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ABSTRACT

large pool of workers, across geographic boundaries.
Mechanical Turk (MTurk), for example, a popular
crowdsourcing marketplace, boasts more than 100,000
workers in over 100 countries [9]. It continues to increase
in geographic diversity – analyses of Mecahnical Turk
demographics have shown that since 2008, the percentage
of US workers has dropped from 70-80% to around 50%
[7,10]. This quality enables requesters to have work done
by workers at all hours of day, and it allows them to get
work done by a more diverse group of workers than they
could by soliciting workers locally. This type of diversity
can be extremely beneficial to the requesters. For example,
researchers using these marketplaces for studies can obtain
a more generalizable sample, while businesses may target
workers from specific regions for higher quality work on
location-specific tasks, such as language translations.

Crowdsourcing marketplaces, such as Mechanical Turk,
enable tasks to be distributed to workers from all over the
world for completion. While this global quality of
crowdsourcing provides numerous benefits to requesters of
work (e.g., more diverse labor force that is available at all
hours of the day), it could, however, pose challenges in
terms of labor management. Much prior work has
demonstrated the effects of cultural backgrounds on
individual’s thoughts, value, and even behavior. Therefore,
the diverse cultural backgrounds on crowdsourcing
marketplaces may interact with incentive types, amounts,
and task types to impact workers’ task performance,
engagement, and selection. My research program explores
the effects of cultural differences on these online
marketplaces in order to build more efficient global
crowdsourcing marketplaces.

While there are clear benefits in having more diverse pools
of workers, the increase in diversity can also result in
complications in labor management. Many previous studies
show that there is a significant effect of cultural
backgrounds on individual’s thoughts, values, and
behaviors [e.g., 2,3]. Given that many workers outside from
the US are actively participating in these online
marketplaces, it is imperative to understand the influence of
cultural differences on workers’ behaviors in these services.
In the same way that websites have developed different
versions and interfaces to accommodate visitors from
different areas of the world, online crowdsourcing
marketplaces may also need to offer different interfaces and
interactions to support the diverse pool of workers.
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INTRODUCTION

Crowdsourcing marketplaces allow people to employ
workers to work on tasks ranging in complexity, from
labeling images to writing product descriptions. In
exchange, the workers are compensated with monetary
payments offered by the requesters. These services are only
increasing in popularity. On the requesters’ side, more and
more individuals and businesses have begun to embrace to
these crowdsourcing marketplaces as valid labor pools. On
the workers’ side, more professions are projected to
participate in crowdsourcing [8].

PRIOR STUDIES WITH USING MECHANICAL TURK

I have used Mechanical Turk for a number of research
projects: to rate the types and characteristics of posts to
question and answer services [4], to test the
understandability of novel and animated icons [1], and to
study the effects of incentives on task performance, social
relationships and credibility [5,6]. It is through these
experiments that I realized there is an important missing
gap of knowledge on cultural differences on crowdsourcing
marketplaces. From an academic researcher’s perspective,
understanding the effects of cultural differences can be
extremely critical in controlling for experimental or survey
results collected. However, filling this knowledge gap is
important for more than just academic researchers. With

One of the key strengths of online crowdsources
marketplaces is that they provide requesters with access to a
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this knowledge, designers of crowdsourcing services can
improve these services for workers and requesters.

By nature, successful crowdsourcing services will involve a
large, and inevitably, diverse group of workers. However,
in order for crowdsourcing services to fully utilize these
workers, labor management is critical, and to do so requires
a better understanding of workers’ cultural differences and
how these differences affect work.

ONGOING RESEARCH ON CULTURAL DIFFERENCES

A key assumption of this research program is that
significant cultural differences exist. Therefore, one of the
first steps is to test this assumption. Otherwise, it may be
possible that while crowdsourcing marketplaces attract
workers from all over the world, those workers who choose
to participate may actually be very similar to each other.

However, understanding is merely the first step of my
research program. The next step will be to design better
interactions and interfaces to support or even leverage
existing cultural differences among workers. For example,
let us assume that China-based workers on crowdsourcing
marketplaces are indeed more collectivistic than US-based
workers, as suggested by Hofstedes’ prior surveys. Can we
then recommend certain tasks or tailor certain site features
to improve workers experiences? If so, that could greatly
improve the quality of work provide by the workers and at
the same time, make participating on MTurk more
rewarding. While much of my work will be conducted on
MTurk, knowledge generated and tools developed can
improve general crowdsourcing services, and may even
help support localization of traditional organizations.

Currently, I am in the process of surveying MTurk workers
to collect their responses on established culture and work
value scales. This survey include scales measuring the six
dimensions of culture presented by Hofstede: small vs.
large power distance, individualism vs. collectivism,
masculinity vs. femininity, weak vs. strong uncertainty
avoidance, long vs. short orientation and indulgence vs.
restraint [2]. It also includes the Value Inventory developed
by Shalom Schwartz. In addition, my survey also contains
the standard barrage of demographic questions [11] along
with workers’ cultural heritage and location of current
residence.

I hope to use this workshop as an opportunity share my
findings and experiences with other researchers and to seek
their input on my studies and designs to manage cultural
differences in crowdsourcing.

This data will, first and foremost, improve our
understanding of overall MTurk demographics. This data
will also help show worker differences across geographic
boundaries. For example, do MTurk workers hold the same
sets of cultural beliefs as was shown by Hofstde? Do the
workers have about the same income and education level as
others who live in the same city/town? Do the workers
differ from other workers as predicted by prior research?
The two general research questions are listed below, and
answering these questions will be extremely valuable for
researchers and practitioners alike in interpreting and using
the responses they collect.
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RQ1: Along what dimensions are MTurk workers from
different countries of origin different?
RQ2: Are MTurk workers representative of their countries
of residence? If not, how are they different?
Another key assumption of this work is that cultural
differences among workers can lead to differences in
workers’ behaviors. To confirm this assumption, survey
takers are also presented with a screenshot of a task posted
on MTurk and are asked to rate their likelihood to accept
the HIT to work on it. Different aspects of the task, such as
the payment amount, are manipulated.
RQ3: Do cultural characteristics and work-related values
affect the selection of tasks on MTurk?
This ongoing work should conclude well before the CHI
Conference and I will be able to share the results with the
workshop participants.
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