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INtRoduCtIoN
The phenomenal growth of social media has transformed the 

way we communicate and interact, described by Deighton and 
Kornfeld (2007) as a “digital interactive transformation in market-
ing.” According to them, Blogs have become a part of the “non-
marketing” communication paths, or new traffic lanes, not built for 
the convenience of marketers but for consumers. However, despite 
the profound implication of blogs for marketing communications, 
it is surprising that there exist very little theoretical and empirical 
studies, if any, on this emerging social phenomenon (Mutum 2009). 
Bloggers are early adopters of technology; are active, multi-tasking 
Internet surfers, they trust other bloggers and are more open-
minded than the average online consumer does (Forrester 2006) 
and it is very likely that the perceived interactivity of the blogs is 
an important driver for blog usage. However, despite the fact that 
various authors acknowledge the importance of the interactivity 
construct, there is no consistent definition and conceptualisation 
of the construct (Heeter 2000; Jee and Lee 2002). Moreover, the 
existing definitions are focussed on the consumers’ interaction with 
a website and are not really applicable in the case of blogs where 
blog users are talking to the blogger and with other blog users as 
well. Perceived interactivity is more than the human-machine and 
human-message interactions. There is a need to take the human-
human interactions into account as well.

Given these gaps in the in terms of the role of interactivity, 
this study seeks to clarify the conceptualisation of interactivity, 
attempting a definition of the construct in view of the popularity 
of user driven social media, especially blogs.

Perceived Interactivity
Earlier studies on interactivity looked at the functional aspect-

the human interaction with a web page, such as speed of interaction 
(Deighton 1996; Novak et al. 2000; Campbell and Wright 2008; 
Steuer 1992; Coyle and Thorson 2001). In marketing literature, 
several authors have pointed out the importance of focusing on the 
perceived interactivity rather than the actual interactivity facilitated 
by interactive technologies (Wu 1999; McMillan and Hwang 2002; 
Sohn and Lee 2005). Perceived interactivity is thus subjective or 
experiential and differs from the actual, objective or structural 
interactivity (Wu 2006). According to Schumaan et al. (2001), it 
is the consumer’s choice to interact and thus it is a characteristic 
of the consumer and not a characteristic of the medium.  As they 
pointed out, the medium is indeed important but it only serves to 
facilitate the interaction. 

Among the first to incorporate the role of the user in concep-
tualising perceived interactivity was (Steuer 1992), who defined 
it as “the extent to which users can participate in modifying the 
form and content of a mediated environment in real time.” Also 
focussing on the website user, Cho and Leckenby (1999) defined 
interactivity as “the degree to which a person actively engages in 
advertising processing by interacting with advertising messages and 
advertisers.” Among the significant contributions of their study was 
their identification of two primary locations of interactivity, namely, 
human-human interaction and human-message interaction. Initially 
Wu (1999) defined perceived interactivity as “a two component 
construct consisting of navigation and responsiveness.” Later on, 
advocating a consumer’s perspective, he redefined interactivity 
as a “psychological state experienced by a site-visitor during the 
process of the interaction” (Wu 2006). One of the best definitions 

was given by Liu (2003) who defines interactive communication 
as “a communication that offers individuals active control and al-
lows them to communicate both reciprocally and synchronously.” 
This definition takes the users of a medium into consideration and 
also looks at how they communicate and interact with the medium. 

Issues with Existing Measures 
The problem with these attempts to conceptualise perceived 

interactivity such as the perceived interactivity scales of Cho and 
Leckenby (1999) and Wu (1999) contained items which were 
deemed to have affective responses and/or behavioural intentions 
which may result in incorrect measures of perceived interactivity 
(Liu 2003). Among other studies, McMillan and Hwang’s (2002) 
measure of perceived interactivity underwent a formal process of 
scale development. However, it was pointed out that the scale was 
formative and as such, their use of traditional scale development 
might not be appropriate (Wu 2006). An appropriate measure-
ment model should be reflective, where the observed indicators 
are assumed to be caused by the latent variable. Even though the 
dimensions of perceived interactivity identified by Wu’s (2006) 
was similar to that of McMillan and Hwang (2002), Wu (2006) was 
opposed to using the term “two-way communication”. According 
to him the term can mean different things in different contexts and 
he used the term “perceived personalisation” instead. 

Multidimensionality of the Perceived Interactivity Construct
Most authors now agree that perceived interactivity is a multi-

item scale and is multidimensional (Cho and Leckenby 1999; Wu 
1999; Liu 2003; Wu 2006). Liu (2003) conceptualised and tested 
perceived interactivity also as a multidimensional construct and 
the 15items represents three correlated but distinct dimensions, 
namely, active control, two-way communication, and synchronicity. 
It was argued that interactivity can lead to affective or behavioural 
responses but should be separated from those consequences. How-
ever, communication on blogs is not just two-way, between blog 
visitors and the blogger but also happens between blog visitors as 
well talking to each other via comments or on specific widgets for 
that purpose if provided. On the other, Wu (2006) identified three 
dimensions of interactivity, namely: perceived control; perceived 
personalization of the site and perceived responsiveness. One of 
the component items of the perceived responsiveness dimension 
was, “I could communicate in real time with other customers who 
shared my interest in this website.” 

Item generation
The perceived interactivity construct developed and verified 

by Liu (2003) was found to be the most relevant to blogs than other 
existing interactivity measures. The scale was developed to measure 
the interactivity of websites, and it consists of 15 items, most of 
which were derived from McMillan (2000). Two more items were 
taken from Wu’s (2006) perceived interactivity scale making it a 
total of 17 items to measure the perceived interactivity construct. 

Content Validity and Pretesting
Prior to the actual survey, interviews were conducted with 

five PhD students in a Business School in the UK, who fulfilled 
the criteria of the sample (i.e., they were blog users) with regards 
to the clarity of instructions and statements. Changes were made 
to the statements to reflect that fact that the items would be used to 
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measure the perceived interactivity of blogs and not static websites. 
The languages of the statements were also simplified based on the 
feedback from the interviews. Following this, two experts in market-
ing communications and consumer behaviour further evaluated the 
items for content validity after which further changes were made 
to the items in order to make them more parsimonious. 

A pilot test was then conducted. Emails were sent out to 358 
Ph.D. students in a UK University, inviting them to take part in the 
online survey. The only criteria were that they had visited a blog 
in the past year. A total of 86 completed responses were received 
which were used for the pilot test. 

Based on their feedback, two statements were dropped from 
the interactivity construct. These were “While surfing the blog, my 
actions decided the kind of experiences I got” and “When I clicked 
on the links, I felt I was getting instantaneous Information.” In the 
context of the conceptual framework that has been developed, the 

final interactivity construct comprises of 15 items-13 adapted from 
Liu (2003) and two from Wu (2006) (see table 1). Four of the items 
were reverse scored (starred).

Respondents were asked to indicate their level of agreement on 
a 7 point Likert scale ranging from 1=strongly disagree to 7=strongly 
agree. It might be worth mentioning here that Wu (2006) used a 
five-point Likert type-scale in his study while (Liu 2003) employed 
a 7-point semantic differential scale. 

Sampling Procedure and data Collection Method
The survey was conducted over a period of four months ending 

31st of December 2009. This research is concerned with blogs on the 
Web in general, and not just some specific blogs. Unlike previous 
studies which involved manipulating websites to control the access 
to information, this paper looks at how different consumers perceive 
the interactivity of the blogs they visit quite often.

tABlE 1
Perceived Interactivity Items

Author Original Item Modified Item

Liu (2003) I felt that I had a lot of control over I felt that I had a lot of control over
 my visiting experiences at this website’. my visiting experiences at this blog.

 While I was on the website, I could choose I could choose freely what I wanted to see on the 
 freely what I wanted to see. blog

 While surfing the website, I had absolutely  I had absolutely no control over what I can do on 
 no control over what I can do on the site. the blog.*

 The website is effective in gathering visitors’  The blog is effective in gathering visitors’ 
 feedback. feedback and comments.

 The website facilitates two-way communication  This blog facilitates two-way communication.
 between the visitors and the site.

 It is difficult to offer feedback to the website. I felt that it is difficult to offer feedback on the 
  blog.*

 The website makes me feel it wants to listen to I felt that the blog wants to listen to its visitors.
 its visitors.

 The website does not at all encourage visitors  I felt that the blog does not encourage visitors to 
 to talk back. give feedback.*

 The website gives visitors the opportunity to  The blog gives visitors the opportunity to give 
 talk back. feedback.

 When I clicked on the links, I felt I was getting  Clicking on the links gave me information quite 
 instantaneous information. fast.

 I was able to obtain the information I want  I was able to obtain the information I want 
 without any delay. without any delay.

 The website was very slow in responding to  The blogger was very slow in responding to my 
 my requests. requests*.

 Getting information from the website is very fast. Getting information from the blog was very 
  Quick.

Wu (2006) I could communicate with the company directly  I felt that I could communicate with the blogger 
 for further questions about the company or its  directly.
 products if I wanted to.

 I could communicate in real time with other  I felt that I could communicate with other 
 customers who shared my interest in this website. visitors to the blog.
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The targeted sample comprises “blog users” who are defined as, 
consumers who visit blogs regularly-at least once a week. Respon-
dents of the survey were asked to choose a blog they visit regularly 
and respond to the questions keeping that particular blog in mind. 
In order to ensure a high response rate, various personal blogs in 
the UK, the US and Malaysia were randomly identified and the 
bloggers were approached. The only criteria were that they should 
have an average number of visitors of 100 per day. The bloggers 
were asked whether they would be willing to promote the online 
survey along with a link to the survey. Some of these bloggers were 
also offered financial incentives, for example, US $5 for the post 
and US $1 for every completed questionnaire from their unique 
link. In the end, nine bloggers agreed and they were provided a 
unique link to the online questionnaire. Blog posts along with links 

were also posted on three of the researcher’s own personal blogs.
Various incentives were offered to encourage blog users to take 

part in the survey. This included a £100 cash prize. Winners have the 
option of donating to a charity of their choice. Other prizes include 
10 Amazon vouchers worth £10 each. Besides that, the researcher 
made a pledge to make a 50p donation to Cancer Research UK, 
for each completed survey.

Justification for using online Survey
The online survey method is gaining in popularity and was 

selected because it offers several advantages as compared to the 
traditional post method of data collection for both the researcher 
as well as respondents alike (de Leeuw 2008, p.113). In fact, this 
methodology was considered the most appropriate for this study 

tABlE 2
Characteristics of the Respondents and Blog Usage

Characteristics %

gender 
 Male 27.2
 Female 72.8
Age 
 16-24 18.9
 25-34 46.1
 35-44 25.2
 45-54 7.1
 55-64 2.7
Education level 
 High School or equivalent 5.2
 Further Education (e.g., College)  12.8
 University First Degree (Bachelor’s Degree) 40.1
 Master’s Degree 33.5
 Doctorate 5.7
 Others 1.7
years using the internet 
 Less than 1 year 0.5
 1 to 3 year 27
 4 to 6 years 9.3
 7 to 9 years 19.6
 10 years and more 6.8
Hours spent browsing blogs / week 
 Less than 1 hour 9.3
 1 to 3 hours 20
 4 to 10 hours 29.1
 11 to 20 hours  15.2
 More than 20 hours 26.4
years visiting blogs 
 Less than 1 year 7.1
 1 to 3 year 56.2
 4 to 6 years 30.6
 7 to 9 years 4.2
 10 years and more 2.0
do you have a Blog? 
 Yes 66.7
 No 33.3
years blogging 
 Less than 1 year 20.8
 1 to 3 year 53.5
 4 to 6 years 21.2
 7 to 9 years 4.4
 More than 10 years 0.4
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not only because of its advantages relative to other methodologies, 
but in the case of blogs, may very well be the most effective method 
to collect data from the blog users.

The advantages of using an online survey method include 
faster collection of data and greater convenience to respondents 
and researcher alike (Bruner and Kumar 2000; Stevenson et al. 
2000; Reips 2007, p.376). They are also more cost effective, have 
a greater visibility and accessibility than other survey modes as 
well (Manfreda and Vehovar 2008, p. 282, Reips 2007, p. 376). 
Furthermore, respondents perceive online surveys as more important, 
interesting, and enjoyable than traditional surveys (Stanton 1998). 
Some studies have shown that web-based methods are valid and 
sometimes generate higher quality data then laboratory based studies 
(Reips 2007, p.376; Birnbaum 2001; Buchanan and Smith 1999). 
Other advantages include ability to generate random order of items 
accessed by each respondent. This gives equal weight to all options 
and reduces the “primacy effect”–the phenomenon where there is a 
tendency for the first items presented in a series to be remembered 
better or more easily, or for them to be more influential than oth-
ers. Online surveys thus help in alleviating question choice bias. 

Characteristics of Respondents
A total of 427 completed responses were received out of which 

409 were useable for the final analysis. Female respondents (72.8%) 
greatly outnumbered the male respondents (27.2%). It was interesting 
to note that most of the respondents were 25 years and older and 
fairly educated with more than 50% having at a Bachelor’s degree 
and higher qualification. Regarding their blog usage patterns, it was 
not surprising that a large number of respondents (66.7%) were blog-
gers themselves. It is interesting to note that among those who gave 
their occupation as other employee, included several housewives/ 
stay-at-home-mums/ homemakers The detailed demographic and 
blog usage information of the respondents is provided in Table 2.

The sample size (409) in this study satisfies the criteria that 
a sample should preferably be more than 100 for factor analysis 
to proceed (Hair et al. 2006) and is higher than what is considered 

“comfortable” by Tabachnick and Fidell (2007, p.613)–“at least 300 
cases.” It is also considered appropriate to have at least five times 
as many observations as the number of variables to be analysed 
(Hair et al. 2006; Bryant and Yarnold 1995) and again the ratio is 
sufficiently high for factor analysis to be considered appropriate.

Principal Component Analysis
Following the test for communality, the item “The blogger was 

very slow in responding to my requests” was found to have a very 
low communality (0.276) and indicates that the factor model is not 
working well for that indicator and causes a problem in interpreting 
the factor on which it was loaded. It was thus discarded and Factor 
analysis was run again without the variable. 

Running the principal component analysis with the orthogonal 
Varimax rotation approach, three factors were extracted. Only items 
with factor loadings of 0.40 and above were considered, which 
satisfies the criterion of 0.32 as a rule of thumb for the minimum 
loading of an item (Tabachnick and Fidell 2007). Factor loadings 
above 0.4 are shown in Table 2. 

This process used the Eigen value rule where only those 
factors with an Eigen value of 1.0 and above are retained. The 
KMO measure of sampling adequacy is 0.88 and this measure also 
indicates that factor analysis is appropriate (Malhotra 2004). The 
item “I felt that I had a lot of control over my visiting experiences 
at this blog” was found to load on more than one factor despite the 
rotation and was also dropped from the analysis. 

Based on the conceptual attributes of items loaded on each 
dimension, the three dimensions were labelled as shown in Table 
3, namely, Perceived Communication, Perceived Responsiveness 
and Perceived Control. 

It is generally agreed that the extracted factors should at least 
account for 60 percent amount of variance (Hair et al. 2006; Mal-
hotra 2004). In this study, the three factors explain 61.25 percent 
of the total variance.

tABlE 3
Perceived Interactivity Scale Items and Factor Loadings

  Factors
 Perceived Perceived 
Perceived
 Communication Responsiveness Control

The blog gives visitors the opportunity to give feedback .778  
This blog facilitates two-way communication between the visitors and the blogger .757  
The blog is effective in gathering visitors’ feedback and comments  .753  
I felt that I could communicate with the blogger directly .706  
I felt that the blog wants to listen to its visitors .686  
I felt that the blog does not at all encourage visitors to give feedback* .670  
I felt that I could communicate with other visitors to the blog .665  
I felt that it is difficult to offer feedback to the blog * .589  
Getting information from the blog was very quick  .888 
Clicking on the links gave me information quite fast  .864 
I was able to obtain the information I want without any delay  .679 
I had absolutely no control over what I can do on the blog *   
.858
I felt that I had a lot of control over my visiting experiences at this blog   
.586
Explained variance (%) 31.76 17.77 11.71

* Reverse scaled items
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Internal Consistency Reliability
The Cronbach’s coefficient alpha was used to test for the 

internal consistency or the internal consistency reliability of each 
of the dimensions. The alpha scores for two of the factors, namely, 
Perceived Communication and Perceived Responsiveness are 
above 0.7 (as shown in Table 4) and were considered to meet the 
requirements set by Nunnally (1978) and Nunnally and Bernstein 
(1994). However, the alpha score for Perceived Control was quite 
low (0.507) and may have to be rejected, though other authors 
have allowed for lower Cronbach’s alpha values, for example, 0.6 
in exploratory research (Robinson et al. 1991). 

dISCuSSIoN
Given the profound implication of blogs for marketing 

communication and consumers, it was felt earlier definitions and 
conceptualisations of “interactivity” were too narrow. This study 
represents another attempt to operationalise and empirically test the 
perceived interactivity construct. Our conceptualisation of perceived 
interactivity not only expands on the work done by previous authors 
but also seeks to redefine and present a new conceptual framework 
in view of the increasing popularity of consumer generated media, 
more specifically blogs. Like Wu (2006) this paper takes a consumer’s 
perspective to look beyond the human-machine and human-message 
interactions, and add the human-human interactions–not just between 
blog user and blogger but also between the various visitors to the 
blog. Perceived interactivity is conceptualised as the psychological 
state experienced by consumers while communicating with other 
consumers, combined with the perceived responsiveness of the site 
along with their perceived control over their interaction. 

The research does add positively to the understanding of 
perceived interactivity as a concept and to the understanding of 
the perceived interactivity construct as a vehicle for engagement 
with consumers via blogs from the marketing communications 
perspective. Unlike most previous studies that used students, this 
study involved a quite diverse group of blog users with varied demo-
graphic background and blog use experience. The results reveal three 
distinct dimensions of the perceived interactivity construct. Apart 
from the “perceived control” dimension, the two other dimensions 
of perceived interactivity show high internal consistency reliability. 
This can be considered quite significant result because previous 
studies on perceived interactivity have shown perceived control 
to be the most important and essential dimension of this construct 
(McMillan 2000; McMillan and Hwang 2002; Wu 1999; Wu 2006).

This study used the principal component analysis method 
of factor analysis and the model should be further tested using 
confirmatory factor analysis. This would facilitate checks for the 
validation of the perceived interactivity construct, more specifically 
the convergent validity and the discriminant validity. 

This paper is part of a much larger study and there is a need 
to empirically examine each dimension of the construct in relation 
to other constructs. One area that needs to be investigated is with 
regards to the question why consumers interact over social networks 
and whether there are differences in the way that different groups 

interact over the internet. Future studies may look at the antecedents 
of this multidimensional construct and their effect on the attitude 
of consumers towards blogs as well. 
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