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The influence of media richness, media attentional load, so-
cial influence and users’ prior experience with media on
selection of media to transmit different messages to peers
within an educational organization was tested. Media were
discriminated by all potential variables. Support was found
for the role of prior experience and social influence in media
choice. The influence of media richness was small and there
was no impact of media attentional load. The results are dis-
cussed in relation to theories of media choice and some im-
plications were raised.
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A variety of communication media are now available within organiza-
tions, allowing members to select different media to accomplish different
tasks. This selection may be based on organizational norms (Fulk, 1993;
Kraut et al., 1998:; Turner et al., 2006), perceived appropriateness of a me-
dium to a message (e.g.. Daft & Lengel 1984, 1986, Daft et al.. 1987), the
goals of the communicator (Sheer & Chen, 2004), and various individual
characteristics (Fulk er al., 1987; Markus, 1987; Reinsch et al., 1990; Rice,
1992). In the current study, we explored teachers’ media choice, a popula-
tion that received relatively little research attention in the field of media
choice (see e.g., Caspi & Gorsky, 2005). We tested the relations between
the medium chosen and different goals and messages, and tried to find a
single factor that explains the most substantial part of the variance of media
choice.
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The theoretical framework for this study was four theories that try to ex-
plain media choice. None of these theories was formulated in the context of
an educational organization. Nonetheless, they all can be easily applied to
such context. It is also noted that a large body of research has been devoted
to managerial media choice. In this study we studied all members of the ed-
ucational organization, regardless of their position. Yet, the assumptions and
predictions of these four theories are not confined to managerial level.

Media Richness Theory

Media Richness theory originated in Social Presence theory (Short ef al.,
1976); it differentiates media according to the amount of social cues they
can transmit. Media Richness theory ranks media by their richness, which
is determined by four criteria: (1) the capability of a medium to provide im-
mediate feedback, (2) the transmission of verbal and non-verbal communi-
cation cues, such as physical presence, body gestures, or intonation, (3) the
capability of a medium to provide a sense of personalization, and (4) the use
of natural language, mainly to convey accurate meaning. The more criteria
present, the more the medium ranked as “rich”. Face-to-face communica-
tion is the richest medium, and asynchronous textual communication is the
leanest.

Daft and Lengel (1984, 1986) postulated that the main goal of message
transactions within organizations is to reduce uncertainty and equivocality.
Exchange of accurate, relevant and sufficient amounts of data may reduce
uncertainty, while clear and explicit data may reduce equivocality. Since
media differ in the amount of uncertainty or equivocality reduction they af-
ford, Daft and Lengel maintained that to achieve efficient communication,
a message and a medium should be fitted. Equivocal or complex messages
should be transmitted via a rich medium, while unequivocal or simple mes-
sages may be delivered by a lean medium. The task-medium fit hypothesis
was supported in dozens of studies (see Donabedian, 2006 for review), but
was criticized for its unidimensionality (e.g., D’Ambra et al.. 1998; Carlson
& Zmud, 1999). The theory assumed a rational decision whose main goal is
to achieve efficiency, and ignore other aspects of organizational behavior,
Additionally, the theory was supported mainly in hypothetical media choice
studies, in which managers were asked to select an appropriate medium
for different scenarios, but received less support in laboratory control tests
(Dennis & Kinney, 1998; Mennecke et al.. 2000). Changes in the availabili-
ty of communication media also challenge the Media Richness theory, since
the choice may not be based merely on the best fit between a medium and a
task, but rather on fitting multiple channels (a repertoire of media) to a task
(Schachaf & Hara, 2007). Such fits may be less rational.
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The following three theories present alternatives to -.wm EmrqEn&:E fit
hypothesis. The first (Cognitive Model) suggests that a rich medium may be
less efficient than a leaner one, the second (Social Influence Theory) takes
into account organizational culture. and the third (Experience Account) fo-
cuses on the user’s experience with a medium.

Cognitive Model

Media Richness theory assumes that media vary in their ability to E&m-
ence a receiver’s understanding. However, understanding that is achieved in
our cognitive system is not dependent only on external factors _.mra message
characteristics and the capabilities of a medium, but also on internal pro-
cesses. Robert and Dennis (2005) suggested that attention and Bomﬁwﬁa:
may play an important role in gaining understanding of a message that is .n_m-
livered through different media. Media differ in the mEo:E.ow information
they transmit. Large amounts of information require the receivers to narrow
their attention, in order to focus on the task, and to understand the message.
Otherwise, they perform poorly. Paradoxically, richer media n.E..ﬁE: rela-
tively large amount of information, which may be needed to achieve better
understanding and at the same time may become a distraction. Robert and
Dennis suggested that motivation may moderate this &mc”m..ﬂ.mo_r . .

The main prediction of the cognitive model is that :Eﬁﬁm a rich medi-
um may reduce the understanding of an equivocal and complicated message.
Robert and Dennis did not explicitly predict that people will choose a lean
medium for transmitting an equivocal message. Rather, they recommended
doing so in order to increase efficiency. Yet, assuming n..m.n people may _mmm.n_
from their own experience, it is possible that after a learning stage, they will
choose an appropriate medium to transact a specific message. In that sense,
the cognitive model shares a similar assumption with media richness .Emo..w..
namely that task and medium must fit. Nonetheless they hold opposite pre-
dictions.

Social Influence Theory

Fulk (1993) suggested that when an individual is affiliated with an or-
ganization, an experience of attraction to the group may emerge. Conse-
quently, by processes of conformity, the F&im:ﬁ adopts and adheres to
the organization’s norms and social aftitudes. Studies m..ccua\Emﬁ members
of organizations use communication technologies more if other members do
s0 (Rice ef al., 1990; Fulk, 1993; Kraut ef al., 1998: Turner et &;.woo@ and
their attitudes toward technelogy use converge with their perceptions of the
attitudes of other members in the organization (Fulk. 1993; Trevifio et al..
2000; Caspi & Gorsky. 2005).
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Several studies presented reconciliations between the rational model
of task-medium fit proposed by Media Richness theory and Social Influ-
ence theory. Webster and Trevifio (1995) suggested that the two models are
complementary, that is - decisions are based on the rational fit between a
medium and a message as well as the social influence. They noted that the
superiority of rational-based or social-based decision is determined by the
medium novelty. For “traditional” media rational factors are more impor-
tant, while for newer media social influence is more important. Timmerman
(2002) proposed that states of mindedness or mindfulness moderate the im-
pact of rational choice and social influence. In general, when organization
members behave without thinking about their action (mindedness) they will
select media according to social norms. But sometimes organization mem-
bers intentionally choose a specific medium (mindfulness), a process that is
influenced by a rational fit between a medium and a message. Donabedian
(2006) suggested a two-dimensional model, in which media choice depends
on the interaction between decisional ambiguity and the benefit from group
coordination. If decisional ambiguity is low, people are affected by rational
optimization processes, which may take a form of individual choice (if the
benefit from group coordination is low) or of group choice (if the benefit
from group coordination is high). If decisional ambiguity is high, people are
affected by social influence processes, which may take the form of an in-
dividual idiosyncratic choice (when the benefit from group coordination is
low) or of coordination norms (i.e., behaviors that emerge strictly from the
need to synchronize behavior, when the benefit from group coordination is
high).

All three suggested reconciliations predict that variables associated with
media features and variables related to social climate interactively determine
media choice. The interaction is determined by either the medium (novelty,
Webster & Trevifio, 1995), the user (mental state, Timmerman, 2002), or the
task (Donabedian, 2006).

Experience Account

One major factor that may determine media choice is individual differ-
ences. Of the potential differences between organization members, past
experience with a medium received substantial research attention (Walther
& Burgoon, 1992; Fulk et al., 1995; King & Xia, 1997: D'Urso & Rains.
2008). Significant experience with a medium may impact the choice to uti-
lize this medium more than other considerations (be they rational or social)
(King & Xia, 1997; Caspi & Gorsky, 2005; Blau & Barak, 2009). The indi-
vidual’s skills and comfort in using a medium also affect his or her percep-
tions of that medium (Carlson & Zmud, 1999). In addition, intensive use
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with a medium may alter the perception of the level of richness it affords
(Foulger, 1990; Lee 1994). Under such circumstances, what may seem to
be a rational fit between a medium and a message may seem irrelevant for
experienced users, A

Caspi and Gorsky (2005) tested in a single study Media Richness z.ﬁon.ur
Social Influence theory and the Experience account, and found 5&. qum. in
using a medium (i.e., experience) accounted for most of the media choice
variability (but see Trevifio et al., 2000 for opposite ..mmc_av.. ﬂ_n.w mo._._nn_
support for Social Influence theory. but only weak support for Media Rich-
ness theory. . ,

It is noted that other theories that explained media choice also exist (e.g.,
Media Synchronicity — Dennis et al.. 2008; Media Symbolism - .?wimo et
al., 1987; Media Naturalness - Kock, 2005) but they were not tested in the

current study.

SUMMARY AND HYPOTHESES

We presented four theoretical alternatives for media choice. Two pos-
tulate a rational choice, based on a fit between medium and task - .an_m
Richness theory and the Cognitive model. Media Richness theory main pre-
diction is that the efficient medium for an equivocal message is the :owma
one. The Cognitive model predicts that high level of richness may result in
large attentional load. We therefore predicted:

H1: Media richness positively correlates with attentional load.

H2a: Media richness positively correlates with message mn_Eq-
ocality, People prefer rich medium to transact high equivocal
message, and a lean medium for unequivocal message.

H2b. Given the prediction of the Cognitive model, an opposite
prediction is set: People may deselect rich medium to ﬂ.m:mm.m»
high equivocal message, assuming they acknowledge the detri-
mental impact of rich medium for ambiguous messages.

An alternative to the rational models suggests that social factors affect
media choice. Several lines of reconciliations between these two &au.um-
tives were presented. In the current study we test only Webster N.En_ Trevifio
(1995) traditional-new media distinction, and raised the following hypoth-

eses:
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H3a: Social influence positively correlates with media choice.

H3b. Social influence does not distinguish between different
levels of message equivocality.

H4: For traditional media social influence will be smaller than
for new media.

Users’ experience with a medium may alter the perception of this me-

dium. A lean medium may be perceived as rich as or even richer than a rich
medium.

I.mw. Experience with a medium positively correlates with me-
dia choice.

HS5b. Experience may account for most of the media choice
variability.

METHOD

Participants

Staff members at a three rural Israeli secondary schools (grade 7 — 12)
answered the questionnaire. Schools are designated “School 17. “School
m:..mbn_ “School 3" in Table 1. The schools belong to the same m&m&vrmnm_
region, were under the same type of governmental supervision, similar in
terms of size (about 90 employees), gender distribution (i.e., have predomi-
nantly female employees), and organizational structure.

Instruments and Procedure

A Web-based questionnaire was distributed via the school intranet to the
mﬁw” members. The first part of the questionnaire asked for the demographic
mmﬁm.:w we reported above. The second part of the questionnaire measured
our independent and dependent variables, reported below.
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Table 1
Participants Demography

School 1 School2 | School 3 | Total

N=59 (%) | N=59 (%) | N=63 (%) | N=181 %
Gender
Female 42 (71.2) 46 (78.0) 48 (76.2) 136 75.1
Male 17 (28 8) 13(22.0) 15 (238) 45 249
Seniority
1-5 years 1(01.7) 5(8.5) 9(14.3) 15 83
6-10 years 8(13.6) 5(8.5) 8(12.7) 21 116
11-15 years 41 (69.5) 5(8.5) 15 (23.8) 61 337
16 years and
g 9(15.3) 44 (74.6) 31(49.2) 84 464
Job extent
wmmm thanhaf 1 5(85) 2(32) 9 50
ime
e g 35 (50.3) #(695) | 40(635) 116 64.1
",_\__m% thanfull | 55 37.) 13(22.0) 21(333) 46 254
Number of classes/groups taught
1-5 classes 30 (50.9) 42(712) 40 (63.5) 112 61.9
6-10 classes 27 (45.8) 14 (23.7) 23 (36.5) 64 354
11 classes and
Focs 2(3.4) 3(5.1) 0(0.0) 5 28
School position
Teacher 36 (61.0) 34 (57.6) 44 (69.8) 114 63.0
Subject-matter
o e 12 (20.3) 18 (30.5) 13 (20.6) 43 238
Principal 10 (16.9) 3(5.1) 2(32) 15 8.3
Other 1(1.7) 0(0.0) 4(6.3) 5 2.8

Independent variables

Media: Four communication media for interaction with colleagues were
tested: face-to-face, telephone. e-mails sent through the school Intranet, and
cellular phone text messaging (SMS — Short Message Service).

Skill: Staff member were asked “How skilled are you in transacting mes-
sages with each of the media?" The five-point Likert scale ranged from
“very unskilled” to “very skilled”.

Freguency of use: For each of the media, participants were asked: “To
what extent do you use this medium?” Response options were: almost each
day or at least four times a week, twice or three times a week, once a week
or less.
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Tipe of message: Message type was manipulated on two dimensions:
simple-complex and equivocal-unequivocal. Table 2 presents the six mes-
sages and their respective position on each of dimension. The simple-equiv-
ocal as well as the complex-unequivocal combinations appeared twice, since
we wanted to capture a difference between personal and public communica-
tion. Four separate confirmatory factor analyses reveal good fit of the data
to this two-dimension categorization. Three indices are reported in Table 3
(and in further similar tests below): y*/degrees of freedom (*/dYf) that should
be small and non significant, Comparative Fit Index (CFI) should approach

1.00, and Root Mean Square Error of Approximation (RMSEA) should ap-
proach zero.

Table 2
Classification of Messages

Message Complexity Equivocality
1. School policy regarding students' behavior complex equivocal
2. Explanations regarding using the Intranetto | complex unequivocal
compute grades
3. Teaching subject-matter complex equivocal
4. Changing meeting date or hour simple unequivocal
5. Consultation regarding staff's trip simple equivocal
6. Personal message (e.g., greeting, mourning) | simple unequivocal

Table 3

Confirmatory Factor Analyses of Message Classification

Media y2/df CFI RMSEA
Face-to-face 1.26 .99 .04
Telephone 117 .99 .03
E-mail 3.01 .98 10
SMS 0.68 1.0 .00

Social influence: One item was used to measure social influence. Staff
members were asked to estimate their colleagues” attitudes concerning the
effectiveness of each of the four media for transacting messages to other
staff members. The five-point scale ranged from “very ineffective” to “very
effective”.

Media richness: Four items were used to measure perceived media rich-
ness. Staff members were asked to what extent media (1) provide imme-
diate feedback, (2) convey verbal and non-verbal information, (3) provide
personal communication with colleagues and (4) enable coherent continuity.
The five-point scales ranged from “not at all” to “very much™. Caspi and
Gorsky (2005) reported a Cronbach’s alpha of .83 for this scale.
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Media attentional load: One item tested the perceived attentional load
attributed to each medium. The question was “to what extent do you feel the
need to be highly attentive in order to follow the conversation while com-
municating via each of the media?” The five-point scales ranged from “not
at all” to “very much”.

Dependent variables

Convenience: For each of the media, participants were asked: “To what
extent do you feel comfortable transacting messages with colleagues?” Con-
venience was scored on a five-point scale ranging from “very inconvenient”
to “‘very convenient”.

Organizational usage: For each of the media, participants were asked:
“To what extent do vou use each of the media to transmit messages to your
colleagues?” Response options were: almost each day or at least four times
a week. twice or three times a week, once a week or less. .

Media appropriateness: Participants were asked to assume that all media
types are equally available to all other school members. Six types of mes-
sages were presented (see Table 2), and participants determined the appro-
priateness of each medium to transmit each message on a five-point Likert

scale ranged from “very inappropriate” to “very appropriate”.

RESULTS

Discriminant analysis

A prerequisite condition for the study is that media are distinguishable
in terms of all the measured independent and dependent variables. This
was tested for by several separate repeated measure ANOVAs with media
as a within-subject factor. Frequency of use and organizational usage were
tested by Friedman’s test. A significant media effect was found for each of
the variables. ANOVA results are presented in Table 4. In order to clarify
these effects, pairwise comparisons between media are reported for each of
the variables tested. It was found that media are distinguishable in terms of
each independent and dependent variable. Note that effect sizes (partial eta-
squares) largely differed between variables.
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Table 4
Discriminant Analysis: Independent and Dependent Variables

Measure F* df Mmm,%mw_mﬁw
Skill 47,96 3,534 21
Social influence 13572 | 3528 | 44
Media richness 311.41 3,531 64
Media attentional load 28.97 3528 | .14
Convenience 91.83 3528 | .34
Media appropriateness

1. school policy regarding students' behavior 211.75 3525 | .55

2. explanations regarding using the Intranet to compute | 236.05 3528 | 54

grades

3. leaching subject-matter 361.31 3522 | .73

4. changing meeting date or hour 28.92 3525 | .14

5. consulting regarding staff's trip 273.00 3519 | .61

6. personal message (e.g., greeting, mourning) 87.14 3,528 | .33
Note:* p < ,001

Skill distinguished between all media pairs (» < .001 at the Least Sig-
nificant Difference r-test), except for face-to-face and telephone that did
not significantly differ. SMS scored lowest on the skill scale (Mean: 3.84,
SD: 1.29), face-to-face and telephone scored highest (Means: 4.65 and 4.60,
SDs: 0.58 and 0.59, respectively), and e-mail scored in between (Mean:
4.34. SD: 0.92).

Frequency of use also discriminated between the four media. 1’3 =
181.14, p < .001. Wilcoxon’s signed ranks tests revealed significant differ-
ence between all pairs (p < .001), except for the difference between tele-
phone and e-mail that was not significant. F requency of use percentages for
the four media is presented in Figure 1.

Social influence also discriminated between media. The post-hoc tests re-
vealed that SMS scored significantly less (Mean: 2.71, SD: 1.23) than tele-
phone (Mean: 3.93, SD: 1.09), which scored less than e-mail (Mean: 4.17,
SD: 0.96). The highest score was achieved for face-to-face communication
(Mean: 4.59, SD: 0.65), all p's <.001 at the Least Significant Difference #-
test,

We further tested the interaction between school and social influence.
Some differences are expected between different cohorts if social influence
is indeed determined by the immediate social peers. The interaction was sig-
nificant, 7(6,522) = 3.06, p < .01, partial n*= .03. As Figure 2 clarifies, dif-
ferences between schools are more pronounced in e-mail and telephone.
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Figure 1. Distribution of frequency of using the media.

Media Richness distinguished between all media pairs (p < .oE at the
Least Significant Difference 7-test). The highest richness was attributed to
face-to-face (Mean: 4.82, SD: 0.34), followed by telephone (Means: 4.03
SD: 0.75), e-mail (Mean: 3.43, SD: 0.84), and SMS (Mean: 2.70. SD: 0.92),
an order that is predicted by Media Richness Theory. . )

Discrimination between media was found also in terms of their attention-
al load (all p’s < .01 at the Least Significant Difference r-test). m,mom-ﬁ..mmmm
consumes more attentional resources (Mean: 4.01, SD: 1.28) to maintain
communication than telephone (Mean: 3.69, SD: 1.29), which consumes
more attention than e-mail (Mean: 3.38, SD: 1.13) that is followed by SMS
{Mean: 2.97, SD: 1.33). e

Convenience, our first dependent variables, significantly discriminated
between all media (all p’s < .01 at the Least Significant Difference t-test).
The most convenient medium was face-to-face (Mean: 4.69, SD: 0.63), fol-
lowed by e-mail (Mean: 4.37, SD: 0.88), telephone (Mean: 4.29, SD: 0.83).
and SMS (Mean: 3.29, SD: 1.40). :
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Figure 2. Social influence: Interaction between school and communication
media. F2F = face-to-face.

Organizational usage, a second dependent variable, also discriminated
between the four media, ¥3(3) = 260.00, p < .001. Wilcoxon’s signed ranks
tests revealed a significant difference between all pairs (p < .001), except for
the difference between telephone and e-mail that was not significant. Per-
centages of usage of the media for communicating with school colleagues
are presented in Figure 3.

Six items tested media appropriateness, and all significantly discriminat-
ed between media. However, the differences were affected by the content of
the message that was tested. Results of the pairwise comparisons for the six
items are presented in Tables 5 and 6. Taken together. face-to-face is per-
ceived to be the most appropriate medium regardless of message type. SMS,
the leanest medium, is perceived to be the most inappropriate medium. Op-
posing the Media Richness prediction, email is perceived to be more appro-
priate than telephone for communication (except for “consultation regarding
staff’s trip”, a complex-equivocal message).
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Figure 3. Distribution of frequency of organizational usage of the media.

Table 5
Means (and SD) of Media Appropriateness
gmmmmm F2F | Tel E-mail mz_m|4

1. School policy regarding students’ behavior ﬂommmm_ wu_wd Nccmwv w._a_am,
wm Mﬁw%mﬁhwa regarding using the Intranet to ﬂommm“ wgmmm: ﬂ_owmu MD.\%:
3. Teaching subject-matter .womm._wv ﬂmmmg w_m.ummmu “%%m_
4. Changing meeting date or hour ”._._ _..“me M._o%_ i M%mm__ w_m._wmg
5. Consulting regarding staff's trip wou%mv w_...aommw ﬂmommmq Tmmd
6. Personal message (e.g., greeting, mourning) ﬂom%d M_._ d%& w.mmmd w._mwmu
Notes: F2F — face-to-face, Tel - telephone.
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Table 6
Mean Differences Between Media Appropriateness
F2F- | F2F- | F2F- | Tel- Tel- Email-

Messa ; .

sage Email | Tel | SMS | Email | SMS | SMs
1. School policy regarding 0.54* 1.41% 255" | -0.87* 114 | 201
students’ behavior
2. Explanations regarding 0.01 1.52* 232" | -151* 0.80™ | 2.32
using the Intranet to compute
grades
3. Teaching subject-matter 1.79* 257 | 336" | -0.78" 0.79* | 157+
4. Changing meeting date -0.23 0.02 0.74* | -0.25* 0.72* | 0.97**
or hour
5. Consulting regarding staff's | 0.83* 0.97 273 | -0.14 1.76" | 1.90*
trip
6. Personal message (e.g., 113 0.70** 1,55 | 0.44* 086 | 042"
greeting, mourning)
Notes: * p <.05; ** p < .001; F2F - face-to-face, Tel - telephone.

Correlations between predictors of media choice

Before testing the hypotheses, it is important to know what the relations
between the predictors are. For each medium we correlated skill, social in-
fluence, media richness, media attentional load, and frequency of use. These
correlations are presented in Table 7. Media richness correlated positively
with all other variables in all media (except for skill and frequency of face-
to-face communication). Attentional load correlated positively with media
richness in the non face-to-face communication media. Social influence cor-
related positively with the other variables in all media (except attentional
load). These findings question Webster and Trevifio's (1995) reconciliation,
since there was no difference between “traditional” (face-to-face, telephone)
and newer (Intranet e-mail. SMS) media (H4). Attentional load correlated
positively with media richness in the non face-to-face communication me-
dia, thus supporting Robert and Dennis’s (2005) prediction (H1).
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Table 7
Correlations Between Media Richness, Skill, Frequency of Use, Social
Influence, and Media Attentional Load
Media Atten-
Media | Measure M\memv: Rich- | Skill Mmcpmﬂm:@ tional
ness load
Media Richness 4.82(0.34)
Skl 465(57) | A7
Face-to- ["Frequency of use® | - 1 02
i Afientionalload | 401 (129] | 12 09 |08
Social influence 459085 | 397 13 09 -01
Media Hichness 4,03(0.75)
| SKil 460059 | 26
Tele- Frequency of use® | - 34 14
phone | etionalToad | 368 (129 | 287 02 | -0
Social influence 393(1.08) | 47 18" 30 05
Media Hichness 344 (0.84)
Skill 434092 | 15"
E-mail Frequency of use® | - 207 25
~Altentional load 3.39(1.13) | .33 01 01
Social influence 4.17{0.86) | .35 33" 88 24"
Media Richness 270(0.92)
Skl 384(129) | 18
SMS Frequency of use® | - 25 3 b
Attentional load 297(1.32) | 36" 05 03
Social influence 271(1.23) | 467 .04 R e
Notes: Spearman’s correlation; * p < .05, ™" p < .001

Predictors of media choice

To test what predicts media choice, we ran several separate Structural
Equation Models (SEM). We have three dependent variables — reported con-
venience of use, organizational usage of media, and media mﬁtavlwmmnmww.
The third dependent variable was measured by the six messages that had dif-
ferent levels of complexity and equivocality. In the first step, we tested each
model for each independent variable (i.e., media richness, skill, frequency
of use. attentional load, and social influence). Figure 4 presents the model
tested. In the second stage, we ran a single model that tested for the contri-
bution of all the independent variables found significant at the first stage, to
the dependent variable.
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Figure 4. Structural Equation Model: General model tested.

Notes: IV = Independent variable, DV = dependent variable, F2F = face- 3 i
error variance are not displayed. I iPHefapons detpen

Convenience of use

..H.m_u_m 8 presents the indices of data-to-model fit for each SEM, and the
estimated ncn.nmm:on between each of the predictors and convenience of
use. Only attentional load did not correlate with convenience of use.

Table 8
Correlations Between Convenience of Use, Media Richness, Skill. Frequen-
cy of Use, Attentional Load and Social Influence

Measure y2/df CFl RMSEA Estimated correlafion
Media richness 219 .90 .08 49

Skill 1.76* 97 07 69

Frequency of use 1.80" .95 07 .39

Attentional load 3.08* 87 il -.03

Socfal influence 3.23 .83 1 .30

Notes: * p < .05;** p <.01; *** p<.001
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Four independent variables were used to predict convenience of use: me-
dia richness, skill, frequency of use, and social influence. Indices of data-
to-model fit were y¥/df = 1.74 (p < .001), CFI = 91, and RMSEA = .06,
indicating satisfying fit, given the size of the sample. Skill correlated highly
with convenience (estimated correlation was .60) whereas other variables
did not (estimated correlations were .13, .07 and .02 for media richness,
frequency of use, and social influence, respectively). Thus, experience de-
termines media choice for the first dependent variable. supporting H5a and
H5b.

Organizational usage of media

Table 9 presents the indices of data-to-model fit for each SEM, and the
estimated correlation between each of the predictors and convenience of
use. Skill and attentional load did not correlate with media usage in organi-
zational settings.

Table 9
Correlations Between Organizational Usage, Media Richness, Skill. Fre-
quency of General Use, Attentional Load and Social Influence

Measure y2/df CFl RMSEA Estimated correlation
Media richness 1.50 94 .05 27

Skill 289 90 10 09

Frequency of use | 146 98 .05 .60

Attentional load 3.26™ 85 A1 .09

Social influence 1.68* 93 .06 29

Notes: * p < .05; * p < .01, *™* p < .001

Three independent variables were used to predict convenience of use:
media richness, frequency of use, and social influence. Indices of data-
to-model fit were 3*/df = 1.99 (p <.001), CFI1 = .89, and RMSEA = .07,
indicating satisfying fit, given the size of the sample. Frequency of use
correlated highly with organizational usage (estimated correlation was .55)
whereas other variables did not (estimated correlations were .03 for both
media richness and social influence). As in the previous dependent variable,
H5a and H5b were supported.

Media appropriateness E

Table 10 summarizes the analysis of media appropriateness. Meaningful
estimated correlations were found for media richness (the more complex or
unequivocal the messages, the richer the media needed), and for social influ-
ence (the more complex, equivocal or unequivocal the messages, the higher
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the Em:«mnm of colleagues to use specific medium), A single estimated cor-
relation was also found between frequency of use and unequivocal messag-
es, meaning that the more frequent one uses a medium the more appropriate
that medium becomes to convey unequivocal messages).

Table 10
Correlations between Media Appropriateness, Media richness, Skill,
Frequency of General Use, Attentional Load and Social Influence

Estimated correlations
Mea- v2/ RM- c Un-
! om- .

ST df CFl | g | Simple e Equivocal | equivo-
mes- mes- cal
sages | Mes sages mes-

sages

Medi 1.91 84 -

edia 91* A 07 16 .36

richness o =

Skill 1.87¢ .85 .07 .10 -.08 -03 -.08

Frequency | 193" | 82 .07 -07 .09 13 28

of use ‘

Attentional | 2.00* .82 .08 -.03 .00 -01 -.01

load .

Social 1.92* .83 07 -.02 23

influence . 2 i

Notes: *p < .001

Q?&.ﬂ the above analysis, we used media richness and social influence to
predict media appropriateness. Indices of data-to-model fit were x¥df=1.96
(p <.001), CFI = .82, and RMSEA = .07. The SEM yielded four meaningful
nm”:.dmﬂom correlations. Social influence correlated with complex messages,
equivocal messages and unequivocal messages (estimated correlations of

21, .26 NS.Q -29, respectively), and media richness correlated with simple
messages (estimated correlation of .25).

Summary of the results

As H1 predicted, media richness positively correlated with attention-
al load A.mmm Table 7). H2a was only partially supported since media rich-
ness positively correlated with message complexity, but not with message
macménm_ ity. HZb was not supported: there was no preference for conveying
equivocal messages through rich communication medium. H3a was fully
supported: social influence positively correlated with all three variables that
operationalized media choice in organization (convenience, usage, and ap-
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propriateness). However, contrary to H3b, there was a correlation between

‘social influence and message equivocality. H4 was partially supported: so-

cial influence for SMS (new media) was the smallest, while it was highest
for face to face communication (traditional media); at the same time, e-mail
(new media) scored higher than telephone (traditional media). Experience
with media positively correlated with media choice, supporting H5a, but it
accounted for most of the variance only for organizational usage of the me-
dia, hence partially supported H5b.

DISCUSSION

This study focused on media choice made by teachers that use Intranet
for different purposes. We tested four theoretical frameworks that drew dif-
ferent hypotheses regarding media choice. We start by discussing the find-
ings of the current study in relation to the research hypotheses, and then deal
with unexpected findings.

It was predicted that media richness positively correlates with attentional
load. This prediction was supported by our data. For all non face to face
communication, positive correlations were found. Additionally, media rank
order of both variables was similar: Face to face was perceived as both the
richest and the most attentional demanding medium. while SMS was per-
ceived as both the leanest and the least attentional demanding medium.
However, the medium’s attetional load did not correlate with media choice,
meaning that selecting 2 medium for a specific purpose. does not take into
account the possible limitations that characterize it.

In accord with Media Richness theory we hypothesized that school staff
prefer a rich medium to transmit highly equivocal messages, and a lean me-
dium for unequivocal messages. This hypothesis was not supported. For all
messages, the highest preference was for face-to-face communication and
the least preference was for SMS. E-mail and telephone were in between,
not necessarily according to the order predicted by Media Richness theory.
These results also contradicted the opposite prediction made by the Cogni-
tive model. This model predicted that teachers refrain from using a rich me-
dium to transmit high equivocal messages. Therefore, the main conclusion
is that a rational fit between a message and a medium is not necessarily con-
sidered by the school staff who participated in the current study. It is noted
that media richness significantly correlated with all our measures of media
choice (convenience, usage, and appropriateness), supporting to some extent
the task-medium fit hypothesis.

Another perspective is to consider perception of richness as a dynamic
rather than a static feature of a medium (Foulger, 1990: Carlson & Zmud,
1999; Lee, 1994). D’Urso and Rains (2008) found that experience with
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channel, topic, partner, and social influence are all significant predictors of
richness perceptions (see also: Timmerman & Madhavapeddi, 2008). In that
sense, richness is not merely a predefined attribute of a medium. but also
a result of subjective experiences. Adopting this channel expansion view,
the significant influence of experience with different media becomes clear.
Moreover, a task-medium fit cannot be predicted easily according to objec-
tive attributes of a medium. Our data is in line with this suggestion.

Our data join previous results that found other variables that account for
media choice and questioned the rationality of media choice. First, it was
found that experience, either in terms of reported skill or in terms of fre-
quency of use, significantly correlated with media choice. This finding is
consistent with previous studies that pointed to the relationship between ex-
perience and media choice (King & Xia, 1997; Caspi & Gorsky, 2005; Blau
& Barak, 2009). Second, in the same vein with previous results (Fulk, 1993;
Trevifio et al., 2000; Caspi & Gorsky, 2005), we found that social influence
also appeared to predict media choice. Social influence was related in this
study to all three forms of media choice in an organization — perceived con-
venience of use, frequency of organizational usage, and appropriateness for
communication. Third, it seems that media choice may be influenced by or-
ganizational culture. As a part of Intranet implementation, school principals
encourage teachers to exchange information with colleagues through the on-
line system (Blau & Hameiri, 2010). This may explain our findings that fre-
quency of organizational e-mail usage, as part of the relatively new Intranet
system, was higher compared to “traditional” and widely used medium such
as telephone.

Which of the reconciliations between rational and social choice suggested
in previous studies may explain our results? F irst, we may rule-out Webster
and Trevifio’s (1995) reconciliation because they argued that the superiority
of rational-based or social-based decision is determined by the novelty of
the medium. We found that rational factors did not play a more critical role
for “traditional™ media, nor that social influence was more important for the
newer media. Second, we can not discard Timmerman'’s (2002) proposal of
a users’ mental state (mindedness vs, mindfulness) as a moderator of the in-
fluence of rational and social choice. We did not measure users’ mindedness
and mindfulness. The third reconciliation, suggested by Donabedian (2006)
was also not tested directly, because we did not manipulate decisional ambi-
guity, but only message complexity and equivocality, which are not identical
to decisional ambiguity.
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Limitations of the current study

We will relate to three limitations in the current study. First, we nxmbujam
hypothetical rather than actual choice. As shown in some previous studies
(e.g.. Dennis & Kinney, 1998: Mennecke et al., m.oo& mn.Em_ o_u.m:nm may be
dictated by different rules formulated in hypothetical choice studies. Second,
and in the same vein with the first limitation, our data came m.dE a common
source. Podaskoff, MacKenzie, Lee and Podaskoff (2003) claimed that mea-
surement error. which stemmed from relying on a common source, threatens
the validity of the conclusions about the _.m_mmoquMm between measures.
However, for perceived richness and perceived mqmnmowm_ _mwa the Q.Bm.m.ﬂ
both the theories and previous results of prior studies. In addition, social in-
fluence is a perception. and should be tested using the self-report n.naﬁ_on
we adopted. We thus believe that common source does not wae.n_..nmm Emm our
conclusions. Third, our results capture media choice at a specific point in
time, about a year after the implementation of the Intranet system. Hw.ﬁ n_E.m.T
tion of an implementation changes behavior patterns of teachers using this
online system (Blau & Hameiri, 2010).

Implications .

Efficient communication within organizations influences their function-
ing and determines their success. Teachers, as in many other _.m__uon sectors,
communicate formally and informally on a large spectrum of issues. Some
of these issues are simple, others are complex, part of them unequivocal
while others are less so. Our data suggest that Emc:ﬂ &.mmm&csm alone do
not govern teachers’ media choice. but that social E& E&En:ﬂ factors are
also involved. While implementing new communication tools in an organi-
zation, these irrational factors appear to play a major role. leading to the
failure or success of the implementation process.

It is suggested that empowering early adopters of -mo.rbo_cmw may spread
over and thus generate a social climate that help the EG_mEauﬁao: pro-
cess. By gaining experience with new tools, users may perceive these tools
as suitable for intra-organization communication, vo.Em rich enough to
transmit complex and equivocal messages, thus allowing fast and perhaps
efficient communication. Since educational institutes w._osm_w _uc.ﬂ firmly
evolve into more information technologies based organizations, it seems
that appropriate training programs may help ms‘“w_ﬂ:aﬂ communication sys-
tems by making the tools an integral part of daily communication within the
organization,
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In this paper, data obtained from a university website ac-
cessibility and usability validation process are analyzed and
used to demonstrate how the design process can affect the
online experience for users with disabilities. Interviews, ob-
servations, and use data (e.g. where users clicked on a page
or what path taken through a site) were collected. Findings
indicate that using automated validation tools does not neces-
sarily ensure complete accessibility. Students with low vision
found many of the pages hard to use even though automated
validation did not indicate issues for visual disabilities, While
the pages were accessible for blind users. low vision students
who did not use specialized software had access problems.
Findings from this study are used to present principles for
web designers interested in creating and testing usable and
accessible websites,

According to federal data (U.S. Government Accountability Office,
2009), students with disabilities represented nearly 11% of all postsecond-
ary students in 2008, a number that has almost tripled over the past 20 years
(Steele & Wolanin, 2004). According to the 2000 U.S. Census, almost 50
million people (about 19% of all Americans over age 5) reported having a
disability. By the year 2000, among children and youth under age 21, the
percentage receiving federally mandated education services for students
with disabilities had risen to 13%, or 6 million students. Students with learn-
ing disabilities (LD) constitute the largest single group, ranging (in various
studies) from 46% to 61% of all students with disabilities. The percentage
of students with disabilities who complete high school increased from 61%
in 1986 to 78% in 2001. These students increasingly graduate with standard
diplomas and are academically qualified to participate in higher education.



