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Abstract

As business models evolve to integrate technology with organizational
strategy and marketing, the application of Web technology to facilitate
end-user interactions, or what we call Web-enabled interactivity, has become
increasingly important to customer relationships. This article develops and
introduces the Web-enabled Interactivity Self-Evaluation tool (referred to
as WISE). Two case studies are used to illustrate how managers can use
WISE to develop a thorough, easily communicated profile of their Web-
enabled interactivity capabilities upon which competitive positioning
assessments can also be made. The information generated by the audit
process is intended to help firms enhance their interactive communication
with Web site users in a market-oriented manner.
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Backgr ound

Asbusiness models evolveto integrate technology with organizational strategy
and marketing, the application of Web technology to facilitate end-user interac-
tions, or what we call Web-enabled interactivity, is increasingly important to
customer rel ationship management. Perhapsnot surprisingly, recognition of the
power of onlineinteraction hasbeen paralleled by growinginterest in understand-
ing end-user onlinebehavior (e.g., Hodkinson & Kiel, 2003; Koufaris, 2002), user
perceptionsof Web sitequality (Wang & Tang, 2003), and user satisfactionwith
Web sites (Huizingh & Hoekstra, 2003; McKinney, Y oon, & Zahedi, 2002; Otto,
Najdawi, & Caron, 2000). For example, Otto et al. (2000) examine customer
perceptions of Web site download time and their satisfaction regarding site
content, format, graphics, ease of use, and responsiveness.

While such research has generated useful insights to a new phenomenon, we
believethatitisequally important to assessfirm behavior onthe Web particularly
in terms of organizational effortsto facilitate interactivity with Web site users.
Thisisbecausetheinteractive communication processprovidestheorganization
with a market-oriented mechanism to uncover and satisfy customer needs. As
argued by Min, Song, and Keebler (2002) and Trim (2002), the firm that utilizes
tools such asthe Web to generate, disseminate, and respond to market informa-
tionwill benefit fromimproved business performance and enhanced competitive
advantage. Itisnotable, therefore, that in spite of increasing interest in customer-
focused research and Web site interactions, as well as the implicit need to be
market-oriented in Web site development, we are unable to identify any tool
specifically designed to help managersassesstheir Web sitein the context of the
processes surrounding i nteractive communication and market orientation. Rather,
toolsdirected towardinternal (managerial) analysishave been focused on either
the general functional quality of the Web site (Evans & King, 1999; Selz &
Schubert, 1997) or on a more focused topic such as identifying and measuring
factorsinfluencing I nternet purchasesintermsof customer objectives(Torkzadeh
& Dhillon, 2002). Tolink sitedesign with performance, Agarwal and V enkatesh
(2002) and Palmer (2002) also examine Web site usability by measuring issues
ranging from site content and navigation to the customization and responsiveness
possibilities of the site or the extent to which emotional responses are triggered
through site use. Again however, whilethese studieshave usefully advanced the
variety of metrics available for e-business research (see Straub, Hoffman,
Weber, & Steinfield, 2002a, 2002bfor areview), their conceptual underpinnings
lie outside interactive communication and market orientation.

The purpose of thischapter, therefore, isto introduce adiagnostic audit tool that
providesorganizationswith amechanism for systematically assessing the Web-
enabled interactivity of their site, based on the underlying principlesrelated to
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