The Importance of Web Accessibility in
Business to-Consumer (B2C) Websites
Osama Sohaib

Kyeong Kang

Faculty of Engineering & IT
University of Technology, Sydney
osama.sohaib@uts.edu.au

Faculty of Engineering & IT
University of Technology, Sydney
kyoeng.kang@uts.edu.au

Abstract—The number of online shoppers accessing the internet
has grown tremendously. Due to the rapid growth of technology,
companies also continuing to extend the functionalities of their ebusiness websites. Web accessibility is also an important element.
In particular, in Business-to-Consumer (B2C) web design. It is
important for B2C websites to adopt web design guidelines such
as the Web Content Accessibility Guidelines (WCAG 2.0) to
increase user satisfaction of all ages. This study analysed five
B2C websites in accordance to Web Content Accessibility
Guidelines using an online tool “A-Checker”. In general, the
result shows that B2C websites are not paying attention to web
accessibility. However, there is need for web accessibility in B2C
websites. This study concludes by describing our further
research.
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I. INTRODUCTION
The combination of technology and people in Information
systems is an essential part of modern society which can
enable a wide range of economic benefits. In Particular, the
emerging growth of Business-to-Consumer (B2C) websites
allows everyone to put up their own commerce online, locally
or globally. The B2C websites provides the customers with
instant online access to products without physical barriers. In
order to get the most out of revenue from online trade,
companies must focus on an accessible B2C e-commerce
websites which should also give a real and convenient
shopping experience for customers for all ages and in
particular with disabilities such as, colour blindness. Because
of the Internet availability, online shops provide people the
ease of buying and selling products. However, the required
technological infrastructure is either insufficient or does not
exists in terms of web accessibility guidelines. The Web
Content Accessibility Guidelines (WCAG 2.0) developed by
World Wide Web Consortium (W3C) helps to make the
website accessible for users of all ages and with disabilities
such as colour blindness, deaf users, age related vision
problems.
The study analyses the web accessibility using an online
tool “A-Checker” [1] by comparing five B2C e-commerce
websites in accordance to Web Content Accessibility
Guidelines (WCAG 2.0). Top five B2C websites in term of
generating revenue according to “2012 Research on
International Market” [2] are selected. Three North and Latin

American B2C websites (amazon.com, apple.com and
staples.com) and two Australian B2C website (Oo.com.au,
Myer.com.au) are analyzed, that to what extent they follow the
web accessibility (WCAG 2.0). The purpose of this researchin-progress study is to determine accessibility errors in B2C
websites to determine that web accessibility (WCAG 2.0)
plays a significant role in online purchasing. This study
concludes by describing our further research.
The work is organized as. The next section provides
introduction to the problem and web accessibility. Section 3
presents some related research. Sections 4 presents the
approach and Section 5 provide some interpretations. Finally,
the study is concluded and leaves the future work.
II. BACKGROUND
A. Introduction to the Problem
In a worldwide context, web development is now growing
for e-business. From a human computer interaction viewpoint,
accessible websites are becoming ever more important. The
web technology creates new opportunities for modern
organization but as well as challenges. Companies invest in ebusiness since the web has become the platform to perform
business efficiently and effectively. Many business models are
applied to attract and engage users to revisit their websites
more and more.
However, the presentation of web design features are not
conveyed through web accessibility guidelines to the global
user’s perception. According to [4] customers of e-commerce
websites are suffering from "technological Tourette’s
syndrome” throughout the world. Real Tourette’s syndrome
sufferers have a compulsion to swear, twitch and shout. Ecommerce websites users often act the same way [25]. The
purpose of web accessibility is to help make the web pages
operable for users of all ages and with disabilities such as
colour blindness [9]. For-example, a colour blind user making
online purchase will not differentiate the red font highlighting
the discounted prices. Web based applications should be
internationalize in a way that can be easily adopted to any
cultural group [5]. Therefore, E-commerce websites must also
follow web accessibility by law [6-7].

According to “2009 Australian Bureau of Statistics (ABS)
Survey of Disability, Ageing and Carers" (SDAC) found that
18.5% of Australians had a disability (Sight 30%, Hearing
10%) [10]. According to 2010 United States Census Bureau
[11] “approximately 56.7 million people (18.7%) living in the
United States had some kind of disability”. Eight million have
difficulty in hearing and 8 million with a vision difficulty for
the people aged 15 or older. The common disabilities are
related to sight and hearing that affects the web accessibility.
According to Dolson [12] “The physical disabilities of a
merchant’s visitors are a factor that he or she should
consider”.
The aim of this study is to understand and bring awareness
of web accessibility in B2C websites by determining the
accessibility errors recorded by online evaluation tool.

According to [16], a usable website provides a satisfying
experience to end-users thus increasing sales and revenue for
seller. However, usability challenges for web based
applications are not kept in mind by implementing various
web accessibility guidelines [17].
Sutcliffe [18] defines usability as a trade-off between user’s
exploration and purchasing in e-commerce. The author
proposes a three-phase model for evaluating e-commerce
website based on attractiveness, navigation and transaction.
Maswera [19] analysed usability and accessibility errors of
African e-commerce websites compared to Europe using an
automated tools. In [20] The authors recommends to put their
own accessibility guidlines for African countries to ensure
accessibility for all user.
IV. APPROACH

B. Web Accessibility
The significance of web accessibility standards in ecommerce has been known around the world [3][6-7][17][1920]. There are varieties of web accessibility guidelines but the
most relevant ones are ISO 9241-151, Section 508 and Web
Content Accessibility Guidelines (WCAG 2.0). In this paper
our focus is on WCAG 2.0 developed by the World Wide Web
Consortium (W3C) [9]. The purpose of WCAG 2.0 guideline
is to facilitate all the users in general. These guidelines also
make web access to old age people and to people with
disabilities. The guidelines covered by WCAG 2.0 are [9, 25]:
Perceivable, Operable, Understandable and Robust. The aim
of “Perceivable” is to direct the user to perceive the user
interface components. The “Operable” guides the users that
how the interface should be operating and how to navigate.
The “Understandable” means the web contents should be
understandable by all users. The “Robust” describes that the
information should be interpreted by the variety of users in the
same way. Testable success criteria are provided for each
guideline to determine whether a webpage has met or failed
the level of conformance. The three level of conformance are
Level A, Level AA and Level AAA. Level A is the minimum
level of conformance and Level AAA is the highest level for
the webpage to help make accessible to users of all ages and
with disabilities.

The purpose of this work is to investigate whether the five
different B2C websites meets the Web Content Accessibility
Guidelines (WCAG 2.0) and to what level it may be
successful. We analyzed three North and Latin American B2C
websites (Amazon, apple and staples) and two Australian B2C
websites (Oo and Myer). According to 2012 Research on
International Market [2] these websites are the top online
shops in their regions. An online web accessibility checker (AChecker) [1] is used to test the web pages for conformance to
web content accessibility guideline (WCAG 2.0). The tool is
developed by a research group in University of Toronto [21].
The three level of conformance are Level A, Level AA and
Level AAA is checked against each website. The online
evaluation tool “A-Checker” identifies three types of problems
[22]:

III. RELATED WORK
According to [13] “As public organizations and private
businesses rely more on web based technologies for online
shopping, information, and service delivery they must
implement strategies to ensure all users can fully access web
content”. For that reason, the author proposes a web
accessibility model to benefit all public organizations and
private businesses.

V. FINDINGS
In most e-business research specific product has taken into
account, but this study does not focus on any specific type of
product. The main focus is on comparing the presence or
absence of web content accessibility guidelines (WCAG 2.0).
Table 1 shows the accessibility testing run on five different
B2C websites in September 2012. The columns in Table 1,
“KP” are Known Problems, “LP” is Likely Problems and “PP”
refers to Potential Problems as explained in Section IV. The
same terms are used in Figures 1, 2 and 3.

As noted by Purwati [14] there are lack of standard features
in e-commerce website interface. According to the author “ecommerce sites lose up to 50% of potential online sales
because users cannot find what they want”. Therefore, there is
a need to conduct research in this area that how technology
can be most effective across cultures and languages [15].





Known Problems (KP): These are problems that must
be fixed and have been identified as accessibility
barriers.
Likely Problems (LP): These are problems that are
likely to be fixed and have been identified as probable
barriers.
Potential Problems (PP): These are problems that
require a human decision for modifying or not to
modify your webpage.

B2C websites

Website A,
amazon.com
Website B,
apple.com
Website C,
staples.com
Website D,
oo.com.au
Website E,
myer.com.au

Table 1: WCAG 2.0 Success Criteria
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Level A: Website B has only one known problem (KP) that
needs to be fixed, followed by nine in website E and ten in
website A. The most number of known problems are reported
in website D are 53 followed by 21 in website C. All websites
have quite a high number of (Level A) potential problems (PP)
that require human decision to fix (Figure 1).
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Figure 1: Level A Succuss

Level AA: Website B also did well in Level AA conformance
with only one known problem (KP). The most number of
known problems are 144 in website A that must be fixed. The
most of number of potential problem (PP) are found in website
C with 1682 errors followed by website D with 1615 errors
(Figure 2).

Figure 2: Level AA Succuss

Level AAA: The minimum numbers of known problems (KP)
are two found in website B. The highest numbers of potential
problems (PP) are in website C with 1707 errors (Figure 3).
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Figure 3: Level AAA Succuss

The results show that none of the B2C website meets the
minimum success criteria of Web Content Accessibility
Guidelines (WCAG 2.0). Although the selected websites are
top online shops [2] but shows poor success criteria except
website B (apple.com). Therefore, there is a need of quality
measurement criteria such as accessibility for e-commerce [8].
Achieving the levels of web accessibility success criteria is the
responsibility of both the individual company as well as web
designer. B2C e-commerce web development has the potential
to make the online shopping tasks easier, but isn’t expected to
do so in the near future. Roggio [6] believes that getting more
loyal customers and avoid legal challenges are the other two
reasons to design for accessibility.
It is well known that information on the e-commerce
websites varies in quality. To the extent that buyers perceive
that e-commerce website presents quality information they are
more expected to have confidence and will perceive the emerchant as trustworthy [23]. If the buyer gets the relevant
information then the trustworthiness of the website is
increased and hence leads to higher purchase intention [24].
VI. CONCLUSION AND FUTURE WORK
Web content accessibility is about designing websites for
user of all ages. Effective accessibility is an important element
for the design of B2C websites. In Particular, it gives the
opportunity to disabled people to use websites. Web
accessibility for B2C websites is important from legal and a
business reasons point of view. It is also helpful to increase
serviceability of B2C to engage online buyers of all ages and
to increase company reputation and revenue. In general, it is
analyzed that US based website B (apple.com) is paying some
attention on web accessibility (WCAG 2.0). This study has a
limitation, the B2C websites are selected from two regions,
America and Australia, which may affect the generalization of
the study to other country specific B2C websites.
The objectives of our further research are:
 To propose a framework based on the key characteristics
found in the literature, such as web accessibility to
examine the influence on buyer trust and subsequently
buyer intention of online purchasing in B2C e-commerce
in two cultural groups, Individualistic and Collectivistic.
 To empirically test the proposed model using crosscultural data.



To provide some insights to the academics, e-commerce
practitioners and business firms.
We expect that the results of our study will confirm our
hypothesis.
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