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Abstract: It is often assumed that e-commerce behavior idlainm
countries with a similar culture. Through a survibys paper
proves there are actually significant differences4commerce
behavior, even between two culturally similar coi@st In this
study, statistically significant differences areufid in the
stated appropriateness of different media to finddpct
information, to find a supplier and to make the uatt
purchase.

Introduction

The Internet can play a role in several steps @fpilrchasing process. Many different
models of the purchasing process have been prelsentbe past (Engel, Blackwell,
Miniard, 1995; Anderson & Chambers, 1985; Hans@052. Potential customers can
use the Internet for example to find informatiomatba product or service they need,
to find (evaluations of) suppliers, to actually mak purchase, etc. Different websites
allow a different functionality in terms of the @®s they support in the purchasing
process. The question is, to what extent compdraes to foresee and excel in some
functionality in different countries. After all, fering multiple features comes at a
cost.

Several researchers have investigated what wefesitares are appreciated by site
visitors. In a Canadian experiment using Amazon,ckomar and Benbasat (2006)
have shown that providing recommendations to custsmand providing consumer
reviews increases the perceived usefulness of asitgetRiegner (2007) studied
broadband users in the USA. She found that consufmet emotional and practical
benefits in participating in online discussions #&mat such discussions have profound
commercial implications for sales of consumer etetts products. The way a
website is designed can also influence trust. $tudy in the USA and Finland, Fogg
et al. (2001) for example evaluated website elemerttich affect the consumers’
perception of credibility. Elements that highlighie brick-and-mortar nature of the
organization, such as listing a physical address arcontact phone number, were
stated to enhance web credibility. Similarly, Wamgl Emurian (2005) and Lee, Kim
& Moon (2000) looked for trust-inducing interfacesign elements. Furthermore,
field experiments conducted in Hong kong by Tam & (2005) indicate that
personalizing web sites plays a role in persuadijomers to buy. Similarly, Fogg
et al. (2001) and Singh, Zhao, and Hu. (2003) fimat tailoring the website to the
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user experience leads to increased perceptions etf @vedibility. The general
conclusion is that it is profitable for companieddilor their websites to the desires of
the local population by adapting content, languaaed style (Singh, Furrer, and
Ostinelli, 2004; Singh & Boughton, 2002; Sinkovi¥amin & Hossinger, 2007).
Nowadays, companies are forced to find newer foofnsarket understanding and
customers’ appreciation. Building on extant literat this paper investigates an
important aspect of e-commerce, namely the diffiegenin the buying process in
countries with similar cultures.

Customers can use a website in several steps opuhehasing process. While
culturally customizing websites and adding featumes website may be evaluated
positively by an actual site visitor, companies chée know whether and for what
functional purpose customers actually use the web3ihe justification of certain
investments — e.g. being indexed in portals - dép@m the expected online behavior
of customers with respect to a specific localizeabsite. This paper investigates this
process considering not one but three fundametgpk 20f the purchasing process:
from information gathering, over supplier selectitmbuying the product. To reflect
these three steps, we adopt the following workiefjniion of e-commerce: “E-
commerce entails the use of Internet technologint information about a product
or service for which a need is felt, to find a digapand to actually buy the product”.
For companies that have to decide upon the tagasirtheir websites, it is important
to know for what step in the purchasing process$ocners are actually accessing their
website. Are they looking at the website to finddurct information but not to
actually buy the product?, or the other way arousd®oth?. Similarly, it is important
to know whether website adaptations to end up higHnternet search engine
rankings are justifiable, or whether customers dbuse search engines anyway to
search a supplier.

It should be noted that the research reported i paper investigates customer
behavior in two neighboring countries. This is hessadoing business on the Internet
is not boundary-less or culture-free (Lim et abp2) and findings from one country
are thus not necessarily transferable to other tcesn Extant literature focuses to a
big extent on U.S. culture and companies (Hoffmi&alsbeek and Novak, 1996;
Rodgers and Harris, 2003; Wells & Chen, 1999; Sebdkailey, 2008), a trait that
has been criticized by several authors (e.g. Siickogt al., 2007). Other literature
does investigate differences between two or mouwmicies, but focuses on countries
that are geographically and culturally very dist@dviou & Chai, 2002; Lynch, Kent
and Srinivasan, 2001; Singh et al. 2003; SingH.e2G94). In order to maximize the
chances of finding some differences, previous rebeiaterested in cultural issues in
e-commerce highlights the importance of culture esiigating the differences
between countries that are clearly very differenuch as China and the USA, see
(Pavlou & Chai, 2002)). However, this research maks that generally the easiest
place for a company to sell abroad is in the neaghly countries and buying in a
neighboring country is easy for customers. Moreppgces often differ considerably
among neighboring countries so that customers waestigate the product locally
(e.g., physically in their local shop, or on a los@bsite) but buy the product on the
Internet from a company in their neighboring coyn& country which may be similar
to theirs and that is reachable when a problem tiéhproduct shows up. This is
certainly the case in Europe where few hours doae take you across multiple
countries.

There is thus a gap in extant research as to witantee-commerce attitudes of
customers differ between neighboring countries Hrat considered to have similar
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cultures. Our research intends to fill this gapthis paper, we examine the behavior
of customers in two ‘similar’ neighboring countrieBelgium and France - in order to
deal with the important and longstanding questisntaawhat extent customers of
neighboring countries behave differently in thefatént steps of the e-commerce
process.

In the next section, the extant literature on caltissues in electronic commerce and
our research questions are presented. Next, wergresir survey and the results of
the analysis. Finally, the findings are discussadl @nclusions are drawn.

Literature review and goals

Globalisation is an important issue for many conggnTherefore, it is necessary to
research the cultural dimensions of e-commerce tamopAccording to Hofstede
(1980), culture is "the collective programming bEtmind which distinguishes the
members of one human group from another" (198@60). Hofstede (1980) defines
four dimensions that allow differentiating culturesPower Distance,
Individualism/Collectivism, Masculinity and Unceirity Avoidance. In later studies,
Hofstede added a™sdimension: Long Term Orientation. Hofstede's disiens of
national culture are often used in information sgstresearch to explain the link
between IT and culture in cross-country resear@dmes research in information
systems has indeed shown how national culture nfi@gtauser acceptance of a
technology (Straub, 1994; Straub et al., 1997;iGall and Srite, 2005; Karahanna et
al., 2005). Pavlou and Chai (2002) studied the <mstural effects in e-commerce
adoption. They applied the theory of planned behaviTPB) to understand the
drivers of individuals’ intentions to buy online daincorporate three of Hofstede’s
cultural dimensions in their model.

Several inhibiting factors for Internet shoppingvéaabeen discussed in literature.
Reasons not to shop on-line are worries about palyreecurity, worries about
privacy, absence of confidence in e-retailers, tieed to physically examine the
product, worries about not receiving the goodsemeiving them late and/or in bad
condition (Hui, 2001). Literature on adoption ot@mmerce shows that trust issues
are important inhibitors of e-commerce adoption fian et al., 1999; van Slyke,
Belanger & Comunale, 2004; Palmer, Bailey & Fara)00; Paviou, 2003).
Furthermore, important differences have been pdimdet as regards uncertainty
avoidance depending on the country and culturendividuals. Straub (1994), for
example, applies Hofstede’s dimensions to compaediffusion of e-mail in Japan
and in the United-Sates, and puts forward the Sogmt role of uncertainty avoidance
in the adoption process of communication media.eévtecently, Bartikowski, Fassot
and Singh (2006) extended the TAM model to integeatimension entitled “cultural
adaptation”. In a cross cultural empirical studyey identify the cultural aspect of
consumers’ acceptance of international websitegirTdtudy is very useful from a
practical point of view insofar as it enables mérige managers to adapt their e-
commerce websites to the profile of internationahsumers. Other authors apply
Davis’ TAM model (Davis, 1989) to explain individuatentions to make purchases
via the Internet and put forward the importanceisk aversion (Lederer et al., 2000;
Lin and Lu, 2000). Srite and Karahanna (2006) idieriespoused national cultural
values” as an important moderator of individualemtton to use an information
technology.

If one looks at neighbouring countries, one oft@sghe impression that cultural
differences are limited. Table 1 for example compathe values of Belgium and

4

www.manaraa.com



France on the Hofstede cultural dimensions. Whileré are some differences,
differences are much smaller than the ones thah@mally looked for in studies of
cultural differences. Pavlou and Chai (2002) foaraple compared 58 China and 55
USA customers to investigate the role of three ofstéde’s cultural dimensions on e-
commerce adoption in China and the USA. These tumities differ to a big extent
on the three researched dimensions. (1) The Ingiisin/Collectivism is 20 for
China, while it is 91 for the USA. (2) The Long-feOrientation for China is 118,
while it is 29 for the USA. (3) The Power Distadoeex for China is 80, while it is
40 for the USA. In a similar vein, Bartikowski, 5a$ and Singh (2006) carried out an
empirical research to measure the acceptance bgupwrs of the websites of
American and Japanese companies. The differeneedesrly much smaller between
Belgium and France.

Table 1: Scores on the Hofstede cultural dimensiorfer France and Belgium (http://www.geert-
hofstede.com)

Power Distance Inde> Individualism Masculinity | Uncertainty Avoidance inde)
France 68 71 43 86

Belgium 65 75 54 94

In short, research has attributed differencesdoramerce behavior to big differences
in cultural dimensions. The question is what hagpencase countries do not show
big differences in cultural dimensions.

Some studies implicitly assume that the consumarghbse countries behave
similarly. Lynch, Kent and Srinivasan (2001) foraexple conducted an experiment
with respect to the shopping behavior of 299 redpats in 12 countries. The
respondents were divided in three regions: “Northefica”, “Latin America” and
“Western Europe”. Their research seems to indi¢htg site quality, trust, and
positive affect are useful to explain the purchasentions and loyalty of visitors to
the site and that the impact of these factors sateoss differenegionsof the world
and across different product categories. HoweVeet were only few respondents
from each ‘region’. For example, there were in ltaialy 104 respondents from
Western Europe (which comprises at least ten cms)trSuch a figure can only be
representative for a region if that region is hoerpusé

In the light of studies such as the one of Pavlwdi @hai (2002), differences between
the neighboring countries Belgium and France (ss#€ell) seem small. In this paper,
we test the assumption that has been made implimtinany researchers:

Hypothesis: There are no differences in purchagractices among culturally
similar, neighboring countries.

! Data for the Long-Term Orientation dimension isrently not yet available for Belgium and France.
Still, this dimension focuses on Asian value systewhich are not the primary interest of the statly
hand.

2 Please note that gender and age distributioneofeébpondents in that paper is unclear. Furthermore
only two products were investigated in that redeafeshirts and CD-players. Contrary to the redearc
of Lynch, Kent and Srinivasan (2001), many morenth&o products are considered in our research.
Rieger (2007) did investigate a big number of paisluHowever, consumers were asked to identify a
product they had purchased in the last three momiltiser online or offline. This way, the set of
products the customer thinks about, is — of codraet controlled by the researcher, and no legigéma
conclusions could be made with respect to an ‘@emroduct. Moreover, given the fact that this was
a study about Internet behavior, the product tletorner chose may distort the research results.
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Contrary to the literature presented above, thenngmial of this paper is thus to
investigate whether significant differences existween twoneighboring, culturally
similar countries, something that is of great relevangaraatitioners (for commercial
reasons) and to researchers (for reasons of ngbredevance).

Research Methodology

Given the fact that different individuals may idéntith national culture to varying
degrees (Srite & Karahana, 2006), it is advisablecansider a large number of
individuals in both countries. Therefore, a largevey was set up. It was considered
appropriate to get some qualitative input next e guantitative input from the
surveys, in order to be able to give a better preation to the statistical test results.
As e-commerce behavior of people evolves, survepoiy France and Belgium had
to be done in a limited span of time.

Setup and instrument development

The survey was conducted in October and Novemb@r.2Business students from
the 3 year bachelor were explained the role of the heein doing business and
were introduced to the survey. The survey contaqezstions based on a task that the
students had to carry out. As a task, they hadterview a number of other people,
both private individuals (‘private persons’) andfessional purchasers (‘company
representatives’). In order to motivate the stuslémicollect the data rigorously, to get
more qualitative feedback (and of course to haeentlearn about the issue), they got
the additional task to write a paper, formulatimglings on the basis of the data they
collected. Having the survey done by a big amodimterviewers (the students) was
considered to be a good way to collect a large atnoludata in a limited time.

The survey was conducted in two neighboring coastri France and Belgium - by
Belgian (Flemish) Economics students and by Norntligance Economics students.
We note that, while this survey cannot claim to engaken a sample of the entire
population of the countries, it has taken similaople (by starting out from
Economics students) in both countries.

Each student was asked to fill in a questionnaekated to three steps in the
acquisition of a product: 1. information gatherir®); supplier selection; and 3.
purchasing; for different products. Two questionesiwere used, group 1 and group
2, covering 25 products each (50 in total). Adisthe products is shown in Appendix
A. Twenty products that seemed particularly appeterfor Internet purchasing (such
as books, airplane seats, etc.) were chosen cassgidrom the yellow pages
directory. To this, 30 products were added thatewemosen randomly from the
yellow pages directory. The French and the Flenushine version of the yellow
pages were used to determine the category-namethdoFrench and the Belgian
survey. If the same product or service was not douarboth, the Van Dale dictionary
was used for translation. The correct meaning eftéhms in the survey was checked
with native French and Dutch-speaking colleagues.

Given the fact that products were also chosen mahddhere are several products in
the survey that may seem irrelevant to consumenfirginsight. The products would
typically be consideredndirect products by company purchasers. These products
were deliberately kept in the survey, as this &ty a survey on how consumers find
information on products, find possible supplierts, @he respondents were asked to
give their opinion — related to each of the 25 piid — on how they bought the
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product before, or on how they would buy it in fiaéure if they had not bought it

before. No distinction was made in the researchvéen an actual buy and the
reflection of how a customer intends to make a Hollpwing the reasoning of

Jackson et al. (1997).

For each product, the respondent was asked abaihehi opinion on the

appropriateness of some medium for several taskbheanpurchasing process. The
items in the questionnaire are shown in Appendix B.

For each product, the respondent had to give sewalill to 4 to reveal his opinion
about the information medium that could be useddoaeve the task (e.g., to find a
supplier). The value ‘1’ was used to denote thahedium was considered ‘very
appropriate’; the value ‘2’ indicated ‘appropriateyt less important’, the value ‘3’
was used to denote that a medium was ‘somewhabpppte’ and the value ‘4’
indicated that a medium was considered ‘not apjatgpat all’. By using this legend
and a limited number of values, it was tried torceene — to the extent that this is
possible in any study of culture — the fact thalesause can systematically differ
between individuals of different countries (Ji dt, 2000; Peng et al., 1997).
Moreover, it was decided to use only the scoretherextreme values ‘1’ and ‘4’ in
the calculations (see below).

Sample characteristics

In total, 863 questionnaires of private respondewese returned. Their age
distribution is shown in Figure 1. This picture ailly illustrates that the data is not
representative for the entire French and Belgigoufation. Two age groups are well
represented and were selected for further invdstigapeople aged 18-25 (inclusive)
and people aged 42-54 (inclusive). Of the 863 nedpnts, 774 fell in those age
categories: 573 in the category 18-25 and 201 enctitegory 42-54. Of the people
aged 18-25 it should be noted that 90% had a Usityedegree or were pursuing a
University degree). After cleaning the data (foample by omitting records where
people entered wrong values, such as ‘0’), 762rdscwere retained. Of these, 62%
were filled out by students.

Using students for a study often raises concermgenéralizability of the results. This
concern is valid if the students are asked abaaslkathat is not of direct relevance to
them. However, the negative effects of the usduafents are mitigated if the research
domain is of relevance to the subjects (Gopal ¢t18192-1993). In the research at
hand, students (and others) were surveyed aboopia that is directly relevant to
them and it is thus reasonable to expect the fgedio be valid (Slyke et al., 2004).
Moreover, several studies of technology acceptamcd usage have employed
students as their subjects (Slyke et al., 2004n GhiGopal, 1995; Davis, 1989;
Taylor & Todd, 1995).
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Age distribution of private respondents
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Figure 1:Age distribution of private respondents

The survey was also filled out by 131 Belgian (Rt and 103 French company
representatives. After cleaning the data, 125 BaldP0 male, 35 female) and 97
French (66 male, 31 female) questionnaires weraned. Fifteen of the Belgian
company questionnaires were dropped to get an etisialbution of genders in the
French and the Belgian sample. The average agd3vasthe Belgian sample and 45
in the French sample.
In total, 969 questionnaires were thus used in diaistical tests. To be able to
respond to the research questions, the total sawgesplit in ten response groups.
These were formed as follows:

- Distinguishing private persons from company repneseses.

- Distinguishing French people from Belgian people.

- For the private persons: distinguishing males ffemales.

- For the private persons: distinguishing betweemng) and ‘senior’ people

(respectively age 18-25 inclusive and 42-54 inelesi

The distribution of the respondents over differ&sponse group is shown in Table 2.

Table 2: Number of respondents per response group

Nationality Gendel Private/compan Age Nr of respondents (Total = 96

French Male Private 18-25 166
French Male Private 42-54 14
French | Female  Private 18-2% 87
French | Female  Private 42-54 24
French Both Company / 97
Belgian | Male Private 18-25 180
Belgian | Male Private 42-34 72
Belgian | Female Private 18-2% 131
Belgian | Female Private 42-54 88
Belgian | Both Company / 110
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Data analysis

The percentage of respondents in the French saamglein the Belgian sample
considering product group 1 and product group 2ewguite similar. 53% of the

Belgian sample concerned group 1 and 47% concegnedp 2. For the French

sample the figures were 52% and 48% respectivelythEBrmore, the similarity of

responses on product group 1 and product group2tesed for specific response
groups with the Mann-Whitney test and the Kolmoge®mirnov test. Differences

were only rarely statistically significant. Theredp it was justifiable to group the
responses of similar respondents (in terms of compa@presentative or private
consumer, gender, country and age) for both proghaeips. Given the fact that some
response groups had only a low number of respoagdaggregating group 1 and
group 2 data was important.

To enable a presentation of the results, the assaferespondents with respect to a
number of options on different questions were gealias shown in Appendix B. For
example, the survey asked about the appropriateafe$3oogle” and “other search
engines (such as Yahoo, MSN, etc.)” to find a sieppl'he research results show that
the market share of Google is overwhelming in kmathintries and that 90% of people
who do use another search engine also use Googlece the two options were
grouped in one option to find a supplier: ‘Usinglaternet Search Engine’. Grouping
happened on the basis of keeping the lowest st@atewas given on the different
options. That is, if ‘1’ was answered for at lease of the options in a category, this
category got the value ‘1'. If ‘2’ was the lowegjure over all options, this category
got the value ‘2’; and so on. Please note thatfmh question the option ‘other’ was
included. This option was, however, hardly selecbsdany of the respondents
(reflecting the fact that the suggested optionsewsrfficient) and is not reported
further in the research results.

Furthermore, as this research paper investigatésretices among countries, rather
than differences among different products, theomses of a respondent on different
products were grouped to one average (per respupig®) for the respondent. This
way, the percentage of 1's, 2’'s, 3's and 4’s orhezation was determined for each
respondent. The tests were run on this aggrega#td, docusing only on the
percentages of 1's and 4’s to enable a clear pratsem.

Statistical tests

Through the Shapiro-Wilk test, the normality of thistribution of responses from
different customers in a response group was tedt@dept in a few cases, the
hypothesis of a normal distribution could not beegted for the responses on the
guestions (i.e., p > 0.05). Applying a logarithmica square-root transformation did
not return normally distributed data either. Consetly, non-parametric statistical
tests had to be used. The Mann-Whitney test wad teseompare responses from
different response groups (following Kerr et aDP2). The ‘exact’ method was used.
If calculating this was impossible, the asymptatiethod was used, denoted by "(A)"
next to the significance level in the tables tiddliofv. This only happened in cases of
big sample sizes and is thus justifiable. When @amng different media for one
response group, the Wilcoxon paired test was usddwing Kerr et al., 2002).
Non-parametric tests unfortunately have a limitetigtical power in that they are
less likely to detect an effect in the data tharapeetric tests (which, nevertheless,
cannot be used with this data set). The power ofregearch is further restricted by
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the limited number of respondents in two responsmimgs. Nevertheless, several
statistically significant differences were foundwween French and Belgian response
groups. Nevertheless, to improve the power espgcralcases of small sample size
response groups, not only the Mann-Whitney test wadormed, but also the
Kolmogorov-Smirnov Z-test. If the Mann-Whitney testurned a significance level
between 0.05 and 0.10, and the exact Kolmogorow+&mi Z-test returned a
significance level below 0.05, statistical sigrafince was concluded. Such exceptions
are mentioned explicitly in the text and tablesl gthtistical tests were performed
using SPSS 15.0.

Results

In Table 3, the results are shown of the Mann-Wdyittest to compare Belgian and
French response groups on how appropriate theyafimédium to gather product (or
service) information. In this table, similar respents (in terms of age, gender, and
private or company) from different countries arempared. Significant values
(p<0.05) are shown in bold. In Appendix C, the ager responses of the response
groups on the appropriateness of different medm @resented. Averages are
weighted averages, with a weight of 20% for eachheffive response groups (per
country). These tables show that:

- On average about 27% of responses say that “FriendsFamily” are very
appropriate to gather product information and 358y that they are not
appropriate at all. Per response group, responsetha@ same for French and
Belgian responses.

- On average 26% of Belgian responses say that “Comuaion with the
seller” is very appropriate whereas 39% of Frenesponses say So.
Statistically significant differences (p<0.05) betm Belgian and French
responses show up in every response gfpagcept in the group of the senior
female respondents (p=0.0508). The significanted#fices are small to
medium. 45% of Belgian responses say that “Comnatioic with the seller”
is not appropriate at all whereas only 36% of Freresponses say this. The
difference with respect to being ‘not appropriate al’ is statistically
significant for the young response groups, as waslifor the senior female
respondents (with the Kolmogorov-Smirnov test: 23B86; p=0.0495) and the
company representatives (p<0.05).

- On average 42% of Belgian responses and 40% otRressponses say that
websites are very appropriate to find informatidaow products or services.
26% of Belgian responses and 32% of French resp@@ethat websites are
not appropriate at all to gather product informatidhe difference between
Belgian and French responses is not statisticafjgificant for any of the
response groups.

3 There are also big differences between differser groups. There are two eye-catching outliers: of
the senior Belgian private male responses only Rith6ate that Communication with the seller is very

appropriate. On the other hand, 45% of ‘Young' [Etenprivate female responses say that
Communication with the seller is very appropriate.
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Table 3: Mann-Whitney test to compare the approprigeness of different media to find product
or service information across countries. (A) denotethe result of the asymptotic method instead
of the exact method. (B) denotes a difference thatas concluded to be significant with the
Kolmogorov-Smirnov Z-test

Friends & Friends & Internet =1 | Internet =4

Family=1 | Family=4

Mann-Whitney U 5534 5266.5 3687 44115 5056.5 4969
Young Females |2 -0.36154 | -0.94918 | -4.41939 | -2.8265 | -1.40963 | -1.60723
Estimated difference size 0.024486 | 0.064287 | 0.299319 | 0.191435 | 0.095472 | 0.108856
Exact Sig. (2-tailed) 0.7187 0.3435 0.0000 0.0046 0.1591 0.1082
Mann-Whitney U 14193.5 14828 109305 | 122185 | 143275 13565
voung Males |2 -0.80551 | -0.12069 | -4.32133 | -2.93171 | -0.65965 | -1.4875
Estimated difference size 0.043305 | 0.006488 | 0.232316 | 0.157609 | 0.035463 | 0.079968
Exact Sig. (2-tailed) 0.4205 (A) | 0.9030 (A) | 0.0000 (A) | 0.0034 (A) | 0.5095 (A) | 0.1369 (A)
Mann-Whitney U 1039 965.5 782 805 1004.5 1014
Senior Females. |2 -0.12088 | -0.64292 | -1.95136 | -1.78188 | -0.36595 | -0.29848
Estimated difference size 0.011422 | 0.06075 | 0.184387 | 0.168372 | 0.034579 | 0.028204
Exact Sig. (2-tailed) 0.9058 0.5238 0.0508 | 0.0749 (B) | 0.7175 0.7682
Mann-Whitney U 381 493.5 315.5 458.5 476.5 351.5
Senior Males 12 -1.44381 | -0.12309 | -2.2203 | -0.53299 | -0.32225 | -1.79111
Estimated difference size 0.15569 | 0.013273 | 0.239421 | 0.057474 | 0.034749 | 0.193141
Exact Sig. (2-tailed) 0.1511 0.9054 0.0255 0.5998 0.7521 0.0735
Mann-Whitney U 5077 5243,5 3881 4171 5067 5026,5
Company  |Z -0,60207 | -0,21303 | -3,3869 | -2,71038 | -0,62399 | -0,71927
representatives | Egrimated difference size 0,04187 | 0,014807 | 0,235406 | 0,188384 | 0,043371 | 0,049992
Exact Sig. (2-tailed) 0,5483 0,8321 0,0007 0,0066 0,5338 0,4731

By performing a Wilcoxon test for paired sampldse tstated appropriateness of
‘Communication with the seller’ was compared to stated appropriateness of ‘the
Internet’ to find product or service informationegults are shown in Table 4.
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Table 4: Wilcoxon-test to compare responses for ‘vg appropriate’ for ‘Communication with
seller’ and ‘Internet’ to find product information for a specific response group. (a=based on
negative ranks; b=based on positive ranks)

: z -5.5904

Belg';:lgrr:];c;ung Estimated difference size 0.4884
Asymp. Sig. (2-tailed) 0.0000 (a)

z -6.0888

Belgian Young Male Estimated difference size 0.4538
Asymp. Sig. (2-tailed) 0.0000 (a)

_ _ 4 -2.8218

Bel?:':;;zmor Estimated difference size 0.3008
Asymp. Sig. (2-tailed) 0.0048 (a)

z -4.2189

Belgian Senior Male Estimated difference size 0.4972
Asymp. Sig. (2-tailed) 0.0000 (a)

4 -0.1461

French Young Female Estimated difference size 0.0157
Asymp. Sig. (2-tailed) 0.8838 (b)

z -1.9943

French Young Male Estimated difference size 0.1548
Asymp. Sig. (2-tailed) 0.0461 (a)

Z -0.0813

French Senior Female Estimated difference size 0.0166
Asymp. Sig. (2-tailed) 0.9352 (a)

z -0.3147

French Senior Male Estimated difference size 0.0841
Asymp. Sig. (2-tailed) 0.7530 (a)

For all Belgian response groups, there is a gtalbt significant difference
(p<0.005). That is, all Belgian response groupsigthlso the senior ones) find the
Internet more appropriate to find product informatithan Communication with the
seller. This difference is only moderate (0.3) tfog senior female Belgians, but large
(0.5) for the other response groups.

Differences between French response groups arstatstically significant, except
for one response group (p<0.05) where a small réiffee is noted: young French
males also say that communication with the sefléess appropriate than the Internet
to get product information.

This suggests that Belgian respondents find websiiare appropriate to find product
and service information than communication with tkeller, whereas French
respondents do not.
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Table 5: Mann-Whitney comparison across countriesfovays to find a supplier. (A) denotes the resultfahe asymptotic method instead of the exact methodB)
denotes a difference that was concluded to be sijnant with the Kolmogorov-Smirnov Z-test.

Friends &

Family =1

Friends &
Family = 4

Yellow
Pages
Offline =1

Yellow
Pages
Offline = 4

Yellow
Pages
Online =1

Yellow
Pages
Online =4

Internet
search=1

Internet
search =4

Other site =
1

Other site =

4

Fixed

Fixed

Supplier = 1| Supplier = 4

Mann-Whitney U 5670 4816.5 4235 4907 3785.5 4594.5 5591 4919 4122.5 4520 4950 5252.5
z -0.0626 | -1.93818 | -3.2617 | -1.74148 | -4.30219 | -2.43053 | -0.23608 | -1.71465 -4.0534 | -2.70845 | -1.67216 | -0.98604
Young Females | Egiimated difference size | 0.00424 0.13127 0.22091 | 0.117948 | 0.291381 | 0.164616 | 0.015989 | 0.116131 | 0.274531 | 0.183439 | 0.113253 | 0.066783
Exact Sig. (2-tailed) 0.9506 | 0.0525(B) | 0.0010 o.os;;s A1 00000 | 00149 | 08142 | 00865 | 00000 | 00066 | 00946 |0.3241(A)
Mann-Whitney U 14570.5 14343 10673.5 10497 8900.5 10246.5 14125 14048 11457.5 11255 13702.5 14286
Young Males z -0.39858 | -0.64315 | -4.75458 | -4.80487 | -6.75395 | -5.08789 | -0.87806 | -0.96495 | -4.23382 | -4.03995 | -1.37161 | -0.71122
Estimated difference size | 0.021428 | 0.034576 | 0.255608 | 0.258312 | 0.363095 | 0.273527 | 0.047205 | 0.051876 | 0.227611 | 0.217189 | 0.073738 | 0.038235
Exact Sig. (2-tailed) 0.6902 (A) | 0.5201 (A) | 0.0000 | 0.0000 (A) | 0.0000 | 0.0000 (A) | 0.3799 (A) | 0.3346 (A) | 0.0000 | 0.0001 (A) | 0.1705 | 0.4769 (A)
Mann-Whitney U 952.5 1038.5 917.5 1018.5 698.5 754.5 984 978 876 619 880.5 943
N z -0.73663 | -0.12432 | -0.99724 | -0.26636 | -2.74523 | -2.1859 | -0.51658 | -0.55432 | -2.29482 | -4.02504 | -1.26285 | -0.80491
Estimated difference size | 0.069605 | 0.011748 | 0.094231 | 0.025169 0.2594 0.206548 | 0.048812 | 0.052378 | 0.21684 | 0.380331 | 0.119328 | 0.076057
Exact Sig. (2-tailed) 0.4649 0.9031 0.3217 0.7927 0.0056 0.0283 0.6089 0.5828 0.0196 0.0001 0.2087 0.4243
Mann-Whitney U 411.5 335 346 443 317.5 465 416.5 194 352 383 397 4855
Senior Males z -1.08685 | -1.98093 | -1.89544 | -0.71453 | -2.31277 | -0.46049 | -1.02901 | -3.63511 | -2.76652 | -1.63375 | -1.27064 | -0.21733
Estimated difference size | 0.117198 | 0.213609 | 0.204391 | 0.07705 | 0.249392 | 0.049656 | 0.110961 | 0.391984 | 0.298322 | 0.176172 | 0.137016 | 0.023435
Exact Sig. (2-tailed) 0.2818 0.0471 | 0.0578 (B) | 0.4808 0.0196 0.6508 0.3085 0.0001 0.0079 0.1026 0.2074 0.8321
Mann-Whitney U 5022 4806,5 4075,5 4464 3832 4738,5 5066,5 4634 4115 3852,5 4774,5 5274
Company z -0,73128 | -1,23162 | -3,0391 | -2,03582 | -3,63484 | -1,39557 | -0,62662 | -1,63488 | -3,70104 | -3,68552 |-1,3098054 | -0,1421
representatives | Estimated difference size | 0,050828 | 0,085603 | 0,211232 | 0,141499 | 0,252639 | 0,096999 | 0,043553 | 0,113632 | 0,25724 | 0,256161 | 0,0910378 | 0,009876
Exact Sig. (2-tailed) 0,4657 0,2188 0,0023 |0,04177 (A)| 0,0003 | 0,1628 (A) | 0,5321 0,1023 0,0002 0,0002 0,1909 0,8877
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Different media can be used to find a supplier of @roduct or service.

Table 5 shows the difference in responses amoniggsimasponse groups (in terms of
age, gender, and private or company) from differ@intries with respect to the
appropriateness of different media. Appendix D shalme average responses of the
response groups on the appropriateness of diffensuatia to find a supplier. From
these tables, we can say that,

- On average about 26% of both, Belgian and Frencporeses say that
“Friends and Family” are very appropriate to findupplier. On average 34%
of Belgian response and 39% of French responseésatedthat Friends and
Family are not appropriate at all.

Responses of most French and Belgian private relgos are not statistically
significantly different when considering the ‘vergppropriate’ answers.
However, when considering the ‘not appropriate lhtamswers, half of the
private response groups show a statistically sipmt difference.
Specifically, on average 50% of the French senialemesponses find Friends
and Family not appropriate at all, whereas only 3@&Pthe Belgian senior
male responses do not find Friends and Family ag@te to find a supplier.
Statistically significant differences (p<0.05) g direction are also found for
young females (through the Kolmogorov-Smirnov z;tes1.456, p=0.0129).
The estimated difference sizes are small.

- In general, the Yellow Pages are considered a rappeopriate medium to
find a supplier in France than in Belgium. Thidrige for both, the offline and
the online version of the Yellow Pages.

Only 15% of Belgian responses show that @fline versionof the Yellow
Pages is very appropriate to find a supplier, wheré0% say it is not
appropriate at all. More than 21% of French respsmsdicate that the Offline
version of the Yellow Pages is very appropriateemghs 54% say that it is not
appropriate at all. Statistically significant diféemces (p<0.05) between
Belgium and France are found for all response gaeyrept for the senior
femaled. Differences are small to moderate.

When considering thenline versionof the Yellow Pages, the difference
between Belgian and French responses is statlgtisggnificant for all
response groups (p<0.05). On average 23% of Fresggonses indicate that
the online version of the Yellow Pages is very appate, whereas this is
only 14% for Belgian responses. Similarly, 62% ddldtan responses state
that the online version of the Yellow Pages is aygpropriate at all, whereas
this is only 53% of French responses. Considerhrgy ‘vVery appropriate’
answers, estimated difference sizes among coungiessomewhat bigger
among youngsters than among senior people.

- While theonline version of the Yellow Pages is considered mora@ppate
in France than in Belgium, Internet search engeresnot considered more
appropriate in France than in Belgium to find apigp. On average 36% of
Belgian responses indicate that an Internet seargime is very appropriate to
find a supplier, whereas 32% of French respong#iedte this. Similarly, 44%

* For the senior men group, the Kolmogorov-Smirnove& reveals the significant difference
(z=1.4061, p=0.0183).
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of French responses say that Internet search engneenot appropriate at all,
whereas this is only 33% with Belgian responsesaking down the sample
in different response groups only results in a maide statistical significant
difference (p<0.005) for the senior male resporsient

- When considering other websites (such as electromicketplaces) than
Internet search engines and the Yellow Pages qrdineut 90% of Belgian
responses and 86% of French responses indicatéothat websites’ are not
appropriate at all.

On average 2% of Belgian responses and 6% of Fresggonses show that
other websites are very appropriate. Differencds/éen French and Belgian
responses are statistically significant (p<0.0%)dib response groups and are
generally moderately sized. French respondentsthare more likely than
Belgian respondents to turn to websites such asyefdr example to find a
supplier of a product. This is also true for compeepresentatives.

- Finally, when considering the appropriateness ofrftpa fixed supplier for
some product, differences between French and Belgaponses were all
statistically insignificant. On average 12% of Balgresponses and 16% of
French responses indicate that there is a fixeglgupfor some product or
service, so that there is in fact no need to seaalpplier.

From this we can say that, in general, French aelgi&n people have a different
meaning about the appropriateness of some mediuwptofor a suppliex This is
less so for ‘media’ that still have another roleptay in their lives (such as Friends
and Family), but more so for media that are madedmmunicate this kind of
information (such as Yellow Pages and websites asdtbay).

Getting a good place in the Yellow Pages comespaica. Similarly, getting high in
Search Engine rankings can be a tedious, costtyteffherefore, it is interesting for
companies to know whether the online or the offifedlow Pages are more popular
or whether Internet search engines are more pojpulavhether it are Friends and
Family that are believed to be most appropriatdiridd a supplier. A number of
comparisons by means of the paired Wilcoxon-tesshown in Table 6.

® There are also differences between different prizdinat this paper focuses on differences between
countries rather than on differences between pitsd&till, some interesting issues can be mentioned
First, in general, chances that people and comparsie the Yellow Pages to find a supplier are remot
There is one big exception to this rule: to findaai, about 50% of French companies and French
(young and senior) people say that tifine Yellow Pages are considered very appropriate. ,Also
about 50% of French companies and French youngs@&ysthat theonline Yellow Pages are
considered very appropriate. Of the senior Frenebple, 36% consider the online version of the
Yellow Pages very appropriate to find a taxi.

Secondly, only for a few products and services istated that there is a ‘fixed supplier’. Givee th
nature of the products that were surveyed thisoisaal surprise when it comes to private persons.
However, for companies one might expect more comegato have fixed suppliers for all kinds of
(indirect) products. Notably, more than 50% of Bafgrespondents (companies, and young and senior
people) and of French companies say they haveed finctor. Of the French youngsters, only 38% say
they have a fixed doctor and of the senior Frerestpfe only 29% say they have a fixed doctor.

Finally, using another site than an Internet searajine and the online Yellow Pages to find a seppl

is hardly considered. Two product groups score parécularly better than other products: to buysCD
and DVDs and to buy computers, 35% of French yowengsnd 26% of Belgian youngsters state that
‘another website’ is very appropriate.
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Table 6: Wilcoxon-test, comparing the stated appropateness of different media to find a
supplier (for specific response groups). (a=based@ositive ranks, b=based on negative ranks;
A=asymptotic value used instead of exact value)

Internet search Internet search Internet search

Yellow Pages

Fixed supplier Other site vs.

Online vs. engine vs. engine vs. vs. Internet e_ngine VS. Internet search
Yellow _Pages Yellow _Pages Yellow _Pages search engine Frlends_ and engine
Offline Online Offline Family

Belgian | Z -0.3590 (a) -6.8023 (b) -6.8142 (b) -7.9176 (a) -1.6556 (b) -9.3330 (a)
Young Estimated difference size 0.0314 0.5943 0.5954 0.6918 0.1446 0.8154
Female — I'eyoct sig. (2-tailed) 0.7215 0.0000 0.0000 0.0000 0.0981 0.0000

_ z -0.6924 (a) -9.1951 (b) -9.2725 (b) -9.7094 (a) 56202 (b) | -10.5224 (a)
v Oii'g'&gl o | Estimated difference size 0.0516 0.6854 0.6911 0.7237 0.4189 0.7843
Exact Sig. (2-tailed) 0.4909 0.0000 0.0000 0.0000 0.0000 (A) 0.0000

Belgan | 2 -3.8166 (a) -4.3658 (b) -1.6208 (b) -3.5025 (a) -0.0141 (a) -6.7995 (a)
Senior Estimated difference size 0.4069 0.4654 0.1728 0.3734 0.0015 0.7248
Female e, ot Sig. (2-tailed) 0.0001 0.0000 0.1057 0.0004 0.9897 0.0000

_ z -1.3152 (a) -4.3874 (b) -3.8220 (b) -4.4981 (a) -2.3205 (b) -6.3141 (a)
S ei?g?'&gl o | Estimated difference size 0.1550 0.5171 0.4504 0.5301 0.2735 0.7441
Exact Sig. (2-tailed) 0.1909 0.0000 0.0001 0.0000 0.0197 0.0000

z -1.5781 (b) -3.0873 (b) -3.9592 (b) -6.6178 (a) -1.1140 (b) -7.6037 (a)
Fre;g&:&“r‘g Estimated difference size 0.1692 0.3310 0.4245 0.7095 0.1194 0.8152
Exact Sig. (2-tailed) 0.1154 0.0017 0.0000 0.0000 0.2673 0.0000

z -1.4878 (b) -4.8194 (b) -6.1420 (b) -9.6279 (a) -3.8846 () | -10.2852 (a)
Fre”ﬁﬂha?goung Estimated difference size 0.1155 0.3741 0.4767 0.7473 0.3015 0.7983
Exact Sig. (2-tailed) 0.1373 0.0000 (A) 0.0000 0.0000 0.0001 (A) 0.0000

|z -0.3445 (a) -1.4267 (b) -1.0790 (b) -1.4814 (a) -0.0650 (b) | -3.10186 (a)
Fregg‘nig"or Estimated difference size 0.0703 0.2912 0.2202 0.3024 0.0133 0.6332
Exact Sig. (2-tailed) 0.7444 0.1593 0.2926 0.1431 0.9555 0.0009

z -0.7367 (a) -0.7383 (b) 0.0000 -0.3846 (a) -0.5949 (a) -2.4308 (a)
Fre”ﬁﬂhaie”ior Estimated difference size 0.1969 0.1973 0.0000 0.1028 0.1590 0.6496
Exact Sig. (2-tailed) 0.4822 0.4954 1.0000 0.7231 0.5728 0.0117

_ z -0.4691 (a) -4.4793 (b) -3.4820 (b) -4.8389 (a) -2.0339 (b) -6.8087 (a)
Pg‘;ﬂﬁ'g” Estimated difference size 0.05 0.4775 0.3712 0.5158 0.2168 0.7258
Exact Sig. (2-tailed) 0.6424 0.0000 0.0004 0.0000 0.0416 0.0000

A comparison of the appropriateness of the onlime @affline versions of the Yellow
Pages to find a supplier reveals there is onlytati¢sically significant) difference
(p<0.0005) in stated appropriateness between omlintke offline for senior Belgian

females. Notably, this difference is moderate. Tisatsenior Belgian females are
considerably more in favor of the offline versitran the online version of the Yellow
Pages to find a supplier, whereas other respommgggrseem indifferent.

By all response groups, except the senior Frenshorese groups, the Internet is
deemed more appropriate to find a supplier tharotiime Yellow Pages (p<0.005).
Interestingly, this difference is quite large amdw®ggian respondents, and moderate
for the two young French response groups. For elgnom average 40% of young
Belgian female responses indicate that Internatkeangines are ‘very appropriate’,
but only 15% find the online versions of the Yell®ages appropriate. Exactly the
same reasoning goes for the offline version ofelow Pages, except for the fact
that no statistically significant difference could found for senior Belgian women
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between the appropriateness of an Internet seagiheeand the offline version of the
Yellow Pages.

Looking for a supplier via an Internet search eagis generally considered more
applicable than having a fixed supplier. The défere between both is statistically
significant (p<0.0001) and large for all young m@sge groups. The difference is
smaller, but still statistically significant (p<@@5) for the senior Belgian response
groups. For senior French response groups, theie sgynificant difference.

A comparison of the stated appropriateness of figiesearch engines” and “Friends
and Family” to find a supplier shows a moderatatisically significant higher
appropriateness of Internet search engines bywbeybung male response groups
(p<0.0005) and the senior Belgian male responsepg(p<0.05). For all female
response groups and the senior French male resgomsg, no significant difference
can be concluded. This may give the impressionwlmaihen rely more upon Friends
and Family to find suppliers than men. However, anktWhitney-teSt(not reported
in the tables) to compare the usage of this mediyrdifferent genders, shows there
is no statistically significant difference (U=930,5=-0.314; p=0.756; n=88). Still,
performing the Mann-Whitney-test for Belgium andamece separately gives a
different picture. Belgian women rely significantigore on Friends and Family to
find a supplier than Belgian men (Mann-Whitney U533z=-2.207, p=0.014 one-
tailed; n=226). For French men and women, no $ilfy significant difference is
detected between men and women'’s recourse to Breamdl Family to find a supplier
(Mann-Whitney U=238; z=-0.094; p=0.465 one-tailed44), but this may be due to
the small sample size.

Table 5 showed that French respondents are maely lik turn to ‘other websites’
(such as e-bay) to find a supplier than Belgiapaadents. Still, the results in Table 6
indicate that even for French respondents ‘othdysites’ only play a marginal role.
There is a large, statistically significant diffece between the stated usage of an
Internet search engine and the use of ‘other wetidid find suppliers for all response
groups. It should be noted that for senior Frenebpfe there is no statistically
significant difference between Internet search megjiand any of the other media in
Table 6, except for ‘other sites’. For all resporggeups the difference is large,
showing the fact that other sites, such as e-bayeamotely considered.

As a side note, the last row of Table 6 shows #wilts of a Wilcoxon-test on a
subset of the data, containing 63% records of seagpondents (42-54 years, 63% of
the years covered in the research) and 37% of yoesmgpndents (18-25, 37% of the
years covered in the research), equally distribai@dng Belgium and France. This
test shows that if one would not split the sampk® isubgroups, poor conclusions
could be drawn. For some comparisons among mediataicstical significance is
concluded, whereas there is a statistical sigmficiference for subpopulations. The
other way around, sometimes statistical signifieawould be concluded, while this is
not appropriate for all subpopulations.

® The test was performed on a subset of the daisaining 63% records of senior respondents (age 42-
54, 63% of the years covered in the research) @At & 'young’ respondents (age 18-25, 37% of the
years covered in the research).
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Table 7: Mann-Whitney comparison across countriesfovays to make the buy. (A) denotes the
result of the asymptotic method instead of the exaeethod. (B) denotes a difference that was
concluded to be significant with the Kolmogorov-Snminov Z-test.

= =
Internet =4 procurement| procurement
=1 =4

Personal Personal Internet =
contact=1 contact=4 1

a72 /////////// /////////////

Young Females 2 -1.54085 | -2.5792 | -4.79019 | -2.03506

.
Estimated difference size| 0.10436 0.174686 | 0.324433 | 0.137832 //////////// ////////////%
Exact Sig. (2-tailed) 0.1234 (A) 0.0097 0.0000 | 0.0418 (A) ///////////// ///////////

Mann-Whitney U

4998 4542 3537

Mann-Whitney U 12966 12350 10976.5 12590.5 ////////////////////////
Young Males VA -2.12867 -2.82811 | -4.29725 -2.5319 ///////////////////////
Estimated difference size| 0.114438 0.15204 |0.231021 | 0.136116 ///////////////////////

Exact Sig. (2-tailed) 0.0333 (A) [0.0047 (A) [0.0000 (A)| 0.0113 (A) //////////////////////////

Mann-Whitney U 624.5 496 564.5 718 //////////////////////////
Senior Eemales z -3.07867 -4.04399 | -3.60938 | -2.41406 ////////////////////////
Estimated difference size| 0.290907 0.382121 | 0.341054 | 0.228107 ///////////// ///////////
Exact Sig. (2-tailed) 0.0018 0.0000 0.0002 0.0152 //////////// /////////////

Mann-Whitney U 393.5 343 351.5 488.5 /////////////////////////
z -1.30122 -1.91263 | -1.81414 | -0.18217 ///////////////////////
Estimated difference size| 0.140315 0.206245 | 0.195624 | 0.019644 ///////////////////////
Exact Sig. (2-tailed) 0.1965 0.0555 |0.0697 (B) 0.8593 ///////////////////////

Senior Males

Mann-Whitney U 4509,5 46005 | 38125 4511 5020,5 5214,5
Company |Z -1,92497 | -1,72222 | -3,60699 | -1,92293 -0,9473 -0,3115
representatives |z o ated difference size| 0,133795 | 0,119703 | 0,250703 | 0,133653 | 0,065842 | 0,02165
Exact Sig. (2-tailed) 0,0542 (A, B)| 0,0851 | 0,0003 [0,0545 (A, B)| 0,3449 0,7564

The last aspect of the purchasing process that imeestigated, concerned the
purchasing act itself. In Table 7, the results lrewn of the Mann-Whitney-test to
compare Belgian and French response groups on ppmeriate they find a medium
to make a purchase. For private respondents, thkiaion of two alternatives is
presented: buying through personal contact withstler and buying via the Internet.
For company representatives a third alternativeshewn: buying through an e-
procurement system. Appendix E shows the averapmnses of the response groups
on the appropriateness of different media. Froredhables one can conclude that:

- On average 71% of Belgian responses show that ritdupt was bought or
would be bought through personal contact with #lkes whereas this is only
62% for French responses. Similarly, only 18% olgiza responses indicate
that buying through personal contact with the sell®uld not at all be
considered, whereas this is 29% for French resgois#erences between the
two countries are statistically significant for seal response groups (p<0.05)
and are quite large for the senior female respasddine difference between
senior male respondents is, in contrast, not §taily significant. For
company representatives there is only a statitisanificant difference on
the ‘very appropriate’ answers (with the Kolmogo®mirnov Z-test;
z=1.4043; p=0.0195)

- When buying on the Internet is considered, theupicis turned around. On
average 20% of French responses show that the giragis bought or would
be bought through a website, whereas this is oh®g for Belgian responses.
In a similar vein, 72% of Belgian responses indidagat websites would not at
all be considered to make the purchase, whereasigth66% for French
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responses. Statistically significant differencese aoted for all user groups
(p<0.05)".

- For most companies, the products that were listedildv be considered
Indirect products. This may explain the low averdigeires that show up
when company representatives assess the usageespracurement system.
Only 7% of Belgian responses and 5% of French resgindicate that an e-
procurement system would be used to buy the praalusérvice. While more
Belgian than French responses seem to indicatethatprocurement system
would be used, no statistically significant diffieces are noted.

The Internet buying behavior of all different pigaesponse groups is compared with
a Mann-Whitney test in Table 8. No statisticallgrsficant differences are found
among different French response groups. Howevenpstl every comparison of a
French response group with a Belgian response dimumatter what age or gender)
results in a statistically significant differenaecept when comparing the responses
of senior French men with those of (young and sg¢rmelgian men. Moreover, the
difference is sometimes quite large. For examplerwhomparing senior Belgian
women with young French women, the estimated diffee size is 0.449, what also
shows in the averages in Appendix E: on average B1%oung French female
responses indicate that the Internet is a very ggp@te means to make a buy,
whereas only 8% of senior Belgian female resposagthe same.

The findings of Tracy (1998), Kwak et al. (2002)eNMg & Chen (1999) and others
that the Internet is used more by men to shop tlyawomen is not confirmed in our
research, except when comparing senior Belgian wonith senior Belgian men. No
statistically significant difference is found betwmethe two genders among young
Belgians, young French and senior French people.

" For the senior men the Kolmogorov-Smirnov tesumetd a z=1.2363 and p=0.0353. For the
company representatives, the Kolmogorov-Smirnotregsrned a z=1.448 and p=0.014.
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Table 8: Mann-Whitney test to compare Buying on thdnternet across responses groups (exact
method, except where (A) asymptotic method)

T Lo oon [ o oo [ s '°:;iz4
g;;lr;% zafm- In.ey ' -1.442591 -1.9858 -4.29725 —3.695'87 —0.988'47 -3.56236 /
ales Eizzagtfs ((j;ffj:;e o 6.1511 (.).0467 o.o.ooo (A) o..oooz o..3239 N
:53:2:1 ;/lann-wmtneyu -3.313615 -3.609.377 -6.556.37 -5.94261 -2.01678 %// /
Females | Estimated difference size | -0.328097 | -0.341054 | -0.4114 | -0.44917 | -0.15944
Exact Sig. (2-tailed) 0.0006 0.0002 0.0000 0.0000 |
Mann-Whitney U 3515 597 4020.5 20705 7
E?;g:g; z -1.814138 | -2.299609 | -4.03881 | -3.70681 |
el Eizr;a;e; . ((j;ffj:dc)e o 6.0657 6.(;2309 o.bgooo .
e Eii'c"t"";?g"_"(’;f_‘i;?;‘f e '(;.9501 :

T T //////////////////////////////////////////////////////////////
Senior | 7 osss, _____________
Females | Estimated difference size | -0-061705 //////////// ///////////// ///////////%5////////////////////// ////////

Exact Sig. (2-tailed) otwss ., A A

A per-response-group comparison among private Bugérthe appropriateness of
different ways to make a buy shows a big (staa#ificsignificant) difference between
online and offline buying. That is, buying offline in both countries still by far
considered to be the most appropriate way to makmid The results of the
Wilcoxon-test are shown in Table 9.

In conclusion we can say that Belgians find thenmet less appropriate than French
people to actually buy a product or service but tlegponses from both countries
show that buying via the Internet is still consalgdy less appropriate than buying
through personal communication.

8 Figures for the company representative responsesmast similar. Tests show that buying via
personal contact is considered more appropriate bheying via a website. Moreover, buying via a
website is considered more appropriate than bwyim@n e-procurement system.
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Table 9: Wilcoxon-test for per-response-group compéson of the appropriateness of different
ways to make a buy. (All based on positive ranks.)

4 -9.7328
Belgian Young Female | Estimated difference siz{ 0.8504
Asymp. Sig. (2-tailed) 0.0000
4 -10.8629
Belgian Young Male Estimated difference siz¢ 0.8097
Asymp. Sig. (2-tailed) 0.0000
4 -7.9586
Belgian Senior Female | Estimated difference siz{ 0.8484
Asymp. Sig. (2-tailed) 0.0000
4 -7.0177
Belgian Senior Male Estimated difference siz¢ 0.8270
Asymp. Sig. (2-tailed) 0.0000
z -7.6277
French Young Female | Estimated difference siz{ 0.8178
Asymp. Sig. (2-tailed) 0.0000
z -9.9330
French Young Male Estimated difference size¢ 0.7709
Asymp. Sig. (2-tailed) 0.0000
4 -2.6928
French Senior Female | Estimated difference siz{ 0.5497
Asymp. Sig. (2-tailed) 0.0055
z -2.9834
French Senior Male Estimated difference size 0.7973
Asymp. Sig. (2-tailed) 0.0011

Discussion

The hypothesis can clearly be rejected. The rekBesesults show that there are
statistically significant differences in all stepSthe e-commerce process in the two
neighboring countries.

For example, there are less responses in Belgiymgsé#hat it is appropriate to buy
on the Internet than responses saying the sameaicé. Interestingly, this is true for
all response groups: for both age groups, for lgehders and for both, private
consumers and company representatives there israhitfe between Belgium and
France!

One factor that tends to determine the Interneg@iss — of course — the extent to
which people have access to Internet. Accordingint@rnetworldstats.com the
Internet penetration rate was 54,7% in France imeNder 2007, and was 52.8% in
Belgium in December 2007. The countries are ongsla®7 and 39 in the list of
countries with the highest Internet penetratioresgtwvww.Internetworldstats.com].
Penetration rates in Belgium and France are thmdasi Furthermore, France and
Belgium respectively take places 23 and 24 withhresof 4.99 and 4.93 on the 2006-
2007 Networked Readiness Index of the World EcordfRarum (World Economic
Forum, 2007), what suggests the countries have rapamble level of ICT
development. Also according to this report, the banofbroadbandsubscribers per
100 inhabitants is comparable: 19.13 for Belgiu®.92 for France. From this, we
can say that a difference in available IT infrastuwe can hardly be considered the
cause of detected differences between the two deant
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Something else must thus be causing these diffeserd/hile many researchers
would consider Belgium and France to be similatreirms of Hofstede’s dimensions,
they are notexactly the same. Interestingly, the Uncertainty Avoidaricdex of
Belgium is 8 points higher than that of France stsed before, trust issues have been
shown to be important inhibitors of e-commerce. sTBuggests that the lower
Uncertainty Avoidance Index value of France couddapredictive variable of the
higher considered appropriateness of buying onlinis. not possible on the basis of
this research to determine whether a differenc8 pbints should be considered a
substantial difference anyway, or that there ateotfeer drivers for the difference, but
in both cases the important final conclusion i¢ ths wrong to assume that countries
which seem to have a similar culture will not shdifferences in on-line buying
behavior!

From a practitioner’s viewpoint, there are impottannsequences for companies that
would like to sell in the neighboring countries.tifmting the number of future
Internet sales abroad on the basis of inland Ietesales would lead to a wrong
decision on how many costs are justifiable to @eatailored website. This proves
even to be the case among countries with a ‘sim{laut somewhat different)
Hofstede profile. Furthermore, witnessing that ocosrs switch your local brick-and-
mortar shop for your website shop does not imp8t this will be the same abroad
and that a percentage of shops abroad can jusbseddike that.

In addition to the findings concerning differenaasbuying, there are also several
statistically significant differences with respéathow information is gathered in the
course of the e-commerce process. This has impgartarsequences for researchers.
Unlike what Lynch, Kent and Srinivasan (2001) haeae, our research proves that
one cannot assume to get an accurate image ofji@nrewith the size of Europe if
only 108 people are surveyed in that region. E¥el countries would score almost
the same on Hofstede’s cultural dimensions, theirapton that there are no
differences between these countries would be wrdtaably, while differences
between Belgium and France are small in terms dbtdde’s cultural dimensions;
big differences also show up within Europe and sdweountries have a unique mix
of scores. For example, (amongst others) Denmadsksmores 23 on the Uncertainty
Index, whereas France scores 86. Our research siggtat a comparison of the
purchasing process between two regions, such as @&sidl Europe for example,
cannot be scientifically correct if not enough @spents are takein each part of the
region. By all means, it is of profound importance for argsearch concerning
Internet adoption to define at least the countryhich the survey was done. Even
this was often not explicitly stated in prior resdga(see e.g. (Kwak, Fox & Zinkhan,
2002)).

For practitioners there are important consequeases/ell. When it comes tthe
global medium, Internet search engines, there lnesh no statistically significant
differences noted between the two countries: Belgiad French customers say it has
a similar appropriateness. Investing in searchrengptimization of a ‘standardized
web site’ could thus pay off in both countries. Whsmparing the use of Internet
search engines to find a supplier with other medlidernet search engines are
considerednuch moreappropriate than any of the other media in Belgibot this is
not at all the case among senior French peoplet iBhdor senior French people,
other media are considered as appropriate as &iteearch engines. Consequently, it
may be more appropriate to invest in a search engptimizer for anentirely
culturally customizedvebsite in one country than in another. For examiplvesting

in search engine optimization of entirely cultuyatustomized websites is more
appropriatesinsBelgiumsthan in France (if seniooge are the target audience)
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because the French target audience can be reasheellahrough other media such
as the online Yellow Pages.

Similarly, investments to get a good placementhi& online Yellow Pages may be
justifiable in one country but not in another; maten in neighboring countries (of
which often a similar customer behavior is assumedy an example, good
experiences with the Yellow Pages in France arelikely to be replicated (to the
same extent) with investments in the Belgian YellBages. Especially with the
online Yellow Pages there are big differences betwieoth countries. For example,
while 25% of young Frenchmen say that the onlinboiePages are very appropriate
to find a supplier, only 11% of the young Belgiaemsay this. It is also remarkable
that senior Belgian women do not seem to make witels to the online Yellow
Pages although they would use Internet search endo find suppliers as often as
they would use the offline version of the Yellongea.

Furthermore, for practitioners it is important toderstand the importance of a local
shop to give product and service information. Fhepeople find communication with
the seller much more appropriate to gather produofdirmation then Belgians.
Consequently, opening or having a local brick-arattar shop in France may be
appropriate for reasons of communicating producrrmation. The other way around,
buying on the Internet is considered less apprtgmaBelgium, so opening or having
a local brick-and-mortar shop in Belgium may be enanportant for reasons of
selling, rather than communicating product informrat This finding should be kept
in mind when evaluating the performance of localpshand Internet shops. It is quite
possible that, as the brick-and-mortar shops hadg#ferent role to play, the role of
employees, their necessary knowledge, the locatyuired product stock etcetera
may be different in two neighboring countries (sashFrance and Belgium). Further
research on this is wanted.

Limitations to the study

The findings in this paper concern ‘the averagedpet. By aggregating the rough
data in another dimension (namely by grouping reses of different respondents
within a response group per product), it is possiblsee that there are big differences
between different products. This paper mentiongva éye-catching differences in
footnote 5, but in general, responses for all patslare different. The goal of this
paper was, however, not to investigate productesshut to investigate differences
among countries.

Given the fact that different individuals may idéntith national culture to varying
degrees (Srite & Karahana, 2006), it was attemptedget a large number of
respondents in both countries. The statisticabtesre finally run on data from 388
French and 581 Belgian respondents, what seemsm@ygie. Still, there were only
14 senior French males in the sample. Often, thdiane of Belgian and French
senior males were quite distinct, but no statiiicgignificant difference was found,
what may be due to the fact that there were orllgnged number of French senior
males in the sample.

We note that findings from this study, like all uéés from studies on the influence of
culture, cannot just be applied to a specific ifdiral in the population. “The effect of
culture is not homogeneous but rather dependettieoaxtent to which the individual
subscribes to various cultural values” (Srite & &@anna, 2006, p681). As such, it is
appropriate to assess the individual's espouseddralivalues.
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Conclusion

Organizations should investigate whether custoraetsally look on the Internet for
product information and for a supplier and whettwestomers actually buy products
and services online, before investing in websiteettment and search engine
optimization. In this paper, differences in e-comoeebehavior in two neighboring
countries are discovered through a survey of pivedbnsumers and company
representatives on several products.

The research at hand reveals big differences ione@erce behavior between people
from two neighboring countries which seem rathenilsir in terms of Hofstede’s
cultural dimensions. This has far-reaching consece® for practitioners and
researchers. We can say that, in general, for amybmation of two countries,
companies that consider selling abroad (thus ewenohsumers that are only 30
kilometers away in a neighboring country) shouldaweare of big differences in e-
commerce behavior when they evaluate some investoion. Given the costs to
create and to maintain a culturally customized wepgustomer Internet behavior
should be decently investigated upfront. It shookdnoted that companies have to
tailor this investigation to their specific targgtoup, as there are big differences
between different response groups. For researthers is the important conclusion
that they have wrongly assumed in the past thanapke of a few countries in a
geographical region is sufficient to give a sciieedily correct image of that region.
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Appendix A: free translation of the products and sevices on
the questionnaire to English

Group 1: Group 2:

Diving material

Lagging material

Architects and architectural firms
Artists

Second-hand cars

Car accessories (spoilers, rims,...)
Car rental

Tax consultant

Books

Cafés and Cafetarias

CD's and DVD's

Computer training

Computers

Construction

Animal aid

Emigration bureau

Fitness centre

Camera equipment and film equipment
reparation

Garage doors

Hotels

Woodworking - machines
Boarding schools

Airline company
Meditation techniques
Snack bar

Photo-reportage, photographer

Golf course

Jeweller

Photo prints

Copy centre

Osteopathy practitioner

Massaging machines

Furniture

Paint Brush — factories and
wholesalers

Press bureau

Travel agency

Restaurants

Ship’s engine — repair

Sports club and relaxation club

Taxis

Televisieons, radio-hardware

Textile printing

Domestic caterer

Packaging and Packing material

Fishing-tackle

Legal adviser

Greetings card and postcard

Recruitment and selection office

Family doctor

Air conditioning
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Appendix B

Table 10: Tasks in the e-commerce process and opt®to evaluate in the survey (left column) vs.
in the paper reported options (right column)

To gather information about the product or service:

Offline: magazines & books /
Offline: Friends and Family Friends and Family
Offline: Sellers Communication with the seller

Online: Webpages found with Google

Online: On a site | knew

The Internet

Online: Webpages found with another search enging
(Yahoo, MSN,...)

Online: Other /
To find a supplier:
Offline: magazines & books /
Offline: Friends and Family | Friends and Family ‘
Offline: Other people /
Offline: The Yellow Pages Yellow Pages offline sien
Offline: | already had a fixed supplier Fixed sligp
Offline: Other /

Online: Google

Internet search engine
Online: Other search engine (Yahoo, MSN,...)

Online: Yellow Pages online Yellow Pages onlinesian

Online: An online auction (e-bay, ...)

Other website (such as electronic marketplaceselikay or

Online: Other website | knew websites they already knew)

To make the purchase:

Face-to-face contact or via telephone | Personahcowith the seller ‘

Via e-mail /

Via the website of the seller itself

- - Through a website
Via another website (e.g. e-bay)

E-procurement solution (only for company
representatives)

Other /

E-procurement solution (only for company represtves)
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Appendix C

Table 11: Average scores of different media to fingroduct and service information. '1'-column:
response = “medium is very appropriate”; '4'-columrn response = “medium is not appropriate at
all”. Overall mean = unweighted mean of different esponse groups.

Friends &

Family =1

Friends &
Family = 4

Commun.
Sel.=1

Commun.
Sel.=4

Internet
=1

Internet =
4

Young Females |_Mean Belgium 0.3133 0.2809 0.2846 0.3945 | 0.4892 0.1994
Mean France 0.2961 0.3011 0.4506 0.2864 | 0.4354 0.2409

Young Males | Mean Belgium 0.2356 0.3488 0.2687 0.4136 | 0.4607 0.2093
Mean France 0.24482 0.3463 0.3788 0.3198 | 0.4374 0.2419

Senior Females Mean Belgium 0.2964 0.3418 0.2545 0.5055 | 0.3509 0.3382
Mean France 0.28 0.3617 0.3400 0.3933 | 0.3583 0.3683

Senior Males |_Mean Belgium 0.2433 0.3528 0.2056 0.4983 | 0.3883 0.2650
Mean France 0.3314 0.3286 0.3686 0.4486 0.36 0.3914

Company Mean Belgium 0,2335 0,4058 0,2869 0,4458 | 0,4106 0,2818
representatives | oo France 0,2297 0,4351 0,3909 0,3538 | 0,3856 0,3369

Overall Mean Belgium
Overall Mean France
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Appendix D

Table 12: Average scores of different media to fina supplier. '1'-column: response = “medium is ver appropriate”; '4'-column: response = “medium is not
appropriate at all”. Overall mean = unweighted meanof different response groups.

Flondsf  FewS  pages  bages  paes  pages OISl lnemel  Ofersie OWerste  gupico supler-
Offine=1  Offine=4 Online=1  Online=4 1 4

Young Females |-Mean Belgium 0.3221382 | 0.2766412 | 0.1465656 | 0.6036641 | 0.1520618 | 0.5691603 | 0.3957252 | 0.2650458 | 0.0280924 | 0.8720611 | 0.0964893 | 0.7963282

Mean France 0.3121724 | 0.3218402 | 0.2216092 | 0.5291954 | 0.2671264 | 0.4478161 | 0.3632299 | 0.3236782 | 0.0680471 | 0.8409195 | 0.1204609 | 0.7641264

Young Males |_Mean Belgium 0.2522228 | 0.3508889 | 0.1131117 | 0.6826667 | 0.1095556 | 0.6846667 | 0.4257778 | 0.2611111 | 0.0415561 | 0.8675556 | 0.0835561 | 0.8213278

Mean France 0.2566265 | 0.3643373 | 0.2053012 | 0.5161446 | 0.246747 | 0.4956627 | 0.3920482 | 0.2968675 | 0.0698795 | 0.8272289 | 0.1033741 | 0.7978313

Senior Females |M€an Belgium 0.2690909 | 0.3681818 | 0.2122727 | 0.5431818 | 0.1245455 | 0.6881818 | 0.2822614 | 0.4250011 | 0.019092 | 0.9531705 | 0.1154557 | 0.7668068

Mean France 0.288375 | 0.3666667 | 0.193375 0.535 0.185 | 0.553375 | 0.2782917 | 0.4566708 | 0.0650042 | 0.8582917 | 0.1716667 | 0.708375

Senior Males | _Mean Belgium 0.2211111 | 0.3550139 | 0.1738903 | 0.5405417 | 0.1433333 | 0.5811111 | 0.3422083 | 0.3327792 | 0.0150014 | 0.9311111 | 0.1111111 0.775

Mean France 0.2657143 0.5 | 0.2371429 | 0.6085714 0.2 | 0.6628571 | 0.2285786 | 0.6857857 | 0.0314357 | 0.9342143 | 0.1885714 0.78

Company Mean Belgium 0,249455 | 0,364364 | 0,120373 0,624 | 0147273 | 0573818 | 0,353455 | 0,348364 | 0,017464 | 0,895273 | 0,193827 | 0,661818

representatives | y1oon France 0,251959 0,41733 | 0,207433 | 0,522887 | 0,257742 | 0,516701 | 0,314237 0,42599 | 0,069279 | 0,832175 | 0,202072 | 0,660216

Overall Mean Belgium

_Overall Mean France
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Appendix E

Table 13: Average scores of different media to makine buy. '1'-column: response = “medium is
very appropriate”; '4'-column: response = “medium is not appropriate at all”. Overall mean =
unweighted mean of different response groups.

E- E-
procurement procurement

Internet = Internet =
1 4

Personal
contact =4

Personal
contact =1

Young Females |-Mean Belgium 0.7392366 | 0.1389313 | 0.1032061
Mean France 0.6721724 | 0.2298862 | 0.2133345
Mean Belgium 0.6942222 | 0.1797778 | 0.1357778
Young Males
Mean France 0.6248193 | 0.273741 | 0.2026506
Senior Females |Mean Belgium 0.7322727 | 0.1445455 | 0.0781818
Mean France 0.5316667 | 0.3633333 | 0.2333333
. Mean Belgium 0.7183333 | 0.1844444 | 0.1238903
Senior Males
Mean France 0.6542143 | 0.3000071 | 0.1657214
Company Mean Belgium 0,666182 | 0,231273 | 0,117455 | 0,698182 0, 069828 0, 878545
representatives | \1oan France 0,603299 | 0,280412 | 0,194227 | 0,630515 0,046619 0,816073

Overall Mean Belgium 0,7100 ! . 0,7164 0,069828 0,878545

Overall Mean France 0,6172 . . 0,6583 0,046619 0,816073
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