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ABSTRACT

Nowadays, the Web has become the main gateway for organisations as well as making information
accessible through the World Wide Web. Previous usability studies have focused on the development and
user-centered design of websites. The location of objects through the use of a mental model is able to help
users to navigate the Web and access information easily. The rationale for developing a mental model
through an experimental study is to protect the high investment necessary for Web development through
adaptive cultural diversity. The specific environment of a different country can inter-operate in the context
of adaptation and needs to account for adaptive support in the context of collaborative activities. This study
investigates cultural adaptivity with respect to ASEAN countries by identifying a mental model through the
location of Web objects via a website user interface.

Almost half of the located Web objects are found to be consistent with previous studies that examined user
expectations regarding the location of general websites, e-commerce websites and library websites. There
were, however, diversities among the studies involving the location of various Web objects. In this study,
another three Web object elements are included, namely, “Language”, “Content” and “Calendar”. It is of
interest to note that the participants from all the geographical locations in the ASEAN countries included in
this study had similar expectations for certain Web objects. It is therefore possible that the influence of
multinational websites and cross-regional Web browsing has significantly shaped the website layout
expectations of typical Web users.
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1. INTRODUCTION and Li [1] studied the identification, grouping and

verification approach and identified the existence of

Web usability has emerged as one of the most
important factors that determine the success of a
website [1]. Usability studies conducted by van
Welie et al. [2] showed that even if designers
attempt to abide by Web guidelines and protocols,
there are still many inherent problems to be faced.
These problems were also found in various studies,
including Nielsen [3], Rowland [4] and Seminerio
[5], which showed that Web usability problems cost
firms a great deal of money, and may even cause
the loss of potential customers [1,6]. It is difficult to
separate style from the actual guidelines and self-
defined guidelines are often quite informal. A study
by Fogg et al. [7] on library websites revealed that
the design look was one of the key aspects in
determining the credibility of a website. The study
found that the design look was mentioned most
frequently in user surveys. In addition, Shahizan

seven major factors: screen appearance, content,
accessibility, navigation, media use, interactivity
and consistency. Screen appearance refers to the
user interface of the website that may affect Web
usability. Usability is closely related to the aspects
of website design that make sense to the people
who use it, as it not only allows the users to
navigate easily and conveniently, but also helps
them to find relevant information. This fact is
equally agreed upon by Reinecke [8], who claimed
that many sites simply contradict the user’s
personal understanding of good design. Even worse,
bad design often occurs in tandem with poor
usability. Thus, the wuser interface plays an
important role in the user acceptance of Web
design.
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Therefore, this study aims to investigate users’
expectations of user interfaces for Web objects
according to the individual mental model to
enhance performance and user satisfaction.

This study uses a focus group of participants
from ASEAN countries. The specific question
raised is: “What is the ASEAN expectation for the
location of Web objects on a website?” Knowing
the answers to this question will enable Web
developers to configure objects in layouts that
closely meet regional expectations. It also enables
the cultural expectations associated with the user
experience to be identified, based on a comparison
and evaluation of sites in different countries.

The objectives of this study are to: i) Identify the
instrument to be used in identifying the locations of
Web objects, ii) Identify the locations of commonly
used Web objects among ASEAN users; iii) Create
a layout of user interface based on the findings on
the Web object locations. The findings of the study
can guide designers to make design decisions that
create an effective and sustainable user interface.
This user interface is suitable for standardised user-
centred websites or standardised organisational
websites such as the websites of the IBM group,
franchise companies (e.g., KFC, Domino’s Pizza),
continental company groups, and car groups (e.g.,
BMW, Toyota). A culturally adaptive user interface
may be represented by the culture-based user model
layout elements of the selected Web objects.

1.1 Background of the Study

User interface extends beyond regional
boundaries. It may use different languages and have
diverse styles based on its cultural environment [9].
There are also the cultures of the designers and
software engineers to be considered as well as the
culture of the public users. In this respect, issues
such as the most appropriate interface design will
necessarily arise. Interface designers must be aware
of the cultural diversity of users and similarly must
be able to respond to this challenge. Only a few
studies have considered how cultural diversities
affect users’ expectations.

Previous research has shown that the cultural
adaptivity approach to user interfaces is one of the
determining factors for market success. Cultural
adaptivity plays a key role in ensuring the
effectiveness and acceptance of the user interface in
the globalised IT industry. However, as the
procedures involved in incorporating cultural
diversities are time-consuming and expensive, the
effort is often neglected. The application of this

approach is a good example of how technical
support has increased both user satisfaction and
performance [8].

Paramythis and Loidl-Reisinger [10] stated that
different cultural environments could inter-operate
in the context of adaptation. They suggested that a
typical setup would need to involve a modelling
environment based on the interaction of the user
culture and history. By combining previous
research findings, it is possible to make
improvements to the existing model. This improved
model can be implemented either fully or semi-
automated, so that there will be no adjustment for
further development without prior approval. This
ensures a sustainable user interface. Only passive
information and support adaptation should be
considered in the context of cultural inter-operation
activities and to ensure capability within such an
environment.

1.2 Mental Model

Lim and Klein [11] explained that the concept of
a mental model was originally proposed by
Cannon-Bowers et al. [12]; the mental model
building team evolved from prior theory and
research in cognitive psychology on individual
mental models. Rouse and Morris [13] defined
mental models as “mechanisms whereby humans
generate descriptions of the system and form,
explanations of system functioning and observed
system state, and forecast future system states”.
Mental models of the organised knowledge
framework allow individuals to describe, explain
and predict behaviour [13-14]. Mental models
determine the relevant content knowledge as well
as the relationship between knowledge components
[15]. Individual mental models (for example, a car,
a disease, or processes such as child development)
reflect the individual’s perception of reality [16].
Thus, mental models vary in terms of their accuracy
and coherence [e.g., 17-18]. In addition, the mental
model enhances the accuracy of predicting
individual performance [e.g., 19-20].

A mental model may be an image, a script, a set
of related mental models, a controlled vocabulary,
or a set of assumptions [21]. In most cases, the
mental model contains one or more of the following
characteristics: the appearance of an image of the
interface, the script process to be followed when
solving a task, the vocabulary knowledge, and the
assumptions about the behaviour of the system
[21]. Smith [22] defined mental models as the
structure or organisation of data, functions, tasks,
roles and people in the group work or games. The
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accuracy of the mental models will affect how users
interact with the site. Models that are more accurate
are more successful in their interactions [22].

Various theories have been introduced to help
researchers figure out the concept of a model in the
context of human behaviour. People develop
unconscious mental models to interact with the
world in which they live. By studying mental
models such as the order of objects [23],
researchers are able to better understand how a
person interacts with the environment. Johnson-
Laird started this idea and used it to order things
such as space objects [23]. Norman [14] and Payne
[24] incorporated the idea into the study of human-
computer interaction (HCI). HCI can be used to
create interfaces and interaction methods that help
people create a more accurate model of the mental
system. In most studies, the mental model is
deciphered based on the location of Web objects [9,
25-32].

According to Bernard [26], the main requirement
when building website content is the understanding
of a typical user’s mental model or schema for the
location of elements or Web objects on the website
interface. It is likely that the interface layout used
by multi-regional and international websites
influences the expectations of users [29]. In the
layout of the e-commerce website, Bernard and
Sheshadri [29] found that the site layout must
correspond with users’ expectations about where
they would find common Web objects. Their
finding is consistent with previous studies on the
general location of Web objects [e.g., 25-28]. In a
study by Bernard [28], 76% of the participants had
similar expectations about the location of e-
commerce Web objects. Thus, it was suggested that
users quickly develop the pattern of mental model
or schema to fulfill their needs.

Adkisson [30] noted that studies related to the
location of Web objects often correspond with
some of the well-known e-commerce sites such as
amazon.com, eddibaur.com and bestbay.com.
Adkisson argued, however, that Bernard’s [28]
study lacked the systematic analysis by which to
determine how actual practices align with users’
expectations [30]. To determine the practice(s),
Adkisson examined the location of certain Web
objects in e-commerce sites. The results
corroborated the findings of Bernard [28]. A similar
study was undertaken in Portugal by Costa [9]; the
results were found to be not significantly different
from Bernard and Sheshadri’s [29].

1.3 Cultural Adaptivity

A larger diverse group of users has recently
begun to regularly access the Internet, resulting in
the need for multinational cross-cultural websites
[33]. Hence, in the cultural adaptivity approach, the
influence of culture on the wuser interface
preferences of each user is stored in a personal user
mental model, and mapped to the user interface
adaptations. Research provides evidence of cultural
differences on the Web [34], especially with regard
to content [35], perceived usability, satisfaction and
user trust [36]. It has also been suggested that
“language, culture, religion, and other factors may
be important to a user’s impression of the website”
[37]. There are, however, only a limited number of
studies that have linked the effectiveness and user-
friendliness of a website with cultural background.
So far, studies on a particular culture and website
usability have focused on comparisons between two
distinct national cultures such as the United States
and Japan [34] or the United States and Korea [38].
Those authors found language and culture to be the
reasons for major diversities in the design features
of websites. Hillier [39] suggested a review of the
context of language, culture and usability of
websites comparing Western and Eastern cultures
[40].

It is believed that the cultural adaptivity approach
can enhance the viability of user interface websites
in order to attract large numbers of users [40]. The
user interface development process focuses on
understanding users and acknowledging
demographic diversity. In a global economy,
however, these diversities may reflect worldwide
cultures [41]. Users also differ in their design
preferences and in their perception of usability at
the country level [42-43]. The importance of
considering culture as a source of determined
partialities for a certain look and feel in user
interfaces has been demonstrated many times. For
example, interfaces designed for users of a
particular country were considered to be more
attractive [44] and were found to improve the work
effectiveness and efficiency of those for whom they
were intended [41,45-47]. Unfortunately, it can be
expected that designers will soon encounter
problems due to the complex and intangible nature
of cultural background [8]. Noiwan and Norcio [48]
pointed out that there are a number of studies [e.g.,
49-50] showing that taking cultural diversity into
account in a design process is essential (particularly
in interface design). Nevertheless, cultural studies
in HCI are limited [40]. Culture is the collective
programming of the mind that distinguishes the
members of one group or category of people from
another [51]. These cultural aspects include: values,
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cognitive  structures, social and behavioural
patterns, trust, thoughts, actions, emotions at the
individual level, structures and rituals at the
organisational level, and artifacts and attributes at
the societal or national level [52]. Culture refers to
the patterns of behaviour that guide the actions of
the members of that culture [53]. Although the
concept of culture is quite complicated, there are a
number of theories that focus on some aspects or
dimensions of culture [54]. The motivation for
seeking standardisation in cultural adaptivity is
directly linked to website development costs and
the sustainability of the wuser interface [55].
Theoretically, cultural adaptivity reduces the high
investment that ensures it is not bound by
proprietary formats. This is a prerequisite for the
new environment. Therefore, the knowledge of
users’ mental models in relation to the location of
website objects is required to improve accessibility.

In this paper, cultural diversity is represented by
country diversity. This study examines the
differences and preferences of participants from ten
ASEAN countries, namely: Brunei, Cambodia,
Indonesia, Laos PDR, Malaysia, Myanmar, the
Philippines, Singapore, Thailand and Vietnam.

This study investigates whether different regional
cultures at the country level in any way influence
users to form a mental model for the location of the
Web object on a website. For designers, this should
assist in enhancing site access and overall appeal.

1.4 Research Scope and Limitation

This study aims to assist designers in making
design decisions that will lead to an effective user
interface layout. In order to achieve that, the
research concentrates on the following:

i.  The focus group participants are from ASEAN;
the countries involved are Brunei, Cambodia,
Indonesia, Laos PDR, Malaysia, Myanmar, the
Philippines, Singapore, Thailand and Vietnam.

ii. The study emphasises the layout of objects in
theWeb user interface. The study was limited
to ten commonly used objects among the users.

2. METHODOLOGY

A survey was conducted among participants
from ten ASEAN countries who fulfilled the
study’s  requirements. If the participants
experienced problems with the instrument used in
the survey or their feedback was not clear, the
participants were communicated with directly,
through a phone call or email. This method and

procedures were adapted from Bernard and
Sheshadri [29]. This study identified ten common
Web objects as listed in Table 1. An instrument, in
the form of a data sheet of six horizontal by seven
vertical grid squares (as shown later in Figure 2)
was designed and developed. The instrument was
adapted from previous studies that collected data
from general websites [25-27,31], e-commerce
websites [9,28-30] and library websites [32]. Web
objects that are common to most websites were
assessed. As well as the Web objects found in the
literature, another three Web objects were added in
order to suit the new century’s requirements and
needs. These three additional Web objects were
“Language”, “Content”, and “Calendar”. This
additional was made due to the importance of these
Web objects for cross-country purposes in line with
current technology and information attributes.

Table 1: Operational definitions of Web objects

Code Web object Description
number

1 Logo Identity  design  and
branding which  have
different roles that
together form a perceived
image for a business or
product (in this context, a
website).

Title of the website. It is
used to identify/provide
information about the site.
Main menu or links that
go from one page on a
domain to a different page
on the same domain/site.
Useful links or a
hyperlink on a website
that points to a page on a
different website.

5 Login A subscription-based
feature as part of the
website  (including the
user’s profile etc.) for user
tracking and  security
reasons.

Feature to choose other
languages.

Helps the wuser locate
information available
either inside or outside the
WWW.

Contains information
areas, content  items
or/and links.

News/events list.

A graphic image used on
websites to advertise a
product or service.

2 Site title

3 Internal links

4 External links

6 Language

7 Search

8 Content

9 Calendar
10 Advertisement

e —
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2.1 Participants

The participants were from ten ASEAN countries
(Brunei, Cambodia, Indonesia, Lao PDR, Malaysia,
Myanmar, the Philippines, Singapore, Thailand and
Vietnam) (Figure 1). For the preliminary study, a
total of 50 participants consisting of 36 males and
14 females completed a survey, in both online and
offline forms, on the expected location of each of
the ten Web objects. The participants were divided
into two levels: IT personnel, and general users.
The first group consisted of IT personnel users. In
the Web development phase, the cultures of the
designers and software engineers have to be
considered as well as the cultures of the public
users. In addition, this group was included because
this study also sought to develop guidance for
designers in making design decisions that can lead
to a more useful user interface. The second group
of general users was randomly selected from among
normal general Internet users. Sixty-eight percent
of the participants were above the age of 30 and
88% indicated that they used the computer daily.
All the participants used English as either their first
or second language. This indicated that they were
familiar with English language websites. The
majority of participants (92%) reported that they
were engaged in either computing or science fields.
Only 8% of the participants were involved in other
areas such as business, law, marketing and banking.
The criteria for the selection of the participants
included the following: (1) Participants must be
resident in or have stayed for more years in
ASEAN countries than in other country/countries,
and (2) Participants must have computer literacy
and at least be familiar with websites. To prevent
bias, the participants were asked which local and
international websites they visited most frequently.

Thailand
2%

Cambodia
!

Myanmar ,
o _a.\ Malaysia
0,
Philippines - 249
14%
: Singapore
Lao PDR 10%
49 -
’ Indonesia Vietnam 1314%;"31
18% 10% o
Figurel: Distribution Of Participants From Different

Countries

2.2 Procedure

The participants were presented with a
demographic questionnaire followed by the
developed instrument, which is a depiction of a
Web browser window. A mock browser window,

consisting of six horizontal and seven vertical grid
squares with a white background was used to
represent the interface of a browser window (as
shown in Figure 2).

The participants then completed the survey
(either an online or offline survey) to examine their
mental model regarding the location of each Web
objects selected. The survey asked the participants
to place each Web object in the mock browser,
using the code numbers (Table 1) and grid squares
given as decrypted in Figure 2. The code numbers
could be placed horizontally, vertically or overlap.
The percentage was accomplished by simply
adding the frequency of same code number that was
selected in each square for each Web object and
then dividing this number by the total number of
times the particular code number was placed on the
entire browser grid.

Top-centre
Top-right
Left side
Centre
\ Right side
1 Lower-left
Lower-centre
Lower-right

Figure 2: Mock Browser Window (Showing Description
Of Nine Grid Squares)

The code numbers could be added to by placing
more than one in the grid square, depending on
which Web object they represented. This was in
order to approximate their actual size on a website.
For example, “Site title” could occupy four or
more/less squares, “Advertisement” could occupy
three squares, while the “Internal links” and
“External links” objects could occupy two squares,
and “Logo”, “Login”, “Language” and “Search”
objects could occupy one square, depending on
each participant’s preferences. The participants
were numbered based on the code number per each
Web object.

Figure 3 depicts the grid distribution representing
an area when choosing the grid square for the
object location. The percentages are represented by
patterns as depicted in Figure 4 to Figure 13.

\L——

11%-20%  21%-30%  31%-40%

<10%
Figure 3: Pattern scales used for percentages of responses

41%>
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3. RESULTS

The results of the study were categorised based
on the percentages of each grid’s selection for each
Web object (Figure 3). Each pattern represents a
specific range of percentages for the number of
times each square was selected as a location for a
particular Web object. Each pattern indicates, in
terms of percentages, the number of times a
particular square was selected by the participants.

The demographic makeup of the total number of
participants was as follows: 24% resided in
Malaysia, 18% in Indonesia, 14% in the Philippines
and the rest in Singapore, Vietnam, Myanmar,
Cambodia, Lao PDR, Brunei and Thailand (Figure
1). Unfortunately, the lack of participants from
Thailand did not permit a separate layout
expectation analysis for representatives from
ASEAN countries. As the number of participants in
this study increases in the future, a breakdown of
the layout expectations for each respective country
will be possible. Nevertheless, as seen in the results
presented in the figures given below, the
participants in all the countries studied here had
distinct mental models for the location of the
examined Web objects.

3.1 Logo

It can be seen from the result presented in Figure
4 that 70% of the participants expected the “Logo”
link to be in the top-left corner of the website, while
1% expected it to be in the top-left area.

Figure 4: Logo
3.2 Site Title

As illustrated in Figure 5, 63% of the participants
expected the “Site title” to be located at the top-
centre of the website. The participants were given
the option of using one or more squares and,
accordingly, 43% used more than one square for
this Web object. Atzl [56] stated that a clear title

that better conveys the identity of the website to the
user should be offered. He further clarified that the
page title/site title must accurately reflect the page
contents; otherwise, it will confuse users and make
it extremely difficult for them to navigate the site.

Figure 5: Site Title
3.3 Internal links

As shown in Figure 6, 56% of the participants
expected the “Internal links” to be located at the
top-left to top-centre of the website. The location of
“Internal links” is likely to be affected by the
increased use of technology at the back-end.

n
\\&\

Figure 6: Internal Links
3.4 External Links

Figure 7 shows that 53% of the participants
expected the “External links” to be located at the
lower-left to lower-centre of the website. Placing
the external links at the lower-left is also a current
convention.

e —
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Figure 7: External Links Figure 9: Language
3.5 Login 3.7 Search

As can be seen in Figure 8, 45% of the
participants expected the “Login” to be located at
the top-right side of the website. This location is
commonly used because it is believed that this is
the area where the first glance is directed when
viewing a website. Observations on several
categories of websites reveal that the “Login”
object is usually located in a visible interface area,
even though the expected location for this particular
object is similar to that used by popular sites such
as Yahoo and Google.

Figure 8: Login
3.6 Language

It can be seen in Figure 9 that 74% of the
participants expected the “Language” object to be
located at the top-right corner of the website, which
is a fairly common location in other websites.
Based on HCI design, Cullata [57] suggested
adding a “Language” selection on the main page to
improve accessibility and navigation.

623

As seen in Figure 10, 40% of the participants
expected the “Search” object to be located at the
top-right of the website. The expectation probably
occurs because most search engine sites place their
search field at the top-right portion of the website.

Figure 10: Search
3.8 Content

As seen in Figure 11, 75% of the participants
expected the “Content” object to be located at the
left to centre of the website. This result corresponds
with the findings of Chapman [58]. People who
grow up in cultures where the language is read and
written from left to right have been trained early on
in life to begin reading and writing on the left side
of a page. Several style guides generally anticipate
this, since these areas are conventional regions in
which to place the content, as well as being the
recommended locations [58]. This may be the
reason why many Web users place the majority of
their attention on the left side of a website (for as
much as 69% of the time spent Web browsing)
[59]. This finding is in accordance with Nielsen’s
eye-tracking study [59].
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Figure 11: Content
3.9 Calendar

As seen in Figure 12, 26% of the participants
expected the “Calendar” object to be located at the
right side of the website. This location is similar to
the screen layout of many online websites.

Figure 12: Calendar
3.10 Advertisement

Figure 13 shows that 52% of the participants
chose the right to lower-right side of the website for
the location of the “Advertisement” object. The
format, content and location of banner
advertisements have been continually changing in
Web design, due to the need to capture the user’s
attention and as a reaction to users’ ‘“banner
blindness” [60]. A study by Benway and Lane [61]
showed that banner advertisements are effective.
Spool et al. [62] conducted usability tests and found
that users turned to navigation bars after
determining that the page did not contain the
information they needed. At that point, the user
tended to scroll to the top or bottom of the page.

Users tend to begin viewing a page at the centre.
If what they want is not located in the centre, they
then proceed to examine the top and bottom of the
page. Therefore, it is not advisable to place the

important items at the top, since the user may often
look there last.

Figure 13: Advertisement

4. DISCUSSION

This study revealed that the users’ expectations
of the placement of Web objects, namely, the
“Logo”, “Site title”, “Internal links”, “External
links”, “Login”, “Search”, and “Advertisement”,
corroborates with the results of previous studies for
general websites [25-27, 31], e-commerce websites
[30], and library websites [32]. The results for
“Internal  links”, “External links”, “Login”,
“Search” and “Advertisement”, however, contrasted
with the findings of Bernard [28], Shaikh and Lenz
[31], Bernard and Sheshadri [29] and Costa [9]. In
part, this could be due to the fact that some of those
studies [9,28] were conducted in only one country
and, accordingly, did not compare the expectations
of users from individual countries [29] (refer to
Table 3). Three Web objects were newly added in
the present study, as explained above.

If this consistency holds true over time, then the
need to localise the user interface for specific
regions will be less important, provided that the
users from those regions are expert in the medium
and have a cultural background that enables them to
communicate with people from other cultures and
understand them. This study can then form the
mental model on the location of Web objects by
adapting cultural diversity. The results of the study
are summarised in Table 3 and Figure 14.

The consensus analysis in the results may be
used to assess how the mental model can be
adapted in situations of cultural diversity to ensure
systematic discovery. Based on a study by
Sakulwong and Sunetnanta [63] concerning the
study of a model of the Active View Agents
System, the control of the data displayed and the
operations provided should be personalised to the
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needs of each individual user. Further, the results of
their study indicated that providing the right
information to the right person at the right time is
one of the main factors contributing to the success
of Web applications.

§§ Logo Language
NN
m \ Site title Search
Internal Content
links
External Calendar
links
Login Advertisement

Figure 14: Combined Expectations

In the present study, there was a general
consensus among the participants regarding the
location of most of the objects. It is certainly
probable, then, that placing these objects in those
particular locations would give a website a
competitive edge over sites that do not do so [9]. It
must be cautioned, however, that well-established
sites may already have their own conventions, and
thus, visitors to those sites must expect to find the
objects at other locations.

In addition, it is recommended that user
expectations about the locations of Web objects
should be reviewed every four years (or more
frequently), based on the idea of Shaikh and Lenz
[31] that users’ schemas might change to keep up
with advances in technology. As technology
changes the face of the Internet, users’ expectations
seem to shift as well. The changes over the past few
years have not been dramatic but reflect updates in
technology and advertising schemes. With the
advances in technology in future, all the evidence
indicates that the layout of websites will continue to
evolve to take advantage of technology, such as
technology that allows for faster downloads and
more relevant content [47].

S. CONCLUSION

Cross-cultural analysis and design issues need to
be integrated at the planning stage, and developers
should use checklists and guidelines to assist them
in the respective phases. As more cultural analysis
of user-interfaces occurs, assumptions about
usability, aesthetics and emotional experience

based on previous paradigms that were culturally
biased will change. It is interesting to note that
participants from the ASEAN countries in the
present study had similar expectations of certain
Web objects. It is highly possible that the influence
of multi-regional and multinational websites has
significantly shaped the expectations of Web users.

Based on the results, more than 55% of the
participants from ASEAN countries had similar
expectations about the location of the studied Web
objects. It is therefore possible, by adapting cultural
diversity, to form the mental model on the location
of Web objects and shape the website layout, as
shown in Figure 14. By using the cultural adaptivity
approach, the objectives outlined in the introduction
to this paper are achieved and the findings may
enhance the ability of the user interface to attract
large numbers of diverse users. The analysis of the
results is still in the preliminary stages. As more
data are gathered, Web developers will be able to
design websites that facilitate the easy navigation
and retrieval of information among a wide range of
users.

Although these findings are promising with
respect to the users’ expectations, some limitations
of this study need to be acknowledged. This study
focused on user interface in the context of using
conventional technology to access websites. Thus,
future research should look into the user interface
in mobile technology, as the users’ expectations
about the location of Web objects might be
different in those applications. This example of the
present study may inspire others to undertake
similar analysis and design efforts. Further analysis
of culture or on mobile technology and other
dimensions, as well as more detailed
measurements, may yield further insights and more
specific design recommendations in the future.
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Table 3: Results From Participants’ Expectations

No.  Web objects Location % Selected  Similar result Different result

1. Logo Top-left 70% Adkisson [30] -

2. Site title Top-centre 63% Bernard [27] -

3. Internal links Top-left to 56% Bernard [25-27] Bernard and Sheshadri [29], Shaikh

top-centre and Lenz [31] — left

4. External links ~ Lower-leftto  53% Bernard [25-27] Bernard and Sheshadri [29] — left and

Lower-centre right

5. Login Top-right 45% Adkisson [30] Bernard [28]; Costa [9] — top-left

6. Language Top-right 74% - -

7. Search Top-right 40% Shaikh and Lenz ~ Bernard [25-27], Costa [9] - top-centre;
[31], Vasantha Bernard [28]; Adkisson [30] —top or
and Harinarayana  left
[32]

8. Content Left and 75% - -

Lower to
centre
9. Calendar Right 26% - -
10. Advertisement ~ Right to 52% Shaikh and Lenz ~ Bernard [25-27], Bernard and
Lower-right [31] Sheshadri [29]; Costa [9] — top
10 Locations Average 55.4%
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