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Abstract.

The revolutions of electronic and mobile
commerce have opened up unique opportunities
for global marketing and business to consumer
(B2C) persuasive interaction; with the aim of
influencing user behavior. The success or failure
of such persuasive interaction is impacted by
cultural, social, and personal dimensions.
Accordingly, failure to consider such dimensions
risks the user forming a negative attitude
towards retailer’s websites or  mobile
applications, which subsequently threatens
customer behavior. A better understanding of
human factors influencing the way people
perceive B2C persuasive interaction is needed.
This paper is introduces the concept of a context
relevant persuasive interaction and proposes a
guideline for designing relevant B2C persuasive
interaction.
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1. Introduction

Electronic commerce
mobile commerce (m-commerce) digital
environments allows companies to target
consumers ubiquitously across the globe.
Although many firms and businesses have set up
customized websites/apps for each country,
featuring relevant language, currency, date, and
content, such websites/apps typically have
uniform persuasive strategies [23]. Persuasive
interaction design features are, however, unlikely
to be globally attractive to and influential upon
consumers, and designs tools can struggle to
generically reflect consumer’s specific personal,
social, and cultural features [7]. An inability to
consider these specific features risks the
formation of misunderstandings, within user
information  assimilation and interaction,

(e-commerce) and

resulting in negative attitudes towards online
shopping which impacts resulting user behavior.

According to Dey [4], context includes any
information that can be used to characterize the
situation of an entity; with an entity being
defined as a person, place, or an object that is
relevant to the interaction between a user and an
application. Since user’s response to interaction
is based on their personal perceptions, values,
social/ cultural norms, and situation context [22],
we assume customers unconsciously perceive
online persuasive interaction based on these
factors. In this paper, we consider human factors
(i.e. personal, social, and cultural factors)
influencing user’s perceptions of B2C persuasive
interaction. We also suggest how persuasive
interactions could be more influential by
considering both personal and cultural features in
the design of websites/apps.

2. Persuasive Interaction

Although the concept of persuasion arouses a
variety of understandings, Fogg defines it as “an
attempt to shape, reinforce, or change behaviors,
feelings, or thoughts about an issue, object, or
action” [5]. Persuasive technology was
introduced by Fogg and defined as relating to
"any interactive product designed to change
attitude or behavior by making desired outcomes
easier to achieve” [6]; and has a huge practical
potential in the area of behavior management,
e.g. quitting smoking, diet management, website
credibility or motivating users to buy online.

Communication within persuasive
technologies involves three elements: the source,
the receiver, and the message. The source
attempts to persuade the recipient to adapt
his/her attitudes, behavior, or both via messages.
Message content and the media channel used to
deliver messages differentiate the value of
messages; and subsequently the impact that the
message has on the recipient. According to the
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functional triad framework [6], computers play
three major persuasive roles which are: tool,
media, and social actor; which implies computers
can used as a persuasive tool via automation [6].
Amazon’s one-click buying technique, for
example, allows consumers to buy online simply
with a single click. Computers, as a media, apply
simulation to motivate users by making them
aware of the cause and effect of behavior;
however this is not commonly applied in digital
shopping environment. Lastly, computers, used
as a persuasive social actor, represents an open
opportunity for social influence [6]. Many e-
commerce websites presents a sense of social
presence, e.g. greeting messages, that guide the
shopper to products that they may like; often
applying similar social dynamics to those
experienced by a shopper in a physical shop.

3. Persuasive Interaction amongst Seller
and Buyer

Interaction between people involves the
common exchange of information using words,
means, and body language to pass ideas and
knowledge; via the richness of a mutual language
and understanding of ‘how things work’ (i.e.
perceptions, values, and social/cultural norms),
and/or an implicit understanding of the current
situation [4, 22]. Thus, consideration of these
elements is vital in achieving a desired outcome.

3.1. Interaction in Traditional Physical
Store

Traditionally interaction in the physical shops
involved the buyer exposing themselves to a
range of potential persuasive techniques,
managed by sales-persons. Consumers exposure
to a range of persuasive techniques aimed to
increase consumer’s trust in the salesperson,
leading to customer’s satisfaction, which in turn
leads to an intention to buy [25] (see Figure 1).
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Figure 1.Purchasing Behavioral Process for
Buying from Physical Shop [25].

Skilled salespersons influence and motivate
consumers towards a favorable purchasing

decision via use of implicit persuasive interaction
based on the context of the sale [6], and
consumer contextual feedback (such as signs,
body language, voice)[22]. For example, a
costumer visiting a bookstore might be offered
help by a sales-person. If the customer responds
positively, the salesperson can apply persuasive
strategies to encourage the browsing customer
towards a purchase. If the customer seems
unwilling to buy due to price, the salesperson can
propose a mutually acceptable discount or a less
costly alternative; thus adapting the information
and level of social interaction [10].

3.2 Interaction in the Digital Shopping
Environment

The key objective of the websites/apps is to
present product and service information to
consumers to maintain efficient interaction and
communication; resulting in customer
satisfaction. Throughout the purchase process,
the websites/apps should minimize any anxiety
associated with the virtual nature of the
interaction [28], and the Ilack of social
interaction. Moreover, in order to reduce anxiety,
the website and persuasive interaction should
positively  influence targeted consumers;
ensuring perception of an acceptable level of
social interaction via use of technologies such as
chat rooms, real-time video chat, etc.

Before consumers are familiar with the digital
shopping  environment, they lack prior
experience or knowledge concerning purchase
interaction. Accordingly, in terms of initial
inclination, consumers are in one of these three
states [10]: positive due to the excitement of
interacting with new company/website, neutral
without specific feelings, or negative due to
anxiety of interacting with a new
company/website. Their initial inclination will be
significantly impacted, however, by assimilated
information concerning this behavior from
credible sources.

According to Sutcliffe [24], consumer's pass
different interaction stages when interacting with
e-commerce websites. Once consumers interact
with a website, initial perceptions concerning
aesthetics often persuade the user to stay on the
website for a longer duration to explore it in
more detail. If the user is attracted by the website
design, and has been persuaded to stay, the user
explores the website by looking for goods or
service information. At this stage, ease of use is
essential to ensuring a perception of usability. At



this stage it is vital to avoid errors in navigation,
or difficulties that risk the user terminating
interaction [24]. Once the user has selected the
goods, and decided to buy, the transaction stage
begins. The transaction stage relies on
operational usability, however price becomes the
key differentiator [21].

The practice of persuasive techniques is
increasingly being applied in digital interactive
sales and marketing [12], for the purpose of
increasing credibility and trust, and to motivate
consumers to participate in online shopping
activity. Although the science of persuasive
interaction can be applied at all three stages of
interaction, it is clear that buying behavior is
influenced significantly by personal, social, and
cultural features; with the perceived benefit of
different persuasive interaction methods also
impacted by these factors. The next section
discusses effects of human factors on persuasion.

4. Human Factors Influencing B2C
Persuasive Interaction

According to stimulus-response theories [16],
there are four factors influencing consumers
buying behavior: cultural, social, personal, and
psychological factors. These factors were
categorized by Crawford [3] into two groups:
endogenous (personal and psychological
factors) and exogenous (cultural and social
factors). These factors are emphasized by the
persuasive systems design (PSD) model [18]
whilst analyzing the persuasion context, i.e. the
user context. The analysis of user context in a
wider description includes analyzing user’s
interests, needs, goals, abilities, motivations, pre-
existing attitudes, consistency, life style,
persistence of change, cultural factors, social
anchors and personality [18]. Hence, these
factors are understood and must be considered
when designing B2C Persuasive Interaction.

4.1 Exogenous Factors

According to Hofstede, culture is “the
collective programming of the mind which
distinguishes the members of one group or
category of people from those of another” [9].
Although Web technologies have seemingly
caused the globe to shrink, cultural distance
between individuals is huge; with cultural norms
impacting almost all human behavior [20].
Cultural elements, play a significant role in

technology acceptance, and influence consumer
attitude and behavior when accepting or rejecting
such technology [1, 19]. Therefore, culture
defines a significant part of the context where
consumers learn to perceive and use the digital
shopping environment in a particular way.
Trompenaars and Hampden-Turner [27]
describe a cultural model consisting of three
layers, which influences individual’s behavior
(see Fig 2). The top layer “the explicit layer”
includes explicit signs that distinguish them (i.e.
language, food, art, etc.). The middle and the
lower layers are hidden, and are therefore not
easily recognized and captured without in-depth
observation. When considering the design of
websites and persuasive interaction strategies,
designers often customize content based on the
explicit cultural layer (e.g. language), yet few
websites consider middle and lower layer
cultural norms and values during customizing.

Explicit culture e.g. food,
art, language, architecture
etc.

-

Norms and values l.e.
shared sense of what is
good, bad, right, or wrong

Blological assumptions
about existence |.e.
deeply rooted ideas about
\ organising life and people

Culture Lavers

Figure 2. Culture Layers, based on
Trompenaars and Hampden-Turner [20]

According to Hall [8], “culture is
communication”; hence, in order for two people
to communicate and interact with each other
effectively, they must be able to decode
messages appropriately. Without sharing the
same values, cultural norms, and beliefs, two
people from different cultures may interpret the
same message differently by ignoring or
emphasizing importance on different parts of the
message [8]. In the case of e-commerce, both
website designers and users are products of their
culture; with designers unconsciously reflecting
their cultural norms and beliefs in the design of
the website, and users applying their cultural
norms and beliefs in order to decode and
understand messages of the design elements. The
bigger the cultural gap between the website
design and users, the more difficult it is to



achieve successful interaction. In order to
support the decoding of messages, Hall
categorizes national culture into two-categories:
high-context (HC) and low-context (LC). In HC
cultures both the sender and the recipients rely
on the context of the communication process.
Therefore, the need for social presence is
emphasized. In LC cultures, people involved in
the communication rely mainly on the
information provided in the message itself.
Cultural characteristics impact the type and
form of persuasive messages used to achieve
effective  interaction and communication,
however to date much of the research concerning
persuasive technology has originated from
America [15], which is characterized as a LC and
individualistic culture [8, 9, 26]. If culture is not
appreciated in the interpretation of research, we
risk persuasive research reflecting the beliefs and
cultural norms of a particular audience; instead
of targeting users with different cultural norms.
Moreover, testing the effectiveness of persuasive
technologies on participants from LC cultures
does not necessarily mean that similar methods
would work in a HC culture [2, 17]. It is
therefore important to consider cultural context
of users when designing persuasive interactions.

4.2 Endogenous Factors

Individual differences, personality, and
psychology all contribute in forming consumers
behaviour and consumers perception of
persuasive interaction [16, 18]. Personality is
an individual’s particular response pattern of
thought, emotion, attitude, and behavior.
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Figure 3. Bottom-up approach towards
design of consumers buying behavior.

Literature implies that user information
assimilation and interaction are influenced by
users' personality and cognitive style. Consumers
differ in the way they process, percieve, and
evaluate information as well as the way they
construe their experiences. Hence, as the
differences in consumers personality and
cognitive style underlie consumers needs,
interests, values and motivation [11], consumers
response to stimuli and persuasive interaction
differ as a result of these factors. Thus, in order
to successfuly increase consumers motivation,
and persuade them to purchase online, it is
necessary to identfy and use persuasive
techniques that match consumers personality and
cognitive style.

5. Guidelines for Designing Context
Relevant Persuasive Interaction

We propose that the design of persuasive
interaction should be drawn based on human
factors, particularly consumers’ culture and
personality. Persuasive designers should use a
bottom-up approach to tailor the design towards
buyer preferences; starting by tailoring the
design to reflect consumers’ cultural and social
motivations followed by consumers or individual
personal motivation (see Fig. 3). Our developed
guideline (see Fig. 4), for designing context
relevant persuasive interaction, is based on this
approach; and highlights that two levels of
customization are needed to achieve a more
effective context relevant persuasive interaction

design. The first level relates to tailoring and
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Figure 4. Guidline for designing context
relevant persuasive interaction.



customizing the design based on targeted
consumer’s culture, whilst the second level
relates to personalize the design based on
personal and individual differences.

5.1. Customization based on Cultural
Theme

In order to design persuasive interaction,
which are more effective and meaningful to
motivate and persuade new customers to trust
interaction, designers should make the main
persuasive interaction reflect the cultural
characteristics of the targeted consumers. Khaled
[14] 1identified culturally relevant persuasive
interaction as “interactive computing products
created for the purpose of changing people’s
attitudes or behaviors, that reflect the cultural
motivations of their target users”. When culture
is considered as communication, as defined by
Hall, we see that if the persuasive interaction
matches the cultural theme of the targeted
consumers, consumers’ perception will more
likely align to persuasive messages; thus more
likely influencing consumer attitude or behavior.
One key problem, however, associated with the
design of persuasive strategies to the inclusion of
company and designer unconsciously cultural
preferences. Companies and designers make
design decisions based on what they feel to be
persuasive. Hence, the first customization needs
to incorporate persuasive strategies that reflect
consumer, and not the designer, culture.

Customization should reflect not only the
explicit cultural factors, such as language, but
also  non-explicit  cultural norms  and
assumptions. For example, if the targeted
consumers are characterized as being highly
collectivistic (i.e. a HC culture), they give a
higher priority for the opinions of others within
their ‘in-group’. Thus, a group opinion strategy
is appropriate as it presents the opinion of what
others thought about the retailer website,
products, or services; which would effectively
lessen consumers’ anxiety and support the
consumer to make a decision to purchase online.
5.2 Personalization based on Individual
Preferences

Once the design has been customized around
generic cultural preferences, the next level
relates to personalization of specific persuasive

interaction strategies to match consumer
personality. Kaptein and Eckles [13] introduced
the idea of a persuasion profile to identify the
most appropriate strategies for each individual.
By monitoring and recording consumer behavior,
via mouse over and click points, personalization
is possible. However, using persuasion profile
alone is not effective with a new customer.
Based on our guideline, the problem of ‘cold
start’ customers iS overcome by customizing the
design to match users’ cultural preferences. By
doing this, we capture the way new users’
behave and interacting with  persuasive
interaction strategies in a new user persuasion
profile. By adapting the design of persuasive
interaction based on the users’ persuasion profile
we maximize the possibility of positive customer
behavior.

6. Conclusion and Future Work

Khaled [14] stated that in order for a
persuasive message to be effective, it is essential
to draw upon the cultural themes of targeted
users. Kaptein and Eckles [28] propose that
persuasive messages should be adapted based on
user susceptibilities to different strategies. In our
guideline we suggest that both customization and
personalization needs to be achieved in order to
achieve effective context relevant persuasive
design.  Therefore, persuasive technology
designers are highly recommended to reflect the
cultural themes of the targeted users in the design
of persuasive interaction.

Future research should develop a full
framework for culture adaptation by studying the
influence of context relevant persuasive
interaction systems on consumer perception of
purchasing online. Moreover, research should
focus on analyzing the influence of such design
on consumers’ purchasing intention, Since
research in this area is limited.
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