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ABSTRACT

As online business thrives, a company’s Web presence holds enormous importance as a source of infor-
mation, entertainment, and customer service for Internet users. Besides being user-friendly, a Web site 
should offer interesting and enjoyable content to attract online visitors in an ever-changing multimedia 
environment. Companies that operate globally must know how cultural differences influence the way 
potential customers perceive their sites. This paper presents a model that highlights the importance of 
ease of use, enjoyment, content, and brand trust for Web site loyalty. The model is subsequently tested in 
four countries: Australia, Japan, Mongolia, and the USA. The results show that perceptual differences 
exist: while ease of use is crucial for Web site loyalty in all four countries, the importance of content, 
perceived enjoyment, and brand trust varies across different cultures.
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INTRODUCTION

In today’s business environment, displaying a 
professional Web presence is essential for any 
company that wants to be recognized as a global 
player. Customers expect Web sites to best serve 
their needs, no matter how diverse their expecta-
tions may be (Bélanger et al., 2006). Businesses 
face a myriad of trade-offs in creating their busi-
ness Web presence. In addition to the usual Web 
site design considerations such as ease of use, 
visual appeal, trustworthiness and functionality, 
companies must also consider their culturally 
disperse and diverse users (Cyr, 2008; Ha & Stoel, 
2009; Schaupp, Bélanger, & Fan, 2009).

Even though the Web is not a culturally neutral 
medium (Singh, Fassot, Chao, & Hoffman, 2004), 
large companies tend to build a global Web pres-
ence in order to strengthen their corporate identity 
and maintain consistent branding. In most cases, 
global businesses use the top level ‘.com ’ domain, 
and when they build country specific Web sites, 
they frequently strive to keep a consistent corporate 
identity by using similar designs. Google, Yahoo 
and Amazon provide good examples of the strate-
gies available. The simple, Spartan design of the 
Google homepage is relatively consistent across all 
domains. Although the content may be different, 
the .com domain of Amazon (www.amazon.com) 
resembles their Japanese site (www.amazon.jp), 
with only minor differences in layout and design. 
Yahoo sites around the world also maintain con-
sistency in design with slight differences such as 
more content on the Japanese home page (www.
yahoo.co.jp). Still, the logo and the use of colors 
obviously represent the corporate design of Yahoo.

Even if national Web sites are used to reflect 
overarching cultural differences (Baack & Singh, 
2007), the sites must still serve a diverse group of 
users with varying demographic, socioeconomic, 
and psychographic characteristics within each 
country. Furthermore, the technology available 
to Internet users such as monitor size, bandwidth, 
screen resolution, browser type, and access device 

varies greatly around the world. Consequently, 
companies strive to build sites that appeal to a 
multitude of customers with diverse interests, 
while at the same time controlling costs and en-
hancing site functionality.

To better understand the costs and benefits 
of the trade-offs of Web site design, this study 
uses globally recognized brands, and investigates 
measures for site success in four countries with 
varying cultural backgrounds: Australia, Japan, 
Mongolia and the United States of America. The 
study introduces a parsimonious model which 
includes important antecedents of Web site suc-
cess, and then tests the model with homogenous 
samples from the four countries. The results 
from the overall sample are presented along with 
differences between the countries. Finally, the 
study provides implications for researchers and 
practitioners along with suggestions for continu-
ing research.

THEORETICAL BACKGROUND 
AND RESEARCH HYPOTHESES

A company’s Web site can serve a number of 
different purposes such as selling, informing and 
promoting (Bélanger et al., 2006). The growing 
importance of the Internet in consumer life makes 
it essential for businesses to better understand 
what makes Web sites successful (Schaupp et al., 
2009). There are many ways to measure the suc-
cess of a Web site, but most are concerned with 
the concept of loyalty.

Loyalty

Researchers describe loyalty as either unidimen-
sional, or multidimensional with two independent 
dimensions: behavior and attitude (Daryanto, de 
Ruyter, Wetzels, & Patterson, 2010; Baldinger & 
Rubinson, 1996; Jacoby & Chestnut, 1978; Mor-
gan & Hunt, 1994; Uncles, Dowling, & Hammond, 
2003). Definitions of loyalty frequently focus 
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