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Cultural influence

34|42

» How do cultures differ Xt B ==
. Expectation HifF
. Experience &1
« Values #/ME
« What have you noticed? /RIFFEENH 24 ?

- How does that differ for digital products?
XL = F XS T e m A2 7




Cultural differences

ML EF

Learning style 35 =

Attitudes to change EXIEMV A E
Aesthetic taste B3
Decision making /£

Learned and shared knowledge iR FEIFI =
« Symbols fF5

« Heroes %

» Rituals {¢={



Attempts to classify culture

XL =i

- Management consultants & 32 gj|o]

« Geert Hofstede
 Programming of the mind B4R AL
« Makes one group unique from another {25 — P EEHRAY R4
« Unwritten rules of social interaction 2k 5 XX F9#t 1% SN

 https://geert-hofstede.com/
In Chinese via Baidu
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Hofstede’s Cultural Dimensions
HofstedeBSZ{L 4EE

Measures: 5% :

Power Distance
NAIEE
Uncertainty Avoidance
AN TE 1R
Individualism/Collectivism
PAEN/EEEN
Masculinity/Femininity
S/ 2t
Long-term Orientation/Short-term Orientation
KHAER A 552 HAER A



Hofstede’s Cultural Dimensions
HofstedeBSZ{L 4EE

Measures: 7% :

= Willingness to accept unequal power distribution
BREEIXNFEFINNE

- Extent to which society fears and avoids uncertainty
R RITE B AN E IR E

! Extent to Which people define themselves as part of group

! Extent to WhICh soaety favours gender traits
=X MERFRIRERAEE

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

R IEEGNARKER vs BN ZT



Attempts to classify culture 2

XL =i 2

+ More management consultants
BEZMEEEE
« Fons Trompenaar’'s Dimensions
Fons Trompenaar BI4EE
- Common communication 2 35R
« System of shared meaning RFEMEN L=
+ Shared beliefs ==&
. The way the group solves problems BB\ #Z R [BI&RAT J5 3%



Measures:
= Rules and values take precedence over individual needs

Fons Tromperaar's Dimensions
Fons TromperaarfJfEE =

AN SMELRT T AFK

= Relationships and situations are more important than rules and laws

A RSERHEHNAEREER

- Responsible for self or for the greater society

PARENHCRRIE

= Focus on specific facts vs diffuse relationships

KEFHRSErvst BUR R

- Emotions openly expressed or improper to show publicly

BRIV SRS HIZERI G S R

= Status depends on accomplishments not birth and wealth

RSEBURT LM L & 5 E

= Time is distinct or time is flexible

a2 AR S E B R ERY

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

element
ST BARNRNEIE L ; ALEELEEAREREAEREZEH P —ZH

Okk



Some similarities
Some differences
—LEFH (]

— A

« Mainly surveying managerial staff
TEFEEEAR
- Standard teaching in business schools for multinational
companies

ST RN E R B AT TR AR E(CIRTE

all




Questioning Hofstede’s research?

YfHofstedetF B [EEE

Limited sample: IBM employees 1967 and 1973
BIRABEAR © RERT1967TEM1973EIBMBIRT
China closed and not included
FRENREEEHE

Single attribute per country

FIPERBE—BEIE

Stereotyping

& E AR T

No allowance for multicultural society
REZREZ XS

No allowance for change

SEEANCS




Questioning Hofstede’s research?
YFHofstedetFZE IR EE

« Chinaincluded in later survey, linked with teachings of
Confucius

JE RIS EHT TR, T MRS T EECRIER

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

ml g KITR, FE, RFR, SEXHERENHBR
« Founded on business and enterprise
2T radl Al

« Hence ‘Intercultural Management’ not national culture
A B AL ERE H N EER




Visual identity
MHEIR 7!

A 3

« Cultural icons X{LFF=
« Symbols differ in meaning
(SR L= RNl D=
Example: Chinese dragon and Western dragon
B RERBA TR

Chinese dragon = power, strength and good luck
FEERIE - XA, HEMNFS
Western dragon = fire breathing destroyer

PETHIMBSRIE @ BRI

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 bl

ack dragon red background.svg

[CC BY-SA 3.0]



https://en.m.wikipedia.org/wiki/File:Dragon-Linda_BlackWin24_Jansson.jpg
https://commons.wikimedia.org/wiki/File:Chinese_black_dragon_red_background.svg
https://creativecommons.org/licenses/by-sa/3.0/deed.en

Interface Design
Smmgit
User expectation
R PERTS
Users get experience from other websites / Apps
AP EAMBRuL, N _EFTRIS RIETS
West: clean and functional
77 EEF R EEREM
« Sub-pages with content FHTIHAA

China: everything there R [E : .48
Arabic: everything on home page FIH1A : 2 &7 EEF TR E




Interaction function
s H IJEE

« China: gives hints > what is popular

==

e

ST > o Tia®

« Focus on what other people have bought
KFEMAEH 2

« Amazon UK: what are you looking for?

—

R

« Amazon CN: suggestion in search bar (toys/games)

+

e

\

IS ARERT L Y

e

\

IO ¢ SIE TR (LE )




Slides removed

Examples of shopping websites

« Jd.com

« Joybuy.com

« Alibaba CN

« Alibaba UK/USA
« Taobao

« Amazon CN

« Amazon UK

« Amazon USA



App function
R FAThEE

« CN - many functions
FE - %6

« UK - single function > working flow
RE - BT > TIERE




Typography
HERR

Different length of characters FFH<KE

English needs more space % EHERFAEEF % Z[F
Chinese allows more space FEXF LIFE % Z2g)

Appropriate typeface / fonts 158 2 FIE B 5%

£/

TR



Social media conventions

LR GEIFR SR

« Sina Weibo: social function plus news and media

FORPIE @ (L =TIREIN L ATEAEE

« Combines functions

% IEe

 subjective vocabulary

TR ZRE

« Western social media separates news and private

sphere

P8 77 B A HEAR X

gak = EIANC) B2



Logo Desigh (images removed)

rtmgit

IR

iy

» Chinese style logos F[E =
« WeChat

e Tencent
 Sina Weibo

IR

TR

« Western style logos 755 =
« WhatsApp
« Twitter
» Facebook




Logo Design (images removed)

rtmgit

UK University logos 2z [E XK= &R
- examples

« Chinese University Logos FEXFEFR
- examples




Name of product

k% T

Marketing ™17
Identity 5171R5!
« Examples of institutions A #37~4

Visual identity fltziR 5/
Digital identity #F 515



Style of popular App game
it T BB ER (4 B 57 E XL

« West FA75:
« Story #Z=
« EastZR75:
- Fantasy % %)
« Ancient times H1%

« Some common themes but different operation
—LEAHRIRY ERUE 2 AR RV

. Time travel Zi
UK to the future EERMAITEEXK
« China to the past A ERAFZF&EE H 1K

 Focus on what is important in society X Fft=HEER

ddinl



Examples of phone games F 415k 5!

« Candy crush
Candy crush Soda

Onmyoji yin yang shi
Fantasy character game (Chinese)

Mac App Store: ¥R RITHHF



