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Introduction Methodology A Global Trend: common feature of all curves
To market their products and/or services globally, transnational This research compares the top ranking lists of e-commerce 0.7 e
corporations are often faced with the question of to what extent Websites from nine countries with diverse cultural background 0.6 = similarity —
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1. Initial rise of commonality to maximum, till n=15
* Dominated by Web giants-uniformity

Google? Yahoo? 2. Decrease In correlation as n increases
O bj ECtlve MSN? Orkut? Ebay? ? | e Starts to show diversity
Globalize? 3. Converge to groups of value when n is large
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. . Localize? : :
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USA? China’ I\/!exwo. Or GLOCAL |ZE? Regional culture/norms come into play
France? India?

To determine whether there are any differences or similarities -
In the ranking of the e-commerce websites as a result of

consumer preferences in these countries. The purpose is to
evaluate the global trends in cyberspace and the impact of a

culture on cyber consumer preferences.
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2. Rank correlation of common sub-lists
To what extent the ranks of 2 common sub-lists are similar?
 Kandall’s Tau (Spearman’s Rho)

3. Degree of discordance In rank order
To what degree do 2 sub-lists disagree with each other?
* A new metric was introduced

How Dbig Is the online population?
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How many sites in two particular country lists are common ?
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* The culture of a country has a significant impact on the consumer
2000 - - references for websites, and the content of the website
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54 Scope for further research
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