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ABSTRACT  
The study aims to determine the effect different types 
of ads have on the perceived interactivity, and the 
effect of perceived interactivity on attitude-toward-the 
ad, attitude-toward-the brand and purchase intention.  
The survey research design was implemented to 
determine the relationship between variables.  To 
determine the effect of different types of ads the 
researcher developed two kinds of web banner ads, 
one animated and the other non-animated. The product 
advertised was a digital camera.  Subject of this study 
were graduate students of Bangkok University. 324 
Questionnaires were distributed.  Each respondent was 
randomly assigned to view different kinds of web 
banner ads.  The result from the study indicates that 
different types of ads do not provide a significantly 
different level of perceived interactivity, while there is 
a significant effect of perceived interactivity on the 
attitude-toward-the ad.  Also there are significant 
effects of attitude-toward-the ad on attitude-toward- 
the brand, attitude-toward-the brand on attitude-to- 
ward the ad, and attitude-toward-the ad on purchase 
intention. 
 

 บทคัดยอ 
งานวิจัยช้ินนี้มุงเนนที่จะทําการศึกษาถึงผลกระทบ 

ของชนิดของโฆษณาทางอินเทอรเน็ตที่มีตอการรับรูการมี
ปฏิสัมพันธ และผลกระทบของการรับรูการมีปฏิสัมพันธที่
มีตอทัศนคติที่มีตอช้ินงานโฆษณา ทัศนคติที่มีตอตราสินคา  
และแรงจูงใจในการซื้อสินคา งานวิจัยสํารวจนี้ไดถูกออก 
แบบเพื่อคาหาความสัมพันธของตัวแปรตางๆ โดยการคน 
หาผลกระทบของชนิดของโฆษณาทางอินเทอรเน็ตนั้น
นักวิจัยไดทําการพัฒนาช้ินงานโฆษณาชนิดแบนเนอรเปน 
2 ประเภท ไดแก ชนิดที่เคลื่อนไหวและชนิดที่ไมเคลื่อน 
ไหว สินคาที่ใชในการโฆษณา คือ กลองถายภาพดิจิตอล 
กลุมตัวอยางของงานวิจัยนี้ คือ นักศึกษาปริญญาโทของ
มหาวิทยาลัยกรุงเทพ จํานวน 324 คน ผูตอบแบบสอบถาม 
 

 
แตละคนจะถูกสุมใหไดชมช้ินงานโฆษณาที่ตางชนิดกัน
ผลการวิจัยช้ีวาชนิดของโฆษณาทางอินเทอรเน็ตไมได
ใหผลของการรับรูการมีปฏิสัมพันธที่ตางกันอยางมี
นัยสําคัญ แตทั้งนี้การรับรูการมีปฏิสัมพันธมีผลกระทบ
อย า งมีนั ยสํ าคัญตอทัศนคติที่ มี ต อ ช้ินงานโฆษณา 
นอกจากนี้ยังพบวาผลกระทบที่มีนัยสําคัญอื่นๆ อีก ไดแก 
ผลกระทบของทัศนคติที่มีตอช้ินงานโฆษณาตอทัศนคติที่
มีตอตราสินคา ผลกระทบของทัศนคติที่มีตอตราสินคาตอ
ทัศนคติที่มีตอช้ินงานโฆษณา และผลกระทบของทัศนคติ
ที่มีตอช้ินงานโฆษณาตอแรงจูงใจในการซื้อสินคา 
 
RATIONAL  

The Internet, the new medium equipped with 
many advantages for marketers and advertisers to 
build their businesses, is becoming a part of every 
one’s life.  Thousands of web sites are created every- 
day, but among those web sites only few succeed. In 
this highly competitive atmosphere, the idea of 
branding was raised to help marketers and adver- 
tisers to make their web site survive and succeed on 
the Internet. 

Apparently, to communicate a brand to the con- 
sumers, advertising is one of the communication 
tools that has been used for many years.  There are 
many types of ad formats for Internet advertising 
among those formats, the web banner ad is the one 
that has been mostly used.  According to the Internet 
Advertising Bureau’s “IAB Internet Advertising 
Revenue Report”, banners so far remain the pre- 
dominant format of online advertising, at fifty-eight 
percent of online revenue (Kanua, 2000). 

Even though the web banner ad is the most fre- 
quently used on the Internet, its limited capacity size 
and download time cannot demonstrate more inter- 
active multimedia. So there is the problem that web 
banner ads lack interactivity.   

However, interactivity is the sense that each 
individual differently perceived from their psy- 
chological to communication process (e.g., Blattberg 
and Deighton 1991; Kirsch 1997; Milheim 1996; 
 



 

Newhagen, Corders, & Levy 1995).  It is the good 
indicator of attitude-toward-the ad for the interactive  
ads (Cho & Leckenby, 1999; G. Wu, 1999).  There- 
fore, interactivity plays an important role as an 
influence on the attitude-toward-the ad and attitude-
toward-the website. 

According to the hierarchy of effect, attitude-
toward-the ad tends to have a strong direction impact 
on the attitude-toward-the brand, which in turn tends 
to trigger a strong positive effect on purchase inten- 
tion (Brown & Stayman, 1992). Hence, it is interesting 
to investigate how the perceived interactivity of a 
web banner ad affects brand attitude and purchase 
intention in the interactive environment, because the 
web banner ad is one of the most used ad formats on 
the Internet. 
 

PURPOSE OF THE STUDY 
The objectives of this study are discussed as 

follows 
• To determine the impact of type of ad on 

perceived interactivity 
• To determine the impact of type of ad, per- 

ceived interactivity of web banner ad, and 
attitude-toward-the brand on attitude-toward-
the ad 

• To determine the impact of attitude-toward- 
the ad and perceived interactivity on attitude-
toward-the brand 

• To determine the impact of attitude-toward-the 
ad and attitude-toward-the brand on purchase 
intention 

 
LITERATURE REVIEW 

Definition of interactivity 
“Interactivity” the term that has been used by 

many researchers and scholars in describing the 
characteristic of new medium, the Internet.  Although 
the term “interactivity” has received considerable 
attention from a number of scholars, it remains an 
overused, underdefined concept (Heeter, 2000).  
Despite its unclear concept, interactivity can be 
categorized into two concepts, which are human-
media and human-message interaction. 

The first perspective defines interactivity as the 
interaction between human and media.  The human-
media interaction means interaction between users 
and characteristic of medium that can produce 
interactivity. According to Steuer (1992, p. 84), inter- 
activity is “the extent to which users can participate 
in modifying the form and content of a mediated 
environment in real time”.  He presented three factors 
that contribute to interactivity: speed, which refers to 
the rate at which input can be assimilated into the 
mediated environment; range, which refers to the 
number of possibilities for action at any given time; 
and mapping, which refers to the ability of a system 
to map its controls to changes in the mediated 

environment in a natural and predictable manner 
(Steuer, 1992). 

To define “interactivity”, Steuer’s definition has 
been widely used by other scholars. In 1998, Bezjian-
Avery, Calder and Iacobucci developed the concept   
of interactivity as the ability to control information. 
Bezjian-Avery et al.  Stated that traverses, which 
means making choice at every branch point, is the key 
for interactive advertising (Bezjian-Avery, Calder and 
Iacobucci, 1998).  Coyle and Thorson (2001) tried to 
find the relationship between telepresence and inter- 
activity.  This relationship shares similarities with 
Steuer’s dimensions of interactivity and telepresence.  
Ghose and Dou (1998) used Steuer’s definition of 
interactivity to develop twenty-three variables that 
contribute to interactivity of the web site.  As Lombard 
and Snyder-Duch (2001) proposed that “central of the 
idea of interactivity is the concept of control, either    
of elements of physical world or of information” (para. 
8).  Klien (2001) used both Lombard and Snyder-
Duch’s and Steuer’s definitions in her work. She 
focused on range, since it is the component where they 
have the most control (Klien, 2001). 

Another dominant concept of interactivity, which 
is widely used, is the Hoffman and Novak (1996) 
conceptualization.  In order to define the characteristic 
of computer-mediated media, Hoffman and Novak 
indicated that interactivity is the product of a two-way 
communication.  Feedback is the key to contribute 
interactivity.  They proposed three characteristics of 
media that provide interactivity: the number of linked 
sources available, which refers to how many sources 
of contents are readily accessible or available to the 
user at any given usage opportunity; media feedback 
symmetry, which refers to whether different parties in 
the communication process employ differing media 
bandwidths for sending information; and temporal 
synchronicity, which means interaction occurs in real 
time (Hoffman & Novak, 1996). 

Rather than the ability to influence or modify the 
content of medium and ability to capture the bi-
directional flow of information that is mentioned 
above, Liu (2002) proposed synchronicity as another 
dimension of interactivity.  He proposed three dimen- 
sions of interactivity: active control, which is the 
ability to influence or modify a communication; two-
way communication, which captures the bidirectional 
flow of information; and synchronicity, which corres- 
ponds to the speed of the interaction (Liu, 2002, p. 3).  
Based on this conceptualization, there is another study 
that supports this concept.  McMillan and Hwang 
(2002) proposed three elements of interactivity: direc- 
tion of communication, user control and time.  These 
three variables are similar to Liu’s three dimensions of 
interactivity.  

Despite focusing on the characteristic of the 
medium only, Ha and James (1998) presented another 
definition of interactivity that includes some inter- 
personal factors.  To these interpersonal factors, it 
requires a certain characteristic of medium to respond. 
 



 

They defined interactivity as “the extent to which the 
communicator and audience respond to, or are willing 
to facilitate, each other’s communication needs” (Ha 
& James, 1998, p. 461).  Five dimensions of inter- 
activity have been proposed: playfulness, which refers 
to the characteristic of medium that can provide 
pleasure for an individual; choice, which refers to the 
availability of choice and of unrestrained navigation in 
the cyberspace; connectedness, which refers to the 
feeling of being able to link to the outside world and to 
broaden one’s experience; information collection, 
which consists of audience’s willingness to provide 
information or the automatic recording of audience’s 
data; and reciprocal communication, which refers to 
the presence of response mechanisms on a web site 
(Ha & James, 1998). 

The second perspective, human-message inter- 
action, defines interactivity as the perception of the 
individual toward messages, and “natural attribute of 
interpersonal communication” (Morris & Ogan, 1996).  
In 1988, Rafaeli defined “interactivity” as an ex- 
pression of the extent that in a given series of com- 
munication exchanges, any third (or later) transmission 
(or message) is related to the degree to which previous 
exchanges referred to even earlier transmission. 

In 1997, Rafaeli and Sudweeks noted that 
interactivity is not a characteristic of the medium.  It 
is a process-related construct about communication. 
It is “the extent to which messages in a sequence 
relate to each other, and especially the extent to 
which later messages recount the relatedness of 
earlier messages” (Rafaeli & Sudweeks, 1997, para. 
7).  With this notion, interactivity is a subjective 
experience that individuals differently perceive. 
Many scholars try to clarify this.  Cho and Leckenby 
(1999) defined interactivity in advertising as “the 
degree to which a person actively engages in ad- 
vertising processing by interacting with advertising 
messages and advertisers” (Cho & Leckenby, 1999, 
para. 7).  They identified three elements that con- 
tribute to interactivity: level of involvement, which 
refers to individual’s perceptions of importance or 
personal relevance for an object, event or activity; 
perceived message-relatedness, which refers to “the 
extent to which messages in banner ads are related to 
those in target ads, and the extent to which target ads 
recount the relatedness of banner ads; and perceived 
message-personalization, which refers to how user 
perceived messages are intimate and personal to them 
(Cho & Leckenby, 1999). 

Despite the complex definition of interactivity 
from all mentioned above, “interactivity” can be 
defined as “a situation-dependent outcome generated 
from a process in which actors who have different 
goals mutually and continuously try to find the 
corresponding point between themselves within a 
given structure” (Sohn, Leckenby & Jee, 2003, para. 
11).  Moreover, Choi, Miracle and Biocca (2001) 
stated that interactivity is not the outcome of media 
interaction only, but also the interpersonal inter- 
action.  They proposed that interactivity generated 

from the number of choices available in modifying 
the form and content of a medium or how closely the 
medium simulates face-to-face communication (Choi, 
Miracle and Biocca, 2001). To summarize the defini- 
tion of “interactivity”, the researcher finds that 
“interactivity” cannot be generated from media or 
individual’s perception alone, both of them need to 
cooperate equally to contribute to interactivity.  

 
Perceived interactivity: conceptual definition 
From the above-mentioned definitions, interactivity 

will occur only when actors or users experience it.  
So it can be conceptualized as the perceived inter- 
activity of actors or users.  With this notion, there are 
only few studies that emphasize on its architectures 
and consequences. 

In 2002 Jee and Lee tried to find the antecedents 
of perceived interactivity by focusing on the inter- 
personal factors.  The study found that “Need for 
cognition” is a significant predictor of perceived 
interactivity on a web site (Jee & Lee, 2002).  More- 
over they found that the consequence of high per- 
ceived interactivity yields a good attitude toward the 
website.  The study emphasizes only on the factors 
that affect the degree of perceived interactivity, not 
the element of perceived interactivity, the main focus 
of this study.  Therefore, this study defines perceived 
interactivity by relying on the elements of inter- 
activity, not the influencing factors of perceived 
interactivity. 

As Newhagen, Coders and Levy (1995) pro- 
posed the concept of perceived interactivity as “a 
two-dimensional construct: internally-based efficacy 
and externally-based system efficacy” (p. 166) in 
their study of the perception on interactivity in 
viewer mail on the Internet of Nightly@nbc.com, the 
internally-based efficacy is the sense of the senders 
that they can provide the way for receivers to send 
feedback such as e-mail, while the externally-based 
efficacy can be defined as the sense of receivers on 
how well they can cope with the message style and 
content they received.  With this notion of perceived 
interactivity, G. Wu (1999) proposed that internally-
based efficacy can be translated into his or her 
perceived control over where s/he is and where s/he 
is going, while externally-based efficacy can be 
rendered into his or her sense of responsiveness 
which refers to the perceived speed and amount of 
any change a web user can produce. 

Based on G. Wu’s concept, the perceived inter- 
activity consists of two dimensions, which are 
navigation and responsiveness. The factors that 
contribute to the perceived interactivity are range, 
temporal synchronicity, perceived message-related- 
ness, and perceived message-personalization. With the 
navigation dimension, Steuer (1992) proposed three 
factors that contribute to interactivity, one of which is 
range, which refers to the number of possibilities for 
action at any given time.  To control over where to go 
on the Internet, range is considered as a navigation 
tool. 



 

Responsiveness, another dimension of perceived 
interactivity, is not only the perceived speed and 
amount of change a user can produce, but also the 
psychological perception of the user.  To describe 
responsiveness in term of perceived speed and 
amount of change a user can produce, the first factor 
that contributes to interactivity in Steuer’s work is 
speed, which refers to the rate at which input can be 
assimilated into the mediated environment.  Hoffman 
and Novak (1996) also proposed the temporal 
synchronicity factor, which means interaction occurs 
in real time, as one of the key characteristics of 
interactivity. To define responsiveness in terms of 
psychological perception, the degree to which a 
person actively engages in advertising processing by 
interacting with advertising messages is one of the 
keys to interactivity.  Cho and Leckenby (1999) pro- 
posed two factors involved in measuring the degree  
a person interacts with advertising messages.  First   
is the perceived message-relatedness, which refers   
to the extent to which messages in banner ads are 
related to those in target ads, and the extent to which 
target ads recount the relatedness of banner ads. 
Second is the perceived message-personalization, 
which refers to how user perceives messages as 
intimate and personal to them. 

The study intends to study the perceived inter- 
activity among web banner ads, which is the only one 
element the user can influence or modify.  The 
researcher finds that it is inappropriate to use “range” 
as an element of perceived interactivity among web 
banner ads.  Thus perceived interactivity in this study 
will have only three elements: temporal synchronicity, 
perceived message-relatedness, and perceived message-
personalization. 

 
Types of web banner ads 
Banner ads that have been used rapidly by the 

web marketers to drive traffic to their web site has 
two dominant formats, animated and non-animated 
banners.  Many researches study the effectiveness of 
the banner ad through click-through rate and copy 
testing (Briggs & Hollis, 1997; Hofacker & Murphy, 
1998; and Manchanda, Dubé, Goh, & Chintagunta, 
2002), but there are very few trying to explore the 
effect of different types of banner ads. Brown (2002) 
found that a banner ad with pull-down menus, which 
generate more interactivity, attracts more attention and 
has a strong persuasive impact than a static banner.  
Also in Li and Bukovac (1999)’s study, they found 
that animated banner ads result in quicker response 
and better recall than non-animated banner ads. 

 
Consequences of perceived interactivity 
Many researches, conducted over perceived 

interactivity, found that perceived interactivity was 
highly related to attitude-toward-the ad or the target 
ad, which is the web site.  Cho and Leckenby (1999) 
found that a higher degree of interactivity yields 
better advertising effects (i.e., favorable attitude 
toward the target ad, favorable attitude toward brand 

and high purchase intention).  G. Wu (1999) con- 
ducted a study to examine the relationship between 
perceived interactivity and attitude toward web site.  
He found that attitude toward web site positively 
relates to their perceived interactivity of the web   
site (G. Wu, 1999).  Also, Jee and Lee (2002) found     
that perceived interactivity is highly correlated with 
attitude toward web site. 

With only few studies trying to examine the con- 
sequence of perceived interactivity among web sites, 
there are no studies emphasizing on consequences of 
perceived interactivity among banner ads.  Banner ad, 
one of the interactive advertising formats, is like 
another traditional advertisement that is used to per- 
suade and draw attention.  In this study, the researcher 
tries to find if the perceived interactivity of banner ads 
yield better advertising effects as the perceived 
interactivity from web sites.  To study this, the adver- 
tising hierarchy of effect will be discussed below.  

 
Advertising hierarchy of effect 
According to the advertising hierarchy of effect, 

it is believed that consumers progress through to 
translate advertising into purchase behavior (Lavidge 
& Steiner, 1961).  There are three behavioral dimen- 
sions: cognitive, affective, and conative in the hierar- 
chy.  The cognitive domain encompasses all the thought 
processes that a consumer has about a certain product 
or brand; the affective domain addresses the emotions 
and attitudes that a consumer possesses or displays 
toward a product or brand; the conative dimension 
denotes the motives that a consumer has and the 
behavioral actions s/he per- forms with respect to a 
product or brand (Lavidge and Steiner, 1961).  In 
other words, a consumer will process his/her decision 
through the process of think-feel-do.  This process is 
also being adopted by the advertising practitioners 
and scholars and makes it easier to understand. 

One of the significant factors is attitude-toward-the 
ad, it was defined as “a deposition to respond in a 
favorable or unfavorable manner to a particular adver- 
tising stimulus drive particular exposure occasion” 
(Lutz, 1985, p. 48).  Its importance as a good indicator 
of ad effectiveness has been reassured by many 
researches over decades.  In 1986, McKenzie, Lutz and 
Belch developed four alternative structural specifica- 
tions of the mediating role of attitude-toward-the ad. 

“The models are an affective transfer, a direct 
causal relationship from attitude-toward-the ad to 
attitude-toward-the brand; a dual mediation model, 
an indirect one-way causation from attitude-toward-
the ad through brand cognition to attitude-toward-  
the brand, as well as direct causation from attitude-
toward-the ad and attitude-toward-the brand; a 
reciprocal mediation, a direct two-way causation 
between attitude-toward-the ad and attitude-toward-
the brand; and an independent influence, a mutual 
independence of attitude-toward-the ad and attitude-
toward-the brand, with each exerting direct one-way 
causal influence on purchase intention” (Gresham & 
Shimp, 1985, p. 10). 



 

Figure1: Four Alternative Structural Specifications of  
the Mediating Role of Aad 
 
A. Affect transfer       B. Dual mediation 
     Hypothesis               Hypothesis 
 
Cad        Aad              Cad            Aad 
 
Cb           Ab         Ib      Cb            Ab          Ib 

 
C. Reciprocal mediation         D. Interdependent  
     Hypothesis            influence Hypothesis 
 
Cad      Aad       Cad           Aad 
 

Cb         Ab       Ib      Cb          Ab           Ib 

Key  Cad represents ad cognition. 
  Cb represents brand cognition. 
  Aad represents attitude toward the ad. 
  Ab represents attitude toward the brand. 
  Ib represents intention to purchase the brand. 
 
Source: MacKenzie, S. B., Lutz, R. J., & Belch, G. E. 
(1986).  The role of attitude toward the ad as a 
mediator of advertising effectiveness: a test of com- 
peting explanations.  Journal of Marketing, 23(May), 
130-143. 

The result of this study indicated that the dual 
mediation model is superior to the other three models 
(McKenzie, Lutz, & Belch, 1986).  This model has 
been widely discussed in many studies about attitude-
toward-the ad and advertising effectiveness (Burke & 
Edell, 1986; Mitchell, 1986; Burton & Lichtenstein, 
1988; Machleit & Wilson, 1988; Muehling & Laczniak, 
1988; Brown & Stayman, 1992).  Batra and Ray 
(1985)’s study about affective responses mediating 
acceptance of advertising found that attitude-toward-
the ad has a significant impact on brand attitude.  
There is another study that indicates that attitude-
toward-the ad does affect attitude-toward-the brand as 
much under a brand evaluation set as under a non- 
brand evaluation set (Garner, 1985). 

 
Motivation theory 
MacKenzie and Spreng (1992) have conducted the 

study about how motivation moderates the impact of 
central and peripheral processing on brand attitude  
and intention.  They found that increasing motivation to 
evaluate an advertised brand, through the manipulation 
of consumer processing goals, increases the impact of 
central brand processing on brand attitude and 
increases the impact of brand attitude on purchase 
intention.  As the traditional ELM conceptually defined 
involvement as motivation and ability to process 
advertising messages (Petty & Cacioppo, 1983), the 

issue of involvement has ben brought up for discussion 
widely. 

Consumer researchers have employed several 
different conceptualizations and operationalizations 
of involvement. For instance, Batra and Ray (1983) 
suggested that most prior research has used the    
term involvement to describe one of the two pheno- 
mena: involvement with a product class, or involve- 
ment with an advertising message (Petty, Cacioppo, 
& Schumann 1983).  In an ad-processing context, 
research has found that a high level of involvement is 
positively related to a high advertising effect (S. I. 
Wu, 2001; Laczniak & Muehling, 1993). 

Recently, the concept of involvement has been 
employed in banner ad effectiveness studies (e.g., 
Briggs & Hollis 1997; Cho 1999; Yoo, Kim & Stout, 
2004) as well, and found to affect individual’s click-
through, and attitudes toward the banner ad and 
brand.  For example, Briggs and Hollis (1997) found 
that high-involvement products were remembered 
better than low-involvement products. Cho (1999) 
reported that people with high product involvement 
are more likely to click through banner ads than are 
those with low product involvement, and higher 
click-through rates, in turn, lead to more favorable 
attitudes toward the banner ad and brand. Further- 
more, Yoo, Kim and Stout (2004) noted that an 
individual’s product involvement moderates the 
effects of animated banner advertising on recall, 
attitude-toward-the ad and click-through intention.  

 
Conceptual model 
This section presents a proposed conceptual 

model for the current research based on the preceding 
discussion of the three underlying concepts: per- 
ceived interactivity, type of banner ad, and adver- 
tising hierarchy of effect. (See figure 2) 

The overall perspective for the conceptual model 
is to examine the impact of the perceived interactivity 
on the advertising hierarchy of effect.  In order to 
investigate the effect of perceived interactivity on an 
advertising hierarchy of effect, it is necessary to 
examine the impact of the other factors on a perceived 
interactivity.  Therefore, type of ads was taken to 
analyze its effect on perceived interactivity and three 
elements of the advertising hierarchy of effect: 
attitude-toward-the ad, attitude-toward-the brand, and 
purchase intention, were also taken to measure how 
perceived interactivity affects. 

 

CONCEPTUAL FRAMEWORK 
The banner advertisements using pull-down 

menus are more effective than traditional, static 
banners (Brown, 2002).  It was found that banners that 
giving users more possibilities to modify the features 
are providing more interactivity than static banners.   
Li and Bukovac (1999) also found that animated 
banner ad yields better result in quicker response and  
 



 

better recall than non-animated banner ad.  Since 
dimensions of perceived interactivity are factors that 
require a cognitive process, the animated banner ad 
that produces a good response and recall might 
produce a high degree of perceived interactivity and a 
better attitude-toward-the ad. Thus, hypothesis one and 
two are proposed as follows: 

 
H: 1 Animated banner ads will yield a higher 

degree of perceived interactivity than non-animated 
banner ad. 

H: 2 Animated banner ads will yield a higher 
degree of attitude-toward-the ad than non-animated 
banner ad. 

 
A recent study found that interactivity is the direct 

factor in consumer persuasive outcomes (i.e., attitude-
toward-the ad, attitude-toward-the brand, and attitude-
toward-web site) (Macias, 2003).  Because perceived 
interactivity is a variable that is comprised of three 
dimensions, which require a participation and com- 
prehension of users, the more users participate and 
comprehend the more favorable attitude-toward-the 
ad/brand. Cho and Leckenby (1999) also found that a 
higher degree of interactivity yields better advertising 
effect (i.e., favorable attitude toward target ad, 
favorable attitude toward brand, and higher purchase 
intention).  Thus, hypothesis three and four are pro- 
posed as follows: 

 
H: 3 A high degree of perceived interactivity of 

banner ad will have a positive effect on attitude-
toward-the ad. 

H: 4 A high degree of perceived interactivity of 
banner ad will have a positive effect on attitude-
toward-the brand. 

 
Attitude-toward-the ad, one of the advertising 

effectiveness indicators, has been examined by many 
scholars about its role.  One of the famous studies is 
the study of MacKenzie et al, which indicated that 
attitude-toward-the ad influences brand attitude both 
directly and indirectly (MacKenzie et al, 1986).  Also, 
the researcher wants to know whether the attitude-
toward-the brand provides the reciprocal effect. 
Thus, hypotheses five and sixth are proposed as 
follows: 

H: 5 A positive attitude-toward-the ad will have 
a positive effect on attitude-toward-the brand. 

H: 6 A positive attitude-toward-the brand will have 
a positive effect on attitude-toward-the ad. 

 
Attitude-toward-the ad may has a direct causal 

relationship, which flows from attitude-toward-the ad 
to attitude-toward-the brand, and also the non-causal 
relationship, in which attitude-toward-the ad and 
attitude-toward-the brand independently influence pur- 
chase intention.  Thus, hypothesis seven and eight are 
proposed as follows: 

H: 7 A positive attitude-toward-the ad will have 
a positive effect on purchase intention 

H: 8 A positive attitude-toward-the brand will 
have a positive effect on purchase intention 

 
In sum, there are eight hypotheses in this study. 

Each hypothesis is trying to find the different 
relationship and effect.  The first hypothesis is trying 
to find the relationship between type of ad and level of 
perceived interactivity.  The second hypothesis is 
trying to find the relationship between type of ad and 
degree of attitude-toward-the ad.  The third hypothe-  
sis is trying to find the relationship between level of 
perceived interactivity and degree of attitude-toward-
the ad.  The fourth hypothesis is trying to find the 
relationship between level of perceived interactivity 
and degree of attitude-toward-the brand.  The fifth 
hypothesis is trying to find the relationship between 
degree of attitude-toward-the ad and degree of 
attitude-toward-the brand.  The sixth hypothesis is 
trying to find the relationship between degree of 
attitude-toward-the brand and degree of attitude-
toward-the ad.  The seventh hypothesis is trying to 
find the relationship between degree of attitude-
toward-the ad and degree of purchase intention.  The 
last hypothesis is trying to find the relationship 
between degree of attitude-toward-the brand and 
degree of purchase intention. 

 

Figure2: Conceptual model 
 

 

 

 

 

 

 

 

 

METHODOLOGY 

Population and sample 
The population are the Internet users in upper-

middle socio-economic class.  As the purpose this 
study also takes account of how perceived 
interactivity would have an effect on purchase 
intention, those users must have an ability to 
purchase product on the Internet.  Thus, the adult 
Internet users in upper-middle socio-economic class 
tend to have more purchasing ability than teenagers.  
The accessible and appropriate populations for this 
study includes the MBA and MACA evening 
program students because their characteristic matches 
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the criteria of the study as the majority are the adults 
who are working and have the ability to purchase 
product on the internet. 

The sample was drawn from master degree 
students (evening program) in two schools at Bang- 
kok University, semester year 2002 and 2003. The 
total numbers are 354 students; 250 are in the Thai 
program and 104 are in the International program. 

The subjects were selected from both schools as 
they share some similar characteristics, which yield 
homogeneity among them.  That is, they study in 
Bangkok University in the evening and work during 
daytime; hence, they share a similar social and edu- 
cational status.  To be qualified for this study, the sub- 
jects were defined as persons who utilize the Internet as 
a tool to communicate. 

75.6% of the surveyed respondents were female 
while 24.4 were male.  Most of them have an income 
less than 20,000 baht per month. 

All respondents had experience with the Internet.  
They were defined as moderated users of the Internet 
because the mean score of frequency of use is 3.8095 
while they took 2 hours 53 minutes per usage 
 
RESEARCH INSTRUMENT  

A digital camera 
A digital camera, which is defined as a high 

involvement product, was selected to use in the ad. 
As a research of Cho (1999) revealed that people in a 
high involvement situation are doing a higher level of 
interactivity than people in a low involvement situa- 
tion. One hypothetical brand of a digital camera, 
labeled brand A, was defined using two attributes: 
static and animated.  To control the language problem, 
both static and animated web banner ads’ headlines 
and copies were in Thai.  

Static Web Banner Ad 
The hypothetical brand of a digital camera, labeled 

brand A, was used in the web banner ad. The messages 
in the banner informed about features, model and price.  

Animated Web Banner Ad 
A digital camera in an animated web banner ad 

was of the same brand as in the static web banner ad, 
but the messages were animated.  

Questionnaire 
Respondents were asked to respond individually 

to the questionnaire consisting of the questions to 
measure the level of perceived interactivity, attitude-
toward-the ad, attitude-toward-the brand and pur- 
chase intention, as well as personal data such as sex, 
age, and the Internet surfing experience 

 
 
 
 

 

MEASUREMENT 
This study tends to measure four main constructs.  

The first construct is the level of perceived inter- 
activity.  Originally, G. Wu developed the measure- 
ment for level of perceived interactivity in 1999.         
A battery of ten Likert scales items was developed 
based on two-component conceptualization of per- 
ceived interactivity: navigation and responsiveness  
(G. Wu, 1999).  On account of the web banner ad 
limitation that the perceived level of navigation could 
not be measured, this study will measure the res- 
ponsiveness, the only dimension of perceived inter- 
activity that can be measured.  The second construct is 
the attitude-toward-the ad, which explains the overall 
evaluation of web banner ads.  The third construct is 
the attitude-toward-the brand, which explains the 
effect of attitude-toward-the ad on brand choice and 
attitude-toward-the brand.  The last construct is the 
purchase intention, which is used to measure the 
purchase intention of respondents. . 

 
Perceived Interactivity 
A battery of seven Likert scale items were 

developed to measure level of perceived interactivity.  
These seven items were based on three-component 
conceptualizations of perceived interactivity: two items 
to measure perception of temporal synchronicity, three 
items to measure perception of perceived message-
relatedness, and two items to measure perception of 
perceived message-personalization.  

 
Attitude-Toward-The Ad 
A battery of fifteen Likert scale items were 

developed to capture the cognitive and affective infor- 
mation. Most of the scales still have an unclear source 
due to the lack of information provided in articles 
(Bruner & Hensel, 1992).  These scales, including both 
cognitive and affective, were selected based on a 
review of existing research (Killbourne, 1986; 
Laczniak & Muehling, 1993; Mitchell & Olsen, 1981, 
cited in Bruner & Hensel, 1992).  For example, Mac- 
Kenzie and Lutz (1989, cited in Bruner & Hensel, 
1992) developed scales to test the relations between 
attitude-toward-the ad and brand attitude, and attitude-
toward-the ad and ad credibility.  

This instrument has been tested over time. 
Previous reports of the reliability of this instrument 
are varying from one researcher to another. In a study 
by Mitchell and Olsen (1981, cited in Bruner & 
Hensel, 1992) the cronbach’s alpha was .87, while 
Kilbourne’s study was .88 (1986, cited in Bruner & 
Hensel, 1992), and Laczniak and Muehling’s study 
was .93 (1993, cited in Bruner & Hensel, 1992). 

 
 
 
 
 
 
 



 

Attitude-toward-the brand 
The scale was developed by Gardner (1985, cited 

in Bruner & Hensel, 1992) and was used by Mitchell 
(1986, cited in Bruner & Hensel, 1992).  Biehal, 
Stephens, and Curlo (1992) examined how attitude-
toward-the ad affects brand choice.  The result showed 
that attitude-toward-the ad has a direct effect on brand 
choice and an indirect effect on attitude-toward-the 
brand.  For the reliability of these scales, Cronbach’s 
alpha was reported to be .93 (Bruner & Hensel, 1992). 
 

Purchase Intention 
This scale was used to measure the inclination of 

consumers in purchasing a specific product (Bruner & 
Hensel, 1992).  The scale was firstly developed by 
Baker and Churchill (1977, cited in Bruner & Hensel, 
1992) to study the physical attractiveness of models in 
advertisements.  Though the scale was developed to 
measure the conative dimension of one’s attitude-
toward-the ad, the statements instead measured the 
conative dimension of attitude-toward-the brand.  This 
scale, therefore, did not measure the behavioral inten- 
tion toward an ad but rather the behavioral intention 
toward the product described in an ad (Bruner & 
Hensel, 1992). 

The scale reliability, Kilbourne (1986, cited in 
Bruner & Hensel, 1992), Kilbourne, Painton, and 
Ridley (1985, cited in Bruner & Hensel, 1992), and 
Perrien, Dussart, and Paul (1985, cited in Bruner & 
Hensel, 1992) reported alphas of .73, .91 and .8115, 
respectively.  Moreover Okechuku and Wang (1988, 
cited in Bruner & Hensel, 1992) reported two alphas: 
.82 and .77 for clothing and shoe ads, respectively.  

 

PRETEST OF THE INSTRUMENTS 
Firstly, a panel of five academic experts was 

conducted to test the reliability and validity of the 
instrument.  The information from the panel of experts 
was used to improve the wording of the questionnaire 
and web banner ad.  The researcher adjusted unclear 
wording or phrases of the questionnaire and also the 
speed of the web banner ad transition.  After the panel 
of experts, those adjustments in the survey question- 
naire and web banner ad were sent to conduct a pilot 
study. 

A pilot study was conducted to test the responses 
of the participants to the web banner ads and ques- 
tions, and to determine the clarity of web banner ads 
and questions, as well as other details. The pilot 
study helped in sharpening the understandability of 
the information for its intended subjects. 

The subjects of the pilot test were 30 MBA 
students who had experience with the Internet.  The 
result of the pilot study was used to improve the ques- 
tionnaire.  The researcher took four questions, of which 
1.) One question about perceived interactivity, 2.) Two 
questions about attitude-toward-the ad, 3.) One question 
about attitude-toward-the brand, out due to its effect 
on the reliability of the instrument. 

Cronbach’s alpha coefficients to assess the 
reliability of each instrument in pre-test were reported as 
follows.  The Cronbach’s alpha coefficient of perceived 
interactivity instrument was .614. Cronbach’s alpha 
coefficient of attitude-toward-the ad instrument was 
.894.  Cronbach’s alpha coefficient of attitude-toward-the 
brand was .900.  Cronbach’s alpha coefficient of pur- 
chase intention instrument was .789.  The pretest pro- 
cess took about 3 weeks to be completed.  

 

DATA COLLECTION PROCEDURES 
After the proposed topic was approved, per- 

mission had been sought from the dean of the graduate 
school of Bangkok University to distribute the ques- 
tionnaire in the classes of MBA and MACA evening 
programs.  The hypothetical web banner ads were 
posted on the university web site. 

The researcher also asked for permission from the 
MBA and MACA professors during the beginning of 
the classes to distribute the questionnaire that was 
translated into Thai by using the method of back tran- 
slation.  Then, the researcher explained about the 
objective of the study.  Each subject was randomly 
assigned to one of the two type of stimulus (static vs. 
animated banner ad).  Subjects were asked to view the 
web banner ad, then complete the questionnaire and 
return it back to the graduate school office in their next 
class.  The subjects were exposed to a different set of 
banner ads, which were non-animated and animated 
web banner ads, in a balanced way.  The retrieved 
questionnaires were coded into the SPSS program for 
tabulation and computation.  Data was then treated 
statistically.  The process took about 3 weeks.  Even- 
tually, 168 completed questionnaires were returned, 
for a response rate of 51.85 %. 

 
DATA ANALYSIS  

After collecting the data, the respondents’ scores  
were tallied and summed to obtain the total score of 
each measuring instrument.  The subjects were divided 
into two groups: high level perceived interactivity 
and low level of perceived interactivity in order to 
study the effects of each level of perceived inter- 
activity.  

To test hypotheses, the researcher used the 
multiple regression to test.  There are four regression 
models in this study, which are 

Perceived interactivity = α + β type of ad 

Attitude-toward-the ad = α + β1 type of ad + β2  
perceived interactivity + β3 Ab 
Attitude-toward-the brand = α + β1 Aad + β2 
perceived interactivity 
Purchase intention = α + β1 Aad + β2 Ab 

 



 

Each regression model has different independent 
and dependent variables.  The first regression models 
tries to find the relationship of type of ad and per- 
ceived interactivity.  The independent variable is the 
type of ad, while the dependent variable is perceived 
interactivity.  The second regression model is trying to 
find the relationship among type of ad, perceived 
interactivity and attitude-toward-the brand that has    
an effect on attitude-toward-the ad.  The independent 
variables are type of ad, perceived interactivity and 
attitude-toward-the brand, while attitude-toward-the  
ad is a dependent variable.  The third regression model 
is trying to find the relationship between attitude-
toward-the ad and perceived interactivity that has an 
effect on attitude-toward-the brand.  The independent 
variables are attitude-toward-the ad and perceived 

interactivity, while attitude-toward-the brand is the 
dependent variable.  The last regression model is trying 
to find the relationship between attitude-toward-the ad 
and attitude-toward-the brand, which have an effect  
on purchase intention.  The independent variables are 
attitude-toward-the ad and attitude-toward-the brand, 
while purchase intention is the dependent variable. 

Collected data were encoded by using the SPSS 
program, and subsequent computations are made using 
this computer program.  Frequencies and percentages 
were employed in presenting the descriptive profile of 
both respondents. 

Specifically, the multiple regression analysis was 
used to test each hypothesis. The level of significance 
for all tests is set at .05. 

 
RESULTS 

Table 1: Reliability analysis of perceived Interactivity 

Scale Mean if 
Item Deleted 

Scale Variance if 
Item Deleted 

Corrected Item- 
Total Correlation 

Squared Multiple 
if Item 

Correlation 

Alpha Item 
Deleted 

1    13.8988 
2    14.1964 
3    14.4226 
4    13.5714 
5    14.5893 
6    14.5000 

11.1813 
11.1169 
10.8802 
11.7314 
11.2016 
11.0180 

.5171 

.4913 

.5501 

.3903 

.5419 

.5638 

.4452 

.4387 

.3048 

.1701 

.5013 

.5128 

.7281 

.7351 

.7192 

.7615 

.7222 

.7163 
Reliability Coefficients   6  items 
Alpha  =  .7650  Standardized item alpha  =  .7666 
 

 
 
RELIABILITY ANALYSIS

Three hundred and twenty-four questionnaires 
were distributed to graduate students in the evening 
programs at Bangkok University. One hundred and 
seventy three questionnaires were returned. Of those, 
one hundred and sixty eight (n=168) were complete 
(for response rate of 51.85 %). Those 168 question- 
naires served as the sample group in this study. 

To test the reliability of the each scale, after the  
data was gathered and encoded the reliability test was 

taken again. Cronbach’s alpha coefficients to assess 
the reliability of each instrument were reported as 
follows.  The Cronbach’s alpha coefficient of perceived 
interactivity instrument was .7650.  Cronbach’s alpha 
coefficient of attitude-toward-the ad instrument was 
.880.  Cronbach’s alpha coefficient of attitude-toward-
the brand was .8994.  Cronbach’s alpha coefficient of 
purchase intention instrument was .8071. 

 
Table 2: Reliability analysis of attitude-toward-the ad 

Scale Mean if 
Item Deleted 

Scale Variance if 
Item Deleted 

Corrected Item- 
Total Correlation 

Squared Multiple 
Correlation 

Alpha if Item 
Deleted 

1)    32.3036 
2)    32.3452 
3)    32.1786 
4)    32.5060 
5)    32.4702 
6)    32.3810 
7)    32.5536 
8)    32.7262 

46.7396 
46.9939 
46.4470 
46.4910 
44.2147 
45.9498 
46.0330 
45.9485 

.5954 

.6214 

.6077 

.5770 

.6996 

.4943 

.6564 

.6251 

.5459 

.5916 

.4672 

.4538 

.5783 

.4229 

.6170 

.6182 

.8698 

.8690 

.8691 

.8705 

.8634 

.8757 

.8667 

.8680 



 

9)    32.6131 
  10)    32.7262 
  11)    32.4048 
  12)    32.2202 
  13)    31.7857 

45.0051 
44.6312 
46.4460 
48.1249 
49.1873 

.6233 

.6465 

.4864 

.4247 

.3050 

.5380 

.5109 

.3707 

.3680 

.3570 

.8678 

.8664 

.8758 

.8781 

.8847 
Reliability Coefficients   13  items 
Alpha  =  .8800  Standardized item alpha  =  .8826 
 
 
Table 3: Reliability analysis of attitude-toward-the Brand 

Scale Mean if 
Item Deleted 

Scale Variance if 
Item Deleted 

Corrected Item- 
Total Correlation 

Squared Multiple 
Correlation 

Alpha if Item 
Deleted 

1)    17.0060 
2)    17.1250 
3)    17.1488 
4)    17.2262 
5)    17.3393 
6)    17.5119 
7)    17.3631 
8)    17.1131 

19.5509 
19.0442 
18.8340 
18.3437 
18.6926 
17.9639 
18.0051 
18.3764 

.6110 

.6409 

.7103 

.7296 

.6952 

.6943 

.7080 

.6946 

.3811 

.4345 

.7408 

.7724 

.5376 

.6884 

.7141 

.5036 

.8931 

.8906 

.8847 

.8825 

.8857 

.8862 

.8846 

.8857 
Reliability Coefficients   8  items   
Alpha  =  .8994  Standardized item alpha =  .8999 

 
 

Table 4: Reliability analysis of purchase intention 
Scale Mean if 
Item Deleted 

Scale Variance if 
Item Deleted 

Corrected Item- 
Total Correlation 

Squared Multiple 
Correlation 

Alpha if Item 
Deleted 

1)    5.2679 
2)    5.0833 
3)    5.0298 

2.3410 
2.2685 
2.3404 

.7008 

.6711 

.5982 

.5031 

.4758 

.3603 

.6917 

.7189 

.7972 
Reliability Coefficients   3  items   
Alpha  =  .8071  Standardized item alpha =  .8090 
 

 
FINDINGS  

The objective of this study is to determine how 
perceived interactivity of a web banner ad has an 
effect on brand attitude and purchase intention. Cho 
and Leckenby (1999) found that a high degree of inter- 
activity yields better advertising effects (i.e., favorable 
attitude toward the target ad, favorable attitude toward 
brand and high purchase intention).  Also, the study of 
G. Wu (1999) and Jee and Lee (2002), which found 
that perceived interactivity is positively related to the 
attitude toward web site, were adjusted in this study to 
identify the relationship of perceived interactivity among 
web banner ads and advertising effects by considering 
on how a type of ad has an effect on perceived inter- 
activity and how perceived interactivity has an effect 
on the advertising effect.  

Hypothesis one: the first hypothesis predicted 
that animated banner ads would yield a higher degree 
of perceived interactivity than non-animated banner 
ads.  According to Li and Bukovac (1999), an animated 
banner ad yields better results in quicker response 
and better recall than non-animated banner ads.  

Therefore, the animated banner ad might yield a 
higher degree of perceived interactivity, as well as a 
better quick response and recall. 

The findings in this research are not supporting 
the hypothesis.  This study reveals that different types 
of banner ads do not create different levels of per- 
ceived interactivity.  It may be reasonable to assume 
that the animated banner ad does not provide enough 
ability to modify or control the ad.  The perceived 
interactivity requires the ability to control one’s action 
on the Internet.  In this study the element of control or 
navigation, which is an important element of perceived 
interactivity, was taken out because the normal 
animated banner ad cannot provide this.  However, 
when the ability of control or navigation is not taken 
out, the study of Brown (2002) about the use of ban-
ner advertisement with pull-down menus revealed   
that the pull-down menus are giving users more 
possibilities to modify the features, thus providing 
more interactivity than static banners.  



 

Hypothesis two: the second hypothesis predicted 
that an animated banner ad would yield a higher 
degree of attitude-toward-the ad than the non-
animated banner ad. According to the study of Li and 
Bukovac (1999), an animated banner ad yields a quicker 
response and better recall than a non-animated banner 
ad.  Therefore, the animated banner ad should yield a 
higher degree of attitude-toward-the ad than the non-
animated banner ad.  

The findings in this research are not supporting 
the hypothesis.  Although the animated banner ad pro- 
vides a better recall and response than non-animated 
banner ad, this study reveals that different types of 
banner ads do not create different levels of attitude-
toward-the ad.  It might be reasonable to assume that 
different types of ad would not provide the different 
level of attitude-toward-the ad because attitude-toward-
the ad in this study is much about how the ad res- 
ponses to the consumers’ need.  

Hypothesis three: the third hypothesis predicted 
that a high degree of perceived interactivity of the web 
banner ad would have a positive effect on attitude-
toward-the ad.  The study of Macias (2003) revealed 
that interactivity is the direct factor in consumer 
persuasive outcomes.  Also, Cho and Leckenby (1999) 
found that a high degree of perceived interactivity 
yields a better advertising effect.  

The findings of the study are supporting the hypo- 
thesis.  A high degree of perceived interactivity has a 
positive effect on attitude-toward-the ad.  The elements 
of perceived interactivity in this study are more about 
how the message and banner ad is personalized and 
related to the topic and respondent.  If the degree of 
perceived interactivity is high, it means that respon- 
dents perceived that the banner ad is personalized and 
tailored to them.  Therefore, it may be reasonable to 
assume that the higher perceived interactivity, the 
higher level of attitude-toward-the ad. 

Hypothesis four: the fourth hypothesis predicted 
that a higher degree of perceived interactivity of the 
banner ad would have a positive effect on attitude-
toward-the brand.  As the previous researches have 
discussed in hypothesis three, the perceived inter- 
activity would yield a better advertising effect. 

The findings of the study are not supporting the 
hypothesis and the previous researches.  A high degree 
perceived interactivity does not provide the positive 
effect on attitude-toward-the brand. Perceived inter- 
activity does not have a direct effect on attitude-toward-
the brand, this might be assumed because respondents 
don’t have cognition of the brand before.  Thus, it may 
not provide the direct effect to attitude-toward-the 
brand.  As discussed in chapter 2 (see figure 2.3), 
McKenzie, Lutz and Belch (1986) developed four 
alternative structural specifications of the mediating role 
of attitude-toward-the ad, and all models have cognition 
of brand as an important element that provides an effect 
on attitude-toward-the brand.  Hence, with a hypothe- 
tical brand that respondents don’t have any cognition, 
perceived interactivity might not be able to provide the 
direct effect on attitude-toward-the brand.  

Hypothesis five and six: the fifth hypothesis 
predicted that a positive attitude-toward-the ad would 
have a positive effect on attitude-toward-the brand, 
while the sixth hypothesis predicted the reciprocal 
effect that attitude-toward-the brand would have a 
positive effect on attitude-toward-the ad.  The study 
of MacKenzie et al (1986) indicated that attitude-
toward-the brand has a significant one-way impact on 
attitude-toward-the brand. 

The findings of the study are supporting both 
hypotheses, though it is incompatible with the pre- 
vious research of MacKenzie et al.  While the study   
of MacKenzie discussed about the mediating role      
of attitude-toward-the ad and tried to find out how 
attitude-toward-the ad has an effect on attitude-
toward-the brand and intention to purchase the brand, 
this study tries to find the effect of attitude-toward-the 
ad on attitude-toward-the brand and intention to 
purchase the product.  Therefore, it may be reasonable 
to assume that because this study intends to determine 
the effect of attitude-toward-the ad on intention to 
purchase the product not the brand, there should be an 
effect of attitude-toward-the brand on attitude-toward-
the ad that gives more information about the product.  

Hypothesis seven and eight: the seventh hypo- 
thesis predicted that a positive attitude-toward-the ad 
would have a positive effect on purchase intention, and 
the eighth hypothesis predicted that a positive attitude-
toward-the brand would have a positive effect on 
purchase intention.  MacKenzie et al study (1986) 
revealed that attitude-toward-the brand has a direct 
causal relationship with purchase intention, while there 
was no direct causal relationship between attitude-
toward-the ad and purchase intention.  

The findings of the study are supporting the 
seventh hypothesis while not supporting the eighth 
hypothesis.  Also, the findings are incompatible with 
the previous research.  As discussed in the last 
findings, this study is intended to determine the effect 
of attitude-toward-the ad and attitude-toward-the 
brand on intention to purchase product not the brand.  
Hence, it may be reasonable to assume that because 
the ad is more about product than the brand, therefore 
there may be a direct causal relationship of attitude-
toward-the ad and purchase intention.  

 
LIMITATION OF THE STUDY  

There are several limitations in this study.  Firstly, 
perceived interactivity scale was recently developed 
by the researcher to evaluate the perceived inter- 
activity level of web banner ad, while there was only a 
scale trying to evaluate the perceived interactivity of 
web site.  Hence, the validity of some constructs may 
not be adequately examined, thus causing sorts of 
ambiguity and misunderstanding among respondents. 

Secondly, with the budget constraint the web 
banner ad was not well developed with the pro- 
fessional web designer.  Hence, it may cause bias 
toward the advertisement design and content. 



 

Thirdly, due to the data collection method that 
required respondents to access to a specific web page,  
it created difficulty in gathering the questionnaires 
back. 

Fourthly, the product advertised in the web banner 
ad was a high involvement product, which was a 
digital camera.  There might be bias because the res- 
pondents may need more information to process. 

Lastly, it was found that the subjects themselves 
may affect this study.  The subjects were selected from 
the graduate school in evening programs at Bangkok 
University only, while there are other private and 
public universities and companies in Thailand.  Hence, 
the generalizability of the research findings is limited 
to only those who share the similar characteristics  
with the respondents of this study. 

 

RECOMMENDATION FOR FUTURE RESEARCH 

This study is an attempt to find the impact of 
perceived interactivity among web banner ads.  Its 
findings reveal that web banner ads cannot produce a 
high degree of interactivity due it limitations, they 
cannot provide some elements of interactivity such as 
the element of control.  Web banner ads can only be 
seen but not modified; therefore it cannot generate 
the sense of control, the most important element of 
interactivity.  The findings of this study imply that 
web banner ads that can offer the possibilities to 
modify or control its feature can provide high level of 
perceived interactivity, such as the banner ad with 
pull-down menus. 

The other findings of the study, on one hand, 
which reveals that perceived interactivity has a direct 
causal relationship with attitude-toward-the ad in a 
positive direction.  On the other hand, perceived 
interactivity does not have a direct causal relation- 
ship with attitude-toward-the brand.  Therefore, it can 
be implied that banner ads cannot build a brandname 
because they have a indirect effect only through the 
attitude-toward-the ad.  The advertisers may need to 
emphasize more on other ways to build a brandname 
such as a sponsorship, interstitial web site and etc 
rather than using a web banner ad alone. 

The last implication, which reveals the most 
important thing, is that perceived interactivity is a 
good indicator of the advertising effect.  The adver-
tisers who attempt to sell the product rather than to 
build brandname on the Internet should put more effort 
to create a web banner ad and a web site that can 
create a high degree of perceived interactivity.  It is 
because the high degree of perceived interactivity will 
yield a positive effect on the attitude-toward-the ad 
and the intention to purchase the product. 

Lastly, for future research, the researchers should 
put more effort to create a web banner ad that can 
provide all the important elements of interactivity.  
Moreover, the results should be able to be generalized 
in real situations. 
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