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Who has a
responsive website?



Who has a CULTURALLY
responsive website?
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Apparently not a popular topic to write about.. Too difficult?

N

GO gle cross culture website optimization n



This session:

What is Culture?
Research on Culture
Online Approaches

Some Euroflorist findings
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e Conversion Optimization
» User Researcn

* A/B Testing

* Data Analysis

» Growth Hacking



More then
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UNCONFERENCE

October 1/2, The Netherlands
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Euroflorist

We help people make others
happy, hoticed & remembered



Local Euroflorist markets t‘y

19 WEBSITES
12 COUNTRIES
8 LANGUAGES

Our local markets

Austria

Belgium
Denmark
France
Germany
lreland
Luxembourg
Norway

Poland

Sweden

The Netherlands
United Kingdom

20 NATIONALITIES



WHAT IS EUROFLORIST?

20 years In e-commerce

10M+ users on our sites In 2016
Sites with up to 18% conversion rate
38+ score on Trustpilot




LOCALIZATION

Every country site Is localized by a local
Ecommerce Manager:

» different campaigns

» different products
different communication
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This Presentation:

gui.do/cro-culture



WHAT IS CULTURE?







’a Sandro Wagner
S My favorite slide so far : @PeterJaap about M2 composer support at #DevParadise
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Japanese street map
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Japanese street map
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Purchasing power index per inhabitant «or 2-digit post codes)
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no value available

Source:
GFK Purchasing Power Europe 2015
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English speaking population

- 50-79% y
- 3049%
. 20-29% '

Source:
European Commission

euroflorist.com



Thumbs up!
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WHAT IS CULTURE?

A shared set of values that influence societal
perceptions, attitudes, preferences and
responses

- Robins & Stylianou (2002)



WHY IS CULTURE IMPORTANT ONLINE?

Different cultural groups employ
different usage strategies
when using the same interface



WHY IS CULTURE IMPORTANT ONLINE?

Cultural Differences are more complicated
than just labeling people by the country that
they're from.



WHAT THINGS ARE CULTURE SPECIFIC?

(Body) Language
Soclal contexts
Etiquette
Traditions
Symbols
Aesthetics
Colors

and much more..



CULTURE NEVER COMES ALONE

* Language

« Brand (awareness/perception)

» Different local competitors

» Different meaning of flowers

» Tech level (eq. Internet penetration)
» Purchasing power

» Regulations

» Payment systems (iDeal in NL)

* Logistics



CULTURE EVOLVES

* Discounts in Norway
« WhatsApp thank you' Images

* The meaning of icons and symbols



CULTURE EVOLVES Q‘V

TODAY | SHOWED MY NEPHEW
AN OLD 1.4MB FLOPPY DISC,
AND HE SAID:

,LCOOL!!l SOMEONE 3D
PRINTED THE SAVE ICON!"



Different cultures,
different mating rituals



So.. what is culture?



It's about
CONTEXT

Psychology
Individual

Cultural




Some research...

Hall, Hofstede, Meyer



Edward T. Hall



Edward T. Hall

High-context culture Low-context culture
Covert messages Overt messages
Internalized Plainly coded messages
Extensive non-verbal codes Detalls verbalized
Reaction Reserved Reaction on surface
Distinct In and Out Groups Flexible In and Out Groups
Strong interpersonal bonds Weak interpersonal bonds
High commitment Low commitment
Open time Closed time




Hofstede



HOFSTEDE'S 6 DIMENSIONS OF CULTURE

Indulgence
vs. Restraint

Long Term
vs. Short
Term

Power
Distance

Cultural
Dimensions
Masculinity
VS.
Femininity

Image: 4squareviews.com

euroflorist.com 40


https://4squareviews.com/2012/12/19/six-sigma-green-belt-define-team-dynamics-and-hofstedes-cultural-dimensions
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But also "highly individualistic™ countries
express this differently
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euroflorist.com



SWEDEN

euroflorist.com
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UNCERTAINTY AVOIDANCE - Do you want control or just let it happen? t‘y
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LONG TERM ORIENTATION - Hesitant to change, or preparing for future? t"
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Erin Meyer



Germany
»

Japan
&

LOW-CONTEXT

COMMUNICATING

HIGH-CONTEXT

DIRECT NEGATIVE FEEDBACK

EVALUATING

GATIVE FEEDBACK

INDIRECT NE

LEADING

EGALITARIAN

HIERARCHICAL

CONSENSUAL DECIDING

[OP-DOWN

D/ \ )LLJ

[ASK-t

TRUSTING

RELATIONSHIP-BASED

CO NTATIONAL DISAGREEING

AVOIDS CONFRONTATION

LH\"_’\ ! \"

SCHEDULING

FLEXIBLE TIME

HOLISTIC THINKERS PERSUADING

SPECIFIC THINKERS

erinmeyer.com


http://erinmeyer.com/tools/interactive-culture-map-exhibit/

Three different online
approaches

HP, McDonalds & Netflix



HP versus McDonalds

euroflorist.com
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@ Laptops en tablets Deskiop pc's Printers Inkt en toner Beeldschermen en accessoires Bedrijfsoplossingen Ondersteuning Q

HP Producten

voor thuis ]

Laptops You don't know the ;
Tablets Power of the Dark Side
Desktop & All-In-One PCS" i Het Galactisch Rijk komt tot leven in de
Monitoren Star Wars™ Special Edition Notebook

a en accessowes.
Accessoires

Printers
Inkt, toner en papier

«= Nederland | United States HP.com

Info over HP Manieren om te kopen Ondersteuning BLijf online
e e l e r a n S Contact opnemen met HP Shop online Drivers downdoaden Aanmelden voor nieuws en aanbiedingen
Vacatures Winkelzoeker Support en probleemoplossing

) Investeerders Bel een HP verkoper Forums HDOoOo
Promoting the latest Do Zik e o s e
Sta r \/\/a rS m OVl e Toegankelijkheid ::::n:; o Training & certification

Partner portal

Terugroepacties | Productrecycling | Skemap | Privacy | Cookies en advertenties | Rechten sangaande persoonlijke gegevens | Gebrulksvoorwaarden | Wettelije garantie voor consumenten

HP Is gesplitst in twee bedrijven. Ga voor enterpriseproducten naar Hewlett Packard Enterprise.
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McDonalds

PRODUCTEN ACTUEEL FAMILIE JOUW RESTAURANT OVER McDONALD'S WERKEN BLJ

KlemeMcWrap

Salsa Honing-Mosterd

A .
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NIEUW D53

KLEINE McWRAP

The Netherlands =ROYALZ —

FILET-O-FISH  McCHICKEN  QUARTER POUNDER

‘@ VIND EEN
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BIJ JOU IN DE BUURT
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McDonalds
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McDonalds

— ilyMements 1,
meene M\ h apRY. and Cuties™§

Our Story
Carsors
Locations

Search

Contact Us

Services

(Y Websites

Our food.
Your
Questions.,




@ Dopnrol umohoyiotic & Tablet Emtpant{uo unodoynotic Extunwrtic MeAdvn ko ypadltng 084veg & aftooudp Ynootipukn Q

Mpoidvra HP

®opnrol YmoAoyilotég
Emtpanéiol HIY AumAdoleg oeAideC.

086veC AwmmAdowx andédoon.
PC Akeooudp Ew k2 Gopéc meproodtepec oeAibeg pe
MeAavn, MNpaditng & Xapuda

AptBuopnyavég

Ayopé online

tm EMdSa | United States HP.com

NAnpodoplec yia v HP Tpbdmor ayopéc Ynooufipén Meivere o oOvbeon
re e c e Emmonveniiote pe tv HP Edpeon xatagtigatog Afgpn mpoypappdTwy obfynong Eyvpadeite yia véa km npoodopéc

Kapetpa KAfon exnpoownou HP YnoothpiEn & avopetamon npoBAngd ey m D
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Newsroom EAEYXOC KXTROTA0NC EMOKEUNC
NpocBacepétra Training & certification

Avaxddoac | Avaxixiwon mpolévowy | Xéptng tomoBeolag | 18wotixd andppnro | Cookies & emAoyéc Simdpnpioswy | duanipata mpoowniyv Sebopévy | Vpouxpdong |
EyyOnon serueve AWtk Npoioviwy

H HP ywplotxe ot 500 cranpeieg. Na npoldvia ya enygapdong, avatpéfe otnv Hewlett Packard Enterprise.
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McDonalds

(Y




Netflix k‘?

Global algorithm, not bothered by geography, gender or age.




Some Euroflorist findings
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Conversion by Hour and Day
of the week




N

Conversion by Hour and Day of the week: Denmark

0 Sunday 1 Monday 2 Tuesday 3 Wednesday 4 Thursday 5 Friday 6 Saturday

Red: lower CR Solid line: working hours
Green: higher CR Dotted line: daily cutoff time

euroflorist.com /2
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Conversion by Hour and Day of the week: Poland
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Conversion by Hour and Day of the week: Germany
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euroflorist.com 74



N

Hour 0 Sunday 1 Monday 2 Tuesday 3 Wednesday 4 Thursday 5 Friday 6 Saturday
6

Conversion by Hour and Day of the week: The Netherlands
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Green: higher CR Dotted line: daily cutoff time
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Conversion by Hour and Day of the week: The Netherlands

Friday
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ALBTHETHINGS!



Regional differences
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A/B-TESTING CHALLENGES

» Legacy platforms

» Localizations, legislation & external
differences make proper A/B testing hard.
always analyze per country

* Need buy-in from country managers

« Sample size requirements



WRAP-UP



5 TOP TIPS FOR CULTURAL WEB DESIGN

1. Do the research

2. Listen to the locals

3. What is feasible on your platform?

4. Test everything - don't make assumptions

5. Act on the data - your customer(s’ data) Is

always right
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RESOURCES

* An Overview of Research on the Accommodation of Culture into Web Design by
Punchoojit and Chintakovid, 2012 (link)

» The culture differences on web design: a study of Taiwan's and United States'
websites by Tsai, 2009 (link)

» A process model for developing usable cross-cultural websites by Smitha, Dunckley,
French, Minocha, and Chang, 2004 (link)

« Callahan, E. (2000). Cultural Similarities and Differences in the Design of University
Web sites, 11, 239-273. (link)

« Zhao, W., Massey, B., Murphy, J., & Fang, L. (2003). Cultural Dimensions of Website
Design and Content. Prometheus, 21(1), 74-84. (link)

« Lo, B.W. N, & Gong, P.(2005). Cultural impact on the design of e-commerce
websites: Part | - Site Format and Layout, VI(2). (link)

 Geert Hofstede - geert-hofstede.com

 Edward T. Hall - changingminds.org

* Erin Meyer - erinmeyer.com



http://suanpalm3.kmutnb.ac.th/teacher/FileDL/thippaya116255513495.pdf
http://lib.dr.iastate.edu/cgi/viewcontent.cgi?article=2220&context=etd
http://arlt-lectures.de/cross-cult-webs.pdf
http://onlinelibrary.wiley.com/store/10.1111/j.1083-6101.2006.tb00312.x/asset/j.1083-6101.2006.tb00312.x.pdf?v=1&t=hzbjgnya&s=c6b762a69b264f70281c14ae5a0bd4a13a32a263
http://www.tandfonline.com/doi/abs/10.1080/0810902032000051027?journalCode=cpro20&#.U_zMnY2gNV4
http://www.jcis-online.org/iis/2005_IIS/PDFs/Lo_Gong.pdf
http://geert-hofstede.com/countries.html
http://changingminds.org/explanations/culture/hall_culture.htm
http://erinmeyer.com

KEY TAKEAWAY

If you want to engage and convert a global

audience, you have to be culture sensitive



N 4

This Presentation:

gui.do/cro-culture



k‘yeuroﬂorist
THANK YOU

Let's Connect!

GUIDO JANSEN

EUROFLORIST

m euroflorist Q @euroflorist
@ euroflorist 0 euroflorist




Team Growth

Organlizing your Optimization Dream Team

gul.do/team—-growth
@guido



