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Preferences Among Global Users

AryyaGangopadhyay & ZhensenHuang
University of Maryland BatimoreCounty, USA

In this paper we study the behavior and performance of bilingual usersin
using.an electronic catalog. The purpose of this research is to further-the
knowledgerequiredfor building el ectronic commer cesystemsthat operatein
multiple languages in global settings. We describe a.-bilingual electronic
catalog that can be used by online retailers for selling products and/or
servicesto customersinteractingin either Englishor Chinese. Weinvestigate
into the nature of user interactions inmultilingual electronic catalogs. We
have defined three different groups of users. only Chinese speaking, only
English speaking, andbilingual. We are specifically interested in investigat-
ing into the language preferences of the third group of users. In order to test
language pr efer ences, we have sel ected two types of products: officesupplies
and ethnic food. We hypothesizethat bilingual userswill exhibit differential
language preferences for the type of products and the tasks performed in
using the electronic catalog. Furthermore, learning curvesand interaction
effects are also tested. Three different task categories have been designed:
browsing, directed search, and exact matches. Inthefirst case, theuser isa
general browser who islooking for:whatis available in the catalog. Inthe
second case, the user islooking.for a class of products but is unsure of the
exact item. In'the third case the user knows exactly what item he/she is
looking for.. We propose to test the efficiency of usage by measuring thetime
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as well as studying the path followed by the user in retrieving product
information. Thisresearchwill shedlight ontheimportant issueof designing
multilingual electronic catalogsfor both local and global applications.

Oneof themajor challengesfacing organizationsinvolved in electronic
commercetoday istoorgani zeand summarizeinformationinsuchaway that end-
userscaneffectively andefficiently searchfor and analyzerelevantinformation.
Usarscanlookfor bothstructuredaswell asunstructuredinformationinasystem
designedfor electroniccommerce. Anexampleof structuredinformationisthe
priceof aspecificproduct. Unstructuredinformation, ontheother hand, isonethat
isnotwell specified, or canhavemulti plespecifications. For example, theuser may
belooking for spicesfor cooking ashrimp dish, wherethey can choosefroma
number of options, may haveindividud preferences' for the sl ection of spices, and
may not know exactly how theinformation canbefoundinthesystem.

Theproblemof findingrelevantinformationisexacerbatedinglobd informa:
tionmanagement, especialy inglobal el ectreniccommerce. Whileglobdizationis
presenting new opportunities for people and businesses worldwide, several
challengesmust beaddressedinorder toredlizeitsfull potential . Examplesof these
challengesincludedifferencesincultureandlanguage, which canbean obstacleto
unrestrictedandfreeaccessof information, aswell asthedi sorgani zation of the
potentially preciousknowledgeasset. Whilelanguagetechnology (Nirenburg,
1992; Onyshkevychand Nirenburg, 1995; Sheremetyevaand Nirenburg, 1996)
is making rapid progress, much research is needed in managing and accessing
multilingua informationinordertoreachfull potentia of globa € ectroniccommerce
(e.g.,Mahotral997,1998).

Thepurposeof thisresearchistofurther theknowledgerequiredfor building
informationsystemsthat operateinmultiplelanguages: Specifically, wefocuson
studyinguser behaviorinperformingvarioustasksinamultilingual system. Inorder
tostudy user behavior.and performanceinamultilingual el ectroniccommerce
setting, wehavedesignedabilingual el ectronic catal ogwhichcanbeused by on-
lineretailersfor sellingproductsand/or servicestocustomersinteractingeitherin
Englishor Chinese.

Anelectroniccatal ogisagraphical user interfacethat presentsproduct and/
or serviceinformationtousers, typicaly usingtheWorldWide\Weh. Anéeectronic
catal ogisakey component of e ectroniccommercethat hasbeenusedfor business-
to-consumer commerceaswel | asbusiness-to-businesscommerce(Adamet al.
1998). Although the term electronic catalog might sound like an electronic
extensionof paper catal ogs, it offersfeaturesthat arefar beyondthosefoundin
paper catal ogs: Suchfeaturesincludecomputational servicessuchasefficient
browsingandsearching, onlineorder process ng suchaschecking out products



11 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/chapter/line-user-interaction-electronic-
catalogs/22204

Related Content

Performing the Discourse of Sexuality Online
David Kreps (2013). Digital Identity and Social Media (pp. 118-132).
www.irma-international.org/chapter/performing-discourse-sexuality-online/72384

Factors Influencing ICT Development in BRICS Countries

Surender Kumarand Durgansh Sharma (2015). International Journal of Social and
Organizational Dynamics in IT (pp. 30-40).
www.irma-international.org/article/factors-influencing-ict-development-in-brics-countries/155144

Digital Revolution in Latin America beyond Technologies

Maria Cristina Gobbiand Francisco Machado Filho (2016). Handbook of Research on
Comparative Approaches to the Digital Age Revolution in Europe and the Americas
(pp. 409-427).

www.irma-international.org/chapter/digital-revolution-in-latin-america-beyond-
technologies/138047

Modelling Interactive Behaviour with a Rational Cognitive Architecture
David Peeblesand Anna L. Cox (2009). Human Computer Interaction: Concepts,
Methodologies, Tools, and Applications (pp. 1154-1172).
www.irma-international.org/chapter/modelling-interactive-behaviour-rational-cognitive/22307

The Rhetoric and Realities of Internet Technologies on Trade Union
Marketing: Marketing, Communications, Resistance

Peter John Stokes, Brian Jonesand Howard Kline (2021). International Journal of
Technology and Human Interaction (pp. 1-22).
www.irma-international.org/article/the-rhetoric-and-realities-of-internet-technologies-on-trade-

union-marketing/274027



http://www.igi-global.com/chapter/line-user-interaction-electronic-catalogs/22204
http://www.igi-global.com/chapter/line-user-interaction-electronic-catalogs/22204
http://www.igi-global.com/chapter/line-user-interaction-electronic-catalogs/22204
http://www.irma-international.org/chapter/performing-discourse-sexuality-online/72384
http://www.irma-international.org/article/factors-influencing-ict-development-in-brics-countries/155144
http://www.irma-international.org/chapter/digital-revolution-in-latin-america-beyond-technologies/138047
http://www.irma-international.org/chapter/digital-revolution-in-latin-america-beyond-technologies/138047
http://www.irma-international.org/chapter/modelling-interactive-behaviour-rational-cognitive/22307
http://www.irma-international.org/article/the-rhetoric-and-realities-of-internet-technologies-on-trade-union-marketing/274027
http://www.irma-international.org/article/the-rhetoric-and-realities-of-internet-technologies-on-trade-union-marketing/274027

