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ABSTRACT 
In today’s global marketplace, where companies market their products and services in 
different country markets, it is important for managers to know how to address customers in 
diverse cultures. One way to address these diverse cultures is to establish storefronts or 
company websites which are culturally sensitive and to respond to an increasing demand for 
national websites which are country specific. Our study is an attempt to uncover how 
culturally sensitive multinational companies are in their national websites. Guided by 
previous research in the area we provided a framework to conduct observations and 
supplemented them by interviews and documentation. Through these data collection methods 
we found out how culturally sensitive companies are in both design and content of their 
websites.  
 
By observing three national websites of two companies with Swedish background, Sony 
Ericsson and IKEA, we were able to collect data on the variables of website design and 
content. Through studying Hofstede’s cultural dimensions of Germany, Poland, and Sweden 
we were able to understand the three national cultures and the ways they differ from each 
other. We were thus able to find out to what extent these differences were taken into 
consideration in the corresponding country websites of the two companies. By interviewing 
people with German and Polish origins we were also able to get their points of view.  
 
Our findings show that companies are most culturally sensitive in their website design, 
specifically with regard to use of the national language. A majority of the websites had 
translated with sensitivity and allowed for language jargon and even culturally specific 
proverbs. The websites also adapted sales approaches to national cultures in order to 
communicate effectively with visitors to the websites. This was however only true for the 
company which sold to end users, IKEA. Our findings could contribute to knowledge as our 
findings also showed that most of the theory on the subject of website content had 
shortcomings. 

 



SAMMANFATTNING 

SAMMANFATTNING 
 
I dagens globala markand, där företag marknadsför deras produkter och tjänster till olika 
länders marknader, är det viktigt att marknadsförare vet hur man riktar sig till de olika 
kulturerna. Ett sätt att rikta sig till dessa olika kulturer är genom att etablera storefronts eller 
företagshemsidor som är kulturellt känsliga och reagera till den ökande förfrågan efter 
nationella hemsidor som är landsspecifika. Genom denna uppsats har vi undersökt hur 
känsliga företag är gentemot kulturer på deras nationella hemsidor. Guidade med hjälp av 
tidigare forskning inom detta ämne har vi tillhandahållit en struktur för att göra observationer 
som sedan blev kompletterat med intervju och annan dokumentation. Genom dessa 
datainsamlingsmetoder kunde vi se hur företag tog de olika kulturerna i beaktning gällande 
både design och innehåll på deras hemsidor. 
 
Genom observationer av tre nationella hemsidor två företag med Svensk bakgrund, Sony 
Ericsson och IKEA, kunde vi samla data angående variablerna design och innehåll. Genom att 
studera Hofstedes kulturella dimensioner av Tyskland, Polen och Sverige kunde vi få djupare 
förståelse för de tre nationella kulturerna och i vilka dimensioner de skiljer sig från varandra. 
Detta gjorde att vi kunde se vilka skillnader som företagen tagit hänsyn till på de olika 
motsvarande ländernas hemsidor gjorde av de två företagen. Genom att intervjua folk som 
härstammar från de nationella kulturerna Tyskland och Polen kunde vi även få deras åsikt. 
 
Vår upptäckt visar att företagen är mest kulturellt känsliga när det gäller användandet av 
hemsidedesign och är speciellt känsliga med språket. Majoriteten av hemsidorna hade blivit 
översätta med finkänslighet och vi kunde hitta en språklig jargong och specifika kulturella 
ordspråk.  Hemsidorna hade även anpassat säljsätt till de nationella kulturerna för att på ett 
mer effektivt sätt kommunicera med besökarna av hemsidorna. Detta stämde bara in för det 
företag som sålde till slutanvändarna av produkterna, IKEA. Våra upptäckter kan bidra till 
kunskap eftersom våra upptäckter också visade att det mesta av teorin gällande hemsidans 
innehåll hade brister. 
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INTRODUCTION 

1 INTRODUCTION 

In this introducing chapter, we start by presenting the area of cross-cultural communication. 
Further, we present how this can be carried out on company websites. In the end of the 
chapter, we present the purpose of the research together with the research questions.   

1.1 Background 

1.1.1 The importance of advertising internationally for companies marketing abroad: 
Standardization versus Adaptation 

The debate of standardization versus adaptation has been highly debated through several 
decades and is a predicament even in the global marketplace where researchers claim that 
customer groups are becoming homogenous. Put in short, standardization offers a cheaper 
marketing strategy whereas the adaptation strategy allows for cultural diversity.  
 
According to Jain (1996) advertising is the key tool when marketing internationally (p.550). 
An important strategic decision for marketers when using international advertising is whether 
the basics of an advertising campaign made in the multi-national company’s (MNC’s) home 
country can be used in another country (Jain, 1996, p. 553). Standardization of international 
marketing has been the topic of many studies since the 1960s due to the economic incentives 
following the strategy (Okazaki, 2004). There are many researchers according to Jain (1996) 
that are firm supporters of standardization and they believe that a successful advertising 
concept can be used everywhere in the world (p. 553). However, there are also critics of 
standardized advertising, these critics believe that the cultural differences between the 
countries are extensive and therefore the advertising needs to be adapted to each country 
(ibid). Further, the advantages of standardization have also been highly debated since the 
strategy is supposed to meet the needs of customers of diverse cultures and nationalities 
(Okazaki, 2004).  
 
On the contrary, many marketers all over the world believe that consumers around the world 
have similar needs and desires and that the global market is becoming homogeneous (Chan et 
al., 2007). Studies in the early eighties proposed that the global consumer can be reached with 
standardized communication messages, but the case has changed in recent years and an 
increasing amount of marketers consider local preferences and the aspect of culture in their 
communication (ibid). In fact, most empirical studies imply that advertising messages should 
be adapted to the local cultural tastes in order to be accepted by the customers (Chan et al., 
2007). Further results indicate that the customers’ perception of advertising can predict why 
customers reject products and brands (Chan et al., 2007). The adaptation strategy demands 
companies to tailor their communication to culture and other variables in order to reach the 
diverse customer groups (ibid). According to Jamal (2003) companies nowadays have to 
respond to their consumers’ culturally-based needs, since standardized advertising messages 
are outdated. Therefore, companies have to use differentiation and segmentation strategies to 
become aware of the variation in consumer behavior. In addition to this, Jamal (2003) states 
that by using the different strategies the companies will be able to adapt their marketing mixes 
to target the culturally different customer groups. An and Kim (2006) suggest that cross-
national comparisons are of a great importance as they can benefit international advertisers 
with both practical and theoretical implications. Laudon and Traver (2007) argue that culture 
is the broadest factor in consumer behaviour since it shapes human values, wants, perceptions, 
and behaviours (p.366). Cultures constitute the expectations consumers bring to the 
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marketplace; e.g. which market to buy in, how to buy, and how to pay (ibid). Generally, 
culture is bound to a nation (national culture) and as a consequence inflict on cross-boarder 
marketing (ibid). 
 
The third view on standardization offers a compromise between the extremes standardization 
and adaptation; it means that standardization strategy can be appropriate for some products, 
consumer characteristics and environmental factors (Okazaki, 2004). According to Wild et al. 
(2004, p.410) managers have to decide whether a particular advertisement has the possibility 
to work in a given market; if a foreign market is culturally different from the home market 
substantial changes might be required, whereas culturally similar markets might require solely 
language translation (Wild, et al., 2004, p.410). Managers can approach the problem by 
standardizing a few elements of the advertising and adapting the rest to local markets. 
Standardizing the advertising across markets can help the company to maintain the same 
brand image in all markets (ibid).Wild, et al. (2004, p.410) claim that “companies can achieve 
consistency by standardizing their basic promotional message, creative concepts, graphics, 
and information content”. This third view seems most realistic, in the 
standardization/adaptation discussion, since it is not likely to be effective to communicate the 
same message to customers with substantially diverse cultures.  

1.1.2 The role of cross-culture in international advertising 
It is estimated that managers take culture into consideration on some level in the 
establishment of cross-culture communication. In order to communicate effectively across 
markets managers are likely to segment the market in order to make more or less homogenous 
groups. Strauss et al. (2005, p.195) claim that geographic segmentation is the most common 
segmentation strategy among multi-national companies. Further, the authors state that most 
marketing target multisegments, i.e. develop marketing mix strategies for each segment 
(Strauss et al., 2005, p.212). Finally, Strauss et al. (2005, p.31) state that it is important to 
look for differences between home market and target market in order to be successful; this is 
particularly true when the home country is developed and the target country is emerging. All 
this imply that most companies target different country specific segments with different 
marketing strategies. Therefore, one can assume that these companies take national culture 
into consideration when they target country specific segments. 
 
There are many studies that have engaged in the complex topic of cross-cultural advertising 
and similar areas (Okazaki and Mueller, 2007). International marketing is a phenomenon that 
takes place all the time and can be seen all around us and since markets have merged into a 
global market its importance has amplified (Czinkota and Ronkainen, 2004, p.4). However, 
managers marketing internationally rarely have an easy task and many of the obstacles 
originate from lack of understanding between cultures (Czinkota and Ronkainen, 2004, p.61). 
It is safe to say that culture varies between all countries but even within countries there can be 
subgroups (ibid). The international manager’s task is to distinguish relevant cross-cultural and 
intracultural differences and then isolate eventual opportunities and threats (ibid). Further, 
Czinkota and Ronkainen (2004) present eight elements of culture; language, religion, values 
and attitudes, manners and customs, material elements, aesthetics, education, and social 
institutions (p.61). International managers who are aware of how these elements differ 
between cultures can more easily conduct business across boarders (Czinkota and Ronkainen, 
2004, p.60) both in the physical world and the digital.  
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1.1.3 E-commerce and E-marketing 
In the global marketplace, an increasing amount of organizations are becoming partially 
active in e-commerce but still have most activity in the physical world; these organizations 
fall into the category click-and-mortar stores (Turban et al., 2006, p.46). Further e-commerce 
is a paradigm in marketing; it has shifted the power from seller to buyer, eliminated the 
concern for geographical distance, and it allows communication at all hours regardless of time 
zone. (Strauss, et al., 2006, p.19). Turban et al. (2006, p.4) states: “electronic commerce (e-
commerce) is the process of buying, selling, or exchanging products, services or information 
via computer networks”. It is a fact that the revolution of e-commerce has created new ways 
for marketing managers to communicate with their customers around the world 
 
According to Strauss et al. (2006, p.28) there are four levels of commitment to e-commerce; 
activity, business process, enterprise, and pure play. The two top levels of e-commerce, 
enterprise, and pure play, represent dot-com companies and other companies with a high 
emphasis on e-commerce within the corporation (Strauss, et al., 2005, p.29). Activity is the 
lowest form of commitment to e-commerce and one of the models in this stage is “content 
publisher” (Strauss, et al., p.30). In this model, companies create valuable content or services 
on their websites, draw lots of traffic, and sell advertising (ibid). The company can post 
information concerning offerings in order to save costs in content publishing (ibid). This is the 
most basic form of commitment (ibid). If companies become more engaged in e-commerce 
they climb up to the business process-level (Strauss, et al., 2005, p.31). In this level it is 
common that companies engage in customer relationship management (CRM) where the 
company has the ability to collect information concerning each customer in all encounters, 
including encounters at company offices, contact through mail, telephone, and over the 
Internet (ibid).  
 
E-marketing is a communication phenomenon within e-commerce and by using electronic 
communication technology the organization can reach their marketing objectives (Chaffey, 
2006, p. 9). E-marketing are a broader way of communicate with the consumer; the 
organization can reach the consumer in all the digital media such as web, e-mail, etc. 
Furthermore, e-marketing includes management of the digital customer data and also 
electronic customer relationship management systems (e-CRM systems). (Chaffey, 2006, p. 
9) According to Chaffey (2006) marketing is the management process that is responsible for 
identifying, anticipating and satisfying the customer requirements profitability (p.9). This can 
also be applied to e-marketing:  
 

• Identifying: The web can be used for research in marketing in order to find out what 
the consumers’ wants and needs. 

•  Anticipating: By using the web as an extra channel of marketing the customers can 
easier obtain information and make purchases online.  

• Satisfying: To make success by using e-marketing, the key factor is to achieve 
customer satisfaction through the electronic channel. This is made by having an easy 
navigated and effective website, have standards on the website which is connected to 
customer services on how the website transmits the physical products. (Chaffey, 2006, 
p. 9) 
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1.2 Problem Discussion 

1.2.1 Importance of Websites and the global consumer  
Click-and-mortar stores often implement storefronts (organizational websites) with available 
information concerning offerings and contact (Turban et al., 2006, p.44). The use and content 
of these storefronts are interesting to investigate in order to find out how click-and-mortar 
stores conduct e-commerce in a cross-cultural context. 
 
Burgmann et al. (2006) states that the web has come to play a significant role in how different 
organizations communicate with their consumers from different cultures and countries. 
According to Fletcher (2006), the web is a communication medium and the effectiveness of 
the medium’s communication is influenced by cultural sensitivity and therefore the websites 
are in different language versions. By recognizing the obvious connection with internet and 
information exchange between the distant international market place, one can investigate if 
the international market managers are adapting their marketing to the culturally different 
international market places (Burgmann et al., 2006).  
 
Having a website is important for companies’ images; not providing potential customers a 
website may hurt their image substantially (Czinkota and Ronkainen, p.320). Further, the 
website should be linked to the overall marketing strategy and not only be there for 
appearance (ibid). Having support from an Internet homepage will help the international 
marketer in numerous ways; firstly it will increase the company’s presence in the 
marketplace, secondly it will provide customers with around the clock access, and thirdly it 
will increase customer service by allowing customers to serve themselves whenever and 
wherever they want (ibid). Finally, websites give the marketers a challenge, this since the web 
is a global medium and crosses national borders and cultures (Fletcher, 2006). 

1.2.2 Cross-cultural aspects of companies’ websites.    
To date, there are few researchers that have investigated the influence of the culture on the 
web. According to Murphy and Scharl (2007), marketing research of culture, internet use, and 
globalization seems incomplete. Many studies suggest that country of origin affect a 
companies’ online communication strategies on the one hand and affect visitors’ usage and 
perceptions of websites on the other hand (Murphy and Scharl, 2007). An and Kim (2006) 
argue that the web being a global advertising medium warrants careful attention to its 
advertising content dimensions, considering its potential to reach the global audience. Singh 
et al. (2005) suggest that the web as a part of MNCs communication media is a culturally 
sensitive document and that companies engaging in e-commerce should adapt the 
communication over the Internet to local preferences.  
 
Fletcher (2006) states that the use of English language on the internet and that English the 
second spoken language in many countries have strengthened the language position as lingua 
franca of international business. However, only half of all internet users have English as the 
first spoken language. This can result in misunderstandings since almost all e-commerce sites 
are written in English (Fletcher, 2006). The supporters of standardizations within international 
marketing believe that a tailored marketing mix for every segment around the world to reach 
the different needs of every culture is not necessary. However, the standardization supporters 
believe that it is essential to adapt websites and marketing by using the language spoken in the 
country when marketing abroad. (ibid) Though, by using a translated text, or just use the same 
English on marketing all over the globe, can be expensive mistakes done by managers. 
Fletcher (2006) further explains this with an example; there was an Australian company that 
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had a website called getgift.com that targeted all countries, but in Sweden “getgift” means 
poison for goats.  
 
According to Fletcher (2006), cultural mistakes are more common nowadays in e-commerce 
as well as e-marketing and can carry an offensive connotation or a hilarious meaning in a 
specific culture. These communication errors can be described as cultural noise and is a 
problem market managers should try to avoid (ibid). One example on a communication error 
that Fletcher’s (2006) study brought up is when a UK manufacturer had adapted an 
advertisement to the Arab country. The manufacturer had adapted the reading pattern, with 
the local language, from the right to the left which is correct (Fletcher, 2006). However, 
placing the picture of the dirty pile of clothes on the left, a packet of its detergent on the top of 
the machine in the middle, and a pile of clean clothes on the right (ibid). Connect this with the 
reading pattern and the illustration implies that the detergent made a clean pile of clothes dirty 
(ibid).  
 
Further, many organizations provide an English homepage alone can benefit many 
international customers, since many people have English as a first or second language, but 
providing a local-language website allows the company to be more culturally sensitive 
towards local markets (Czinkota and Ronkainen, p320). In local websites companies can use 
the local language as well as adjusting the content of the site to match different product lines 
in different countries, as well as meeting the different information needs and company 
familiarity around the world (ibid, p321). Adapting websites to different cultures is also likely 
to have other positive effects such as more effective communication. 
 
Many Swedish companies market their products and services in the international markets. As 
observed during the making of this chapter, the research on the cultural sensitivity of these 
MNCs’ websites were found to be limited it will be the focus of this study. Further, it was 
observed that companies tend to think of Europe as a homogenous market, which according to 
theory can be risky. Therefore, this research will focus on diverse cultures within Europe.  

1.3 Purpose and Research Questions 
The purpose of this study is to investigate if Swedish companies which market products in 
Europe have websites sensitive to European cultures. 
 
In order to arrive at the purpose of this research, the research questions of this study are: 
 
RQ1: How can the cultural variables impacting the website design be described? 
  
RQ 2: How can the cultural variables impacting the website content be described? 
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1.4 Outline of the thesis  
The outline of the thesis is constructed as follows: 
 
 
 
 
 
 
 
 
 
 
 
  Figure 1.1: Outline of the thesis 
  SOURCE: Authors’ 
 
 
 
 
 

 
6. Findings and Conclusions

4. Empirical Data 

3.Methodology 

2.Literature Review 

5. Data Analysis 

1.Indroduction 

How this thesis will be conducted is illustrated in the Figure 1.1 on the previous page. Chapter 
one begins with explaining the background of this study and then the background are 
narrowed down to a problem discussion. In this part of chapter two the problem of this study 
will be more thoroughly explained and this discussion will end with explaining the research 
problem and research questions that will be investigated in the study. In the next following 
chapter two, the different theories that is based on the research questions are described and 
will than be narrowed down into the theoretical framework, which the theories that are used in 
this study are further explained. In chapter three the methodology that were used to conduct 
this study are explained. Chapter four consists of the data that were collected through 
interviews with managers, visitors of website and observation of adapted websites. In chapter 
five the gathered data for this study will be compared to the selected theories. In the sixth and 
final chapter the findings and conclusions for the two research questions that are made for this 
study will be presented. 
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   LITERATURE REVIEW 

2 Literature Review 
The previous chapter discussed the problem of culture in advertising and in particular the 
impact of culture on websites. Initially, this chapter presents the theories connected to the 
Research questions presented in the previous chapter. At the end of the chapter the theoretical 
framework is presented which serves as a basis for empirical data collection. Due to limited 
research on the subject, this study will primarily rely on three articles and one book that have 
made research within the area: Burgmann, I., Kitchen, P.J. & Williams, R. (2006) Does 
culture matter on the web?, Fletcher, R. (2006) The impact of culture on website content, 
design, and structure, also Singh, N., Kumar, V. & Baack, D. (2005) Adaptation of cultural 
content: evidence from B2C e-commerce firms, and finally Hofstede, G. & Hofstede, G. J. 
(2005), Cultures and organizations: software of the mind. 

2.1 Theories on impact of culture on website design 
In this section the relevant theories on website design are presented; starting with elements of 
culture which includes language, values and attitudes, and aesthetics. The following theory, 
the power distance and website design includes one of Hofstede’s dimensions, and the final 
theory deals with the impact of cultural context on website design.  

2.1.1 Elements of Culture 
Czinkota and Ronkainen (2003) state, that the different studies that have been conducted on 
culture made it able to describe the generalizations about cultures (p.61). These 
generalizations or characteristics are called cultural universals, and these characteristics 
manifest how people in any culture live their lives. The elements are language (verbal) and 
non-verbal), religion, values and attitudes, manners and customs, material elements, 
aesthetics, education, and social institutions. (Czinkota and Ronkainen, 2003, p.61) All these 
elements occur across cultures except, the elements are unique to every group in the society, 
and therefore giving cultural diversity to a society. (Ibid) However, based on Fletcher (2006) 
only three of these elements are interesting to look at when investigating culture on websites; 
Language (verbal), values and attitudes, and aesthetics.    
 
Language (verbal): Czinkota and Ronkainen (2003) state that the language is the mirror of a 
culture (p.61) and according to Fletcher (2006), the first issue to consider is language when 
adapting a website to local culture. To meet the needs of the natives in a local culture it is of 
great importance not to just translate from English or any other language to the local 
language; it is of essence for marketers to have cultural sensitivity towards the language since 
the message can lose the reliability when direct translating. (Fletcher, 2006) This can also be 
related to that the communication process, which varies from country to country. One 
example that Fletcher’s (2006) study investigates, is that in low-context cultures 
(Trompenaars, 1994, p.81)  the main point of the conversation comes first and then a 
discussion follows, on the other hand in high-context cultures (Trompenaars, 1994, p.81) the 
main point of the message comes in the end of a discussion. To ensure that the localized 
website gets the desired meaning of the message, it is of essence for managers to understand 
the communication process within the language. (Fletcher, 2006) When adapting language to 
a local website it is important to conduct back translation of the language in order to erase 
language mistakes (ibid). 
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Values and attitudes: Hofstede and Hofstede (2005, p.8) state that “Values are broad 
tendencies to prefer certain state of affairs over others”. Values are the most manifested in 
culture and deal with: 
 

• Evil versus good 
• Dirty versus clean 
• Dangerous versus safe 
• Forbidden versus permitted 
• Decent versus indecent 
• Moral versus immoral 
• Ugly versus beautiful 
• Unnatural versus natural 
• Abnormal versus normal 
• Paradoxical versus logical 
• Irrational versus rational 

 
The several ethic groups around the globe have adopted different sets of values. According to 
Fletcher (2006) there have to be a consistency between the website, the symbols, and heroes 
(important persons in the national culture), to illustrate the values and social activities that are 
important to the natives in the national culture. There has been research made that have 
investigated the relationship between the experiences of the people from a national culture 
and the navigation on the websites. The research conclusion was that a website was most 
likely to get visitor when adapting the different symbols, rituals, heroes, and values of a 
specific national culture on the site.  According to Fletcher (2006) an effective marketing tool 
to use is word of mouth and in some cultures is it even more essential than in others. When 
designing websites in cultures were word of mouth is important, the site should be linked to 
chat rooms and in different sites where the visitors that have the similar ethic background, 
could exchange points of views (Fletcher, 2006).  
 
Hofstede and Hofstede (2007, p.6) state that cultural differences are manifested in the 
concepts: symbols, heroes, rituals, and values (see Figure 2.1). Values are defined as the most 
evident of the four whereas symbols are the most superficial (ibid). Notice that practices are 
demonstrated by symbols heroes, and rituals which means they can be observed by out-group 
members (ibid).  
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Figure 2.1: The "Onion Diagram"- expressions of culture 
SOURCE: Fletcher, R., 2006 
 
Symbols are words, gestures, pictures, or objects that carry a particular meaning only 
recognized as such by those who share the same culture (see Figure 2.1) (Hofstede and 
Hofstede, 2005, p.7). Symbols are often replaced by new ones and are easily copied by 
members of other cultures (ibid).  
 
Heroes in a culture are more manifested than symbols (Hofstede and Hofstede, 2005, p.7). 
Heroes can be alive or dead, real or imaginary and possess characteristics that are cherished in 
a culture (ibid). Further, heroes can stand as role models for how to act (ibid). 
 
Rituals are regarded as collective activities; they constitute ways of greeting, paying respect to 
others, and social and religious ceremonies in a culture (Hofstede and Hofstede, 2005, p.8). 
Rituals can also explain how language is used in text and talk, in daily interaction and in 
communicating beliefs (ibid).  
 
Aesthetics (Web design):  Fletcher (2006) states that the meaning of colors differs from one 
cultural group to another. This is important to investigate so the adapted websites do not 
contain colors that detract the effectiveness of the message on the website (Fletcher, 2006). 
One important thing to take into consideration when adapting the web design to a national 
culture is the different reading patterns in the different cultures. In most of the western 
counties the reading starts from the left side of the page however, this is not always the case 
and is important to take in consideration, and if not problems and misunderstandings may 
arise. (Ibid)  
 
2.1.2 Power distance in website design 
When using Hofstede’s five cultural dimensions and a self-selected sample of web sites, one 
can see how the influence of culture affects the website design. Specifically, Burgmann et al. 
(2006) believes that the dimension power distance (PD) may influence the web design in 
terms of: 
 

1. Access to information, with websites being either highly structured (high PD) or less 
highly structured (low PD); 

 Values 

 Symbols 

Heroes
 Rituals 

 Practices 
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2. Emphasis on the social and moral order (e.g. nationalism or religion) and its symbols, 
with either frequent use (high PD) or less frequent use (low PD); 

3. Focus on expertise, authority, experts, certifications, official stamps, or logos, with 
either strong emphasis (high PD) or low emphasis (low PD); 

4. Prominence given to leaders vs. citizens, customers, or employees, with either high 
prominence (high PD) or low prominence (low PD); importance of security and 
restrictions or barriers to access, with either explicit, enforced, frequent restrictions 
(high PD) or transparent, integrated, implicit freedom to roam (low PD); and 

5. Social rules to organize information, with either high frequency (high PD) or low 
frequency (low PD). (Burgmann et al., 2006) 

2.1.3 High context – Low context  
According to Czinkota and Ronkainen (2004) one of the most valuable studies in international 
business is Hall’s study on high- and low-context cultures (p.59). Managers need to be aware 
that what is said or written explicitly is most important in low-context cultures, whereas the 
implicit context is equally important in high-context cultures (ibid).  
In a low context-culture, messages are held to be clear and much of the communication is 
carried in words (Burgmann et al. 2006; Singh et al., 2005). Both communication and 
language are explicit and direct. In contrast to low-context cultures, high-context cultures 
have less verbal information and more information is derived from the context of the message 
(ibid). In the high-context culture the communication and language are implicit and indirect. 
According to Burgmann et al. (2006) the Swiss, German and Scandinavians as low-context 
cultures use clear messages when communication, while the Japanese, Arabs and Latin 
Americans as high-context cultures us implicit messages to communicate.  
 
Burgmann et al. (2006) state that in order to meet countries’ different cultures it is important 
for marketers and organizations to adapt the structure and design of local websites. For 
example, the adapted websites should include verbal and non-verbal country specific content 
like symbols, pictures, and language. (ibid) Burgmann et al. (2006) state that when adapting a 
website to a high-context culture, it would preferably by applied to the websites with deep 
sequenced pages with a hierarchical structure. However, in a low-culture would prefer a 
search system based on flat structured websites where all the information is readily available 
thorough the homepage. However, for organizations and receivers to achieve desirable 
communication outcome from adapting a website, it is of great importance that the messages 
are brought in connection to receivers’ opinions, beliefs and cultural perspective, whatever 
distance or national boundaries they traverse. (Burgmann et al. 2006) 
 
Singh et al. (2005) present some elements that can be found on websites and specify which of 
them that should be found on high- versus low-context cultures. These elements are more 
specified in the list below:  
 
UUHigh-context culture 

• Aesthetics – attention to aesthetic details, liberal use of colors, bold colors, emphasis 
on images and context, use of love and harmony appeal; 

• Politeness and indirectness – greetings from the company, images and pictures 
reflecting politeness, flowery language, use of indirect expressions like “perhaps”, 
“probably”, and “somewhat”, overall humbleness in company philosophy and 
corporate information; and 
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• Soft sell approach – use of affective and subjective impressions of intangible aspects 
of a product or service, high usage of entertainment themes to promote the product. 

 
UULow-context culture 

• Hard sell – discounts, promotions, emphasis on product advantages using explicit 
comparison; 

• Rank or prestige of the company – features like such as company rank in the industry, 
listing in Forbes or Fortune, numbers showing the growth and importance of the 
company; and 

• Use of superlatives – use of superlative words and sentences such as “the number 
one”, “the top company”, “the leader”, “world’s largest”, etc. (Singh et al. 2005) 

 
Singh et al. (2005) argues that the web is a culturally sensitive document and  
that it is important that cultural differences are not diminished in global e- 
commerce. Since e-commerce also includes websites, Singh et al. (2005) states  
that it is important to uphold cultural sensitivity on websites. 

2.2 Theories on impact of culture on website content 
This section brings up theories relevant when studying content on websites. The first theories 
presented bring up how the cultures can be defined through profiling the characteristics of 
ethnic groups and the basis of cultural differences. Later Hofstede’s dimensions are presented 
followed by the Hofstede dimensions on the web.  

2.2.1 The basis of cultural differences 
How the different cultures differentiate them selves from other cultures are how they choose 
to approach problems that may occur (Trompenaars, 1993, p. 8). According to Trompenaars 
(1993) there are three ways to look at the problems: problems can derive from relationships 
with other people, those which come from the passage of time, and those which relate to the 
environment (p.8). The research made investigates cultures within these three categories. 
Starting from the solutions that the different cultures had chosen to these universal problems, 
the identification of seven fundamental dimensions of culture can be found. (Trompenaars, 
1993, p. 8) However, when it comes to investigating culture on websites there are only three 
of these that are applicable to use according to Fletcher (2006) and these are: Universalism 
versus particularism, specific versus diffuse, and achievement versus ascription.  
 
Universalism versus particularism: A universalist stands for what good and right can be and 
can be applied to everything, whereas a particularist consider general rules not of essence 
since it is of great importance with obligations towards relationships (Trompenaars, 1993, p. 
8). If a specific cultural group is targeted that is particularist, website content should not 
narrow down to a specific subject (Fletcher, 2006).  
 
Specific versus diffuse: The people in cultures that are specific, get to the point at once 
instead if the people in a diffuse culture which have to have written contracts with the other 
part before even starting to talk about business (Trompenaars, 1993, p. 9; Fletcher, 2006). 
Fletcher (2006) states that when targeting a specific culture on the web, the site should be 
direct and seeks commitment from the purchaser/visitor. However, in a diffuse culture the 
approach of the site is a step in developing a long-term relationship with the visitor or as an 
element of long-term learning (Fletcher, 2006).  
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Achievement versus ascription: In cultures that are achievement oriented, status is obtained 
by one that has achieved through one’s own effort (Fletcher, 2006). In an ascription oriented 
culture status comes from age, relationships, education and networks with others 
(Trompenaars, 1993, p. 9; Fletcher, 2006). In societies that are ascription oriented, managers 
can use heroes on the website that the people in this culture consider are people of rank and 
authority. However, in cultures that are achievement oriented the heroes that in the website 
should be people that have through own efforts achieved fame. (Fletcher, 2006)  

2.2.2 Profiling the characteristics of ethnic groups 
According to Fletcher (2006) there are two different approaches a study can have when  that 
can be used when defining cultures; etic (culture general) or emic (culture specific) basis 
(ibid). 
 
The etic approach: The most influenced studies on etic studies are Hofstede or Trompenaars 
and Hampden-Turner (Fletcher, 2006). Trompenaars’ five dimensions are universalism-
particularism, individualisms-communitaransim, neutral-affective, specific-diffuse, and 
achievement-ascription. (Ibid) However, Fletcher (2006) states that these etic approaches are 
based on the belief that these underlying cultural differences that occur between nations are a 
set of variables that are applicable to every culture. Fletcher (2006) further states that these 
dimensions can cover all the differences between cultures. This statement is questionable 
since the theories presented above are developed before the modern revolution of cross-
culture communication. People are now moving across borders, the level of globalization is 
constantly rising, and the internet is leading the information revolution. (Fletcher, 2006)   
 
The emic approach: The emic approach differs from the etic approach since it is seeking for 
the dimensions of cultural variability, whereas the emic approach is culture specific (Fletcher, 
2006). The approach use activities to investigate the habits of an individual culture (ibid). 
Fletcher (2006), states that the supporters of this approach argue that it is of great essence to 
discover the national cultural values that are underlying factors on how the natives behave in 
that culture. There are three dimensions that can be used in this approach to learn more about 
national cultures and these are:  
 

• Local situation: 
• Social conventions/belief systems: and  
• Negotiation strategy, (Fletcher, 2006).  
 

Taking the discussion above into consideration can create a middle ground for the two 
approaches (ibid). This alternative approach consists of; the global variables of the cultural 
difference that represent the etic approach and the emic approach that represents the viewing 
of the cultural terms of the individual natures. In the middle ground of the two approaches, 
there may be a possibility to apply the emic approach to the individual cultures and 
subsequently on the basis of the supposed commonalities, and then divide them in to cluster 
cultures. Example of cluster cultures are: Nordic, Germanic, Anglo, Latin American, far 
Eastern, Arab, and near East. The cluster-culture approach would provide guidance to 
organizations when reflecting over the content they should use when targeting different ethnic 
groups on their website.  
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2.2.3 Time, space consumptions patterns, and technology 
Ethnic groups differ from each other in terms of the different cultural dimensions such as, 
time, space, consumption patterns, and adoption of innovation (Fletcher, 2006). All of this 
dimensions have and indirect or direct impact on the attractiveness of website customization.  
 
Time 
Even though the majority of the cultures formally adopt the common model of time (the 
clock), the assumption about time is deeply rooted and in some cultures it is of great essence 
to use more time to conduct business (Fletcher, 2006). According to Fletcher (2006), the 
cultures around the world do differ in temporal orientation, some cultures focus on the past 
when evaluating current actions (e.g. Southern Europe), others only focus on the present since 
the past is gone and the future is too far ahead to reflect on (e.g. Middle East) and others (such 
as Australia) have the willingness to plan in advance in order to establish realistic time leads. 
Furthermore, it exists differences between cultures since some are using time in a mono-
chronic way (here time is linear, having a beginning and an end and only one thing done at a 
time), and in other cultures were time is poly-chronic (here time is cyclic and people do a 
number of things at the same time, such as seeing several visitors at one’s office 
simultaneously as in Libya) (Fletcher, 2006). Fletcher (2006) states, that these cultural 
differences from a perspective that is temporal will have an impact on the suitability of the 
content used on a website that is directed at the particular market. 
 
Space 
From a cultural perspective space can be both physical and abstract (Fletcher, 2006). Fletcher 
(2006) states, that in the physical domain, space can represent status in some cultures, for 
example the size of your office compared to others.  However Fletcher (2006) further states 
that, in other markets and cultures the space has little significance in explaining status. I many 
cultures, executive work in the office area like the other employees since respect and status 
are shown in other approaches in those cultures (Fletcher, 2006). Personal closeness in 
physical space is another sign of influence of culture (ibid). This can be found in the merging 
markets in Middle east were the distance of closeness much nearer than in Australia for 
example (ibid). According to Fletcher (2006) a group of people can consist of both insiders 
and outsiders and it can be either easy or difficult to gain insider status. This example shows 
that space also is abstract. In several emerging markets where the group members’ rights and 
obligations are of a much stricter nature, in those markets it can be hard to achieve the 
desirable insider status (Fletcher, 2006). Fletcher (2006) states that, this important information 
about space is central, and should be taken into account when adopting the word and graphics 
on the website that are used to target the international viewers.  
 
Consumption patterns 
The consumption patterns are reflected in the attitudes towards material belongings and 
clothes (Fletcher, 2006). Fletcher (2006) states that in some cultures these patterns are 
presented in a flamboyant manner (e.g. India), and in others these symbols are often showed 
with discretion (e.g. U.K.). There are issues that in some cultures are considered personal (e.g. 
“how much do you earn?), however, in some cultures these problems do not exist (Fletcher, 
2006). The differences in the consumption patters have it the foundation in the hierarchy of 
needs and these needs differ from one culture to another (ibid). The hierarchy of needs is an 
important factor to take into consideration when adopting a website to a particular culture 
overseas (Fletcher, 2006). 
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Technology 
In some cultures people welcome new technology innovations and in other cultures are less 
welcoming, this is an effect of that some cultures are more risk avers (ibid). That concerning 
the web, the adaptation differs due to the technology and the cause of this is related to the 
level of development within different cultures (Fletcher, 2006). According to Fletcher (2006) 
this can be due to the lack of necessary infrastructure, the use of English as the dominate 
language on the web, the reliance of medium on interactivity, and its 24 hour: 7 days a week 
attribute. Adaptation can also be the result factors of culture such as, the unwillingness to 
innovate, focus on the past instead of the present or the future, collectivism, uncertainty 
avoidance, and the high degree of dependency on context (Fletcher, 2006). The cultural 
variables of time, space, consumption patterns, and technology, needs to be taken into 
consideration when developing the web site content that is going to reach a specific ethnic 
group (ibid). Fletcher (2006) states that these variables are not taken into consideration, it will 
be proof of cultural insensitivity. 

2.2.4 The Hofstede Framework 
The Hofstede framework is most extensively used and depicting differences in cultures 
concerning the dimensions: individualism/collectivism, power distance, uncertainty 
avoidance, femininity/masculinity, and long-/short-term orientation (Hofstede and Hofstede, 
2005, p.2). Studies treating culture in advertising have found many differences in taste that 
can be explained by at least one of the Hofstede dimensions (ibid). By depicting these 
differences marketers will have help in developing the right messages for the right audience.  
 
When it comes to marketing Hofstede and Hofstede (2005, p.350) make some notes: 
 

• Single-person advertising is rare in collectivist countries (if a person is alone the 
product must be repelling); 

• Where power distance is high daughters teach their mothers, and where power 
distance is low mothers teach their daughters; 

• A desire to own a second-hand car is connected to low uncertainty avoidance; and  
• Owning two cars is connected to high masculinity. 

 
Hofstede and Hofstede (2005, p.2) argue that all people carry with themselves patterns of 
thinking, feeling, and potential acting as a result of individual experiences through life. These 
patterns are accepted as mental programming of the mind or even software of the mind by the 
authors (Hofstede and Hofstede, 2005, p.2). By this they mean that parallels can be drawn 
between programming of computers and the way culture programs people’s minds, however 
the patterns can only predict the most likely outcome since humans are more complex than 
computers (ibid).  

2.2.5 The Hofstede dimensions on the web 
Singh et al. (2005) made a content analysis on French, U.S., and German web pages and their 
content, which can be found on web pages, are based on Hofstede’s dimensions. By depicting 
these elements on different web pages, the study could analyze cultural values (ibid): 
 
UUCollectivism 

• Community relations – presence or absence of community policy, giving back to 
community, social responsibility policy; 
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• Clubs or chat rooms – presence or absence of member’s club, product-based clubs, 
chats with company employees, chat with interest groups, message boards, discussion 
groups, and live talks; 

• Family theme – pictures of family, pictures of teams of employees, mention of 
employee teams, emphasis on team and collective work responsibility in vision 
statement or elsewhere on the website, emphasis on customers as a family; 

• Loyalty programs – frequent miles programs, customer loyalty programs, and 
company credit cards for local country, special membership programs; and 

• Newsletter – online subscriptions, magazines, and newsletters. 
 
UUIndividualism 

• Independence theme – images and themes depicting self-reliance, self-recognition, 
achievement; 

• Product uniqueness – unique selling points of the product, product differentiation 
features; and 

• Personalization – features such as gift recommendations, individual 
acknowledgements or greetings, web page personalization. 

 
UUUncertainty avoidance 

• Customer service – FAQs, customer service option, customer help, or customer 
service e-mails; 

• Guided navigation – site maps, well displayed links, links in the form of pictures or 
buttons, forward, backward, up and down navigation buttons; 

• Local stores – mention of contact information for local offices, dealers, and shops; 
• Local terminology – use of country specific metaphors, names of festivals, puns, a 

general location touch in the vocabulary of the web page; and 
• Tradition theme – emphasis on history and the ties of a particular company with a 

nation, emphasis on respect, veneration of elderly, phrases like “most respected 
company”, “keeping the tradition alive”, “for generations”, “company legacy”, etc. 

 
UUPower distance 

• Company hierarchy information – information about the ranks of company personnel, 
information about organizational charts, information about country managers; 

• Pictures of CEOs – pictures of executives, important people in the industry or 
celebrities; 

• Proper titles – titles of important people in the company, titles of the people in the 
contact information, and titles of people on the organizational charts; and 

• Vision statement – statement by the CEO or company head about the vision of the 
company. (Singh et al. 2005) 

 
The study used a five point scale in order to point out what emphasis all of the elements had 
on the web pages; the study goes beyond just pointing out the presence of the elements. The 
study shows that the cultural dimensions differ substantially between the websites. Germany 
scored high (3.8) in individualism and low in power distance (1.6) and medium in the rest. 
France scored medium-high in collectivism (3.18), individualism (3.31), uncertainty 
avoidance (3.31), and high-context (3.03) and scored medium in the rest. The U.S. scored 
high in individualism (4.24) and high-context (3.66), medium-high in uncertainty avoidance 
(3.04), medium-low in high-context and medium in the rest. (Singh et al. 2005) 
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The study draws the conclusions that American and German websites are similar and that a 
standardized website could be used between the countries. Standardization of French websites 
and German or American is not supported by the study. (Singh et al. 2005) 
 
According to Burgmann et al. (2006) there exists a culture that people possess over the web, a 
virtual culture. Burgmann et al. (2006) state that this virtual culture has low power distance 
(no individual voice has privilege over another); low uncertainty avoidance ( the internet is an 
open network, moreover, it offers choices); Mixed individualism-collectivism (the web started 
out as a means of sharing information, but its commercialization is driving it towards 
individualism); and mixed masculinity and  femininity (competition between websites is a 
masculine quality, yet there are still websites sharing information and there is co-operation). It 
is important for organizations and marketers to adapt their different marketing strategies by 
treating this new virtual culture and treat it like if it was an environmental culture (Burgmann, 
et al. 2006). 

2.3 The Theoretical Framework of the Thesis 
In this section, there will be a selection of significant theories that will be used in this study to 
collect data on, in order to answer the research questions of this thesis. 

2.3.1 Theories on impact of culture on website design 
The theory that will be used to explain the different culturally adapted design there will be a 
mixture of two different theories that have been discussed in the previous section. The first of 
the two theories that will be used are the elements of culture, explained by Fletcher (2006), 
the most recent study and Hofstede and Hofstede (2005), the most extensive study on the 
subject. These two theories are chosen since they can be applicable to websites design. These 
are the elements that are going to be relied on in this thesis: 

UElements of culture: 

• Language (verbal):  
 Represented, language sensitivity (translated, back translatable) communication 
 process, reading patterns (Fletcher, 2006; Trompenaars, 1994)  
• Values and attitudes:  

Symbols, National heroes, Rituals (Fletcher, 2006; Hofstede and  Hofstede, 
2005) 

 
The other theory that will be used to answer this research question is the high-context and low 
context theory that is developed by Singh et al. (2005). This theory is a great complement to 
the theory discussed above. This means that in this thesis these factors will in addition to the 
above theory be investigated on the different website designs chosen for this study.  

UHigh-context culture: 

• Aesthetics;  
o Flowery language; 
o Color; 
o Pictures; 
o Emotional appeals; 
o Design with text or pictures; 

• Politeness and indirectness; 
o Greetings; 
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• Soft sell approach. 

Low-context culture 

• Hard sell;  
• Company presentation. 

o Rank or prestige of the company;  
o Use of superlatives. 

2.3.2 Theories on impact of culture on website content 
In the investigation of content on national websites the relevant literature to rely on is Singh et 
al. (2005) since it has the highest relevance in the subject of culture on the web. This theory is 
most extensive and it offers a simple approach to find evidence for the different dimensions 
on websites. The study will focus on finding evidence for the Hofstede dimensions.  

Culture dimensions 

• Collectivism 
o Community relations; 
o Clubs and chat rooms; 
o Loyalty program; and 
o Collectivistic/Individualistic pictures and text. 

 
• Individualism  

o Product differentiation and uniqueness; and 
o Gift recommendations. 

 
• Uncertainty avoidance 

o Customer service; and 
o Tradition and nationality. 

 
• Power distance 

o Hierarchy information; 
o Pictures of CEOs and presentation of titles; and 
o Vision. 
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RQ 1 and RQ 2 are connected with each other since both the design and content on the 
website shows if a MNC is cultural sensitivity toward European cultures. The outline of the 
research questions is further explained in the figure 2.2 below. 
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3  METHODOLOGY 
 
The previous chapter presented the theories used in this study; this chapter presents the 
research method used to carry out this study. 

3.1 Purpose of Research 
According to Yin (2003) research can have three different motives; exploratory, descriptive, 
and explanatory. Further, Saunders et al. (2007) claim that a research project can have more 
than one purpose and that the purpose of the thesis is allowed to change over time (p.133). 
 
A study is exploratory when the intention of it is to investigate an ongoing occurrence, seek 
new insights, and review situations and events in a new light (Saunders et al., 2007, p.133). 
An exploratory study can be viewed as the activities of an explorer; therefore it is a great 
advantage if the study is flexible and adaptable to changes (ibid). Also, the researcher of an 
exploratory study must be willing to change directions as a result of new data findings. Even 
though it is of great importance to be flexible in an exploratory study, Saunders et al. (2007) 
state that flexibility is not an excuse for absence of direction and this is important to keep in 
mind when conducting research with this type of purpose. 
 
Saunders et al. (2007) claim there are three ways of conducting an exploratory study; 
 

1. Literature search; 
2. Interviewing people who are experts in the particular field; and 
3. Interviewing focus groups. (p.133) 

 
Olsson and Larsson (2005) add that exploratory research includes case studies. 
 
This thesis initial direction was to gain knowledge through the literature review and further 
gain some empirical data. The first intention was to interview experts in the area, but since it 
was hard to get in contact with them, it changed direction into exploring cultural aspects that 
could be found through observing each of the websites. To some extent this thesis is 
exploratory. 
 
An explanatory study is preferred when a researcher wants to establish causal relationships 
between a number of variables (Saunders et al., 2007, p.134). Here the emphasis is directed at 
studying a specific situation or problem in order to identify the relationship between variables 
(ibid). This study is explanatory to a minimum extent since it explains the phenomena of 
culture on websites and particularly how culture affects companies’ use of local websites.  
 
The main goal of a descriptive study is to provide a description of a person, a certain incident 
or situation. In descriptive studies it is important to have a clear picture of the phenomena that 
will be studied before the data collection. According to Wiedersheim & Eriksson (1987), it is 
essential to have a starting point and to choose what is desired to describe, e.g. a certain 
perspective, level, observation or an aspect of what to study. Further, it is important to precise 
what the description will be used for in order for it to be a good basis for explaining, 
predicting and deciding. (Wiedersheim & Eriksson, 1987) 
 
The purpose of this thesis is primarily and foremost descriptive since the design and content 
of a website provides a description of how MNCs communicate digitally with customers in 
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different cultures, in order to answer the research questions of this thesis. The thesis was 
further made through observation of the website in an attempt to find differences in both 
design and content of a website.  

3.2 Research Approach: Qualitative 
Data can be either quantitative or qualitative; quantitative data consist of quantifiable 
variables (i.e. numbers) whereas qualitative data is empirical (Wiedersheim-Paul and 
Eriksson, 1997). Lundahl and Skärvad (1992) state that a qualitative research is concerns a 
focus on creating conclusions based on qualitative analysis and qualitative data (p.101). 
Individuals are the main target to study, and the purpose is to analyse, describe and 
understand the behaviour with a starting point in the individuals studied (ibid). In qualitative 
research, the conclusions put focus on a non quantifiable data, such as attitudes, values and 
perceptions (ibid). Miles and Huberman (1994) claim that the researchers attempt to detain 
data from a process of deep attentiveness, of empathic understanding, and of suspending or 
“bracketing” preconceptions about the topics under discussion should provide them with a 
holistic overview of the context studied (p.6). 
 
This thesis chose to use the qualitative approach for several reasons, but primarily because it 
focuses on empirical data. This provided the opportunity to describe and analyze culture on 
local websites. Further, this study was a small-scale research which makes qualitative 
research superior (Denscombe, 2000).  

3.3 Research Strategy: Case Study 
Research strategy can take the form of experiment, survey, archival analysis, history, and case 
study. However, case study was most suited for this thesis (see table 3.1). 
 
Table 3.1: Relevant Situations for Different Research Strategy  

Strategy Form of Research 
Question 

Requires Control of 
Behavioral Events 

Focuses on 
Contemporary Events 

Case Study How, Why? No Yes 

SOURCE: Adapted Yin, 2003, p5 
 
A case study is the chosen strategy of this thesis and this are based on three criteria; form of 
research questions, control of behavioral events, focus on contemporary events (ibid). Yin 
(2003) argues that a case study is to prefer when research questions take the form of how 
rather than what, which they do in this thesis (p.5). Further, the study of this thesis focused on 
contemporary events which are suitable in a case study (ibid). Denscombe (2000) 
recommends case studies when relationships and processes are to be studied, which was the 
aim in this study.  
 
Case studies can be single and multiple. This thesis is a multiple case study since it is of value 
to establish to what extent the findings in one case is relevant in other cases (Saunders et al., 
2007, p.140). Further, it is possible to generalize from the findings from multiple case-studies 
and therefore increase the validity (ibid).  
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3.4 Data Collection Methods: Interviews, documentation and observation 
When collecting information regarding a situation, person, phenomenon or problem a 
researcher can look for either primary or secondary data. Gathering secondary data is possible 
when the information needed already exists and only need to be extracted (Kumar, 1996). In 
the collection of primary data the information has to be assembled (ibid). This thesis relies on 
both secondary and primary data; the literature review in the previous chapter has provided 
the thesis with secondary data and the following chapters will present the primary data and 
compare it to the secondary. The following section will discuss the procedure of the primary 
data collected in this thesis. 
 
The most common sources of evidence (primary data) for case studies are documentation, 
archival records, interviews, direct observation, participant-observation, and physical artefacts 
(Yin, 2003, p.86). However, this thesis uses three of the six sources: documentation, 
interviews, and direct observation. Yin (2003, p.97) further states that these sources are 
preferably combined into triangulation in case studies; when using triangulation the researcher 
obtains an opportunity to gain multiple evidence on the topic. In table 3.2 the strengths and 
weaknesses of each method are presented. These will further be discussed in the section of 
validity and reliability. 
 
Table 3.2: Six Sources of Evidence: Strengths and Weaknesses 
 
 
Documentation · Stable: can be reviewed repeatedly · Retrievability: can be low 

 
· Unobtrusive: not created as a result 
of · Biased selectivity: if collection is 

 the case incomplete 
 · Exact: contains exact names, · Reporting bias: reflects (unknown) 
 references, and details of the event bias of author 
 · Broad coverage: long span of time, · Access: may be deliberately blocked 
 many events, and many settings  
Interviews · Targeted: focuses directly on case · Bias due to poorly constructed 
 study topic questionnaires 

 
· Insightful: provides perceived 
causal · Response bias 

 inferences · Inaccuracies due to poor recall 
  · Reflexivity: interviewee gives what 
  interviewer wants to hear 
Direct · Reality: covers events in real time · Time consuming 
Observations · Contextual: covers context of event · Selectivity: unless broad coverage 
  · Reflexivity: event may proceed 
  differently because it is being 
  observed 
  · Cost: hours needed by human 
  observers 

  Source of Evidence                Strengths       Weaknesses 

SOURCE: Adapted from Robert K. Yin 2003, p. 86 
 
The documentation used in the thesis were academic and professional literature that are 
reliable sources of documentation (Yin 2003, p.87). The thesis also relies on formal studies 
and evaluations made on cultural dimensions by Hofstede and Hofstede (2005). Yin (2003) 
suggests that this type of documentation constitute reliable sources of information (p.86). 
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Further, the internet websites studied in the thesis are considered documentation since they 
can be documented despite their dynamics and constant changing nature. 
 
According to Lundahl and Skärvad (1992) observations are generally used when studying 
human behavior in different situations, and is commonly used as a data collecting method 
(p.123). According to Okazaki and Mueller (2007) there are six principal ways to research 
how culture is shown in the communication between companies and their customers and 
content analysis, which includes observations, is the most used and suitable method. Further, 
there are two different types of observations direct and participant observation; both can be 
used when collecting primary data (ibid). Observation is a great assistance for other methods 
when collecting data for a case study (Yin 2003, p.93). The direct observations made in this 
study was made by the researchers and the interpreters and allowed for observations on 
reactions and behavior on the websites.  
 
In this study the aim was to complete articles and documentation with interviews with 
company representatives. Unfortunately it was hard to get hold of the subjects to be 
interviewed and this data collection method had to be reduced. However, some of the 
observations were also guided interviews with interpreters. The interpreters used in the thesis 
took part as both observers and interviewees and were valuable the since the study demanded 
deep knowledge in the nuances of the languages of the local websites. Yin (2003) claims that 
the interview is targeted and insightful; it focuses directly on the case study topic and provides 
perceived causal inferences (p.89). According to Yin (2003), the interview is one of the most 
important sources for data and in comparison to surveys they tend to be guided conversations 
rather than structured queries (p.89). This is why interviews were an important part in the 
thesis. 

3.5 Sample Selection 
This section will present the selected company websites, the visitors interviewed, and the 
documentation selected. All samples were selected through non-random sampling, since this 
is the most used sampling strategy in small-scale studies such as case studies (Saunders et al., 
2007, p.226). The selection of websites was based on their ability to be representatives of the 
whole population of Swedish MNCs’ websites. Further, self-selection sampling was used in 
the selection of visitors; it allowed a selection that could best assist the answering of the 
research questions (Saunders et al., 2007, p.234). This pool of respondents was willing to take 
time and answer our questions, which was critical in the selection procedure.  

3.5.1 Selection of countries to observe 
Jamal (2003) claims that marketers in Europe have not yet realized the impact of cultural 
diversity on their marketing strategies, while marketers in the U.S. are making great progress 
in adapting the different marketing mixes to other cultures (Jamal, 2003). The ethnic 
marketers use their role as marketing managers to establish and reinforce the different cultural 
and religious identities. While the mainstream assist the consumption of mainstream 
consumer among the ethnic participants (ibid). The creation of the European Union has 
created opportunities for companies as they more easily can conduct business across boarders 
within the union (Czinkota and Ronkainen, p.111) which has lead to an increase in local 
websites in the different countries. The Euro consumer is not likely to be reached by a 
standardized since Europe is culturally diverse and cannot be reached by a standardized 
message. Therefore this is an interesting area to investigate when it comes to local websites in 
Europe.  
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To date, Eastern Europe has been left out from research in advertising (Okazaki and Mueller, 
2007). This thesis will investigate the cultural differences within Europe and map them out.  
Further, it is interesting to examine the differences between the developed countries and the 
emerging countries within the union. This thesis focuses on Poland as an emerging country 
and Germany and Sweden as developed countries. In order to investigate local websites, we 
will look for top-level domains that end consists of a country suffix; e.g. .pl for Poland, .de for 
Germany, and .se for Sweden.  
 
Nguyen et al. (2007) state that Poland is likely to be a more high-context culture than the U.S. 
based on a research on price-ending practices. In the US as well as in other Western countries 
it is more common to use prices that end win 9 since it is viewed as a gain from the even 
number (ibid). This type of psychological pricing is not well received in Poland; the Polish 
consider prices that end with nine is a loss from the even lower number (ibid). The findings 
point out that Poland is a more high-context culture compared to the US and Germany and 
Sweden as representatives of low-context cultures (Singh et al. 2005).  
 
Based on the findings by Singh et al. (2005) and Nguyen et al. (2007) the Polish culture is 
more high-context than Sweden and Germany, therefore it is likely that the study will provide 
evidence that point toward Poland having a more high-context culture and German and 
Sweden having more of a  low-context culture given that the companies studied take culture 
into consideration when establishing websites. The companies also differ in terms of being 
collectivistic or individualistic. Sweden is most individualistic, Poland most collectivistic and 
Germany in between. This was noted in the study by Hofstede and Hofstede (2005) in the 
book "Cultures and organizations: software of the mind" and the findings in this book is 
presented in the next chapter. Further, it was proven that the three countries differ in the 
dimension uncertainty avoidance; Sweden scored high in uncertainty avoidance, Poland 
scored low, and Germany scored medium. The largest difference between the countries were 
found in the dimension power distance where Poland scored high, Sweden very low and 
Germany medium. 

3.5.2 Selection of companies to observe 
In the selection of websites to observe it was important to have one distinct national culture 
bound company and a company that is influenced by several different cultures. IKEA is the 
selection of the distinct national culture bound company, as it is closely related to Swedish 
culture. IKEA has stores and websites around the world and offers Swedish food, Swedish 
furniture and as a whole a Swedish experience. Even their logo carries the Swedish colors, 
therefore one can state that IKEA tires to influence their global consumer to with the Swedish 
culture, instead of the opposite. As a result of this, it is interesting to investigate how they 
manage to adapt their websites and still be culturally bound to Sweden.  
 
Sony Ericsson is the selection of a company that is influenced by at least two national 
cultures; Sweden and Japan. Therefore one can assume that they are more culturally sensitive 
and as a result are more able to adapt their websites to the national culture.  

3.5.3 Selection of interpreters 
Concerning Swedish websites the researchers did observations by themselves since they speak 
Swedish fluently. However, In the observation of German and Polish websites interpreters 
were used who spoke the national languages fluently. The two German interpreters were 
exchange students at Luleå University of Technology. They were both highly familiar with 
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the German culture and language. The Polish interpreter was a PhD student at the same 
university and spoke Polish fluently very and was familiar with Polish culture. 

3.6  Analysis of Data 
To address the initial intention of a study a data analysis has to be made by examining, 
categorizing, tabulating, testing, or in other ways recombining the qualitative evidence (Yin, 
2003, p.69). According to Miles & Huberman (1994) words are used most of the time when 
analyzing data (p.11). Miles & Huberman (1994) discuss two different kinds of displays; 
within-case, and cross-case displays (p.11). The display is a form of visually presenting the 
information systematically for the researcher to be able to draw valid conclusions and take 
necessary actions (ibid). Both within- and cross-case displays were done in this study. Since 
the thesis aimed to get a deeper understanding in two cases, using a within-case display was 
performed and through the use of cross-case the thesis aims to compare the data from the 
within case analyses.  
 
According to Miles and Huberman (1994) there are three activities when analyzing data 
(p.50). First, a researcher reduces and transforms the data through selection, summary, 
paraphrasing, or through being subsumed in larger patterns (ibid). Second, the reduced data is 
displayed in a way to make it easier to draw conclusions (ibid). Third, the data is interpreted 
by noticing regularities, patterns, explanations, possible configurations, casual flows, and 
propositions and thereby draw conclusions (ibid). To assist the understanding and analysis of 
the data the three step process was used in this thesis. 
 
According to Yin (2003) this is the most preferred strategy to use and lies on theoretical 
propositions and the study process follows the information that led to the case (p.112). The 
information gathering is based on the research questions and literature reviews concerning the 
case (ibid). This thesis has followed this procedure. Further, Yin (2003) claims that the use of 
pattern-matching logic is one of the most advantageous techniques when analyzing data 
(p.112). This technique compares the empirically found patterns with one or several predicted 
patterns (ibid). When analyzing the data in this study the pattern-matching logic was used in 
order to compare primary data with theories in chapter two.  

3.7 Quality Standards  
The quality of a research design can be judged by performing certain logical tests and the tests 
include concepts like trustworthiness, credibility, ability to confirm, and data dependability 
(Yin, 2003, p.39). According to Yin (2003) four tests can be used to establish higher quality 
of the research (p.39): 
 

• Construct validity: establishing valid operational measures for the studied concepts; 
• Internal validity: (primarily for explanatory and causal studies) creating a causal 

relationship, where relationships distinguish why certain conditions lead to other 
conditions; 

• External validity: determining the ability to generalize the findings of a study; 
• Reliability: Demonstrating the possibility to re-do the operations of a study. 

 
Further, Yin (2003) presents a summary of case study tactics that should be considered for 
case-studies presented in Table 3.3 (p.34): 
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Table 3.3: Case Study Tactics for Four Design Tests 
 

Tests Case Study Tactics Phase of research in which 
tactic occurs  

Construct Validity   

 

• Use multiple sources of 
evidence 

• Establish chain of 
evidence 

• Have key informants 
review draft case study 
report 

Data collection 
 
Data collection 
 
Composition 

Internal Validity   

 

• Do pattern-matching 
• Do explanation-building 
• Address rival 

explanations 
• Use logic models 

Data analysis  
Data analysis 
 
Data analysis 
 
Data analysis 

External Validity   

 

• Use theory in single-
case studies 

• Use replication logic in 
multiple-case studies 

Research design 
 
Research design 

Reliability   

 

• Use case-study protocol  
• Develop case study 

database 

Data collection 
 
Data collection 
 

SOURCE: Yin, 2003, p 34 

3.7.1 Construct Validity 
Yin (2003) states that using multiple sources of evidence increases the construct validity of a 
thesis. Since this thesis aims to triangulate the problem in order to reach an understanding that 
views the phenomena from different angles, it is likely to have high construct validity. 
Further, this study has followed a chain-of-evidence tactic to help the reader follow the 
decisions and conclusions which increases the construct validity. (Yin, 2003, p.39)  

3.7.2 Internal Validity 
When using the pattern-matching technique (mentioned earlier in this chapter) the internal 
validity of a case study can be strengthened if the patterns match (Yin, 2003, p.40). This was 
done in the data analysis chapter. 
 
The interviews with interpreters in this thesis were all done in English. The validity was 
raised since the interviews were conducted face-to-face, since direct contact during an 
interview means that the data can be verified regarding relevance and correctness during the 
data collection (Denscombe, 2000). During the observations the authors took notes which 
allowed them to go back and study the field notes.  
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Finally, rival explanation has been taken into consideration on the data analysis. Theories 
have been questioned as well as the data collected. 

3.7.3 External Validity 
The problems with interviews, that are verbal reports, are that they have the weaknesses of 
bias, poor recall, and poor or inaccurate articulation (Yin, 2003, p.40). This may have reduced 
our external validity. However, Yin (2003) states that using theories from previous studies 
increases external validity (p.40). The literature review of this thesis is therefore likely to raise 
the external validity, since it has functioned as a guide in the area and served as a base in the 
formulation of the interview guide. The thesis has supported falsified and built theory which 
has given more insights into the research area.  
 
The observations in this thesis were done by the researchers together with interpreters (except 
from the Swedish case) which may have affected the external validity due to bias. However, 
like in the case of interviews, the support from the literature review makes the validity higher. 
The theories in the literature review served as a base for the observation guide (see Appendix 
1) and influenced the actual observation.  
 
The documentation as empirical data comes in the form of Hofstede and Hofstede's (2005) 
dimensions of culture. These dimensions were mapped out several decades ago, which makes 
the actual study out-dated. However, many recent studies use Hofstede's framework and 
found that it is still valid. 
 
According to Yin (2003) (see Table 3.3), replication logic from multiple-case studies raises 
the external validity (p.40). Since six observations have been done on two separate 
companies' websites it is likely to have affected the external validity positively. 

3.7.4 Reliability 
If the errors and biases in a study are minimized high level of reliability is reached (Yin, 
2003). According to Denscombe (2000) the criteria for reliability is whether the research tools 
are neutral and if they would give the same results at a different time and in other studies used 
on the same object (Denscombe, 2000). Denscombe (2000) argues that in qualitative research 
the researcher is an integrated part of the study and may affect the outcome of the study (ibid). 
Since face-to-face interviews were used in this research, it is possible that bias could occur 
and affect the results. The conclusions drawn from the interviews may be interpreted in a 
different way when made by someone else. Further, reliability may be lowered by the fact that 
neither a case study protocol nor a case study database has been developed (Yin, 2003, p.40). 
These tools would have helped future researchers to conduct a case study that could repeat the 
procedures and arrive at similar results (ibid). However, the interview guide and the 
observation protocol are likely to strengthen the reliability. 
 
Unfortunately, the Sony Ericsson websites changed during the observation period which has 
affected the results. This resulted in a predicament since the older version of Sony Ericsson’s 
websites was observed for two out of three countries.  
 
In this study, the authors complemented the observations with a check-up interview with 
Jenny Odenmo at IKEA. This was done in order to make sure that the websites were 
interpreted correctly. There were some question marks after the observations that this 
interview clarified. This resulted in more reliable conclusions about the company.   
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4 DATA PRESENTATION 
As stated in the methodology chapter the data was collected through three sources of 
evidence: documentation, observation, and interviews. The evidence in form of documentation 
is represented by Hofstede and Hofstede (2005) where the authors present the differences 
between the cultures. Based on the observation guide (Appendix 1), the empirical data in the 
form of observation and interviews was collected. This data is presented separately for case 1 
and case 2. In the following chapter, the data will be analyzed.  

4.1 Hofstede’s Study on Cultures 
In the study on cultures made by Hofstede and Hofstede (2005), the authors make some 
important points on the cultures discussed in this chapter. In this order Hofstede and Hofstede 
(2005) provides the study with a guideline for what cultural differences that can be expected 
to find on the local European websites. 
 
Based on a research made on the company IBM, Hofstede and Hofstede (2005, p.23) divides 
culture into five dimensions: 
 

1. Power distance (PDI): social inequality, including the relationship with authority; 
2. Collectivism/individualism (IDV): The relationship between the individual and the 

group; 
3. Masculinity/Femininity (MAS): Concepts of masculinity and femininity: the social and 

emotional implications of having been born as a boy or a girl; 
4. Uncertainty avoidance (UAI): Ways of dealing with uncertainty and ambiguity, which 

turned out to be related to the control of aggression and the expression of emotions. 
5. Long-term(/short-term) orientation (LTO): The fostering of virtues oriented toward 

future rewards – in particular perseverance and thrift. 
 
Out of the following dimension only PDI, IDV, and UAI are relevant to the theoretical 
framework in this thesis. Therefore the others are excluded from further presentation.  
 
In order to study the different cultures there is a need to define the dimensions for each 
country. Hofstede and Hofstede (2005) have ranked between 1 and 74 where 1 means that the 
country scored highest of all 74 countries in the particular dimension (see Table 4.1):  
 
Table 4.1: Cultural differences in Europe 
 
 

 PDI IDV UAI 

Eastern     
    
Poland 27-29 22-24 9-10 
    
Western     
    
Germany 63-65 18 43 
Sweden 67-68 13-14 70-71 
    

Europe   Dimensions 

SOURCE: Adapted from Hofstede and Hofstede (2005). 
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High PDI in a country means that the national culture accepts and desires inequalities between 
people (Hofstede and Hofstede, 2005, p.57). These inequalities are shown in the relationship 
between teachers and children, parents and children, and higher ordinates and sub-ordinates 
within companies (ibid). In these cultures power comes with independence and vice versa 
(ibid). As shown in Table 4.1, the PDI dimension differs greatly between the samples selected 
for Western Europe and Eastern Europe. This is particularly true for Sweden and Poland 
which were close to each other’s opposites. 
 
High IDV in a country implies that the national culture considers the following values 
important: 
 

• Tolerance of others 
• Harmony with others 
• Noncompetitiveness 
• A close, intimate friend 
• Trustworthiness 
• Contentedness with one’s position in life 
• Solidarity with others 
• Being conservative (Hofstede and Hofstede, p.80) 

 
Low IDV in a country’s national culture (collectivistic culture) implies that it is common to 
think in terms of “we” rather than “I” (Hofstede and Hofstede, 2005, p.92). In collectivist 
countries, resources are expected to be shared within a group and trespassing means loss of 
face for self and for group (ibid). Further, people are more extroverts in individualistic 
countries and these people are therefore also more dependants on others when it comes to 
consumption patterns (Hofstede and Hofstede, 2005, p.97). IDV differ to a little extent 
between the Eastern and Western countries, Sweden has the highest level of IDV and Poland 
has the lowest.  
 
High UAI in a country implies that uncertainties in life are regarded as threats and should be 
fought (Hofstede and Hofstede, 2005, p.176). Further, there is a strong belief that what is 
different is dangerous in cultures that score high in UAI (ibid). Finally, there is also a higher 
stress level in these cultures and people are expected to have a higher pace in life compared to 
cultures with low UAI (ibid). As shown in Table 4.1, level of UAI differs significantly 
between the European countries and particularly between Sweden and Poland.  

4.2 Case 1: IKEA 

4.2.1 Background 
Every thing has its beginning and all this starts with a seventeen year old Ingvar Kamprad, 
founded IKEA in 1943. The name IKEA was formed from the founder's initials (I.K.) plus the 
first letters of Elmtaryd and Agunnaryd, the farm and village where Kamprad grew up. 
Kamprad started his business by selling pens, wallets, picture frames, table runners, watches, 
jewellery and nylon stockings. He distributed the products via the county milk van, which 
delivered to the nearby train station. In 1947 Kamprad introduced furniture into the IKEA 
product range. The furniture was produced by local manufacturers in the forests close to 
Kamprad’s home. The positive response was gratifying, and the line expanded. In the year 
1951 the first IKEA furniture catalogue was published. Kamprad saw the opportunity of 
becoming a furniture provider on a larger scale. He soon made the decision to discontinue all 
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of the other products and focus directly on low-priced furniture, and the IKEA that we know 
today was born. 
 
The first furniture showroom of IKEA opened in Älmhult in 1953. Further, the IKEA range 
focused to home furnishing products in the early 1950s. The opening of the showroom was an 
important moment in the development of the IKEA concept. For the first time, customers 
could see and touch the furnishings before ordering it. Later, IKEA found itself in a price war 
with its main competitors but by opening the showroom, IKEA could in three dimensions 
present its products with function, quality and low price. People did just what IKEA had 
hoped: they wisely chose the products with the best value for the money.  
 
It was in the year 1955 that IKEA begun designing its own furniture. There were several 
reasons for IKEA to start designing its own furniture. This was initialized due to a drawback 
with a pressure from IKEA’s competitors which caused suppliers to boycott IKEA. This 
however became a strategic choice that enabled future growth. Later IKEA came up with the 
idea to make flat packaging in order to make transport easier. 
  
IKEA begun testing flat packages in 1956. Designing products so that they can be packed flat 
and assembled by our customers greatly reduced their cost. The advantages of flat packages 
were that they needed less storage place and transport damages were avoided. As late as, 1958 
the first IKEA store was inaugurated in Älmhult and at the time, it was the largest furniture 
display in Scandinavia. In year 1973, the first store outside Scandinavia opened outside 
Zurich, Switzerland. Its success paved the way for a rapid expansion in Germany, which is the 
largest IKEA market today. Nowadays IKEA has a total of 265 IKEA stores in 36 countries 
around the world.  

4.2.2 Design on IKEAs local websites 

Languages 
On the Swedish website IKEA used the Swedish language to a great extent, when presenting 
both products and company information. On the fist page a link was found with the name 
"Suomeksi" which took the visitor to a Finish website that presented IKEA in 
Haparanda/Tornio (the cities are located in northern Sweden and it is common that the 
citizens on the Swedish side speak Finish). One highly emphasized word in English was 
found on the first page: (IKEA) family. 
 
On the German website the language used mostly was German. A few exceptions were found 
including (IKEA) family, online shop, jobs(@ikea.com), (IKEA) business, (IKEA) food, 
Swedish names on numerous products and site map. In the vision statement there was a 
spelling error in English where it said in Sweden instead of in Schweden. On one of the pages 
where Christmas was presented, the Swedish words god jul were written which do not mean 
anything in German.  
 
On the Polish website the main language used was Polish and a few examples of other 
languages were observed including, hot dog, FAQ, IKEA family, and a numerous amount of 
Swedish named products.  

Communication process and reading patterns 
In all European cultures it is most natural to read from left to right and from top to bottom. 
This reading pattern was easy to apply to the IKEA website in Swedish. Headings are on top 
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of pictures and further description below. The IKEA logo was presented on the left upper side 
and "help information" and a "search engine" was situated on the upper right corner. In the 
middle of the upper side a shopping chart can be found and a log in link. The main menu was 
on the top of the page and list of products with links to further pages are situated on the left. 
All comes in a natural order.  
 
The communication process on the German website was formed much like the Swedish 
website. "IKEA service" was more emphasized on the German website and was situated on 
the top of the first page together with a picture to clarify its meaning. The German online shop 
"onlineshop" has higher emphasis than the Swedish "Handla hemma", since it on the German 
website was situated above the top menu.  
 
The reading pattern and communication process came in a natural order on the Polish website. 
It was noted that the recent products were presented in the upper left (like on the German and 
Swedish websites) which could be expected. However the links above the top menu, such as 
"log in", "service" and "chart" were not represented on the Polish website. 

Ability to translate and back translate the language 
Since Swedish is the original language it was not relevant to look at back translatability on the 
Swedish website. 
 
Product names were not translated to German from Swedish on the German website. On the 
company information direct translation was used, but aside from that there was not much 
translation from Swedish to German. In the company information security and quality 
(Sicherheit und Qualität) was added on the German website depicting the security standards 
that IKEA fulfils. On the link where the product catalogue can be ordered the text "We are 
delighted to send you one" (wir schicken dir gerne einen zu) was added to the original 
message in Swedish.  
 
On the first page of the Polish website, there were few translations from Swedish to Polish. 
The design was adapted to the unique Polish language and IKEA avoided using direct 
translation, except from "Drömkök" and "Wymarzona kuchnia" which means dream kitchen. 
The text on the first page was therefore not back translatable. However, on the company 
information the text was more or less direct translated. 

National symbols  
Since IKEA had applied the Swedish flag’s colours, blue and yellow, on itself the Swedish 
national colours can be seen on several places on the website. IKEA itself is for many Swedes 
a national symbol and therefore the brand itself can be viewed as a national symbol. IKEA 
states in their vision: "It is not a coincidence that the IKEA logotype is blue and yellow, like 
the Swedish flag." 
 
There were only a few German symbols to be found on the German website of IKEA. Most of 
the national symbols heritage from the Swedish culture; e.g. cinnamon bun and milk, 
meatballs, etc. could be found on the food menu. The exception Schupfnudel, which is a 
typical dish in southern Germany, was regarded as a national symbol and the only one found.  
 
There were few national symbols to be found on the Polish website. One example was donuts, 
which is a Polish favourite and tradition.  

 30



   DATA PRESENTATION 

 31

National rituals 
Christmas (jul) was coming up and it shows in the observation of the website on December 4. 
Christmas was emphasized to a large extent on the first page; a large picture visualizing a 
room with a lot of candles was highlighted by the text: "Open this years Christmas gifts here" 
(öppna årets julklappar här). Both text and picture were emphasized by size and location. 
“Buy this years Christmas gifts if you have a couple of minutes to spare” (Köp årets 
julklappar om du har några minuter över) was another recommendation on the website. 
 
Christmas (Weinachten) is a large holiday in Germany as well as in Sweden. Christmas gifts 
(Geschenke) were emphasized on the website as well as the customs of lighting candles 
during this season. Together with the German rituals of Christmas an American ritual, where 
children hang up Christmas stockings on the chimney, could be seen on a picture on the first 
page.  
 
There were little signs of Christmas on the Polish website despite its importance to the highly 
religious, Catholic people. The only signs of Christmas were some decorations and Christmas 
tree decorations. Further, the Swedish ritual of "Lucia" on December 13 could be found on the 
Polish website though it is not a Polish ritual.   

National heroes 
Kamprad, the founder of IKEA is to some Swedes a national hero as he started out small and 
now has a furniture empire. His picture and story were found on the company information 
sites but had little emphasis.  
 
On the German website no national heroes could be found and the same goes for the Polish 
website. 

 Flowery language  
The flowery language used on the Swedish website are: "Dream kitchen" (drömkök), "A 
tenner is a fortune" (En tia är en förmögenhet),” Open this years Christmas gifts here” (öppna 
årets julklappar här), "save and store" (spara och förvara), "Good, better, BESTÅ" (bra, bättre 
BESTÅ).  
 
When observing the German website, it was observed that IKEA used the same kind of 
flowery language here as on the Swedish website. IKEA played with words and rhymed 
"Christmas trees for Kids' dreams" (Weinachtsbäume für Kinderträume). On the top of the 
first page there was an animated picture with furniture flying through that says: "look at the 
snow falling” (Schau mal was hier reinschneit) and  “Now at your IKEA interior store" (Jetzt 
in deniem IKEA Einrichtungshaus). The examples mentioned are examples of flowery 
language. For some product descriptions, however, the language was mainly informative.  
 
On the Polish website, IKEA used a Polish proverb: "Save one Euro for underwear" (1€ to 
majatek!) with the intention to sell stuffed animals and donate money to charity. IKEA 
continues to play with words in the sentence "Here is the road to the forest" (tędy do lasu) 
where IKEA explains about environmental issues. Further, flowery language was used in the 
sentence "dream kitchen" (Wymarzona kuchnia).  
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Colours 
White was used to a large extent on the Swedish website. Blue and yellow were highly 
represented in both links and pictures. Orange was also presented, primarily in combination 
with IKEA family. Most of the text observed was grey. 
 
The German website had similar colours to the Swedish; a lot of yellow, blue, and white. 
Orange and purple were also used. Grey was most common in text.  
 
The Polish website had similar colours to both the Swedish and the German websites.  

Pictures 
Most pictures used on the Swedish website were pictures of rooms, furniture, and smart 
solutions. TVs were present in many pictures but people were left out to a great extent, except 
from pictures of employees. Cats could be found on some of the pictures in the on-line 
catalogue but no people. On some pictures in the company presentation people could be 
found, but they were not emphasized. The first picture observed on the front page was a 
winter picture of a room with a door open. In the picture there was emphasis on blue and 
yellow - the IKEA colors. 
 
On the German website, more pictures of children and families could be found and food 
pictures were more emphasized. There were many pictures of employees on the company 
information page, with the same pictures as on the Swedish website. On some of the pictures 
presenting interiors people could be found, particularly children. 
 
The first large picture observed on the Polish website was identical to the one observed on the 
Swedish website. The majority of the other pictures observed on the first page was simple and 
contained minimum strong colors. They fulfilled their purpose in the intention to clarify and 
enhancing the message of the text.  

Emotional appeals 
The appeal used on the website was that of harmony. A slightly noticed love feeling was 
observed in the pictures but not between people it was love towards the well furnished room. 
Harmony, freshness, and excitement were perceived through the pictures.  
 
On the German website happiness as an appeal was emphasized as happy people were 
visualized in pictures and the language had a cheerful approach. Further, the website created a 
sense of Christmas spirit. On the first page on the website it said "Oh, you cheerful" (Oh, du 
fröhliche!) which is a popular Christmas carol in Germany that most German have heard. The 
German visitor is perhaps expected to continue singing and get into a Christmas mood. 
 
On the Polish website the emotional appeals found were "The home is most important in the 
world as long as you love your home", "dreams and inspirations", "live comfortably, you can 
afford it". These statements carry emotions of love and harmony.  

Design with text or pictures 
In the on-line catalogue there was an emphasis on pictures. In the company presentation there 
was an emphasis on text and on the front page there was a combination of text and pictures. 
Over all it was observed that text clarifies pictures and vice versa.  
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Concerning emphasis on text or pictures on the German website the same observation as on 
the Swedish website was made. On some pages there was emphasis on pictures (the online 
catalogue) and on other there was emphasis on text (company information). 
 
The Polish website was designed in much the same way as the Swedish and German with 
emphasis on both pictures and text, it depends on which page observed. The pages containing 
products has more emphasis on pictures.  

Greetings 
On the loyalty card “hi” (hej) was written which is an example of a greeting. On the front 
page there was a greeting that said: “Welcome to us at your place, IKEA shop at home” 
(Välkomna till oss hemma hos dig, IKEA handla hemma). Merry Christmas (God jul) was 
written on a picture of a Christmas gift when clicking through to the Christmas gift 
recommendations. 
 
On the first page on the German website, placed under the IKEA logo, the company greeted 
its visitors with the words: "Welcome to IKEA, Germany" (Willkommen bei IKEA, 
Deutschland).  
 
On the Polish website no greetings were found in the observation. 

Soft or hard sell 
The Swedish website held some requests such as “Open this years Christmas gifts here!” and 
“20 % off!” (20  % rabatt), which are typical hard sell approaches. However, the website used 
entertainment themes, use of subjective and impressions, which are signs of soft sell 
approach. It seems fare to state that IKEA is somewhere in the middle but signs of hard sell 
were more emphasized on the first page.  
 
The kitchen selection IKEA has comes with the warranty 5, 10, 25 years which was 
emphasized on the German website. On the first page IKEA promotes that it offers butter for 
only €0.5 and when purchasing a Christmas tree and returning it after Christmas every 
customer returning a tree will receive a voucher on €5. All these examples showed that the 
IKEA website in Germany has a hard sell approach. Soft sell appeared, but hard sell was more 
emphasized.  
 
The sell approach was mainly soft on the Polish website, with the exception "extra cover 
when purchasing a sofa" and "buy your kitchen on credit". Examples of soft sell were: 
"practical", "easy to assemble", "easy", "flexible", etc. However, more hard sell could be 
found on the offerings from IKEA family, where members receive discounts on specific 
products.  

Company presentation 
A first impression was that the company was modest and let numbers speak for themselves in 
the Swedish website; it did not present in words how the company has been successful. There 
were no signs of ranking or prestige; the company did not try to show off as superior. Further, 
during the observation it was depicted that the company presented itself as somewhat of a 
hero for the less fortunate who cannot afford to spend a lot of money on expensive design. An 
entire web page could be found on the company uniqueness.  
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On the German website the company presented itself much in the same way as on the 
Swedish website. Large selection, good design and good prices (Groβe Auswahl, gute Design 
und gute Preis). There were no findings that the website uses superlatives to describe the 
company success.  
 
Much like the Swedish and the German websites, IKEA presents its uniqueness on the Polish 
website. IKEA uses direct translation to a large extent but on the Polish website it was 
highlighted that competitors provide either good design, good prices, or a large selection - 
IKEA provides all of them. However, the use of superlatives was rare.  

4.2.3 Content on IKEA’s local websites 

Community relations 
On the Swedish website, cooperation between IKEA and WWF (World Wide Fund) trying to 
lower energy costs in households was presented. It was however not emphasized and 
highlighted with the word “energy smart” (energismart). Further, IKEA cooperates with 
UNICEF and Save the Children; IKEA donates ten Swedish Kronor to the organizations for 
every sold stuffed animal.  
 
The German website presents that it has cooperation with UNICEF and Save the Children like 
the Swedish website. However, no sign of cooperation with WWF was found. On the German 
website it was presented that aside from donating money when customers purchase stuffed 
animals, the company gives €3 to Child aid projects (Kinderhilfsprojekt) for every Christmas 
tree sold.  
 
There was a high emphasis on environmental information on the Polish website. Customers 
were encouraged to use the recycled IKEA bag for purchases over and over again, instead of 
disposable plastic bags. This was important information provided to the Polish inhabitants 
since they are unaware of the environmental problems with plastic bags. There was an 
entertaining and somewhat childish game that could be played on the IKEA website where the 
visitor could hold a bag and collect falling animals. This game's intention was to highlight the 
importance of environmental care. Further, IKEA announces that when customers purchase 
stuffed animals 1€ goes to UNICEF and children in need.  

Clubs and Chat rooms 
IKEA family is a membership club card offering privileges to its Swedish members. Further 
there was a chat room available for any customer between 10 and 16, Monday to Friday. This 
was a service provided by the customer service department for customers wondering about 
anything that concerns IKEA; from facts about the company to specific information about 
products.  
 
On the Swedish website as well as on the other country websites there was a chat with 
"Anna". Anna is a virtual person and she is programmed to answer a large variety of questions 
any visitor might have. If a question contains the word of a product Anna answers by showing 
the product on the website and saying something about it. When asked something she is not 
programmed to have knowledge about she will answer that she is only there to answer 
questions that relate to IKEA. Anna was shown in a separate window with a drawing of a girl 
together with a text box. Aside from answering questions the drawing of Anna can make 
faces; she shows a happy face when she knows the answer, she shows a concerned face when 
she does not know the answer, and she looks suspicious when asked about her emotions.  
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On the German website the chat was observed and it was visualized much like the Swedish 
but on the Polish website no chat was found besides Anna.  

Loyalty program 
IKEA family is a loyalty program since it encourages customers to become loyal through 
discounts, special offers, news letters, the IKEA FAMILY LIVE newspaper, etc. There was a 
high emphasis on this loyalty program on the Swedish website. 
 
The loyalty program has the same emphasis on the German website as on the Swedish but the 
promotion on discounts was emphasized to a larger extent than other benefits, such as 
newsletters and service. On the German website the IKEA family card was provided as a 
credit card and not only a membership card.  
 
There was high emphasis on IKEA family on the Polish website as well. The benefit most 
emphasized on the Polish website was the fact that the member card provides offerings and 
discounts on specific products. These were listed in detail on the IKEA family page. IKEA 
family also provided the Polish customers with newsletters, but the emphasis on newsletters 
as a member benefit was low.  

Collectivistic/Individualistic pictures and text 
The pictures on the Swedish website depict furniture and diffuse appearances of people. Few 
pictures illustrate families, whereas more of the pictures show teams of employees. The 
employees are happy and seem to work closely together despite their different ethnic 
backgrounds. Collective work was shown through the pictures and there are no pictures or 
texts emphasizing self-reliance, self-recognition or achievement. In the vision statement 
IKEA reveals that much collectivistic work lies behind the success of the company.  
 
There was a higher emphasis on pictures of families, and particularly children, on the German 
website compared to the Swedish. The pictures of employees are illustrated similarly to the 
Swedish website. Finally, the vision statement reveals that much collectivistic work was 
behind the success of IKEA. There was no emphasis on self-reliance or other individualistic 
features either in picture or text. 
 
On the Polish website the emphasis on pictures with two or more people was concentrated to 
the employee page and the restaurant page - where pictures of families eating together were 
observed. Aside from that few pictures of people were found at all. The text on the company 
was direct translated and identical to the text found on the Swedish and German websites. 
This text describes the collectivistic work behind IKEA.  

Product differentiation and uniqueness 
On the Swedish website IKEA was differentiated through having a large selection of interior 
design at reasonable prices. The specific products are rarely presented as unique with the 
exception of the piece of furniture called Bestå. It was described with the words "Good, 
better, Bestå" (Bra, bättre, Bestå). It was presented to have a unique construction and can be 
built in many different ways.  
 
The uniqueness of the products on the German website was similar to that of the Swedish. 
However, the Swedish-ness of the product design was used as another dimension of 
uniqueness on the German website.  
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The uniqueness of the products on the Polish website was similar to the other two websites. 
However, the company claims to do better than its competitors on the Polish website and 
points out that other companies providing interior design does not combine good prices with 
excellent design and a large selection - but IKEA does.  

Gift recommendations 
There were Christmas gift recommendations on the Swedish website. This could be found 
when clicking on the picture with the text "open this year's Christmas gifts here". Due to the 
high season of Christmas, the gift recommendations are highly emphasized.  
 
Christmas gift (Geschenke) recommendations were somewhat emphasized on the German 
website. However on the Polish website IKEA left out the aspect of Christmas gifts entirely, 
despite the Polish tradition to give away Christmas gifts.  

Customer service 
There was a list of answers to common questions also called FAQ (Frequently asked 
questions) which are divided into categories such as: furniture; kitchen; reclamation; order 
information; about IKEA etc. Anna can be found on every page when clicking through and on 
two places on the first page. Aside from FAQ and Anna IKEA provided customer service in 
the form of a simple search engine on the top of the first page, orders can be searched for, 
contact info was provided in the form of telephone numbers and e-mails to company 
representatives, kitchen support/service can be found, and planning tools are available on the 
Swedish website. Further, the guided information on the Swedish website provides a web 
map, well-displayed links and links in the form of pictures which makes it easier for the 
visitors to navigate. Finally, local shops can easily be found on the website with information 
concerning local opening hours, road descriptions, specific offerings, and local events.  
 
Anna was found on the German website and had similar emphasis compared to the Swedish. 
FAQs and contacts could more easily be found on the German website since the link went 
together with a picture on the top of all pages. The site map on the website was not 
emphasized and the contact information for local IKEA stores in Germany was easy to find 
and navigate through.  
 
On the Polish website there was emphasis on FAQ. E-mail addresses, telephone numbers, 
road maps, addresses, and opening hours were found to local stores. Further, no site map was 
found for the website but the guided navigation was demonstrated much the same way as on 
the other two websites with well displayed links often clarified with pictures.  

Tradition and nationality 
IKEA is closely connected to Swedish culture and traditions and this shows on the Swedish 
website. IKEA started out as a small company in the Second World War and its concept has 
now spread to the rest of the world. On the company website they talks much about there 
company legacy, and Swedish heritage and the importance of sustaining it for the next 
generation.  
 
Since IKEA is bound to the Swedish national culture the Swedish traditions permeate the 
German and Polish websites as well.  
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Hierarchy information 
There was no emphasis on hierarchy information on the Swedish website, nor the German and 
Polish. 

Pictures of CEOs and presentation of titles 
There was one picture of the founder, Kamprad, of the company on all three websites. During 
the observation it was hard to find pictures of CEOs and one had to navigate trough many 
pages before finding one picture of Kamprad. However, there was no CEO of IKEA since it is 
owned by a foundation. When observing the presentation of the organization there was a low 
emphasis on titles among people in the organization.  

Vision 
The vision of IKEA was clearly stated and has high emphasis on the website. On three 
different pages IKEA presents its mission statement, explains how it is different, and provided 
information on its legacy. The vision was not stated by a specific person and since the text 
was in "we-form" it feels like it was stated by all employees on IKEA.  
 
The vision statement was translated from Swedish to German to Polish and the information 
was therefore the same on the German, Swedish and Polish websites. 

4.3 Case 2: Sony Ericsson 

4.3.1 Background 
Sony Ericsson Mobile Communications was established in 2001 by the leaders within the 
telecom industry Ericsson and consumer electronics powerhouse Sony Corporation. The 
company is equally owned by Ericsson and Sony and the newly started company announced 
its first joint products in March 2002. Sony Ericsson Mobile Communications is a global 
provider of mobile multimedia devices, including feature-rich phones, accessories and PC 
cards. The products combine powerful technology with innovative applications for mobile 
imaging, music, communications and entertainment. The net result is that Sony Ericsson is an 
attractive brand that creates superior business opportunities for mobile operators and for the 
consumer they are provided with fun and desirable products. 
 
The products made by Sony Ericsson have universal appeal and these products are different in 
the key areas of imaging, music, design and applications. The company has launched products 
that make best use of the major mobile communications technologies, such as the 2G and 3G 
platforms, while enhancing its offerings to entry level markets. As new products are 
introduced to end consumers’ approval, the existing products continue to obtain awards and 
Sony Ericsson is today accepted as a world leader in design and innovation. The globally 
acclaimed T610 and later generations of the company’s product portfolio frequently win 
awards. The GSM Association voted the V800 as Best 3G Handset for 2004, a fully-featured 
phone made for Vodafone with the full range of mobile entertainment features and multi-
directional camera, and the K750i received the TIPA Award 2005/2006 for ‘Best Mobile 
Imaging Device’, chosen by 31 leading European photography/imagining magazines and 
judged on quality, performance and value for money. In February 2007 the GSM Association 
presented Sony Ericsson with the ‘Best 3GSM Mobile Handset’ award for the K800 Cyber-
shot phone.  
 
Sony Ericsson undertakes product research, design and development, manufacturing, 
marketing, sales, distribution and customer services. Global management is based in London, 
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and R&D is in Sweden, UK, France, Netherlands, India, Japan, China and the US. The 
management team is led by President Miles Flint, a former senior executive of Sony Europe 
and one of the key players in the growth of Sony in Europe; and Executive Vice-President and 
Head of Sales Anders Runevad, the former President of Ericsson Brazil. 

4.3.2 Design on Sony Ericsson's local websites 

Languages 
There was a use of both English and Swedish on the Swedish website though there was an 
emphasis on the Swedish language. Examples of English are: MyPhone, Fun & Downloads, 
ERetailer, online(-verktyg), Developer world. 
 
On the German website there was high emphasis on the national language. However, there 
were some use of English as well; for example, MyPhone, Fun & Downloads, and business.  
 
On the Polish website Polish was most observed, even MyPhone was translated to Mój 
Telefon, the corresponding word in Polish. Aside from Polish English was used to a small 
extent including the words: E-shop and Fun & Downloads.  

Communication process and reading patterns 
As in many other European countries Sweden have a reading pattern that goes from left to 
right  and this was also applied on the website. The Sony Ericsson logo was found on the left 
side in the top corner on the website which makes the logo the first the visitor sees when 
entering the website. On the right side on the top of the site one can found the links for: help, 
contact, site map and, sign up. The communication process was formed in a natural way. The 
use of pictures and text was formed in such a way that it was easy for the visitor to 
comprehend the features of the products. The use of pictures was formed to enhance the 
message of the texts. 
 
The reading pattern on the German and the Polish website was in logical order and read from 
left to right. The Sony Ericsson logo was on the same side as on the Swedish and the links on 
the right side were the same (help, contact, site map, and sign up). The communication 
process was easy to understand and pictures were used to support the connotation of the text. 

Ability to translate and back translate the language 
The Swedish website gave the impression of being translated from English to Swedish. Since 
there was a use of simple statements the website could easily be translated from one language 
to another.  
 
The language on the German website was translated from English and was easy to translate 
back to the original language. However, there are some modifications made on the German 
website to fit the German language better. The same applies to the Polish website. Some 
modifications were made, but the language was direct translated and presents close to the 
same information as on the other two websites. 
 
Sony Ericsson has however some examples where the translation has taken local language 
into consideration. Such an example was the product w910 which was explained differently 
on the websites. The German description "bombastic display" (bombastischer bildschirm) 
which was more flowery than the Swedish correspondence "clear display" (tydlig bildskärm) 
and the Polish "perfect display"(doskonały ekran). 
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National symbols 
There was no use of Swedish national symbols on the Sony Ericsson website and neither on 
the German nor the Polish was national symbols observed.  

National rituals 
When observing the website there was no sign of Sweden's largest holiday – Christmas – and 
there was no other use of any Swedish national ritual. 
 
On one of the pages on the website (Fun & Downloads) the German Sony Ericsson website 
mentioned Christmas, the same applies to the Polish website.  

National heroes 
There was no use of national heroes on the Swedish website and the same applies to the 
German and Polish websites. 

Flowery language  
The website was mainly using a very direct and straight forward language. However, there 
was some use of flowery language as well; under the Fun & Downloads link flowery language 
such as "Wrap a winter blanket around you and embrace these cosy downloads to your cell 
phone" (Gosa in dig i vinterfilten med de här mysiga nedladdningarna till mobilen) could be 
found.  
 
To some extent there was a use of flowery language on the German Sony Ericsson website 
but much informative language, like on the Swedish website. For example "discover music in  
a new way", "wrap a warm blanket around you and listen to Christmas songs on your mobile 
phone" (Kuschele dich in eine warme Decke und höre dir Weihnachtslieder auf deinem 
Handy an) was found that are examples of flowery language.  
 
On the Polish website most of the flowery language was found under Fun & Downloads, like 
on the other two web sites. However, less flowery language was found on the Polish website 
compared to the other two.  

Colors 
There was an extensive use of bold and bright colors on the Swedish Sony Ericsson website. 
On the front page there was not much use of colors the background was white however, there 
was a use of moving pictures that makes the front page colorful. When clicking on the top 
links there was more focus on colors instead of pictures. The colors that are applied on the 
website are bright green, yellow, orange, and red. The colors of the text are grey, white, and 
black.  
 
The use of colors on the German website was the same as on the Swedish. There are bright 
and bold colors, orange, green, yellow, red and, black. To some extent the background color 
was white as it was on the front page, there it was a use of bright and colorful pictures and 
photos instead. The text color is mostly white and also black.   
 
The Polish website had a totally different set of colors due to an up-date on all websites. This 
new website contained more bright colors; a lot of green was used which suits the color of the 
logo. Further, the use of orange, yellow, red, and black was used.  
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Pictures 
On every Sony Ericsson website most of the pictures illustrate the company’s mobile phones. 
There was a use of moving pictures on the front page of the Swedish Sony Ericsson website. 
These pictures are likely to create positive emotions connected to family and friends on the 
pictures. There was also an emphasis on pictures of products, therefore the visitor gets a clear 
image what the company offers.  
 
On the German and Polish website there are much emphasis on fun and party, very lively 
pictures of happy people, and not together with family more with friends if any group 
pictures.  

Emotional appeals 
The website tried to raise emotions through the use of pictures and colors. There was not 
much harmony on the website; however the use of the bold color, red, in pictures brought 
passion into mind. The website/company tried to create emotions of the visitor such as love, 
action and, excitement. 
 
The German website raised emotions like trendy, fresh, and young. There was to some extent 
a summer feeling on the website to create a fun and happy environment on the website. 
 
The Polish website showed pictures of travel and different cities, there were no pictures to be 
found that illustrate families and a few illustrate friendship. The front page was primarily in 
red which provided a feeling of passion and love.  

Design with text or pictures 
On the front page of the website the pictures were emphasized. However, under the top links 
there was more use of text instead of pictures. The text was used to explain the product and/or 
the different services that Sony Ericsson can offer to their customers. The website was very 
airy and not packed with pictures or overflowing with text.   
 
On the first page on the German Sony Ericsson website there was an emphasis on text. Then 
under the other links there was a more frequent use of pictures to explain different aspects on 
the website. On the product page the use of text was to enhance the message that the company 
communicated to the visitor.  
 
The Polish website contains a lot of text. On the product information pages the pictures are 
used to clarify and complete the text. It is important to keep in mind that this website is the 
most recent and the new websites for Germany and Sweden contain much more text than the 
older ones.  

Greetings 
There were no greetings to the visitor on the Swedish Sony Ericsson website, except from 
welcome (välkommen) which was written above the mission statement. 
 
On the German website no greetings have been found on the first page however, welcome 
(willkommen) can be found on the first page on the corporate information.  
 
The word welcome appears at the same place on the Polish website as the other two websites.  
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Soft or hard sell 
The Swedish website has a soft sell approach. There was a high usage of entertainment to sell 
and promote the different products. However, there were more explanations of technical 
aspects and some use of flowery language that were used to enlighten the customer about the 
products features and technicalities.  
 
There was a soft sell approach on the German website, since there was no use of prices or 
guarantees. Instead there was a use of free down loads and other accessories that can be used 
on the phone.  
 
The Polish website also had a soft sell approach since there was a lack of warranties and 
special offers on the products. The company preferred to present the product features and 
what makes the different products unique.  

Company presentation 
On the Swedish website the company had a very extensive presentation. In the presentation 
the company explained to the visitor that the company is striving to be the best in their line of 
business. The company has a very clear vision and it was to establish Sony Ericsson as the 
most attractive and innovative global brand in the cell phone industry.  
 
There was great emphasis on the company presentation on the German website. The 
presentation was the same as on the Swedish with some minor changes to fit the national 
language better. The same goes for the Polish website. 

Superlatives 
On the Swedish Sony Ericsson website there was a limited use of superlatives and on the 
German website one observation was made in the mission statement: "Sony Ericsson should 
become the most attractive and innovative leader in the telecom market" (Sony Ericsson zur 
attraktivsten und innovativsten Weltmarke in der Mobiltelefonbrache zu machen).  
 
The Polish website had only one example of superlatives, and it was observed in the mission 
statement like on both the German and Swedish websites. 

4.3.3 Content on Sony Ericsson’s local websites 

Community relations 
Sony Ericsson has an active social commitment towards the society. On the Swedish website 
the different commitments towards society were explained; the company uses good 
employment ethics, proactive environmental care and an active commitment towards society. 
These areas are important to the company since these elements are used to create the vision 
that Sony Ericsson has for a sustainable future for the company. The company has three 
policies to help the society, these are: Ethics, Environmental care, support for society. With 
these three cornerstones in the company's policy Sony Ericsson states that the company can 
help to build a cleaner, safer, and more enlightened world.  
 
On the German website the cornerstones are presented much in the same way. The pictures 
however are different; on the German website the pictures are more simple and symbolic.  
 
On the Polish website the cornerstones are presented in the same way as on the German 
website. The three cornerstones have the same emphasis as on the other two websites. 
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Clubs and Chat rooms 
The Swedish Sony Ericsson website had a club for customers that owns a Sony Ericsson 
mobile phone, this club is called MyPhone. On the MyPhone link one can find information 
and support and there were also downloads and recommendations for the specific mobile 
phone. As a member of the club the customer has access to an online storage of information 
and other creative tools for the mobile phones and all for free. However, one cannot be 
member of this club unless owning a Sony Ericsson mobile phone. Newsletters are for 
members in the MyPhone club.  
 
MyPhone was a club on the German website as well and could be used by visitors that used 
Sony Ericsson’s mobile phones. When being a member of the club one can get better support 
for the mobile phone and different online-tools to get an enhanced and more enjoyable phone.  
 
The club MyPhone exists on the Polish website as well but was named Mój telefon. The page 
looked the same as on the other two websites and only the language was translated with direct 
translation. On the German and Polish websites Sony Ericsson’s newsletters could be found in 
the section of MyPhone. These were only available to the members of the club as it was on 
the Swedish website. 

Loyalty program 
There was an emphasis on special membership program, MyPhone, on the Swedish website. 
However, no loyalty program was found on the website. 
 
On the German Sony Ericsson website there was no special loyalty programs however, there 
was an emphasis on the membership in the club MyPhone. 
 
No sign of loyalty programs were found on the Polish website besides the clubs where it was 
possible to register and get benefits. 

Collectivistic/Individualistic pictures and texts 
The Swedish website of Sony Ericsson was very individualistic this since there was no 
emphasis on teams of employees. However, to a small extent there was emphasis on families 
on the site. There are also no signs of collective work in the mission statement, except from 
the cooperation between Sony and Ericsson. 
 
There were no pictures on families or team of employees on the German website. No signs of 
collective work were observed in the company presentation.  
 
The Polish website did not contain any pictures of employees with the exception of the 
presentation of the president and the vice president. These were individualistic pictures. In the 
mission statement the collectivistic work of two large companies was emphasized and the fact 
that employees work together in teams at the company.  

Product differentiation and uniqueness 
The company presented itself and its products as unique on the Swedish website. On the 
Swedish website the company made an effort to differentiate the company and products from 
other companies in the same industry. The different mobile phones were all presented as 
unique and different from each other; it was almost like they were given different 
personalities.  
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On the German website the products were presented with special features; w910 had a 
"bombastic display" (bombastischer bildschirm) and P1i had "business in the portfolio" 
(business in der Tasche).  
 
On the Polish website it was also observed that the different mobile phones had different 
features in order to fit the unique personalities of the customers. Customers can choose 
between perfect sound, elegance, superior camera quality, etc. 

Gift recommendations 
The Swedish website did not present any gift recommendations to the visitor. The only 
recommendation found was when the products were presented to fit a certain person, for 
example "it is your music", "do you want a slim and elegant phone", "do you want to take 
beautiful pictures use this phone" etc.  
 
There are no specific gift recommendations on the German website and the same goes for the 
Polish. 

Customer service 
The Swedish Sony Ericsson website provided specific product support via e-mail, phone or 
mail. The website also contained a special page with FAQs about the products. On this 
particular page the visitor could click trough to the specific problem and get answers without 
talking to some one. The MyPhone members have even more extensive support for their 
products and they even have their own site for support. The support site was easy to find on 
the top of the site in the right corner the link was listed as "help". Site map was available in 
the right corner and could easily be found on all websites. Since the site also have pictures on 
their different products it was easy for the visitors to get the exact name and help for their 
product. There was very detailed information about the different local offices, dealers and, 
shops on the website. The site even provides the visitor with a detailed map of road directions 
to the specific shop, seller, or local office. 
 
Concerning customer service, the German and Polish websites are extensively similar to the 
Swedish. However, on the Polish website no contact information for local stores was found.  

Tradition and Nationalities 
Both companies (Sony and Ericsson) have existed for a long time before their joint venture 
and had their different traditions separate. Now when the two companies have joined they 
have even made a joint venture for their traditions since 2001. For example the company 
referrers to its products as universally appealing. There was also an explanation on the 
Swedish website why Sony Ericsson only five years after the joint venture had become the 
leading global actor within the phone industry and this are since the company are a group of 
employees that loves what they are working with and that was presented as the company's 
success factor.  
 
The German and Polish websites are identical to the Swedish website when it concerns 
traditions.  

Hierarchy information 
There was some emphasis on hierarchy information within the company on the Swedish 
website however, this information cannot be found in Swedish only English since this was the 
corporate language.  
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Concerning hierarchy information, titles and other company information they are all the same 
as the Swedish on the German and Polish websites. 
 

Pictures of CEOs and presentation of titles 
There were two pictures of CEOs to be found on all the websites, one on the president and 
one on the vice president along with extensive information about them. The page on the 
president and vice president the company presented titles, however on the work site there was 
a presentation of different employees within the company and they are presented with their 
titles as well.  

Vision 
The vision statement made by the company was not signed by any particular person from the 
company; the statement was a general vision from the entire Sony Ericsson staff. There was 
much emphasis on the vision statement; however it was more extensive on the global website 
than on the local European websites. There was more emphasis on the vision statement than 
on the CEOs since the statement was the first noted about the company.  
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5 DATA ANALYSIS 
In this chapter, the data from the previous chapter is analyzed. The two cases are analyzed 
separately in within-case analyses together with the data collected through Hofstede and 
Hofstede’s (2005) study. Firstly, the data is compared to the theories selected in the 
theoretical framework in chapter two and differences and similarities are depicted and 
commented on. At the end of the chapter, a cross-case analysis is presented on both cases. 

5.1 Case 1: Within-case analysis of IKEA websites 
In this section the data collected from Sony Ericsson is compared to the data collected from 
the study presented in Hofstede and Hofstede (2005). Further, the data is also compared to the 
theories presented in the theoretical framework.  

5.1.1 Elements of culture 
Concerning the languages on the web sites the Swedish website scored high in use of national 
language, which was not surprising since IKEA is Swedish. The Swedish website further 
offered some information in Finish which was adapted to the part of the population in the 
North who has Finish as mother tongue. The websites in German and Polish also had the 
majority of text in the national language. However, these countries had a lower degree of 
represented national language due to the Swedish name of the products. Here IKEA risks 
having product names that are hard to pronounce in the foreign language and are therefore 
less culturally sensitive in the German and Polish websites. It was also noted that on the 
member card IKEA family has the English name on all of the websites which indicates a 
degree of cultural insensitivity. To a great extent IKEA succeed in translating with sensitivity 
towards the national language and culture which Fletcher (2006) claimed was important, 
when explaining and translating the text about the product selection.  
 
The communication process is likely to be different between the high(er)-context Poland and 
the low(er)-context Germany and Sweden but the communication process is the same for all 
websites as they all present a heading with the main concern and texts below headings which 
further explains the concern and get into detail. Since IKEA does not take this into 
consideration it could point out that they have not taken the Polish culture of communication 
process into consideration. Since Fletcher (2006) and Trompenaars (1994) states that the 
communication process differs between high- and low-context cultures. However, the Polish 
interpreter found the communication process to follow in a natural manner which gives 
indications that it is adapted to culture. The Polish interpreter further commented that it is 
natural to find what is new in stock first on the page (which it does on the IKEA website); i.e. 
get directly to the main point. Despite the fact that the communication process is the same on 
all of the websites it is still indicated that it fits the communication process of the three 
cultures.  
 
The reading patterns are the same in all the represented cultures which resulted in similar 
observations. All of the websites read from left to right and from top to bottom in what felt 
like a natural order. Fletcher (2006) claims that that it is important to take the reading 
patterns of different cultures into consideration when establishing websites, which IKEA have 
adopted on their websites. Fletcher (2006) further states that most western countries have 
reading patterns from the left of the page. Since all of the websites observed are conducted for 
western countries the reading patterns suits all three websites and countries. However, on 
IKEA’s websites there were differences in reading patterns connected to placement of links. 
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On the German website there were links above the top menu that affected the reading pattern; 
it made visitors observe “customer service” and “online shopping” first when entering the 
website.  However, this might be related more to market strategy than culture since German 
visitors are encouraged to shop online and get answers quickly through the service button. To 
sum up, IKEA uses the same construction on all websites but allows for major differences in 
reading patterns. 
 
Concerning translation and the ability to back translate between the national languages it can 
be done to a great extent, particularly on the pages where the company information is 
presented. However, on the front pages of all of the websites language sensitivity is 
demonstrated to a large extent. IKEA presents phrases from national proverbs, rhymes, 
Christmas carols, and uses metaphors such as "Dream kitchen" in order to explain the 
different products. Since IKEA does not only use direct translation the company is likely to be 
sensitive to nuances in different languages and matches the theories by Fletcher (2006). 
However, it was observed that all the websites are constructed to create joy, warmth, 
happiness, and carry playful messages on all websites. In the cases when IKEA has used 
direct translation it was observed that the different text had the same connotation in all 
website, therefore back translation was possible. As stated by Fletcher (2006) a back 
translation is essential in order to avoid language mistakes. 
 
Concerning the use of national symbols and national heroes IKEA uses mostly Swedish, such 
as the colors of the Swedish flag and on the restaurant page there are mostly Swedish dishes. 
Kamprad, the founder of IKEA, is commonly considered a national hero in Sweden; he 
started out small and created himself an interior empire. This characteristic is cherished in the 
Swedish culture. However, IKEA has allowed for some cultural sensitivity on the food menu 
and added the famous German dish Schupfnudel and the Polish delicacy donuts. Concerning 
the theories on national symbols and heroes by Hofstede and Hofstede (2005) and Fletcher 
(2006) IKEA cannot be regarded as culturally sensitive in these aspects aside from the 
Swedish website. 
 
When observing national rituals it is observed that Christmas is emphasized on both the 
German and the Swedish websites. In these countries Christmas is one of the most important 
holidays because it is a social and religious ceremony within all three observed counties. On 
both the German and the Swedish website, Christmas rituals such as decorating Christmas 
trees and other ornaments were shown. However, the picture of children hanging up stockings 
on a chimney was not regarded as a German tradition, rather an American, which indicates a 
lack of cultural sensitivity. On the Polish website few signs of Christmas were observed. 
There were some product listings of Christmas decoration, but not much more. This was 
surprising since Christmas is an important holiday in the Catholic Poland according to the 
interpreter. Concerning the use of rituals IKEA is culturally sensitive to a large extent and in 
line with Hofstede and Hofstede's (2005) and Fletcher's (2006) theories, except from on the 
Polish website. 

5.1.2 Context of Cultures 
When observing the aesthetics of the websites it was observed that IKEA had made attention 
to the aesthetic details such as use of yellow and blue (IKEA's colors) in pictures and links. 
The background was always white which enhances the colored details on the websites. The 
websites in all countries have a lot of emphasis on pictures in the online catalogue but on the 
page presenting company information IKEA uses few pictures and extensively more text. On 
the front page, IKEA combines text and pictures and let them carry a common message. 
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Further, the emotional appeals found on the websites differed; on the Swedish website love, 
harmony, and excitement appeals were observed, on the German website the appeal was 
happiness and on the Polish website love and harmony was found. Through the observation of 
aesthetics all countries scored fairly high in context, which is a sign of high-context cultures. 
However, the Polish website scored lower than the Swedish and the German due to less use of 
bold colors in pictures. This is contradictive to the theory by Nguyen et al. (2007) that Poland 
is more of a high-context culture than both other countries, which implies that IKEA has not 
been culturally sensitive in the use of comparably little use of bold colors on the Polish 
website. 
 
In terms of politeness the company provides most greetings on the Swedish website compared 
to the other two. Three examples of greetings were found on the Swedish website whereas the 
German website presented one greeting and the Polish none. However, IKEA put most 
emphasis on greeting on the German website, since “Welcome” is stated on the first page in 
the upper left corner. According to Singh et al. (2005) greetings are more important in high-
context cultures which imply that greetings should have been more used on the Polish website 
and that the lack of greetings on this website marks that IKEA has been culturally insensitive 
in the matter. In terms of indirectness, the company scored high as extensive use of flowery 
language was observed on all three websites, which indicates high-context according to Singh 
et al. (2005). Further, the company presentation was humble and did not present any rank, 
prestige or superlatives on any of the websites. There were numbers showing growth on the 
websites which according to Singh et al. (2005) is low-context, but they were neither 
emphasized nor commented on. However, IKEA presents itself as a savior of the poor who 
cannot afford to spend a lot of money on design. In this aspect the company has a 
communication adapted to low-context cultures rather than high. 
 
The sell approach observed on the websites included discount, special offers, and warranties 
on all websites, however emphasized on the German website. These are according to Singh et 
al. (2005) signs of a hard sell approach. On the Polish website the discounts and special 
offers were concentrated to IKEA family members. On all of the websites soft sell was used to 
a large extent; IKEA used entertainment themes in the attempt to play with words. IKEA also 
presents the products intangible aspects, such as in "dream kitchen" and "here is the road to 
the forest" in order to create affective and subjective impressions of the products. All these are 
signs of a soft sell approach according to Singh et al. (2005). Despite, the mixed sell 
approaches on all of the websites we found that the Polish website had most soft sell since it 
did not present any hard sell on the front page. Further, the German website presented most 
hard sell on the front page and was therefore perceived as most hard sell. This communication 
is in accordance with the theories stating that companies should take into consideration that 
Poland has a somewhat high-context culture and that Sweden and Germany have low-context 
cultures. In this matter, IKEA is culture sensitive in its communication.  

5.1.3 Collectivistic content 
The signs of collectivistic content on websites are community relations, clubs and chat rooms, 
family theme, loyalty programs, and newsletters. Firstly, IKEA presents different community 
relations on all of the websites; on the Swedish website IKEA presents cooperation with 
WWF, UNICEF, and Save the Children foundation, on the German website IKEA presents 
cooperation with UNICEF and Save the Children foundation and on the Polish website IKEA 
presents cooperation with UNICEF. In addition to UNICEF IKEA enlightens the Polish 
visitors about environmental issues and makes an effort to give back to community. In terms 
of community relations IKEA scores high on collectivism in all three countries, which does 
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not match the notes made by Hofstede and Hofstede (2005) since the countries score high on 
individualism and low on collectivism. However, Hofstede and Hofstede (2005) consider 
solidarity with others and tolerance of others features of individualistic cultures, which 
indicates that giving back to community and community relations are more important to have 
on websites for individualistic countries. This matches the observations to a greater extent. 
Hofstede and Hofstede (2005) stated that people are more extrovert in individualistic cultures, 
which indicates that clubs and chats are more important in these cultures rather than 
collectivistic. 
 
IKEA family was observed as both a club and loyalty program. It was observed on all of the 
websites and offered discounts, newsletters, the newspaper IKEA FAMILY LIVE, etc to its 
members. The emphasis on this club/loyalty program was high on all of the websites but was 
promoted differently on the different websites. On the Polish website there was a higher 
emphasis on the discounts following the membership and on the German and Swedish website 
there was a higher emphasis on the other services connected to the membership. Further, there 
was a chat with employees available on the Swedish and German websites, whereas the Polish 
website only offered the interactive service programmed to answer questions connected to 
IKEA. When it comes to the offering of clubs and loyalty program IKEA scores high on 
collectivism. Since Hofstede and Hofstede (2005) notes that all three countries are more 
individualistic than collectivistic, the observations do not match the cultures.  
 
IKEA uses family themes most frequently on the German website and on the Swedish and 
Polish websites families appear to a small extent in pictures. IKEA in Germany seems to 
promote more to customers with families than in the other two countries. Pictures illustrating 
teams of employees are however, equally presented on all of the three websites. Further, the 
collective work responsibility among IKEA's employees was clearly stated on all three 
websites. In this aspect IKEA has less of the collectivistic content presented by Singh et al. 
(2005); the only exception is the German website which has a lot of emphasis on families and 
not only teams and collective work. However, the family theme on IKEA’s websites in 
Germany could also be connected to the fact that IKEA targets families in Germany to a 
greater extent than in Sweden and Poland. 

5.1.4 Individualistic content 
Individualistic content was sparsely used on all of the websites; this was particularly true for 
independence theme and personalization. Product uniqueness was however frequently used in 
the company information. On the Swedish website IKEA pointed out that the company has a 
large selection of interior design at reasonable prices. On the German website the Swedish-
ness of the products was observed as a unique feature and on the Polish website it was pointed 
out that no competitor does what IKEA does. All local websites were perceived as slightly 
individualistic but the Polish and German websites were perceived as a little more 
individualistic than the Swedish because of higher product differentiation, which does not 
match the theory by Hofstede and Hofstede (2005) that Sweden scores higher in individualism 
than the other two countries.  

5.1.5 Uncertainty avoidance content 
The uncertainty avoidance content, FAQs, customer help (search motor), customer service e-
mails, and local store information, by Singh et al. (2005) were observed on all of the 
websites. Guided navigation was found on both the German and Swedish websites but not on 
the Polish. Concerning local terminology IKEA is fairly good at adapting to the country 
specific languages, but as noted before the company sometimes uses English words such as 
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"business", "online" and "jobs" on the non-English speaking websites. This can create some 
confusion and misunderstandings among the visitors. Further, IKEA is tied to Sweden by 
tradition and proudly presents the company legacy on all three websites. Overall IKEA's 
websites scores high in uncertainty avoidance and the websites differ only slightly between 
the countries. This however might be related to the fact that there are many uncertainties over 
the internet as much information is carried out at once. Therefore, websites often provide 
much customer service in order to help customers find the right information. Further, the 
presentation of company legacy emphasized on IKEA’s websites is likely to be more 
connected to the company’s will to market the Swedish-ness of the products, which in itself is 
a way to differentiate from competition rather than avoid uncertainties. 

5.1.6 Power distance content 
When it comes to contents connected to power distance IKEA presents few examples on all 
websites. Since the company information is the same on all three websites the following 
applies to all of them: no hierarchy information, one picture of the CEO, very few personal 
titles are presented, and there is a vision statement but it is not stated by someone specific. 
Based on the content observations IKEA scored low on power distance on all its websites. 
The websites are therefore not adjusted to the power distance in the specific countries. 
According to Hofstede and Hofstede (2005), Sweden is on the bottom of the list when it 
comes to high power distance and Poland is in the upper quartile. This implies that the 
company information is adapted to the Swedish culture and only translated by language and 
not culture to other local websites. 

5.2 Case 2: Within-case analysis of Sony Ericsson websites 
In this section the data collected from Sony Ericsson is compared to the data collected from 
the study presented in Hofstede and Hofstede (2005). Further, the data is also compared to the 
theories presented in the theoretical framework.  

5.2.1 Elements of culture 
Sony Ericsson’s local websites all had most of the text represented by the local language; the 
Swedish website had most text written in Swedish, the German website had most text in 
German, and the Polish website had most text in Polish. However, some of the exceptions 
were the English words Fun & Downloads which were represented on all of the websites. 
Further, examples in English were found on both the Swedish and the German website such 
as MyPhone, business, ERetailer which according to Fletcher (2006) cannot be translating 
with sensitivity towards the national language and culture. On the Polish website however, 
Sony Ericsson translated to a greater extent than on the other two web sites. This shows that 
Sony Ericsson is culturally sensitive in the question of adapting to local culture, since 
language should be the first issue to consider. This could be explained as a precaution since 
the Polish might be expected to know less English whereas both German and Swedes often 
have English as a second language.  
 
The communication process is the same for all three websites, but according to Fletcher 
(2006) and Trompenaars (1994) the communication process in high-context and low-context 
cultures differ from one another. Since Poland is considered a high-context culture and the 
other two are low-context cultures the communication process is not formed to be cultural 
sensitive. Despite theory the Polish website was considered to have a communication process 
formed in a natural way, as well as the others. This could either imply that there are different 
expectations on the web or that this is an accepted way to communicate in Poland.  
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Reading patterns on all three website were from left to right since according to Fletcher 
(2006) it come natural from western cultures. When establishing website it is important to 
take reading patterns into account and Sony Ericsson has successfully adapted the reading 
patterns to the cultures in this study. 
 
Concerning translation between languages the websites are direct translated to a large extent 
with only few changes to local cultures. This is according to Fletcher (2006) a risk since 
message can lose its reliability when just translating. However, it is easy to back translate, 
since the messages have not changed when adapting them. Further, there were no language 
mistakes which raise the reliability of the messages. The translation of some of the products 
on the website are however translated with cultural sensitivity towards the language, which 
Fletcher (2006) suggested. 
 
When it concerns national symbols, heroes, and rituals Sony Ericsson shows few examples. 
Despite the fact that Christmas, one of the largest holidays in all three cultures, was near the 
websites show minimal signs of it. This can according to Fletcher (2006) mean that websites 
receive less visitors, since adaptation of all three elements is essential.  

5.2.2 Context of Cultures 

When observing the aesthetics of the websites it was noted that Sony Ericsson had much use 
of bold colors. This is an example of high-context communication according to Singh et al. 
(2005). Much red, green, yellow, purple, and orange were used on all three websites in both 
background and pictures. There was a lot of emphasis on text and most pictures demonstrated 
the products by the company. This composition is low-context communication and stands for 
all observations. Further, the emotional appeals found on the website were passion, trendy, 
fresh, and young which is likely to be signs of high-context since it applies to Singh et al.’s 
(2005) elements. Some of the pictures on the websites front pages visualize friendship and 
families, which provides the websites with appeals of happiness.  

There is only one example of greetings on the websites observed for Sony Ericsson. This 
implies that the company lacks politeness according to Singh et al. (2005) which is an 
example of low-context communication. However, flowery language was used on all of the 
websites and particularly on the Swedish and German. Since flowery language is an element 
for high-context cultures, the use of less flowery language on the Polish website implies that 
the company has been culturally insensitive in the use of the element.  
 
The presentation of the company presents that the company strives for top rank in the industry 
and uses superlatives such as “the best” and “leader” to describe itself. This is according to 
Singh et al. (2005) use of low-context communication.  
 
The sell approach observed on the Sony Ericsson websites were the same for all observed in 
the study. There were no signs of hard sell observed. However, the use of affective and 
subjective impressions of intangible aspects of products was observed. There was also a use 
of entertainment themes used on the websites which could be found on the fun & download 
page. The examples given are all signs of soft sell approach, which according to Singh et al. 
(2005) is connected to high-context communication.  
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5.2.3 Collectivistic content 
Sony Ericsson’s engagement in community relations includes good employment ethics, 
proactive environmental care and active commitment towards society. These are represented 
on all three websites and show that the company takes social responsibility and wants to give 
back to community. This content is typically collectivistic according to Singh et al. (2005) 
however, Hofstede and Hofstede (2005) consider solidarity with others and tolerance of others 
features of individualistic cultures, which indicates that giving back to community and 
community relations are more important to have on websites for individualistic countries. This 
matches the observations to a greater extent. The company is further considered collectivistic 
since it offers the product-based club MyPhone for customers of Sony Ericsson mobile 
phones. Through this club, members can receive newsletters which also are a collectivistic 
service. However, since clubs and chat rooms can be considered extrovert conversation these 
are likely to be more individualistic features than collectivistic when relying on Hofstede and 
Hofstede’s (2005) theories.  

5.2.4 Individualistic content 
Sony Ericsson emphasizes achievement in its mission statement, which is individualistic 
according to Singh et al. (2005). In addition, the information on the president and the vice 
president there is emphasis on self-recognition and achievement. Further, most pictures depict 
single people and not teams of employees or other groups of people. When continuing to 
products, it was observed that the products were all differentiated and presented as unique 
from each other. This type of product differentiation is also regarded as individualistic 
according to Singh et al. (2005).  

5.2.5 Uncertainty avoidance content 
In terms of customer service Sony Ericsson offers a lot of alternatives to the visitor, including 
FAQs, customer service option, customer help, and customer service e-mail. The 
visitors/customers can also reach customer support via phone and ordinary mail. This implies 
that the company has a high level of uncertainty avoidance according to Singh et al. (2005). 
Further, the company offers extensive guided navigation in form of site maps, well displayed 
links, and links in form of pictures which also are examples of uncertainty avoidance. The 
company also provided contact information for local stores on the German and Swedish 
websites, however not on the Polish website. This is in line with Hofstede and Hofstede’s 
(2005) study that uncertainties are avoided in Sweden and Germany but not Poland.  

5.2.6 Power distance content 
On all websites the company provided information on hierarchy within the company and 
some information concerning rank of company employees. There were two pictures to be 
found on the top executives within the company and extensive information about their 
achievements. The pictures of the executives came together with proper titles since they are 
important people within the company. Other titles were also observed on other employees 
within the company. According to Singh et al. (2005) these are all examples of high power 
distance and since Hofstede and Hofstede (2005) presents Sweden and Germany as low 
power distance countries this could imply that Sony Ericsson is culturally insensitive in the 
presentation of the company in these countries. The vision statement on the website was not 
signed by the CEO or other company head which is a sign of low power distance according to 
Singh et al. (2005).  
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5.3 Cross-case analysis 
In this section case 1 and case 2 are compared in a cross-case analysis. Both cases are 
compared to each other and to the theory presented in chapter two.  

5.3.1 Elements of culture 
The comparison of elements used on the websites between IKEA and Sony Ericsson is 
presented below in Table 5.1. 
 
Table 5.1: Elements of culture 
 
 
 IKEA Sony Ericsson 
Language • Adapted to national 

language 
• Some Swedish 
• Some English 

• Adapted to national 
language 

• Some English 

Communication process • Adapted to low-context • Adapted to low-context 
Reading patterns • Adapted to Western 

countries 
• From left to right 

• Adapted to Western 
countries 

• From left to right 
Translate, back translate • Direct translation 

• Easy to back translate 
• Translation with 

sensitivity towards local 
language 

• Direct translation 
• Easy to back translate 
• Translation with 

sensitivity towards local 
language 

National symbols, heroes, and 
rituals 

• Symbols and heroes 
adapted to Swedish 
culture 

• Adapted to national rituals 
(Christmas) 

• No signs of symbols and 
heroes 

• Slightly adapted rituals 
(Christmas) 

SOURCE: Authors’ 
 
Both companies used the national languages on all their websites. However, there are some 
exceptions IKEA have some Swedish words mixed with the national languages and Sony 
Ericsson has included some English words. 
 
When comparing the communication process of the two companies different websites the 
communication process was observed to be in natural order and easy to understand the 
messages on the sites. The companies have adapted their communication process to a low-
context culture since they get straight to the point and present most recent product on the 
upper left despite some of their visitors come from high-context cultures. It is observed that 
the companies do not differ much in the matter of communication process. 
  
The reading patterns that were observed at both companies websites were adapted to the 
western culture, were people read from left to right. Both the companies have managed to 
adapt the reading patters from different cultures when establishing their websites. 
 
Concerning languages and translation both companies are applying direct translation with 
small modifications in company presentation. However, concerning product presentation the 
translation allows for language variety. IKEA have to a greater extent succeed with 
translating with sensitivity towards culture that Sony Ericsson, were almost every text was 
direct translated. Since both the companies often used direct translation there are no 

Elements of Culture      Case 1              Case 2  
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difficulties to make a back translation with the languages used on the websites. However, 
Sony Ericsson have made to much direct translation so the messages on the websites looses 
their reliability, but they have less opportunities to make language mistakes. In this aspect 
IKEA has succeeded more with translation. 
 
IKEA and Sony Ericsson differ to a large extent in the use of national symbols, heroes, and 
rituals on their local websites. IKEA presented national symbols and heroes related to the 
company’s home culture – the Swedish. Further, IKEA gave a lot of emphasis to the cultural 
rituals of Christmas which applied to all cultures. Sony Ericsson however, had insignificant 
presentation of national symbols, heroes, and rituals on all their websites. According to 
Fletcher (2006) this could mean that Sony Ericsson’s website is likely to receive less visitors, 
since adaptation of all three elements is essential. 

5.3.2 Context of Cultures 
The comparison of context used on the websites between IKEA and Sony Ericsson is 
presented below in Table 5.2. 
 
Table 5.2: Context of Culture 

 Context of culture  Case 1                 Case 2 
 53

 
 IKEA Sony Ericsson 
High-context design • Slight use of bold colors 

• Medium emphasis on 
pictures 

• Much use of flowery 
language 

• Emotional appeals 
• Few greetings for high-

context cultures, more to 
low-context 

• Emphasis on humbleness 
• Emphasis on soft sell 

approach for high-context 
cultures 

• Much use of bold colors 
• Medium emphasis on 

pictures 
• Some use of flowery 

language 
• Emotional appeals 
• Few greetings to all 

cultures 
• No emphasis on 

humbleness 
• Emphasis on soft sell 

approach for all cultures 

Low-context design • No emphasis on rank and 
prestige 

• No use of superlatives 
• Emphasis on hard sell 

approach for low-context 
cultures 

• Emphasis on rank and 
prestige 

• Some use of superlatives 
• No hard sell approach 

SOURCE: Authors’ 
 
Concerning the aesthetics on the websites of the two companies they provided the common 
appeal of happiness, despite major differences in website appearance. Most of the appeals 
were observed as high-context. When comparing the colors of the websites it was noted that 
Sony Ericsson had extensively more use of bold and bright colors in both pictures and 
background on their websites. IKEA however, used the white background to enhance the 
brighter colors in pictures which gave the impression of colorful websites. Neither Sony 
Ericsson nor IKEA do address the different cultures in the use of bold colors. Sony Ericsson 
attracted only high-context cultures in the use of bold colors despite the fact that two of the 
websites were designed for low-context cultures. IKEA however used more bold colors to 
address low-context cultures and less bold colors to address high-context cultures. In the 
question of emphasis on pictures or text Sony Ericsson and IKEA has balanced use of both. 
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However, differences were observed in the presentation of products, IKEA had more 
emphasis on pictures whereas Sony Ericsson had equal emphasis on pictures and text. 
 
Concerning greetings, which is a sign of politeness and high-context communication, the 
companies differed to a great extent. Sony Ericsson provided only one greeting in connection 
to the mission statement on all three websites and it had a low emphasis. IKEA’s use of 
greetings were more emphasized in the websites for the low-context cultures, whereas there 
was no greeting to be found on the website established for the high-context culture. This 
shows that both Sony Ericsson and IKEA failed to address the high-context culture with 
greetings. Further, IKEA’s company presentation had a humble approach on all of the 
websites whereas humbleness did not apply to Sony Ericsson. On Sony Ericsson’s website 
there was more use of superlatives to describe the rank and prestige of the company. In this 
aspect IKEA has more of a high-context communication and Sony Ericsson a low-context 
communication. When comparing the use of flowery language for both companies it was 
found that IKEA used it extensively on all websites whereas Sony Ericsson used it more on 
the website addressing low-context cultures. Since, flowery language is most preferably used 
in the communication with high-context cultures, both companies are culturally insensitive in 
this aspect – despite the fact that they use flowery language differently. 
 
In the aspect of sell approach Sony Ericsson was extensively soft sell on all of the websites 
and did not make any adaptation towards culture. IKEA however adapted the sell approach 
with soft sell to the high-context cultures and using hard sell on the low-context culture 
website. More emphasis on subjective and affective impressions was observed on the website 
addressing the high-context culture, whereas there was emphasis on discounts on the low-
context cultures. This showed that IKEA was more culturally sensitive than Sony Ericsson 
and adapted sell approach according to culture.  

5.3.3 Cultural content 
The comparison of cultural content used on the websites between IKEA and Sony Ericsson is 
presented below in Table 5.3. 
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Table 5.3: Cultural content 
 
 
 IKEA Sony Ericsson 
Collectivistic content • Much emphasis on 

community relations 
• Loyalty program: IKEA 

Family 
• Extensive emphasis on 

family theme 
• Newsletters for members 

• Medium emphasis on 
community relations 

• Product-based club: 
MyPhone 

• No emphasis on family 
theme 

• Newsletters for members 
Individualistic  content • No emphasis on 

independence theme 
• Product uniqueness and 

differentiation 
• Little personalization (gift 

recommendations) 

• Much emphasis on 
independence theme 

• Product uniqueness and 
differentiation 

• No personalization 

Uncertainty avoidance content • High emphasis on 
customer service 

• High emphasis on guided 
navigation 

• Local stores information 
• No emphasis on local 

terminology 
• Some emphasis on 

tradition theme 

• High emphasis on 
customer service 

• High emphasis on guided 
navigation 

• Local stores information 
• No emphasis on local 

terminology 
• No emphasis on tradition 

theme 
Power distance content • No emphasis on company 

hierarchy information 
• Little emphasis on 

pictures of CEOs 
• Little emphasis on proper 

titles 
• Vision statement not 

made by CEO 

• Little emphasis on 
company hierarchy 
information 

• Medium emphasis on 
pictures of CEOs 

• Medium emphasis on 
proper titles 

• Vision statement not 
made by CEO 

SOURCE: Authors’ 

Collectivistic content 
In the comparison of community relation between the companies, it was found that IKEA had 
put extensively more emphasis on community relations and giving back to community. 
Further, IKEA had adapted these community relations to the national cultures. Sony Ericsson 
has three main community policies which were presented much the same to all national 
cultures. In this aspect IKEA addresses the individualistic cultures poorly, but observed as a 
positively adapted content on all websites. Further, both companies provided clubs for 
customers. However, Sony Ericsson provided a product-based club whereas IKEA’s club was 
more of a loyalty program. Sony Ericsson’s club was exclusively provided to customers of 
specific products whereas IKEA’s club was open for every one. Both companies provided 
their members with service and specific benefits such as newsletters. In comparison to Sony 
Ericsson IKEA put extensively more emphasis on family theme and showed pictures of teams 
of employees. Further, IKEA described the relationship with customers as close to family. 
IKEA further put emphasis on collective work responsibility in their company presentation. In 
many aspects IKEA’s websites were found to be more collectivistic in the content than Sony 
Ericsson’s. Some adaptation of collectivistic content on the websites of IKEA was observed, 
however the use of collectivistic content were not connected to collectivistic cultures. This 

Cultural Content  Case 1               Case 2 
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can be explained by the fact that most of the collectivistic content is actually individualistic 
content when comparing them to Hofstede and Hofstede’s (2005) study on culture. 

Individualistic content 
When comparing individualistic content on Sony Ericsson’s websites and IKEA’s, more of it 
was found on Sony Ericsson’s websites. Sony Ericsson put extensively more emphasis on 
self-recognition and achievement than IKEA. However, both companies presented their 
products as unique and described product differentiation features. While Sony Ericsson was 
equally individualistic on all websites, IKEA was more individualistic in the content 
concentrated to less individualistic cultures. This shows that IKEA has not succeeded in 
matching individualistic content to individualistic cultures. In this aspect it was found that 
Sony Ericsson was more individualistic in most aspects when it concerned individualistic 
content and matched the individualistic cultures to a greater extent. However, Sony Ericsson 
was considered less culturally sensitive since no adaptation of individualistic content was 
found between the websites. 

Uncertainty avoidance content 
Uncertainty avoidance is highly connected to customer service and both IKEA and Sony 
Ericsson provides their visitors with a high range of services, including FAQs, customer 
service options, customer help, and customer service e-mails on all websites. Aside from this 
both companies provide support by phone and mail. However, IKEA also provides support 
with the interactive chat Anna, which guides the customer through the website. Further, Anna 
was found on all websites and had equal emphasis on all of them. Concerning guided 
navigation few differences were observed between IKEA and Sony Ericsson. However, 
contact information for local stores was more emphasized on IKEA’s websites compared to 
Sony Ericsson’s, since it was observed on the first page. IKEA also provided information on 
company legacy as a tradition theme which was not found on Sony Ericsson’s websites. In 
terms of uncertainty avoidance content, IKEA as well as Sony Ericsson used much of it on all 
websites which does not address the websites for low level of uncertainty avoidance. 
However, IKEA had more emphasis on uncertainty avoidance content compared to Sony 
Ericsson. In this aspect both companies were culturally insensitive in the aspect of uncertainty 
avoidance when relying on the theory by Singh et al. (2005). However, the avoidance of 
uncertainties on all of the websites might also be means of avoiding the uncertainties of the 
visitors using the web. The visitors receive a lot of information all in one time and are likely 
to require guidance and help on the websites in order to easily and faster get hold of the 
interesting information. 

Power distance content 
When comparing power distance content Sony Ericsson offered more hierarchy information, 
pictures of CEOs, and proper titles compared to IKEA. Both companies provided a vision 
statement on the company information pages, however not stated by a CEO or company head 
which makes the power distance lower. Concerning power distance Sony Ericsson addresses 
higher power-distance cultures and IKEA addresses low power-distance cultures, and no 
adaptation towards national cultures was made. Therefore it is likely that both companies 
were culturally insensitive in the establishment of power distance content.  
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6 FINDINGS AND CONCLUSIONS 
In this final chapter, the presentation of the conclusion and findings found when analyzing the 
data collected will be described. This will help the authors answer the research questions of 
the thesis. In the end of the chapter, the authors present implications for theory and 
practitioners followed by recommendations for future research.  
 

6.1 RQ1: How can the cultural variables impacting the website design be 
described? 

In the study of cultural variables impacting the design on storefronts established for different 
national cultures, the language of websites was studied. Firstly, the actual language(s) used 
was studied in order to determine how culturally sensitive the companies were in their use of 
language. On several of the websites English words were found, which was not surprising 
since English is considered the “lingua franca” but these were exceptions rather than 
commonalities; most of the messages observed on the national websites was in the national 
language. Despite the examples in English being few, the exceptions were not well received, 
since translation to the national language could easily have been done. Further, on all IKEA’s 
websites the products had Swedish names which could be risky, since the names might be 
hard to pronounce in the foreign language or carry a different connotation.  
 
Secondly, the language was studied in means of translation and back translation. Both cases in 
the thesis used direct translation to a large extent which kept the original messages since the 
texts were back translatable. Both cases were also translated with care and did major 
adjustments in the texts which showed that both had translated with sensitivity. The use of 
local proverbs, rhymes in the local language, etc. were extensively used by IKEA. Sony 
Ericsson also adapted the messages and had many examples where direct translation was not 
done. However, the examples on Sony Ericsson’s websites seemed to be connected to the 
customer segments in the different cultures. Sony Ericsson’s products might have customers 
that are young and trendy in some countries, and in others the customers are older since 
mobile phones are considered a luxury product. 
 
Thirdly, the communication process did not differ between the European storefronts at all. 
This was considered in line with what was expected. It was found that it was a natural 
communication process when websites got straight to the point and presented the most recent 
products first in stead of last in all of the cultures. It was also natural that a heading presented 
the specific topic in stead of general for both high- and low-context cultures within Europe.  
 
Fourthly, there were few differences to be found concerning reading patterns on the websites, 
since all websites were western. However, on IKEA’s websites there were differences in 
reading patterns connected to placement of links. This was found to have more to do with how 
IKEA markets itself than cultural issues.  
 
In addition to language, national symbols, heroes, and rituals were studied in this thesis. The 
use of these were supposed to determine how culturally sensitive the companies were on the 
websites. However, only a few examples were found in both cases with the exception of 
IKEA’s Swedish website, which had examples of Swedish symbols, heroes, and rituals. IKEA 
had a clear Christmas theme on two of three websites but left it out on the third website which 
was awkward since this website was established for a Catholic culture.  
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Further, the aspect of high-context cultures versus low-context cultures was discussed to have 
impact on website design. However, the context of cultures had little impact on companies’ 
use of colors, politeness and indirectness, rank or prestige, or superlatives. Further, in the 
companies’ use of emotional appeals and flowery language, it was found  to be used in order 
to create an image of intangible aspects around products instead of differentiating through 
products’ tangible features. In the case of Sony Ericsson it was found that the company 
created personalities for the mobile phones by using emotional appeals and flowery language. 
This was found to have little to do with culture but more to do with the complexity of 
differentiating similar products in a large product line.  
 
When establishing website design it is also of importance to match the sell approach with the 
different cultures. IKEA was found to have more soft sell to the high-context culture and 
more hard sell to the low-context cultures which is clearly connected to culture. Sony 
Ericsson however had only soft sell approach which was found to be connected to the fact that 
the distribution differs between IKEA and Sony Ericsson. IKEA sells directly to its end 
customer whereas Sony Ericsson sells to retailers; the sell approach is therefore likely to be 
adjusted to culture in the next step of the value chain. 
 
The following specific conclusions concerning research question 1 have been outlined: 
 

• Companies adapt most of the information of national websites to the national 
language; 

• Companies use English as lingua franca on national websites which do not have 
English as primary language; 

• The use of local nuances in language such as rhymes and proverbs are used in order to 
adapt website design to culture; 

• Language jargons were adapted to fit demographically different segments; 
• National symbols and heroes are not used in the adaptation of design to culturally 

different websites; 
• National rituals are used in the adaptation of design on culturally different websites;  
• The use of aesthetics, politeness and indirectness, rank or prestige, superlatives are not 

adapted to culture on companies’ national websites; 
• The reading pattern and communication process used on websites are similar between 

European websites; 
• A hard sell approach is used on the websites to target low-context cultures if the 

company sells to end users; 
• A soft sell approach is used on the websites to target high-context cultures if the 

company sells to end users.   

6.2 RQ 2: How can the cultural variables impacting the website content be 
described? 

Concerning the cultural variables affecting website content Hofstede and Hofstede’s theories 
were presented as a basis for what was to be expected to find on the different websites. The 
website content was divided into four groups; collectivistic, individualistic, uncertainty 
avoidance, and power distance. The different content found on the websites were compared to 
the level of cultures being collectivistic, individualistic, uncertainty avoidant, and distant to 
power.  
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Since there were major differences to be found concerning culture in Poland, Germany, and 
Sweden huge differences in content should be found if the websites were adapted to culture. 
The differences of content were extensive in the comparison of the two cases but only slightly 
different between the national websites of each case. Therefore it was found that the 
theoretical framework had a massive amount of shortcomings. The study relied heavily on 
Singh et al. (2005) which provided theories that had no substantial value in reality. 
 
The only difference found where adaptation of collectivistic pictures had been made was on 
IKEA’s German website. This adaptation did not match the individualistic German culture 
and is therefore more likely to be connected to the fact that families were the target market of 
IKEA in Germany. 
 
Level of uncertainty avoidance content is similar in both cases and is found to be connected to 
a common culture on the web. Since there are no physical people to ask on the web the 
service is provided through a diverse selection. It was found that visitors expect to find FAQs, 
e-mail contacts, and pedagogical guided navigation. Further, contact information to local 
stores is an essential content for all click-and-mortar stores which sell physical products in 
physical stores. Since both cases in this thesis were more or less click-and-mortar stores, 
contact information to local stores was provided on all websites and was found to have little 
to do with culture. 
 
Being a Swedish MNC, IKEA matched the Swedish culture in the means that it provided 
company information to match the low power distance of the national culture whereas Sony 
Ericsson had a medium-high power distance on the websites. Further, it was found that 
IKEA’s websites had much individualistic content since harmony with others and 
noncompetitiveness was emphasized in the presentation of the company. It was also found 
that clubs and chat rooms were more connected to the more extrovert and individualistic 
cultures, which were used in both cases. Finally, it was found that community relation was a 
sign of solidarity which is a feature connected to individualistic cultures.  
 
The following specific conclusions concerning research question 2 have been outlined: 
 

• Pictures with family themes on websites are not used to target collectivistic cultures; 
• Content on customer service, guided navigation and local stores are used to avoid 

uncertainties on the website and is therefore not connected to national cultures; 
• Companies do not adapt power distance content to national cultures on their websites 

since it is closely related to the organizational culture; 
• Clubs and chat rooms are common to find on websites established for individualistic 

cultures; 
• Content relating to community relations are emphasized in individualistic cultures. 

6.3 Implications and recommendations 
Based on what was found in this thesis, this section provides the implications for theory and 
practitioners. Finally, the section provides future researchers in the area with some 
recommendations. 
 
6.3.1 Implications for theory 
The purpose of this research is to investigate if Swedish companies which market products in 
Europe have websites sensitive to European cultures. The study started out to explore the area 
of the research questions by reviewing earlier literature concerning how companies adapt 
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design and content on websites to national cultures, this included the study on cultures and 
organizations made by Hofstede and Hofstede. The authors continued to describe how content 
and design is adapted to national cultures by conducting observations and comparing the data 
collected with a theoretical framework. In order to check if the right data was collected check-
ups were conducted with both company representatives and people who were familiar with 
the national cultures and languages. To question the validity of the theories, Hofstede and 
Hofstede were relied on to a large extent. Further, the authors have started to explain the 
relationship between the content found and the national cultures addressed. The authors have 
contributed to theory by extending and questioning existing theories. Through the findings 
and conclusions it was found that a lot of the theory on website content had shortcomings as it 
had little connection to reality as shown in section 6.2. This was also the case for some of the 
theories on website design. However, since this is a small-scale study focused on three 
cultures within Europe the concepts should be considered for future research. 
 
Further, it has to be noted that all the pages on each website were observed in this thesis. 
Previous studies commonly focused on the first page on the websites which could more easily 
be documented. This gave the authors the predicament of explaining where all observations 
were found. This could have been done by explaining how the observations were performed 
through the clicking of links, but this was regarded as too demanding and time consuming but 
should be considered for future research. To help future researchers understand this thesis, a 
print screen of the first page on the websites are provided in Appendix 2-7.  
 
Finally, interviews with company representatives are implications for future research. The 
absence of company interviews are missing in this thesis and were compensated by a check up 
with one of the companies in order to verify if the right data had been collected through the 
observations.  
 
6.3.2 Implications for practitioners 
There are some implications which were drawn from this study concerning the establishment 
of culturally sensitive websites/storefronts. The implications are particularly valuable when 
national storefronts are established to meet the local cultures of Europe.  
 

 60



FINDINGS AND CONCLUSIONS 

 61

 
 
6.3.3 Recommendations for future research 

• Since the study was small and only included two cases of MNCs with Swedish 
backgrounds marketing towards young adults, the authors suggest that further research 
should test the findings on dissimilar cases in order to find differences and/or 
similarities; 

• The thesis indicates that storefronts are not culturally sensitive in the aspect of power 
distance. However, the authors would recommend further research in order to find out 
if power distance is allowed to match the organizational culture rather than national 
cultures; 

• The thesis indicated that the use of community service, clubs and chat rooms were 
connected to individualistic cultures. However, this was in contradiction to previous 
theory which is a reason for further research; 

• The study did not include any interviews with experts which would have provided a 
deeper understanding on how culturally sensitive companies are in the establishment 
of storefronts. Therefore, interviews with managers are a recommendation for future 
research; 

• Since the theory on uncertainty avoidance applied to all cultures, it would be 
interesting for future research to study how companies are culturally sensitive in this 
aspect; 

• The thesis did not study which of the design and content on websites that were more 
or less important to be culturally sensitive. It was however indicated that language 
sensitivity was most important followed by sell approach and cultural rituals; 

• Finally, the authors recommend that future research does not rely on Singh et al. 
(2005), since this theory matched the findings to a minor extent.  

Language 
1. Translate as much as possible to the national language; 
2. Back translate to make sure that the messages have the same meaning;  
3. Translate with sensitivity towards the language and allow for jargons, national 

proverbs, etc; 
Sell approach 

4. Adapt sell approach according to culture; soft sell approach for more high-
context cultures and hard sell approach for more low-context cultures;  

National rituals 
5. Adapt the different websites to culture by presenting national rituals, 

particularly rituals connected to large holidays within the cultures; 
Uncertainty avoidance 

6. Provide much customer service options, guided navigation, and contact 
information to local stores on all websites no matter culture; 

Power distance  
7. Provide a power distance that matches the organizational culture; 

Individual cultures 
8. Show community relations; 
9. Provide clubs and chat rooms; 

Collectivistic cultures 
10. Provide pictures with family themes to a greater extent. 
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APPENDIX 1: OBSERVATION CHECK-LIST 
 
Design: 
 
What language(s) is (/are) used on the website? 
 
Is there a use of flowery language? 
 
Is the communication process formed in such a way that the word, the sentences and pictures 
come in a natural order (reading pattern)? 
 
Are national symbols used on the website? 
(Which national symbols are used on the website?) 
 
Are national rituals used on the website? 
(Which national rituals are used on the website?) 
 
Are national heroes used on the website? 
(Which national heroes are used on the website?) 
 
Is the language on the website translated to the national language and is it back translatable? 
(Given that the Swedish website is the norm for IKEA and the UK website for Sony 
Ericsson). 
 
What…are used in the website? 
 
…colours…  
…pictures… 
…appeals… 
 
Is there an emphasis on pictures or text? 
 
What greetings are used? 
 
What sell approach is used? Soft/Hard sell? 
 
How does the company present itself? Presentation of rank or prestige?  
 
To what extent are superlatives used? 
 
Content 
 
What signs of community relations can be found? 
 
Are there any clubs or chat rooms? 
 
Are there pictures of families/teams of employees? Sign of collective work in vision 
statement? 
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Is there an emphasis on loyalty programs or special membership programs etc.? 
 
Can newsletters etc. be found? 
 
Is there an emphasis on images depicting self-reliance, self-recognition, achievement etc.? 
 
Is the product differentiated/presented as unique? 
 
Are there any gift recommendations, (emphasized)? Other personal aspects such as individual 
acknowledgements?  
 
To what extent does the website provide customer service such as…? 
 
…FAQs, customer service options, customer service e-mails 
 
…guided navigation (site maps, well displayed links, links with pictures) 
 
…mention of contact information for local offices, dealers and shops 
 
Is the company connected to tradition or specific nation, emphasis on respect and veneration 
of elders? 
 
What emphasis does hierarchy information have? 
 
Are there pictures of CEOs, what emphasis? 
 
Is there a presentation of titles of important people within the company? 
 
Is there a vision statement, by whom, emphasis? 
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APPENDIX 2: PRINT SCREEN IKEA SWEDEN 
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APPENDIX 3: PRINT SCREEN IKEA GERMANY 
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APPENDIX 4: PRINT SCREEN IKEA POLAND 

 

 68



   APPENDICES 

APPENDIX 5: PRINT SCREEN SONY ERICSSON SWEDEN 
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APPENDIX 6: PRINT SCREEN SONY ERICSSON GERMANY 
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APPENDIX 7: PRINT SCREEN SONY ERICSSON POLAND 
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