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Cultural influence

A

« How do cultures differ Xt EHLES

* Expectation HBfF
« Experience %

* Values fME
« What have you noticed? {RifFEEITA?

* How does that differ for digital products?
XEEE B X F = mAvRn?



Cultural differences

XWEF

Learning style #3753

Attitudes to change EXIZHHESE
Aesthetic taste BH3E
* Decision making JRE

AT

Learned and shared knowledge FIRHIEIM D ZE
* Symbols 5

* Heroes Hif

* Rituals ¥z



Attempts to classify culture

XA RBIEI

« Management consultants EIE[|q]

* Geert Hofstede
* Programming of the mind B4R 2%
-« Makes one group unique from another {ER— P EHARYIRIFIE
* Unwritten rules of social interaction KXt SERFN

* https://geert-hofstede.com/
In Chinese via Baidu



Hofstede’s Cultural Dimensions
Hofstede Y {LEE

 Measures: FHi%:

Power Distance

NI
Uncertainty Avoidance
S TE TR B2
Individualism/Collectivism

TAEX [ EFEX
Masculinity/Femininity
BlEl [ &%

Long-term Orientation/Short-term Orientation

KHAEN A 558 RREN ]



Hofstede’s Cultural Dimensions
Hofstede Y {LEE

Measures: H%:

= Willingness to accept unequal power distribution
RBEZRRATHFNN 72 EC
= Extent to which society fears and avoids uncertainty

7008 |EEIJ*EF_*DT{@£E &%LJ&.*EF_

" Extent to which people define themselves as part of group

ERHFAAL PPN AEMRIIERE
= Extent to which society favours gender traits
TRXWER TR RENERE

= Focus on tradition and future reward versus change and the present

EEERAARRER vs BTHYT



Attempts to classify culture 2

X DRI ZE 2

* More management consultants
EZHNEEEE

* Fons Trompenaar's Dimensions
Fons Trompenaar B4R

« Common communication &2&33%"
» System of shared meaning RHENEX
/\

 Shared beliefs HEEFX
* The way the group solves problems HFIRAfER a) YT 7%

“Nﬂ}



Fons Tromperaar’'s Dimensions
4 T
. Measures. FONS Tromperaar BV

" Rules and values take precedence over individual needs
MUSMERETTATEXR

= Relationships and situations are more important than rules and laws
RRSBRIEMVFALENEEE

" Responsible for self or for the greater society

PTARENHEZTZE

- Focus on specific facts vs diffuse relationships
FERGRSEH vs T BXR

* Emotions openly expressed or improper to show publicly
BRINABRREIAEGENNMGE RN

= Status depends on accomplishments not birth and wealth
REEUR TR A HEEME

* Time is distinct or time is flexible
B (8] 2RI E & BT [B] @ R 7EHY

= Differing views on nature; it can be controlled or humans just one
element

XNFBEANFREZEZ;, ARERXEBALTAEZREZEER—IH




Some similarities
Some differences
—LEtH[E

=]

* Mainly surveying managerial staff

FZREEEAR

« Standard teaching in business schools for multinational
companies

B S FRABE QB FIAISATRERIRTE




Questioning Hofstede's research?

X3 Hofstede f 5T B &%
* Limited sample: IBM employees 1967 and 1973
BIRRFEZS: REXT 1967 &40 1973 &£ IBM R T
* China closed and not included
ARBRPEEESHRE
* Single attribute per country
FTERRE—EHE
* Stereotyping
5] E A AR\
* No allowance for multicultural society
REZREXUNILR
* No allowance for change

AT




Questioning Hofstede’s research?
XJ Hofstede F5RBY R EE

* Chinaincluded in later survey, linked with teachings of
Confucius

RIS PERTT T, AMMBAZFRFLFZEERRERK

* Commercial airline pilots and students, civil service
managers, ‘up-market’ consumers, and ‘elites’

BN ¥1TR, FE, /%R, aBEXNHEEN KR
* Founded on business and enterprise

FE i m = | % NS4
* Hence ‘Intercultural Management’ not national culture

At BYHEE HAZERX




Visual identity
MoEIR A
* Cultural icons XS
* Symbols differ in meaning

FESHEARENEX
Example: Chinese dragon and Western dragon
5l REREZMEAGRR

Chinese dragon = power, strength and good luck
PEIERIE: NF, NEMIFIE
Western dragon = fire breathing destroyer

FAARRRIE: BABKIRE

Image of Smaug - the Image of Chinese dragon
dragon in The Hobbit



Fire breathing Western dragon
https://en.m.wikipedia.org/wiki/File:Dragon-
Linda_BlackWin24 Jansson.jpg

[public domain]

Chinese dragon
https://commons.wikimedia.org/wiki/
File:Chinese_black _dragon_red background.svg
[CC BY-SA 3.0]
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Interface Design

RERIT

User expectation

AP HRS

* Users get experience from other websites / Apps
AP EEMILE, WA EFrRERNER

* West: clean and functional

s EEHBFEINEES

* Sub-pages with content FHRHRA

* China: everything there F[E: +4#%8
* Arabic: everything on home page F[HifH: HA&EER L




Interaction function
X B IfEE

* China: gives hints > what is popular
PE: LFRT > RITEE
* Focus on what other people have bought

FKEMNAEGA

* Amazon UK: what are you looking for?
RETSH: RERMTA?
* Amazon CN: suggestion in search bar (toys/games)

PEISH: BREPERZEN Gl HX)



Slides removed

Examples of shopping websites

* Jd.com

* Joybuy.com

* Alibaba CN

* Alibaba UK/USA
 Taobao

* Amazon CN

* Amazon UK

* Amazon USA



App function
N FA T gE

* CN - many functions
T - S8k
UK - single function > working flow

=

RE - 2—IEE > TR




Typography
HEhz

« Different length of characters FfRFKEARIE

English needs more space RESRREEELZ T
Chinese allows more space REXFRIFEZ ST

* Appropriate typeface / fonts 1§ ZHRFERFEFIK



Social media conventions

AL GRAREY SIA

* Sina Weibo: social function plus news and media
FORFIE . (L =TOEENN _EFTEIF{ZIE

* Combines functions
HEZMINEE

* subjective vocabulary

FEUERTRZA

* Western social media separates news and private sphere

P8 75 RYAL 3SR A X 50 FirIBI A0 FA A TS,




Logo Design (images removed)
BRI TT

IR

* Chinese style logos H[EXEFR
* WeChat
* Tencent
* Sina Weibo

R

+ Western style logos #&75 =X ER
* WhatsApp
* Twitter
* Facebook
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Logo Design (images removed)

ARt
* UK University logos H[EKXZFEHR
* examples

;
R
|

* Chinese University Logos FREAZFEMR
* examples




Name of product
FmiIEF

Marketing 1%
Identity &171537!
* Examples of institutions #3771

Visual identity f#3ZiR 5!
Digital identity $#i=&1%



Style of popular App game
AT B R SR XU

* West F75:
* Story #Z=

« East RF:
* Fantasy Z4J
* Ancient times Hft

* Some common themes but different operation
— BRI EFEE R FERVIRE
* Time travel ZFiH

* UK to the future RERRTFERNE
* China to the past FERRATFFHE S

* Focus on what is important in society X;¥tt&=H

Lmu

1lin
1

=Lk




Examples of phone games F#1;i#3% /1<

* Candy crush
* Candy crush Soda

Onmyoji yin yang shi
Fantasy character game (Chinese)

Mac App Store: XX RItHthE
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