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Abstract

This paper aims to determine the effects expected on users after introducing
interactive features in the website. For this purpose, three models by Song, Liu
and Wu were compared, which gives this paper an extraordinary precision and
depth of research on the given problem. The paper’s contributions are reflected
in a comprehensive, detailed review of previous research on interactivity, the
importance of using the website and showing the specific effects expected from
users after introducing interactive website features. Furthermore, the paper’s
contribution is reflected in recognising the importance of site interactivity in job
search/training courses/internships. Finally, users who used the interactive site
compared to non-interactive sites had a significant increase in activity.

Keywords: interactivity; website interactivity; perceived interactivity;
customer satisfaction.
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Introduction

The method of today’s business implies the use of digital marketing tools in
daily communication with consumers. The most commonly used tool for
encouraging two-way communication is the company website. The website is the
mirror of the company and has a significant impact on creating images in the minds
of consumers regarding the company. [Miller 2010; Ryan, Jones, 2009; Reed, J.
2012]. The distinction between the companies is fair usage of digital marketing, i.e.
web sites and their adjustments to the users to achieve more significant customers’
satisfaction. Many papers have been written on researching the interactivity that
can be achieved with the site user. Thus we know that the introduction of
interactive features of the website increases the interactivity with the user [Downes,
Mcmillan 2000; Liu, Shrum 2002; McMillan, Hwang 2002; McMillan 2002; Liu,
2003; Albert, Goes, Gupta, 2004; Johnson, Bruner, Kumar, 2006; Wu 2006; Song,
Zinkhan 2008; Jiang et al. I, 2010, Trevinal, 2014, McLean, 2017, Ye et al., 2017,
Islam et al. 2019, Wu, 2019].

The primary goal of this paper is to compare three modules for research of the
interactivity written by the authors’ Song, Liu and Wu, analysis of the mentioned
models and application of the Song model [Song, Zinkhan 2008] to obtain effects
on consumers after the applied interactive features of the website. As a result of the
research is expected to define specific products that owners can expect to achieve
with users by introducing interactive elements into their websites.

1. Literature Review

1.1. Interactivity

Numerous studies have researched the concept of interactivity. Depending on
the angle of viewing this concept, authors focus on the process, features, perception
or a combination of these [McMillan, Hwang, 2002; Steuer 1992; Rogers, 1995;
Johnson et al., 2006; Wu, 2005; Chung and Zhao, 2004; Song, Zinkhan 2008].

The effects investigated by authors in their works mainly refer to the attitude
towards websites [Wu 1999; McMillan, Hwang, 2002; Song, Zinkhan 2008]. The
attitude towards websites has been conceptualised by numerous authors [Chen,
Wells 1999, Wu 1999; Bruner, Kumar 2000; Coyle, Thorson 2001; Bruner, Kumar
2002].
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Satisfaction is another outcome of interactivity. Satisfaction is associated with a
user’s active control over the content, representing a desired psychological state
[Yuping, Shrum 2002]. Satisfaction was measured based on research in Fornell et
al., adapted by authors Song and Zinkhan (2008). The overall website quality and
loyalty are calculated based on instruments used by Song and Zinkhan 2008. Some
authors, such as Wu (1999), investigate only the relationship between perceived
interactivity and the attitudes towards websites formed by consumers. However, a
group of authors observe several effects, such as Song and Zinkhan (2008). They,
in their work, also investigate the attitude towards websites, as well as satisfaction,
the overall website quality, loyalty intention, and repeat purchase intention. Several
authors have identified some of the above effects but have not proven them
empirically [Liu, 2003]. Interactivity, vividness, and involvement are the
significant factors influencing virtual experience and behaviour, and that
involvement and flow enhance product value, which in turn impacts virtual
behaviour [Cheon, 2013].

1.2. Website

Many authors have investigated digital marketing, and in their research, they have
considered digital marketing tools. They have used various classifications of digital
marketing tools, but all authors agree that one of the essential tools is a website
[Miller, 2010; Ryan, Jones, 2009; Reed, J., 2012]. Author Ryan puts a website in the
centre of the digital world as the most crucial element in the entire digital marketing
strategy [Ryan, 2014]. Charlesworth (2014) also mentions the significance of
websites for the digital marketing strategy with the statement “you are your website”.
In addition, the digital presence of service employees on the firm website increases
current website service quality perceptions [Herhausen et al. I, 2020].

2. Methods

2.1. Research Design And Methodology

Based on previosu research we realize that the website is the primary tool for
communication between company and users and that’s the reason for using website
in this research. Further, we created same job/ practice/ training course
advertisements presented thorughgt interactive and non-interactive website.

Elements of interactivity discussed are reviewed in the works of the author Wu
(2005). Interactive websites include features such as the ability to send links to
friends, apply for jobs, practice skills, or take training courses online, as well as a
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website map, email hotlink, Online Chat Room, dropdown search menu, website
search, and tags. As an added benefit, an interactive website gives users the option
to share website content via other social media platforms such as Facebook,
Google+, Linked-In, Pinterest, or Reddit, and is integrated with other digital
marketing tools such as mobile marketing and e-mail marketing.

Although a large number of authors have been researching interactivity, this
work is specific in that it crosses three models for interactive research. Previous
research has shown that the impact of interactive characteristics exists but this
work goes deeper into the analysis and explores exactly what effects we can expect
in users behavious, which is why the following hypothesis is set:

HO: Known effects on consumers are created through the use of interactive
website features

The number of actions taken by site users increases when communicating with
candidates when using interactive features of the website, leading to the
formulation of a new hypothesis if we observe a group of respondents interested in
looking for work or any professional training in the form of training courses or
internships.

H1 When communicating with job/internship/training course candidates via the
website, adding interactive features encourages more people to take action.

2.2. Pre-Test

Before testing, we performed a pre-test which included 350 students of the
School of Electrical and Computer Engineering, Belgrade. All the respondents
were in the first year of studies. Respondents completed a survey. Based on the
given answers, we singled out 120 students interested in looking for a job/ practise/
training course on the website.

2.3. Main Survey

In the primary survey, the students singled out in the pre-testing stage were
divided into six groups of 20 students each. Selected students were randomly given
an interactive and non-interactive website and a 30-minute time to view the
websites obtained.

2.4. Research Instruments

After a given time of 30 minutes, respondents received questionnaires, prepared
according to the mentioned works of the author Wu [Wu, 1999], Song [Song,
Zinkhan 2008], and Liu [Liu, 2003].
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T-tests for large independent samples were used to compare the responses from
people who used interactive and non-interactive websites. The statistical significance
ranged from a p-value of 0.05 to a p-value of 0.01. It was necessary to use SPSS
(Statistical Package for the Social Sciences) to perform the statistical analysis. 20.

During data processing, it is noted that there are incorect completed
guestionnaires that have been removed from further processing. This is why the
number of respondents decreased from 120 to 99. The number of respondents who
used interactive and non-interactive site has been changed to 51 and 48. There is no
statistically significant difference between the two groups despite the fact that the
number of respondents is not the same in each one. We now know that the groups
are uniform in terms of how many people responded, so we can move forward with
analyzing the rest of the data.

3. Analysis of results Of Subtest In Research Model

The first step in testing a hypothesis is to establish statistically significant
differences between the interactive and non-interactive websites according to
subtests. Then a more profound analysis is undertaken by the questions used in the
survey which belong to these subtests.

Table 1. Subtests in the research model

\Website type M SD t p
IAttitude towards the Interactive 5.7516 1.09106 b 599 011
website Non-interactive  [5.1667 1.14854 ' '
. . Interactive 4.6797 .93799
Satisfaction Non-interactive  4.1875 1.07168 2.436 017
. .. |Interactive 5.5294 1.00206
Overall website quality Non-interactive 4.7708 1.17128 3.469 001
. . Interactive 4.7843 1.49444
Loyalty intention Non-interactive  4.3625 1.43017 1.433 195

M — Arithmetic mean (average value of variables in the sample); SD — Standard
deviation (average deviation of individual variable values from the sample
average); t — t-test, p- statistical significance

After performing the analysis, it is established that there are statistically
significant differences in the three subtests.
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Table 2. Respondents’ answers to questions within the subtests

Website type  [M s It b
Attitude towards the website
. o Interactive 5.8627 [1.21687
I think the website is good Non-interactive |5.4583 1125407 1.628 |107
. o Interactive 5.8039 [1.13172
I think the website is suitable Non-interactive 55,0208 1142156 3.041 003
. o . Interactive 5.5882 [1.38819
I think the website is appealing Non-interactive |5.0208 1146577 1.978 |051
Satisfaction
I am satisfied with the experience on|Interactive 5.4510 [1.47396 b 499|014
the website Non-interactive 4.7292 [1.39512 |~ '
This experience of looking for a jobjInteractive 4.7843 |1.57878 692 490
online is what | wanted Non-interactive |4.5417 [1.90138 [ j
This online experience did not go as l|Interactive 3.8039 [1.26522 1662 1100
had imagined Non-interactive [3.2917 [1.77402 [~ '
Overall website quality
The overall quality of looking for alnteractive 5.4706 [1.20587 b397 |018
job on a website is Non-interactive 4.8542 [1.35253 |~ j
. . Interactive 5.5882 [1.08030
My feelings towards the website are Non-interactive 14.6875 1L.25742 3.830 |.000
Loyalty intention
I will encourage my friends and|Interactive 4.8824 [1.63275
relatlyes to look for a job on th'SNon-interactive 43125 1191474 1.596 114
website
I will tell positive things about the|lnteractive 5.1765 [1.63347 1383 1170
website to other people Non-interactive |4.7292 [1.58100 [~ '
I will continue using the website to|lnteractive 4.7451 [1.75320 1539 |127
look for a job in the future Non-interactive |4.1875 [1.85261 [~ '
I would recommend this website to|lnteractive 5.1176 |1.77366 1043 1300
someone who asks me for advice Non-interactive |4.7500 [1.73205 [~ '
I consider this website my primary|interactive 4.0000 [1.66132
source of information regarding JObSNon-interactive 38333 158897 .509 .612
on the market

M — Arithmetic mean (average value of variables in the sample); SD — Standard
deviation (average deviation of individual variable values from the sample

average); t — t-test, p- statistical significance

186




9‘ Annals of Spiru Haret University.

Economic Series
Since 2000

e

ISSN:2393-1795  ISSN-L:2068-6900

Issue 4/2021

o “Attitude towards the website” (respondents who used an interactive website
have a higher score, M=5.75),

o “Satisfaction” (respondents who used an interactive website have a higher
score, M=4.68) and

¢ “Overall website quality” (respondents who used an interactive website have a
higher score, M=5.53).

Results Of Respondents By Answers Within The Research Model

Look in detail at the respondents’ answers within each subtest. You can see
questions on which there is a statistically significant difference in the respondents’
responses to the interactive and non-interactive sites.

Within the subtest “Attitude towards the website”, statistically significant
differences occur in the following questions:

¢ “T think the website is suitable” — the interactive website responders have a
higher score (M=5.8) than the non-interactive website responders (M=5.02)

¢ “I think the website is appealing” the interactive website responders have a
higher score (M=5.59) than the non-interactive website responders (M=5.02)

Within the subtest “Satisfaction”, there are statistically significant differences in
one question only — “T am satisfied with the experience on the website”, where a
higher score is achieved in the interactive website respondents (M=5.45) compared
to the non-interactive website respondents (M=4.73).

Within the subtest “Overall website quality”, statistically significant differences
are recorded in the following questions:

¢ “The overall quality of looking for a job on a website is” - the interactive
website respondents have a higher score (M=5.47) than the non-interactive website
respondents (M=4.85)

* “My feelings towards the website are” - the interactive website respondents
have a higher score (M=5.59) than the non-interactive website respondents (M=4.69)

Results of Applied Job/ Practice/ Training Course
From the above survey, it can be concluded that the use of interactive features
of a website influences the creation of attitudes towards the website, the
satisfaction of users, and the opinion on the overall website quality, while the use
of interactive features has no impact on building the users’ loyalty to the website.
The use of both types of the presented websites aimed at achieving effects on
consumers. The achieved impact on consumers is intended to invite users to a final
action, which means applying for a job/ practise/ training course. Table 3 presents
187
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how many respondents used for a job/ practise/ training course, how many
advertisements the respondents responded to, and the average number of
applications for a job/ practice per observed user.

Table 3. Results of applied job/ practice/ training course

Website type Interactive website Non-interactive Interactive/ Non-
website interactive

Number of registered 38 10 3.8

respondents

Number of applications 87 13 6.69

for practice/ course/
training course

The average number of 2.29 1.3 1.76
applications per
respondent

From the given table, we can see that the number of registered candidates is 3.8
times higher for the interactive website than for the non-interactive website; the
number of advertisements the respondents responded to during the survey is 6.69
times higher for interactive than for non-interactive website users, while the
average number of applications per respondent is 1.76 times higher for the
interactive than for the non-interactive website.

An interactive website also offers users the possibility of signing up for a
mailing list to receive all the news published at the registered e-mail address. Of
the respondents who used the interactive website, 15 respondents started the
mailing list sign up process. Of 15 respondents who started the mailing list sign up
process, seven respondents confirmed the registration via the link obtained by e-
mail. In comparison, eight respondents did not ensure the registration. Therefore,
their e-mail addresses are not included in the database of registered candidates for
receiving additional information regarding the application for a job/
practice/course.

4. Discussion

After conducting research, the results show that when introducing interactive
features of the website, we can expect the achieved effects in the form of a positive
attitude of users towards the site, greater satisfaction of site users and the
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impression of greater quality of the used site. Let us enter into a deeper analysis of
these subtests. It is determined that there is a statistically significant difference in
the questions “I think the website is suitable”, “I think the website is appealing”, “I
am satisfied with the experience on the website”, “The overall quality of looking
for a job on a website” and “My feelings towards the website are” where the users
of the interactive site gave a higher score. In this way, the first hypothesis, HO, is
proved: Known effects on consumers are created through interactive website
features. On the other hand, there is no statistically significant difference in the
subtest loyalty intention between the respondents who used an interactive website
and those who used a non-interactive website.

Further results support the fact that the interactive features of the site increase user
activity on the site itself [Yoon, Youn, 2016; Reynolds, Ruiz de Maya, 2013; Wolk,
Theysohn 2007; Grant, Clarke, Kyriazis, 2013]. By introducing interactive features
into the website in this research, it was also determined that users of the interactive
website could be connected to the company in the future by subscribing to the mailing
list. In this way, users remain in contact with the company. They can be acquainted
with all the news in the company, which leads to the possibility of repurchase and, in
the case of this research, returning to the site when re-searching jobs/internships/
training courses. Of the total number of candidates who used the interactive website,
seven candidates (approximately 12%) completed the application process; their
contacts were in the database, a significant percentage of potential users who will
contact the company. As this option is not possible for users of a non-interactive site, it
can be seen that the loss of retention of a potential user is significant.

Further in the paper, it is established that on interactive websites for applying
for a job/practice/ training course, the percentage of users who took the final action
and applied for a job/practice/ training course is 3.8 times higher than the number
of non-interactive website users. The number of applications for a job/ practise/
training course is 6.69 times higher for the interactive website than for the non-
interactive website.

5. Conclusion

The study, however, contains several limitations. First, due to the validity of the
results, the research was conducted in laboratory conditions. Second, the
respondents were not in their natural environment in which it would be more
pleasant for them to visit the website. Third, respondents also had limited time both
to visit the website and complete the survey questionnaire, which could affect the
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speed and reasoning of the respondents. Finally, the participants in the research are
first-year students, which includes only one age group of respondents.
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