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ABSTRACT 

The aim of this study is to understand the effects of individual's gender and cultural 

aspects on their attitudes towards electronic commerce activities. The independent 

variables were the national culture and gender and the dependent variable was the 

attitudes towards e-commerce. 

The objectives of this study were to; 

1) Isolate and identify the similarities and differences in the attitudes towards e- 

commerce that may be influenced by national cultural differences. 

2) Understand the influence of gender on the attitudes towards e-commerce. 

Research Questions 

In this research, the following questions were addressed: 

1) What are the similarities and differences in attitude about e-commerce that may be 

influenced by national cultural differences? 

2) What is the role of gender on attitudes about e-commerce? 

Ecommerce has been readily adopted in more developed countries, but is still lagging in 

less developed nations. In this work, we analyzed lessons learned from studies that have 

already done on ecommerce, and made survey to promote ecommerce and factors 

effecting e-commerce. We propose a comprehensive framework that simultaneously 

examines the importance of culture and gender effect towards ecommerce within the 

survey done with 3 different nation's different cultural students. Our recommended 

strategies also can be utilized before designing web site and before setting up a business, 

so the satisfaction of the customers and profit of commercial companies use e-commerce 

will be increased. 
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ECTION I 

~TRODUCTION 

What else can e-commerce do to bring easiness human beings lives, but as every useful 

invitation e-commerce also have some issues to be discussed; The aim of this study is to 

understand the effects of individual's gender and cultural aspects on their attitudes 

towards electronic commerce activities. 

The world is rapidly shrinking. Today, on line media allow many of us to connect quickly 

and directly with persons from other nations. As a result, traditional barriers of distance 

are becoming less restrictive as individuals and organizations use e-commerce tools to 

release information and products on a truly global scale. Here the question is what is e­ 

commerce; e-commerce ( electronic commerce or EC) is the buying and selling of goods 

and services on the Internet, especially the World Wide Web. In practice, this term and a 

newer term, e-business, are often used interchangeably. For online retail selling, the term 

e-tailing is sometimes used. Then another question comes on mind where do we use e­ 

commerce in our daily life a few examples can be provided as below; First and I think 

recently most used electronic commerce tool is online ticket reservation and online ticket 

buying (You can visit many web sites like main page for Turkish Airlines as well as 

many other big companies allow their customers to reserve their tickets as well as buy 

their tickets and even nowadays make check in through Internet that avoids customers to 

waste time on travel agencies and in front of airline staff in the airports). The next 

popular and recenty most used is buying books, cd, electronical devices, etc ... via Internet 



(mostly can be found in web sites like amazon .com, ideefixe.com, gittigidiyor.com, 

sahibinden.com). Most important one that is recently the most favorite for big cities in 

Turkey, you can buy tickets for football,basketball matches,concerts,theatres,cinemas 

which is www.biletix.com .This is a great comfort in daily life, you do not have to wait 

for the lines for hours,you do not have to pay more extra money for that service. All big 

and small sized companies have their own web sites,they are able to get customer orders 

via these internet sites and complete their product cycle again by internet,this is another 

branch for e-commerce but the most common way to do the business with less fixed 

costs.Besides these companies, there are also some enterpreneurs that do not have any 

office buildings,they only work with only one pc and internet connections,they bring 

goods and services from one country to another country where the good or service meets 

with customers,these people react as intermediaries by using internet to find demanders 

for suppliers. 

The leveling of distance, however, means that factors of culture become more important 

to online exchanges. For this reason, individuals need to understand the role culture can 

play in online discourse situations. This need is perhaps most acute with businesses that 

are now required to compete quickly and effectively on a global scalelt has been 

estimated that the world-wide online population will reach 1.1 billion in 2005. 

There is no reason to believe that there will be significant differences in the ways the two 

genders adopt and use the Internet. In reality, a significant gender bias towards men has 

been found in the adoption of modern information and communication technologies, 

including the Internet. In 1998, the tenth World Wide Web (WWW) user survey 
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conducted by Graphic,Visualization, & Usability Center (GVU) found that 66.4% of the 

Internet users in the world were men and 33.6 % were women (GVU Center 1998). In 

2000, the bias still persists in most parts of the world, particularly outside the two North 

American countries of USA and Canada.Gender, therefore, is an important factor to 

incorporate in our understanding of the Internet's evolution over time and space. In this 

paper, we examme the nature of gender asymmetry with cultural,national and 

demographic aspects. 

Preferences for certain characteristics of an on line shopping experience may be related to 

demographic data. In this paper, the characteristics of that experience, demographic data 

and preferences by demographic group are observed as affects with national and cultural 

aspects. After some researches there has been some results of an online survey of 488 

individuals in the United States has shown us that respondents are generally satisfied with 

their online shopping experiences, with security, information quality and information 

quantity ranking first in importance overall. The sensory impact of a site ranked last 

overall of the seven characteristics measured. Preferences for these characteristics in e­ 

commerce sites were differentiated by age, education and income. The sensory impact of 

sites became less important as respondents increased in age, income or education. As the 

income of respondents increased, the importance of the reputation of the vendor rose. 

Web site designers may incorporate these findings into the design of e-commerce sites in 

an attempt to increase the shopping satisfaction of their users. Results from the customer 

relationship management portion of the survey suggest that current push technologies 
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and site personalization are not an effective means of achieving user satisfaction,but it is 

important not, to ignore culture,gender,age and other demographic aspects. 
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SECTION II 

THE EFFECTS OF CULTURE AND GENDER ON THE ATTITUDES 

TOWARDS E-COMMERCE 

BRIEF LITERATURE REVIEW 

2.1 Introduction 

This section is a brief review of the literature on e-commerce and management models to 

be used in this study. 

2.2 Electronic commerce 

Laudon and Traver (2003) define the electronic commerce as the use of the Internet and 

Web to transact business. This means transactions that occur over the Internet and Web. 

Commercial transactions involve the exchange of value. Exchange of value is important 

for understanding the limits of e-commerce. Without an exchange of value, no commerce 

occurs. 

According to Nielson, there are over 220 million active internet users as of September 

2002 (reported at www.netratings .com). As a business tool. E-commerce has facets of 

each portion of the business model as described by Michael Porter (1980). These include 

the competition, consumers, suppliers, and government. Each has concern and issues 

about E-commerce .For example; recent studies show that 90% of consumers say on line 

security is a major concern. Half of the internet users are hesitant to employ credit cards 

for online transactions (Deitel et al., 2001). Other concerns include personal data privacy, 
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government regulations, intellectual property rights (IPR), domain name control and 

ownership, unsolicited e-mail, construction and membership of online communities, and 

local Web taxation (Bernstein et al, 1996). There are countless strategies for attracting 

and holding the Web consumer (Kirchoff and Mendonca, 2000; Afuah and Tucci, 2001; 

Tapscott, 1996; Tapscort et al, 2000). User demographics also play a noticeable role in E. 

commerce. Ten million 16-27 year olds (the "Net Generation") account for $4.58 in 

online sales (Forester Research, reported in Business 2.0, Nov. 14, 2000). This youth 

population represents a growing and influential on the Web. 

E-commerce and the Web evolved from the foundations of early computer and 

information systems (IS). Zwass (I 998) defines information systems as "an organized set 

of components for collecting, transmitting, storing, and processing data in order to deliver 

information (p.674). The framework of E-commerce consists of applications and 

supporting IT infrastructures. E-commerce applications are categorized by Turban et al. 

(2000) as 1) electronic markets, 2) inter - organizational information systems (IOSs) and 

3) customer service systems. Electronic markets are networks of interactions and 

relationships where information , products, services, and payments are exchanged .IOSs 

involve predetermined information flow among two or more organizations .IOSs include 

electronic data interchange (EDI), extranets , electronic funds transfer (EFT), electronic 

forms, integrated e-mail and fax systems ,shared databases , and supply chain 

anagement systems such as enterprise resources planning (EPR) systems. These 

applications are supported by several technical infrastructures, including common 
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business systems, messaging and information distribution multimedia content and 

network publishing, networking, and interfacing. 

There are certain driving forces of E-commerce. These include the following: 

• Markets and economies, which include fierce low-margin competition, broad 

reaching global finance, regional trade agreements, labor costs and consumerism. 

• Societies and the environment, with the changing nature of the workforce, 

government deregulations, shrinking government subsidies , increased importance 

of legal and ethical issues, increased social responsibility of organizations, and 

rapid political changes. 

• Technologies, with rapid obsolescence, increased innovations and new 

technologies, information overload and the rapid decline in technology costs 

versus performance ratios (Turban et al, 2000). 

A national difference has long frustrated IT and IS designers and implementers. Early 

studies report that the technologies involved are not culturally neutral. Nor are they 

generalizable or transportable across national borders (Paley, 1983; Ein-Dor et al.1993; 

Hasan and Ditsa, 1999; Carmel, 1999). 

These are recognized by the World Wide Web Consortium (W3C) as that global body 

"develops interoperable technologies (specifications, guidelines, software, and tools) to 

lead the Web to its full potential as a forum for information, commerce, communication, 

and collective understanding "(www.w3.org). Internationalization at the w3c also 

includes efforts to make WWW technology work with the many writing systems , 
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languages, and cultural conventions further highlights the importance of identifying and 

resolving disparities among nations on these issues and areas. 

Previous studies (Cheung and Lee.200 l: Al - Khaldi and Wallace, 1999: Straub, 1994) 

also relate the challenges posed by various national differences, including culture, on 

elements of internet use and commercialization. For example, electronic mail has been 

studied in Japan and to national cultural differences (Straub.1994). 

Although national culture is an important factor in any study of global information 

system attitudes, recent research (Zhang et al, 2002; Simon, 2001: Jiang et al, 2000: 

Lederer et al.2000; Hoxmeimer et al.2000; Harrirs and Davison, 1999) also indicate that 

gender may also play role in attitude towards technology. 

2.3 Culture and E-commerce 

Culture is the broadest factor in consumer behavior because it shapes basic human values, 

wants, perceptions and behaviors (Kenneth C. Laudon and Carol Guercio Traver, 2003). 

Kenneth C. Laudon and Carol Guercio Traver say generally, culture affects on entire 

nation and takes on major significance in international marketing. 

Companies face the challenge of offering their products or services to a wider audience. 

While the Internet has made it easier to distribute information globally, information 

design for different cultures is still very difficult. 
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According to Bocock ( 1995), the meaning of "culture" has altered over time. There are 

five different definitions. The first relates to crop and animal cultivation, and an example 

used today is "horticulture". The second definition involves acculturation of the mind and 

develops class overtones. References to "high" culture and "popular" culture are 

examples. A third meaning, with strong globalization overtones, relates to the idea of a 

linear process of national development that was espoused during Western colonialism. 

The fourth definition views culture as a distinct way of life, with shared values, beliefs 

and meanings, and with distinct subcultures and classes. This is known as the 

"anthropological" definition. For example, Hofstede ( 1997) identifies several layers of 

culture, including national, regional, gender, generation, class and organizational. Finally 

a fifth definition, derived from the fourth, refers to the symbolic dimensions and social 

practices of cultures. This latter, known as "cultural structuralism" is grounded in the 

study of language developed by anthropologist Claude Levi-Strauss (b.1908). 

Bocock (1995) stresses that culture can be analyzed from both the anthropological and 

the structural methodologies; that they may not be mutually exclusive viewpoints. He 

also notes that even small differences in practices can be used to symbolize a cultural 

difference between groups. This point was important in this research; attitudes may be 

statically different yet essentially appear to relate the same opinion in differing degrees. 

Further, this research took an anthropological definition of culture since the focus was on 

the comparisons of values, beliefs and meanings conceptualized in expressed attitudes 

about E-commerce. 
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Cu\tura\ mode\s can be used to identify differences between cultures that may have an 

effect on how people make decisions. Geert Hofstede (1980, 1997) has defined a cultural 

model with five dimensions. One of these dimensions, individualism vs. collectivism has 

been shown to affect the type of information people prefer when viewing printed 

vertisements. A study was conducted to determine if the individualism vs. collectivism 

imension affects the type of information Anglo-American and Hispanic-American 

people prefer for purchasing tasks in a computer-based environment. The findings of this 

dy suggest that there is no difference between the cultures on preference for 

formation. Nonetheless, there are cultural aspects that have to be considered when 

igning interfaces for a Hispanic audience as opposed to an Anglo-American audience. 

Based in these cultural aspects, design guidelines were developed. These aspects are the 

is of the design guidelines provided in this paper. Herskovits ( 1996) defines culture as 

e "learned portion of human behavior." When people write about national cultures in 

e modem world becoming similar, the evidence cited is usually taken from the level of 

practices: people dress the same, buy the same products. However studies of values. 

Continue to show impressive differences among nations" (Hofstede, 1997, p.181 ). 

Ein-Dor et al. (1993) list the national cultural factors in information systems. These 

actors include attitude towards technology progress, interpersonal relations and social 

ommitment, and social norms. These factors were important to this research and form a 

general basis for grouping the questions into areas. These areas assisted in understanding 

and describing the differences among nations. "Although the last few years have 

witnessed an explosive growth in electronic commerce activities in many parts of the 
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world, very little is known about the exact nature, dynamics and impact of this 

phenomenon. There is a certain paucity of systematic investigations reported in the 

literature "(Lee, M., 2001, p.3). E-commerce relies heavily upon IT. The internet, and 

specifically the World Wide Web, is receiving increasing attention by business. E­ 

commerce, as a global transaction system, must fall under the same multicultural scrutiny 

and research as previous IS and IT. 

The success of E-commerce across national borders is a function of several variables, 

including national economies, national literacy, national cultures, telecommunications 

availability, and technology penetration and acceptance (Tillquist.1997; Pitkow and 

Kehoe, 1996). 

PC skills and acceptability may play major roles in global E-commerce. In a survey of 

five Arab nations, Rose and Straub (1998) use the Technology Acceptance Model (TAM) 

to compare perceived usefulness and actual use of computers across national borders, and 

conclude that cultural biases play role in TAM when applied to PC use. Harrirs and 

Davison (1996) find considerable differences in PC involvement surveys across users in 

China, Hong Kong, Malaysia, New Zealand, Tanzania and Thailand, and attribute those 

differences in part to culture. 

Cheung and Lee (2001) develop a conceptual model -of trust and risk in internet 

marketing. according to the study , involving 400 business students at the City University 

of Hong Kong, E-commerce trust is affected by several factors, including the consumer's 
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propensity to trust, the vendor's trustworthiness , and certain external factors such as the 

nation's legal framework , the nation's cultural environment. The study concludes that 

people with different cultural backgrounds and personality types vary in their propensity 

to trust. Although they refer to Hofstede's work, different cultural environments are not 

tested in their study. 

2.4 Gender and E-commerce 

Ritzer (1992) writes that the central theme on gender difference is that "woman's inner 

psychic life is different from than of men." Differences include values and interests, 

modes of making value judgments, achievement motives, literary creativities, the sense of 

identity and selfhood, among others. 

Although men accounted for the majority of internet users in 2000, today a fairly equal 

percentage of both men (69%) and women (67%) use the internet. (Kenneth C. Laudon 

and Carol Guercio Traver, 2007). They says women are also almost as likely to use the 

internet on a daily basis as men, although somewhat less likely to purchase online. 

According to Bordo (1996), research suggests that men and women in particular culture 

appear to experience and conceptualize events differently. "If men and women think 

differently .... (it is) because the sexes have been brought up differently, develop 

different social abilities, have occupied very different power positions in most countries" 

(p.654). Masculinity vs. Femininity - The degree to which gender roles are defined. 

Uncertainty Avoidance - The degree to which a member of a culture feels anxious 
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towards unpredictable situations. People rely on different types of information to help 

them make decisions, and culture has an influence on the type of information people find 

more appealing (Han & Shavitt, 1994; Hofstede, 1998; Triandis, 1995; Zandpour & 

Harich, 1996). The literature review could only uncover few empirical studies of cultural 

differences in decision-making in other areas than advertising. Papers were found that 

focused on group decision-making in different cultural settings (Dunckley & Smith, 

2000; Harris & Nibbler, 1998; Tan, Wei, Watson, Clapper, & McLean, 1998). This study 

is more concerned about differences in decision-making at an individual level and how 

information on interfaces is influenced by cultural groups' preferences for information 

design. But the literature review was not able to uncover empirical studies of individual 

decision-making in different cultural settings in any other area besides advertising. 

Hofstede (1998) discussed information preference based on cultural dimensions. People 

from individualistic cultures are verbally oriented and tend to read more than people from 

collectivistic cultures, which are more visually oriented and prefer high-context 

communication. Cultures with high uncertainty avoidance prefer clear and direct 

information. People from masculine cultures are more interested in data and facts than 

people from feminine cultures, who, in tum, prefer to know the story behind the facts. 

Large power distance cultures re\y heavi\y on i.nformati.on from authority f1gures, wni.\e 

people from small power distance rely more on facts and their own reasoning. 

Carmel ( 1999) describes the cultural trait of gender as "taking care of business". Gender 

differences in attitudes were important to this research because of the increasing equality 

of genders on the Web. The Stockholm School of economies reports "women were 
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