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ABSTRACT

Thisstudyreviewstheliteratureoninteractivity,aconceptwhichiswidelydiscussedinthecontext
ofmedia,communication,andinformationsystemsresearch.Extantresearchintheseareassuggests
thattheconceptneedstimelyexplicationwithchangesinmediatedtechnologies.Inthiscontext,this
studyreviewsthetheoreticaldefinitionsofinteractivityanddiscussestheirrelevanceandshortcomings
inthecurrentscenario.Thestudyalsoreviewspastresearchworksininteractivitybasedonthetype
ofdigitalmedia.Thestudyhascategorizedtheinteractivity literature intonews,politics,health,
e-commerce,mobilecommunication,andsocialmedia.Finally,thestudyhasgivendirectionsfor
futureresearchineachoftheseareas.
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INTRoDUCTIoN

Thedigitalmediahasbeenrapidlyproliferatingwiththeconvergenceofdigitaltechnologiesindevices
suchasmobilephone,pc,laptop,tablet,TVandvariousothertouchdevicessuchasintegratedinto
automobiles and other consumer durables. Consumers find digital consumption fascinating and
personalbecauseconsumerscaninteractwiththecontentspostedfromtheirfavoritenetworksand
havemorecontroloverwhattheyconsumeandhowtheyconsume.Althougholddevicesoffered
limited interactiveoptions - changingchannelsoradjusting soundandother features inTVand
Radio,consumershaveneverexperiencedaninteractiveenvironmentasinthedevicesoftoday,a
capabilitygainedbythe integrationofdigital technology.Current technologiesallowtheuser to
create,controlandconsumercontentsinthemediausinginteractivefeatures.Mediacompaniesare
exploringinnovativetechniquestoencourageconsumerengagementinmediathroughinteractivity.
Althoughpastresearchhasstudiedandoperationalizedtheconstruct“interactivity”rigorously,the
conceptstillneedsfurtherattentionbecausethemediatedenvironmentisconstantlydisruptedby
newtechnology.Nowadays,peoplecanwatchTVprogramsandinteractwiththecrewinreal-time
throughsocialnetworkingsites.Forexample,footballfansinteractwithcommentatorsandplayers
throughsocialnetworkingsiteswhilethematchisgoinglive.Althoughithasbeenrecognizedas
adistinguishingfactorthatcansignificantlyenhancemediaconsumption,howinteractivityaffects
consumercognition,attitudeandbehaviorstillneedtobeexaminedinthepresentscenario.

Inthiscontext,itisimperativetorevisittheconcept.Thereforefirst,weaimtoexaminewhether
thetheoreticaldefinitionsofinteractivitystillholdtrueinthepresentscenario.Second,weenlistthe
typologyofinteractivityconceptsstudiedinvariouscontexts,sothatfutureresearcherscaneasily
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explicate the conceptwith respect to the circumstanceof the research.Third, our study focuses
onreviewingtheliteratureoninteractivityvigorouslybasedonthedigitalmediaofthestudy.We
identifiedthatinteractivityhasbeenstudiedindifferentdigitalmediawithrelatedtonews,politics,
andhealth,ande-commerce,mobileandsocialnetworkingsites.Generally,thesearedigitalmedia
whereconsumersspendthemajorityoftheirtimewhiletheyareonline.However,thereisadearthof
literaturetounderstandthematurityofresearchoninteractivityintheseareas.Moreover,technology
affordanceof thesewebsiteshavebeen improvingata fastpaceand thus redefines thescopeof
consumerinteractions,whetheritishumantothecomputerorhumantohuman.Ourstudyofliterature
leadstoresearchquestionswhichgivedirectionforfutureresearch.

ReVIew MeTHoDoLoGy

Wemadeacomprehensivesearchforpastresearchworksrelatedtointeractivityinresearchdatabases
suchasWebofSciencedatabase,ScienceDirect,Taylor&Francis,SageJournals,WileyOnline
Library,andEmeraldJournals.ThesearchperiodcoversworksofliteratureuptoFebruary2019.The
keywordusedforsearchingwas“interactivity.”Fromthesearchresults,weselectedarticlesrelated
tomedia,communication,psychology,informationtechnology,andmarketing.Weignoredresearch
worksrelatedtosociologyandclinicalpsychologywhicharefoundtobeirrelevantforthisstudy.In
total,wefound108papersfromacademicjournalsand6fromconferenceproceedings.Weexcluded
dissertationpapersandotherarticlespublishedontheinternet.Afterreviewingtheliterature,we
developedaframeworkthatcategorizesthearticlesbasedonthedigitalmediatakenforthestudy
(Table2).First,weidentifiedandreviewedall theseminalworksintheareaandcommentedits
relevanceinthepresentscenarioinwhichmediatedtechnologyischangingabruptly.Allsuchpapers
arelistedin(Table1).

THe THeoReTICAL DeFINITIoN oF INTeRACTIVITy

Despiteresearchersredefineditseveraltimes,interactivityisstillanunclearconstructwhichleaves
boundlessmeanings.This isprimarilybecause theword interactivityhasbeenused todenote a
phenomenonininterpersonalcommunicationwhereitsscopeisnotclearlydefined.Forexample,
weusetheterm“interactivity”indirectfacetofacecommunicationandindirectcommunication
usingmediatedtechnologies.Moreover,theavailabilityofnumeroustypesofmediatedtechnologies
addstotheconfusion,technologiessuchasSkype,Facebook,Whatsappandevenmobilephonecalls
tofacilitateinterpersonalcommunication.Inaddition,therearealsointeractionspossiblebetween
devicesandbetweenhumananddevices,wherewealsousethesameword‘interactivity’tomean
thoseinteractions.Theterminteractivityisderivedfrominteraction,whichinageneralsenserefers
toadynamicsequenceofactionsbetweenindividualorgroupentitieswhomodifytheirsubsequent
actionsinresponsetotheirinteractionpartners(Turner,1988).

Inthisstudy,wearelimitingthescopeofthepresentdiscussiontoanyinteractionsinvolving
humanbeingsusingatechnology-mediatedenvironmentforthepurposeofcommunication,although
theterminteractionisbeingusedlooselyinmanyareassuchasinclinicalpsychology,sociology,and
computerscience.Ourresearchobjectiveistostudyinteractivitywithspecialfocusoncommunication
andmediastudies.Therefore,wereserveinteractivitytodescribereciprocalcommunicationexchanges
thatinvolvesomeformofmedia,orinformationtechnology.Usersmayinvolveinmediatedsocial
interactionswhileonlineforchatting,discussion,andteleconferencingandengageininterpersonal
interactionswithmediacontentornon-humanagents,emailcommunication,computergameplaying,
e-commercetransactions,andvariousotherformsofcontentinteractivity(Bucy,2004).

Withthelimitedscope,researchershavedefinedtheconceptseveraltimeswiththeimproved
mediatedtechnology.However,ourstudyoftheliteraturerevealsthattheconceptwaslastlyexplicated
inthecontextofthewebsiteasamedium.Buttherehasbeenanarrayofnewfeaturesaddedtothe
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