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6- Structural Equation Model of Interactivity Advertising
7- Antecedents
8- Consequents
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1- Offline Advertising
2- Display Advertising
3- Classified Advertising
4- Lead Generation

5- Rich Media
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1- Analytical Hierarchy Process
2- Impression Rate

3- Audience Fit

4- Content Quality

5- Look And Feel
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7- E-Servqual, Combining from Server and Quality
8- Webqual
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1- Community

2- Infomediary

3- Merchant

4- Direct Model

5- Utility

6- E-Satisfaction Or Electronic Satisfaction
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7- Uncluttered Screen
8- Ease of navigation
9- Time taken for navigation
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1- Website Usability
2- Navigation

3- Tangibility

4- Information quality
5- Software quality

6- Delightfulness
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3- Human-Human Interaction
4- Human-Message Interaction
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1- Interactivity
2- Persuasion
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1- Customer participation
2- Co-development

3- User involvement

4- Partnership

5- Customer involvement
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TABLE 1; Type of Business Model Student’s T test Statistical Computing

X f X (x-X)~2 f(x- X)"2 Statistics
1 0 0 3.114 0 M= 2.765
I g oS Joo g9 - ~
2 8 0.585 5.47 Critical value = -1.65
culw o9
3 16 48 0.055 0.785 T=-0.8504
4 34 136 1.526 2691.78 S,=12.326
5 18 90 4.997 8088.8
72 282 10786.8

TABLE 2; Hypothesis Student’s T test Statistical Computing

u=4 Examination Statistics: t sugent

Hypotheses N. M. Critical Examination Result
Value Statistic
0315 5 oS Jko £ 40 72 2.76 12.326 -1.65 -0.8504 Accept
colw

P RPPT| A PREON K 5 72 3 18.65 -1.65 -0.455 Accept
1,5 3,5 >lyb 72 2.892 15.44 -1.65 -0.61 Accept
2 gm90 b cudled SIS 72 2.667 11.674 -1.65 -0.97 Accept
Calws 09§50 55 72 2.882 12.73 -1.65 -0.603 Accept
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1- Online storefront
2- Internet presence
3- mall

4- Incentive site

5- Search agent
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5- Portals

6- Informative

7- Online Community
8- Internet Forums
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1- Online stores

2- Recruitment Sites
3- Online newspaper
4- Online magazines
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2- Hard

3- Easy

4- High

5- Low

6- Formal
7- Informal
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7- Quick

8- Slow

9- Normal

10- Human to Human
11- Human to Machine
12- Emotional

13- Rational
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1- Attractive

2- Semi-attractive
3- Unattractive

4- Comfortable

5- Semi-comfortable
6- Uncomfortable
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