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Abstract

The objective of this research is to explore the
effects of interactivity on WWW advertisement.The
study conducted experiment method, using four
interactivity levels of advertisement as experimental
group and using navigation behaviors and product
types as intervening variables to find the effects of
interactivity on advertisement. From the log files of
our experiment, we found the higher the level of
interactivity of a WWW interactive advertisement, the
more personalization information that can reduce the
searching time this ad provides. This evidence
supports the fundamental hypothesis. The higher the
level of interactivity of a WWW interactive
advertisement, the more resource allocated by the
consumer. There also exists the three-way Interaction
of Navigation behaviors, Product Types and Levels of
Interactivity on Advertising Effectiveness.
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