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Lecture:
“Marketing Localization Strategy : Influence of

Cultural Adaptation on Consumer Trust
— A Study on Cultural Customization of WEB Site Design —”

Boris BARTIKOWSKI Katsuyuki KAMEI

Abstract

The ever lasting debate on globalization versus localization has gained new
importance in many fields of marketing. This conference will introduce the
localization topic and develop into the issue of Website localization. Results from a
current research dealing with effects of Website localization on consumer trust and

consumer attitude will be presented in detail.
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#x: Number of Internet Buyers
~¢- % of total Internet population 61,6%
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#2 HEHMEH [CERE

HR/RS Website reflects several typical French aspects.

1

2 I feel HR/RS Website was developed for France.

3 The design of HP/RS Website is well adapted for France.

4 The images, colors and symbols on HP/RS Website are
linked to France.

5 HP/RS has a typical French Websites.

6 I think that the content on HP/RS Website is well adapted
for French Internet users.
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#3 HEMEE [WEBYA MIdT2REE (FEE) ]

I like HP/RS Website.

HP/RS Website is clear and comprehensible.

HP/RS Website is attractive.

I like aesthetics and appearance of HP/RS Website.

The Website allows me to create easily a link with HP/RS.
I would like to return to HP/RS in the future.

N v AW N

I think HP/RS Website provides a convenient surfing
experience.

8 Surfing HP/RS provides a convenient moment to spend
my time.

#4 [fE38H]
1 HP seems very concerned about my welfare.
2 My needs and desires appear to be important to HP.
3 It doesn’t seem that Hp would knowingly do anything to
hurt me.
4 HP seems to really look out for what is important to me.
5 HP appears to go out of its way to help me.
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