awvanor 4 OyeHkKa nokasarenen

[F-H Koin n3 CLWA n Xanun ¢ banxHero Bocrtoka]

M-n Kown: Cnacubo, yto npuwnu, Xanun. Tenepb AaBaliTe nepenaeM K OLEeHKe Ballux rnokasaTenien, XopoLo?

Xanun: Kak Bam 6yaeT yrogHo, cap.

M1 Konn: Kak M3BeCcTHO, Bbl AOCTAaTOYHO YBEpPEHHO 4YyBCTByeTe cebs B 6onbwmHcTBe obnactei. EcTb nuuwb
napa BOMPOCOB, MO KOTOPbIM Bbl MOMM YNyYLUTb CBOW NOKa3aTesu.

Xanun: { noHumatlo.

M-H Koin: Bo-nepBblix, HaBblkKM NUCbMa, KOTOpble BaM C TPYAOM AAKOTCS, HE TakK nn?

Xanwun: BepHo.

-1 Koin: M BTOpoe - onpeaeneHne HeobxoanMocTn obyvyeHuss. B 4acTHOCTW, HEKOTOPble BaluM COTPYAHWUKMU
Mornu 6bl 60nblIe n3yyaTb KOMMbIOTEP.

Xanun: [a.

M-H Koin: Tak unu nHave, 3aecb BCe HanMcaHo. Bbl MOXeTe 03HaKOMUTbLCS. B OCTanbHOM, HUYEro Cepbe3Horo.

Kahlil: Coxaneto, uto pasouapoBan Bac, Cap.

Awvanor 5 AlokTop Ae JileoH
[F-xa MopTtep 13 CLWWA 1 r-H JOMUHIO U3 Mekcnku]
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MN>xa MopTep: A cnbiwana, npasneHne BbIbpano HOBOrO UCMONHUTENBLHOIO ANpeKTopa?

M-n AoMmuHro: [la, oHn HasHauyunu goktopa MaHyanga Kaseca ae J1eoH n3 cembu e JleoH.

Mxa Moptep: KTo OH?

M- QomuHro: OH 13 cTapenwero poaa KpynHbiX 3eMieBnagensues B NpoBuHUMK MBaganaxapa.
Mxa MopTep: Kakon y Hero onbIT?

M -H QOMMHro: {4 TO/IbKO YTO NOSICHWUA.

M-xa Moprep: A nmeto BBMAY, 3HAET 1M OH YTO-TMOB0 O TEKCTUBHOM MPOMBbILWIEHHOCTU?

N H lomuHro: 4 He B Kypce.

Mxa Moprep: Bbl cunTaeTe, 4TO 3TO XOpOoLW K Bbi6op?

M1 fQomuHro: Joktop e JleoH? 1 yBepeH B 3TOM.

Awanor 6 Hecornacue

[A>xeHHn n3 CLUA 1 Tomoko n3 AnoHuu]

M>xeHHun: Kak Byepa npowsnn cobpaHuns?

ToMoko: CocTosiack BeCbMa nosesHas ANCKYCCus.

xeHHu: [Nlovemy?

ToMoOKO: Mbl BCe BbICKa3sblBa/INCb. A r-H Takeaa nosCHWA CBOW 3aMeyaHuns no rnosoay rnpeanoxeHus.
M>xeHHu: KTo-Hnbyab ewle ¢ HUM cornacmncs?

ToMoko: HeT. OH 6bi1 €AMHCTBEHHBIM COMHEBAKLLMMCS.

M>xeHHU: B TakoM cfiyvyae Mbl BbIMrpaaun ronocosaHue.

ToMoko: O HeT, pasyMmeeTcs, He ObIJI0 HUKAKOro roslocoBaHmsl. Mbl ero oTNoXUN.

Awvanor 7 Xopolwas ueHa

[F-xa Anr u3 CLWA n r-1 Kasabata u3 dnoHuu]

Mxa fAHr: Hawa ueHa - $5, ecnu 3akaxete 10 000 wTyK.

M-n KaBabara: D10 xopowas ueHa, r-xa SHr.

M>xa fAHr: Tak Bbl ee NnpuHUMaeTe?

M-u KaBab6arta: OHa ouyeHb xopoulas.

Mxa AHr: OtamyHo! B TakoM cnydae gaavite ob6cyaum rpadumk noctaBokK.

Awnanor 8 Co6paHue pykoBoauTenen otaesnos

[F->xa TomncoH n3 CLWA n r-xa Tatuep 13 BenukobputaHum]

M»a TOMNCOH: YNy4ylnancb 1M NpoM3BOACTBEHHbIE MOKa3aTe/IM C MOMEHTa Halweln nocnegHen BcTpeyn?
Mxa Tatuep: HeT, 6010Cb, HUKAKOrO yNy4lleHWs C MOMeHTa nocnegHero cobpaHus pykoBoauTenen oTaenos
He Npom30LW0. YTO-TO NAET He Tak.

Ma ToMncoH: Y70, Mo BalweMy MHEHWUIO, MPOUCXOAUT?

M->«a TaTuep: Y HaAcC HeT NOSIHOM KapTuHbl. HaM Heobxoanmo 6onblue nHdopMaLnm O NOSOXKEHNM AeN B Liexax.
M»xa TomncoH: O6 3ToM 5 1 gyMana. Ho Tenepb 9 He yBepeHa, 4To npobnema KpoeTcs UMEHHO TaM.

M«a Tatuep: lNMoyeMy Bbl Tak cynTaeTe?

Mx»a ToMncoH: S npurnacmna HeKOTOPbIX Ha4YalbHMKOB LIEXOB Ha cerogHsiwHee cobpaHue, HO OHM CKasanw,
UYTO MM HEe O YeM A0KNaAblBaTb.

Onanor 9 CKpoMHble ycrnexu

[F-xa Tomac n3 CLUA v r-H Oma 13 AnoHun]

Mxa Tomac: U TakK, HacKoNbKO S MOHUMAalD, Balla apXUTEKTYpHas KOMMNaHWsA ABNSETCA OAHOW M3 SyyluX B
KuoTo.

M-n OM3: bnarogapto Bac 3a npurnaweHme.

MNxa Tomac: Ham Takxe MpuATHO BMAETb Bac. 34ecCb CKas3aHO, YTO Bbl BeCcbMa YCMewHO Benu Aena Ha
NMPOTAXEHUN NOYTU TpUALATU NeET.

M1 OM3: [la, Mbl JO6MNUCH onpeaeneHHbIX CKPOMHbIX yCnexoB. Bbl pasrosapusanu ¢ r-HoMm Mmusasa?

M»a Tomac: [la, pasrosapusana. OH ckasasn, YTo MHOrue Balu 34aHNUs OTMeYeHbl Harpajgamu.

M-H OM3: BO3MOXHO, HEKOTOpbIE.

Mxa Tomac: M y Bac 6oraTbiii onbIT B 06/1aCTU CTPOUTENBLCTBA ODUCHBIX 34aHUNA.

Mr Ohmae: Mbl CnpoeKkTMpoBann HECKOJIbKO.

Mxa Tomac: Bbl cnpaBuTech € NPOEKTOM Takoro Macwraba?

M-H OM3: 3TO BO3MOXHO.

M>xa Tomac: Y Bac ecTb onpeaefnieHHble COMHEHUS OTHOCUTENbHO Y4acTuUsl B 3TOM NpoekTte?

M-H OM3: CoMHeHUa? N3BUHUTE, HO UX HET.
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Awvanor 10 OcHOBHbIE YC/1I0BUSA

[F-H XonbT 3 CLUA n Mmucc Jin n3s TamnsaHA]

Mucc JIm: U, Kak Mbl CKasanu, BCe 3TO ABMSETCS YacTbio obpasa, co34aHHOr0 HawuM OCHOBaTeneM.

M Xonbt: A noHumaw. YTto X, Tsai International, 6e3ycnoBHO, obnagaeT BMe4vyaTNSAOWENA WUCTOPUEN.
B0o3MOXHO, Tenepb, €CAn Bbl HE NMPOTMB, Mbl MOrNM 66l 06CYANTL HalWM BO3MOXXHOCTU MO COBMECTHOMY BEAEHMUIO
nen.

Mwucc Jin: Bam Hevero ob6asutb?

M-H XonbT: O cebe? HeT. Kak Bbl 3HaeTe, NO CpaBHEHUIO C Tsai, Mbl LOCTAaTOYHO MONOL4Ast KOMMaHUS.

Mwucc Jin: Xopowo, B TaKoM ciiyyae, Mbl MOxeM obcyamTb BegeHne aen. C Bawero no3sosieHns, Mbl xotenu 6bl
HayaTb C OMUCaHMA Hallen OpraHM3auMOHHOW CTPYKTYpPbl M TOr0, KakKk OHa OTpaXaeT MpMHLUMMNbI HaleWn
KOMnaHuu. A 3aTeM Bbl MOran 6bl pacckasaTb HaM O TOM Xe.

M-H XonbT: JlagHO. A nocne 3Toro Mbl MOXeM MepPenTN K KOHKPETHbLIM YCNOBUSAM?

Mucc Jim: YcnoBuam?

M -n XonbT: Hy, K HEKOTOPbLIM U3 OCHOB.

MoscHeHnune k Ananory 1: N36eraHne HeonpeaeneHHOCTU

AMepuKaHUbl 4acCTO PUCKYIOT - KaK rOBOPUTCH, <«NyCTb YWUMCbl ynaayT TaMm, rae AOSXKHbi». [lpyn 3TOM
60NbWMHCTBO Tex Xe dpaHuUy30B B NOAO6HOM Ciyyae 3HaloT, raAe MMEHHO 3TU YMMCbl AOJDKHbI YNacTb, B KaKoM
KonmyecTBe M Kakux pasmepos. OgHako noam, nocenuewmecs B CoeanHeHHbIX LTaTtax, npoaenas onacHbIf
nyTe B abconoTHO Henpeackasyemoe 6yayuilee M BMNOCNEACTBUMM pacUIMPUB rpaHuubl 0buTaHWsA No BCeEMY
KOHTUHEHTY, MOMNM CMWUPUTLCSA C HeonpedeNneHHOCTbI, M 3Ta 4YepTa A0 CUX MOp MNpuUcylla aMepuKaHCKOMY
xapaktepy. AMepukaHubl  fO6AT  3KCNepuMeHTuMpoBaTb, NpoboBaTb  YTO-TO  HOBOE  He  U3-3a
HeyAOB/eTBOPEHHOCTU TEM, YTO MMEIOT, @ MOTOMY, UTO LeHSAT 3TO HOBOE 3a ero cobCcTBeHHble AOCTOMHCTBA. YeM
HOBee — TeM Nyulle, Win, No KpamHen Mepe, BO3MOXHO JlyyLle.

MosicHeHue k Ainanory 2: UHAMBMAYaNIN3M U KOJIJIEKTUBU3M

ObpatnTe BHMUMaHWe, Kak r-xa BanbaeH cocpepoToumnacb Ha r-He $iMamMoTO, B TO BpeMs Kak r-H KaHepa
NpoAo/XaeT roBOpuUTb 0 KOMaHAE M rpynne B LeoM. B ANoOHUM nHANMBUAYYM OYEHb YETKO OTOXAECTBSIETCS CO
CBOEN rpynmnon, KoTopas AOCTMraeT uenen v TpaguUMOHHO nosydaeT npusHaHue (1nbo He crnpaBnseTcs C
3ajadeil U HeceT KONEeKTUBHYI OTBETCTBEHHOCTb). OTAeNbHble NIMYHOCTM BUAAT cebs, B NepBylo o4yepenb, B
KOHTEKCTE CBOEW rpynnbl U OYEHb XOTHT, YTOBbI MUX TaK U BOCAPUHUMANINU - COTPYAHMUYAOWMMN U paboTatowmnmm
B rapMoHMW C APYrMMKM 4fieHaMm KomaHAbl Ha obuwee 6naro. Ecnn cTtouT BbIGOP, HYXAbl W XenaHus
WHAWBMAYYMA, KaK MpaBwio, MOAUYMHAIOTCA HYXAAM W XefaHuam rpynnbl (KOTOpas CO CBOEW CTOPOHbI,
6e3ycnoBHO, 3a60TUTCA 0 COBCTBEHHbIX KOHKPETHbIX Y4acTHUKaX).

-H AMamoTo 6bIn 6b1 0OckopbneH, ecnu 6bl yAOCTOUICA KaKOro-mbo nepcoHanbHOro rnpusHaHus. OH He cTtan 6bl
cumtatb TO, 4TO OH caenan, COBCTBEHHbIM AOCTMXEHMEM (4TO, CKOpee BCero, COOTBETCTBOBAsO
AencTBmTenbHOCTM) U obecnokounncsa 6bl UyBCTBAMKW OCTasibHbIX Y1E€HOB KOMaHAbl, OCTABLUNXCS HE3aMe4YeHHbIMU.
BepHbIM pelueHneM, KOHEYHO XXe, CTaHEeT NMpu3HaHue 3acnayr Bcero 6yxrantepckoro oTAaena npuv BHMMATENbHOM
OTHOLLEHUM K KaXXAOMY ero CoOTpyaHuKY.

3TO He roBopuT O TOM, YTO B HAMOHMM OTCYTCTBYET AyX COpPEBHOBAHMSA — 3a4acTyld UMEKT MecTo ciy4au
XKECTKOro conepHuyecTBa Mexay rpynnaMmum. Takxe SnoHUAM He 4yXAbl YepTbl MHAUBMAYAJSIbHOCTM XapakTepa.
OHun cunTatoT cebs 6e3rpaHNyYHO MHAMBUAYANbHBIMU, HO 3TO NIMWb NPU3HAK HE3PesnoCTU MOMbITOK BblAEINTLCS
u3 rpynnel. JeTn yceampatoT TOT dakT, YTO caMoauCUUNIMHa 1 3ab0oTa O CBOEl KOMaHAe SBNAKTCA K/0UYeBbIMU
HaBblKaMW A5 AOCTUXKEHUS ycrnexa B LKore.

B pesynbTaTe Konnanca <«3KOHOMWUKU MbIIbHOMO My3bIpsi» HEKOTOpble M3 3TMX MOAXOAOB Hayanau MEeHSTbCS.
OTaenbHble KOMNaHUK BBENM METOAMKY MHAMBMAYANbHOM OLUEHKM, XOTS, Kak NpaBu/o, 3Ta OLeHKa OCHOBaHa Ha
CNOCOBHOCTM MHAMBMAYYMA K COTPYAHMYECTBY U nogaepxke pabouyen rpynnbl. MNpuHATME OLEHOYHOro Noaxoaa
TaKk)xe CnocobCTBYeT pa3BUTUIO KOHMIMKTA NOKOSIEHUIA MEXAY CTapLwUMKM U MNAALWLMMN COTPYAHUKAMMU,

MosicHeHnue k Aunanory 3: Jinuo (lMHaMN3M CTECHEHUS U KOJIJIEKTUBU3M)

34eCb peyb MAeT O TaKOM MOHATUMM, KaK <«amuo», M 0 HeobxoaMMOCTM ero coxpaHeHus nepen coboir wm
ocTanbHbIMU. JIMuo noapasyMeBaeT ob6pa3, KOTOpbIM KaxAbl npeacTtaBnser coboM B OKpyXalwem Mupe,
BK/IlOUAs Takxe cobCTBEHHYI penyTauumto. EcTecTBeHHO, 4enoBek CTpPeMuUTCs K TOMy, 4YTobbl ero obpas wnu
penyTaumsa ocraBajiMCb MakCUMasibHO MONOXMWTesNbHbIMWU. [OHSATME AnUa TECHO CBA3aHO C CaMOYBaXXeHueM U
CaMOOLIEHKOM, U KaXAbl CTPEMUTCA cAenaTb BCE BO3MOXHOe, 4Tobbl HEe MOoTepsaTb CBOE /MU0, 0COBEeHHO Ha
ny6bnvke. OQHAKO, MOCKONbKY NOAN TakXe OTOXAECTBAAT cebs co CBOMMM rpyrnnamMmn, UM Xo4deTcs COXpaHUTb
nMua ocTanbHbIX, TakMM 06pa3oM, COoxXpaHsas M CBoe CobCTBeHHoe. B pgaHHOM npuMepe uMMeeT MecTo
MOTEHUWANIbHO CTECHMUTENbHbIN (BeAywWWUi K MoTepe uua) ciydal - KTO-TO, O4YeBMAHO, noTepsn 6naHk
npeTeHsuu. -xa Xappuc, He 3aAyMblBasiCb O CMYLUEHMM, MbITAeTCs BbIACHUTb, YTO >Xe MpPOM30WI0 C ee
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JOKYMEHTOM, TeéM CaMbIM Bbi3blBas Yy MUCC YeH OCTpble MPUCTYMbl YHWXKEHUS. Tpu 3TOM r-ka Xappuc npocTto
WrHOpUPYET BCE TPU HaMeKa MUCC YeH 0 TOM, 4YTO AaHHas npobnema CTaBUT ee B OYEHb HETOBKOE MOJIOXEHME U
noceMy Ao0/MKHaA 6bITb OTIOXEHa.

MepBbiIM HaMeEKOM MWUCC YeH CcTanu cnoBa «HeT, elle He paccMOoTpeHa». [na Hee pacCTpOUTb KJIMEHTa TeM
¢dakToM, 4UTO onpegenieHHas ycnayra He 6bina npepocTaeneHa, SABAsSeTcs yHuxeHuem. [ostomMy Mmucc YeH
HaZeeTCs, YTO BOMPOChI HA 3TOM U 3aKOHYaTCs, NOKa He HacTynunu 6onee TsXxenble NOCIeACTBUSA.

Ho OHM He 3akaHumBalTCHA. He obpawas BHMMaHMA Ha cMyLleHne Mucc YeH, r-xa Xappuc Tenepb cnpawumsBaeT
0 TOM, KaK A0oAro o6blYHO paccMaTpuBaETCs NpeTeH3ust. Mucc YeH BbIHYXAeHa NpoAoXkuTe 601 U OTBETUTL «HE
6onee ABYX Heaenb», TEM CaMbIM YyXe BTOPOW pa3 AaB MOHATb M-)e Xappwuc, YTO 4YTO-TO MPOM30LWIO0 He Tak
(Mncc YeH npekpacHo 3HaeT, CKOSIbKO BpeMeHW MNpoLwso), U 4YTO el cnepyer OCTaHOBUTbCA. HO Ta BHOBb
WrHOPUPYET HaMeK M YTBEPXAaeT, YTO «MPOLUIO YXXe YeTbipe Heagenm»!

Mucc YeH, 6yayum odyeHb paccTpoeHHOM (HO, BO3MOXHO, ynblbascb, Aabbl CKpbITb CBOE CMYLLEHUE) U3bICKAHHO
cAaeT CBOM MO3WMLUMK U COrnawaeTcs C TeM, YTO YTO-TO C/IYYWMNOChb, CKa3aB «3TO CTPAHHO» W HAAEAChb, YTO YX
Tenepb-TO NEpPeroBopbl OKOHYeHbl. Ho r-xa Xappuc nepexoauT BCe FpaHuubl U BbICKa3blBaeT ONaceHne B TOM,
4YTO NpeTeH3usa yTepsHa. Mucc YeH, gabbl COXpaHUTb CBOE NMLO WM NnLa KOMMEr, HE MOXET COracuTbCa C 3TUM
- 1 OHa He cornawaetcs. «OHa He MOXeT 6bITb yTepsHa», roBOpUT KUTassHKa, CBUAETENbCTBYS CBOMM OTBETOM O
3aTpoHyTOM penyTauun. OHa He yTBEepXAaeT, YTO MpeTeH3Us He rnoTepsiHa (XOTH, HaBEepHsKa noTepsiHa), a
rOBOPWUT O TOM, YTO OHa He MOXET 6bITb NoTepsiHa, Tak Kak B MPOTMBHOM cnyyae 3To 6yaeT o3HavaTb YHUXEHUe
ANnsa BCceX, a N0TOMY HeAonyCTUMO.

[aHHbIl gmManor He cBMAeTeNbCTBYEeT O TOM, 4YTO OWWOKM OCTalTCS HEBLIABAEHHbIMM, W 4YTO KpUTUKA
OTCYTCTBYET B KMTAWCKON 6u3Hec-KynbType. Bmecto 3TOro, nogobHbIN KPUTUUM3M BblpaaeTCqd B KOCBEHHOM
dopme Takum obpasoMm, 4uTo6bl M3bexaTb NybAnYHOro crTblga. Takas KOCBEHHas KOMMYHMKaUMS SBAseTcs
MOLLHbIM MHCTPYMEHTOM A/151 HdOopMMpoBaHMA noBedeHYeckmnx mogenen B Kutae. K coxaneHuto, el He npuaatot
3HayeHnss MHorve 3anagHble 6u3HecMeHbl, NpeanovynTarowme MnpsiMble U HeaBYCMbIC/IEHHble (OPMYSIMPOBKU
NPUYNHBI U CNeACcTBUS.

MosicHeHune k Ounanory 4: Jinyo (KonnektuBnam/KocseHHasa n npssMas KOMMYHUKaLKA)

Ha 6onblen yactu bnnxHero BocToka yecTb npeacrasnseT cobol rnaBHoe AOCTOMHCTBO, B TO BpeMs KakK no3op
(nybnnuHas notepsa nuvua) SABASETCHS CaMbiM CTPAlWHbIM YHUWXEHWEM. B CBA3M C 3TUM KpUTUMKA AOMXKHa
OCYLeCTBASATLCA C NpeAenbHOM AeNMKATHOCTbIO, N0 BO3MOXHOCTM ee CTouT m3beratb, a ecin 3T0O HEBO3MOXHO —
KPUTMKOBaTb cfeAyeT OKOJIbHbIMM MyTSAMU C MaKCUMMasbHOM OCTOPOXHOCTbIO. KaxAablh 4enioBeK sBASETCH
YNEeHOM CcouManbHOW rpynnbl, W Cco6CTBEHHOE NMUO B rfasax 3ToW rpynnbl MNpeacTaBAseT ANS Hero
HauBaXHeNLWyto CyTb.

Co cBoel CTopoHbl r-H Koin B UenoM AOBOJSIEH nokasaTensamu Xanwna, 3a UCK/IYeHWEM napbl MOMEHTOB, Had
KOTOpbIMUW, MO €ro MHeHuWto, Xanunay ctouno 6bl nopaboTaTtb. N OH roBOpuUT 0 HMUX Xanwuny, MOCKOJIbKY XOYeT,
yTob6bl TOT COBepLlleHCTBOBasncs (AONYCTUM, MOTMBbLI r-Ha Kolna uckawouuTtenbHo 6narve v HanpasfieHbl Ha
noaaepxXKy CBOero cotpyaHuka). OgHako ansa Xanuna nofobHoe npsiMoe ornaweHne ero HefoCTaTKOB MOXEeT
O3Ha4yaTb AMwb ogHOo - r-H Korn M pasodapoBaH. EcTtectBeHHO, Xanwun aonyckaeT, 4Tto r-H Koin crapaetcs
KakK MOXHO 6epexHee OTHECTUCb K €ro YecTu, B CBA3M C YeM OH AeflaeT CNeayloLWnii BbiIBO4: pas 3TO BCE, YTO r-
H Koln MOXeT B AaHHOW cuUTyauun caenaTb, 3HaUuUT Aena Xanuaa odyeHb NioXu.

Kak cnepgosano r-Hy Koinny noctynuTb B AaHHOW cuTyauun? EMy CTOMNO XBanuTb Xanunaa Ha NpoTsS>KeHUW BCero
pa3rosopa, Nunlb BKpaTLe 3aTpoHyB NpobneMy B KOHUe. [laxe B 3TOM Cllyyae COTPYAHUK OTHECeTCs K KpUTUKe
KpaliHe 4YyBCTBUTENbHO, O4HAKO ero 4YecCTb OCTaHeTCs COXPaHEHHOM, U KOMMeHTapuu r-Ha Koina BO3bIMeT Ha
Hero 6onblle AencTBuS.

Heynay B ob6weHnn ctouT nsberatb, MOCKOSIbKY OHU BPeAsT YenOBEeYECKMM OTHOLIEHUAM, SBASIOWMMCSA OCHOBOM
ANna camoornpegesnieHnss U counasnbHoro asTopuTeTa.

MosicHeHue k Aunanory 5: Cy6opanHaumnsa/ OnpepneneHue u [loctmxxkeHme

-xa lMopTep cuMTaeT, YTO HOBbI WCMOJHUTENbHbIN AUPEKTOP AO/KEH 3HaTb YTO-TO O TeKCTUAbHOM 6usHece,
UYTO 3HaHMA, KBanuduUKaums 1 ONbIT ONpeaensatoT rogHOCTb YenoBeka Ans TOW Mam MHOW paboTbl. Ho aTo He
XapaKTepHO AN MHOMUX KynbTyp, B 0OCO6EHHOCTN B BEPXHUX 3LIENOHaxX yrnpaBieHUs KoMNnaHui. [naBHoe - KTO
Takon 3ToT AokTop e JleoH, a He UTO OH 3HaeT. B KynbType C MOLIHOM K/acCoBOMW CUCTEMOW CaMOM BaKHOM
XapaKTEPUCTMKON ANa pyKOBOASILLEN AOMKHOCTU SBASKOTCS JIMUHbIE AAHHbIE.

M-+ JoMuHro siCHO gaeT 06 3TOM MOHATbL C caMoro Havdana 6eceabl, Korga ykasblBaeT Ha MPUHAANEXHOCTb
pokTtopa [le JleoHa K yBaxaeMol ceMbe. «[1paBuUbHOE» MPOUCXOXAEHUE OTKPbIBAET NMYTb K BbICLUMM CTYMNEHAM
coumanbHOM NecTHUuUbl, TeM cambiM obecneumnBas Aoctyn K snactu. JokTtop [e JIeoH sBAsSieTCA COCTOSATENbHbIM
Ye/I0BEKOM, N MO3TOMY MOXET BESIMKOJSIENHO NpeacTaBiaTb KOMMAAHMUIO.

Ho B oTBeT r-xa lMNoptep cnpawmuBaeT: «KTo OH?». [-H [JoMUHro, 6e3ycnoBHo 6yayun yavBAeH, paccKasblBaeT
en o0 cembe, fabol y r-xu lMoptep 6b1510 60AblIE MOHMMAHMA LEHHOCTU AokTopa [e JleoHa ans komnaHuun. U
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ONSTb OHa 3afaeT BOMPOC, Ha KOTOPbIN r-H [JOMUHro yxe Bpoae 6bl oTBeTuN: «Kakoi y Hero onbiT?». U Tak
panee.

B KynbTypax C BbICOKOM CTEMEHbI0 YBaXeHUs K aBTopuTeTaM oblectBo obpa3yeTcs M3 MHOXeCTBa C/0eB, a
npeacTaBUTENN Klacca TeCHO CBA3aHbl Mexay cobon. Tak Noau M3 BbICLWLEro CAos, Kak npaBuao, nocewiarT
OTAesNbHble 3/UTHble LWKOJbl, XOPOLWO 3HAKT ApPYyr Apyra v npoaykTusHO paboTaioT BMmecTe. lNpeactasutenu
6onee HM3KOro Kjlacca MOryT okasaTbCs B HeyAgob6HOM MOJSIOXEHWM, eCnM UM NpuaeTcs B3aMMoAencTBoBaThb C
couManbHO BO3BbIWEHHbIMW Hah HUMW NOAbMU Ha paBHbiX. OHW ropaAaTcs CBOMMUM COBCTBEHHbIMW HaBblKaMM,
BbIFOAHO OT/IMYarWMMUCA (Kak NpaBmio, B TEXHUYECKOM Harnpas/ieHMWN) OT HaBbIKOB YMNpaBiSoWmnx. DTN Iam
OXWAAKT OT aAMWMHUCTPALMUM BbINOJIHEHUS COOBCTBEHHOM onpeaenstwwer n Hanpasnswowen ponu. MNoaobHas
pO/ib CYUMTAETCH eCTEeCTBEHHOM AN BbICLIMX C/10eB obwecTsa, He Tpebytowen 0coboro TeXHNYECKOro onbiTa.

B komnaHusax, pabotatowmx B pamkax NAFTA u no cucteme Maquiladora, nogo6Hble B3rnsabl MeEHSOTCS, HO
TeHAEeHUUs BCe eLle OCTaeTcs.

MosicHeHune k Ainanory 6: KonnekrueusMm n KoHpyumaHckmi AqUHaMuU3M

Haxoasicb nog BAMsHMEM KOHQYUMaHCTBa, MHOrMe asumaTbl noJsiaratoT, 4YTo rpynna senasetrca 6onee BaXHOM
eAVHULEN, HeXenu WHAMBMAYYM. B KynbTypax, OpWEHTUPOBAHHbLIX Ha rpymnny - CeMblo, OAHOK/IACCHUKOB,
pabouylo KOMaHAy, — rapMoHus npeacTaBnseT cobol KAYeBYH LEHHOCTb, @ KOHCEHCYC Npu MpUHATUMU
peweHnn HOCUT xapakTtep npasuna. Mo MHEeHMIO ANOHUEB, 3Ta KynbTypHass 0CO6eHHOCTb YXOAMUT KOPHSMWU B
Tpaguuunm cbopa puca.

OxeHHn pogom un3 CLUA, roe onobpeHune 60MbLUMHCTBA SABNAETCS AOCTATOYHbIM ANA MPUHATUS pelweHuni. En
TSXKeNo NoBepuTb B TO, YTO MNpeasioXeHne He 6bin0 BbIHECEHO Ha rosI0COBaHME M YTBEPXAEHO, Toraa Kak BcCe
y4YacTHMKM cobpaHusl, 3a UCKIoYeHMeM r-Ha Takega, cornacunamcb € HUM. Ho TOMOKO yBepeH B TOM, YTO €C/N I-
H Takefa He cOrnacuics C YeM-To, Npu 3TOM BbiCKa3aB CBOW 3aMe4yaHusi B CNOKOMHOM dopMe n HaBepHsKa Ao,
a He BO BpeMs cobpaHus, To ogobpeHne gaHHOro nNpeasoxeHns Morno 6bl paccTpouTb r-Ha Takeda v HapywuTb
rapMoHMI0 BCeW rpynnbl. Yrpo3a 3TOW rapMoHuMmM - ropasgo 6onee cepbe3Hoe Aeno, Hexenu utorm nwoboro
roslocoBaHums.

AnoHckas cuctema puHrn TpebyeT OT Kaxaoro paboTHuMka (Ha BCeEX OpraHM3auMOHHBLIX YPOBHSX) M3ydaTb U
noanuceiBaTe naHbl. KpuUTuKa HOCUT KOCBEHHbIW XapakTtep (M, Kak npaBu/io, AOBOAUTCS 4Yepes3 TpeTblo
CTOpPOHY), HO B ee npouecce BbisBASETCS 60NbWMHCTBO NpobneM npu nnaHupoBaHuu. Takm obpasoM, AaHHas
cucTtema yBenuumBaeT BpeMsi, Heobxoammoe AN NPUHATUSA pelleHusi, 0O4HaKo rapaHTMpyeT 4YeTKoe BHeapeHue
Ha cneayloweM sTtane.

B cBolo ouyepenb, amMepuKaHuaM TSHXKeNo MNPUMHUMaTb pelleHust MeTOAOM KOHCEHCyca, He TO/IbKO BBMAY MX
WHAUBMAYyann3Ma, HO M MOTOMY, YTO 3TO noTpebyeT MacCy «AOMNOSIHUTENIbHOrO BpeMeHu». [Ansd amepukaHueB
BpeMsa - AeHbru. N oHW yacTto 3abbiBaloT 0 ToM, 4YTOo Npu 51% opobpuBLlIMX peweHne, cywecTByeT euwe 49%
HeCOrnacHbIX, KOTopbix HeobxoamMmo ybeauTb K ero uenecoobpasHocTn. HakoHeu, camoe 6onblwoe pasnnyue
Mexay SANOHCKUM U aMepUKAHCKUM MeToAaMU MPUHSATUS peLleHMn, BO3MOXHO, 3aK/o4aeTcs B TOM, YTO SIMOHLbI
HaxoAsT KOHCEHCYC crnepBa, a aMepuKkaHubl - Bnocneactemm. Ha o6a npouecca TpaTuTCa MpakTUYECcKu
OANHaKOBOE KONIMYECTBO BPEMEHU.

MosicHeHune k Ananory 7: KoHdyumaHckuin auHamusm (Konnektmenam n KocBeHHass KOMMyHUKaLua)
M-xa fAHr He 3Hana, 4YTo AMNOHCKOEe «Aa» MOXET BOCMPUHUMATbCA TONbKO JNWb B KOHTEKCTE MOHUMAaHUs
SAINOHCKOr0 «HeT», KOTOpoe, B CBOKW o4yepenb, B yTUAUTaApHbIX Uenax Boobue He ucnonb3yercs. HUKTo He
AO/KeH noaBepratbCa I'Iy6}'II/ILIHOMy CMYLWLEHUNID NN YHUXXEHUIO B AnoHun. ﬂOCKOJ‘Ibe CNOBO «HET» UJIN Aaxe
HaMeK Ha HeyaoBONbCTBME WM pa3oyapoBaHMe MOXET MOoBMeYb YHUXKXEHWe MPOTMBOMONOXHON CTOPOHDI,
npsiMble HeraTuBHble yTBepxaeHus unsberatoTcsa. CTOUT M rOBOPUTb O TOM, YTO B MUpe, rAe BaM 3anpeleHo
rOBOPUTb «HET», C/I0BY «Aa» npuxoamTcs pabotaTb 3a ABOMX. BMeCTo arpecCMBHOro «HeT» SNOHLUbl NpuayManm
psa cnocoboB BblpaxaTb HenosHoe cornacue. B ToMm uucne: 1) 3agaTb BONpOC; 2) ckasaTb, YTO HE MOHMMAOT;
3) CMeHUTb TeMy pasroBopa; 4) ckas3aTb, YTO He MOryT OTBETUTb MPSAMO ceivac; 5) yCNnoBHO corfnacutbcs; 6)
COCNaTbCs Ha TPYAHOCTb BOMpoOca; M 7) COobWNTb, YTO AaHHbIN BOMNPOC HaxoAUTCA BHE MX KoMMeTeHuuwn. Ans
HEKOTOPbLIX AMNOHUEB HE CKa3aTb «Aa>» y>XXe O3Ha4aeT «KHET».

B paHHOM cnydae r-H Kapabata He XenaeTr cMywaTb r-Xy SAHr KaTeropMyeckum HecoriacMeMm C ee LEHOW,
MO3TOMY OH AaeT, C ero TOYKU 3peHns, BeECbMa CAEPXaHHbIA OTBET — «DTO Xopowas ueHa». OH 0XuAaeT, yTo r-
XK@ HAHr BOCMPUMET 3TO WUCKIUUTENIbBHO B KaydeCTBE paBHOAYLIHOMO KOMMeHTapusd. Pasymeertcs, r-xa SHr
CUMTaET, YTO LeHa AeNCTBUTeNbHO xopowas. Ho oHa xo4yeT 6biTb yBepeHa — «TaK Bbl NpuMHUMaeTe ee?» OTBeT
«OHa O4YeHb xopowas» 65M30K K KaTeropMyeckomy <«HeT», 4YTo M uMmeeT BBMAy r-H Kasabata, HO ans ero
cobecegHNLbI 3TO ABNSAETCS YTBEPXAEHUNEM.

Tak Kak xe 3anagHoMy 61M3HecMeHy pa3obpaTbCa B TOM, Korga sinoHLbl MPOCTO AEMOHCTPUPYIOT BEXIMBOCTb, a
Korga — AeNCTBMTEeNbHO MPUHUMALOT npeanoXxeHne? ITO He C/0XHO. Ecnn oHKM cornawatoTcs ¢ NnpeasioXXeHHbIM,
ONCKYCCUSA NNaBHO NepexoauT K obcyxaeHuto getanen peanusaumn. N HaobopoT, ecnm oHWM He corfnacHbl, a ux
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3anagHble NapTHepbl NOMbITAOTCA NEPENTN K 3TUM AeTansaM, AMNoHLUbl NPeanoxaT BEPHYThCA K HEpa3peLleHHbIM
BOMpocaM.

MoscHeHnune k Ananory 8: Cy6opanHauuna

Y r->xn ToMNcoH cnabo passBuTa oueHKa ctatyca u cnyxebHoro nonoxeHus. CobbiTusa nponcxoasaTt Ha cobpaHum
pykosoauTenen otaenos B AHrnmn. CoTpyAHUKM 3aBoja (B AaHHOM Cilydyae HavaslbHUKM LUeXoB) He MPUBLIKN K
npurnaweHuam Ha nogobHble cobpaHus, a pykoBoaMTeNnN, B CBOKO ovepeab, He MPUBbLIKAM UX TaM BuaeTb. U Te,
n apyrue 6yayT ucnbiTbiBaTb Heya06CTBO B NPUCYTCTBMM APYr Apyra. PykosoauTento otaena 6bin1o 66l ropasao
6onee uenecoobpasHO W ecTeCcTBEHHO Moo6WwaTbCa C HayalbHMKOM Lexa OAWH Ha OAMH, nbo NNYHO
BCTPETUTLCS CO BCEMM HayaslbHMKAMM, HO HE cMewmnBaTb 0be rpynnbl COTPYAHMKOB Ha OAHOW BCTpeye. BnonHe
BO3MOXHO, 4YTO Yy pyKOBOAMUTENEl LeXOB eCTb O YeM cKasaTb, O4HAKO OHW MUCMbITbIBAOT HeyaobCTBO OT
npuriaweHMs Ha Takoe cosewaHue. MM npouwe cocnatbCs Ha OTCYTCTBME npeaMeTa ANsS AOKNaZa, Hexenwu
OTKasaTbCA OT npuriaweHns r->xkn TOMMACOH. PasrpaHuyeHuve Mexay psAoBbIM MEPCOHANIOM U MEHEIXMEHTOM
cpefHero 3BeHa TakXe CylecTByeT B AMepuKe, OAHAKO OHO He CTOJIb pacnpoCTpaHeHo. BepTukanb Bnactu He
TaK HEMPUKOCHOBEHHA, a nepapxms MoxXeT 6bITb HapyLleHa, ecnm B 3TOM eCTb pa3yMHas LenecoobpasHoCTb.

B kauectBe KkoHTpacta ana oboux mnoAXOAOB MOXHO npuBecTn npumep [epmaHuu, rae obwwecTBO 4eTKO
CTPYKTYPUpPOBaAHO, HO BCe ele 3aranumtapHo. Kaxablh knacc obnagaeTr ONbITOM B KOHKPETHoW obnactm wm
CTPEMUTCS K COOTBETCTBYIOLLEMY MPMU3HaHWMIO. Tak HecnocobHOCTb noaaepxuBaeMbix npodcotosamu pabounx
Rover pewuntb cob6CcTBEHHbIE MPON3BOACTBEHHbIE NpobaeMbl NpuBena K OrpOMHOMY crnagy Ha 3asogax BMW.

MosicHeHune k Aunanory 9: KonnektueusMm n KoHdpyumaHckmi AMHaMu3m

AMepuKaHLUbl BOCMpUHMMalOT Ntoboe MHTEPBbLIO Kak npouecc ybexaeHnsa. Ecnm Bbl He xBacTaeTecb MM XOTS 6bl
He yKa3blBaeTe Ha CBOM CWUJIbHble CTOPOHbI, 3HAYMT, NM60 Bbl HE 3anUHTEpPeCcoBaHbl B NOSyYEHUN LOHKHOCTU UK
KOHTpaKTa, Mbo NpoCcTo ANs 3TOro He noaxoamTe. ECnm He n3noxutb cO6CTBEHHbIE AOBOAbI, KaK MHTEPBbIOEPY
MOHSATb, YTO Bbl KOMMNETEHTHbI?

B AnoHuMn uMHTepBbLIO BCceraa npeacrasnser cobor popMasnbHOCTb — 3TO NMWb Crnocob 06bABUTL O pelleHuun,
KoTopoe yxe 6bl10 NPUHATO, NGO BbISCHUTbL, HE UMEET NN BblOpaHHbI YenoBeK CynumaanbHbIX HAaKTOHHOCTEN.
Kak npaBuao, BaCc He MpuriacsaT Ha WHTEPBbID A0 TeX Mop, Noka yxe He 6yaeT onpeaeneHo — yepes TpeTblo
CTOpPOHY — 4TO Bbl OMpefenieHHO noaxoauTe Ans AaHHOW paboTbl. W korga Bbl Ha Hero nonagaeTe, NMPOTOKON
(ckpoMHOCTb) noTpebyeT OT Bac MNpPUYMEHbLUEHUS CBOEM KOMMETEHTHOCTU W AOCTMXEHUW. HeKoppekTHO
NpeBO3HOCUTb Ccebs (MNM OTKa3bIBATbLCA OT KOHKYPEHLUUN).

B paHHOM cny4yae r-H OM3 4YyBCTBYET HapacTalowWwmnii AMCKOMMOPT, TaK Kak r-xxa TomMac 3acTtaBnseT ero xBanauTb
cebs. MoCKONbKY OH COMPOTUBAAETCS ee [0BOAAM, OHa B CBOK O4yepedb He yBepeHa, XenaeTr am r-H Oma
Nosy4YnTb 3TOT MPOEKT U CNOCOBEH N OH C HMM crpaBuTbCcs. CaMOn BaXKHOM 4acTbio AnManora sBASeTcs BONPOC
r-Ha Oma o ToM, obwanack nm r-xxa Tomac c r-Hom Mwusasa. Ecam 370 Tak, n ecnm Musaea-caH BCe caenan Kak
Hafo, Y Hee AOMKHO CNOXMTbCHA MOSIHOE npeacTaBneHMe 060 BCeM MNoTeHuMasne M AOCTUXEeHMAX r-Ha Oma.
Takum o6pasoMm, npurnaweHve OT TI-XW ToMac Ha WHTEPBbI [AO/MKHO CBMAETeNbCTBOBATb O [MOJIHOM
KOMMEeTEeHTHOCTU r-Ha OM3. BbiHyXAaTb ero pacckasbiBaTb 06 OCTanbHbIX AeTansiX 3HAa4YUT yKasblBaTb Ha TO, YTO
r-H MmsaBa He ybeaunn r-xy Tomac, 1 4To Tenepb OHa NbITAeTCs BbIACHUTbL BCe cama.

MosicHeHue k Ananory 10: KonnektuBMsMm u MHAUBUAYasN3M

KomnaHuna mucc Jin uvweT [enoBoro napTHepa, C KOTOPbIM OHW BCTYNAT B AOJITOCPOYHbIE OTHOLWIEHUS ANA
Nosy4YeHUs B3aMMHOM BbiroAbl. MOCKOMIbKY Ha CTPOUTENbCTBO 3TUX OTHOLWIEHWI (€CM OHW CnoXaTcda) yhaet
Macca BpeMeHW, AeHer W YCWUIWN, KUTauckas CTOpOHa Xxo4yeT ObiTb yBepeHa B MNpsAMOTE M aAeKBaTHOCTU MX
BO3MOXHOI0O napTHepa.

KakoBa MCTOpMS KOMMaHUW, KakoBa ee KoprnopaTuBHas dwunocoduma? Kakosbl 6binn 3agyMKku ntogen, KoTopble
ee ocHoBann? Kakue y Hee OCHOBoOMoJsaratuie npuHUUMbI, Kak OHa OpraHM3oBaHa W KakoBa ee noautuka? B
ABYX CNoBax, MOry /1M NPOAO/IKUTLCSA 3TU OTHOLWEHUA? B 3aBUCMMOCTM OT OTBETOB Ha 3TW BOMPOCHLI, MUCC JIn n
ee KoJjJieraM CTaHyT MOHATHbI NepcrneKkTMBbI LeneHanpaBieHHOro n yCTOM4YnMBOro COTpyAHNYECTBa, KOTOPOE OHMU
nwyT. Y kutanues nofgobHbie NPOCTPaHHbIE MOHATUS ABNAKOTCS KAOYEBbLIMM ANns Ntoboro cornaweHms — 1o, 4To
OHW 6bl Ha3BaNM «OCHOBaAMMU».

EcTtectBeHHO MuUcC JIn cnerka BCTPEBOXEHa TeM, 4YTO r-H Xo/sbT B CBOK ovepeab He pacckasbiBaeT 06 ucrtopuum
cobCTBEHHOW KOMMNaHMK (He BaXKHO, HAaCKOMbKO OHa Monoda) v 6ecrnokouTcs No noBoay nepexoda oT 6onee
BaXHbIX Npobnem K Menknm getansaM. OHM YTO-TO CKpbIBalT? MNoyeMy OHM CaMu He 3a4aloT BONPOCOB?

Ho y r-Ha XonbTa CBOWM MbIC/IM Ha 3TOT c4yeT. OH HaxoAMTCS B MOMCKax 6bICTpoi Npubbinn, a He A0ArOCPOYHbIX
OTHOWeHU. C ero TOYKM 3peHus, ANs ero KOMMaHuM 3TO MapTHEpPCTBO AO/IKHO MPOASMUTLCS NUWb CTOSIbKO
BPEMEHU, CKOJIbKO noTpebyeTcsa ana Bo3BpaTa WMHBECTULUMIA M MNOSyYeHUs onpefesieHHoro goxoga. B aaHHOM
cnyyae BUAEHME OTHOLUIEHMN CO CTOpOHbI Tsai International He cywecTBeHHO. He To, 4TO6bI r-H XonbT 6biN
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NPOTUB AONrOCPOYHbBIX OTHOLUEHWI, MPOCTO OH BOCMPMHMMAET MX KaK BO3MOXHOE pa3BuUTME KPaTKOCPOUHOM
nepcrneKkTussl.

KuTanupbl Takxe He nNpoTns 6bicTpont Npubblin. O4HAKO, Y HUX K 3TOMY OTHOLLUEHME TO Xe, YTO M y r-Ha XonbTa
K ANVUTENbHOMY COTPYAHMYEecCTBY. Ecnu Tak cnyuuTcs — 3aMedaTesibHO, HO 3TO He nepBooyvepegHas uenb. B To
BpeMs KaK aMepuKaHUbl CTapaloTCs BOCMO/b30BATbCH BO3MOXHOCTSAMW Cpasy, KuUTauubl MpeanoyuTaroT 3Tu
BO3MOXHOCTK CcO34aBaTb.
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Tutorial: Cross-Cultural User-Interface Design
For Work, Home, Play, and on the Way

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 1

How to Work with Cultural Models:
Examples from China and Germany

Dr. Pia Quaet-Faslem, Researcher
Siemens AG Com MD SM UE
Haidenauplatz 1, 81667 Munich, Germany
Email: pia.quaet-faslem@siemens.com

Lecture 2:
Using Culture Models for Ul Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 2

Overview

Mobile phone study: Objects and methods

Assumptions about cultural models in Germany
and China

Empirical results

Lessons learned

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 3

Cultural Models: An Overview

Geert Hofstede:

Individualism/ Collectivism
- Power Distance

- Uncertainty Avoidance

- Masculinity/Femininity

- Confucian Dimension *

David A. Victor:

Language

- Environment and Technology
. Social Organization

. Contextualizing

- Authority Conception

- Nonverbal Behavior

- Temporal Conception

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

Cultural Models: An Overview

Edward Hall:

High Context/ Low Context

. Fast Message/ Slow Message
- Monochronic/ Polychronic

- Sense of Space

= Fons Trompenaars:
= Universalism/ Particularism
«  Individualism/ Collectivism
= Neutral/ Emotional
. Specific/ Diffuse
. Achievement/ Ascription
. Attitudes to time

- Atitudes to the environment

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Practical Examples: The Use of
Mobile Phones in Germany
(Munich) and China (Shanghai), 1/2

© Copyright 2007 by Aaron Marcus and Associates, Inc

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 6

Practical Examples: The Use of
Mobile Phones in Germany
(Munich) and China (Shanghai), 2/2

= Objectives

- Finding out more about the way, people use a mobile phone in different
cultures

- Finding out, how people learn to use a mobile phone
= Methods

- Focus Groups (4 groups with 5-7 persons in each country)

- Usability Testing (12 test persons in each country)

AM+A, www.AMandA.com Page




Tutorial: Cross-Cultural User-Interface Design
For Work, Home, Play, and on the Way

Assumptions about cultural models
in Germany and China

= Objective of learning

= Traditions of learning

= Information gathering strategies

Learning material

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 9

Traditions of Learning

China:
Rote Learning

Germany:
Understanding

“Knowing by
heart”

“Learning by
imitating”

“Knowing the
principles”

“Learning by
exploring”

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 11

Learning Material

China: Pictorial
Orientation

Germany: Text
Orientation

“Pictures are
important, because
Chinese is a pictorial
language”

“Trust in the
written word”

© Copyright 2007 by Aaron Marcus and Associates, Inc

Lecture 2:
Using Culture Models for Ul Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 8

Objective of Learning

China: Germany:
Pragmatism Idealism

“Master only the
directly useful

“Master all relevant

or maybe relevant
features. Improve features. Enlarge
learning time/ possibilities of
efficiency ratio” usage”

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 10

Information Gathering Strategies

China: Germany:
Collectivism Individualism
“Gather “Gather information

information by a by formal information
network of source (books,
relationships” timetables, etc.)”

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 12

Empirical Results

China Germany

7% 0%

[0 Ask friends/ family @ Read
Bl Asksales assistant Bl Read and try
3 Imitate 1 Trial and error

AM+A, www.AMandA.com Page



Tutorial: Cross-Cultural User-Interface Design
For Work, Home, Play, and on the Way
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Objective of Learning

China:
Pragmatism

Germany:
Idealism

“Master only the
directly useful
features. Improve
learning time/
efficiency ratio”

“Master all relevant
or maybe relevant
features. Enlarge
possibilities of
usage”

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 15

Information Gathering Strategies

China:
Collectivism

Germany:
Individualism

“Gather information
by a network of
relationships...”

But think of face
saving!!

“Gather information
by formal information
source (books,
timetables, etc.)”

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 17

Strategies

Suggestions for Informing

Improve sales material
and training for sales
persons.

Animated instructions
on CD-ROM are well
accepted.

Online Help must be
available, because it
often substitutes for
user manuals

“Traditional“ user
manual is still the main
information source.

© Copyright 2007 by Aaron Marcus and Associates, Inc

Lecture 2:

Using Culture Models for Ul Design

AM+A
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Traditions of Learning

China: Rote Germany:
Learning Understanding
M “Knowing the
rt” principles”
“Learning by “Learning by
imitating” exploring”

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 16

Learning Material

China: Pictorial
Orientation

Germany: Text
Orientation

“Pictures are important,
because Chinese is a
pictorial language”

Pictures are necessary
to create context

“Trust in the
written word”

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 18

Strategies

Suggestions for Informing

Start with “Step by
Step” information
about basic functions.

Stress pictorial
information about
procedures.

Size of characters
should correlated with
importance of
information.

Start with a clear
overview of all
possible functions

Stress pictorial
information which
gives an overview

Provide a detailed
index.

AM+A, www.AMandA.com
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Lessons Learned How to Work with Cultural Models:
Examples from China and Germany

= Cultural models help to focus on potentially
culturally different user habits and requirements

= Cultural models must be made more concrete Dr. Pia Honold, Researcher, Siemens AG
regarding the questions one wants to answer Information and Communication,

Mobile User Interfaces, ICM MP Tl 3,

Haidenauplatz 1, D-81379 Munchen, Germany,

The influence of cultural models on user Email: pia.honold@siemens.com

requirements must be “tested” empirically! [Honold, Pia (1999). “Learning How to Use a
Cellular Phone: Comparison Between German
and Chinese Users,” Jour. STC, Vol. 46, No. 2,
May 1999, pp. 196-205]

= Cultural models are very context sensitive

© Copyright 2007 by Aaron Marcus and Associates, Inc AM+A, www.AMandA.com Page 4
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Presentation Summary

1. Introduction
2. Method

3. Analysis of
culture
dimensions
and
Ul components

4. Visual syntax
patterns

5. Conclusion

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 3

1. Introduction

User-interface (Ul) design for Websites develops
cultural artifacts

Goal of this research: Analyze Websites to
understand to what extent corporate designs
seem to exhibit differences that relate to cultural
differences, even if complying with corporate
standards!

Supports AM+A’s published Web Ul analyses
that apply Hofstede’s culture dimensions to the
field of Ul design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

User-Interface Components, 1/2

Metaphors: Easy recognition and retention of
fundamental concepts via terms, images, sounds,
etc.

Mental Models: Appropriate organization and
representation of data, functions, tasks, roles, and
people in organizations of work or play.

Navigation: Efficient movement within mental
models via menus, dialogue boxes, and control
panels, etc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

User-Interface Components, 2/2

Interaction: Effective input/output sequencing,
including feedback; overall behavior of human-
computer and human-human systems.

Appearance: How the product/service appears to
the senses (visual, acoustic, tactile, etc), especially
related to visual identity and/or branding objectives.

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Hofstede’s 5 Dimensions of Culture, 1/2

Power-distance (PD)

. Focuses on the degree of equality, or inequality, among people in
the country's society

Collectivism vs. individualism (IDV)

. Focuses on the degree the society reinforces individual or
collective, achievement and interpersonal relationships

Femininity vs. masculinity (MAS)

. Focuses on the degree the society reinforces, or does not
reinforce, the traditional masculine work role model of male
achievement, control, and power (vs. feminine cultures in which
the roles are more closely related)

AM+A, www.AMandA.com
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Hofstede’s 5 Dimensions of Culture, 2/2

= Uncertainty avoidance (UA)

. Extent to which the members of a culture feel threatened by
uncertain or unknown situations

= Long- vs. short-term orientation (LTO)

. Focuses on the degree the society embraces, or does not
embrace, long-term devotion to traditional, forward thinking
values (strongly related to Confucian societies).

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 9

Cross-Cultural Matrix

Hofstede Culture Dimension:
\ Power Distance (PD)
Low PD High PD
User- Appearance | Images of Images of leaders;
people, groups; | national/corporate/gove
Interface daily activities; | mment themes,
Component: popular music, | slogans, insignia,
A symbols, logos, symbols,
ppearance typefaces, typefaces, layouts,
layouts, colors; | colors; official music,
informal speech | anthems; formal
Speecn
AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 11
Key Findings
= Website examples studied
= Note: Not all cells are filled
PD DV MAS UA LTO
Wetphors ST = T
TR e = £ =
wen
Navigation s SE SE
™
Interaction SE i
coc e MER
Arpeararee — £ £
weo ™
oo wen

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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2. Method

= Combining the scheme of Hofstede’s cultural
dimensions and the scheme of design
components in a five-by-five matrix

PD IDV MAS UA LTO

Metaphor
Mental Model

Navigation

Interaction
Appearance

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 10

Websites Analyzed

= Objective was to be as inclusive as possible

= “Mature” company Websites with parallel content
in multiple countries

=« Consumer and business-to-business (B2B) sites

us EU Asia
Business Sapient (S) Siemens (SIE) | Hitachi (HIT)
Peoplesoft (PEO) | SAP (SAP)
Consumer | McDonalds (McD) | IKEA (IKE) Sony (SON)
Coca Cola (COC) | Mercedes Mazda (MAZ)
(MER)
AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 12

3. Analysis of Culture Dimensions and
Ul Components

=« Examples discuss Hofstede’s culture dimensions
and within them user-interface components

AM+A, www.AMandA.com Page 2
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Power Distance: Metaphors

Low: Informal, or popular institutions, buildings,
and objects, that emphasize equality, options

Examples: Summerhill, play/games, public
spaces, efc.

High: Government or corporate institutions and
buildings; objects with clear hierarchies

Examples: the human body, schools,
government, monuments, etc.

Lecture: User-Interface Design vs. Culture in
Corporate Web Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 14

Power Distance: Metaphors

Siemens Website: Personal images vs. official
buildings

Netherlands (PD 38)

I &)

Metaphor for “Home”: the
face / eyes of a person

Malaysia (PD 104)

Metaphor for “Home”: an
official building

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 15

Power Distance: Mental Model

Low: Simple, informally organized and
categorized structures; less structured data with
some or much relevancy

High: Complex, highly organized, highly
categorized, highly populated structures, e.g.,
large corporate and/or government
organizational models or charts; reference data
with little or no relevancy ranking

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 16

Power Distance: Mental Model

Hitachi Website: Amount of categorization
Canada (PD 39) Singapore (PD 47)

—

S

HITACHI

Simple, informally organized
and categorized structures

Highly categorized

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 17

Power Distance: Navigation

Low: Open access, multiple options, sharable
paths

High: Restricted access, choices; authentication;
passwords; prescribed routes

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Power Distance: Navigation

Sapient Website: amount of options provided
Germany (PD 35) India (PD 77)

How do | apply for a position = How do | apply for a position
(=] M8, atsapient?Send your (=] M8 at sapient?Register now to
complete application with CV, set up your profile and apply
picture and job reference o for jobs right away, or search
our hiring team in Disseldorf Jobs now.
or Munich. Furthermore you -
have the possibiliy to apply
via email Fil out the online.
form or send your own digital
application to:

. It
does no matter, how you
apply, we try hard for a quick
handing and you will hear
from us soon.

Open access, multiple
options

Restricted access and
choices, prescribed routes

AM+A, www.AMandA.com
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Power Distance: Interaction

= Low: Supportive error messages, cue cards;
many user-driven options available

= High: Severe error messages: “Entry
Forbidden,” “You are wrong;” wizards or guides
lead usage

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 21

Power Distance: Interaction

=« Denmark (PD 18)

Login failed.
Unfortunately the login processed
failed. That has to do either with
your nickname or your password. If
Yyou are not already a member,
please click on ‘Become member”
in the window at the le

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 23

Power Distance: Appearance

= Low: Images of people, groups; daily activities;
popular music, symbols, typefaces, layouts,
colors; informal speech

= High: Images of leaders;
national/corporate/government themes, slogans,
insignia, logos, symbols, typefaces, layouts,
colors; official music, anthems; formal speech

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Power Distance: Interaction

= Coca Cola Website: Feedback language
Malaysia (PD 104)

=« Denmark (PD 18)

Supportive error messages Severe error messages

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 22

Power Distance: Interaction

=« Malaysia (PD 104)

bzzzztiwrong password!
Now, for your next attempt...

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 24

Power Distance: Appearance

= Siemens Website: People vs. leaders
= ltaly (PD 50) Singapore (PD 74)

SIE
[Singa

Global Network Global netvvork | Prod
of Innovation of innovation

Images of people Images of leaders, official

Websites

AM+A, www.AMandA.com Page 4
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Collectivism vs. Individualism:
Metaphors

=« Low: Relationship-oriented, content-oriented
= High: Action-oriented, tool-oriented

Lecture: User-Interface Design vs. Culture in
Corporate Web Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 26

Collectivism vs. Individualism:
Metaphors

= McDonalds Website: Focusing on groups vs.
focusing on individuals

= Brazil (IDV 38) United States (IDV 91)

Images of groups in Images of a single person to

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 27

Collectivism vs. Individualism:
Metaphors

« Brazil (IDV 38)

Y\  Brasil [
s McDonald's 3 o
Brasil ‘i‘?
Oferecer produtos de qualidag

edonids o Hando empregar bem, ser a melhor franqu
o T b (e eparticipar ativamente
da vida comunitariq

530 05 princip

00N e
DATARDE.

organizations that visualize visualize the “Corporate”
the section “McDonalds in section of McDonalds USA.
Brazil”

AM+A

Aaron Marcus and Associates, Inc., www.AMandA.com, 28

Collectivism vs. Individualism:
Metaphors

= United States (IDV 91)

Y\ Unitedstates

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 29

Collectivism vs. Individualism:
Mental Model

= Low: Role-oriented
= High: Product- or task-oriented

© Copyright 2007 by Aaron Marcus and Associates, Inc.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 30

Collectivism vs. Individualism: Mental
Model

PeopleSoft Website: Personal achievement

= Singapore (IDV 20)  Germany (IDV 67)
‘About Peoplesoft: (1st paragraph of page)Established in PeopleSoft GmbH was founded in 1995. The
1987, PeopleSoft s the world's leading provider of headquarter is located in Munich. CEO is Stefan
application software for the real-time enterprise. More Héchbauer.
than 4,800 organisations in 140 countries use

PeopleSot pure Internet software to reduce costs and Direction

y directly (Translated)
suppliers, partners and employees to business

processes on-line, in real time. PeopleSofts integrated,
i Relationshi

Management, Supply Chain Management, Human
Capital Management and Financial Management.

Personal achievement is Personal achievement is
underplayed maximized

AM+A, www.AMandA.com Page 5
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Femininity vs. Masculinity: Metaphors

= Low: Shopping carts; family-oriented, people-
oriented

= High: Sports-oriented; competition-oriented;
work-oriented

Lecture: User-Interface Design vs. Culture in
Corporate Web Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 35

Femininity vs. Masculinity: Metaphors

= McDonalds Website: Family vs. competition
=« Finland (MAS 26 Austria (MAS 79)

Family oriented: On the start Competition oriented: The

screen of the Finish Website Austria McDonalds Website
one can find more emphasis offers right at the start
on products, shopping and screen a competitive game.

family related imagery.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 36
Femininity vs. Masculinity:
Mental Models

= Low: Social structures; detailed views;
relationship-oriented

= High: Work/business structures; high-level,
“executive views;” goal-oriented

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 37
Femininity vs. Masculinity:
Mental Model

=« Siemens Website: Social orientation vs.
personal goals

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 38

Femininity vs. Masculinity: Navigation

= Low: Multiple choices; multi-tasking, synchronic
= High: Limited choices, sequential

© Copyright 2007 by Aaron Marcus and Associates, Inc.

= Norway (MAS 8) Austria (MAS 79)
- g What we are looking for ﬁ"’" 2 0“"’_“1 Why Siemens?
S What we can offer Job search
Jobs and Careers - Warum zu Siemens
meming > Jobborss Career News
e Training / Education
- Sudaien Students
K et Postgraduates
v sty Professionals
Social structures: Work / business structures:
relationship oriented goal oriented
AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 39

Femininity vs. Masculinity: Navigation

=« Siemens Website: Amount of choices offered

= Sweden (MAS 5) ‘ Japan (MAS 95)

Multiple choices: Many

Limited choices: only one
possibilities possibility, to write an email.

AM+A, www.AMandA.com
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Femininity vs. Masculinity: Interaction

= Low: Practical, function-oriented; co-operation-
oriented; team oriented

= High: Competitive-game-oriented; mastery-
oriented; individual-oriented

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 42

Femininity vs. Masculinity: Appearance

=« Low: “Feminine” colors, shapes, sounds;
acceptance of cuteness

= High: “Masculine” colors, shapes, sounds

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 44

Uncertainty Avoidance: Metaphors

= Low : Novel, unusual references; abstraction

= High: “Familiar, stable, clear references to daily
life; representation

© Copyright 2007 by Aaron Marcus and Associates, Inc.

Lecture: User-Interface Design vs. Culture in
Corporate Web Design

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 41

Femininity vs. Masculinity: Interaction

= McDonalds Website: Practice-oriented vs.
game-oriented

= Sweden (MAS 5)

Austria (MAS 79)

service section much more
prominent then gaming section, wall paper, extras and screen

content: Fun section that offers

direct contact possible. savers. No client service section.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 43

Femininity vs. Masculinity: Appearance

= Mercedes Benz Website: Use of “soft” design
= Sweden (MAS 5) Germany (MAS 66)

w el et b @ | m————
O CeSe0s

&
\ ll Mercedes-Benz

Softer edges and shapes

Clear structure, no cuteness

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 45

Uncertainty Avoidance: Metaphors

= Sapient Website: Abstraction vs. clear
reference to daily life

UA 35) Japan (UA 92)

(

= United Kingdom
i

Tagline: MAKING TECHNOLOGY Tagline: DESIGNING TECHNOLOGY
MATTER HUMANS CAN USE

Abstraction Clear reference to daily life

AM+A, www.AMandA.com Page 7
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Uncertainty Avoidance: Metaphors

Siemens Website: Abstraction vs.
representation

Unlted Klngdom (UA 35) Belgium (UA 94)

SeWNGT L

Familiar, clear references to

Novel, unusual references,
abstractions daily life, representations

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 48

Uncertainty Avoidance: Navigation

= Low : Tolerance for ambiguous, possibly
redundant options; tolerance for risk, gambling;
tolerance for simple controls, e.g., simple
searches on the Web, or www.Google.com’s “I
Feel Lucky” button.

= High: Desire for limited, clear organized options;
tolerance for complex, fine tuning controls to
“master” or “control” a situation, e.g., advanced
searches on the Web, consumer electronics
controls.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 50

Uncertainty Avoidance: Interaction

= Low : General, limited, or ambiguous input and
feedback of status; devices that may have gross
tuning.

= High: Precise, complete, detailed input and
feedback of status; devices that permit fine-
tuning.

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Uncertainty Avoidance:
Mental Models

= Low : Tolerance for ambiguousness, implicit
structures or relations, complexity; fuzzy logic
High: Simple, explicit, clear articulation; limited
choices; binary logic

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 49
Uncertainty Avoidance:
Mental Models and Navigation

Siemens Website: Fuzzy logic vs. binary thinking
Switzerland (UA 58) Belglum (UA 94)

Fuzzy logic: User can chose Binary logic: User must

languages but also dive choose language before
directly into the Website. entering content.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 51

Uncertainty Avoidance: Appearance

= Low : More varied, ambiguous, less-consistent
imagery, terminology, sounds; tolerance for more
perceptual characteristics involved in purely
ornamental or aesthetic use; less redundant
coding of perceptual cues.

High: Simple, clear, consistent imagery,
terminology, sounds; highly redundant coding of
perceptual cues.

AM+A, www.AMandA.com Page



Tutorial: Cross-Cultural User-Interface Design
for Work, Home, Play, and On the Way

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 52

Uncertainty Avoidance: Appearance

= Siemens Website: Variety vs. consistency
= United Kingdom (UA 35) Belgium (UA 94)

WelcameEW

inthe UK25ag

Ambiguous, varied imagery Simple, clear, consistent

imagery

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 55
Long- vs. Short-term Orientation:
Mental Models

= Siemens Website: Variety vs. consistency
= Pakistan (LTO 0) China (LTO 118)

Siemens Pakistan Engineering Co. Ltd., Siemens co-operation with China began
with headquarters in Karachi and two in 1872.

regional branches in Lahore and

Islamabad, is one of the largest

international companies in Pakistan.

Emphasis on size Emphasis on history

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 58
Long- vs. Short-term Orientation:
Interaction

= Hitachi Website: Use of communication
methods

= US (LTO 29) Singapore (LTO 48)
S ¥l

nimach 7

_No personal = —— - . Personal info,

info, non- o == non- electronic
electronic © communication
information; information on
just Web top

form mail

contact

Distance communication Preference for face-to-face
accepted as more efficient communication

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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Long- vs. Short-term Orientation:
Mental Models

= Low : Liberty: social incoherence, social
irresponsibility, efficiency

= High: Love/devotion; social coherence,
responsibility, support

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 57
Long- vs. Short-term Orientation:
Interaction

Low : Distance communication accepted as
more efficient; anonymous messages tolerated;
conflict tolerated, even encouraged;
performance-critical communication

High: Preference for face-to-face
communication, harmony; personalized
messages; more links to people; live chats;
interaction as “asking”

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 59
Long- vs. Short-term Orientation:
Appearance

= Low : Minimal and focused images; short
borders, lines, edges; concentration on showing
task or product

= High: Cultural markers: flags, colors, national
images; soft focus; warm, fuzzy images; pictures
of groups inviting participation, suggestions of
intimacy and close social distance

AM+A, www.AMandA.com Page 9
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Long- vs. Short-term Orientation:

Appearance
= Siemens Website: Task-oriented vs. group-
oriented

Concentration on showing Warm, fuzzy images, pictures
tasks or products of groups

= Pakistan (LTO 0) China (LTO 118)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 62

Power Distance

« Patterns found

. All countries not
putting a picture on
the front page have
low PD value.

. The eight countries
with the highest PD
value show a picture
of a male person.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 64

5. Conclusion

= Matrix-oriented method helps to organize and
analyze data collection

= Research method seems useful and productive

= Cultural habits run deeply and operate even
under constraints of corporate global Web design
specifications

= Designer must account for context and culture

= Patterns may influence cultures and design
conventions: continuous process of change

© Copyright 2007 by Aaron Marcus and Associates, Inc.
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4. Visual Syntax Patterns

= Broader research on patterns of visual syntax

= Images found on home pages of Websites of
Siemens and PeopleSoft

= Comparison

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 63

Collectivism vs. Individualism

« Patterns found

. The “individualism” of the
pictures at the PeopleSoft
Website increases with the
amount of IDV value

. The arrangement of the
pictures of the low IDV
countries is very symmetrical.

. Among the 15 lowest rated
countries regarding IDV, there
are no people shown on the
Siemens localized Website
imagery, but one can find
images of people in those
countries that have a higher ID.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 65

Culturebase

One likely result of such research: “Culturebase”
with specific conditions and predictable results
that would inform a content management system
(CMS)

= More data is needed

= Further research could produce quantitative
and qualitative results that may feed
culture-localization templates and tools

AM+A, www.AMandA.com Page 10
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Exercise 2:
Analysis of Cultural Dimensions vs.

User-Interface Design Components

Participants will divide into groups to explore possible design implications of
each of Hofstede's five culture dimensions on one of five user-interface
components. Consider ways culture might affect the component, e.g., a
training user interface for a highly individualist culture might emphasize
competition and present information using the metaphors of a game. Be
prepared to present your ideas to the tutorial participants.

Mental Model Navigation Interaction Appearance

Power Distance

Individualism/
Collectivism

Masculinity/
Femininity

Uncertainty
Avoidance

Confucian
Dynamism

Experience Intelligent Design

User Interfaces

Infarmatinn innializatian
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User Interface Design Components

Demographics, experience, education, and roles in organizations of
work or leisure can define users. Individual needs as well as group
roles can define a user's tasks. A user-centered, task-oriented design
method accounts for these aspects in effective user-interface design.
User interfaces conceptually consist of metaphors, mental models,
navigation, appearance, and interaction, For simplicity, clarity and
consistency with the reader's interpretation, these terms are defined as
follow: [Marcus, 1992; Marcus, 1995; Marcus, 1997; Marcus, 1998]:

Essential concepts conveyed through words and images, or through
acoustic or tactile means. Metaphors concern both over-arching
concepts as well as individual items, like the "trashcan" standing for
"deletion" within the "desktop" metaphor.

Organization of data, functions, tasks, roles, and people in groups at
work or play. The term, similar to, but distinct from cognitive models,
task models, user models, efc., is intended to convey the organization
observed in the user interface itself, which is presumably learned and
understood by users and which reflects the content to be conveyed as
well as users’ tasks.

Movement through mental models afforded by windows, menus,
dialogue areas, control panels, etc. The term implies process, as
opposed to structure, i.e., sequences of content potentially accessed by
users, as opposed to the static structure of that content.

Verbal, visual, acoustic, and tactile perceptual characteristics of the
displays. The term implies all aspects of visual, acoustic, and haptic
languages, e.g., typography or color; musical timbre or cultural accent
within a spoken language; and surface texture or resistance to force.
For the purposes of this exercise, one group may consider textual
appearance and style; a second may look at graphic, acoustic, and
haptic appearance and style.

The means by which users input changes to the system and the
feedback supplied by the system. The term implies all aspects of
command- control devices, e.g., keyboards, mice, joysticks,
microphones, as well as sensory feedback, e.g., changes of state of
virtual graphical buttons, auditory displays, and tactile surfaces.
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Ynpa>xHeHue 2:
AHanu3 KyJbTYpHbIX W3MEPEHUW TPUMEHUTENIbHO K KOMIMOHeHTaM pAu3aiHa
noJsib30BaTe/IbCKOro uHrepdeica

dopmMar ynpaxxKHeHuns

YyacTHUKKN AeNsSTCa Ha rpynnbl Ans uccnenoBaHMsl BO3MOXHOCTEN peanm3aumm KaxXaoro M3 NATU KySbTypHbIX
n3MepeHuin Xodcrega B AM3aliHe OAHOro M3 MATM KOMMOHEHTOB MOJIb30BaTeNbCKOro MHTepdenca. ObpaTtuTte
BHMMaHWE Ha TO, KaK KyJIbTypHble XapakKTepuUCTUKM MOryT MOB/USATb Ha KOMMOHEHT. Hanpumep, nHTepdeic
obyuvatowmnx nporpamMMm ansa KynbTypbl C SPKUMU UHAUBUAYATIMCTUYECKMMN YEPTAMM MOXET aKLLeHTMPOBAaTbCS Ha
CONEPHNYECTBE U NPENOAHOCUTb MHMOPMaLUIO C NoMoLLlblo MeTadop Mrpbl. ByabTe roToBbl NOAEIUTLCA CBOMMMU
MbICNISIMM C YYaCTHUKaMUM BCTpPeUU.

MeHTanbHasa BHewHne
MeTtadopa MoJeNb HaBuraumus B3aumopericTBune napaMeTpsbl

Cy6opanHaums

NHaonBuayannsm/
KonnekTtmsmam

My>KeCTBEHHOCTb/
XXEeHCTBEHHOCTb

HeonpeaeneHHOCTb
N36eraHne

KoHdyumnaHckni
AnHaMunsm

KoMNoOHeHTbl An3aliHa NoJ1b30BaTe/IbCKOro uHTepdgeinca

Jdemorpadunyeckme nokasaTtenu, onbiT, obpasoBaHMe M ponu, OTBOAMMble B paboTe M Ha oTAbiXe, MO3BOMAT
onpenenuTb LeneBbiX nosb3oBaTtenei. MHameuayanbHble NOTPebHOCTU, TakXe KakK M rpynnosbie poauv, MOryT
cchopmMynmpoBaTb 3ajayvnm nosb3osaTens. OpuMeHTUpOBaHHasa Ha noTpebuTensa n BbINOJIHEHME 3ajay MeToAMKa
6narogapa 3TMM acnekTam obecneunBaeT co3gaHne 3M@EKTUBHOrO MoJIb30BaTeNbCKOro UHTepdenca.
KoHuenTyanbHO OH cCOCTOMT M3 MeTadop, MeHTalbHbIX MoAenewn, HaBurauum, BHELWHWX MNapaMeTpoB U
B3aMMOAencTBMsa. [ns npo3payHOCTH, NOCAefoBaTeNlbHOCTUM W MPOCTOTbl BOCMAPUATUS  4duTaTeNeM, 3TUM
TepMUHaM patoTcs cnepyrowme popmynmposkn [Mapkyc, 1992; Mapkyc, 1995; Mapkyc, 1997; Mapkyc, 1998]:

MeTtadopbl OCHOBHble MOHATMSA, MepegaBaeMble C MOMOLWbLID CoB M 06pa3oB, NM60 aKyCTUYECKUMU WK
TakTUNbHbIMKM cpeacTBamMu. MeTadopbl MOryt 6biTb Kak BceobbeMNwwmMMn, Tak W UHAUBMAYASIbHbIMU
NOHATUAMW: HaNpuUMep, CI0BO «KOp3MHa», obo3Havalllee «yaaneHme» B KOHTEKCTe MeTadopbl «4eCKTomn».

MeHTanbHble Mogenun OpraHm3auuns AaHHblX, QyHKUWUIA, 3a4a4d, ponen 1 naen B rpynnbl Ha pabodyem mecre
WM Ha oTabixe. Haxoasicb B OAHOM psily C KOTHUTMBHbBIMM, LieNieBbIMWU, MOAb30BaTENbCKUMU, U T.4. MOAENSMU,
npu 3TOM ABASSICb CaMOCTOSTENIbHbIM MOHSATMEM, AaHHas MoAeflb BblpaXaeT OpraHusauumio BHYTPU CaMoro
Nnosb30BaTeNIbCKOr0 MHTepdelica, KOTopas MpeanosioXUTENbHO MO3HAETCS WM MOHUMAETCs MONb30BaTeNs MU, U
KoTopas oTobpaxkaeT coAepXaHMe U NoJsib30BaTe/IbCKMe 3a4auu.

HaBurauus MepeMelleHne Mexay MeTanbHbIMKU MOAENAMU MOCPEACTBOM OKOH, MEH0, MaHenen UHCTPYMEHTOB,
[AMAnoroBbIX OKOH, U T. A. TepMUH MpeanonaraeT npouecc (B MpoTUBOBEC CTPYKType), T. €. Monb30BaTenu
MMEIOT MOTEHLMaNbHbIA AOCTYMN K NOC/1eA0BaTeNIbHOCTAM, @ HE CTAaTUYECKON CTPYKTYpe KOHTEHTa.

BHewHue napamMmeTpbl Bep6aanb|e, BU3yaJibHble, aKyCTUYECKNE N TaKTUJIbHblE XapPaKTEPUCTUKN AaHHbIX.

r. Mocksa, yn. Obpa3uosa, 14 www.edu.it-online.ru
+7 495 775 1543 education@it-online.ru




TepMWH nofpasyMeBaeT BCe acnekTbl BU3YasbHblX, aKyCTUYECKMX W TaKTWUbHbIX $I3bIKOB, Hamnpumep,
oopMsieHME UM UBET, My3blKajibHbI TEMB6P MAW aKLEHT B Pa3roBOPHOM $i3blke, TEKCTypa MOBEPXHOCTU WK
npotuBoaencTBne cune. [na BbIMOSHEHWS [AAHHOIMO YMNpaXXHEHWS OAHA Trpynmna MOXeT pacCMOTPeTb
TEeKCTyasibHble MNPU3HaKM W CTUAb, @ BTOpasl - CKOHLEHTPUPOBATbCA Ha rpaduyecknx, aKyCTUUYECKUX U
TaAKTU/bHbIX XapaKTepucTUKax.

B3aumopeicTBue CpefcTBa BBOJa MNO/Ib30BATENAMU U3MEHEHWU B CUCTEMY M 06pPaTHOM CBA3M CaMOli CUCTEMBI.
TepMUH OXBaTbIBaeT BCE BUAbI YCTPOWCTB KOMaHAHOIO yrnpaBieHus, HanpuMep KnaBuaTypbl, MbIlIKN, OXKOUCTUKM,
MUKPOMOHbI, @ TaKXe TaKTU/bHble peaKLnn, Kak-TO M3MEHEHUE COCTOSHUS BUPTYasbHbIX rpadmnyeckmnx KHOMOK,
3BYKOBbIX AWCM/IEEB U CEHCOPHbLIX MOBEPXHOCTEN.
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Introduction, 1/3

Different countries/cultures use Uls differently

Differences: Metaphors, mental models, navigation,
interaction, and appearance

Graphics, layouts, behavior patterns change to
provide optimum user experience.

Current content management systems (CMS) not
able to handle most culture aspects of content

International usability engineering is challenging
and often avoided

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 3

Introduction, 2/3

To support development of culture-sensitive CMS,
desirable to identify most important dimensions of
culture for Ul development

This study of optimum culture dimensions based on
Marcus study of Hofstede’s cultural dimensions and
applying them to the field of Ul design [Marcus and

Gould]

This research goes further: seeks to find optimum
dimensions for culture-oriented evaluation of Uls

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 4

Introduction, 3/3

Baumgartner surveyed experts to obtain their
opinions of best dimensions

Experts asked to rank dimensions according to their
perceptions of importance

Baumgartner analyzed which dimensions most
important for the field of Ul design and why they are
important.

Much was controversial; but results are valuable

Goal: Derive a concrete result that provides a basis
for further discussion

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 5

Culture Definitions, 1/2

“the set of shared attitudes, values, goals, and
practices ...” [Webster, online]

“...Culture can also be affected by nationality,
language, history, and level of technical
development.” [del Galdo]

“Dimensions of culture are...categories that
organize cultural data.” [Hoft]

Idea cultural dimensions originated in cross-cultural
communication research ... by Hall... Kluckhohn
and Strodtbeck in the 1950s.” [Gould]

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 6

Culture Definitions, 2/2

Geert Hofstede’s highly cited study in 1970s and

80s determined five culture dimensions
. Survey at IBM that “dealt mainly with the employees’ personal
values related to work situation...”
. Covered 72 national subsidiaries, 38 occupations, 20 languages,
and about 116,000 people. [Hofstede]

Other anthropologists and communication
scientists determined different cultural dimensions

© Copyright 2007 by Aaron Marcus and Associates, Inc
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Basis of Survey by Baumgartner

Marcus combined scheme of Hofstede’s five
cultural dimensions and scheme of five Ul design
components to create a five-by-five matrix that
allows for 25 fields of interest

Previous studies sought to determine which
dimensions might be most useful in mapping culture
dimensions to Ul components

Survey used authors selected by informal polling of
limited number of initial experts regarding primary

resources

AM+A

11 Authors in 9 Sources used for
Survey

Aaron Marcus and Associates, Inc., www.AMandA.com, 8

Adler, Nancy J.
Condon, John C.
Hall, Edward T.
Hofstede, Geert
Kluckhohn, F. R.
Parsons, Talcott
Strodtbeck, Fred
Trompenaars, Fons
Victor, David A.
Wright, Quincy
Yousef, Fathi S.

AM+A
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Two Categories of Culture

Dimensions: Objective, Subjective

Objective: “easy-to-research cultural differences
like political and economic contexts, text directions
in writing systems, and differences in the way that
you format the time of day, dates, and numbers.”
. Easy to extract from a culture
. Localizaton techniques already consider/use most objectives

. Economic progress, country resources nevertheless included in
survey because not used in localization and measured diffferences

in expert’s ratings

Subjective: information “...like value systems,
behavioral systems, and intellectual systems...”

[Hoft]

. Survey focuses on subjective primarily

AM+A

29 Dimensions by 9 Sources Used
in Survey

Aaron Marcus and Associates, Inc., www.AMandA.com, 10

Long vs. short time orientation
Meaning of life

Non-verbal communication
Political decentralization
Power distance

Achievement vs. ascription
Activity orientation
Affective vs. neutral
Authority conception
Context

Degree of power Property
Economic progress Resources
Experience of technology Space

Specific vs. diffuse
Technological development
Time orientation

Time perception

Uncertainty avoidance
Universalism vs.particularism

Face-saving

Gender roles

Human nature orientation
Individualism vs.collectivism
Instrumental vs. expressive
Internal vs. external control
International trade, community

AM+A
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Most of 57 Experts Surveyed

Adelman, Denny
Amend, Sabine
Begley, Suzanne

Beu, Andreas
Bonnaudet, Jean-Marc
Campbell, Tanya
Chen, Eugene

Cole, Melissa

Deaton, Mary

El Said, Ghada Refaat
Epstein, Andre
Gargeshwari, Malinirao
Gould, Emilie

Guan, Larry

Hedges, Andrew
Hidasi, Judit
Hoffmann, Anja
Hoplaros, Costas

Hugo, Jacques
Jettmar, Eva
Kalbach, James
Khan, Zayera
Knapheide, Claus
Kumar, Ripul
Laurel, Brenda
Lee, Junghwa
Marcus, Aaron
Martlage, Aaron
Massey, Anne
McAllister, Pamela
Meek, Amanda
Mitra, Romit
Muller-Prove, Matthias
Nowell, Jessica
Paulsen, Susan
Penn, Dick

Robinowitz, Christina J.
Schlatter, Tania
Scholts, Stijn

Schutz, Bart

Scott, Josephine
Sheridan, E.F.
Simlinger, Peter
Simons, George
Southerton, Laurie
Stamboulie, Mary
Sturm, Christian
Vohringer-Kuhnt, Thomas
Wright, Matthew
Yankee, Everyl
Yunker, John
Zimmermann, Claus

AM+A

Survey Results, 1/2

Aaron Marcus and Associates, Inc., www.AMandA.com, 12

Survey definitions, rating scheme, and comments
area pre-tested with Austrian Ul design students

57 experts from 21 countries completed survey
Australia, Austria, Belgium, Canada, China, Cyprus, Egypt, France,
Germany, Hungary, India, Japan, Mexico, Netherlands, Pakistan,
Scotland, South Africa, Switzerland, Sweden, UK, and USA

19 experts work in a non-native country

c. 43% originally from N. America, 39% form Europe.

47% currently work in N. America and 37% in Europe

27 had 3-7 y, 14 had 7-11 y of Ul design experience

More than 40 institutions
. Global firms (e.g., Siemens, Peoplesoft, and Ogilvy) and smaller
. Universities (e.g., Kanda University of International Studies,
Stanford University, The George Washington University).

© Copyright 2007 by Aaron Marcus and Associates, Inc
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Survey Results, 2/2

= Experts’ comments positive
. Many mentioned: set of 29 dimensions itself would be helpful tool
. Nearly all mentioned: general opinion on topic very hard because
“everything depends;” nevertheless, all provided rankings of
dimensions

= Analyzing data purely statistically risky; survey is

qualitative, not quantitative
. Deviation and variance in raw date not very meaningful
. Ordinal values, not metrical more useful

= Factor analysis presents results

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 14

Boxplot (Whisker) Factor Analysis:
Shows Distribution of Expert Ratings

= Boxplot Measures central “
location (median), two s @
measures of dispersion 25 o
(range and inter-quartile 5 b
range), skewness (from :

orientation of median rela-
tive to quartiles) and
potential outliers (marked
individually)

Anaysis of ordinal values
uses parameters like first
quartile (Q1), third quartile
(Q3), minimum (min), med-
ian (med), maximum (max)

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 15
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Ranking of Most Important
Dimensions + List After Merging

= Context Context
= Environment, technology Technological development

Uncertainty avoidance  Uncertainty avoidance

Technological devipmnt  Time perception

= Time perception Authority conception

Authority conception

© Copyright 2007 by Aaron Marcus and Associates, Inc
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Coming Up with Winners

= Filtering out most important dimensions all after
rank of Authority conception dimension somewhat
subjective

. Statlstlcal rationale

5 Dimensions clearly located in space between “very important” (4)
and “important” (3): Context, Environment and technology,
Technological development, Time perception, and Uncertainty
avoidance

. Because Authority conception is, on average, still very high and in
statistical ranking of experts with more than five years of
experience even at rank 5, it seemed reasonable to include this
dimension in the top five dimensions

Detailed Explanation of Rationale,
1/3

Context, described as “the amount and specificity

of information in a given situation,”

. Heads ranking with average rating of 3.73 among all participants
and average of 3.79 among participants with more than 5 years of
UID (among latter group noone rated dimension lower than 3 out of
4

Experience of technology (second) combined with
Technological development (fourth), and renamed
Technological development (having to do with

development and attitude of members of a certain

society towards technological development).
. Both dimensions rated as very important (3.30 and 3.18) for UID

AM+A, www.AMandA.com Page
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Detailed Explanation of Rationale,
2/3

= Uncertainty avoidance (third), with average rating
of 3.21/4, and no one rated dimension as
unimportant, was assumed to be important for
nearly every Ul to take into account for behavior of
user in uncertain or unknown situations

= Time perception (among top 6), with an average
ranking of 3.14, was considered unimportant by
no one. Authority conception had an average of
rating of 2.86.

Detailed Explanation of Rationale,
3/3

= Power distance (similar to Authority conception)
ranked 22nd

. Possible explanation of this contradiction could be wording:
Authority conception denotes with its name what this dimension is
about unlike Power distance. It was assumed how people think of
authority heavily influences their behavior in handling a Ul

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 21

Practical Use of “Best-of-Breed”
Culture Dimensions

= Project objective: present ideas for how survey
findings might be used for practical work

=« Difficult to determine most important dimensions
for Ul design in general
. More research must be done to filter out which dimensions are
most important for special fields of Ul design
= Example: the design of medical instruments might
demand different cultural emphases than a general
telecommunication tool

= Paper/thesis provide a grouped and ranked list of
dimensions

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 22

Ranked List of 29 Dimensions, 1/2

01 DO5 Context
02 D25 Technological development
D08 Experience of technology
03 D28 Uncertainty avoidance
04 D27 Time perception
05 D27 Authority conceptio
D20 Power distance
= 06 DO03 Affective vs. neutral
= 07 DO09 Face-saving
D24 Specific vs. diffuse
D13 Instrumental vs. expressive
= 08 DO02 Activity orientation
D17 Meaning of life
= 09 D18 Nonverbal communication
D23 Space

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 23

Ranked List of 29 Dimensions, 2/2

= 10 D12 Individualism vs. collectivism
= 11 D26 Time orientation
D16 Long-term vs. short-term orientation
= 12 D29 Universalism vs. particularism
= 13 D15 International trade and communication
= 14 D10 Gender roles
= 15 D01 Achievement vs. ascription
= 16 D21 Property
= 17 D07 Economic progress
= 18 D14 Internal vs. external control
= 19 D22 Resources
= 20 DO06 Degree of power
= 21 D11 Human nature orientation
= 22 D19 Political decentralization

© Copyright 2007 by Aaron Marcus and Associates, Inc
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Details of Ranking, 1/2

List gives overview of how dimensions are related
to each other and how they could be grouped
together

Listed in order of statistical average (gained
through survey) and grouped (for reasons to be
described later), they form a practical list/tool to
decide which dimension must be focused on in
next step to cover most important differences

AM+A, www.AMandA.com Page
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Details of Ranking, 2/2

=« Example: For localization, one should focus on top
five dimensions

. |f more time available, project manager can decide which
dimension should be focused on next using list as decision support
tool

. Grouping dimensions is very difficult and requires more empirical
studies about how culture influences Ul design. Currently, most
theories based on assumptions; more studies and test required.

= Survey provides groupings based on idea that
challenges Ul designer faces when focusing on
one dimension might relate to similar issues for
related dimensions

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 27

Groups Based on Survey, 2/4

= 3: D09 Face-saving, D24 Specific vs. diffuse, D13
Instrumental vs. expressive: all three dimensions
cope with the problems of interpersonal

relationships
. Interaction Ul component influenced mainly by these dimensions
and examples mentioned within the very same chapters point in the
direction of community tools. Similar impacts on design of Uls
design are therefore expected

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 29

Groups Based on Survey, 4/4

= D26 Time orientation, D16 Long-term vs. Short-

term orientation:

These two dimensions are complementary: The first mainly affects
metaphors and navigation, the latter mental models and interaction.

. Within statistical ranking of average value, the two dimensions are
followed by each other

. Dimensions seem to cover different areas of a society, but some
implications on Ul design might be the same, for example, future-
oriented cultures are likely to be willing to learn how to use Ul if
they know that it will be necessary to know how to use it in future.
Same can be true for long-term oriented societies

© Copyright 2007 by Aaron Marcus and Associates, Inc
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Groups Based on Survey, 1/4

= 1: D08 Experience of technology, D25

Technologlcal development:
These are clearly similar in relation to technology

= 2: D27 Authority conception, D20 Power distance:
. Hoft describes these two dimensions as very similar. Although the
two dimensions have not been ranked by experts on similar levels,
one can assume that cultural differences in this field have same
impact on Ul design because they are so similar

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 28

Groups Based on Survey, 3/4

= 4: D02 Activity orientation, D17 Meaning of life:
. Regarding metaphor building one can assume that societies that
focus on material goals value doing more than being, the opposite
might be true for spiritual oriented cultures. This assumption must
be verified through research and testing

= 5: D18 Nonverbal communication, D23 Space:

. Dimension of space is mentioned within dimension of nonverbal
communication, called proxemics.

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 30

Example of Using Groups

= With researched values for all cultural dimensions
for particular country, easy to generate tool to
answer : “Is it necessary to change the Ul for a
certain culture/country?” and “Regarding which
dimensions must changes be considered?”

= Tool basis: use pentagonal star charts, but
expandable to more dimensions if needed for
complexity of localization project

= Chart can show what changes are necessary and
in what dimension, as Smith has demonstrated for
different dimensions

AM+A, www.AMandA.com Page
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Dimensions Pentagonal Star Chart

Theoretical Comparison with Culture-

Context
00,

Authority Conception

nd

\ Uncertainty avoidance

Time perception

Technological development
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2/2

= Practical groups and ranked list of cultural
dimensions can inform a decision making tool kit

for localization

= Diagram tool can facilitate determining culture-
related changes necessary for localizing to a
specific target country

= Culturebase could automatically or semi-
automatically handle cultural changes for CMS
based on these dimensions

Conclusions and Recommendations,
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References

= Detailed references appear with the paper

= More publications and URLs available upon
request

= Baumgartner’s thesis URL available upon request
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Conclusions and Recommendations,
1/2

Generating a set of most important 7+2 cultural
dimensions for localizing Uls is difficult task

Expert believe everything depends on knowing the
domain and purpose of the Ul

Survey ranked culture dimensions for Ul design
components and filtered out 5 primary dimensions:

. Context, Technological development, Uncertainty avoidance, Time
perception, and Authority conception

Cross-Model Culture Dimension List

. Baumgartner thesis describes 29 culture dimensions with concrete
examples of their influence on certain Ul domains and especially
affected design components

AM+A Aaron Marcus and Associates, Inc., www.AMandA.com, 34

Next Steps

Determine top dimensions for special fields of Ul
design could contribute and verify the findings of
this general survey

Develop database with examples for the
implication on each design component by each
cultural dimension and gathering cultural values of
each country/culture through empirical research to
support culturebase

Future: Much remains to be researched; survey is
a start
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Exercise 3: Culture-Oriented
Web User-Interface Design

Overview

Participants will divide into equal groups. Each team will receive an
assigned description of target cultures. Participants will analyze the
target culture description for aspects that may impact product
acceptance, then assemble a Web home page design that the team
feels would be suitable for the target culture. Participants will be asked
to explain separately any behavioral aspects that they feel should be
implemented to match expectations in the primary target culture.

All participants will work on the same kind of Website, namely, a
government Website for health-related social services, such as that
providing information about women's health, infectious or
communicable diseases, etc. The Website must be directed to citizens
of the country assigned to each group. The countries will be assigned
during the tutorial. Information will be provided to each group about
their assigned country's cultural markers (e.g., the flag) and other
information about the country (e.g., demographics, typical cultural
attributes, etc.).

As with all exercises, the presenter(s) will roam among the teams,
offering encouragement, making suggestions, and making notes as part
of the later critique. Each team will report to the group lessons learned.

Specifications

Use pen and paper to write/draw the designs. Color pens may be used
as an optional additional implement. Keep in mind the user interface
design comments discussed earlier in the tutorial (metaphors, mental
models, navigation, appearance and interaction). Then, discuss within
your team why each design decision was made, how it is related to
presumptions about the target culture, and what (if any) behavioral
expectations your team has of users as they encounter the user-
interface that you have devised. Take notes of these things, and be
ready to discuss them with the class.

Site Mission Statement

The site your team is designing is meant to provide detailed information
to users in the target culture regarding government services and
regulations that may impact their personal as well as professional
activities. You should assume for this exercise that users from other
cultures are not taken into account. Therefore, the site you are
designing should be specific to the “home culture” of use as possible.
See the additional information below for a classic/general description of
target cultures. The descriptions are all based upon and/or, related to
Hofstede’s work cited below.

Cultural Groupings
These descriptions are based on Jordan’s work cited below.

Experience Intelligent Design

User Interfaces

Infarmatinn innializatian
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Democrats Tough, short-term oriented cultures in which there is a very strong
emphasis on individual expression. People in these cultures tend to be
comfortable with uncertainty and have less respect for authority.

Countries include: Australia, Canada, Ireland (Republic), New Zealand,
South Africa, United Kingdom, United States of America.

Meritocrats Tend to be uncomfortable with uncertainty and put less emphasis on
individuality than do Democrats. Otherwise, the values are similar to
those in Democratic cultures.

Countries include: Austria, Germany (Federal Republic), Israel, Italy,
Switzerland.

Egalitarians Extremely tender cultures, with less pressure to ‘get ahead.’
Otherwise, similar to Democratic cultures.

Countries include: Denmark, Finland, Netherlands (The), Norway,
Sweden.

Supportives Tender cultures that are very uncomfortable with uncertainty. These
cultures have respect for authority and are not particularly
individualistic.

Countries include: Belgium, France, Portugal, Spain.

Libertarians Tough, collectivist cultures with less respect for authority. These

cultures are comfortable with uncertainty and people are encouraged to

succeed on their own terms.

Countries include: Jamaica.

Planners Very tough, very future oriented cultures, with a strong dislike of
uncertainty. Moderately collectivist with a moderate respect for
authority.

Countries include: Japan.

Collectivists Very collectivist with much respect for authority. Future oriented and
uncomfortable with uncertainty. Not much pressure to “get ahead.”

Countries include: Arab Countries, Argentina, Brazil, Chile, Columbia,
Costa Rica, East Africa, Equador, Greece, Guatemala, Iran, Mexico,
Pakistan, Panama, Peru, Salvador (El), South Korea, Taiwan, Thailand,
Turkey, Uruguay, Venezuela, Yugoslavia .

Authoritarians Very high respect for authority. These are collectivists cultures with

moderate toughness. Moderately future oriented and comfortable with
uncertainty.

© Copyright 2004 by Aaron Marcus and Assocaites, Inc. Page 2



Tutorial: Cross-Cultural Ul Design Exercise 3: Culture-Oriented Web User-
+ For Work, Home, Play, and on the Way Interface Design

Countries include: Hong Kong, India, Indonesia, Malaysia, Philippines,
Singapore, West Africa.

These following descriptions are based on Scarborough’s work cited at
the end of this paper.

Target Culture 1: Japan The core values developed by primary forces that shaped
Japanese culture include:

* Collectivism: encouraged by an island nation; a sense of uniqueness
and difference from others; concern about deprivation, invasion, and
disaster; rice culture; a strong class system; Shinto-based nationalism,
and Confucian teachings regarding the value of order and duty and
obligations to others.

* Harmony: Encouraged by a powerful sense of collectivism, but also a
resultant of Confucian reaching regarding the need for social order and
of crowded living conditions, which demand politeness and
consideration.

* High-context Communications: Necessary to maintain harmony but
also caused by an hierarchical power structure and facilitated by
homogeneity of culture and commonality of values and experience.

* Hierarchy: Status accorded through hereditary ascription, a result of a
long entrenched agrarian class system; Shinto-based respect for elders
and heroic figures; Confucian teachings regarding the appropriateness
of centralized power; and long-lived feudalism.

* Strong Uncertainty Avoidance: Atypical of Asian cultures, due to
historic geographical/political isolation and concern about external
threat, the comfortable familiarity of ethnic homogeneity, and the
pervasive tradition of kata.

Target Culture 2: China The core values developed by primary forces that shaped Chinese
culture include:

* Large Power Distance: Resultant of Confucianism, amplified by
legalism and continuous strong, centralized political orders. Fatalism
resultant of cosmological subjugation to nature (feng shui), Taoist
teaching, Confucian disdain of science, and personal powerlessness
throughout millennia of powerful central governments.

* Collectivism: Centered on the family. Derived from communal
ownership, agricultural roots, the need for unity against hardship,
immobility, and Buddhist attitudes toward individualism.

* Strong Uncertainty Avoidance: Caused by a Confucian emphasis on
order, ritual behavior, predictability, and the value of tradition.
Masculinity/Femininity: Balanced between Confucian emphasis on
achievement and patriarchy on one hand and the importance of
maintaining relationships on the other.

Target Culture 3: Arab Culture The core values developed by primary forces that shaped Arab
culture include:

© Copyright 2004 by Aaron Marcus and Assocaites, Inc. Page 3
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Target Culture 4: India

Target Culture 5: Mexico

Tutorial: Cross-Cultural Ul Design Exercise 3: Culture-Oriented Web User-
For Work, Home, Play, and on the Way Interface Design

Large Power Distance: A vestige of a long history of authoritarian rule,
a bipolar, two-class social system, and the intense, pervading discipline
of Islam.

Collectivism: Grounded in ancient traditions of tribal loyalty and the
prevalence of the extended family as the primary social and economic
unit.

Individualism: Idealized in the nomadic, Bedouin life-style.

Strong Masculinity: Emphasis on traditional gender roles resulting
from chivalric romanticism that reduces the female to secondary role.
Masculinity allows for hospitality and acceptance of other Muslims.
Moderate Uncertainty Avoidance: Confidence in the support of Allah
to guide decisions and actions partially offsets strong inhibitions posed
by the perceived dominance of man by Allah and Nature.

The core values developed by primary forces that shaped Indian
culture include:

Large Power Distance: Institutionalized by the caste system and
rationalized as karma (fate/destiny/person’s aura or atmosphere).
Collectivism: Necessitated by the extended family, clan, and village
structure typical of agrarian roots, especially a wet-rice culture, and
amplified by the need to maintain harmonious relationships within and
between castes.

Individualism: Necessitated by the need to compete for scarce
resources, encouraged by religious imperatives for individual
responsibility, and amplified by the extended British example.

Strong Masculinity: Separation of traditional gender roles, amplified
by aggressiveness required to ensure survival in the face of scarcity.
Weak Uncertainty Avoidance: A result of Hindu beliefs in a universe
in constant flux, karma, submission to the will of gods and nature, the
lack of ethical absolutism, and the ability to rely upon hierarchical
guidance in anomalous situations.

The core values developed by primary forces that shaped Mexican
culture include:

Large Power Distance: Strong hierarchies derived from the
centralized, vertical power structures of the Aztec class system, by
Spanish military power and social class ranking, by the bureaucratic
Church on which the Mexicans came to depend for meaning in their
lives, and by the patriarchal family typical of agrarian societies.

Strong Collectivism: Centered in the highly extended, agricultural
family, and grounded in interdependence engendered by harsh
conditions. Ascribed status often based on military power and cultural
factors attributable to the Spanish, who replaced the Aztec meritocracy.
Emergent Individualism: Due primarily to the influence of the United
States in recent centuries.

Strong Masculinity: In terms of traditional gender roles,
aggressiveness and competitiveness are driven by Aztec militarism and
meritocracy, Spanish-Arab machismo and romanticism, the effort

© Copyright 2004 by Aaron Marcus and Assocaites, Inc. Page 4
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required to survive harsh conditions, and, more recently, by the
example and economic necessities created by the United States.

Target Culture 6: Russia The core values developed by primary forces that shaped Russian
culture include:

* Large Power Distance: Resulting from more than 1,200 years of
strong, autocratic rule and from the Orthodox faith, which teaches and
venerates submission to authority.

e Strong Collectivism: A result of a tradition of communal self-
government with an ethic of equality in sharing scarce resources in
addition to the necessity of mutual interdependence for protection
against a hostile environment, omnipotent rulers, and foreign invaders.

¢ Universalist ethics: stem from the absolutism of Orthodox dogma and
the unifying fraternal, egalitarian sentiments of nationalism.

* Individualism: Individualism and high-context communications are
results of the survival instinct and a reaction to prolonged suppression
of free expression.

* Femininity: Resulting from the mutual interdependence required to
cope with a hostile physical environment and political oppression, which
made essential the cultivation and maintenance of close personal
relationships.

Target Culture 7: Western The core values developed by primary forces that shaped Western
Europe European culture include:

* Individualism: Europeans are individualistic but with some
qualifications. Southern Europeans, given relatively late
industrialization, still rely heavily on the support of the same extended
families and personal networks seen in many non-Western, less-
industrialized cultures, The French, although highly egalitarian and
democratic, feel a very strong sense of patriotism and national unity
arising from their central role in shaping European history and culture.

* Power Distance: Latin countries have larger power distances than the
United States, Scandinavian, or North European countries, reflecting
the more autocratic, top-down, and paternalistic management style
found in countries with a long history of strong central rule, social
stratification, and largely agrarian economies.

* Uncertainty Avoidance: The dimension with greatest variability. It is
strong in the more fatalistic Catholic countries, all of which have a long
history of obedience to Rome. It is weakest in those countries most
remote from Rome.

* Masculinity: Europeans cultures are generally masculine; the
strongest evidence being a strong achievement orientation, especially
among Germanic cultures that have traditionally selected their leaders
primarily on merit.

Target Culture 8: Sub-Saharan The core values developed by primary forces that shaped
Africa Sub-Saharan African culture include:
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* Large Power Distance: Stemming from recognition of and submission
to the authority of age-based wisdom and experience, essential in an
agrarian, subsistence economy; amplified by the emergence of
authoritarian monarchies and confirmed by the relatively brief colonial
experience and the statist influence of European powers.

* Collectivism: Based on the extended family as the primary collective
unit; essential for survival in a demanding environment poor in
resources and supporting only small, widely dispersed, communities.
Egalitarianism reflects mutual dependence and respect for each
individual as a vehicle for nature's life force and the kinship lineage.

* Femininity: Associated with maintaining harmonious relationships
within the collective unit and with attempts to temper supernatural and
natural forces.

* Low Uncertainty Avoidance: A result of fatalistic dependence on the
supernatural and nature, with its unpredictable events and cyclical
rhythms of constant change.

References Hofstede, G. (1997). Cultures and Organizations: Software of the Mind.
New York: McGraw-Hill.

Jordan, Patrick W. (2000). Designing Pleasurable Products: An
Introduction to the New Human Factors. London: Taylor and Francis.

Scarborough, J. (1998). The Origins of Cultural Differences and their

Impacts on Management. Greenwood Publishing Group, 30 March
1998.
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Ynpa>HeHue 3:
KynbTypHO-OpMEeHTUPOBaHHbIA AU3alH NOJIb30BaTEeNIbCKOro nuHrepdemnca

0630p

YyacTHMKKN AenaTcs Ha paBHble rpynnbl. Kaxaas KoMmaHAa nosy4vaeT 3ajaHHoe onucaHue ueneBbiX KynbTyp.
YneHbl KOMaHA 3HAKOMSATCH C KOHKPETHON Ky/bTYpOM M ULLYT acnekTbl, CNOCO6bHble NOBANATL Ha OTHOLWIEHUE K
npeanaraeMoMy MpoAyKTYy, a 3aTeM paspabaTbiBaloT Au3aliH AoMaliHen Beb-CTpaHuubl, KOTOpas, Mo uXx
MHEHWI0, MOAOWAET npeacTaBuUTeNnsM AAHHOW KynbTypbl. YYacTHMKAM Heob6x0AMMO OTAE/bHO MOSCHUTb Ntobble
nosefeH4YeckMe napameTpbl, KOTOpPble, KaK UM KaXeTcCs, AOMXKHbl b6biTb yuTeHbl, Aabbl oTBeyaTb TpPebOBHUAM
OCHOBHOIO Ky/nbTypHOro cnos. Bce komaHabl paboTaloT Hag oAHMM UM TeM Xe Tunom Beb-calita -
NpaBUTENbCTBEHHbIM pPECYpPCOM, MOCBSALWEHHbLIM COUMaNbHbIM yciyram B o6nactu 34paBOOXpaHeHus wu
coAepxXawuM MHPOPMaLMIoO O XXEHCKOM 340p0oBbe, MHMEKUMOHHbIX 3aboneBaHusax, n 1. 4. Caut gonxeH 6biTb
OpPUEHTMPOBAH Ha rpaxaaH TOW CTpaHbl, Hap KoTopor paboTaeT CoOOTBETCTBYWOWAA rpynna. ocyaapcrea
BbIGUpaloTca BO BpeMs ceMuHapa. Kaxaon koMaHae npeaocrasaserca nHdopmaums 0 KynbTypPHbIX Mapkepax ee
cTpaHbl (HanpuMep, o nare), a Tawkxke Apyrne pAaHHble (Aemorpaduyeckue rmnokasaTenn, XapaKTepHble
KynbTypHble aTpubyThbl, U T. A4.).

Kak n BO BpeMs OCTasjibHbIX 3aHATUIN, BeAyWWI NepexoauT OT rpynnbl K rpynne, npeanaras noaaepxXKy u
BblABUras CBOW MNPeAsIOXeHUs, JAenas 3aMeTkm And nocneayrwmx KommeHTapues. Kaxaas KomaHaa
BNOCNeACTBMW paccKasbiBaeT BCel rpynne 06 yCBOEHHbIX ypoKax.

Moapo6HocTH

Mcrnonb3ynte pydyky wn O6ymary ans wusobpaxeHus/onucaHusl Bawero paumsanHa. LiBeTHble pyykm MoryT
NPUMEHATbLCA B KayecTBe [AOMOSHUTENbHOr0 WHCTpyMeHTa. He 3abbiBalite 06 acnektax AusaiiHa
MoJib30BaTeNbCKOro MHTepdenca, KoTopbie 06CyXaanmcb paHee BO BpeMs ceMMHapa (MeTadopbl, MeHTasbHble
MoAenu, HaBurauus, BHELWHME AaHHbIE U B3anMoaencTeme). 3atemM obcyamTe Cco CBOEKN rpynnow, noYyemy 1o unm
WHOe Au3anHepcKkoe pelleHue 6bl10 MPUHATO, KakK OHO CBA3aHO C NPearnofioXeHUSIMU OTHOCUTENbHO LeneBoi
KynbTypbl, N Kakue noBeAeHYecKkme cTpatermm (ecnn ecTb TaKoBble) Bbl OXMAaeTe YBUAETb Y MOTEHUMANbHbIX
nonb3oBaTenen co3naHHOro BaMu nHTepdeiica. [lenante 3aMeTku No 3TMM Bonpocam u 6yabTe rotoBbl 06CYyANTL
NX C K/1accoM.

Llenu Beb6-caiTa

Cant, paspabaTbiBaeMblii Balwen KOMaHAOM, Ao/mkeH obecneunTb NpuHaANexawmx K LeneBon KynbType
nosib3oBaTesien TOYHOM MH@OpMaLMen O NpaBUTENbCTBEHHbIX YCyrax U 3akoHoAaTeNbCTBE, BAMSIOWMX Ha MX
NepCoHasnbHY N NPodeccMOoHanbHY AEATENbHOCTb. [TpU BbIMOMHEHUM AAHHOMO YNpa)KHEHUS UMENTe BBUAY -
npeacTaBuUTENn ApYrux KynbTyp He paccmatpuBarotcsi. [103TOMy co3paBaeMblii BaMu CaWT aonxkeH 6biTb
MaKCcMManbHO obpalleH K Nosb30BaTENAM «OCHOBHOMO Ky/AbTYPHOrO C/10s». Huxke Bbl HaraeTe AOMNONHUTENbHYIO
nHdbopMaunio, coaepxallyr Kriaccmyeckoe/obuiee onucaHuMe UeneBbiX KynbTyp. Bce xapakTepucTuku
OCHOBaHbl U/1nNn cBA3aHbl C Hay4YHOW paboTol XodcTeaa, yKasaHHOM B CCbISIKax.

KynbTypHble rpynnbi

[aHHble onncaHna ocHoBaHbl Ha TpyAax [)KopAaHa, yKa3aHHbIX B CCblIKaX.

AeMokpaTbl TBepable, OPUEHTUPOBAHHbLIE Ha KOPOTKYO NEPCMNEKTUBY KYNbTYpPbl C CUIbHbIM YKIOHOM B CTOPOHY
BblpaXeHus nHAnBUAyanbHOCTU. [peacTaBuTeNn 3TUX KynbTyp YYBCTBYHOT cebd KOMMOPTHO MO OTHOLIEHWUIO K
HeonpeaeneHHOCTU, Y HUX MeHbLUE YBaXXEHUS K aBTOpUTETaM.

CtpaHnbl: Asctpanusi, KaHaga, WpnaHaun (Pecnybnuka), Hosasa 3enaHaus, tOxHas Adpuka, BennkobputaHus,
CLUA.

MepuTtokpaTtbl McnbiTbiBatloT ANCKOMMOPT OTHOCUTESIbHO HEOMPEAENeHHOCTU U YAENSAIT MeHblue BHUMaHMUS
WHAUBMAYANIbHOCTM, YeM [leMokpaTbl. B ocTanbHOM HAabop LLEHHOCTEN CXOX C KynbTypaMu npeablayLien rpynnbl.
CtpaHbl: Asctpus, l'epmaHusa (OPI), Uspawunb, UTtanus, Lsenuapus

Sranntapucrtbl OYeHb MArkMe KynbTypbl C MEHbLUMM CTPEMIEHMEM K ABMXEHWUIO Bnepes. B ocTanbHOM CXOXK C
JemokpaTamu.
CrtpaHbl: JaHuna, Oununauansa, HnaepnaHabl, Hopserus, LWeeuuns.

Oopo6psaowme Msarkme KynbTypbl C BbICOKOW CTEMEHbIO ANCKOMMOPTa OTHOCUTENIbHO HEoNpeaeneHHOCTU. B Hux
BbICOK YPOBEHb YBa)XEHUS K B/1IaCTU, OHU HE OT/INYAKTCA MHAVUBUAYANUCTUYECKUMU YepTaMu.,
CtpaHbl: Benbrun, ®paHums, MopTtyranus, icnanms.

r. Mocksa, yn. Obpa3uosa, 14 www.edu.it-online.ru
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JNinbeptapuaHubl TBepable, KONNEKTUBUCTCKME KYNbTYpbl C HU3KMM YPOBHEM YBaXeHWs K BAactu. OTu
Ky/bTYpPbl JIErKO CAPaBASOTCS C HEOMPEAENEHHOCTbIO, @ UX NMpeACTaBUTENAM CBOMCTBEHHO A06MBATLCA YCNEXoB
CBOUMU CUSIaMM.
CTpaHbl: AMalika

MnanumpoBwnkn OueHb YyMNopHble, OPUEHTUPOBaHHble Ha 6yaywee KyabTypbl C BbICOKOW CTeMNeHblo
OTBpalleHns K HeonpeaesrieHHOCTU. YMepeHHO-KOMNeKTUBUCTUYECKMe CO CpefHWM YPOBHEM YBaXeHWeM K
BnacTu.

CTpaHbl: AnoHus

KonnektuBucrtbl BecbMa KONNEKTUBUCTUYECKME KYNbTYpbl C BbICOKMM YPOBHEM YBaXXeHWUW K aBToOpUTETaM.
OpueHTupoBaHbl Ha byayuiee, He NO6AT HeonpeaeneHHOCTb. He 0co60 MOTUBMPOBAHbLI K «MPOLBETAHUIO> .
CrtpaHbl: Apabckue cTpaHbl, ApreHTuHa, bpaswnusa, Yunm, Konymbus, Kocta-Puka, BoctouyHass Adpwuka,
2kBagop, peumns, MBaTtemana, NpaH, Mekcuka, MakucraH, NaHama, MNepy, CanbBagop, tOxHasa Kopes, TaliBaHb,
Tawunana, Typums, Ypyrean, BeHecyana, lOrocnasums.

ABTOopuTtapuctbl O4eHb BbICOKUI YPOBEHb YBaXXeHMSA K BNacTu. [JOCTaTOYHO KOMNEKTUBUCTUYECKUE KYNbTypbl
CO CpeAHMM YpOBHEM TBEpAOCTU. YMEpEeHHO OpWMEeHTMpOBaHbl Ha Oyayllee, He MWCNbITbIBAKOT AWCKOMdOpTa
OTHOCUTENbHO HeonpeaesieHHOCT!.

CtpaHbl: TOHKOHT, MHausa, NHaoHe3ns, Manansusa, dununnudbel, CuHranyp, 3anagHas Adgpuka.

Cnepylowme onncaHMs OCHOBaHbl Ha nccnegosaHmn Ckapbopo, ykasaHHOM B KOHLE 3TOro Mmatepmana.

LeneBas KynbTypa 1: SlnoHusa. bBa3oBble LEeHHOCTH, pa3BUTble OCHOBHbIMU CWIaMy,
c(OpMUPOBABLUMMMU SANOHCKYIO KYNbTYypY:

= KonnektuBuam: [lpucyl, OCTPOBHOW HaUWW; YYBCTBO YHMKANbHOCTM W OTJMYMSA OT OCTasIbHbIX;
6eCcnoKoNCTBO OTHOCUTENBbHO YrHETEHWs, OKKynauuMm wn KatacTpod; pucoBasl KynabTypbl; MoOLLHas
KflaccoBas cMcTemMa; CMHTO-HauWoOHaNM3M M KoOHMYLMAHCKME YUYEeHUST OTHOCUTENIbHO LIEHHOCTU nopsaka,
ponra n 06s3atenbCTB Nepes OKpyXatoLwuMu.,

= TlapmMmoHua: Bo3HMKaeT BCAeACTBME MOLWHOMO 4YyBCTBO KOMJIeKTMBM3MA, a TakXe Kak pesynbtar
KOHMYLMAHCKNX YYEHUN O HeobXxOoAMMOCTM COUMANbHOrO MopsAka M TeCHbIX YCNOBWUIA MNPOXWMBAHUS,
TpebyLWmx BEXAMBOCTU U BHUMAHUS.

* BbICOKMA KOHTEKCT KOMMYHMKauum: Heobxoanm pana noadepXaHus rapMOHWKM,  BbI3BaH
nepapxmyeckon CTPyKTypor Bnactu. EMy cnocobcTByeT roMOreHHOCTb KysbTypbl, @ Takxe 06LHOCTb
LLEHHOCTEN W onbITa.

* Wepapxma: CraTyC COOTBETCTBYET COLMANbHOMY MPOUCXOXAEHUIO, UYTO MNpPUCYLLe YCTOABLUENCS
arpapHol KJlacCOBOW CWUCTEME; XapaKTepHOe A/ CUMHTO YBaXeHue K CTaplwuM TMOKOEeHUsSM W
MUPUYECKMM reposiM; KOH(PYLUMAHCKME YUYEHUS O MPaBOMEPHOCTM LEHTpPasn30BaHHOM BNactu; AONTrui
nepuog deoganmsma.

* BbICOKMA ypoBeHb M36eraHus HeonpeAesieHHOCTU: HeTunuueH ana asmaTtckux KynbTyp BBUAY
NMCTOpUYECKon, reorpadmMyeckon M NOAUTUYECKOW U30ASLMM U 6ECNOKONCTBA OTHOCUTENIbHO BHELUHEN
yrpo3sbl; yao6cTtBo n 611M30CTb 3THMYECKON FOMOreHHOCTU, @ TaKXXe pacrnpocTpaHeHHas Tpaamums Karta.

LleneBas kKynbTypa 2: Kwurtaih. bBasoBble LeHHOCTHM, pa3BUTble OCHOBHbIMWU CuUlaMy,
cchopMUpPOBaBLUMMU KUTANCKYIO KY/1bTYpY:
= BbiCOKMiA ypoBeHb cy6opauHauum: [poucxoaMT U3 KOH@YLMAHCTBA W YCWUIMBAETCS 3a CcyeT
neranvsaMa W AJWTENbHOrO LEHTPasiM30BaHHOrO MoauTMYeckoro nopsaka. [lpucyw ¢aTtanvsMm BBUAY
KOCMOJIOFMYECKOro noaymMHeHuns npupoae (paHwWyih), TAOUCTCKUX YUYEHUI, KOHPYLMAHCKOro npe3peHuns
K HayKe M nepcoHanbHOro 6e3BacTus Ha NPOTSXKEHMU 3MOX LEeHTParM30BaHHOMO yrpaB/ieHUst CTPaHoM.
*  KonnektuBuam: OpmeHTauusa Ha ceMbio. [poMCXoanT M3 KOMMYHalbHOro BRafaeHUsi CO6CTBEHHOCTLIO,
MMeeT arpapHble KOpPHW, SABNASETCA pe3y/bTaTOM CrJIOYEHHOCTM B 6Gopbbe C TPYAHOCTAMM,
UMMOBMNBHOCTU N 6yAAMCTCKOrO OTHOLWIEHUS K UHAMBUAYATN3MY.
= BbICOKMIA ypoBeHb u3b6eraHus HeonpepeneHHOCTU: BbizBaH KOHMYLUMAHCKUMM aKLUEHTUPOBAHUEM
nopsiika, pUTyanbHOCTU B NMOBEAEHNN, NPeACKa3yeMOoCTN U LEeHHOCTU TpaanLnii.
* My>KeCcTBEHHOCTb/)XXEHCTBEHHOCTb: banaHc Mexay KOH(PYUMAHCKMM YMNOPOM Ha [OCTUXEHUS U
naTpuapxuio C 0AHOW CTOPOHbI M BaXXHOCTbIO NOAAEPXKN OTHOLLEHWUI C APYrOW.
* LeneBas kynbtypa 3: Apa6bckas kynbTypa. basoBble LEHHOCTH, pa3BUTbleé OCHOBHbIMM
cunamu, cbopMmpoBaBLlIMMMU apabCckylo KyNbTypy:
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Bbicokuii ypoBeHb cy6opavHauum: Hacneave pfaBHell WUCTOpUMM  aBTOPWUTapHOro MpaseHwus,
6MMoNApHON ABYXKACCOBOWM COLMaNbHOM CUCTEMbI, @ TaKXe pacrnpoCTPaHEeHHOW ANCUMMNIINHBI ncnama.
KonnektuBuam: OCHOBaH Ha APEBHUX TPaaMUMAX MJEMEHHOW BEPHOCTU U KysibTa 60/bLION CEMbU Kak
nepBOCTENEHHON COUMANBbHOM U KYNIbTYPHOW eANHULbI.

UHamBupayanmamMm: VigeanunsumpyeTcs B KoUeBoM, 6eyMHCKOM obpase KU3HU

BbICOKMIA YPOBEHb MY>XE@CTBEHHOCTM: AKLIEHT Ha TpaAWLMOHHOE pacrnpefeseHne reHaepHbIX ponen
BBUAY <«PpblLapCKOro» pOMaHTM3Ma, CTaBsIWEro >XeHLWWHY Ha BTOpOM nnaH. MyXeCTBEHHOCTb
noapasyMeBaeT rocTenpMMMCTBO U PacrnosioXXeHne rno OTHOLIEHUIO K APYTMM MyCy/ibMaHaM.

CpeaHuin ypoBeHb u36eraHusi HeonpepesieHHOCTU: YBEPeHHOCTb B noaaepxke Annaxa npu
NPUHSATUN pELUEHN U AEeNCTBUAX YAaCTUYHO CMeLlaeT XXEeCTKME 3anpeTbl, HaNnoXeHHble 0CO3HaBaeMbIM
BAusHMeM Annaxa v Mpupoapl Haj YenoBEKOM.

LleneBas KkynbTypa 4: WHAnA. bBas3oBble LEHHOCTW, pa3BUTbleé OCHOBHbIMU  CUJlaMMy,
ccopMUPOBaBLUMMU UHAUNCKYIO KYJIbTYpY:

BbliCOKMIA ypoBeHb cybopanHauumn: PernaMeHTMpPOBaH KacTOBOW CUCTEMOW, Hawesn o60CHOBaHWE B
Buae kapmeol (yaen/cynbba/aypa n obonouka yenoseka).

KonnektmBuam: Bbi3BaH KYJ1IbTOM 6onbLion CeMbM, KNaHOBOCTbO WU AepeBEHCKUM YyKnaAOM >XWU3HWU,
TUMNUYHBIMW ANA arpapHbIX Ky/jbTyp, B 4YacTHOCTM PWCOBOM, a TakxXe YKpenjeH Heo6XoAMMOCTbHo
nogaep>XXaHnsa rapMoHUYHbIX OTHOLLUEHUN BHYTPU N MeXAy KaCTaMu.

UHamBupayanuaMm: SBnsetca pesynbTaTtoM 60pbbbl  3a  CKyAHble  pecypcbl, CTUMYUPYETCS
PEIMIMO3HbIMU  TPebOoBaHUAMU  UHAMBMAYANbHOW  OTBETCTBEHHOCTM, KpOMe TOro, MOAKPEnseH
ANnTeNbHbIM 6PUTAHCKUM NPUMEPOM.

BbICOKMIA YPOBEHb MY>XECTBEHHOCTU: TpaauvLUMOHHOEe pasfefieHne reHAepHbIX poJiei, YCUIEeHHoe
arpeccmBHOCTbIO, HEO6X0£I,VIMOIZ ANna BbDKMBAHUA B YCOBUAX HYXAbI.

Huskuii ypoBeHb M3beraHnsi HeonpepesieHHOCTU: Pe3ynbTaT MHAYWCTCKUX BEPOBaHUIA B BEYHOE
TeyeHue BCQJ'IEHHOI‘/'I, KapMmy, nog4ynMHeHune Bone 6oroB w“ npmnpoabl, HeAOCTAaTOK 3THUYECKOro
abconoTMaMa, a TaKXe CrnocobHOCTb YnoBaTb Ha MepapxuMyeckoe yrpaBfieHne B aHOMasbHbIX
cUTYyaumsix.

LleneBas KynbTypa 5: Mekcuka. bBa3oBble LEeHHOCTH, pa3BuTble OCHOBHbIMM CUJaMy,
copMUPOBaBLUMMU MEKCUKAHCKYIO KYJIbTYpPY:

BbiCOKMIA ypoBeHb cy6opauHauuMu: MolHble WepapxXuu, NOAyyYMBLUME CBOE Hayano B
LEeHTPanM30BaHHbIX BEpPTUKaNbHbIX CTPYKTypax BflaCTU KNAcCOBOWM CUCTEMbl aLTEKOB, WCMNAaHCKOM
MWUINTApPUCTCKOM  YMpaBJieHWM W  COLMANbHO-KNACCOBOM  PaHXWPOBaHWUKM, a TakKXe CeMenHOM
naTpuapxaTe, TUNWYHOM ANS arpapHbiX o6WecTs.

BblCOKMIA ypoBeHb KoJsiekTuBuama: CocpefoTOYEeH Ha LEHHOCTSX 60/blIOM arpapHoM CeMbM,
NCXOANT N3 B3aUMHOW 3aBUCMMOCTU, BbI3BAHHOW MPOXUBAHUEM B XECTKUX yCcnoBuax. MNpunucbisaembli
CTaTyC, KakK rMpaBwuio, OCHOBaH Ha MNpPUYACTHOCTM K BOEHHOW BNacTU W KynbTypHbIX dakTopax,
TUMWUYHBIX 418 UCNaHLUeB, CMEHWUBLUMX MEPUTOKPaTUIO auTEKOB.

3apoxxpawowminica mHamBuayanusMm: B ocHoBHOM dopmupyeTcs noa BnusHuem CLUA B TeyeHue
nocneaHnx CToneTui.

BbICOKMIA YPOBE€Hb MY>XECTBEHHOCTU: B KOHTEKCTe reHAEepHbIX poOJSien arpeccMBHOCTb U AyX
ConepHUYyecTBa yXxoasT KOPHAMW B MUAUTapU3M M MEPUTOKPATUIO auTeEKOB, MCMAaHO-apabCKuin My>CKOWM
WOBNUHM3M U POMaHTM3M; OHW CchHOpMMpPOBaANNUCE BBMAY HEOOXOAMMOCTM BbDKMBAHUS B XECTKUX
ycnoeudax, a B nocnegHee BpeMA - Ha npuMepe U B YCNOBUAX 3SKOHOMUYECKUX FIOTpeﬁHOCTeVI,
akcnopTupyembix CoeanHeHHbiMu LLTaTtamm.

LleneBas KynbTypa 6: Poccua. bBasoBble LEHHOCTW, pa3BUTbleé OCHOBHbIMM CUJIaMy,
cpOopMMPOBABLUMMU POCCUNCKYIO KYJIbTYPY:

BbICOKMIA YypOBeHb cy6opaMHauumu: YXoauT KOpHsSMM B 6onee uem 1200 netr MOLWHOrO,
aBTOKPATUUYECKOro rpaB/ieHUs, @ TaKXe MNpaBOC/aBHOW BEPbl, KOTOpas YUYUT W UYTUT MNOAUYMHEHUE
BS1ACTHU.

BbICOKMIA ypOBeHb KOJIUIEeKTUBM3MA: Pe3ynbTaT TPaaWUMOHHOINO OOLWMHHOIO CcaMoynpaBfeHus C
MPUCYLLEN €My 3TMKOW paBHOMPaBusl B MOJIb30BAaHUM CKYAHbIMM pecypcaMu, a TakXe Heobxoanmomn
B3aMM03aBUCMMOCTM ANA 3alnTbl OT BpaxaebHOW cpenbl, BCEMOTYLUMX MpaBUTENEA WU MHOCTPAHHbIX
3aBoeBaTenen.

YHuBepcanucrckasa 3Tuka: Cneacrsvme abconoTM3Ma MNpaBOC/AaBHOWM AOrMbl M obbeamnHsaowero
aranuTapHoro 6patcTBa HauMoHaausMa.
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Uuamsupayanuam: NHameuayannsMm UM KOMMYHMKALMUS BbICOKOIO KOHTEKCTa $SBASIOTCA pe3ynbTaToM
WHCTUHKTa BbDKMBaHUSA U peakuuen Ha AnuTenbHoe nojasneHne ceoboabl BblpaXKeHus.
XXeHCTBEHHOCTb: /IcXoauT M3 B3auMHOW 3aBUCMMOCTM B H6opbbe ¢ BpaxaebHON npupoaHON cpenon u
NONIMTUYECKUM YrHETEHWEM, 4YTO MPUBENO K POCTY [AOMUHAHTbl CO34aHWS W MOAAEPXKU TECHbIX
JIMYHOCTHbIX OTHOLUEHWIA.

LleneBas kynbTypa 7: 3anaaHasa EBpona. ba3oBble LEHHOCTM, pa3BuUTble OCHOBHbIMU CWJ1aMm,
cchopMUpOBaBLUMMU 3aNafHOEBPONENCKYIO KybTypy:

UHauBupayanusm: Esponenubl ABNAKOTCA WHAMBUAYANUCTaMU, HO C OnpeAesieHHbIMU OrOBOpKaMu.
Xutenn OxHon Esponbl, npowegwune uWHAYCTpUanuMsaumio Mo3gHee, BCe elle OnuMparTcsd Ha
NOAAEPXKY CEMEeMHbIX KNaHOB W JIMYHble CBSA3W, TUMNWYHble A7 HEEeBpPOMNencKnx wu MeHee
WHAYCTPMaNN30BaHHbIX KynbTyp. ®paHuy3bl XOTb M SIBASIOTCSA 3ranMtapuctaMm U AeMoKpaTaMu, TeEM He
MeHee, UCMbITbIBAOT BbICOKME YyBCTBaA NaTpMOTU3Ma M HALMOHANbHOIMO €ANHCTBA, KOTOpPble BOCXOAST K
WX INMaBeHCTBYOLWEN posin B GOPMNPOBAHNN €BPOMENCKON UCTOPUM U KYJIbTYPbl.

Cy6opanHauma: CTpaHbl JJaTUHCKOrO NMPOUCXOXAEHUA MMetoT 6oJsiee BbICOKUIA ypoBeHb cybopanHaumu,
Hexenun CoeauHeHHble LUTaThl, CKaHAMHaBCKME WNM CeBepOeBpoOnelriCkne CTpaHbl, YTO BblipakaeTcs B
6onee aBTOpUTApHOM, BEPTUKANIbHOM, NaTEPHA/IMCTCKOM CTU/E YNpaBiEeHUs, XapakTepPHOM AN CTpaH C
6oraTbiM  OMbITOM  >XECTKOW  LEHTpasM30BaHHOW  BnAacTW, couManbHOW  CTpaTUudUKauven u
NnpevMyLecTBEHHO arpapHOn 3KOHOMMKOW.

N36eraHme HeonpepeneHHocTU: [lokasatenb C 60MbLION CTeneHbld BapuaTUBHOCTU. OH BbICOK B
KaToNIMYeCKnx cTpaHax ¢ gataancTmyeckMMm HaCTPOEHUSIMU BBUAY UX OANUTENbHOrO Nog4YMHEeHus Pumy.
TeM MeHee CBOWCTBEHEH OH A1 OCTalIbHbIX FOCyAapcTs, YeM 6onee OHW yaaneHbl oT Puma.
My>keCTBEHHOCTb: MyXeCTBEHHOCTb B OCHOBHOM MpuCylla €BpPOMencKkMM KynbTypaM. CaMbiM SiIBHbIM
CBUAETENbCTBOM 3TOr0 CAYXWUT TBepAash OpMeHTauMs Ha YCNewHOCTb, B OCOBEHHOCTU B repMaHCKUX
Ky/bTypaxX, B KOTOPbIX NMAepbl TPaANUMOHHO Bbibnpanncb 3a 60eBble 3aciyru.

LleneBas kynbtypa 8: Tponuueckana Adcdpuka. basoBble LLEHHOCTU, pa3BUTble OCHOBHbIMWU CWJIaMW,
cchopMmupoBaBLlIMMU KYJIbTYpy Tponuueckon Adpuku:

BbICOKMIA YpOBeHb Cy6opaAuMHALMKN: YXOAUT KOPHSMU B NPU3HAHUE N NOAYMHEHME BEKOBOM MyApPOCTU
M OMbITy, WrpaloLWMM [NaBEHCTBYIOWYK poOsib B arpapHoO/ 3KOHOMMKE BbDKMBaHMS. PasBuBancs u
3aKpennsancs C NpUxXo40M aBTOPUTAPHbIX MOHAPXMA M BBMAY OTHOCUTENIbHO KOPOTKOFO KOSIOHWANbHOMo
nepuoaa, a Takxe rocyAapCTBEHHOr0 BNSIHUSA €BPONENCKMX CTpaH.

KonnektuBnam: OcCHOBbIBaeTcss Ha KynbTe 60/bWIOA CEMbUM KakK (yHAAMEHTANbHON  SYENKU
Konnektmea. Heobxoamm pns BbkuMBaHua B 6eoHOM pecypcaMm XeCcTKoW cpeae, NpUroAHON Ans
XKU3HEAEATENbHOCTM NMWb  ManblX Pa3po3HEHHbIX O6LWWMH. 3DranuTapu3M OTpaXkaeT B3aWMHYIO
3aBUCMMOCTb W yBaXxeHne K 6/IM30CTU POACTBEHHbLIX CBSA3EN U K KaXAOMY MHAMBUAYYMY, SBASOLWEMYCS
NPOBOAHMKOM XXMU3HEHHOM CUJbl MPUPOAbI.

)XeHCTBEHHOCTb: ACCOUMMPYETCA C MNOAAEPXKKOM TapMOHUYHbIX OTHOLUEHWIA BHYTPU SYENKU
KON/IEKTMBA M MOMbITKAMKN y6/1aXXUTb CBEPXbECTECTBEHHbIE U MPUPOAHbIE CUJIbI.

Huskuii ypoBeHb u3beraHmsa HeonpeaeneHHoOCTU: Pe3ynbTaT poOKOBOM 3aBUCMMOCTM  OT
CBEPXbECTECTBEHHbLIX WM MNPUPOAHbLIX (AKTOPOB C XapaKTEPHbIMWM ANS HUX UMKIAWYHBIMU pUTMaMu
HenpepbIBHbIX M3MEHEHWUI N HEMpPeaCcKa3lyeMoCTblo COObITUIA.
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Introduction

The Web enables global distribution of products and services through
Internet Websites, intranets, and extranets. Professional analysts and
designers generally agree that well-designed user interfaces improve the
performance and appeal of the Web, helping to convert "tourists" or
"browsers" to "residents" and "customers." The user-interface
development process focuses attention on understanding users and
acknowledging demographic diversity. But in a global economy, these
differences may reflect world-wide cultures. Companies that want to do
international business on the web should consider the impact of culture
on the understanding and use of Web-based communication, content,
and tools. This paper contributes to the study of this complex and
challenging issue by analyzing some of the needs, wants, preferences,
and expectations of different cultures through reference to a cross-
cultural theory developed by Geert Hofstede.

A few simple questions illustrate the depth of the problem.

Consider your favorite Website. How might this Website be understood
and used in New York, Paris, London, Beijing, New Delhi, or Tokyo,
assuming that adequate verbal translation were accomplished? Might
something in its metaphors, mental model, navigation, interaction, or
appearance confuse, or even offend and alienate, a user?

Consider what year this is. Is it 20007 In some other counting systems, it
is 4698, 5760, or 1420. Even to refer to the counting system of another
culture might confuse or alienate people used to their own native system.
Let us not forget that Hindu-Arabic numerals, which Western society now
takes for granted, were once viewed as the work of the devil by Christian
Europe, and educated people for hundreds of years blocked their
introduction into European society. Whether people view imports from
other cultures as delightful gifts or poisonous viruses is often a matter of
socio-political context.

Consider the order in which you prefer to find information. If you are
planning a trip by train, do you want to see the schedule information first
or read about the organization and assess its credibility? Different
cultures look for different data to make decisions.

© Copyright 2000 by Aaron Marcus and Associates, Inc. Page 4
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A New Issue for User-Interface
Designers

In most projects, the complex interplay of user, business, marketing, and
engineering requirements needs to be resolved by Web user-interface
and information visualization designers. Their development process
includes iterative steps of planning, research, analysis, design,
evaluation, documentation, and training. As they carry out all of these
tasks, however, they would do well to consider their own cultural
orientation and to understand the preferred structures and processes of
other cultures. This attention would help them to achieve more desirable
global solutions or to determine to what extent localized, customized
designs might be better than international or universal ones.

Cultures, even within some countries, are very different. Sacred colors in
the Judeo-Christian West (e.g., red, blue, white, gold) are different from
Buddhist saffron yellow or Islamic green. Subdued Finnish designs for
background screen patterns (see Figure 1) might not be equally suitable
in Mediterranean climates, in Hollywood, USA, or Bollywood, India.
These differences go deeper than mere appearance; they reflect strong
cultural values. How might these cultural differences be understood
without falling into the trap of stereotyping other cultures?

FI=FITIT];
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Figure 1. TeamWare Finnish screen patterns

El

Many analysts in organizational communication have studied cultures
thoroughly and published classic theories; other authors have applied
these theories to analyze the impact of culture on business relations and
commerce (see Bibliography). Few of these works are well known to the
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user-interface design community. This paper introduces the well-
respected work of one theorist, Geert Hofstede, and applies some of his
cultural dimensions to Web user interfaces. Edward T. Hall, David Victor,
and Fons Trompenaars would have been equally valuable in illuminating
the problems of cross-cultural communication on the Web, but our
application of Hofstede will demonstrate the value of this body of
research for our field.
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Hofstede's Dimensions of Culture

During 1978-83, the Dutch cultural anthropologist Geert Hofstede
conducted detailed interviews with hundreds of IBM employees in 53
countries. Through standard statistical analysis of fairly large data sets,
he was able to determine patterns of similarities and differences among
the replies. From this data analysis, he formulated his theory that world
cultures vary along consistent, fundamental dimensions. Since his
subjects were constrained to one multinational corporation's world-wide
employees, and thus to one company culture, he ascribed their
differences to the effects of their national cultures. (One weakness is that
he maintained that each country has just one dominant culture.)

In the 1990s, Hofstede published a more accessible version of his
research publication in Cultures and Organizations: Software of the Mind
[Hofstede]. His focus was not on defining culture as refinement of the
mind (or "highly civilized" attitudes and behavior) but rather on
highlighting essential patterns of thinking, feeling, and acting that are
well-established by late childhood. These cultural differences manifest
themselves in a culture's choices of symbols, heroes/heroines, rituals,
and values.

Hofstede identified five dimensions and rated 53 countries on indices for
each dimension, normalized to values (usually) of 0 to 100. His five
dimensions of culture are the following:

+ Power-distance

+ Collectivism vs. individualism

+ Femininity vs. masculinity

+ Uncertainty avoidance

+ Long- vs. short-term orientation

Each of Hofstede's terms appears below with our explanation of
implications for user-interface and Web design, and illustrations of
characteristic Websites.
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Power Distance (PD)

Power distance refers to the extent to which less powerful members
expect and accept unequal power distribution within a culture.

Hofstede claims that high PD countries tend to have centralized political
power and exhibit tall hierarchies in organizations with large differences
in salary and status. Subordinates may view the "boss" as a benevolent
dictator and are expected to do as they are told. Parents teach
obedience, and expect respect. Teachers possess wisdom and are
automatically esteemed. Inequalities are expected, and may even be
desired.

Low PD countries tend to view subordinates and supervisors as closer
together and more interchangeable, with flatter hierarchies in
organizations and less difference in salaries and status. Parents and
children, and teachers and students, may view themselves more as
equals (but not necessarily as identical.) Equality is expected and
generally desired. There are some interesting correlations for power
distance: low PD countries tend to have higher geographic latitude,
smaller populations, and/or higher gross domestic product (GDP) per
capita than high PD countries.

Hofstede notes that these differences are hundreds or even thousands of
years old. He does not believe they will disappear quickly from
traditional cultures, even with powerful global telecommunication
systems. Recent research has shown that the dimensions have
remained quite stable for the last twenty years.

Based on this definition, we believe power distance may influence the

following aspects of user-interface and Web design:

+ Access to information: highly (high PD) vs. less-highly (low PD)
structured.

+ Hierarchies in mental models: tall vs. shallow.

+ Emphasis on the social and moral order (e.g., nationalism or religion)
and its symbols: significant/frequent vs. minor/infrequent use.

+ Focus on expertise, authority, experts, certifications, official stamps,
or logos: strong vs. weak.

+ Prominence given to leaders vs. citizens, customers, or employees.
+ Importance of security and restrictions or barriers to access: explicit,
enforced, frequent restrictions on users vs. transparent, integrated,

implicit freedom to roam.

+ Social roles used to organize information (e.g., a managers’ section
obvious to all but sealed off from non-managers): frequent vs.
infrequent
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These PD differences can be illustrated on the Web by examining
university Web sites from two countries with very different PD indices
(Figures 2 and 3). The Universiti Utara Malaysia (www.uum.edu.my) is
located in Malaysia, a country with a PD index rating of 104, the highest
in Hofstede's analysis.

Y Universiti Utara Malaysia [Versi Bahasa Malaysia) - Netscape

Fille Edit Miew Go Communicator Help

I UTARA MALAYSIA Direlstori
i — Indels
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. Y2K

Webmail

Siaran c Helibar

danp

| Menutama | [ Usum | [ Akademils | [ Selolah & Jabatan ] [ Pelajar | [ Penyelidilean | [ Perundingan | [ Penerbitan | [ Carian |
| Kemudahan & Pembangunan Fizikal | | Maklumat Semasa | [ Tslan | [ Laman Staf] [ Direkiori | [ Ucapan NC |

[ ==

| Dacument: Done
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Figure 2. High power distance: Malaysian Unversity Web site.
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The Website from the Ichthus Hogeschool (www.ichthus-rdam.nl) and the
Technische Universiteit Eindhoven (www.tue.nl) are located in the Netherlands,
with a PD index rating of 38.

#~ Welkom in het kenniscentium van de |chthus Hogeschool - Netscape

Fle Edit Mew Go Communicator Help
3 T

v 0000® 000

M Nieuws Opendagen  Locaties Opleidi Explo Ichthusnet

”'"Mm- O =iz oo B | Enatisn I T webeam
Visie

. ] -
Kwaliteit Innovatie
This site is best viewsd in Netscape 4.0
. Download Netscape now!
o == |Document; Dane

Figure 3a. Low power distance: Dutch Educational Website.

# Technische Universiteit Eindhoven - Netscape

Fle Edit Mew Go Communicator Help
3 T
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De Technische Universiteit Eindhoven

Onderzoek instituten

werzorgt ingenieurs-, ontwerpers- en lerarenopleidingen
en postacademische cursussen,

Het onderwijs stoelt op de eigen onderzoeksactiviteiten
en is ontwerpgericht, Docenten en studenten gebruiken
maoderne informatie- en communicatiemiddelen,
e TUE geeft leiding aan vooraanstaande Nederlandse
derzoekscholen en -instituten en heeft een sterke positie
ntarnationale netwarken.

'~ Woor technologie-intensieve bedrijven is de TUE
- een natuurlijke partner.

ANIMATIE MIEUWE HUISSTI)L TUE

ZOEKEN ACTUEEL PROFIEL TELEFOONGIDS

i == [ Ftp: A e il cursor

Figure 3b. Low power distance: Dutch Educational Website

Note the differences in the two groups of Websites. The Malaysian
Website features strong axial symmetry, a focus on the official seal of the
university, photographs of faculty or administration leaders conferring
degrees, and monumental buildings in which people play a small role. A
top-level menu selection provides a detailed explanation of the
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symbolism of the official seal and information about the leaders of the
university.

The Dutch Websites feature an emphasis on students (not leaders), a
stronger use of asymmetric layout, and photos of both genders in
illustrations. These Websites emphasize the power of students as
consumers and equals. Students even have the opportunity to operate a
WebCam and take their own tour of the Ichthus Hogeschool.
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Individualism vs. Collectivism (IC)

Individualism in cultures implies loose ties; everyone is expected to look
after one’s self or immediate family but no one else. Collectivism implies
that people are integrated from birth into strong, cohesive groups that
protect them in exchange for unquestioning loyalty.

Hofstede found that individualistic cultures value personal time, freedom,
challenge, and such extrinsic motivators as material rewards at work. In
family relations, they value honesty/truth, talking things out, using guilt to
achieve behavioral goals, and maintaining self-respect. Their societies
and governments place individual social-economic interests over the
group, maintain strong rights to privacy, nurture strong private opinions
(expected from everyone), restrain the power of the state in the
economy, emphasize the political power of voters, maintain strong
freedom of the press, and profess the ideologies of self-actualization,
self-realization, self-government, and freedom.

At work, collectivist cultures value training, physical conditions, skills, and
the intrinsic rewards of mastery. In family relations, they value harmony
more than honesty/truth (and silence more than speech), use shame to
achieve behavioral goals, and strive to maintain face. Their societies and
governments place collective social-economic interests over the
individual, may invade private life and regulate opinions, favor laws and
rights for groups over individuals, dominate the economy, control the
press, and profess the ideologies of harmony, consensus, and equality.

Based on this definition, we believe individualism and collectivism may

influence the following aspects of user-interface and Web design:

+ Motivation based on personal achievement: maximized (expect the
extra-ordinary) for individualist cultures vs. underplayed (in favor of
group achievement) for collectivist cultures

+ Images of success: demonstrated through materialism and
consumerism vs. achievement of social-political agendas.

+ Rbhetorical style: controversial/argumentative speech and tolerance
or encouragement of extreme claims vs. official slogans and
subdued hyperbole and controversy

+ Prominence given youth and action vs. aged, experienced, wise
leaders and states of being

+ Importance given individuals vs. products shown by themselves or
with groups

+ Underlying sense of social morality: emphasis on truth vs.
relationships

+ Emphasis on change: what is new and unique vs. tradition and
history
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+ Willingness to provide personal information vs. protection of personal
data differentiating the individual from the group

The effects of these differences can be illustrated on the Web by
examining national park Web sites from two countries with very different
IC indices (Figures 4 and 5). The Glacier Bay National Park Website
(www.nps.gov/glba/evc.htm ) is located in the USA, which has the
highest IC index rating (91).

7 Glacier Bay National Park Electionic Visitors Center - Netscape

Fille Edit Miew Go Communicator Help
3 T

Electronic Visitors Center =

Visiting Glacier Bay

Welcome Visttors! Tihen to Come
How to Get Here
Click here for my welcome letter Bartlett Cove Services
Wisttor Services Directory
Tomie Pairick Lee Activities in the Park
Superintendent Catnping
Cruses and Tours =
[ =m= | Document: Done EE )

Figure 4. High individualist value: US National Park Website.
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The Website from the National Parks of Costa Rica (www.tourism-
costarica.com/) is located in a country with an IC index rating of 15.

7 Costa Rica Tourism Board - Netscape

Fille Edit Miew Go Communicator Help

planning
your irip

£ ‘b’.”
E‘:‘
FI:

ook

For Further Information in U.5.A. call free at: 1-200-243-6332

What’s Cool Mail Us  Vvirtual Trip Links Guestbook
home page|Thrilling Destination| wave of adrenaline | welcome inside | Biodiversity | at your fingertips | help desk
Fisal [ E Jb @2 EH
Figure 5. Low individualist value: Costa Rican National Park Website.

The third image (Figure 6) shows a lower level of the Costa Rican
Website.

o P Toion i il - Wt e s

What s Fonl Mol s ¥irtunl Tris Links Feames ke
home page| Thrilling Destination| wnee of adrensling | we ik | ify | ut your fmpertap | belp desk

R [k Do S e T e B
Figure 6. Costa Rican Website What's Cool contents: Political message about
exploitation of children.

Note the differences in the two groups of Websites. The USA Website
features an emphasis on the visitor, his/her goals, and possible actions in
coming to the park. The Costa Rican Website features an emphasis on
nature, downplays the individual tourist, and uses a slogan to emphasize
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a national agenda. An even more startling difference lies below the
What's Cool menu. Instead of a typical Western display of hew
technology or experience to consume, the screen is filled with a massive
political announcement that the Costa Rican government has signed an
international agreement against the exploitation of children and
adolescents.
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Masculinity vs. Femininity (MAS)

Masculinity and femininity refer to gender roles, not physical
characteristics.

Hofstede focuses on the traditional assignment to masculine roles of
assertiveness, competition, and toughness, and to feminine roles of
orientation to home and children, people, and tenderness. He
acknowledges that in different cultures different professions are
dominated by different genders. (For example, women dominate the
medical profession in the Soviet Union, while men dominate in the USA.)
But in masculine cultures, the traditional distinctions are strongly
maintained, while feminine cultures tend to collapse the distinctions and
overlap gender roles (both men and women can exhibit modesty,
tenderness, and a concern with both quality of life and material success.)
Traditional masculine work goals include earnings, recognition,
advancement, and challenge. Traditional feminine work goals include
good relations with supervisors, peers, and subordinates; good living and
working conditions; and employment security.

The following list shows some typical MAS index values, where a high
value implies a strongly masculine culture:

95 Japan

79 Austria

62 USA

53 Arab countries
47 lIsrael

43 France

14 Netherlands
05 Sweden

Since Hofstede’s definition focuses on the balance between roles and
relationships, we believe masculinity and femininity may be expressed
on the Web through different emphases. High-masculinity cultures would
focus on the following user-interface and design elements:

+ Traditional gender/family/age distinctions

+ Work tasks, roles, and mastery, with quick results for limited tasks

+ Navigation oriented to exploration and control

+ Attention gained through games and competitions

+ Graphics, sound, and animation used for utilitarian purposes

+ Feminine cultures would emphasize the following:

+ Blurring of gender roles
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+ Mutual cooperation, exchange, and relational support (rather than

mastery and winning)

+ Attention gained through poetry, visual aesthetics, and appeals to

unifying values

Examples of MAS differences on the Web can be illustrated by
examining Websites from countries with very different MAS indices
(Figures 7 and 8). The Woman.Excite Website (woman.excite.co.jp ) is
located in Japan, which has the highest MAS value (95). This Website
narrowly orients its search portal toward a specific gender, which this

company does not do in other countries.
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Figure 7. High masculinity Website: Excite.com for women in Japan
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The ChickClick USA Website (MAS = 52) consciously promotes the
autonomy of young women (although it leaves out later stages in a
woman's life.)
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Figure 8. Medium masculinity Website: ChickClick.com in the USA.

The Excite Website (www.excite.com.se) from Sweden, with the lowest
MF value 5, makes no distinction in gender or age. (With the exception
of the Netherlands, another low MAS country, all other European
Websites provide more pre-selected information.)
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Figure 9Low masculinity Website: Swedish Excite.com.
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Uncertainty Avoidance (UA)

People vary in the extent that they feel anxiety about uncertain or
unknown matters, as opposed to the more universal feeling of fear
caused by known or understood threats. Cultures vary in their avoidance
of uncertainty, creating different rituals and having different values
regarding formality, punctuality, legal-religious-social requirements, and
tolerance for ambiguity.

Hofstede notes that cultures with high uncertainty avoidance tend to
have high rates of suicide, alcoholism, and accidental deaths, and high
numbers of prisoners per capita. Businesses may have more formal
rules, require longer career commitments, and focus on tactical
operations rather than strategy. These cultures tend to be expressive;
people talk with their hands, raise their voices, and show emotions.
People seem active, emotional, even aggressive; shun ambiguous
situations; and expect structure in organizations, institutions, and
relationships to help make events clearly interpretable and predictable.
Teachers are expected to be experts who know the answers and may
speak in cryptic language that excludes novices. In high UA cultures,
what is different may be viewed as a threat, and what is “dirty”
(unconventional) is often equated with what is dangerous.

By contrast, low UA cultures tend to have higher caffeine consumption,
lower calorie intake, higher heart-disease death rates, and more chronic
psychosis per capita. Businesses may be more informal and focus more
on long-range strategic matters than day-to-day operations. These
cultures tend to be less expressive and less openly anxious; people
behave quietly without showing aggression or strong emotions (though
their caffeine consumption may be intended to combat depression from
their inability to express their feelings.) People seem easy-going, even
relaxed. Teachers may not know all the answers (or there may be more
than one correct answer), run more open-ended classes, and are
expected to speak in plain language. In these cultures, what is different
may be viewed as simply curious, or perhaps ridiculous.

Based on this definition, we believe uncertainty avoidance may influence

contrary aspects of user-interface and Web design. High-UA cultures

would emphasize the following:

+ Simplicity, with clear metaphors, limited choices, and restricted
amounts of data

+ Attempts to reveal or forecast the results or implications of actions
before users act

+ Navigation schemes intended to prevent users from becoming lost

+ Mental models and help systems that focus on reducing "user errors"
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+ Redundant cues (color, typography, sound, etc.) to reduce ambiguity.

+ Low UA cultures would emphasize the reverse:

+ Complexity with maximal content and choices

+ Acceptance (even encouragement) of wandering and risk, with a
stigma on “over-protection”

+ Less control of navigation; for example, links might open new
windows leading away from the original location.

+ Mental models and help systems might focus on understanding
underlying concepts rather than narrow tasks

+ Coding of color, typography, and sound to maximize information
(multiple links without redundant cueing.)

Examples of UA differences can be illustrated on the Web by examining
airline Websites from two countries with very different UA indices
(Figures 9 and 10). The Sabena Airlines Website (www.sabena.com ) is
located in Belgium, a country with a UA of 94, the highest of the cultures
studied. This Website shows a home page with very simple, clear
imagery and limited choices.

¥ Sabena - Netscape

File Edit Miew Go Communicator Help

The new advertising print campaign 1989

ONLINE BOOKINGS
AROUND THE WORLD

ABDOUT US

P == | Transferting data from v, sabena,com EE

Figure 10. High uncertainty avoidance: Sabema Airlines Website from Belgium.
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The British Airways Website (www.britishairways.com) from the United
Kingdom (UA = 35) shows much more complexity of content and choices
with popup windows, multiple types of interface controls, and “hidden”
content that must be displayed by scrolling.
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Figure 11. Low uncertainty avoidance: British Airways Website from United
Kingdom.
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Long- vs. Short-Term Time Orientation
(LTO)

In the early 1980s, shortly after Hofstede first formulated his cultural
dimensions, work by Michael Bond convinced him that a fifth dimension
needed to be defined. Long-Term Orientation seemed to play an
important role in Asian countries that had been influenced by Confucian
philosophy over many thousands of years. Hofstede and Bond found
such countries shared these beliefs:

+ A stable society requires unequal relations.

+ The family is the prototype of all social organizations; consequently,
older people (parents) have more authority than younger people (and
men more than women).

+ Virtuous behavior to others means not treating them as one would
not like to be treated.

+ Virtuous behavior in work means trying to acquire skills and
education, working hard, and being frugal, patient, and persevering.

Western countries, by contrast, were more likely to promote equal
relationships, emphasize individualism, focus on treating others as you
would like to be treated, and find fulfillment through creativity and self-
actualization. When Hofstede and Bond developed a survey specifically
for Asia and reevaluated earlier data, they found that long-term
orientation cancelled out some of the effects of Masculinity/Femininity
and Uncertainty Avoidance. They concluded that Asian countries are
oriented to practice and the search for virtuous behavior while Western
countries are oriented to belief and the search for truth. Of the 23
countries compared, the following showed the most extreme values:

118 China (ranked 1)
80 Japan (4)
29 USA(17)

0 Pakistan (23)

Based on this definition, we believe high LTO countries would emphasize
the following aspects of user-interface design:

+ Content focused on practice and practical value

+ Relationships as a source of information and credibility

+ Patience in achieving results and goals

+ Low LTO countries would emphasize the contrary:

+ Content focused on truth and certainty of beliefs

* Rules as a source of information and credibility

+ Desire for immediate results and achievement of goals
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Examples of LTO differences on the Web can be illustrated by examining
versions of the same company’s Website from two countries with
different LT values (Figures 11 and 12). The Siemens Website
(www.siemens.co.de) from Germany (LT=31) shows a typical Western

corporate layout emphasizing crisp, clean functional design aimed at
achieving goals quickly.
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Figure 12. Low Long-term orientation: Website form Siemens Germany.
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The Chinese version from Beijing requires more patience to achieve
navigational and functional goals.
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Figure 13. High Long-Term Orientation. Website fromSiemens in China.
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Conclusions

Hofstede notes that some cultural relativism is necessary: it is difficult to
establish absolute criteria for what is noble and what is disgusting. There
is no escaping bias; all people develop cultural values based on their
environment and early training as children. Not everyone in a society fits
the cultural pattern precisely, but there is enough statistical regularity to
identify trends and tendencies. These trends and tendencies should not
be treated as defective or used to create negative stereotypes but
recognized as different patterns of values and thought. In a multi-cultural
world, it is necessary to cooperate to achieve practical goals without
requiring everyone to think, act, and believe identically.

This review of cultural dimensions raises many issues about Ul design,

especially for the Web. We have explored a number of design

differences through sample Websites but other, more strategic questions

remain. In crafting Websites and Web applications, the questions can be

narrow or broad:

+ How formal or rewarding should interaction be?

+  What will motivate different groups of people? Money? Fame?
Honor? Achievement?

+ How much conflict can people tolerate in content or style of
argumentation?

+ Should sincerity, harmony, or honesty be used to make appeals?

+ What role exists for personal opinion vs. group opinion?

+ How well are ambiguity and uncertainty avoidance received?

+  Will shame or guilt constrain negative behavior?

+ What role should community values play in individualist vs collectivist
cultures?

Other questions might relate to specific types of Websites:

+ Does the objective of distance learning change what can be learned
in individualist vs. collectivist cultures? Should these sites focus on
tradition? Skills? Expertise? Earning power?

+ How should online teachers or trainers act — as friends or gurus?

+ Would job sites differ for individualist vs. collectivist cultures?

+ Should there be different sites for men and women in different
cultures?

+ Would personal Webcams be OK or Not OK?

+ How much advertising hyperbole could be tolerated in a collective
culture focused on modesty?

+ Would an emphasis on truth as opposed to practice and virtue
require different types of procedural Websites for Western or Asian
audiences?
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Finally, if crosscultural theory becomes an accepted element of user-
interface design, then we need to change our current practices and
develop new tools. We need to make it feasible to develop multiple
versions of Websites in a cost-effective manner, perhaps through
templates or through specific versioning tools. As the Web continues to
develop globally, answering these questions, and exploring, then
exploiting, these dimensions of culture, will become a necessity and not
an option for successful theory and practice.
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Appendix B: URLs and Other Resources

Selected URLs from the list at http://www.AmandA.com.

ACM/SIGCHI Intercultural listserve: chi-intercultural@acm.org.
Moderator: Donald Day, d.day@acm.org.

African-American Websites: bet.com, netnoir.com, blackfamilies.com
Color: colortool.com

Cultural comparisons: culturebank.com

Digital divide: digitaldivide.gov, digitaldivide.org, digitaldividenetwork.org/
Indian culture: indiagov.org/culture/overview.htm

Internationalization resources: world-ready.com/r_intl.htm, world-
ready.com/biblio.htm

Internet statistics by language: euromktg.com/globstats/index.html,
world-ready.com/biblio.htm

Localization: http://www.lisa.org/home_sigs.html
Native-American-oriented Website: hanksville.org/NAresources/
Simplified English: userlab.com/SE.html

Women: wow.com, oxygen.com, chickclick.com

www.HCIBib.org//SIGCHI/Intercultural
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Appendix C: Hofstede’s Dimensions of
Culture Index Table

Hofstede, Geert, Cultures and Organizations: Software of the Mind:
Intercultural Cooperation and its Importance for Survival, McGraw Hill,
New York, 1991, ISBN:0-07-029307-4.

PDI Power distance Index

ubv Individualism Index

MAS Masculinity Index

UAI Uncertainty Avoidance Index
LTO Long-Term Orientation Index

PDI IDV MAS UAI LTO

rank score rank score rank score rank score rank score
Arab Countries 7 80 26/27 38 23 53 27 68
Argentina 35/36 49 22/23 46 20/21 56 10/15 86
Australia 41 36 2 90 16 61 37 51 15 31
Austria 53 11 18 55 2 79 24/25 70
Bangladesh 11 40
Belgium 20 65 8 75 22 54 5/6 94
Brazil 14 69 26/27 38 27 49 21/22 76 6 65
Canada 39 39 4/5 80 24 52 41/42 48 20 23
Chile 24/25 63 38 23 46 28 10/15 86
China 1 118
Columbia 17 67 49 13 11/12 64 20 80
Costa Rica 42/44 35 46 15 48/49 21 10/15 86
Denmark 51 18 9 74 50 16 51 23
East Africa 21/23 64 33/35 27 39 41 36 52
Ecuador 8/9 78 52 8 13/14 63 28 67
Finland 46 33 17 63 47 26 31/32 59
France 15/16 68 10/11 71 35/36 43 10/15 86
Germany FR 42/44 35 15 67 9/10 66 29 65 14 31
Great Britain 42/44 35 3 89 9/10 66 47/48 35 18 25
Greece 27/28 60 30 35 18/19 57 1 112
Guatemala 2/3 95 53 6 43 37 3 101
Hong Kong 15/16 68 37 25 18/19 57 49/50 29 2 96
India 10/11 77 21 48 20/21 56 45 40 7 61
Indonesia 8/9 78 47/48 14 30/31 46 41/42 48
Iran 29/30 58 24 41 35/36 43 31/32 59
Ireland 49 28 12 70 7/8 68 47/48 35
(Republic of)
Israel 52 13 19 54 29 47 19 81
Italy 34 50 7 76 4/5 70 23 75
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Jamaica 37 45 25 39 7/8 68 52 13
Japan 33 54 22/23 46 1 95 7 92 4 80
Malaysia 1 104 36 26 25/26 50 46 36
Mexico 5/6 81 32 30 6 69 18 82
Netherlands 40 38 4/5 80 51 14 35 53 10 44
New Zealand 50 22 6 79 17 58 39/40 49 16 30
Nigeria 22 16
Norway 47/48 31 13 69 52 8 38 50
Pakistan 32 55 47/48 14 25/26 50 24/25 70 23 0
Panama 2/3 95 51 11 34 44 10/15 86
Peru 21/23 64 45 16 37/38 42 9 87
Philippines 4 94 31 32 11/12 64 44 44 21 19
Poland 13 32
Portugal 24/25 63 33/35 27 45 31 2 104
Salvador 18/19 66 42 19 40 40 5/6 94
Singapore 13 74 39/41 20 28 48 53 8 9 48
South Africa 35/36 49 16 65 13/14 63 39/40 49
South Korea 27/28 60 43 18 41 39 16/17 85 5 75
Spain 31 57 20 51 37/38 42 10/15 86
Sweden 47/48 31 10/11 71 53 5 49/50 29 12 33
Switzerland 45 34 14 68 4/5 70 33 58
Taiwan 29/30 58 44 17 32/33 45 26 69 3 87
Thailand 21/23 64 39/41 20 44 34 30 64 8 56
Turkey 18/19 66 28 37 32/3 45 16/17 85
Uruguay 26 61 29 36 42 38 4 100
USA 38 40 1 91 15 62 43 46 17 29
Venezuela 5/6 81 50 12 3 73 21/22 76
West Africa 10/11 77 39/41 20 30/31 46 34 54
Yugoslavia 12 76 33/35 27 48/49 21 8 88
Zimbabwe 19 25
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Cultural vs. Corporate Global
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Abstract

Using examples from corporate Websites in several countries, this
analysis compares user-interface components (metaphors, mental
models, navigation, interaction, and appearance) with Hofstede’s cultural
dimensions (power distance, individualism-collectivism, gender roles,
uncertainty avoidance, and long-term time orientation). Several typical
patterns are observable.

1.0 Introduction

User-interface (Ul) design for Websites are cultural artifacts. A goal of
this paper is to analyze Websites in order to understand to what extent
the corporate designs seem to exhibit differences that relate to cultural
differences. We also wish to show to what extent Geert Hofstede’s
culture theory [Hofstede], which establishes five dimensions of culture, is
appropriate for such research. Hofstede’s dimensions (and ranges) are
the following: power-distance (PD) (high vs. low) focuses on the degree
of equality among people in the country's society; collectivism vs.
individualism (IDV) focuses on the degree to which the society reinforces
individual or collective, achievement or interpersonal, relationships;
femininity vs. masculinity (MAS) focuses on the degree to which the
society reinforces, or does not reinforce, the traditional masculine work
role model of male achievement, control, and power (vs. feminine
cultures in which the roles are more closely related); uncertainty
avoidance (UA) (high vs. low) focuses on the extent to which the
members of a society feel threatened by uncertain or unknown
situations; time orientation (long vs. short) (LTO) focuses on the degree
to which a society embraces, or does not embrace, long-term devotion to
traditional values (strongly related to Confucian societies). Combining
Hofstede’s five dimensions with five components of Ul design
(metaphors, mental model, navigation, interaction, and appearance)
[Marcus, 1997], one may examine 25 possible areas to evaluate how a
Website is localized.

2.0 Method

When combining the schemes of Hofstede’s cultural dimensions and
design components, a 5x5 matrix that allows for 25 fields of interest.

PD IDV MAS UA. LTO

Metaphor
Mental Model
Navigation
Interaction
Appearance
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An article by Marcus and Gould [Marcus and Gould, 2000] points out
possible implications of Hofstede’s dimensions for Ul components. To
find out if these assumptions match with “real life” is one goal of this
article: i.e., can examples be found in localized Websites? For this
analysis, the authors attempted to be generally inclusive under
constraints of time and chose reasonably complex, different “B2B” and
“B2C” Websites from three different continents (USA, Europe, and Asia),
as shown below. The exact circumstances of each Website design could
not be determined; however, we examine evidence from the sites
themselves.

us Europe Asia
Business | Sapient (S) Siemens (SIE) Hitachi (HIT)
Peoplesoft (PEO) SAP (SAP)
Consumer | McDonalds (McD) IKEA (IKE) Sony (SON)
Coca Cola (COC) Mercedes Mazda (MAZ)
(MER)

2.1 Key findings

The matrix below shows the Website examples studied. The
abbreviations stand for the companies and appear in the corresponding
positions of the above matrix. Note: examples do not appear in all of the
matrix cells.

PD IDV MAS UA LTO
ET SE B E
Metaphors aap
McD MeD IKE
MER
Mental Model AT .gm SE SE SIE SE
MEA
Navigation 5 SE S
MeD
Interaction Sk A
MeD
coc MER
3 3 SE
Appearance PED
MeD MeD
coC MER

3.0 Analysis of culture dimensions and Ul components

The following section discusses Hofstede’s culture dimensions and
within them user-interface components. For each component, visual
examples from the selected Websites appear to provide context and
clarification. Because of space limitations, we are not able to include all
the visual examples researched. (More will appear in a forthcoming
article [Marcus et al, 2003].)
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3.1 Power Distance

3.1.1 Metaphors: According to Hofstede, countries with a very high
power distance focus on expertise, authority, and/or experts. Applied to
the field of Ul design and working with the term “metaphor” one can
assume that visual metaphors in such high power distance countries
would show institutions, buildings or objects with a clear hierarchy. On
the Siemens Website we see the Netherlands (low power distance) uses
the eye-level portion of a person’s face as a metaphor for the home
“button”, whereas Malaysia (high power distance) uses a city’s skyline.
The Netherland’s picture is an “equal” (level) look into someone’s eyes
(see [Kress and van Leeuwen]); Malaysia’s skyline view shows official
buildings.

Table 1. Siemens Website: personal images vs. official buildings

Netherlands (low power Malaysia (high power distance)
j \\ /)» :
N N '@'\ N b

|
Metaphor for “Home”: the face /

the eyes of a person

Metaphor for “Home”: an official
building

3.1.2 Mental Model: Considering mental models, it seems likely that
countries with a high PD will prefer complex, highly organized, highly
categorized, highly populated structures and reference data with little or
no relevancy ranking. Countries with a low power distance will prefer
simpler, informally organized and categorized structures, with less
structured data with some or much relevancy. The Hitachi Website
shows a contact page in Canada (low power distance) that offers limited,
but well-structured contact data. The Hitachi Website in Singapore
(slightly higher power distance) offers much contact information on one
page. As opposed to the Canadian contact page, the information on the
Singaporean contact page is highly categorized.

3.1.3 Navigation: Regarding navigation through a Ul, and following
Hofstede’s dimension definition, we assume that low power distance
countries prefer open access, multiple options, and sharable paths;
whereas high power distance countries have a higher use of
authentication and passwords, and they prefer prescribed routes and
restricted choices. A Website of Sapient supports this assertion. The
careers frequently-asked questions (FAQ) page from the German
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Website (low power distance) offers a variety of possibilities about how to
apply for a job at Sapient. The same page within the Indian Website
(high power distance) describes only one very restricted way to apply:
the applicant must go through a standardized process by using the Web
job-search engine and applying via a Web form.

3.1.4 Interaction: Interaction in the field of Ul design refers to input and
output sequences, including feedback for the user, as well as larger-
scale behavioral aspects. The Coca Cola Website provides a good
example that feedback in low power distance countries can mean
“supportive error messages”, whereas feedback in high power distance
countries contains severe error messages. When one tries to login to the
members’ section on the Denmark site and types in an incorrect
password, the error message is very polite (using words like
“unfortunately..., please...”), tries to give an overview of what went
wrong, and offers possible solutions by telling the user what to do.
Exactly the contrary is true for the Malaysian feedback after a failed
login: The expression “Bzzzzt!” seems not polite and does not explain
what went wrong. The actual error message “wrong password!” seems
more like a stern scolding, and the phrase “now for your next attempt...”
does not guide the user to a possible solution.

3.1.3 Appearance: Applying Hofstede’s research to visual appearance, we
assume that countries with low PD prefer Websites that use “normal”
people or groups; show daily activities; use popular music, symbols, type-
faces, layouts, and colors; and employ informal speech. Countries with
high power distance might use images of leaders, national, corporate, and
government themes, slogans, insignia, logos, symbols, typefaces, layouts,
and colors; official music or anthems; and formal speech. We can find sup-
porting examples for this assertion on the PeopleSoft and Siemens
Websites. A very strong supporting example can be found by comparing
the Italian localization of Siemens with the Singaporean. The image used
as a Home button in the upper-left corner shows a man and a woman in
the Italian version, whereas the Singaporean Website uses the picture of
an official monument surrounded by Singaporean skyscrapers.

Table 2. Siemens Website: people vs. leaders

Singapore (PD 74)

i 4 E

Global Network

Global network | Prad
of Innovation of innovation
Images of people Images of leaders, official
Websites

© Copyright 2000 by Aaron Marcus and Associates, Inc. Page 5

AN A PulO ArAW AR TN A2REARNAA AAn



AM+A

Cultural vs. Corporate Global
Web User-Interface Design

3.2 Collectivism vs. Individualism

3.2.1 Metaphors: Applying Hofstede’s theory, we assume metaphors
used in collectivist countries might be relationship-oriented and content-
oriented, whereas those in individualist countries might be action- or tool-
oriented. Comparing Brazil’s (collectivist) corporate McDonalds Website
with the US (individualist), we see much more individualism in the US.
We see the image of a single individual (one man) who represents the
company. On the Brazilian Website we see a mixture of group images to
represent the company.

Table 3. McDonalds Website: focusing on groups vs. focusing on individuals

Brazil (collectivist) United States (individualist)

i\

Images of groups an Images of a single person to

o.rgar:!zatlck)]ns thait Shf‘)l\ljlldD I visualize the “Corporate” section
visualize the section “McDonalds of McDonalds USA.

in Brazil”

3.2.2 Mental Model: When considering the mental model of individualist
countries, we assume the individual is the most important part in such a
model. Individualist countries therefore might use very product- or task-
oriented mental models in which personal achievement is maximized,
whereas collectivist countries might emphasize role-oriented models
underplaying personal achievement. For individualist and collectivist
approaches within text, we show an example of the PeopleSoft Website.
Comparing the Singaporean (collectivist) and the German (individualist)
“About PeopleSoft” sections, we find a significant difference regarding
emphasizing personal achievement. Singapore’s Website speaks about
the role the company plays in the world’s economy, mentions the
employees and partners, and talks about how PeopleSoft can help its
customers. The German Website simply mentions the company’s
founding date and location, and it emphasizes the CEO, who is
mentioned by name.

3.3 Femininity vs. Masculinity

3.3.1 Metaphors: Comparing the Finnish (feminine) with the Austrian
(masculine) McDonalds Website, we find a metaphor on the front page
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that supports the idea that feminine countries focus on family and
shopping, whereas masculine countries prefer sports and competition.

3.3.2 Mental Model: Applying Hofstede’s assumptions about femininity
and masculinity to the component of mental models, we assume we shall
find social structures in feminine countries and work/business structures
in masculine countries. We also might expect detailed views and
relationship-oriented approaches in feminine countries, whereas we
might find high-level, “executive views” and goal-oriented approaches in
masculine countries. The Siemens Website supports this assertion:
Whereas the Norwegian (feminine) careers page focuses on social
structures and is very relationship-oriented (the main sections are
entitled “What we are looking for” and “What we can offer”), the Austrian
page (masculine) emphasizes the quality of the company and advanced
education possibilities for employees, which seems goal oriented.

3.3.3 Navigation: The contact page of the Siemens Website offers
multiple choices in Sweden (feminine) but only one possibility to contact
the local company in Japan (masculine). This example supports the
assertion that feminine countries would prefer multiple choices, multi-
tasking, and polychronic approaches, whereas masculine countries
would prefer limited choices and synchronic approaches.

3.3.4 Interaction: Regarding interaction, we assume high masculinity
countries prefer game-oriented, mastery-, and individual-oriented
approaches. In countries emphasizing gender differentiation and
competitiveness less, we expect these approaches less and more
practical, function-oriented approaches. The McDonalds Website is an
example that supports this assertion: The Swedish (feminine) Website
focuses on the client service by providing many ways to get into direct
contact with the company. On the Austrian (masculine) Website, it is
much easier to find the fun and games section than contact information.
The fun section contains technical content such as screensavers and
wallpapers, a link to send an e-card, and a score-based game. A client-
service section is not available on the Austrian Website.

3.3.5 Appearance: In countries with a feminine index, we expect
harmonious colors and shapes. Among three examples found, we
present a study of the Mercedes-Benz Website: Although the Mercedes-
Benz Website is very similar in all the localized Websites, we find a major
difference in the design for Sweden (feminine) and Germany
(masculine). The visual design approach from Sweden uses softer edges
and shapes than the German approach. The German layout focuses
more on clear structure and avoids cuteness.
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3.4 Uncertainty Avoidance

3.4.1 Metaphors: Applying Hofstede’s theory about uncertainty
avoidance to the Ul component of metaphors, we assume countries with
low uncertainty avoidance would not shun, and might even prefer, novel,
unusual references and abstraction, whereas cultures with a high
amount of uncertainty avoidance would ask for familiar, stable, and clear
references to daily life and for representation instead of abstraction.
IKEA is a European furniture store that is known for its casual, easy-
going advertisement style and its low prices. The Swedish (low
uncertainty avoidance) Website uses the slogan “Nothing is impossible”
which is quite ambiguous. The French (high uncertainty avoidance)
Website uses the very specific slogan “Design at [a] small [low] price”.
We find a similar situation at the Sapient Website: All Websites localized
for countries with a low uncertainty avoidance value (according to
Hofstede’s values, under 65) use the slogan “MAKING TECHNOLOGY
MATTER?”, which is not very specific. ltaly and Japan score high on the
uncertainty avoidence scale and use the more precise text “DESIGNING
TECHNOLOGY HUMANS CAN USE”.

The same pattern holds not only for textual elements but for imagery:
When comparing the British (low uncertainty avoidance) and the Belgian
(high uncertainty avoidance) Websites, we find pictures that act as
metaphors. The UK Website shows a very dynamic photo of
unidentifiable technical objects and the slogan “Welcome to SIEMENS in
the UK,” i.e., an abstract representation of the company. The Belgian
Website shows varied pictures of daily life, which act as representations.

Table 4. Siemens Website: abstraction vs. representation

United Kingdom (low unc. Belgium (high uncertainy

Familiar, clear references to
abstractions daily life, representations

3.4.2 Mental Model and Navigation: Considering the mental model, we
expect tolerance for ambiguousness, implicit structures or relations,
complexity, and fuzzy logic in countries with low UA. Conversely, we
expect simple, explicit, clear articulation; limited choices; and binary logic
in countries with high UA. Because the components of mental model and
navigation are closely related (structure and process), they are
considered together and are impacted similarly as in the previous
description. Both Switzerland and Belgium are multilingual countries.
When a user enters the Siemens Website of Switzerland (low UA), it is
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possible for her/him to choose among the languages, but it is also
possible to access directly several links. The Belgian Website offers a
more binary logic: a user always must decide at the beginning in which
language s/he wants to explore the Website. Not until this is done can
s/he navigate deeper into the mental model of the Website.

Table 5. Siemens Website: variety vs. consistency.

United Kingdom (low unc.avoid.) | Belgium (high uncertainty
avoidance)

\ , 7 7
Ambiguous, varied imagery Simple, clear, consistent im

=
agery

3.4.4 Appearance: Considering the Ul component of appearance, we
assume low uncertainty avoidance countries may expect tolerance for
more perceptual characteristics involved in purely ornamental or
aesthetic use and less redundant coding of perceptual cues. Countries
with a high uncertainty avoidance may prefer simple, clear, and
consistent imagery, terminology, and sounds. The users may expect
highly redundant coding of perceptual cues. Again, we can find an
example corroborating these assertions by comparing the Belgium (high
uncertainty avoidance) with the UK (low uncertainty avoidance). At the
Siemens Website, the imagery is much more consistent and redundant
on the Belgian Website than on the British Website.

3.5 Long-Term Time Orientation

3.5.1 Mental Model: Hofstede’s theory seems to imply that long-term
time-oriented countries would more actively pursue the long-term
perspective. The following example shows the difference in mental model
concerning long-term time orientation: Pakistan (short time orientation)
mentions in a text on the Siemens Website the size and locations of the
company. China (long time orientation) focuses on the long-lasting
history of the company.

3.5.2 Interaction: Regarding interaction in short-term time oriented
countries we assume that distance communication is accepted as more
efficient; and, therefore, anonymous messages are tolerated more.
Inhabitants of long-term time oriented countries may prefer face-to-face
communication, harmony, and, to achieve that harmony, personalized
messages. We can find an example of this pattern at the Hitachi
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Website. The US (short-term time orientation) Website offers a contact
page on which the user can find only a Web form to place a message. At
the Singaporean (long-term time orientation) Website, we find a Web
form as well as personal contact information. The personal information is
at the top of the page, so it seems more likely that the user selects this
personal form of communication.

3.5.3 Appearance: Short-term time-oriented countries seem more likely
to focus on achieving goals quickly; hence, they might tend to show
fewer things, avoid overly ornamented imagery, and focus on achieving
practical goals. Long-term time oriented countries might do just the
opposite. Siemens shows the use of imagery in both long- and short-
term time-oriented countries. China (long-term time orientation) uses
warm, fuzzy images and pictures of groups, whereas Pakistan (short-
term time orientation) concentrates on showing tasks or products.

Table 6. Siemens Website: task-oriented vs. group-oriented.

Pakistan (shortest-term time China (longest-term time
orient.) orientation)
N /LS ¢

o

) T == -

Warm, fuzzy images, pictures of
groups

Concentration on showing tasks
or products

4.0 Visual syntax patterns

The previous analysis concentrated on specific cultural dimensions and,
within each, the likely characteristics of Ul components. It is also
possible to examine broader patterns of visual syntax, for example,
layout. We compared images found on home pages of Websites of
Siemens and PeopleSoft, and we present observations for the dimension
of power distance.

Considering power distance, the following patterns are noticeable:

1.Websites that do not put a picture on the front page come from low
power-distance value countries.

2.The eight countries with the highest power distance value show a
picture of a man on their Websites.
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Table 7. PeopleSoft Website: Front page imagery in order of power distance.

low PD noimage of
people
noimage of
people
noimage of
people
noimage of
people
C’Q
high PO
Danmark (1) Great Britain (35) Jopan (54 Columbia (87) Mexico (81)
Neww Zemband (22) Gearmany FA (35) Spain (57 Franca () Vanezusk (81)
Irekanel (28 Australia (36) Taiwan (38 Hong Kang (58) Philippines (84
Narway [31) Nestherk ks [38) Uruguay (81) Brazil (5) Guatsmala [35)
Swecksn [31) Canada (35) Chile (53 Singapors (74 Panama [35)
Finkand (23] UISA [43) Paru (5.4 Il (77 Makysia (104
Costa Aica (35) Argantina | 4 Thailand (84 Ecumdor (78)
by Balgium (H5) Indonesia (7)

5.0 Conclusion

In this exploration of Websites, we discovered that our matrix-oriented
method helps to organize and analyze data collection. Initial
observations suggest that cultural habits run deeply and operate even
under constraints of global design specifications. In high individualistic
and low power-distance countries, variations from standard practice
seem likely to be most frequently observed.

We point out that presenting the examples cited, while useful to illustrate
patterns, does not necessarily mean that, ipso facto, any particular
pattern is the right way to design or revise a Ul for a particular application
or culture. The designer must take both context and culture into account.
In addition, the Ul designer also might consider how these patterns may
influence cultures and design conventions, which undergo a continuous
process of change.

One likely result of such research is a “culturebase” with specific
conditions and predictable results that would inform a content
management system (CMS). However, to draw specific conclusions and
to use them in a CMS, more data are needed. This research method
seems useful and productive. Further research could produce
quantitative and qualitative results that may feed culture-localization
templates and tools.
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Introduction: What is the ROI of
Usability?

Making computer-based products (and services) more usable is smart
business. Usability increases customer satisfaction and productivity,
leads to customer trust and loyalty, and inevitably results in tangible cost
savings and profitability. Because user-interface (Ul) development is
part of a product’s development cost anyway, it pays to do it right.

Most software and Website development managers view usability costs
as added effort and expense, but the reverse is more commonly true.
Because the first 10% of the design process, when key system-design
decisions are made, can determine 90% of a product’s cost and
performance, usability techniques help keep the product aligned with
company goals (Smith & Reinersten). Usability returns many benefits
(return on investment, or ROI) to products developed for either internal
use or sale (Bias & Mayhew, 1994):

Internal ROI

+ Increased user productivity

+ Decreased user errors

+ Decreased training costs

+ Savings gained from making changes earlier in design life cycle
+ Decreased user support

External ROI
* Increased sales
+ Decreased customer support costs
+ Savings gained from making changes earlier in the design life cycle
+ Reduced cost of providing training (if training is offered through
the vendor company (Bias & Mayhew, 1994)

Usability also plays a role in the public’s perception of a company,
affecting brand value and market share. About 15% (Nielsen, 1993) of
the space in reviews published in trade magazines, journals, and
national newspapers is devoted to user friendliness or usability. Media
giants such as The New York Times, the Financial Times, and the Wall
Street Journal publish weekly columns that evaluate software (Bias &
Mayhew, 1994). Info World devotes between 18% and 30% of its
software review articles to ease of learning, ease of use, and quality of
documentation (Nielsen, 1993).

Usability can also effect the financial health and public perception of a
company in less obvious ways. Many companies do not understand the
issues users have with their products. Problems caused by these
oversights have led to manufacturers being found liable for defective
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designs. To their regret, the courtroom evaluation of a product’s usability
was often the first time that manufacturers were exposed to human
factors engineering (Bias & Mayhew, 1994).

Now that we have introduced some terms and concepts, let’s look at the
evidence of ROI for usability in user-interface design.
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How can We “Prove” the ROI?
Some Examples and Statistics

Having stated the basic benefits of usability, let’s examine the evidence
for a positive ROI. We list below key usability benefits, then define
appropriate value propositions. For each of these value propositions, we
present examples from the literature that help to interpret the cost of
usability challenges and/or we cite statistics. While a cost-benefit
analysis for every circumstance does not exist, these “proofs” of
applying usability in user interfaces predict likely quantifiable benefits or
ROL.

Overall Value of Implementing Ul Practices

Because there have been many well-documented examples of cost
savings with usability engineering, sound statistics can be applied
generally to user-interface development. These statistics serve as
benchmarks.

Value proposition: High return on savings and product usability
Some statistics

“The rule of thumb in many usability-aware organizations is that the
cost-benefit ratio for usability is $1:$10-$100. Once a system is in
development, correcting a problem costs 10 times as much as fixing the
same problem in design. If the system has been released, it costs 100
times as much relative to fixing in design.” (Gilb, 1988)

“The average user interface has some 40 flaws. Correcting the easiest
20 of these yields an average improvement in usability of 50%. The big
win, however, occurs when usability is factored in from the beginning.
This can yield efficiency improvements of over 700%.” (Landauer, 1995)

Development: Reduce Costs

Usability engineering is most effective at the beginning of the product
development cycle, especially if it is part of quality functional deployment
(QFD), a process used for structuring the development process through
a primary focus on customer requirements. Through QFD, reducing
development time by one-third to one-half is possible (Scerbo, Bosert,
1991). For example, for new products there is no investment in any
particular design, and numerous possibilities can be explored at
relatively little cost (Bias & Mayhew, 1994) (see Figure 1). Applying
human factors in the initial design can greatly reduce extensive
redesign, maintenance, and customer support, which can substantially
eat away profits.
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Figure 1. The number of possible designs decreases as the cost to make changes
increases. (Bias & Mayhew, 1994, p. 80)

Short-term benefits can accumulate during product development and
long-term benefits during product release. Customers directly benefit by
usability improvements by increases in ease of use, ease of learning,
user satisfaction, and user productivity. At the same time, decreases
occur in the number of “user” errors, costs for training and support, and
maintenance. Taking proactive measures in usability and quality during
the initial production stages can produce a cost saving rippling effect.

Value proposition: Save development costs

Some Examples

“Savings from earlier vs. later changes: Changes cost less when made
earlier in the development life cycle. Twenty changes in a project, at 32
hours per change and [a minimal] hourly rate of $35, would cost
$22,400. Reducing this to 8 hours per change would reduce the cost to
$5,600. Savings = $16,800.” (Human Factors International, 2001)

“A financial services company had to scrap an application it had
developed, when, shortly before implementation, developers doing a
User Acceptance test found a fatal flaw in their assumptions about how
data would be entered. By this time, it was too late to change the
underlying structure, and the application never implemented.” (Dray,
1995)

Some Statistics

“When managers were polled regarding the reasons for the inaccurate
cost estimates, the top four reasons were issues that could have been
addressed by following best practices in usability engineering. These
include frequent requests for changes by users, overlooked tasks, users’
lack of understanding of their own requirements, and insufficient
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communication and understanding between users and analysts.”
(Barker, 2000)

“A study of software engineering cost estimates showed that 63% of
large software projects significantly overran their estimates (Nielsen,
1993). When asked to explain their inaccurate cost estimates, software
managers cited 24 different reasons and, interestingly, the four reasons
rated as having the highest responsibility were related to usability
engineering. Proper usability engineering methodology will prevent most
such problems and thus substantially reduce cost overruns in software
projects.” (Nielsen, 1993)

Value proposition: Save development time

Some Examples

“Usability techniques allowed a high-tech company to reduce the time
spent on one tedious development task by 40% (Bias & Mayhew, 1994).
At another company, usability techniques helped cut development time
by 33-50%.” (Bosert, 1991)

Some Statistics

“Conklin (1991) states that speeding up development is a key goal for
integrating usability effectively into product development and that a one-
quarter delay in bringing a product to market may result in the loss of
50% of the product’s profit.” (Bias & Mayhew, 1994)

“Increased revenues accrue due to the increased marketability of a
product with demonstrated usability, increased end-user productivity,
and lower training costs. Conklin (1991) states that another usability
goal is speeding up market introduction and acceptance by using
usability data to improve marketing literature, reach market influencers
and early adopters, and demonstrate the product’s usability and reduced
training cost.” (Bias & Mayhew, 1994)

Value proposition: Reduce maintenance costs

An Example

“[Usability engineering techniques] are quite effective at detecting
usability problems early in the development cycle, when they are easiest
and least costly to fix. By correcting usability problems in the design
phase, American Airlines reduced the cost of those fixes by 60-90%.”
(Bias & Mayhew, 1994)

Some Statistics

“One [well-known] study found that 80 percent of software life-cycle
costs occur during the maintenance phase. Most maintenance costs are
associated with “unmet or unforeseen” user requirements and other
usability problems.” (Pressman, 1992)
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“Martin and McClure found that $20-30 billion was spent worldwide on
maintenance. Studying backlogs of maintenance work shows that an
“invisible” backlog is 167% the size of the declared backlog. Anonymous
case study data show that internal development organizations are
spending the majority of their resources on maintenance activities and
thus cannot initiate development of strategic new systems.” (Martin &
McClure, 1983)

Value proposition: Save redesign costs
An Example

“Sun Microsystems has shown how spending about $20,000 could yield
a savings of $152 million dollars. Each and every dollar invested could
return $7,500 in savings.” (Rhodes, 2000)

Sales: Increase Revenue

Usable products lead to substantial cost savings and sales. Unusable
products most often prevent a customer from accomplishing a
productivity task or retrieving information necessary to make an e-
commerce purchase. Online shoppers spend most of their time and
money at Websites with the best usability (Nielsen, 1998). Good
navigation and Website design make it easier for users to find what
they’re looking for and to buy it once they’ve found it (Donahue, 2001).
Because there are so many poorly designed Websites, when customers
find one that “works”, they tend to do repeat business and gain trust in
the organization.

Usable products also lead to good product reviews. Publications devote
space just to this one factor, and good reviews lead to increased sales.

Value proposition: Increase transactions/purchases
Some Statistics

“You can increase sales on your site as much as 225% by providing
sufficient product information to your customers at the right time. In our
recent research, we found that the design of product lists directly
affected sales. On sites that did not require shoppers to bounce back-
and-forth between the list and individual product pages, visitors added
more products to their shopping cart and had a more positive opinion of
the site. By understanding your customer expectations and needs, and
designing your product lists accordingly, you can significantly increase
your sales.” (User Interface Engineering, 2001)

“One study estimated that improving the customer experience increases
the number of buyers by 40% and increase order size by 10%.”
(Creative Good, 2000)

Value proposition: Increase product sales
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Some Examples

“Wixon & Jones did a case study of a usability-engineered software
product that increased revenue by more than 80% over the first release
of the product (built without usability work) (Wixon). The revenues of the
usability-enhanced system were 60% higher than projected. Many
customers cited usability as a key factor in buying the new system.”
(Bias & Mayhew, 1994)

“After move.com completed the redesign of the home “search” and
“contact an agent” features based on a Ul consulting firm's
recommendations, users ability to find a home increased from 62% to
98%, sales lead generation to real estate agents increased over 150%,
and [move.com’s] ability to sell advertising space on move.com
improved significantly.” (Vividence, 2001)

Some Statistics

“The magnitude of usability improvements is usually large. This is not a
matter of increasing use by a few percent. It is common for usability
efforts to result in a hundred percent or more increase in traffic or sales.
(Nielsen, July 1999)

“Convoluted e-commerce sites can lose up to half of their potential sales
if customers can't find merchandise, according to Forrester Research,
Inc.” (Kalin, 1999)

Value proposition: Increase traffic (size of audience)
Some Examples

“IBM’s Web presence has traditionally been made up of a difficult-to-
navigate labyrinth of disparate subsites, but a redesign made it more
cohesive and user-friendly. According to IBM, the massive redesign
effort quickly paid dividends. The company said in the month after the
February 1999 re-launch that traffic to the Shop IBM online store
increased 120 percent, and sales went up 400 percent.” (Battey, 1999)

“At HomePortfolio.com we monitored site traffic, observed consumers in
usability studies and worked with internal business groups. This helped
us make changes that made the site's purpose clearer and increased
transaction rates measurably. The change increased the traffic up 129%
the week we put it up.” (Interaction Design, Inc., 2001)

Value proposition: Retain customers (frequency of use)
Some Statistics

“More than 83 percent of Internet users are likely to leave a Web site if
they feel they have to make too many clicks to find what they’re looking
for, according to Andersen’s latest Internet survey.” (Arthur Andersen,
2001)
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“A bad design can cost a Web site 40 percent of repeat traffic. A good
design can keep them coming back. A few tests can make the
difference.” (Kalin, 1999)

Value proposition: Attract more customers (increase appeal)

An Example

“Staples.com determined that the key to online success and increased
market share was to make its e-commerce site as usable as possible.
Staples.com spent hundreds of hours evaluating users' work
environments, decision-support needs, and tendencies when browsing
and buying office products and small business services through the
Web. Methods included data gathering, heuristic evaluations, and
usability testing. [They achieved these results]:

67% more repeat customers

31-45% reduced drop-off rates

10% better shopping experience

80% increased traffic

Increased revenue” (Human Factors International, 2001)

A Statistic

“In a 1999 study of Web users, respondents were asked to list the five
most important reasons to shop on the Web. Even though low prices
definitely do attract customers, pricing was only the third-most important
issue for respondents. Most of the answers were related to making it
easy, pleasant, and efficient to buy. The top reason was “Easy to place
an order” by 83% of the respondents.” (Nielson, February 1999)

Value Proposition: Increase market share (competitive edge)

An Example

"Usability is one of our secret weapons." The secret weapon appears to
be working. Schwab's main Website for U.S. investors,
www.schwab.com, handles more than $7 billion in securities
transactions a week, with more than 2 million active customer accounts
holding $174 billion in assets. With those numbers, one might wonder
why Schwab would need to make any changes to its Web site at all. But
Schwab knows it cannot afford to coast; as more and more newcomers
get online, and the competition for their dollars increases, more e-
commerce sites are making ease of use a differentiator. "A year ago, it
was a rush to put up applications and functionality," Thompson says.
"lt's now a rush to be useful." (Kalin, 1999)

Some Statistics

“The importance of having a competitive edge in usability may be even
more pronounced for e-commerce sites. Such sites commonly drive
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away nearly half of repeat business by not making it easy for visitors to
find the information they need (Manning). The repeat customers are
most valuable: new users at one e-commerce site studied spent an
average of $127 per purchase, while repeat users spent almost twice as
much, with an average of $251.” (Nielsen, August 1, 1997).

Use: Improve effectiveness

User-centered design benefits users, the users’ company, and the
vendor company. Increased usability increases productivity and job
satisfaction while decreasing customer support needs and
documentation requirements. When users feel more effective with their
work, rates of absenteeism and employee turnover are lowered. All of
these benefits are in alignment with fulfilling successful business goals.

Value proposition: Increase success rate, reduce user error

Some Examples

“One study at NCR showed a 25% increase in throughput with an
additional 25% decrease in errors resulting from redesign of screens to
follow basic principles of good design.” (Gallaway, 1981)

“On Disney.com, for example, when UIE asked users to find the hotel
closest to the monorail at Disney World, about 20 percent became lost
in Disneyland and didn’t even know it. ‘If one in five people who came to
the theme parks got lost,” Spool says, ‘Disney would fix it.” Disney
Online's Senior Vice President and General Manager Ken Goldstein
notes that Disney Online is already committed to developing an easy-to-
use Internet design. While Disney Online did not have anything to do
with Spool's tests, Goldstein is interested in his findings. ‘As the next
generation of Disney.com evolves,’ Goldstein says, ‘we will continue to
respond to customer input through our own usability testing.” (Kalin,
1999)

Some Statistics

“A study from Zona Research found that 62% of Web shoppers have
given up looking for the item they wanted to buy online (and 20% had
given up more than three times during a two-month period).” (Nielsen,
October 1998)

“In Jared Spool's study of 15 large commercial sites, users could only
find information 42% of the time even though they were taken to the
correct home page before they were given the test tasks.” (Nielsen,
October 1998)

Value Proposition: Increase efficiency/productivity (reduce time to
complete task)

Some Examples
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“With its origins in human factors, usability engineering has had
considerable success improving productivity in IT organizations. For
instance, a major computer company spent $20,700 on usability work to
improve the sign-on procedure in a system used by several thousand
people. The resulting productivity improvement saved the company
$41,700 the first day the system was used. On a system used by over
100,000 people, for a usability outlay of $68,000, the same company
recognized a benefit of $6,800,000 within the first year of the system’s
implementation. This is a cost-benefit ratio of $1:$100.” (Bias & Mayhew,
1994)

“To build a model intranet, Bay Networks spent $3 million and two years
studying the different ways people think about the same thing. The
result: all think alike about the $10 million saved each year.” (Fabris,
1999)

Some Statistics

“Inadequate use of usability engineering methods in software
development projects have been estimated to cost the US economy
about $30 billion per year in lost productivity (see Tom Landauers’
excellent book The Trouble with Computers). By my estimates, bad
intranet Web design will cost $50-100 billion per year in lost employee
productivity in 2001 ($50B is the conservative estimate; $100B is the
median estimate; you don't want to hear the worst-case estimate!). Bad
design on the open Internet will cost a few billion more, though much of
this loss may not show up in gross national products, since it will happen
during users' time away from the office.” (Nielsen, August 28, 1997)

“On a corporate intranet, poor usability means poor employee
productivity; usability guru Jakob Nielsen estimates that any investment
in making an intranet easier to use can pay off by a factor of 10 or more,
especially at large companies.” (Kalin, 1999)

Value Proposition: Increase user satisfaction

An Example

“One airline’s IFE (In-flight Entertainment System) was so frustrating for
the flight attendants to use that many of them were bidding to fly shorter,
local routes to avoid having to learn and use the difficult systems. The
time-honored airline route-bidding process is based on seniority. Those
same long-distance routes have always been considered the most
desirable. For flight attendants to bid for flights from Denver to Dallas
just to avoid the IFE indicated a serious morale problem.” (Cooper,
1999)

A Statistic

“When systems match user needs, satisfaction often improves
dramatically. In a 1992 Gartner Group study, usability methods raised
user satisfaction ratings for a system by 40%.” (Bias & Mayhew, 1994)
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Value Proposition: Increase job satisfaction/decrease job turnover

An Example

“Humantech, Inc., studied ergonomic office environments and
productivity for 4000 managerial, technical, and clerical workers in a
broad cross-section of North American industries. Surveys showed that
video display terminal workers had twice as many complaints of neck
and shoulder discomfort, eye strain was reported three times as often,
and there were higher rates of absenteeism less job satisfaction, and
increased (30%) turnover.” (Schneider, 1985)

Value Proposition: Increase ease of use
A Statistic

“Incorporating ease of use into your products actually saves money.
Reports have show it is far more economical to consider user needs in
the early stages of design, than it is to solve them later. For example, in
Software Engineering: A Practitioner’s Approach, author Robert
Pressman shows that for every dollar spent to resolve a problem during
product design, $10 would be spent on the same problem during
development, and multiply to $100 or more if the problem had to be
solved after the product's release.” (IBM, 2001)

Value Proposition: Increase ease of learning
A Statistic

“A study by Computer + Software News (1986) found that users rated
ease of use second at 6.8 out of 10, while ease of learning was rated
fourth at 6.4 on a scale of important purchase factors.” (Bias & Mayhew,
1994)

Value Proposition: Increase trust in systems

An Example

“User trials were used to redesign the EuroClix Website before its
launch. In its first six months, it convinced more than 30,000 users to
sign up. This study clearly shows that consumers’ trust concerns can
significantly be alleviated by providing relevant information when and
where users need it.” (Egger & de Groot, 2000)

Value Proposition: Decrease support costs

Some Examples

“At Microsoft several years ago, Word for Windows’s print merge feature
was generating a lot of lengthy (average = 45 minutes) support calls. As
a result of usability testing and other techniques, the user interface for
the feature was adjusted. In the next release, support calls ‘dropped
dramatically’; Microsoft recognized ‘significant cost savings.” (Bias &
Mayhew, 1994)
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“A certain printer manufacturer released a printer driver that many users
had difficulty installing. Over 50,000 users called support for assistance,
at a cost to the company of nearly $500,000 a month. To correct the
situation, the manufacturer sent out letters of apology and patch
diskettes (at a cost of $3 each) to users; they ended up spending
$900,000 on the problem. No user testing of the driver was conducted
before its release. The problem could have been identified and
corrected at a fraction of the cost if the product had been subjected to
even the simplest of usability testing.” wrote the researcher.” (Bias &
Mayhew, 1994)

Value Proposition: Reduce training/documentation cost

Some Examples

“In another company, business representatives did a cost-benefit
analysis for a new system and estimated that a well-designed GUI front
end had an Internal Rate of Return of 32%. This was realized through a
35% reduction in training, a 30% reduction in supervisory time, and
improved productivity, among other things.” (Dray & Karat, 1994)

“At one company, end-user training for a usability-engineered internal
system was one hour compared to a full week of training for a similar
system that had no usability work. Usability engineering allowed another
company to eliminate training and save $140,000. As a result of usability
improvements at AT&T, the company saved $2,500,000 in training
expenses.” (Bias & Mayhew, 1994)

A Statistic

“A study by Computer + Software News (1986) found that information
systems managers rated ease of training seventh (out of 10) on a scale
of important purchase factors.” (Bias & Mayhew, 1994)

Other ROI Factors

Since the early 1960s, issues related to product safety have led to pro-
plaintiff legal precedents in US courts. If a manufacturer has not
included usability factors into their product, then it is usually found liable.
If a manufacturer has assimilated human factors engineering into its
development process, claims on the grounds of usability may be greatly
reduced.

Value proposition: Litigation deterrence and safety
Some Examples

“Although software makers don’t seem liable to the same sorts of
litigation as, for example, a manufacturer of medical equipment, poor
usability may be an element in lawsuits. For example, the Standish
Group reported that American Airlines sued Budget Rent-A-Car, Marriott
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Corporation, and Hilton Hotels after the failure of a $165 million car
rental and hotel reservation system project. Among the major causes of
the project’s disintegration were “an incomplete statement of
requirements, lack of user involvement, and constant changing of
requirements and specifications,” all issues directly within usability’s
purview.” (Standish, 1995)

“Poor usability is a potential element in lawsuits and other litigation. The
US government’s recent case against Microsoft hinged on a usability
question: Are users well-served when the browser and operating system
are closely integrated?” (Donahue, 2001)

A Statistic

“Chapanis cites two independent studies that showed a 54% reduction
in rear-end accidents with the use of human factors improvement: the
centered high-mount brake light on autos.” (Chapanis, 1991)

© Copyright 2002 by AM+A. www.AMandA.com This document is proprietary. Page 14

AN A DANALi#ADAnAr N4 AnenNA Ann



AM A Return on Investment for Ul Design and Usability
+ Conclusion

Conclusion

The benefits of usability engineering can be achieved throughout the life
of a product. By applying usability techniques to the production process,
developers can make them more efficient, which, in turn, can uniquely
benefit the product’s life cycle. Efficient development methods can result
in a faster release date allowing manufacturers to unveil their products
to the market prior to a competitor’s. A user-centered product can garner
positive media reviews leading to increased sales. An effective, user-
friendly user interface can increase customer ease of learning, ease of
use, job satisfaction, and trust in the product.

Each product will require individual usability tasks. Developers should
determine appropriate techniques for user-interface development prior
to a project to obtain the optimum results to facilitate cost-analysis
projections. Because competing groups are constantly seeking budget
resources, it is crucial to identify the cost justifications of usability
engineering. Usability advocates must present a solid business case to
business managers who will be looking at the company’s bottom line.

Customers are constantly becoming more reliant on technical tools. As
these tools are upgraded, there is usually an increase in information,
functionality, and complexity that they must learn. Usability becomes
ever more critical. Because most users of software and the Web are
non-technical, making it easier and simpler to accomplish goals is
imperative. Regardless of the activity, whether performance tasks or
vendor purchases, the user must be the center of the design process.

Cost-benefit analyses consistently show healthy returns on the dollars
invested in usability. As more companies understand the significant
benefits of usability and do careful cost-justification, usability techniques
will become standard.

There are many challenges ahead for planners, analysts, marketers,
engineers (implementers), designers, and trainers. For example, it is
worthwhile to know the best techniques for communicating ROI benefits
in differing contexts and marketing/sales situations. Also, knowing the
best techniques to achieve specific kinds of benefits is important. Some
of this information is discussed in the literature, but not easily available
to those who need to know.

The goal of this article has been to make available an initial useful
compendium of information about the ROI of usability. Let us know what
you need next.
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The following table provides a quick reference to the usability statistics
for the value propositions cited in this article. Some entries have only
examples and not statistics.

High return on savings and product usability

“Once a system is in development, correcting a problem costs 10 times as much as
fixing the same problem in design. If the system has been released, it costs 100
times as much relative to fixing in design.” (Gilb, 1998)

Development: Reduce Costs

Save development costs

“Approximately 63% of large software projects are over budget and the top four
reasons rated as having the highest responsibility were related to usability
engineering.” (Nielsen, 1993)

Save development time

“Speeding up development is a key goal for integrating usability effectively into
product development; one-quarter delay in bringing a product to market may result in
the loss of 50% of the product’s profit.” (Conklin, 1991)

Reduce maintenance costs

“It has been found that 80% of software life cycle costs occur during the
maintenance phase and were associated with “unmet or unforseen” user
requirements and other usability problems.” (Nielsen, 1993)

Save redesign costs

(See example, p.7)

Sales: Increase Revenue

Increase transactions/purchases

“You can increase sales on your site as much as 225% by providing sufficient
product information to your customers at the right time.” (User Interface Engineering,
2001)

Increase product sales

“It is common for usability efforts to result in a hundred percent or more increase in
traffic or sales.” (Nielsen, July 1999)

Increase traffic, size of audience

(See examples, p.8)

Retain customers

“More than 83% of Internet users are likely to leave a Web site if they feel they have
to make too many clicks to find what they’re looking for.” (Arthur Andersen, 2001)

Attract more customers (appeal)

“When respondents were asked to list the five most important reasons to shop on
the Web, 83% stated “Easy to place an order” as the top reason.” (Nielson, February
1999)

Increase market share (competitive edge)

“The importance of having a competitive edge in usability may be even more
pronounced for e-commerce sites, which commonly drive away nearly half or repeat
business by making it difficult for visitors to find the information they need.”
(Manning, 1999)

Use: Improve effectiveness

Increase success rate, reduce user error

“In Jared Spool’s study of 15 large commercial sites users could only find information
42% of the time even though were taken to the correct home page before they were
given the test tasks.” (Nielsen, October 1998)

Increase efficiency/productivity (reduce time to

complete task)

“Inadequate use of usability engineering methods in software development projects
have been estimated to cost the US economy about $30 billion per year in lost
productivity.” (Landauer, 1995)

Increase user satisfaction

“In a Gartner Group study, usability methods raised user satisfaction ratings for a
system by 40%; when systems match user needs, satisfaction often improves
dramatically.” (Bias & Mayhew, 1994)

Increase job satisfaction/decrease job turnover (See example, p.12)
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Increase ease of use “Incorporating ease of use into your products actually saves money. Reports have
show it is far more economical to consider user needs in the early stages of design,
than it is to solve them later.” (IBM, 2001)

Increase ease of learning “A study by Computer + Software News (1986) found that users rated ease of use
second at 6.8 out of 10, while ease of learning was rated fourth at 6.4 on a scale of
important purchase factors.” (Bias & Mayhew, 1994)

Increase trust in systems (See example, p.12)
Decrease support costs (See examples, p.12)
Reduce training/documentation cost “A study by Computer + Software News (1986) found that information systems

managers rated ease of training seventh (out of 10) on a scale of important purchase
factors.” (Bias & Mayhew, 1994)

Other

Litigation deterrence and safety “Usability is a principal factor for determining manufacturers’ liability based on expert
hard evidence on how a design should have used usability.” (Bias & Mayhew, 1994)
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Abstract

User-interface design is influenced by cultural differences. Cultures
around the world have different patterns of social behavior and
interaction that have led anthropologists and scientists of communication
to develop culture models whose dimensions describe these differences.
This paper describes an effort to collect expert opinion about these
cultural dimensions and how they influence user-interface design. The
goal was to determine the most important dimensions. Data collected
from over 50 experts in the field of user-interface design are presented in
this survey. This paper is an edited extract of a much longer thesis by
one of the authors [Baumgartner].
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People from different countries/cultures use user-interfaces (Uls) in
different ways, prefer different graphical layouts, and have different
expectations and patterns in behavior. Therefore user-interfaces must be
adapted to the needs of different locales to provide an optimum user
experience.

Localization, for example of Web sites or software applications, includes
changing metaphors, mental models, navigation, interaction, and
appearance [Marcus, 22ff). Much research is done on the topic of
localization regarding technical approaches (e.g. display different
character sets, multi-language handling, and memory-based translation
software). To facilitate the work of translators and multi-language site
providers, content management systems (CMS) were invented that
support different cultures, but only regarding text and translation. In fact,
current CMS are not really able to handle most other aspects of content
and therefore cultural differences automatically, especially regarding
graphical appearance. Today, if a company or organization decides to
adapt a Ul to a certain culture, much time and money must be spent to
accomplish this task well: besides all the terminology/measurement
changes and translation, one must hire cultural experts for all the
targeted countries to account for all Ul-component changes. Nielsen
[Nielsen, 1996] admits that international usability engineering is a
challenging and often avoided area because of the many issues that
have to be covered when one wants to serve an international audience.
[Nielsen, Engineering, 1)

To facilitate and lower the costs of localizing, the development of a CMS
that could handle the expanded requirements of localization would be
helpful. To support an eventual development of such a CMS, it is
desirable to identify the most important dimensions of culture regarding
Ul development. This idea is based on the work Marcus has done using
Geert Hofstede’s cultural dimensions and applying them to the field of Ul
design [Marcus and Gould]. This current research goes further and seeks
to find out if Hofstede’s dimensions, or others, are appropriate to use for
culture-oriented evaluation of Uls.

Many researchers in the field of anthropology have studied patterns of
behavior and thinking that differentiate one culture from another. Some of
them have compiled these patterns into culture models. To gather expert
opinions about which of the dimensions of these models are important
when localizing Uls, a set of dimensions extracted from primary
references were presented to experts in the form of a questionnaire. The
experts were asked to rank the dimensions according to their
perceptions of importance. The outcome of the ranking is the basis of an
analysis about which dimensions are important for the field of Ul design
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and why they are important. Clearly, which dimensions are the most
important can be controversial. Nearly every participant made
statements pointing to this controversy: everything depends on the
purpose of the Ul and the locale itself. Nevertheless, the goal was to
derive a concrete result that provides a basis for further discussion.
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Culture Dimensions and User-
Interface Design

The meaning of the term culture is complex and used in different ways
among many professions. One of the many definitions found in the
Merriam-Webster OnLine Dictionary is the following: Culture is “the set of
shared attitudes, values, goals, and practices ...” (Webster, online). Del
Galdo adds: “In addition, culture can also be affected by nationality,
language, history, and level of technical development.” [del Galdo, 78].
We can use categories to differentiate one culture or country from others.
Dimensions of culture are “...categories that organize cultural data.”
(Hoft, Developing, 41) “The notion of cultural dimensions originated in
cross-cultural communication research done by Edward Hall and
Florence Kluckhohn and Fred L. Strodtbeck in the 1950s.” [Gould et al,
3]. Many anthropologists have done research in the field of cultural
dimensions. One of the most cited studies is that by Geert Hofstede. In
the 1970s and 80s he did a survey at IBM that “dealt mainly with the
employees’ personal values related to work situation...” Within this study
he covered 72 national subsidiaries, 38 occupations, 20 languages, all in
all about 116,000 people. [Hofstede, Cultures, 251]. Based on this survey
he came up with five dimensions of culture. Other anthropologists and
communication scientists also did studies or academic research to
determine different cultural dimensions.

This present study derives from the work of one co-author (Marcus).
Marcus combined the scheme of Hofstede’s five cultural dimensions and
the scheme of five Ul design components to create a five-by-five matrix
that allows for 25 fields of interest. An article by Marcus and Gould
[Marcus and Gould] points out possible implications of Hofstede’s
dimensions for Ul components. During an internship at Marcus’ firm,
Baumgartner was involved in a study that attempted to find out if these
assumptions match with “real life”: i.e., can examples be found in
localized Web sites? For this analysis, we attempted to be generally
inclusive under constraints of time and chose reasonably complex,
different “B2B” and “B2C” Websites from three different continents (North
America, Europe, and Asia). The exact circumstances of each Web site
design could not be determined; however, we examined evidence from
the sites themselves. The results of this study, presented at IWIPS03
[Marcus and Baumgartner] are the following: (1) The matrix-oriented
method helps to organize and analyze data collection and (2) initial
observations suggest that cultural habits run deeply and operate even
under constraints of global design specifications. In high individualistic
and low power-distance countries, variations from standard practice
seem likely to be most frequently observed.
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This study sought to determine which dimensions might be most useful

in mapping culture dimensions to Ul components. The following authors
were selected by informal polling of a limited number of initial experts
regarding primary resources. Their works are cited in the References and
are commented upon more completely in Baumgartner’s thesis

[Baumgatrtner].

IS SN SN NN SN NN NS EEE NN NN NN EEEENEEEEEEENEEEEEEEE
Adler, Nancy J. Kluckhohn, F. R. Victor, David A.

Condon, John C. Parsons, Talcott Wright, Quincy

Hall, Edward T. Strodtbeck, Fred Yousef, Fathi S.

Hofstede, Geert Trompenaars, Fons

As Hoft describes cultural dimensions, they can be divided into two
categories: objective and subjective. Objective categories are “easy-to-
research cultural differences like political and economic contexts, text
directions in writing systems, and differences in the way that you format
the time of day, dates, and numbers.” Subjective categories cover
information “...like value systems, behavioral systems, and intellectual
systems...” [Hoft, 41- 42].

This study focuses on subjective categories, because objective
categories are easy to extract from a culture, and localization
approaches already cover these dimensions. Nevertheless some
dimensions that seem to be objective at first (economical progress, or
resources a country owns) also are of interest. These dimensions are
included for two reasons: (1) the objective categories included in this
survey are not yet covered by “normal” localization methods and (2) it
was of interested to see if there would be a significant difference in the
rating of objective and subjective categories (which turned out to be
true). The following are the dimensions used in the survey derived from
these sources. A complete description of each, including background,
examples, the relation to Ul components, and comments from evaluators
that were collected appear in the thesis [Baumgartner]. Space does not
allow for further elaboration.

Achievement vs. ascription Human nature orientation Property

Activity orientation Individualismvs.collectivism  Resources

Affective vs. neutral Instrumental vs. expressive  Space

Authority conception Internal vs.external control Specific vs. diffuse

Context Internationaltrade,commun  Technological dev.

Degree of power Long-vs.short-time orient. Time orientation
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Economic progress
Experience of technology
Face-saving

Gender roles

A Practical Set of Culture Dimensions
for Global User-Interface Development
Culture Dimensions and User-Interface Design

Meaning of life

Nonverbal communication

Political decentralization

Power distance

Time perception
Uncertainty avoidance

Universal vs.particularism

The experts used in the survey included, among others, the following:

Adelman, Denny
Amend, Sabine
Begley, Suzanne

Beu, Andreas
Bonnaudet, Jean-Marc
Campbell, Tanya
Chen, Eugene

Cole, Melissa

Deaton, Mary

El Said, Ghada Refaat
Epstein, Andre
Gargeshwari, Malinirao
Gould, Emilie

Guan, Larry

Hedges, Andrew
Hidasi, Judit
Hoffmann, Anja

Hoplaros, Costas

Hugo, Jacques
Jettmar, Eva
Kalbach, James
Khan, Zayera
Knapheide, Claus
Kumar, Ripul
Laurel, Brenda
Lee, Junghwa
Marcus, Aaron
Martlage, Aaron
Massey, Anne
McAllister, Pamela
Meek, Amanda
Mitra, Romit
Muller-Prove, Matthias
Nowell, Jessica
Paulsen, Susan

Penn, Dick

Robinowitz, Christina J.
Schlatter, Tania
Scholts, Stijn

Schutz, Bart

Scott, Josephine
Sheridan, E.F.
Simlinger, Peter
Simons, George
Southerton, Laurie
Stamboulie, Mary
Sturm, Christian
Vohringer-Kuhnt, Thomas
Wright, Matthew
Yankee, Everyl
Yunker, John

Zimmermann, Claus
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Survey, Results, and Ideas for
Practical Use

After studying the described 29 dimensions by nine authors, a
questionnaire was compiled that described the dimensions briefly. This
questionnaire became a tool to get expert opinion quickly and in a
structured form. Although the questionnaire might appear like one
produced for a quantitative study (use of a Likert Scale), the real purpose
was to get ideas about thinking directions of Ul designers and analysts,
which were obtained through an online questionnaire. The questionnaire
gained background information about the participants, presented brief
descriptions of each dimension and the rating system, listed the
dimensions to be rated, and provided fields for extra comments by
participants. To find out if the structure of the questionnaire was
appropriate and the estimated time to fill out the form was correct, a
pretest was conducted with a group of Ul design students at the
Fachhochschule Joanneum, Graz, Austria. In order to get valuable input
for the survey, experts were contacted in four ways: research within
specialized literature to find expert’s names combined with Internet
research for email addresses, mailing lists in the field of Ul design and
cultural matters, relevant companies, and relevant conference.
Regarding feedback, personal contact and contact via expert mailing lists
were the most efficient and effective.

The objective for the survey was to get 30 expert opinions. By the
deadline for the survey 57 experts had completed the questionnaire. The
participants are from 21 different countries across the world (Australia,
Austria, Belgium, Canada, China, Cyprus, Egypt, France, Germany,
Hungary, India, Japan, Mexico, Netherlands, Pakistan, Scotland, South
Africa, Switzerland, Sweden, UK, and the United States). 19 respondees
work in a different country from which they were born (and raised) in.
Approximately 43% of the participants originally came from North
America and 39% form Europe. They currently work in North America
(47%) and Europe (37%). Regarding the participants experience in the
field of Ul design, 27 had 3-7 years and 14 had 7-11 years of experience.
The participants are from more than 40 different institutions including
global companies (e.g. Siemens, Peoplesoft, and Ogilvy), universities
(Kanda University of International Studies, Stanford University, The
George Washington University) and many smaller, specialized
companies.

The expert’s comments on the survey were positive. Many mentioned
that the set of 29 dimensions itself would form a helpful tool in their
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future work to understand cultural differences. The statement “None of
them seemed unimportant” by one expert confirms this impression.
However, at least three experts stated that these cultural dimensions do
not really have influence on their daily work. This attitude seems
ascribable to cultural ignorance, but this opinion must be validated
through further research. As already stated, nearly everyone mentioned
that “everything depends” on the purpose of the Ul itself and the domain
of the users. To analyze the data from a statistical point of view is risky;
as stated earlier, the study is basically a qualitative one, not quantitative.
Concepts like deviation and variance in the raw data are not very
meaningful. Ordinal values must be considered instead of metrical. Thus
we include a factor analysis, as shown in Figure 1.
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Figure 1. Boxplot or whisker diagram of the data gained through the
questionnaire

The boxplot in Figure 1 tries to visualize the distribution of expert ratings.
To analyze ordinal values, parameters like first quartile (Q1), third
quartile (Q3), minimum (min), median (med), and maximum (max) are
used. A boxplot provides a simple graphical summary of a set of data. It
shows a measure of central location (the median), two measures of
dispersion (the range and inter-quartile range), the skewness (from the
orientation of the median relative to the quartiles) and potential outliers
(marked individually). Boxplots are especially useful when comparing
two or more sets of data. As stated previously, the survey was intended
to deliver directions of thinking; it is not mainly a quantitative survey. The
comments most of the participants offered were very valuable and gave
insight into the expert’s mental models and experience. Nearly all
participants pointed out that a general opinion on this topic is very hard
to provide: “everything depends” was a very common comment.
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Nevertheless, each of the participants provided a ranking of the
dimensions.

To filter out the most important dimensions in a general sense, one
draws a “line,” which seems best after the dimension of Authority
Conception. The statistical reasoning for this decision is the following:
There are just five dimensions that are clearly located in the space
between “very important” (4) and “important” (3): context, environment
and technology, technological development, time perception, and
uncertainty avoidance. As authority conception is, in the average, still
very high and in the statistical ranking of the experts with more than five
years of experience even at rank 5, it seemed reasonable to include this
dimension in the top five dimensions. The following list summarizes the
results for the most important culture dimensions [Baumgartner]:

1. Context Context

2. Environment and technology Technological development
—>—>

3. Uncertainty avoidance Uncertainty avoidance

4. Technological development Time perception

5. Time perception Authority conception

6. Authority Conception

Table 1: Ranking of the most important cultural dimensions

The dimension of Context heads the ranking shown in Table 1. Described
as “the amount and specificity of information in a given situation,” this
dimension has an average rating of 3.73 among all participants and an
average of 3.79 among the patrticipants that have more than 5 years of
experience in Ul design. Among the latter group nobody rated this
dimension lower than 3 out of 4 possible grades. The second most
important dimension is Experience of technology. It is proposed to
combine this dimension with Technological development, which is rated
on position four, and name this dimension Technological development.
Both dimensions are rated as very important (3.30 and 3.18) for Ul
design and have to do with the development and attitude of the members
of a certain society towards technological development. The dimension
Uncertainty avoidance is number three on the list of important
dimensions, with an average rating of 3.21 out of 4, and no one rated the
dimension as unimportant. One can assume that nearly every Ul must
take into account the behavior of the user regarding uncertain or
unknown situations. Time perception is also ranked among the top six,
with an average ranking of 3.14. Again, no one considered this
dimension as unimportant. Authority conception had an average of rating
of 2.86. It is interesting that the concept of Power distance, which is very
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similar, is statistically ranked only at position number 22. A very simple
explanation of this contradiction could be the wording: Authority
conception denotes with its name what this dimension is about; Power
distance does not fulfill this need. One can also assume that the idea of
how people think of authority heavily influences their behavior in handling
a Ul.
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Practical Use of the Set

One purpose of this project was to present ideas for how the findings of
this survey might be used for practical work. As already stated, it is a
very difficult venture to determine the most important dimensions for Ul
design in general. More research must be done to filter out which
dimensions are the most important for special fields of Ul design; for
example, the design of medical instruments might demand different
cultural emphases than a general telecommunication tool. Although it
would be ideal if every localization project would take into account all 29
dimensions, this is not likely. Therefore, we provide a grouped and
ranked list of dimensions:

No. Name

1 D05 Context

2 D25 Technological development, D08 Experience of technology
3 D28 Uncertainty avoidance

4 D27 Time perception

5 D27 Authority conception, D20 Power distance

6 D03 Affective vs. neutral

7 D09 Face-saving, D24 Specific vs. diffuse, D13 Instrumental vs. expressive
8 D02 Activity orientation, D17 Meaning of life

9 D18 Nonverbal communication, D23 Space

10 D12 Individualism vs. collectivism

11 D26 Time orientation, D16 Long-term vs. short-term orientation
12 D29 Universalism vs. particularism

13 D15 International trade and communication

14 D10 Gender roles

15 D01 Achievement vs. ascription

16 D21 Property

17 D07 Economic progress

18 D14 Internal vs. external control

19 D22 Resources

20 D06 Degree of power

21 D11 Human nature orientation

22 D19 Political decentralization

The list above tries to give an overview of how the dimensions are
related to each other and how they could be grouped together. Listed in
the order of their statistical average (gained through the expert
questionnaire) and grouped together (for reasons to be described later),
they can form a practical tool to decide which dimension must be
focused on in the next step to cover the most important differences.
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When one thinks of a localization project, one may need to focus on the
top six dimensions of the list. If, suddenly, more money is available for
this part of the project and now the project manager must decide which
dimension should be focused on next, the list offers a helpful decision
support. Tying to group the dimensions above is a very difficult task. One
requires more empirical studies about how cultural background
influences Ul design. Currently, most of the ideas on this issue are based
on assumptions. There are still tests and studies to be done to provide
valuable material. Nevertheless, we provide groupings and within the
following paragraphs describe the reasons for the groupings. The
groupings are based on the idea that the problems the Ul designer face
by paying attention to the dimension might awake similar thoughts and
directions of thinking.

Group 1: D08 Experience of technology, D25 Technological
development: These are clearly similar in relation to technology.

Group 2: D27 Authority conception, D20 Power distance: As Hoft [Hoft,
online] describes these two dimensions as very similar. Although the two
dimensions have not been ranked by the experts on similar levels, we
can assume that cultural differences in this field have the same impact
on Ul design as they are so similar.

Group 3: D09 Face-saving, D24 Specific vs. diffuse, D13 Instrumental
vs. expressive: all three dimensions cope with the problems of
interpersonal relationships. The Ul component influenced mainly by
these dimensions is interaction and the examples mentioned within the
very same chapters point in the direction of community tools. Same
impacts on the design of the Uls design are therefore to expect.

Group 4: D02 Activity orientation, D17 Meaning of life: Regarding
metaphor building we can assume that societies that focus on material
goals value doing more than being, the opposite might be true for
spiritual oriented cultures. As already stated, this is just an assumption
and has to be verified through more research and convenient tests.

Group 5: D18 Nonverbal communication, D23 Space: The dimension of
space is mentioned within the dimension of nonverbal communication,
called proxemics.

Group 6: D26 Time orientation, D16 Long-term vs. Short-term
orientation: In a way these two dimensions are complementary: The first
mainly affects metaphors and navigation, the latter mental models and
interaction. Within the statistical ranking of the average value, the two
dimensions are followed by each other. The dimensions seem to cover
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different areas of a society, but some implications on Ul design might be
the same, for example, future-oriented cultures are likely to be willing to
learn how to use a Ul if they know that it will be necessary to know how
to use it in the future. The same can be true for long-term oriented
societies.

If we had empirically researched values for all the cultural dimensions
mentioned above of a certain country, it would be very easy to generate
a tool that could answer the question: “Is it necessary to change the Ul
for a certain culture/country?” and “Regarding which dimensions must
changes be considered?.” The basic idea for this tool is the use of star
charts in the form of a pentagon, but expandable to more dimensions if
needed, depending on how complex the localization project is. The
diagram illustrates the cultural values of a targeted culture. Figure 2
shows a theoretical comparison. These diagrams can what changes are
necessary and in what dimension, as Smith has demonstrated [Smith]

Context
100

but with different dimensions.
. Technological development

~

Time perception Uncertainty avoidance

Authority Conception
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Conclusions and Recommendations
for Further Research

Generating a set of the most important 7+2 cultural dimensions for
localizing Uis is a difficult task. The experts commented that everything
depends on knowing the domain and purpose of the Ul. Nevertheless,
this survey sought to rank culture dimensions in relation to Ul design
components and to filter out the most important ones, the five dimensions
of Context, Technological development, Uncertainty avoidance, Time
perception, and Authority conception. Moreover, the original thesis work
of Baumgartner provides a compilation of 29 culture dimensions
annotated with detailed descriptions and concrete examples of what
influence they have on certain domains of Ul, and showing the Ul design
components that are especially affected.

The practical result is a grouped and ranked list of cultural dimensions
that could form a decision making tool kit in a localization process. A
second possible use of the findings is the idea of a diagram tool that
could facilitate determining the culture-related changes necessary for
localizing to a specific target country. We have also suggested the
concept of a culturebase that could automatically or semi-automatically
handle cultural changes for content management systems based on
these dimensions. In the future, determining the top dimensions for
special fields of Ul design might be an interesting area of study that could
contribute and verify the findings of this work. Developing a database
with examples for the implication on each design component by each
cultural dimension and gathering cultural values of each country/culture
through empirical research could be a supporting work for the
culturebase concept. Much remains to be researched. This study is a
start.
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rageTa ° ru ﬁsg(befZgVBléHaﬂMBM peaakunm, KpyriocyToYHas exxeaHeBHas

HacTosuias ra3etra B IHTepHeTe pa60Ta, pa3BunTad KOppeCrnoHAEHTCKad CE€Tb WU WKMPOTAa
TemMaTukn caenanu «lasety.Ru» NOCTOAHHLIM MCTOYHUKOM
VIH(bOpMaLl,VIM ana XypHanuncrtoB, OTAENI0OB MO CBA3AM C
06LWecTBEHHOCTbIO pOCCVIVICKVIX M MHOCTPAHHbIX KOMHaHMVI,
FOCYHpe)KD,eHMVI M OpraHoB BJ1aCTwu.

FeHepanbHbIi Meana-napTtHep B Kuese

E>xeHegenbHUK “"KomMmnbroTepHoe O603peHune”,
nspaerca c 1995 r., paccunTaH Ha OMnbITHbIX NONb30BaTeNel
0“03PEH“E n npodeccnmoHanos B obnactu  MHMOPMALMOHHBIX
TEXHOMOMMN, 3aHATbIX B TMPOU3BOACTBE, OOCIY>XUBAHUU
HOBOCTMN TEXHOAOIMMU PBHOK M npogaxe IT-npoaykToB W ycnyr. M3gaHume coaepxuT

. HOBOCTM M CTaTbWM O CaMbIX MOCAEAHUX TEXHOSIOrMYeCcKux
WWW, O.ltc.ua pa3paboTKkax, onMcaHus u TeCTUPOBaHMSA HOBbIX MPOAYKTOB,
aHanuTuyeckme Mmatepuanbl, 0630pbl PbIHOYHOW CUTyaLUMU
B cerMmeHTax IT-mHAyCcTpuu, Kak B YKpaumHe, TaKk M 3a
pyb6exom.

FeHepanbHbIX MHTEpHeT-NapTHep B Kuese

YKkpaMHCKas nouckoBass cucrtemMa www.meta.ua
Ha4yasna cBoto paboty 12 Hos6ps 1998 ropa n crana

® KpynHehwein YKPaAaMHCKOW MNOUCKOBOW CUCTEMOM.
<M E TA> Ayoutopuss noptana - 6onee 2 MUAIMOHOB aKTUBHbIX
YKpauHCKMXnosib3oBaTenenexemecsyHo. METAnHaekcupyeTt
6onee 140 000 ykpanHCKNUX CaNTOB, B KaTanore coaepxatcs

onncaHmnsa 6onee 50 000 yKkpanMHCKMX CAaUTOB, a NoceTUTENNn
nopTtana 3agatot 6onee 7 000 000 3anpocoB B MecsL,.

meta.ua
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NHcdopMaUMOHHbIE CMTOHCOPbI ceMuHapa AapoHa Mapkyca
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Excellence in Communication
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WHTEPHET ATEHTCTBO

Alt Meﬂia weh®
rey WA

MNA KOMNAHWA ANbT-MEA

MOSKVA.COM

WWW.MSK.RU | TOPOLCKOW CANT

Moptan CMSList. ru — KpynHeWMWMUN PYCCKOA3bIYHbIA MNPOEKT,
NOCBSILEHHbIA CUCTEMAM YNpPaBJ/IEHUS KOHTEHTOM.

2710 nnowagka gna obuweHusa paspabotumkoB CMS m umx nosb3oBaTesnien,
BO3MOXHOCTb YA0OHOro CpaBHEHMUS, MOUCKa U BbiIbopa NOAXOASLLEro NPOAYKTa
ANs co34aHug canTa.

YkpanHckasbaHHepHas CeTb—MoOLUHasA pek/laMHassceTb6aHHepoo6MeHa
Mexxay carTaMu.

CywecTByeT € aHBaps 1999 r., n obcnyxmeaet 6onee 50 000 yKpamHCKUX
canToB. MiMeeT Wwmnpokuin BbiI6op popmaToB 1 nokasbisaeT 35 000 000 6aHHepoB
B CyTKuW. [lna BnagenbueB CaWToB ydyactme B ceTum becnnaTtHo. Takxe ceTb
NpOBOAUT NJIaTHblE peKnaMHble KaMnaHuu.

XoctuHr-npoBaiigep PeterHost.Ru saHuMaeT angupyrowme Nno3mLmm Ha
pPblHKE MHTEpPHEeT-yCcNnyr u HacuutbiBaet 16000 nonb3oBaTenei.

Cpeaun 0CHOBHbIX YCYr KOMAAHUK — NpeAoCTaBeHNne BUPTYanbHOro XOCTUHra;
apeHja, pa3MmeleHne u 06CNyXuBaHWe CepBepoB; perncrpauus AOMEHOB,
co3haHue n NpoaBUXeHne CanToB.

Habrahabr.ru — nepBbiii B Poccumn Web 2.0-npoekT, npeacTaBnAsalolWnn
co6oit mynbtumegua-CMU n coumanbHyO ceTb OAHOBPEMEHHO.

2T0 coobuwecTBoO MOAEN, KOTOPble XOTAT 3HaTb, KakuMM 6yaeT Mup 3aBTpa, U
NMOTOMY YBJIEYEHHO C/easT 3a pa3BUTUEM BbICOKMX TEXHONOrMn. Nonb3oBaTenu
npuxoasaT Ha Xabpaxabp 3a cBexen WHPOpMauMern W KOHCTPYKTUBHbIM
obLieHreM, CONYTCTBYHOLNM KOSIIEKTMBHOMY TBOPYECTBY.

UHTepHeT-u3paHne «SEONnews — MOMUCKOBbIA MapKeTUHIr>» — MepBoe
npodeccnoHanbHOe U3gaHme o NPoABMXEHME CaUTOB B MHTEPHETE C MOMOLLbIO
MOUCKOBbIX CUCTEM, KOHTEKCTHOM peknambl, 6aorocdepsbl.

CauTt npo H0O3abunutu.

KaHan @Astera exxegHeBHO nyb6siMKyeT [AOECATKU Ka4vyeCTBEHHbIX
HOBOCTHbIX 7 aHaJIMTUYECKUX MaTepuanos no TeMmaTuke
MH(POPMALMOHHbIX TEXHOJIOIUMA.

XypHanucTbl KaHana nuWyT 3KCK3MBHbIE CTaTbW M oTbuMpatoT Haubonee
WHTEpeCHble MaTepuasbl N3 MHOCTPAHHbIX U PYCCKUX NCTOYHWUKOB.

developers.org.ua — npoeKT, co3gaBaeMblii paspaboTuumkamu pans
pa3paboTumkoB. Llenb aBTOpPOB MNpoOeKTa COCTOMT B CO34aHWUM  OHNAMH-
coobuwiectBa Ana TeX, KTO 3aHuMMaeTcsa pa3pabotkonm MO B YKpauHe, BHe
3aBMCMMOCTM OT WCMOJIb3YEMbIX TEXHONIOTUIA WANW WHAYCTPUKW, B KOTOPOM
paboTaeT KOMNaHUA.

“"Komnanua «Alt-Media Web» - www.altmedia.ru - paboraer Ha pbiHKe
web-pa3paboTku 6onee 9 ner.

B npouecce pa3paboTku CanToB MCMNOSb3yeTCss MHHOBALMOHHOE MporpaMMHoe
obecneuveHne «TponuHkm» - www.tropinki.com. AHanmM3 <«TpPOMWHOK» AaeT
OTBETbl Ha BOMPOCbI MO YNyd4lleHUO yaobCTBa MoNb30BaHMA MHTepd enca
3akasumka.”

CaiiT MockBa.KOM - 3TO CBO604HOE NMPOCTPAaHCTBO AJIS CAaMOBbIpa)XeHMUs,
ny6nmMkaumMm 4YacTHbIX MHEHMM, OTKPbITbIX AUCKYCCUW. OCHOBHble ero
aBTOpbl - CAMW MOCKBWYK - NI0AM, TYCOBKM, coobLiecTBa, hOpMUPYOLLUME XKN3Hb
ropoza. Mbl NpoOTMB raMypa, LeH3ypbl U NOJUTKOPPEKTHOCTH!
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+7 495 775 1543
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