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ABSTRACT

The purpose of this study is to investigate the effect of cultural and demographic factors (age and
gender) on the perception of product information. The theoretical frameworks of interest in the current
study are two cultural models: Hofstede's individualism (IND) and Hall's context. In examining the
research questions, this research discovers that the cultural changes are occurring for the Korean
young generation, even though Korean students are still within collectivistic culture. The correlation
results suggest that the younger students have the higher individualism values compared to the older
students. Using two multiple regression analyses (one set for high-context condition and one set for
low-context condition), the study finds that cultural value and age significantly predicts the perception
of product information in high-context (visual) condition. However, there is no significant difference
in the perception of product information between male and female.
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1. Introduction

Culture is the values shared by the individual
members of a society (De Mooij, 1997). People in
the same culture react similarly to a certain sit-
uation and judge certain behavior in the same way
(Steinwachs, 1999). Information and culture could
hardly be separated (Menour, 1983). Machlup and
Mansfield (1983) consider the role of information
in society and contend that information is culture
specific. Machlup and Mansfield (1983) hypothesize
that data are collected, organized, and communicated
within a cultural context. Menou (1983) articulate
the culturally intrinsic dimension of information, say-
ing that “information is culture specific and con-
sequently, is largely uncommunicable unless it has
been acculturated” (p. 121).

New arguments claim that the Internet and mod-
ern technologies are changing national culture. The
Internet is seen as enhancing cross-cultural commu-
nication and hence lowering the barriers between
cultures (Nicovich & Cornwell, 1998). Rettie (2002)
insists that the culture of the younger generation
may differ from that of their parents’ generation
because the Internet is stimulating younger users’
cultural change. Johnston and Parminder (1999)
conclude that the culture of young web users is
created beyond the level of region and nation
through communication and socialization on the
Internet. The new networking technologies and
modern media seem increase cross-cultural fertiliza-
tion because of connections with people who are

geographically dispersed (Rettie, 2002; Triandis,

1988).

Also, scholars report the cultural changes of
young people in Korea (Ahn, 1999; Cho et al.,
2010; Han & Shin, 1999; Park & Kim, 2006). Han
and Shin (1999) conclude that the westernized so-
cial, economic, and political systems are increasing
individualistic cultural values in Korea society.
Young college students in Korea are experiencing
more strong cultural changes from collectivistic val-
ue to individualistic value (Ahn, 1999; Park & Kim,
2006). Korean young students seem to adopt in-
dividualistic cultural values from the college be-
cause of the westernized college culture in Korea
(Cho et al., 2010).

However, in spite of the issues in the cultural
changes of young people in Korea, few empirical
studies have explored the effect of cultural and demo-
graphic factors in the access and understanding of
information. Therefore, this research investigates the
effect of cultural value, age, and gender on the per-
ception of product information. A justification for
choosing those factors is presented in the following

section.

2. Literature Reviews

The theoretical frameworks of interest in the cur-
rent study are two cultural models: Hofstede’s
(1980) individualism (IND) and Hall’s (1976) context.
Scholars suggest that individualism/collectivism is
an important cultural theory for Asian studies (Kim,
1985; Bond, 1983; Miller, 1984).
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2.1 Individualism and Collectivism

Hofstede (1980) defines individualism (IND) as
“a preference for a loosely knit social structure in
which individuals take care of themselves and their
immediate families only” (p. 87). The interests of
the individual prevail over that of the group in in-
dividualistic countries (Kim, 1985). Collectivism
(COL) is ““a tightly knit social organization in which
individuals can expect other in-group persons to look
after them” (Hofstede, 1980, 87). Koreans tend to
consider themselves as part of the larger social context
surrounding the individual (Kim, 1985). Scholars
concluded that Korea is in a more collectivistic culture
because of its ethnic homogeneity (An, 2003; Cho
et al., 2010; Hofstede, 1980; Kashima et al., 1995;
Kim, 1985; Taylor et al., 1997).

Hall (1976) defines context in one sense as “one
of many ways of looking at things” (p. 98). Dervin
(1996) defines context as “every possible attribute
of person, culture, situation, behavior, organization,
or structure” (p. 14) and “a necessary source of mean-
ing” (p. 19). Hall explains low-context messages are
analytical, explicit, and clearly articulated, whereas
high-context messages are perceptive, indirect, and
ambiguous (Taylor et al., 1997). Hall (1976) suggests
that the United States and some Western European
countries are low-context cultures and that Korea,
Japan, and Taiwan are high-context cultures. Scholars
support Korea’s classification as a high-context cul-
ture (Gudykunst et al., 1987; Kim, 1985).

People in collectivistic cultures relatively use in-

direct communication because they are more con-

cerned with issues of cohesive groups (Kim, 1994;
Triandis, 1994). In contrast, conversation in in-
dividualistic cultures is more concerned with clarity
(Kim, 1994), because individuals tend to use rela-
tively direct communication (Triandis, 1988). Therefore,
Individualism (IND) is related to context (Choi &
Miracle, 2004). High-context communications, which
use implicit and indirect messages, are predominant
in collectivistic cultures, whereas low-context com-
munications, which use explicit and direct messages,
are predominant in individualistic cultures (Choi &
Miracle, 2004; Hofstede, 1991).

Koreans have been classification as a collectivistic
culture which uses implicit and indirect messages
(Choi & Miracle, 2004; Hall, 1976; Hofstede, 1980;
Kim, 1985; Taylor et al., 1997). However, new argu-
ments claim that the modemn technologies and wester-
nized society are changing culture of younger people
(Nicovich & Cornwell, 1998; Rettie, 2000; Triandis,
1998). The spread of Internet access and westernized
college culture as well as massive levels of interna-
tional travel may increase cultural change of Korean
students (Ahn, 1999; Cho et al., 2010; Han & Shin,
1999; Park & Kim, 2006). Therefore, these cultural
changes suggest that Korean younger students are
likely to be identified as different culture in accord-
ance with ages.

Gender differences could also be considered to
investigate the cultural changes. Scholars reported
the difference between male and female in in-
dividualism (Cho et al., 2010; Fischer & Manstead,
2000; Mortenson, 2002). Females concern for other

people’s feelings, creating nurturing relationships
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with others, and maintaining interpersonal harmony
than males (McClelland, 1975). Females also have
socio-emotional and interpersonally oriented traits
(Putrevu, 2010). However, males are considered
self-centered and achievement oriented (Putrevu,
2010). Their judgments are more field independent
than females (Bakan, 1966; Putrevu, 2010). Therefore,
scholars suggest that males are higher in individualism
whereas female are higher in collectivism (Cho et
al., 2010; Fischer & Manstead, 2000; Mortenson,
2002).

The above discussion leads to the following re-

search question:

* RQI: Do Korean students have different COL/
IND culture value with regard to age and

gender?

2.2 Information in Visuals/Texts and
Gender Differences

The way a message is conveyed (pictorially or
verbally) has a significant effect on perception (Edell
& Staelin, 1983). Barat (2007) explains “visual image
plays an important mental or intellectual role, like
information or data processing” (p. 340). In compar-
ison to textual information, visual or pictorial in-
formation is complex and may offer each culture
a different potential of understanding (Kim, 2012).
Visual images are viewed as information in a sym-
bolic form and are processed to form information
message (Bellamy, 2006; Phillips, 1996; Scott, 1994).

Exposure to visual information can necessarily lead

to increase the processing of visual information
(Kanuka & Szabo, 1999). Therefore, the development
of the digital imaging technology has increased the
scope of scholarly interest in visual perception (Barat,
2007; Yu, 2012). Visual perception is an ability of
information gathering (Stern & Robinson, 1994) and
a unity of sensory and personal experience (Barat,
2007; Yu, 2012). Scholars also have examined cul-
tural differences in the processing of information
in visuals (Beniger & Westney, 1981; Helgert, 1992;
Jeon et al., 1999; Taylor et al., 1997).

Individualistic and collectivistic cultures show dif-
ferences in the amount of information content in
the visual materials. Felten (2008) demonstrates that
there are somewhat clear difference in understanding
visual information between young people in in-
dividualistic culture and collectivistic culture. Beniger
and Westney (1981) found significant differences
in the use of illustrations in the U.S. and Japan.
Similarly, the proportion of indirect visual forms
in Korean ads is significantly higher than in U.S.
ads, while direct visual forms in U.S. ads are sig-
nificantly higher than in Korean ads (Bu et al., 2009).
In comparison with U.S. consumers, Korean consum-
ers are likely to rely more on the contextual in-
formation (e.g., mood and tone) and less on the ex-
plicit claims (Choi & Miracle, 2004). Jeon et al.
(1999) suggest Koreans infer more information from
implicit and contextual cues in messages.

In addition, past empirical studies has demon-
strated gender differences across a variety of task
(Darley & Smith, 1995). Research in the area of

cognitive psychology suggests that males are more
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analytical and logical and females are more subjective
and intuitive (Haas, 1979). Also, males use self-gen-
erated information and females use self- as well as
other-generated information (Hunt and Einstein,
1981). According to the selectivity model, males
often rely on a subset of salient cues in place of
detailed message elaboration, but females attempt
to assimilate all available information before render-
ing judgment (Meyers-Levy, 1989). Females tend
to reach quicker interpretations of nonverbal cues
than males (Kirouac & Dore, 1983). Therefore, the
gender difference in the perception of visual in-
formation is an interesting factor to be considered.

The above discussion leads to the following re-

search question:

* RQ2: Do COL/IND cultural value and age effect
on the perceptions of visual and textual
information of Korean students?

* RQ3: Do Korean students have the different
perceptions of visual and textual in-

formation with regard to gender?

3. Method

The research method of this study was a between
subjects factorial design. Data were collected in two
identical procedures. One was performed with
high-context (visual) condition and another with
low-context (textual) condition. Data collection was
designed to reflect marketplace settings in which

consumers were interested in the test materials.

3.1 Sampling and Procedures

Subjects were selected from two universities in
Seoul, Korea. Students were asked to participate in
the study voluntarily. The subjects consisted of 204
undergraduate and graduate students. Data collection
resulted in 197 usable responses as seven participants
had a high number of missing items. Subjects were
randomly assigned to one of two treatment groups
that differ in types of context (high or low) condition.
The total 98 students were assigned to the high-con-
text (visual) condition and 99 students were allocated
to the low-context (textual) condition.

As the test procedures, at first the subjects were
greeted and seated in separate chairs in a classroom
and received a folder including test instructions, a
printed test material (9x12 inches), and questionnaires
which were written in Korean. The subjects were
asked to open their folders and read instructions care-
fully at first. Then, the researcher let the subjects
read the test material for up to 10 minutes. The re-
searcher then asked the subjects to complete a so-
cio-demographic data sheet, on which they indicated
their age, gender, major, and academic years. Next,
the subjects were asked to respond to a questionnaire
that allows the researcher to measure the subjects’
perception of product information. The researcher
asked the subjects to check all recognizable in-
formation from the test material. The subjects were
allowed to see the test material during this procedure.

Following the measure of perception of product
information, the test material was hidden from the

subjects. The researcher asked the subjects to com-
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plete the individualism-collectivism measurement
questions. Finally, the subjects were debriefed, thanked,

and dismissed.

3.2 Development of Test Materials

The test materials were newly created to ensure
the validity of the research by avoiding the possible
effects of prior brand attitudes, prior exposure, and
prior purchase of the product. This study chooses
mobile phones as the advertised product because
they are a personal product widely purchased by
and familiar to college students.

This research uses advertisements as test materials
because advertising is a window to culture (Schutte
& Ciarlante, 1998). For example, consumers from
different cultural backgrounds may evaluate and per-
ceive similar advertising messages differently (Kaynak
& Mitchell, 1981). People usually understand the
content of advertising messages by relating them
to a particular culture and to the shared values or
beliefs held in common by most people (Frith, 1997).
Thus, this culture relevant characteristic of advertis-
ing makes it possible for researchers to conduct cul-
tural studies with advertising. Also, since the test
materials should contain both verbal and visual in-
formation reflecting the real situation to reduce a
test bias, the researcher chose advertisements for
test materials. The researcher was able to easily con-
trol and manipulate the advertising layout, pictures,
and copy as potential information elements.

Two color print advertisements were developed

for the two treatment conditions: high context and

low context. To be classified as a high-context con-
dition, the test material contained four or more types
of information in its visual stimuli, symbols, and moods
with simple texts, such as brand name and titles. To
be classified as a low-context condition, the test materi-
al contained four or more types of information in

its text with simple images (see Appendix).

3.3 Types of Information

The information in advertising provides mean-
ingful cues to the audience by transmitting visual
stimuli, symbols, and text. From the frameworks of
Resnik and Stern (1977) and Taylor et al.’s (1997)
study, the researcher established the new 18 types
of information. Resnik and Stern’s (1977) classi-
fication of information cues has been considered to
produce generalizable codings of information in con-
tent analysis methodology (Franke, 1992). However,
the researcher had to modify Resnik and Stern’s
framework, not only to apply it to this study, but
also to include information commonly given in Korean
advertising. The types of information should be con-
sidered informative and allow subjects to make in-
telligent choices among alternatives after reading
the advertisement (Weun et al., 2004). The 18 ob-
jectively measurable types of information are shown

in Appendix.

3.4 Pretest of Test Materials

Before the test was undertaken, the two versions

of the test materials were examined to see whether
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the materials were created in accordance with the
intent of this study. As a first step, the researcher
asked the five graduate students to check whether
it was developed in accordance with the purpose
of the study. The definitions of high-context and
low-context conditions were explained to them.
Then, they were asked to determine whether the test
advertisements they saw were high contextual or
low-contextual. Based on the result of the interviews,
the high-context and low-context advertisements
were redesigned. This process was repeated until
a clear distinction was found between the high-con-
text and low-context advertisements. The same five
graduate students participated in each process to
maintain consistency.

Next, a pretest was conducted to check the val-
idity of the test advertisements. A total of ten under-
graduate students who were blind to the hypoth-
eses were asked to find all information from the
final version of the high- and low- context adver-
tisements. The pretest participants also were asked
to report to the researcher any other types of in-
formation besides the 18 types of information pro-
vided, if any were found in the test advertisements.
Each participant was asked to check the comprehensi-
bility of the test materials. The final version of the
high-/low-context advertisement was developed in
accordance with the comments of the interviewed
participants.

The researcher intentionally included up to twelve
types of information in the test materials: value,
size, quality, contents, new idea, connectivity, supe-

riority, new product, image of users, performance,

satisfaction, and company information. The six types
of information (price, durability, availability, guar-
antees, safety, and special offer) were not contained
in the test materials, but they were used to verify
the validity of the test advertisements and test

procedures.

3.5 Variables

3.5.1 Cultural value

To check the cultural value of Korean subjects,
the individualism-collectivism scales identified by
Oyserman et al. (2002) were employed for the current
study because these scales tend to provide an ob-
jective assessment of culture. Oyserman’s (2002)
approch was to focus on “cultural values assessed
at the aggregate level, emphasizing difference be-
tween cultural units” (p. 6). Oyserman (2002) meas-
ured how much they agreed with or how important
they found a list of behaviors, attitudes, and value
statements. This study typically asked students
to rate those statements with a Likert scale (see
Appendix).

Cultural value is operationalized through the in-
dividualism-collectivism level of participants. Cultural
value of the research (COL/IND cultural value) was
obtained by the ratio between collectivism and in-
dividualism; collectivism scores were divided by in-
dividualism scores. Higher COL/IND cultural value
scores with over one indicate that the person has
a higher level of collectivism. Lower COL/IND cul-
tural value scores with below one indicate the person

has a higher level of individualism.
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3.5.2 Context conditions

The low-context condition in the test materials
contains four or more types of information in its
text with simple images. Low-context (textual) design
uses explicit and direct messages that directly present
information, facts, evidence related to product merits,
and purchase reasons. In contrast, the high-context
condition in the test materials contains four or more
types of information in its visual stimuli, symbols,
and moods with simple texts, such as brand name
and titles. The high-context (visual) design uses im-
plicit and indirect messages that are more artistic

and sophisticated.

3.5.3 Perception of product information

The definition of perception used in the current
study is borrowed from Schiffman and Kanuk’s
(1991) research, where they define it as “the process
by which an individual selects, organizes, and inter-
prets stimuli into a meaningful and coherent picture
of the world” (p. 147). The messages in the test
materials were conveyed pictorially or verbally to
see a different effect on the perception of product
information. To measure how students in different
cultural values perceive information presented in test
materials, the researcher asked participants to check
all recognizable types of information from the test

materials.

3.6 Socio—Demographic Information

Socio-Demographic information, such as an age,

gender, major, academic years, and favorite cell

phone brands were collected from subjects. These
data were used to assess the similarity of the groups

compared.

3.7 Data Analysis

Data were analyzed using SPSS for Windows
18.0. Frequencies and percentages for demographic
variables were calculated. Means and standard
deviations for all scales were also reported. This
study defines a level of significance at an alpha
of 0.05. Research questions were analyzed using
multiple linear regression, T-test, chi-square, and

correlations.

4. Findings

4.1 Demographic Characteristic

Demographic statistics were collected about each
subject’s gender, age, college years, and favorite
cellphone brands. The final sample consisted of 93
males (42.7%) and 104 females (52.8%). Most of
the subjects were undergraduate students: 138 un-
dergraduate students (71%) and 59 graduate stu-
dents (29%). The age of subjects involved 30 and
over (15.7%), 26~29 (39%), 21~25 (32.5%), and
20 and under (12.8%). The students chose samsung
phone as their favorite cell phone brand, but there
was no overwhelming favorite brand for the stu-

dents(<Table 1>).
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(Table 1> Demographic characteristics of subjects

Variable code Type number percent
Male 93 472%
Gender Female 104 52.8%
Missing 0 0
Freshman 38 19.3%
Sophomore 26 13.1%
Class Junior 39 19.8%
Senior 35 17.8%
Graduate 99 29%
20 and under 25 12.8%
21~25 64 32.5%
Age
26~29 7 39%
30 and over 31 15.7%
Samsung phone 67 34%
Iphone 48 24.2%
LG phone 33 16.8%
. Sky 27 13.8%
Favorite Brand
HTC 6 3%
Motorola 3 1.5%
Others 6 3%
Missing 7 3.7%
Total code 197 100%

4.2 COL/IND Cultural Value

The first research question of this study is to inves-
tigate that COL/IND cultural value would have a
significant association with age and gender. This
research employs the scales from Oyserman et al.’s
(2002) study and modified those to determine sub-
jects’ level of individualism-collectivism. As ex-
plained, cultural value (COL/IND cultural value) is
obtained by the ratio between collectivism and in-

dividualism; collectivism scores were divided by in-

dividualism scores.

The overall COL/IND cultural value for the
Korean students is 1.245. This result indicates that
the cultural value of Korean students is still
collectivism. COL/IND cultural values between male
and female students are compared statistically. Both
Korean male and female students show collectivistic
cultural value because their COL/IND cultural values
are over one. Male students have little bit higher
COL/IND cultural value (m=1.27) than Female stu-

dents (m=1.22). However, the results of an in-
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dependent-samples t-test indicate that there is no
significantly different cultural value between male

and female students (t=1.84, df=197, p>0.05).

(Table 2> Gender difference in COL/IND
cultural value

Gender N Mean SD t-value
Male 93 1.27 195 L84
Female 104 1.22 236 '

Cultural change of Korean subjects is measured
with the correlations between COL/IND cultural
value, age, and gender of subjects. The correla-
tion between COL/IND cultural value and age of
subjects produces weak but significant results:
r(197) = -.316, p<0.01. The younger students show
the higher individualism and the older students
show the higher collectivism. The significant result
proves that the younger students tend to be mov-
ing to individualistic culture. However, the corre-
lation between COL/IND cultural value and gender
of subjects do not produce significant results with
1(197) = -.131. This result do not support that males
are higher in individualism whereas female are higher

in collectivism.

(Table 3) Correlation analyses

Variables Age Gender C%];ﬁi\m
Age 235 -.316%*
Gender 235 -131
COL/IND value  -.316** -131
** p{0.01

4.3 Perception of product Information

The second research question of this study is to
investigate the effect of COL/IND cultural value and
age on the perception of product information. To
test this research question, two sets of two multiple
regression analyses (one set for high-context con-
dition and one set for low-context condition) were
conducted.

The F -tests for the two analyses are significant
for the high-context condition (R? = 0.263, F (2,95)
=16.91, p <0.01) and for the low-context condition
(R? = 0.078, F (2,96) = 4.03, p <0.05), respectively.
The beta weight of the COL/IND cultural value in
the high-context condition is significant (5=-.316,
p<0.01) and the beta weight of the age variable is
significant (8=-.328, p<0.01). However, the beta
weight of the COL/IND cultural value in the low-con-
text condition is not significant (5=-.178, p =.145)
and the beta weight of the age variable is not sig-
nificant either (8= .156, p=.097). The result indicates
that COL/IND cultural value and age significantly
predicts the perception of product information only
in high-context condition. Korean students who have
higher collectivistic cultural value perceive more in-
formation from visuals, while there is no significant
effect of cultural value on the perception of product
information from texts(<Table 4>).

The third research question is to examine whether
Korean students have the different perceptions
of product information in visuals and texts with
regard to gender. Overall, students perceive more

information from low-context condition (m = 6.43)
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(Table 4) Regression analyses

Variables R? F df B SE B

Analysisl: High-context condition

263 16.914** (2.95)
COL/IND cultural value 2.38 8337 316%*
Age -137 038 -.328%*
Analysis2: Low-context condition

078 4.038* (2.96)
COL/IND cultural value -1.901 1.135 -178
Age 088 .060 156

* p<0.01, * p<0.05

than high context condition (m = 5.18). When exam-
ining male students’ total perception of product in-
formation from the high-context condition, their
means (m = 5.14) are almost same with female
students’ total perception of product information
(m = 5.22). Female students also perceive almost
same information from the low-context condition
(m = 6.39) compared to male students (m = 6.47).
Figure 1 shows the mean ratings of total perceptions
as a function of gender and types of context condition.

7.5

The perception of product information in high-or
low-context condition between male and female stu-
dents is compared statistically. An independent- sam-
ples t-test does not show any significant results for the
both condition: high-context condition (t=-.178, p =
.859) and low-context condition (t=.680, p =.498).

As the additional analyses, female students per-
ceive more information from the high-context con-
dition in eleven categories (size, company info, value,

quality, contents, connectivity, new idea, image of

High-context condition

Emale

7~ female

Low-context condition

(Figurel) Gender effect on the perception of product information
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(Table 5> Gender difference in the perception of product information

Gender N Mean SD t-value
. . Male 41 5.14 1.81
High-context condition Pemale 57 599 940 178
" Male 52 6.47 2.32
Low-context condition Pemale 17 6.39 179 680

users, new product, superiority, and performance)
than male students. The execution of chi-square re-
veals that female students demonstrate a statistically
significant difference in their perception of product
information from the high-context condition com-
pared to male students in contents category (x>=5.11,
p=0.024) and company info category (X*=4.34,
p=10.037)(<Figure 2>).

From the low-context condition, male students

perceive more information in seven categories (image

of users, connectivity, contents, quality, new product,
superiority, and performance) compared to female
students, while female students perceive more in-
formation in two categories (company info and user
satisfaction) than male students. The execution of
chi-square reveals that female students demonstrate
a statistically significant difference in their perception
of product information from the low-context con-
dition compared to male students in company info

(x*=10.63, p<0.001)(<Figure 3>).
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5. Discussion

The purpose of this study is to investigate the
effect of cultural value, age, and gender on the percep-
tion of product information. In examining the re-
search questions, this research discovers that COL/
IND cultural value significantly predicts the percep-
tion of product information in high-context condition.
The correlation results suggest that the younger stu-
dents have the higher individualism values compared
to the older students. However, gender differences
do not show a significant association with COL/IND
cultural value.

Scholars report the cultural changes of young peo-
ple in Korea because of westernized society, modern
technologies, and the decreasing importance of fam-
ily and relatives (Ahn, 1999; Cho et al., 2010; Han
& Shin, 1999; Park & Kim, 2006). This study partially

supports the notion that the cultural changes are oc-
curring for the Korean young generation. The test
of RQI reveals that the younger students tend to
be moving to individualistic culture from collectiv-
istic culture compared to the older students. However,
the COL/IND cultural value indicates that Korean
students are still within the collectivistic culture.
These results are consistent with the expectation of
Hofstede’s (1980/1983) cultural theories. The inter-
ests of the social relationship still prevail in Korea.
Also, Korean students still keep their collectivistic
cultural style that is formalized through childhood
and adolescence while living with their parents (Cho
et al., 2010).

With respect to RQ2, COL/IND cultural value
effect on the perceptions of product information of
Korean students in high-context (visual) condition.

The older students who have more collectivistic cul-
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tural value perceive more information from visuals
than the younger students who have more in-
dividualistic cultural value. This result is also con-
sistent with the expectation based on the cultural
differences from the previous studies (Bang & Moon,
2002; Bu, Kim, & Lee, 2009; Choi & Miracle, 2004;
Weun et al., 2004). The results confirm that consum-
ers in collectivistic cultural value infer more in-
formation from implicit and contextual cues in
messages.

Past empirical studies have attempted to delineate
the significant differences between gender across
a variety of tasks and traits (Darley & Smith, 1995).
Past studies conclude that females tend to have better
interpretations of nonverbal cues than males.
However, the test of RQ3 reveals that there is no
significant difference in the perception of product
information between male and female. Females do
not show quicker interpretations of nonverbal cues
than males. However, female and male students inter-
estingly perceive different types of information from
each high- and low-context condition. Female stu-
dents significantly perceive more information related
to company info than male students in both high-
and low-context condition. Considering the company
info from the test materials was just company web
address (smartio.com), this result confirm that male
is more logical and female is more intuitive in in-
formation processing. Male subjects may not consider
the company web address as the company info be-
cause it is too simple with no additional information.
However, female subjects may understand the com-

pany web address as the company info.

This research represents one of a few compre-
hensive studies applying cultural theories in LIS field.
Also, this study focuses on the internal cognition
of individual users in a cultural context even though
most LIS research in information behavior has con-
centrated on the external behavior of people and
the interactions with an information system. The re-
sults of this study inform that culture and age effect
on the perceptions of visual and textual information
of Korean students. An appreciation of these factors
gives library professionals the opportunity to be better
prepared to develop programs and services to help
students with their ability to understand visual and
textual information and succeed at college. The stand-
ardized procedures and measures of the research
method also allow it to be easily repeated in the
future.

This research is not without limitations. Although
college students in Korea constitute an important
part of the mobile phone market, student samples
are also often criticized for their lack of represent-
ability and for convenience sampling. While subjects
are drawn from various age groups in two universities,
differences may exist between them and older people
from other geographical regions. Also, the short-
comings of this study are inherent to the test design
which uses an artificial environment. The researcher
tried to ensure that test advertisements were devel-
oped to reflect the real market situation, but those
cannot mirror a real setting. The test design also
needs to be improved to fully measure the effect
of independent variables.

Future research should replicate this study using
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other cultural theories. Hofstede (1980/1994) sug-
gests masculinity, power distance, uncertainty avoid-
ance, and long term/short term orientation. Hall
(1966) explored two other cultural factors: time and
space. Masuda and Nisbett (2001) developed the
holistic/ analytic cultural dimension when comparing

the context sensitivity of Japanese and Americans.

to measure cultural differences in attention on in-
formation may possibly be applied to future research.
Also, future research should replicate this study using
another test procedures, materials, and subjects.
Different test materials and media (i.e., TV, outdoor,
Internet, and radio) with various product categories

need to be developed.

As a test method, eye tracking method (Yang, 2009)
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[Appendix 1] Definition of information

Types of Information

Definition

Refers to the amount the consumer must pay for the product or service. May

Price be in absolute terms, like a suggested retail price, or relative terms: for example,
what does the product cost?
Refers to some combination of price and quality or quantity, as in better quality
Value .
at a low price or best value for the dollar.
Refers to how good the product or service is: may refer to craftsmanship and/or
Quality attention during manufacture, use of quality (ie., better, best) ingredients or
components, For example, what are the product’s characteristics?
Size Refers to the physical size or capacity of the product. For example, how long,
tall, wide, heavy, and what capacity to do particular size tasks
.. Information concerning how long the product will last without repair, service
Durability .
records, and other related items.
Contents Information that may provide value for users in specific contexts/media. For
example, what information and experiences can you identify from the product?
Any information concerning the place(s) where the consumer may purchase
Availability or otherwise obtain the product. For example, where can the product be
purchased?
Guarantees/warranty Refers to any information concerning the presence of a guarantee or warranty.
Safety Information concerning the safety of the product: for example, what safety
features are available with the product?
New ideas Refers to any information about a new way to use an established product.
(new uses) For example, is a totally new concept introduced in the ad?
Performance

(multi-function)

Any information concerning the outcomes associated with the use of a product

Superiority claim

Information that claims the advertised product is better than competitive products
or better than an older version of the advertised product in some particular
ways

Connectivity
(convenience in use)

Refer to the phone's ahility to link with others. Information concerning the
quality of its connectivity and the ease in which the product may be used.

Special offer or event

Information concerning special events such as sales, contests, two-for-one deals,
or rebates

New product
(improved features)

Refers to any information concerning a new product introduction, or new
components, ingredients, and features of an existing product

Image of users
(characteristics)

Refers to any information concerning the type(s) of individual(s) who might
use the advertised product

User'’s satisfaction

Refers to any information concerning users satisfaction, dedication, and
preference for the advertised product

Company information

Refers to any information (e.g., name of company) about the image or reputation
of the company that manufactures or distributes the product

Note. Sources: Resnik and Stern (1977, p. 51): Taylor et al. (1997, p. 17).
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[Appendix 2] Test materials

Be smart
Do Smartio

S

(High-context design)

Be smart
Do Smartio

E—‘] Da it all. At once
/g 5o mae woowas w2 wen su e neun
BuA O RS SRGE =m0 n

NoA SRR

Seamless communication
B UCING AR RU S D,

“ Hake

ing even better

AL B0 R 4 HaLC

, IHF B UL, NEE BE + HSUC
A8 Jlmi R

Enjoy your social hub
YESE B UAEAL &1 LoiEm m
Aad 5l damnn nxanan o Jin i s Haun

Thin and advanced
21, =

{Low-context design)

[Appendix 3] Questions—Culture test

A o
Statement By 2
U FEY UF 98 o #ske Ao Fesity Azt O ® ® @ ® ® @
Ue Ul 45 7159 AR g $850 o Ado] 9l ©) ® ® @ ® ® @
v OE AHEES ‘1%8 HollA gol tEva Azkgi ©) ® ® ) ® ® @
Ue Wl AR ES FAE ©) ® ® @ ® ® @
U= W 94 ?%} 2‘3 urslc, ® ® ® @ ® ® @
Ue Wl A el s mle- & 9 Qlck ©) ® ® @ ® ® @
dE 02 Aol 948 & g 92 R as 9 iy 2
AEAE LAt ©) ® ® @ ® ® @
Statement Strongly Strongly
Disagree agree
U o2 AR A Az Bl Alo] 3t ©) ® ® @ ® ® @
v W AR E B8 °l-r7P At Azpsieh ® ©) ® @ ® ® @
UE # olsieeld U] 7iselu &8k I5(HA) o] HAYLES
D]—L].l—rl_u:] o) /‘ 9\15]' @ @ @ @ @ @ @
U}\éé‘e% _,_g} Z(tHA)) Qe %Lo_‘gjoé
;;] e o U= 1) TI5(2A) 4ol el 47 o ® ® ® © ® @
ks 141?471 Aol U o2 ARFES o8 sk Holtk | O ® ® @ ® ® @
Ur—‘: W7k &3 25(9A) o AHE AR ©) ® ® @ ® ® @
7IEA7EE o] SAo] Sl MRE SAsjof dtha
A 7Fe ® ® ©) @ ® ® @

Note. Sources: Oyserman et al. (2002, p. 9).
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