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Abstrak 

Tidak diragui lagi bahawa penyebaran teknologi Internet di negara membangun 
seperti Pakistan telah meningkatkan akses terhadap maklumat, produksi berita dan 
penggunaan berita. Oleh itu, terdapat perubahan besar dalam penggunaan berita 
daripada media konvensional (radio, televisyen dan akhbar bercetak) kepada akhbar 
dalam talian. Walau bagaimanapun, penggunaan akhbar dalam talian adalah 
bergantung kepada faktor motivasi tertentu. Kajian terhadap faktor yang 
mempengaruhi penggunaan berita dalam talian, terutamanya oleh golongan muda 
adalah agak terhad. Lanjutan dari itu,  kesemua faktor ini tidak dikaji secara 
mendalam terutamanya daripada perspektif ekonomi membangun seperti Pakistan. 
Di samping itu, kajian ini juga mengkaji peranan penyederhanaan jantina antara 
faktor IM, EM, SUM, PUM dan ECM terhadap ONC di Pakistan. Dengan 
menggunakan reka bentuk silang, tinjauan telah dijalankan ke atas 533 pelajar 
universiti daripada tiga universiti awam di wilayah Sindh, Pakistan. Borang soal 
selidik digunakan untuk mengumpul data yang kemudian dianalisis dengan 
menggunakan Partial Least Squares-Structural Equation Modelling (PLS-SEM) dan 
Partial Least Squares-Multi Group Analysis (PLS-MGA). Dapatan menunjukkan 
empat hubungan langsung yang dihipotesiskan antara IM, EM, SUM dan ECM 
dengan ONC dalam kajian ini disokong, sebaliknya hubungan antara PUM dan 
ONC tidak disokong. Begitu juga jantina tidak menyederhanakan hubungan antara 
IM, EM, SUM, PUM, ECM dengan ONC. Selain itu, untuk perbezaan jantina dari 
segi penggunaan akhbar dalam talian, tidak terdapat perbezaan yang signifikan 
ditemui antara lelaki dan perempuan. Secara umumnya, dapatan ini menunjukkan 
IM, EM, SUM, dan ECM mungkin meningkatkan ONC dalam kalangan pelajar 
universiti. Di samping itu, jantina bukan penyederhana penting untuk hubungan ini. 
Seterusnya, kajian ini telah menyumbang dalam pemodelan hubungan antara teori 
U&G dan penggunaan akhbar dalam talian. Oleh itu, penemuan empirikal kajian ini 
menambah kepada pengetahuan tentang faktor motivasi pengguna dan penggunaan 
akhbar dalam talian. 
 

Kata kunci: Penggunaam akhbar dalam talian, Partial Least Squares (PLS), 
Motivasi pengguna, Jantina, Pakistan. 
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Abstract 

It is no doubt that the prevalence of Internet technology in developing nations such 
as Pakistan has increased the access to information, news production and news 
consumption. As such, there has been a huge shift in trend of news consumption 
from conventional media (radio, television and printed newspaper) to online 
newspaper. However, the consumption of online newspaper is contingent to certain 
motivating factors. Limited studies have investigated the factors affecting the 
consumption of news on online platforms, particularly by young adults. Further, 
these factors have not been exhaustively studied especially from the perspective of a 
developing economy like Pakistan. By applying the Uses and Gratification Theory 
(U&G), this study explores the influence of Information Motivation (IM), 
Entertainment Motivation (EM), Social Utility Motivation (SUM), Personal Utility 
Motivation (PUM) and Escapism Motivation (ECM) on Online Newspaper 
Consumption (ONC) in Pakistan. Additionally, this study examines the moderating 
role of gender between IM, EM, SUM, PUM and ECM factors on ONC in Pakistan. 
Using cross-sectional design, a survey was conducted on 533 university students 
from three public universities in Sindh province, Pakistan. Questionnaires were used 
to collect data which was later analysed using Partial Least Squares-Structural 
Equation Modeling (PLS-SEM) and Partial Least Squares-Multi Group Analysis 
(PLS-MGA). Results revealed that four hypothesized direct relationships between 
IM, EM, SUM and ECM with ONC in this study were supported, whereas the 
relationship between PUM and ONC was not supported. Also, gender did not 
moderate the relationship between IM, EM, SUM, PUM, and ECM with ONC. 
Furthermore, in terms of online newspaper consumption, there was no significant 
difference found between male and female. Generally, these findings suggest that 
IM, EM, SUM, and ECM are likely to enhance ONC among university students. In 
addition, gender is not a significant moderator for these relationships. Consequently, 
this study has contributed in modeling the relationship between U&G theory and 
online newspaper consumption. Hence, empirical findings of this study add to the 
body of knowledge on consumers‟ motivation factors and online newspaper 
consumption. 
 
Keywords: Online newspaper consumption, Partial Least Squares (PLS), 
Consumers‟ motivation, Gender, Pakistan.  
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CHAPTER ONE 

  INTRODUCTION 

1.1 Background of the Study 

The Internet is now considered a more significant means of communication compared to 

the traditional mass media (Antunovic, Parson & Cooke, 2016; Kim & Johnson, 2009; 

Mitchelstein, Siles & Boczkowski, 2015). The growth of the Internet has brought scores of 

changes in the business models and processes of news production, news channels and 

news consumption (Flavian & Gurrea, 2009; Nguyen, 2008). In specifics, the Internet has 

arguably increased the frequency and continence of news consumption (Chyi & Lewis, 

2009; Fletcher & Park, 2017; Taipale, 2013). Hence, with the increased proliferation of 

the Internet, the consumption of news has also increased through several digital platforms 

and technologies that are embedded in Internet technology. These digital platforms have 

increased the rate at which news contents reach the consumers and improved the 

interactions and engagements between news producers and news consumers (Flavian & 

Gurrea, 2009; Fletcher & Park, 2017; Morrison, 2017; O‟Brien, Freund, & Westman, 

2014; Lee, 2014). 

In view of this development, previous scholars (Chyi & Huang, 2011; Chyi, Yang, Lewis, 

& Zheng, 2010; Michelstein, Siles & Boczkowski, 2015; Yoo, 2011) have asserted that 

the conventional news production houses are adopting the modern and digital platforms in 

presenting news to their consumers. In other words, newspapers are becoming news 

websites, which are otherwise known as online newspapers. Arguably, the adoption of 

these new technologies is evoking a new dimension to the argument of motivational 
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factors and their connections with news consumption behaviors. For instance, studies have 

shown that online news platforms are a product of convergence of newspapers and the 

Internet (Fletcher & Park, 2017; Fortunati, Deuze, & De Luca, 2014; Memon & Pahore, 

2014, 2015). Hence, as the consumption of online newspapers continue to grow, theorists 

such as Hermansson (2013), Nguyen (2007), Pew Research Centre (2013) and Greer and 

Furguson (2016) have started showing concern in discerning the factors that motivate the 

consumption of online newspapers. 

Additionally, scholars have indicated that the advent of online newspapers has affected the 

readership of traditional newspapers (Alivi, Ghazali, Tamam, & Osman, 2018; 

Boczkowski, 2005; Fletcher & Park, 2017; Thurman, 2017; Zulkafli, Omar, & Hashim, 

2014). Subsequently, majority of the print houses are losing their readership and have 

been focusing on building their online presence and expanding their online readership and 

acceptance. These efforts have been yielding a considerable level of results, which is 

evident with the continuous increase in the number of online newspapers. As at 2006, 

there were over 4,200 digital newspapers worldwide (Arrifin & Jaffar, 2009; Jacob, 

Lipkin, Strandvik and Lipkin, 2017). Also, Chyi and Lewis (2009) reported that there 

were more than 1400 online newspapers in the United States alone as at 2009. China had 

more than 150 online newspapers by 2010 and more conventional media are shifting 

online (He & Zhu, 2002; Xin, 2010). Furthermore, Yang, Iris, Zhang, Wang and Kathryn 

(2013) in Mapping Digital Media Report affirmed that more than 62% of the Chinese 

consume online news and significantly increase online newspaper consumption. Likewise, 

Alivi, Ghazali, Tamam and Osman (2018), Arrifin and Jaffar (2009), Ghazali, Omar, 

Bolong and Mansor (2014), Husin, Cui, Hamid, and Abdullah (2013), Omar and Mustafa 
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(2017) and Omar, Ismail and Kee (2018) pointed out that most of the mainstream media 

houses in Malaysia have both print and online publications. In fact, these authors indicated 

that the online newspapers are fast increasing in relevance as compared to the print 

publications which have remained stagnant in readership. Similarly, Pakistani news media 

are not laggards in adopting online platforms as either primary or supplementary means of 

news publication and distribution (Memon & Pahore, 2014; 2015; Yusuf et al, 2013).  

 

Early researchers on online newspaper consumption have noted that there is not much 

difference in the content of news presented traditionally and the news presented virtually. 

However, they suggested that the opportunity of wide distribution is the major edge of 

online newspapers over the traditional newspapers (Greer & Furguson, 2016; Michelstein, 

Siles & Boczkowski, 2015). Additionally, Flavian and Gurrea (2009), Greer and Ferguson 

(2016),  Lee (2013) and Yoo (2011) related that many news brands have increased their 

interest in venturing into online platforms due to the far fewer hitches and difficulties 

related to producing online news as compared to traditional print news. This is because the 

modern process of news production revolves heavily on information and communication 

technology (ICT) such as the Internet. The professionals behind the production of news 

contents, starting from street reporters, writers and up to the editors employ different types 

of Information and Communication Technologies (ICTs), including cameras, midgets, 

phones, the Internet and ultimately computers. Therefore, the high involvement of these 

ICTs makes the production of online newspapers easy, timely and cost-effective, as 

compared to the production of print newspapers. 
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Another important reason for the increased adoption of online platforms for the 

distribution of news contents is that there is no limit to online newspaper readership. The 

ubiquity of Internet technology has enhanced the distribution and consumption of online 

newspaper to the extent that a US online news media is now consumed primarily in 

Pakistan (Cherian & Jacob, 2013; Chyi & Sylvie, 2001; Chyi & Lewis, 2009; Chyi, Yang, 

Lewis, & Zheng, 2010; Flavian & Gurrea, 2006; Nguyen, 2007; Nguyen, 2012; Yoo, 

2011). Similarly, researchers have demonstrated that the number of people connected to 

online newspapers consumption is large compared to newspapers‟ social media sites (Ju, 

2010). In this regard, recent studies confirm that consumers tend to consume news online 

(Lee, 2013; Lee & Chyi, 2014). Additionally, in 2011, Greer and Yan examined how 

newspaper readers accessed their local newspapers (Greer & Yan, 2011). They found that 

newspaper website access increased, just as the use of social media and other digital tools 

increased. In spite of the impressive opportunities and benefits of online news distribution 

and consumption, theorists such as Hermensson (2013), Nguyen (2007), Pew Research 

Centre (2014) and Greer and Furguson (2016) affirmed that the consumption status of 

online newspapers is still unknown. 

As common with every technological innovation, understanding the behavior of 

consumption and adoption has always been an important discourse. Hence, as the advent 

of the Internet is changing the production and distribution of news, it is expected that the 

consumption behavior of news readers and consumers will change as well. In fact, 

previous researchers such as Lee (1998), Lee (2013), Lee and Chyi (2014), Vincent and 

Basil (1997), Wei (2008) and Yoo (2011) have indicated that the determinants of print 

newspaper consumption are different from those of online newspapers. These studies have 
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specified that media consumers are motivated by various psychological, social, political 

and demographical factors.  

 

Students in particular are prone to Internet news consumption because Internet 

consumption is already a part of their daily lives (Althaus & Tewksbury, 2000). For 

instance, studies have evinced that online newspapers appeal to youths more than adults 

(Lee & Chyi, 2014; Ghazali, Omar, Bolong & Mansor, 2014; Sturgill, Pierce & Wang, 

2010; Zulkafli, Omar & Hashim, 2014). One of the citable logics to explaining the 

difference between youth and adult levels of consumption is that youth are technology-

savvy. Hence, youths are inclined to online newspapers because of their technological 

know-how. Furthermore, a number of evidences suggest that news consumption habits 

vary across generations and current studies have been particularly focused on younger 

audiences, using terms such as Millennials (Poindexter, Meraz, & Weiss, 2010; Omar, 

Ismail & Kee, 2018), the Internet generation (Bakker & De Vreese, 2011; Diddi & 

LaRose, 2006), or Net generation (Ferguson & Greer, 2016). In view of this, this study 

sets to determine the motivational factors towards online newspaper consumption. 

1.2 Problem Statement 

As the Internet continues to be relevant in news production and distribution, studies 

continue to emerge in explaining the adoption, readership and consumption of online 

newspapers (Boczkowski, Mitchelstein, Matassi, 2018; Didi & LaRose, 2006; Lee, 2013; 

Lee & Chyi, 2014; Omar & Mustafa, 2017; Omar, Ismail & Kee, 2018; Pearson & 

Knobloch, 2018). The review of literature reveals that the continuous relevance of online 
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platforms such as websites, blogs, Yahoo, and Google in the production and consumption 

of news (Chyi & Lee, 2013; Lee & Chyi, 2014, 2015; Tang & Lai, 2018), and mobile 

news consumption (Chan, 2015; Wei, 2008). The advancements in online news has 

significant implications for young consumers‟ news consumption patterns, mostly because 

young consumers are still forming their adulthood news habit. In other words, studying the 

consumers‟ habit and motivations towards online news consumption especially among 

youth will provide instructive insight of the future in the news industry. However, limited 

studies have investigated the factors affecting the consumption of news on online 

platforms, particularly by the young adult segment (Chan-Olmsted, Rim & Zerba, 2012). 

Previous studies have documented that there are clear-cut differences between the 

consumption behavior of online newspapers and traditional newspapers. For example, it 

was revealed that consumers of online newspapers are more likely to follow news 

frequently, use multiple news platforms/sources, seek practical utilities from news 

information, value portal news sites, share content with others, and be receptive to 

advertising campaigns, especially those via social media (Chan-Olmsted, Rim & Zerba, 

2012). Additionally, studies have shown a significant level of discrepancies in the 

browsing and sharing behavior between online newspaper and print newspapers (Flavian 

& Gurria, 2006; 2008; 2009; O‟Brien, Freund, & Westman, 2014). Despite the changes of 

patterns previous studies have not delved emphatically on the motivations of online 

newspaper consumption (Boczkowski & Peer, 2011; Fletcher & Park, 2017; Hermansson, 

2013; Mitchelstein & Boczkowski, 2009; Nguyen, 2007; Jeffrey, Schuth, Spitters & Marx, 

2017; Fletcher & Park, 2017; Omar, Ismail, & Kee, 2018; Boczkowski, Mitchelstein & 

Matassi, 2018).  
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Indeed, Eggers et al. (2017) argued that online platforms offers news consumers 

opportunity to be more actively engaged with the contents of the newspaper as compared 

with the traditional newspaper. As such, as the popularity of online newspaper continues 

to increase, there is an opportunity for a paradigm shift in the motivating factors to news 

consumption. However, there is still a limited study on the motivations of online 

newspaper (Boczkowski, Mitchelstein & Matassi, 2018; Xin, 2010). Most especially, not 

many studies have been driven by the prepositions of Uses and Gratification Theory 

(UGT) to study the motivations of online newspaper among young consumers (Smock, 

Ellison, Lampe & Wohn, 2011; Menon & Sigurdsson, 2016; Eggers et al., 2017). 

Going by the proposition of the UGT, students are motivated to use media by various 

psychological, personal and social factors which inform different forms of gratifications 

(Dunne, Lawlor, & Rowley, 2010; Ledbetter, Taylor, & Mazer, 2016). Hence, UGT 

proposes that certain factors motivate students to use media to satisfy their informational, 

social, and personal needs (Dunne et al., 2010; Phua, Jin, & Kim, 2017). For instance, 

Quan-Haase and Young (2010) found that social influence and social interactions are 

critical motivating factors to use a media. However, a far little study in the realm of news 

consumption have not focused on exploring the factors that motivate young consumers 

towards the consumption of online newspaper. Therefore, as online news platforms 

continue to play an essential channel for delivering and assessing instant and timely news, 

it is imperative to examine the motivating factors that drive the consumption of online 

newspapers.   
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Furthermore, in explaining media experience, it has been observed from earlier empirical 

findings that the media is conventionally seen as a tool that enables users to experience the 

medium while at the same time consumers require gratification from the usage and media 

benefits (Dewan & Ramaprasad, 2014; Hair, Bush & Ortinau, 2003; Katz, Blumler & 

Gurevitch, 1974). In justifying this, it is noted that Internet users use media for a 

purposive benefit that involves active behavioral control in which media content is sought 

because of internal motivations (Eastin & Daugherty, 2005; Eggers et al., 2017). These 

internal motivations are to meet specific needs and serve as the basis of attitude formation 

(O‟Keefe, 2002; Daugherty, Eastin & Bright, 2008). In line with this, previous research 

found that psychological gratifications that motivate users towards a media vary in 

accordance to the media content (Chen, 2011; Katz, Haas, & Gurevitch, 1973; Xiang & 

Gretzel, 2010).  

Nevertheless, as noted by Momany and Alshboul (2016), as well as Eggers et al. (2017), 

evidence of Internet usage behavior is not exclusively referring to a specific social media but 

reflects social media because the concept of social media is comparable regardless of the 

online platform (e.g.: Website, Blog, Social Media such as; Facebook, Twitter, YouTube, 

Instagram, etc.). For instance, Chen (2011) applied UGT to examine the need to connect with 

other people using Twitter, while Kaye (2010) studied reasons for accessing blogs based on 

UGT reasoning. Both studies revealed the suitability of UGT in answering their research 

questions and at the same time, UGT was verified to explain user needs and motives to engage 

in social media. However, limitations from Chen (2011) and Kaye (2010) studies are related to 

the applicability of UGT through another medium such as Facebook. Hence, considering that, 

previous studies that have attempted the application of UGT in the context of Internet have 
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been mostly generic and less studies have explored the specific motivational factors to 

consuming news contents on the Internet. Therefore, this study focuses on examining the 

psychological factors that enhances the gratification of online newspapers consumption 

(Dunne, Lawlor, & Rowley, 2010; Kaye, 2004; Ledbetter, Taylor, & Mazer, 2016).  

Consistently, Vincent and Basil (1997) insisted that news in different media have different 

capacities to gratify people‟s motivations. For example, conventional newspapers are 

meticulously linked with the gratification of information-seeking motives, while television 

and motion pictures are chosen by those with greater entertainment and escapism motives. 

Thus, previous studies (Antunovic, Parsons & Cooke, 2016; Lee & Ma, 2012; 

Mitchelstein, Siles & Boczkowski, 2015; You, Lee, Kang & Kang, 2013; Ziegele, Breiner 

& Quiring, 2014) have used different motivational constructs in their studies, for instance, 

Chyi and Lee (2014) used news motivation with news consumption, Lee (2013) used four 

different constructs; social-driven motivation, information-driven motivation, opinion-

driven and entertainment-driven motivations. Meanwhile, Yoo (2011) used four different 

dimensions of motivational factors; information seeking, entertainment, social and passing 

time. More recently, Omar, Ismail and Kee (2018) employed two motivational factors; 

information seeking and social utility motivations towards online consumption of public 

affairs news. Another recent study on multimedia consumption used two motivation 

factors, namely social and information with multimedia consumption (Tang & Lai, 2018). 

However, it is apparent that previous studies have studied motivational variables on a 

piecemeal basis and there is a scarcity of studies examining the entire dimensions of 

motivational factors on online newspaper consumption. 
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Additionally, previous studies on the relationship between motivational factors and news 

consumption are majorly on traditional newspapers (Chyi & Lee, 2013; Flavian & Gurrea, 

2009; Kang, 2009; Lee, 2013; Nauman, 2017; Van der Wurff, 2011; Yoo, 2011). 

However, not many studies have delved into examining the motivational factors of online 

newspaper consumption (Niekamp, 2003; Ruggiero, 2000; Sunders & Liperos, 2013).  

More so, results from Pakistan have documented that 56% of online newspaper readership 

from men while 13% is from women (Pakistan Advertiser Society, 2011). In addition, 

Cherian and Jolly (2013) also reported from a higher preference of online newspaper 

consumption from male (65%) as compared to 35% from female consumers of online 

newspaper. Anjum and Michele (2014) also confirmed that males and females have 

different TV uses and gratifications among Pakistanis living in Canada. For instance, 

males are more inclined to consume informational programs than females. Likewise, 

findings of a newspaper study on university students in Pakistan also claim that males and 

females have different preferences and motivations for newspaper consumption (Soomro, 

Butt & Ali, 2014). Similarly, an online newspaper exposure study of faculty members also 

found that males prefer to consume online newspapers compared to female faculty 

(Memon & Pahore, 2015). Thus, given the level of different usage between male and 

female that has been overwhelmingly found among previous studies it is therefore 

imperative to understand if such difference is caused by different motivating factors 

towards online newspaper consumption.  

In addition, various previous studies have also noted that online newspaper consumption 

behaviors are different across gender among online consumers (Boczkowski, Mitchelstein 
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& Matassi, 2018; Boczkowski & Peer, 2011; Bhutta & Ali, 2017; Fletcher & Park, 2017; 

Jung & Sunder, 2018; Shim, Golan, Day & Yang, 2015; Wei, 2008; Wei, Lo, Xu, Chen & 

Zhang, 2014; Wei & Lo, 2015; Westlund & Fardigh, 2011). Therefore, in order to identify 

the impact of gender on the consumers‟ motivation for online newspaper consumption, 

this study examines the moderating role of gender on consumers‟ motivations and online 

newspaper consumption (Taipale, 2013).   

Likewise, Pearson and Knobloch (2018) and Sparks et al. (2016) have affirmed that news 

consumers prefer online newspapers to conventional newspapers. The preference of online 

news by consumers is evident through the challenges faced by print newspapers in terms 

of readership, circulation and market access (Nauman, 2017; Memon & Pahore, 2014; 

2015; Thurman, 2017; Yusuf et al., 2013). For example, Dawn (2008) reported that 

newspaper publication and readership have been nose-diving in Pakistan since 2003. The 

decline of traditional newspaper readership in Pakistan reflects the trend of people moving 

towards online newspaper consumption as free and accessible news sources continue to 

emerge on the Internet (Chayi & Lasorsa, 1999; Chyi & Lewis, 2009; Chyi & Lee, 2013; 

Haque, 2014; Memon, 2011; Nguyen, 2008; Thurman, 2017). Therefore, as print 

newspapers continue to depreciate; fewer studies are conducted on exposure to online 

newspapers in Pakistan (Madani, Batool, Abdullah & Nawaz, 2013; Mezzera & Sial, 

2010; Memon & Pahore, 2014, 2015; Ricchiardi, 2012; Yusuf et al., 2013). Additionally, 

studying the consumption of online newspapers in Pakistan at this moment when the Internet 

penetration in Pakistan is growing by the speed of light would provide crucial insights to the body 

knowledge on how to preserve and sustain digital journalism and most importantly online 

newspaper consumption (Boczkowski, Mitchelstein & Matassi, 2018; Memon, 2011; 
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Nauman, 2017; Rechardi, 2013; Shim, Golan, Day & Yang, 2015). However, there is 

almost a complete dearth of studies on the consumption of online newspapers emerging 

from developing countries such as Pakistan. Mitchelstein and Boczkowski (2010) 

corroborated that there is a knowledge gap on the motivational factors of online 

newspaper consumption (Lee & Chyi, 2014; Taipale, 2013).  

In addition, previous studies that have emanated in the realm of online newspaper 

consumption are not really driven by the Uses and Gratifications Theory (U&G) (Borah, 

Thorson & Hwang, 2015; Lee & Chyi, 2014; Nauman, 2017; Wei & Lo, 2015). 

Additionally, Nauman (2017) bemoaned that not very many studies have employed the 

U&G to examine users‟ consumption of any particular media in Pakistan. Consequently, 

this study tests consumer motivation factors (information, entertainment, social utility, 

personal utility and escapism) with online newspaper consumption under the Uses and 

Gratification Theory. However, these motivation variables (Katz et al., 1973-4) have 

rarely been explored all together.  

In line with the theoretical gaps discussed above, this study examines the relationships 

between consumer motivation factors (information, entertainment, social utility, personal 

utility and escapism) as proposed by Katz et al. (1973) on online newspapers consumption in 

Pakistan. Furthermore, gender (Taipale, 2013) is used as a moderating variable while the 

Uses and Gratifications Theory underpins this study. Consequently, using the cross-

sectional survey approach, this study intends to collect data from university students in 

Pakistan. Subsequently, data from the study is analyzed quantitatively using the Partial 

Least Square-Structural Equation Model (PLS-SEM). 
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1.3 Research Questions 

In line with the research problem statements, the following research questions are 

proposed: 

i. Does information motivation influence online newspaper consumption? 

ii. Does entertainment motivation influence online newspaper consumption? 

iii. Does social utility motivation influence online newspaper consumption? 

iv. Does personal utility motivation influence online newspaper consumption? 

v. Does escapism motivation influence online newspaper consumption? 

vi. What is the moderating role of gender on the relationships between information 

motivation, entertainment motivation, social utility motivation, personal utility 

motivation, escapism motivation and online newspaper consumption? 

1.4 Research Objectives 

The broad objective of this research is to investigate the influence of consumers‟ 

motivations on online newspaper consumption in Pakistan. Therefore, the specific 

objectives of this study are as follows: 

i. To investigate the influence of information motivation on online newspaper 

consumption 

ii. To investigate the influence of entertainment motivation on online newspaper 

consumption 

iii. To investigate the influence of social utility motivation on online newspaper 

consumption 
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iv. To investigate the influence of personal utility motivation on online newspaper 

consumption 

v. To investigate the influence of escapism motivation on online newspaper 

consumption 

vi. To determine the moderating role of gender on the relationship between 

information motivation, entertainment motivation, social utility motivation, 

personal utility motivation, escapism motivation and online newspaper 

consumption 

1.5 Significance of Study 

This research contributes to the budding literature of online newspaper consumption by 

studying the motivations for news media in general and online newspapers in specific. 

This study intends to provide insights into this relationship by highlighting consumers‟ 

motivations for online newspaper consumption and giving insight into future research, 

especially in the area of online newspaper studies.  

 

In addition, this study filled methodological and theoretical gaps in relation to developing 

a validated model on the relationship between motivational factors and online newspaper 

consumption. Theoretically, this study extends the U&G model to online newspapers, as 

the model has been used mainly in studying traditional media such as television use 

(Palmgreen, Wenner, & Rayburn, 1980; Rubin, 1983; Shade, Kornfield & Oliver, 2015; 

Zhao, 2014), radio use, newspaper reading (Chung & Yoo, 2011; Lee, 1998; Kaye & 

Jonson, 2002; Vincent & Basil, 1997), Internet use (Diddi & LaRose, 2006; Papacharissi 
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& Rubin, 2000) and the World Wide Web. Therefore, the model developed in this study 

serves as statistical evidence in explaining the theoretical perspectives of the Uses and 

Gratification Theory. Methodologically, this study employs the quantitative survey 

method because survey is a convenient and relevant method in studying a huge number of 

consumers (Lee & Chyi, 2014; Steensen, 2011).   

 

Practically, this study provides practical implications for newspaper organizations in 

Pakistan. It provides practical insights for online newspaper editors towards understanding 

the behaviors of online newspaper consumers. Furthermore, the findings of this research 

will guide policy makers in Pakistan in designing their policies for online newspaper 

readership and circulation in Pakistan.    

1.6 Scope of Study 

This study employs a cross-sectional survey design to examine online newspaper 

consumption among university students of three public universities in the Sindh province 

of Pakistan, namely University of Sindh, University of Karachi, and Shah Abdul Latif 

University. This study focuses on the consumption of online newspapers from the 

websites of news organizations in Pakistan. This research does not include the 

consumption of unrecognized news websites or news blogs in order to maintain the focus 

of the study.  

 

This study is theoretically directed by the proposition of the UGT which approach news 

consumers as active and cautious users who adopt all types of media for their benefits and 
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based on their own needs and requirements. This is perhaps one of the most powerful 

characteristic of the theory of uses and gratifications, namely, the communication element 

that establishes the relation between the users and the media on the base of their needs and 

their requirements. This is supported by the research of Quan-Haase and Young (2010) 

who applied this theory on the case of Facebook and Instant Messaging. In other words, 

the UGT approaches news audiences as consumers and not just viewer or reader. The term 

consumer fits more in the concept of the active audiences, such as the audiences that insert 

in an interactive procedure with the online medium and the content of the online news, in 

general. Therefore, one of the important of employing the UGT in the context of this study 

is that it provides headway for understanding the motivations of news consumers and their 

gratification to consume newspapers through the online platforms (Whiting & Williams, 

2013; Eggers et al., 2017; Phua et al., 2017).  

 

The implication for employing the UGT to study the motivation and gratification for 

consuming online news also provides the opportunity to discern the factors that can trigger 

for the media users to continually using online news platforms to gain personal, social and 

informational benefits. Interestingly, the emergence of online platforms such a; social 

media and news portals have unearthed a set of interactive characteristics in the way 

consumers approach and consume news. This is expected to influence the type of 

gratification news consumers sought from the traditional news. Hence, previous 

researchers have employed the UGT to report that news are commonly consumed to 

gratify informational needs. However, in the face of the interactive features embodied in 

this online news platforms, the study takes a holistic approach to determine if online news 
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contents can yield additional gratifications which include social and other psychological 

benefits to the consumers. 

 

Finally, survey questionnaires were distributed to students of three public universities in 

the Sindh province of Pakistan, namely University of Sindh, University of Karachi, and 

Shah Abdul Latif University and their responses are analyzed using the PLS-SEM 

technique in SmaprtPLS3. The analysis is used to generate findings and discussions which 

are in line with the research objectives and questions raised above. Finally, conclusions 

and implications are generated from the reported findings.  

1.7 Conceptual and Operational Definitions of Terms  

The following sections present the operational definitions of the variables that are 

understudied in this research.  

1.7.1 Information Motivation 

In this study, information motivation refers to consumers‟ online newspaper seeking 

behavior for their needs (Katz et al., 1973; Lee, 2013; Lee & Chyi, 2014). This occurs 

when consumers are motivated to search for different types of news such as current 

information about politics and society for them to keep up to date with what is going on in 

the world, and keep up with the way governments function and how they perform their 

duties.  
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1.7.2  Entertainment Motivation  

This study defines entertainment motivation as the consumption of online newspapers for 

the purpose of entertainment, leisure, enjoyment and relaxation (Bryant & Zillmann, 1994; 

Nam, 2014). This happens when consumers want to consume newspapers for the purpose 

of excitement, fun and leisure (Chyi & Lee, 2013; Lee, 2013; Lee & Chyi, 2014; 2015).  

1.7.3 Social Utility Motivation 

In this study, social utility motivation is operationalized as consumers‟ motivation to keep 

up to date about government, current issues and policy matters via online newspapers for 

the purpose of interaction and communication with people in the community. Hence, this 

is explained by consumers‟ motivation to make them more sociable and create the feeling 

of connectedness with the community (Marshall, 2007; Rubin, 1983).  

1.7.4 Personal Utility Motivation 

In this study, personal utility motivation is operationalized as individuals‟ motivation to 

find out the character in the online newspaper which matches with their own personalities 

and feelings. Similarly, Ruggiero (2000) and O‟Brien et al. (2014) assert that individuals 

have the motivation to gain insight into others‟ personalities, so as to find models of 

behavior and reinforce their personal attitudes, beliefs and values.  
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1.7.5 Escapism Motivation   

The escapism motivation is operationalized based on Katz et al.‟s (1974) concept. This 

refers to the need for escape and diversion from problems like assignments, classes as well 

as routines (McQuail, Blumler, & Brown, 1972; Niekamp, 2003; Rubin, 1983).  

1.7.6 Online Newspaper Consumption  

Online newspaper consumption refers to the frequency of online news consumption from 

online newspapers (Lee, 2013; Lee & Chyi, 2014; 2015; Taipale, 2013). It is noted that the 

online newspaper consumption term has also been utilized as online newspaper use and 

online newspaper reading. Therefore, in this study, online newspaper consumption is 

operationalized as the frequency of online newspaper consumption, as well as how often 

they consume online newspapers, and the frequency of reading, watching and listening to 

news from online newspapers.  

1.7.7 Gender 

Gender refers to the socially constructed roles, behaviors, actions and characteristics that a 

given society considers suitable for males and females (Saleeman, Budiman & Ahmad, 

2015a). In this study, gender refers to male and female students in the three public 

universities of Sindh, Pakistan. 

1.8 Chapter Summary 

This chapter introduces this study by explaining the background of this current study on 

online newspaper consumption among university students. Also, this chapter discusses the 
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problem statement by highlighting identified gaps in theory and in practice. In addition, 

this chapter developed the research objectives and questions which provide insights into 

what the study aims to achieve. Subsequently, the significance of the research is 

discussed.in addition; scope of study in context on UGT theory is also discussed. Finally, 

conceptual and operational definitions of independent and dependent variables are 

explained. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This chapter presents the review of the theory and previous studies that serve as the 

fundamental background for this study. Specifically, the issues of online media 

consumption are discussed in this chapter. Also, the chapter describes the transformational 

scope of traditional media consumption to online media consumption in Pakistan. In 

addition, the Uses and Gratification theory is presented and discussed in relation to the 

proposed theoretical framework of this study. Finally, the relationships hypothesized 

between the understudied variables are presented in this chapter. This chapter ends with a 

brief summary of the discussions and reviews presented herein.  

2.2 Changes in the Landscape of Online Newspapers 

In the arena of mass media, the Internet has been described as one of the most significant 

and revolutionary developments in the 21st century. This development and its popularity 

have provided new paths for online newspaper development. The Newspaper Association 

of America (NAA) confirms that the first electronic newspaper was introduced in 1993. In 

this connection, Morgan Stanley Technology Research, as cited in Green (2002), says it 

took radio 38 years to attain 50 million listeners in America; television had to wait 13 

years to get 50 million viewers while it took cable television 10 years to knock this target 

audience number. However, the Internet-based media took just five years to achieve even 

more traffic. The surge of online media has continued to increase as shown in the global 
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online population. 934 million consumed online media in 2004, and that figure was 

projected to increase to 1.07 billion in 2005 and 1.21 billion in 2006, and the number 

continued to grow (Nguyen, 2008). Hence, with the popularity of the Internet, the 

complete news system and business models of traditional newspapers have changed, 

thereby demanding new approaches and values to news production and distribution 

(Organisation for Economic Co-operation and Development, 2009). 

Shortly after Tim Berners Lee‟s invention of the World Wide Web in 1990 and University 

of Illinois students‟ consequent opening of Mosaic (the first web browser) in 1993, the 

traditional media hastily established an online presence in their bid to attract consumers 

and retain them to generate revenue, so as to remain relevant and expand their outreach 

and consumption (Nguyen, 2007). Still after this development, the proliferation of online 

newspapers was slow until 1994, when around 20 online newspapers came to existence in 

the online market (Carlson, 2009; Hermansson, 2013). These included the New York 

Times, Halifax Daily News, Wired Magazine, London Daily Telegraph and Financial 

Times.  

In 1995, newspaper companies established their own group, consisting of nine 

companies, including the New York Times and Washington Post (Shedden, 2010). 

Additionally, in 1996, Mercury Centre became the first daily completely online 

newspaper with a focus on developing a newspaper website on the World Wide Web. 

Also, Boczkowsksi (2005) reported that in 1995, majority of the American newspapers 

went through an experimental period of adopting web publication. This process was 

characterized by what Boczkowski (2005) calls “hedging” (p. 51), that is, growth of 

practices to deal with the uncertainty of websites‟ development as a news platform. Since 
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then, the Internet has gained increasing importance as the source of news in the current 

process of news production and circulation. This importance is evident in not only the 

developed nations but also the developing and underdeveloped ones.     

For instance, the US alone witnessed more than 1,500 daily newspapers supply of online 

editions, and reports have shown that 76% of Internet users consume online newspapers 

(Journalism.org, 2007). This is why the Internet has been considered as one of the key 

strategies to retain and regain consumers (Yoo, 2011). Notably, due to Internet 

penetration as a powerful tool of communication and information dissemination, Google 

introduced the Google News service in April 2002 and in the same year for the first time, 

users were asked to pay for online content (Shedden, 2010).  Later in 2003, news 

organizations started asking their consumers to contribute news. For instance, the BBC 

asked for content on the Iraq conflict after the 9/11 terrorist attack in Washington. This 

shows how committed and involved consumers of online newspapers are and the level 

they are willing to go in consuming and even contributing to online newspapers (Madden, 

2010).    

 

The growth rate of online newspapers in the developed world has also been noticed in the 

developing and underdeveloped world as well. For instance, from virtually zero in 1993, 

there were 3,112 online newspapers, 3,900 online magazines, 2,108 radio sites and 1,823 

TV sites recorded from the developing countries as at 1998 (Nguyen, 2007). In addition, 

the World Association of Newspapers reported in 2001 that 5400 newspapers worldwide 

had an online/web edition, and this figure was continuously increasing. For the 1999-2000 

period for instance, there was a remarkable numerical expansion from 1,149 to 1,207 in 
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the US, 29 to 85 in Spain, 122 to 172 in Australia and 179 to 232 in Germany. By 2002, 

Editor and Publisher reported that traditional news organizations set up a total of 13,536 

news websites (Nguyen, Ferrier, Western, & McKay, 2005). Meanwhile by the middle of 

2000, “virtually all mainstream newspapers and broadcasters” in North America had an 

Internet site, with “an increasing number of community newspapers and local broadcasters 

joining the trend” (Eid & Buchanan, 2005). According to the World Association of 

Newspapers (2006), the worldwide number of newspapers with websites increased by 

20% in 2005. 

Similar trends are seen in Asian countries such as China, Malaysia, Pakistan and India, 

where most of the newspaper organizations brought their publications online due to the 

decrease in print newspaper readership. In the case of Malaysia, Utusan Online was the 

first media house to have an electronic newspaper and the development attracted quite a 

good number of newspaper consumers (Ariffin, & Jaffar, 2009). Furthermore, Ariffin and 

Jaffar (2009) asserted that the Utusan Online website recorded an average of 15-20 

million hits, with over four million pages viewed every month in 2008. Similarly, 

Pakistan experienced a decline in the readership of conventional newspapers while online 

readership increased significantly (Dawn 2008; Memon & Pahore, 2015; Pakistan Bureau 

of Statistics, 2012). Following this trend, it is fair to conclude that the online news 

platforms are overcoming the traditional print newspapers as a primary source of relevant 

and timely information among a lot of people. Thus, as the online newspaper platforms 

increase in readership and relevance, it is therefore important to study the consumption of 

online newspapers. Online newspaper consumption is especially important with regards 
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to the social and psychological factors that are responsible for explaining the 

consumption behavior of news consumers.  

2.3 Overview of Print Newspaper History in Pakistan  

Print media in Pakistan, especially newspapers, have a long historical background dating 

back to the pre-independence period of Pakistan. For example, Dawn newspaper, being 

the oldest print media in the country, was established in 1944 by the founder of Pakistan, 

Quaid-e-Azam Muhammad Ali Jinnah, under the editorship of Puthan Joseph in Delhi, 

India to represent the Muslim ideology and serve the purpose of communication for the 

public and authorities during the British colonial period (Hijazi, 1996; Rasul & 

McDowell, 2012). After the separation of Pakistan from India, the newspaper shifted to 

Karachi, then capital of Pakistan, and established a reputation among other newspapers as 

an independent, authentic and liberal source of news, while being popular for its 

constructive criticism of government policies (Sabir, 2009). 

Dawn, the largest Pakistani newspaper in English, has its own group; Pakistan Herald 

Publication (PHP), with two other newspapers, three magazines, the largest and first 

English TV channel in the country - named Dawn News - and a FM radio station. The 

group‟s media enterprises are well thought-out and highly credible, and they have 

emerged as authentic sources of news and information in the country (Naseer, 2010). The 

group‟s magazine, The Herald, is the most popular English current affairs news magazine 

in the country, and it has been successful in maintaining its control and status in English 

magazine journalism for the last several decades, in terms of circulation, readership and 

advertising revenue (Sabir, 2009). Besides the Herald, Dawn‟s readership is estimated to 
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be 790,000 out of the 8,000,000 total readerships of newspapers in Pakistan. Dawn 

accounts for approximately 10 per cent of the total newspaper readership within Pakistan, 

out of an estimated 8,000,000 (Dawn, 2008).  Dawn circulation is approximately 

calculated as 138,000. Articles are contributed by popular personalities of media and 

politics on various current and political issues to Dawn newspaper. For example, popular 

hosts of the television programs include Hamid Mir (GEO TV), Javed Chaudhry (Express 

News), Talat Hussein (Dawn News), Salman Ghani (Waqt TV), Shahid Masood (Express 

News), ex-information minister Sheren Rehman and Javed Jabar, who also write columns 

for the group‟s newspapers and occasionally break important news (Methu, 2012). 

Besides Dawn group of newspapers, there are many other groups and newspapers that are 

dominant in the Pakistani news market. These include Jang and Nawa-Waqt. Each has 

established English and Urdu newspapers. The Jang Group is the largest and one of the 

oldest media groups in Pakistan and also started in New Delhi in 1940. The group moved 

to the then new Pakistan after independence in 1947. Similarly, Jang Group publishes six 

newspapers and two magazines. Jang News is considered the largest in revenue and 

circulation, has developed a good reputation and is widely regarded as a credible source 

of news in Pakistan (Husband, 2005; Reechiardi, 2012; Rasul & Proffitt, 2013). 

In the 21st century, Pakistani newspaper circulation has declined and the number of 

newspapers has also reduced.  Although newspaper circulation figures have dropped 

drastically in recent years, print media remains a main source of news for millions. 

Undated figures from the marketing research organization Gallup Pakistan say 60 per 

cent of urban populations and 36 per cent of rural populations read newspapers. The 

Pakistan Bureau Statistics (hereafter PBS) stated that a total of 749 newspapers and 
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periodicals were published in 2011, out of which 594 were in the Urdu language, 67 in 

English, 17 in Sindhi and the rest published in regional languages (Pakistan Bureau of 

Statics, 2012). Similarly, Ali (2011) stated that the newspapers are published in 11 

languages but majority of them are published in three languages; Urdu, Sindhi, and 

English. 

Table 2.1 

Total Numbers of Print Publications by Language, 2002–2011 

Language 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 

Arabic 4 4 4 5 3 5 n/a n/a 2 n/a 
Balochi 8 11 13 17 8 8 8 12 13 12 
Bi/trilingual 3 14 n/a n/a 1 n/a n/a n/a n/a n/a 
Brahvi 4 4 2 2 3 3 3 4 4 4 
English 153 204 223 290 133 252 100 56 84 67 
Gujrati 8 13 13 15 3 1 n/a n/a n/a n/a 
Punjabi 1 1 2 8 5 7 6 n/a 2 7 
Pushto 8 9 14 35 34 33 14 18 17 17 
Saraiki 1 4 4 5 1 1 1 n/a 5 n/a 
Sindhi 33 53 58 80 35 12 22 16 26 17 
Urdu 497 628 895 1,533 1,236 1,490 1,042 600 761 594 
Others n/a n/a 51 7 2 8 3 n/a 38 31 
Total 720 945 1,279 1,997 1,464 1,820 1,199 706 952 749 

Source:  Recchaiardi (2012) 

More recent reports have contradicted earlier figures. According to Recchiardi (2012), the 

number of daily newspapers is 252, with 139 weeklies and 279 monthlies. Furthermore, 

the bureau reported a combined daily sale of 6.1 million copies for all newspapers. Figure 

2.1 represents newspapers‟ circulation shares of main English and Urdu language 

newspapers in Pakistan. 
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Figure 2.1. Total Circulations of Newspapers in Pakistan (Dawn Report, 2008) 

The following Figure 2.2 represents the readership shares of big English newspapers in 

Pakistan. It shows that Dawn, among English newspapers in Pakistan, is the leader in 

terms of consumption. 

 

Figure 2.2. English Newspaper Readerships in Pakistan (Dawn Report, 2008) 
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2.4 Online Media in Pakistan 

Online media is a recent phenomenon which emerged after the Internet penetration in 

Pakistan. The first Pakistani online newspaper is Dawn in English, which appeared first on 

the Internet in 1996 (Dawn, 2008). Dawn‟s news website (www.dawn.com) soon became 

successful, with over 10 million page views per month. Dawn has as well remained the 

most popular online newspaper in Pakistan (Yusuf et al., 2013). Moreover, in the same 

year, another English newspaper - The News - also started to appear on the Internet (The 

News, 2012). Later in 1998, Jang, which is the leading Urdu newspaper, developed its 

website on the Internet (Jang Report, 2007) and has remained one of the biggest 

newspapers on the web, with 1.2 million online users. Indeed, it is reported that Jang 

newspaper page views are more than 30 million per month.  

 

The actual phenomenon of digitalization and online media proliferation increased as a 

result of a long time struggle for freedom of press and news reports. Pre-online media in 

Pakistan was an era of excessive control from the government, especially during the 

administration of President Musharaf, who really clamped down on free journalism and as 

a result banned so many traditional media organizations. Such hostility pushed many 

journalists towards writing and sharing their opinions online. As such, Pakistani 

journalists found solace in sharing their opinions and reports online, therefore reinforcing 

the emergence of online media in Pakistan (Yusuf et al, 2013). 

Consequently, all daily newspapers in English, Urdu and Sindhi began to incorporate their 

services online (Dawn Report, 2008) for easy and fast accessibility of information. In 
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support of this claim, Yusuf et al (2013) pointed out that the circulation of traditional 

newspapers has dropped in recent years. More so, the advent of online newspaper 

production has also increased the numbers of newspaper readership, especially because 

online newspapers are quickly and easily accessible anywhere and anytime.   

Consistently, Haque (2014), editor of the online Dawn newspaper (the leading English 

newspaper), reported that all around the world, print media is either by default shifting to 

websites as digital trends are adopted by media organizations, or they are in competition 

with other publications to attract people, so newspaper organizations fully avail 

themselves of the web opportunity. In consonance with newspapers, TV has also moved 

online to offer service video clips and live stream on the Internet. 

Additionally, Haque (2014), complimenting online newspapers and online news sources, 

comments that after the onslaught of popularity of online newspapers and news 

availability on the web, editors, reporters and even news stories get feedback in the form 

of comments, likes and dislikes. Such inventions are apparently attracting print 

organizations to become online newspaper organizations. 

Furthermore, to complement online newspapers, Memon (2011) explained that due to the 

growing number of Internet users in the country, many newspapers have started Internet 

editions (online newspapers) for local as well as expatriate Pakistanis. Such newspapers 

include English newspapers like Daily Dawn, The Nation, The News International, Daily 

Times and some Islamabad-based newspapers such as Din and Daily Hot News. Urdu 

newspapers like Daily Jang and leading newspapers in terms of circulation; Daily Nawa-e-

Waqt, Jasarat Friday Times (weekly), The Frontier Post, Hi Pakistan, Information Times, 
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Pakistan Link, Pakistan News Service and Pakistan Press International (PPI) also all have 

online newspaper websites (Ali & Gunaratne, 2002).   

2.5 Internet and News Consumption in Pakistan 

Since the last decade, Pakistan has experienced rapid development and growth in 

Information and Communication Technologies (ICTs), which has resultantly had immense 

impact on Pakistani media and society. In this connection, it is reported by the Pakistan 

Telecommunication Authority (hereafter PTA) that Internet access has been available in 

the country by the mid-1990s (PTA, 2016). Later, with the help of Pakistan 

Telecommunication Authority Limited (PTCL), Internet service was offered to the masses 

through local call networks in 1995. Furthermore, Memon (2011) writes in his doctoral 

thesis that not only did PTCL offer Internet services, but some other companies also 

provided Internet services in Karachi and other parts of country. Such companies include 

Digicom and Fascom (in 1996), which subsequently became a source of news and 

entertainment. 

 

Actually, broadband Internet and mobile cellular services are very important in connecting 

lives, providing platforms to media organizations for the dissemination of news and 

entertainment content and engendering freedom of speech in the 21st century. New 

emerging trends creating vibrant environments for online experience for newspaper 

consumers also help newspaper organizations to provide content to consumers (PTA, 

2014). 
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In addition, according to the CIA World Fact Book (2010) and Memon (2011), Pakistan 

witnessed a total of 18.5 million Internet users in 2008, making it one of the top 20 

countries in Internet use in the world. In contrast to these figures, the CIA Fact Book 

(2015) reports that Pakistan stands at the 27th position in Internet use in 2014, and 

furthermore assert that 21.3 million people actively used the Internet as at that time. 

Besides, 135.8 million people used mobile then. Surprisingly, Pakistan stood in the 11th 

position in the world for the number of mobile users in 2014. This indicates that people 

are moving towards online sources for news, information, entertainment and 

communication. Furthermore, it is affirmed that a significant increase has been reported 

since 2005, and more than 50 Internet service providers have been operating since then, 

hence, more than 29 million Internet users are using the Internet actively, which amounts 

to 16 per cent of the total population (Internet Service Providers Association of  Pakistan, 

2012; Yusuf et al,  2013). 

 

In addition, the PTA successfully auctioned for the Next Generation of Mobile Services 

(3G/4G) (PTA, 2015). Due to this, mobile penetration has increased and reached 76.6 per 

cent with 139.9 million subscribers at the end of June 2014 (PTA, 2014). Within the short 

period of two months, Cellular Mobile Operators (CMOs) acquired 11.04 million new 

Internet subscribers through mobile, with 9.1 per cent growth during financial year 2014, 

which covers 92 per cent of the land area of Pakistan. During the same period, Broadband 

also recorded 39 per cent increase in subscription to reach 3.79 million Internet users. 

Internet and Information Communication Technologies provide a platform for media 

organizations to keep pace with the changing world and gain more audiences. Some media 
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organizations feel new media technology is a threat which may wipe out their established 

reputations and markets (Haque, 2014) Therefore, Haque stresses that all media 

organizations moved to the Internet and adopted it as their primary platform for news 

dissemination so as to retain regular consumers and attract new consumers who are tech-

savvy. In this regard, Express Tribune (a reputable English newspaper) and Express Urdu 

newspaper conducted a survey in Pakistan on the use of the Internet and found that 

majority of the respondents were young and below 25 years of age. The survey concluded 

that more than 20 million Pakistanis are online and the number of Internet users will 

rapidly increase over time. Furthermore, it reported that majority (94 per cent) of Internet 

users are from urban areas, have high speed Internet access and frequently consume news 

information and entertainment media (Express Tribute, 2013).  

Similarly, Rajer, Salim and Hassan (2010) stated that the Internet is a serious threat to 

traditional news media and conventional newspapers. Thus, newspaper readership is on 

the decline. Furthermore, Madani, Batool, Abdullah and Nawaz (2013) confirm that due to 

Internet availability, all newspapers, TV stations and radio stations have shifted to the 

Internet, while newspapers now have both online and print publications. Resultantly, all 

online newspapers are gaining popularity among news consumers in Pakistan. The 

availability of online newspapers on the Internet has given support to newspapers in term 

of readership. Furthermore, due to proliferation and online availability, consumers have 

changed their choice of format for getting news and information from newspaper websites. 

Furthermore, Rajer et al (2010) opine that total readership will increase if we combine 

print and online readership, compared to what print media alone claims. In contrast to this, 

the Managing Director of the Jang group of publications said that newspaper readership 
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has continued to increase despite the low number of newspapers in Pakistan (Managing 

Director of Jang). 

Online newspapers are the preferred source for news and information, as reported by Rajer 

et al (2010), because they are free and available on the Internet for consumers without any 

subscription fee. All content is free to access for readers who want to consume online 

newspapers at any time to satisfy information, entertainment, social, personal and 

escapism needs. Likewise, Memon and Pahore (2015) conducted a survey on the Internet 

and online newspaper access behavior of academicians in Pakistan. The study concluded 

that academicians prefer to consume online newspapers and they prefer to access more 

than two online newspapers to gratify their needs. Furthermore, they reported that young 

people prefer to consume English newspapers compared to the old, and while 

academicians have different preferences, all consume online newspapers regularly. 

On the other hand, Memon (2014) conducted a survey on traditional media use among the 

journalists of Sindh, Pakistan and found that journalists have different preferences in 

media consumption. While Sindh journalists prefer to consume more of print media, Urdu 

journalists prefer the TV, and as for age cohorts, younger journalists prefer to consume 

newspapers in both online and traditional print formats to gain information and updates. 

Furthermore, results confirm that majority prefer to consume online newspapers. 

In addition, Rozee Pak Poll research organization conducted a survey with one question; 

“Do you prefer reading newspapers online?”, and this was posted on various groups and 

pages on social media. Findings confirm that more than 50 per cent of the Internet user 

population prefers to read online newspapers daily for information, entertainment, social, 
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personal and escapism needs (refer figure 2.3). In addition, 30 per cent read such 

sometimes, while 11 per cent often go to consume newspapers online (Rozee Pak Poll, 

2013).  

 

Figure 2.3. Online Newspaper Readership 

To highlight the online newspaper consumption trend, Dawn English newspaper reported 

that its weekly circulation is 138,000. Reports confirm that the readership of Dawn 

newspaper has improved to 759,000 and daily circulation of all publications has increased 

to 6.8 million (Media in Pakistan, 2010). Furthermore, Ali (2011) demonstrated that Jang 

Urdu newspaper is the most circulated newspaper with 850,000 copies, followed by 

Nawa-e-Waqt, which is the 2nd largest with 500,000, then Khabreen Urdu newspaper with 

232,000, The News English with 120,000, Dawn; 109,000, Business Recorder with 22,000 

and Daily Kawish Sindhi newspaper with 215,000.  In contrast with these figures, Zafar 

Abbas, editor of Dawn newspaper pointed out that the total circulation all types of  

newspaper publications (daily, weekly, fortnightly, and monthly) was 4 million in 2009 
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(International Media Support, 2009; Ali, 2011). Furthermore, Yusuf et al (2013) assert 

that due to advancement in technology and availability to masses, increased growth of 

online news consumption is being recorded in Pakistan.  Furthermore, Yusuf reported that 

satellite news consumption has dropped from 6.5 per cent in 2005 to less than 4 per cent in 

2010 due to TV channel streaming on the Internet.  

 

Moreover, audiences consume news from established pages of news organisations on 

social networking sites like Facebook and Twitter, and known and popular newspapers 

maintain and update their pages on Facebook and Twitter regularly. Consumers follow 

Twitter pages of newspapers and like the Facebook pages of online newspapers to get up 

to date news. Follower numbers of Dawn, Jang, Kawish, The News, Daily Times and 

Express Tribute are continuously increasing, which indicates that people are moving 

towards online sources to satisfy their information, entertainment, escapism and social 

integrative needs. 

Despite the growth of the independent blogosphere, established media group blog pages 

are very popular and dominant in the Pakistani blogosphere. Some newspapers like Urdu 

language Daily Jang and English dailies Express Tribute, Dawn and The News are top 

among blogs in terms of traffic in Pakistan (see Table 2.2). Most of the English 

newspapers maintain a number of bloggers who contribute and publish their posts on 

established news websites because online newspapers offer greater exposure and access to 

the masses, while helping to attract more consumers.  

 



 

37 

 

Table 2.2  

Top 10 Local Websites 

No Local Website Rank Overall in 
Pakistan Type of Site Domain Registry 

Date 

1 Olx.com.pk 11 Classifieds 2007 

2 Jang.com.pk 13 News 1998 

3 Geo.tv 17 News 2002 

4 Express.com.pk 19 News 2001 

5 Hamariweb.com 26 Diversified portal 2006 

6 Rozee.pk 36 Jobs portal 2006 

7 Tribune.com.pk 41 News 2010 

8 Zemtv.com 48 News n/a 

9 Thenews.com.pk 51 News 1999 

10 Dawn.com 55 News 1997 

Source: Yusuf (2013) 

In the same way as blogs, established online news media also use social networks like 

Twitter and Facebook to promote their online interactivity and attract more consumers. 

The Media Mappings Report states that in 2013, Jang newspaper had 289,000 Facebook 

followers; Geo News (Private Channel) English Language Facebook page had 192,000 

followers while its Urdu language page had more than 406,000 followers. The News 

English newspaper had more than 94,000 followers. Geo News also has a Twitter account 

which has more than 38,000 followers. Similarly, Express Tribute maintains Twitter and 

Facebook accounts which have 42,000 and 186,000 active followers respectively, while 



 

38 

 

the Dawn.com online English newspaper had 152, 000 followers on Facebook and 33,000 

followers on Twitter (Yusuf et al.,  2013). 

Researchers have surfed the pages of prominent newspapers on social media, especially 

Twitter and Facebook, and found that the follower numbers of these pages have doubled 

compared to those reported in 2013. (Please refer to Table 2.3 below for Facebook and 

Table 2.4 for Twitter figures). 

Table 2.3 

Facebook Newspaper Pages 

S.N Newspapers Page Likes 

01 Daily Jang 1,299,572 

02 Dawn 26,505 

03 Daily Ibrat Hyderabad 1,312,654 

04 Kawish Daily Newspaper 37,766 

05 Daily Times 1,061,625 

06 The Nation 24,388,867 

07 The News International 7,087 

08 Rozana Express 810,142 

09 BBC Urdu 3,545,841 

 

Table 2.4 

Twitter Newspaper Pages 

S.N Newspapers Tweets Followers Following 

01 Daily Jang 40,219 116K 260 
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Table 2.4 Continued  

02 Dawn 78.4K 303K 323 

03 Daily Ibrat Hyderabad 3 474 6 

04 Kawish Daily Newspaper 8,437 969 88 

05 Daily Times 12.9K 4138 213 

06 The Nation 79.2K 17.7K 260 

07 The News International 32.5K 165K 3 

08 Rozana Express 65.1K 115K 39 

  

In this regard, Insights Research Consultants (2012) conducted a survey to understand the 

use of the Internet and social media in Pakistan. The study found that most of the Internet 

users consume online newspapers for current information, personal communication and 

entertainment. Furthermore, the results showed that 35 per cent of Internet users prefer to 

consume news online for news updates.  

Hence, this background of Internet penetration and online news consumption reflects that 

it should be investigated academically to know how and why audiences use online news/ 

newspapers routinely and to know consumers‟ motivations for consuming online 

newspapers in Pakistan, where until now very little attention has been paid towards this 

area of study. 

2.6 Online Newspaper Consumption 

The news media provide a lens through which news consumers view society and the 

world. News consumption is a central part of everyday life in modern societies (Butsch, 
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2008; Cherian & Jacob, 2013; Dayan, Katz, & Davis, 1993; Lee, 2013; Omar, Ismail & 

Kee, 2018; Thompson, 1995; Thurman, 2017; Richard & Sora, 2017). In the digital world, 

the use and penetration of Internet and mobile technologies by individuals have affected 

their news consumption habits in their daily routine. According to the Pew Centre Report 

(2010), the Internet is the third most influential source of news and information, and it has 

outnumbered local and national television news. Moreover, for many Internet users, online 

news consumption has become part of their daily diet.  

 

Evidently, the consumption of online newspapers has experienced major growth in tandem 

with online news production (Banjade, 2010; Boczkowski, Mitchelstein, & Matassi, 2018; 

Mitchelstein & Boczkowski, 2010; Okonofua, 2015; Pew Research Centre, 2004; 2012; 

Thurman & Fletcher, 2017). Thus, it is noted that, due to digital media growth, media 

organizations are able to provide and produce 24/7 news to online consumers all over the 

world. Another important advantage of online news is that they can be updated hourly, as 

against the once-a-day production of print dailies. As a result, consumers are motivated to 

consume online newspapers more frequently as compared to the rate of conventional news 

consumption. Additionally, online news has remained relevant because consumers interact 

more with news articles and can document their feedbacks in terms of comments and 

threads. Also, online news articles can be shared among consumers with similar interests. 

In other words, online news has invented a form of socialization which has taken news 

consumption beyond just reading for the sake of information. Online news is therefore 

consumed to satisfy different types of psychological and social urges (Pew Research 

Centre Report, 2010; Reuters Institute Digital News Report, 2015). 
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In essence, the consumption of online news is driven by different motivational factors 

(Boczkowski, Mitchelstein, & Matassi, 2018; Boczkowski, 2002; Mitchelstein & 

Boczkowski, 2010; Mustapha & Wok, 2014; Mustapha & Wok, 2013). For instance, a 

recent study conducted in South Korea on online news consumption from the audience 

perspective concluded that three motivational factors; information seeking, social utility 

and entertainment have positive influence on consumption of online news ( You, Lee, Lee, 

& Kang, 2013).  

 

In addition, findings of previous studies (Flavian & Gurrea, 2009; Yoo, 2011) indicate that 

the behavior of online newspaper consumers and conventional media audiences are 

similar. Prominent scholars in the experimental research of online newspaper consumption 

(Boczkowski, 2002; Mitchelstein & Boczkowski, 2010; Omar, Ismail & Kee, 2018) 

confirm that despite the increasing use of newspaper websites and technologies, most 

users are still influenced by past consumption habits as well as social and psychological 

factors. Even though changes have occurred, they have not drastically altered the news 

consumption landscape, but with a few exceptions. Furthermore, Pew (2010) and Chyi and 

Lee (2014) asserted that the continued increase in online readership may be due to several 

motivational factors.  

 

Findings from some other studies of the behaviors and motivations of online news 

consumers supported that consumers read online or conventional newspapers due to social 

and psychological factors. In a similar vein, Flavian and Gurrea (2007) concluded after a 
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survey of news consumers in Spain that accessing online news is coupled to seeking 

specific or up-to-date information, and there is a negative relationship between reading the 

newspapers for leisure and entertainment and going online for news. Drawing on the Uses 

and Gratification theory (Katz et al., 1973), a different perspective predicts that 

communication is outlined by users‟ goals and interests more strongly than medium 

attributes and characteristics (Flanagin & Metzger, 2001). 

 

Similarly, Diddi and LaRose (2006) concluded in studies on college students that 

members of the first Internet generation are less likely to read newspapers than older 

people and less likely to watch network news. In addition, a Germany-based study by 

Hasebrink and Paus-Hasebrink (2007) found that young people who access the Internet 

only do so 27 per cent of the time for online news consumption out of 85 per cent. Some 

say that consumers‟ behavior could change over time, as online technologies continue in 

their influence (Lin, Salwen, & Abdulla, 2005; Metzger, Flanagin, & Zwarun, 2003; 

Tewksbury, 2003). Althaus and Tewksbury (2000) suggest that studies of Internet use are 

time bound, because patterns of consumption may change significantly as the use of 

computer technologies becomes more common in the general population. Online news 

consumers are more educated and have higher qualifications than those who do not access 

the news via online platforms (Chadwick, 2006; Nguyen & Western, 2007). A review of 

the literature affirms that most of the studies are conducted in developed countries, thus 

studies in developing countries on consumers‟ motivational factors for online newspaper 

consumption are quite relevant and should be explored. 
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2.7 Consumers’ Motivation 

In this age, consumers‟ motivation is recognized to be one of the most important factors 

that affect human behavior in many different ways (Guay et al., 2010; Omar, Ismail & 

Kee, 2018; Ruggiero, 2000; Shade, Kornfield & Oliver, 2015). Consumers‟ motivations 

therefore deal with both internal and external factors that have the power to stimulate the 

yearnings and the eagerness in people to become interested in online newspaper 

consumption. The whole idea of consumers‟ motivation is about actions or activities that 

people are inspired to engage in (Asiedu & Badu, 2018; Ryan & Deci, 2000; Yoo, 2011). 

 

Consumers‟ motivations for newspaper consumption and multitasking media watching 

may also be observed in the light of U&G, which aims to know what needs multiple media 

and newspaper sources fulfill (Lee & Chyi, 2014; Wang & Tchernev, 2012). Audiences 

consume multiple media - including online newspapers - to obtain more information 

(Diddi & LaRose, 2006), confirm their opinions about the world, and talk with others (Gil 

de, Garcia, & McGregor, 2015; Weeks & Holbert, 2013). In this context, socially and 

psychologically driven activities such as obtaining more information, accessing 

discussions, and getting entertained link audience motivation with news consumption 

(Lee, 2013), even over multiple platforms such as online newspapers, blogs, television 

shows, etc. 

 

Nevertheless, for the purpose of this study, consumers‟ motivations would be defined as 

the intense information needs, enjoyment needs or interests that motivate users to actively 

consume online newspapers. Online newspaper consumption represents the most 
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traditional method of measuring the readership, viewership and spread of newspapers‟ 

contents online among previous studies. Previous studies have demonstrated that certain 

factors motivate the consumption of online newspapers. For example, Lin, Salwen, and 

Abdulla (2005) found that online newspaper consumption is motivated by entertainment, 

interpersonal communication, information skimming, and information scanning purposes. 

In line with the findings above, Kilian, Hennings and Langner (2012) demonstrated that 

the main motivation for reading newspapers among news consumers is the need to be 

informed. In addition, Kilian, Hennings and Langner (2012) asserted that entertainment is 

a strong motivational factor towards online newspaper consumption.  

 

According to Pew Research Centre (2004), the proportion of online news consumers that 

access news online is 70 per cent. Actually, online newspapers relative to print 

newspapers are easy to locate and access for news information of interest from websites. 

Therefore, Tewksbury (2003) insisted that due to the layout of online news pages, 

newspapers also could offer consumers a better control on the news stories to find and 

read. Furthermore, studies affirm that due to the increased ease in selecting the news 

stories of interest through online newspaper presentation styles, users access news that 

gratify their unique needs. Results also indicated that with users‟ control, online news 

audiences/consumers read some public affairs news. This indicates that for online 

newspapers, consumers have the freedom of choice to select news of their own interest 

that appeal to and satisfy their needs.  
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With the rapid advent of new forms of media platforms like the Internet, smart mobile 

devices and the World Wide Web, media outlets have rapidly increased during the last 

decade, thus making information easily available and easier to consume (Chan, 2015; 

Choi, 2014; Wei, 2008). However, news has much broader and stronger impact because 

news is supplied in greater numbers and to different audiences from many news sources 

(Pingree, 2007 cited in Choi, 2014). 

 

Moreover, when audiences visit a news website or online newspaper, they surf quickly 

and scan mainly for desired information. Once individuals find the news stories that they 

are interested in, they consume such carefully and find more in depth information 

(Heinstrom, 2006; Lee & So, 2002; Yoo, 2011). Furthermore, with regards to the 

difference in news consumption from traditional and online media, Mitchelstein and 

Boczkowski (2010) stated that online news consumption is not different from 

consumption of traditional media. Some previous studies pointed out those online news 

consumers habitually adopt consuming patterns which fit into the online news 

consumption environment (Lewenstein, Edwards, Tatar, & DeVigal, 2000; Tewksbury & 

Rittenberg, 2009). News consuming behavior is equally important when it comes to 

reading online newspapers, especially in terms of conventional news. Thus, consumers 

have different motivations to consume news from radio, TV, newspapers, the Internet, 

smartphones and online newspapers.  

 

Existing U&G studies have recognized different sets of motivations for seeking news 

media. Nagar (2011) identified several motivation factors for commenting on online news, 
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such as a desire to voice opinions on matters of public concern, exchange information, 

vent social communication, enjoy a discussion, empower themselves as citizens, and more 

importantly, influence others.  In addition, a more recent study of Stroud, Van Duyn and 

Peacock (2016) in the United States found different motivations such as expressing an 

opinion, participating in a debate, information sharing, fact-checking and balancing 

discussions. Furthermore, previous studies also pointed to several motivation factors. For 

example, Vincent and Basil (1997) branded surveillance, escapism and entertainment as 

the motivations for using newspapers, whereas Elliott and Rosenberg (1987) proposed a 

diverse set of motivations such as surveillance, passing time, entertainment, and 

advertising. Collectively, all types of news media are believed to be selected by consumers 

looking for detailed information and local news. Furthermore, a qualitative study 

conducted on online news browsing and sharing motivations in the US found that 

surveillance and social utility motivations influence participants‟ news selections. 

Moreover, seeking news information among friend circles, personal curiosity and news 

interest are determining factors in news story selection from websites (O‟Brien et al., 

2014).  

 

Furthermore, previous studies have found that individuals turn to news media to escape, to 

become aware about society and to keep up to date with current events (Flavian & Gurrea, 

2009; 2008; Marshall, 2007; Lee, 2013; Diddi & LaRose, 2006; Mitchelstein & 

Boczkowski, 2010). Likewise, Lee (2015) confirmed the diverse roles that user 

motivations for news consumption play in shaping divergent styles of online news use. 

Moreover, digital news use influences individual users‟ motivations for news consumption 
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to their different usage patterns of online media. Even so, with the rapidly increasing use 

of online media, online news consumers now have many chances to engage with new 

media technology like online newspapers differently from people who depend on 

traditional media (Boonaert, & Vettenburg, 2011; Chyi & Lee, 2013; Lee, 2015). On the 

whole, online news consumption can take place through the use of digital tools that allow 

for participation in public communication. Furthermore, Lee (2015) concluded that 

Internet users who get civic and informational gratifications from news consumption 

exploit digital tools to take part in informative exercises when they utilize online news. In 

spite of the fact that news consumers‟ civic gratification is not associated with online 

video news use, news consumption for information-seeking, socialization and 

entertainment is characteristic of Internet users who look to utilizing multimedia content 

rather than expressive elements online. 

 

Moreover, a South Korean cross-sectional empirical study on online consumers‟ 

motivations (information-seeking, entertainment and social utility) for online news 

consumption concluded that information seeking motivation has a positive influence on 

online news consumption, while social utility and entertainment have weak relationships 

with online news consumption. In this study, online news consumption is measured at two 

levels; total time used and total number of pages viewed in a month from online 

newspapers or news websites (You, Lee, Lee & Kang, 2013). In a similar vein, Kang, Lee, 

You and Lee (2013) proposed that online news consumers are motivated to enhance their 

social status by presenting through news-sharing behaviors on social media. Making 

others aware that they are knowledgeable is a key motivation for participatory online news 
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behavior. Similarly, other studies on social media indicate that those who share news on 

social media are most likely information seekers. The studies also insisted that these 

consumers want to socialize and seek status through news sharing behavior. 

Corresponding with other factors, past experience of social media use also increased news 

sharing behavior among news consumers (Lee & Ma, 2012). 

 

In consonance with the news consumption and news sharing studies above, Lee (2013) 

conducted a study to measure online news use and consumer motivations. The study 

concluded that information motivation, entertainment motivation, opinion motivation and 

social motivation are strong predictors of news consumption through different sources 

(e.g. newspaper, radio, TV shows, online newspapers and online news websites). Thus, 

Lee (2013) conceptualized news consumption as the frequency of visiting and reading a 

news channel.  

 

Likewise, Chung and Yoo (2008) characterized user gratification for online news 

utilization into a multidimensional idea comprising of information-seeking/surveillance, 

entertainment and socialization. Studies also showed that the more youth are motivated, 

the more they will consume news (Lee, 2013). Some other scholars use news motivations 

with online newspaper and other news media (Chyi & Lee, 2013; Lee & Chyi, 2014). 

Apart from news media and online newspaper studies, uses and gratification applications 

are being used in new media as well as social media studies. 
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Consistent with previous U&G studies on news media, it is pertinent to note that 

Facebook, a type of social media has adapted the U&G theory. Furthermore, Facebook 

users are motivated to use Facebook for information, entertainment, self-expression and 

socializing purposes. Moreover, Smock et al. (2011) uses the U&G approach to establish 

relationships between motivations and the use of certain features of Facebook such as 

status updates, comments, wall posts, etc. in supporting the fact. Valentine (2013) found 

five factors; interpersonal habitual entertainment, passing time, virtual companionship 

escape, information seeking and self-expression to be motivations for the older individual 

to use Facebook. It is importantly to note that many Facebook studies are based on several 

motivation factors, such as socializing, self-expression and entertainment for the use of 

Facebook (Cho, Kichul, Park & Lee, 2014; Park, Kee, K & Valenzuela, 2009; Smock et 

al., 2011; Valentine, 2013). Consistent with these studies, current studies on U&G of 

online blogs find that social utility, passing time and entertainment motivation 

significantly increase the consumption of online blogs (Merjana, 2017).  

 

Nevertheless, some studies have contradicting findings with these Facebook studies. In 

this connection, a prominent study based in South Korea (Choi et al., 2014) found that the 

motivation to seek information was not significant with Facebook use but other three 

variables were significant.  

 

On the basis of literature review, it was found that consumer motivation factors have not 

been adequately explored and examined with online newspaper consumption. Therefore, 

in this study, information motivation, entertainment motivation, social utility motivation, 
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personal utility motivation and escapism motivation are used as independent variables 

with online newspaper consumption. Thus, it is important to study which motivation 

factors influence online newspaper consumption more. Despite the availability of previous 

studies, too little attention has been given specifically to consumer motivations for 

newspaper consumption (Flavian & Gurrea, 2009; Lee & Chyi, 2014; Zebra, 2011). 

 

Therefore, it is evinced with the argument above that current studies on consumption have 

taken a diverse approach and there has been a level of inconsistency in the focus of these 

studies. For example, some of the previous studies examined the consumption of social 

network sites, while others focused on the consumption of online news contents from 

different platforms. However, limited studies have been concerned with the consumption 

of online newspapers, which is actually the true representation of traditional media online. 

Therefore, this study aims to understand the motivating factors that are responsible for 

explaining online newspaper consumption. On this basis, the influence of motivating 

factors on online news consumption is discussed in the following sections.  

2.7.1 The Influence of Information Motivation on Online Newspaper Consumption  

Information motivation is an important factor for understanding consumer choices of 

selecting a news source among other available news media. According to Vincent and 

Basil (1997), the consumption of newspapers, news magazines, and television news can be 

predicted better by information motivation than entertainment motivation, escape 

motivation or the desire to avoid boredom. However, Pearson and Knobloch (2018) 

argued that the shifting structures of online news have activated concerns that the news 
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consumer may predominantly consume soft news for entertainment purposes while 

ignoring public affairs information. Likewise, one of the fundamental reasons why people 

commonly consume news is for informational purposes (Hastall, 2009; Shoemaker, 1996). 

Additionally, Rubin (1984) explained that the search for current affairs news (Rubin, 

1984; Rubin & Perse, 1987) and surveillance motivation (Diddi & LaRose, 2006; 

McQuail, Blumler & Brown, 1972) are the major reasons why people consume any type 

of media content.  

 

Moreover, previous literature on the U&G theory have pointed out that information 

motivates news consumption in a multi-faceted manner. Informational motivation can be 

reflected by how consumers use news for surveillance, to fulfill the need to know, to 

understand what is going on in the world, and to keep up with the way the government 

performs its functions (Diddi & LaRose, 2006; Hmielowski, Holbert & Lee, 2011; Katz, 

Haas & Guvrevitch, 1973; Lee & Chyi, 2014; McCombs & Poindexter, 1983). Likewise, 

Nam (2014) pointed out that people consume and gather information to improve their 

competence in decision making, or to give the impression that they are intelligent. As 

such, this explains that people consume online news to get more information to become 

more informed and confident in the decision-making process. For more understanding, 

Wenner (1985) proposed the “media news gratifications map” in his attempt to synthesize 

the findings from a number of early uses and gratifications studies on news use. Drawing 

on his map, information-motivated news consumers are those who prioritize “orientation 

gratifications”, which encompass gratifications such as surveillance, information, decision 

utility, issue guidance and vote guidance. 
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Moreover, Rubin (2008) identified key motivations for different media, for example; 

James, Worting and Forrest‟s (1995) electronic bulletin board use is primarily motivated 

by the need for informational learning and socialization. Furthermore, media consumption 

is theorized as motivated by specific reasons and cognitive needs (Levy & Windahl, 1985; 

Rubin, 2008). For example, people use the Internet for information seeking and 

entertainment (Papacharissi & Rubin, 2000). In addition, previous U&G research has 

broadly examined online news consumption with regard to the effect of consumers‟ 

motivation on their online newspaper consumption and online activities. Therefore, Chung 

and Yoo (2008) classified consumers‟ motivations for online news consumption into a 

multidimensional concept comprising of information-seeking/surveillance, entertainment, 

and socialization.  Among such motivations, Althaus and Tewksbury (2000) identified one 

that is commonly related and achievable from using the Internet; consumers desire to 

“look for current events, issues and happenings”, which has correlated with exposure to 

news. It was anticipated that surveillance needs are more reliably predicted with the use of 

newspapers, news magazines, and television news (Vincent & Basil, 1997), and they 

furthermore found that needs for entertainment, escape, and desire to avoid boredom did 

not predict newspaper use. 

 

Similarly, a study in Pakistan revealed that people prefer to get news and information 

about politics, current affairs and world affairs through online sources like online 

newspapers (Shaheen, 2008). Furthermore, this study finds information seeking/ 

surveillance motivation to be a strong predictor of online news consumption (Lee, 2015). 
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Likewise, Chung and Yoo (2008) find information seeking motivation to be a strong 

predictor of online newspaper consumption. Supporting this point, Lee and Chyi (2014) 

opined that the more one is motivated to get information, the more news one will 

consume. 

 

Moreover, studies have found that consumers have surveillance needs; to examine and 

find out what is going on in the world, and turn to print and online newspapers to fulfill 

such functions (e.g., Katz et al., 1973; Lin, Salwen & Abdulla, 2005). Moreover, Katz et 

al.‟s (1973) list of motivations has also been applied to television news viewing (e.g., 

Rubin & Perse, 1987) and Internet uses (e.g., Sun, Rubin & Haridakis, 2008). In a similar 

direction, a recent study on media migration reported that information seeking/cognitive 

needs motivation are strong predictors for media migration from one medium to another 

(Shade, et al., 2015) and furthermore found that consumers surf the Internet to get more 

information and shift from one medium to others to become more informed. 

 

Hence, in this study, information motivation, surveillance motivation and cognitive needs 

are synonymously used, and have therefore been operationalized such that consumers look 

for online news to gratify their motivational needs like current information about politics 

and society, to keep up to date with what is going on in the world, and to keep up with the 

way governments function in their duties and responsibilities because consumers want to 

remain informed. On a similar note, Lee and Chyi (2014) confirm that audiences have 

different motivations for consuming news, but most use news to gain information. In 

addition, a Malaysian study on the selective exposure of online newspapers found that 
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information motivation positively influences exposure of online newspapers (Zulkafli, 

Omar & Hashim, 2014). Thus, information motivation enhances online newspaper 

consumption. 

 

In conclusion, one of the fundamental reasons people consume news is for informational 

gains (Hastall, 2009; Shoemaker, 1996). Drawing on „„instrumental uses‟‟ (Rubin, 1984; 

Rubin & Perse, 1987) and surveillance gratifications (e.g., Diddi & LaRose, 2006; 

McQuail, Blumler, & Brown, 1972) from the uses and gratifications literature, 

information-motivated news consumption revolves around news use for surveillance, to 

fulfill the need to know, to understand what is going on in the world, and to keep up with 

the way the government performs its functions (Katz, Guvrevitch, & Haas, 1973; 

McCombs & Poindexter, 1983). Wenner (1985) proposed the „„media news gratifications 

map‟‟ in his attempt to synthesize findings from a number of early uses and gratifications 

studies on news use. Drawing on his map, information motivated news audiences are those 

who prioritize „„orientational gratifications,‟ which encompasses gratifications such as 

surveillance, information, decision utility, issue guidance, and vote guidance.  

2.7.2 The Influence of Entertainment Motivation on Online Newspaper Consumption 

According to Choi and Kim (2016), news producers must seek to curate and promote 

stories that capture the attention of news consumers. However, previous studies 

(Guadagno, Rempala, Murphy & Okdie, 2013; Pearson & Knobloch, 2018; Tandoc, 2014) 

have addressed the concern of incorporating entertainment elements in news. Thus, news 

producers are charged to continually grasp the attention of their audiences with soft news 

https://www.sciencedirect.com/science/article/pii/S0747563213001192#!
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like entertainment. More importantly, entertainment motivation is explained as the 

aesthetic, pleasure, enjoyment, and emotional release elements of news (see: Katz et al., 

1973, p.166). Therefore, affective needs also refer to entertainment motivation that people 

seek to get pleasure and enjoyment from consuming online newspapers. 

 

In other words, just as some people may be motivated towards news for information, 

others may be drawn to the entertainment aspect of news. For example, several recent 

studies have explored the ways in which political comedy shows (e.g., The Daily Show or 

Saturday Night Live) and late-night entertainment talk shows (e.g., The Tonight Show or 

The Late Show) inform their viewers on political matters through the use of humor and 

satire, especially among the younger population (see Cao, 2008; Hmielowski, Holbert & 

Lee, 2011; Holbert, Lambe, Dudo & Carlton, 2007; Young & Tisinger, 2006). Drawing on 

findings from this line of research, entertainment motivated news consumption 

encompasses news use with the following goals: to fulfill the need for excitement, 

laughter, humor and relaxation (Hmielowski, Holbert & Lee, 2011; Katz, Gurevitch & 

Haas, 1973; Lin, Salwen, & Abdulla, 2005; Rubin, 1984). Adopting Wenner‟s conceptions 

(1985), entertainment-driven news audiences are those who prioritize „„para-orientational 

gratifications,‟‟ which include gratifications such as comedy, entertainment, habit, ritual, 

excitement, and diversion. 

 

The entertainment factor is important because some people are motivated to turn to online 

newspaper for information/knowledge. Meanwhile, others are drawn to the entertainment 

side of online newspaper. Many motivation measures have been developed since the U&G 
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theory originated. These factors are categorized into five common typologies of Katz et 

al., (1974), which are cognitive needs, affective needs, social integrative needs, personal 

integrative needs and escapism needs. In other words, entertainment motivation is a 

function of the affective needs. This is experienced when people tired from a long and 

hectic daily schedule then want to relax and get entertainment online. 

 

Studies have also demonstrated that people consume information for entertainment 

purposes. For example, Bryant and Zillmann, (1994) and Nam (2014) revealed that 

consumers use media purposely to suit their mood. In other words, entertaining news 

contents can be used to enliven a downcast spirit or to get emotionally motivated. In this 

vein, Chyi and Lee (2015) defined entertainment news content as an aspect of news stories 

which gives pleasure or relaxation to the audience. Evidently, studies have revealed that 

these types of entertaining and soft stories are consumed for leisure and fun (Hmielowski, 

Holbert & Lee, 2011; Katz, Haas & Gurevitch, 1973; Lin, Salwen & Abdulla, 2005; 

Rubin, 1984). Similarly, some current studies (Chyi & Lee, 2013; Lee, 2013; Lee & Chyi, 

2015, Lee & Chyi, 2014) also point out that entertainment is one of the key motivations to 

news consumption from multiple platforms of news media. 

 

Supporting the argument above, Shen and Liang (2013) pointed out that consumers prefer 

entertainment news to social or political news. Hence, they usually allocate a substantial 

portion of their time online to entertainment news/soft news before other hard news. 

Likewise, Tewksbury‟s (2003) studies in the US found that consumers seek entertainment 

news (sports news (26.0%), business and money related news (13.4%), and arts and 
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entertainment news (10.9%) are ranked higher than politics-related news (5.4%)). In 

addition, a survey conducted among the Chinese on the Internet showed that the Internet is 

used more for entertainment purposes than informational purposes (Zhu & He, 2002). 

Consistently, with regard to news consumption, Diddi and LaRose (2006) have also 

revealed that entertainment is positively related to individuals‟ Internet news reading. 

 

Drawing on the findings from this line of research on traditional media and online news, 

(Flavian & Gurrea, 2006; 2007; Hmielowski, Holbert & Lee, 2011; Katz, Gurevitch & 

Haas, 1973; Lee, 2013; Levy & Windahl, 1985; Papacharissi & Rubin, 2000; Lin, Salwen 

& Abdulla, 2005; Rubin, 1984; Rubin, 2008), it was evinced that entertainment news 

consumption comprises of using news to fulfill the need for excitement, laughter, humor 

and relaxation. In contrast, Vincent and Basil (1997) asserted that needs for entertainment, 

escape or the desire to avoid boredom are not significant predictors of newspaper use and 

television use. 

 

On the other hand, entertainment motivation predicts online news gratification from 

consuming online newspapers (Yoo, 2011) and this study further finds that consumers 

seek to read online newspapers for the purpose of entertainment. Also, in line with this 

type of studies, Flavian and Gurrea (2006, 2007 and 2009) also found that entertainment is 

a great source of motivation for consumers to look for online newspapers that satisfy their 

entertainment needs. Furthermore, Flavian and Gurrea found that consumers reported that 

online newspapers are more satisfying than print newspapers. Chung and Yoo (2008) also 

explained the entertainment/diversion motives as people using the Internet and online 



 

58 

 

news for enjoyment and relaxation purposes. Likewise, Korgaonkar and Wolin‟s (1999, p. 

56) studies on web use results suggest that an online newspaper could be used as “a 

relaxant to relieve day-to-day boredom and stress”. Furthermore, scholars (Chun & Yoo, 

2008; Yoo, 2011; You, Lee, Lee & Kang, 2013) concluded on the basis of survey studies 

that online newspapers function primarily as tools of entertainment and information and 

also confirmed that online news consumers look for entertainment and information more 

than socialization when consuming online newspaper.  

2.7.3 The Influence of Social Utility Motivation on Online Newspaper Consumption 

The Uses and Gratification Theory assumes an active and purposeful news audience that 

consumes mass media to fulfill psychological and social needs (Case, 2012; Katz, Blumler 

& Gurevitch, 1973-74; LaRose & Eastin, 2004; Ruggiero, 2000). Collectively, news 

media provide insights into the lives and situations of others, create a sense of “sameness” 

or belonging, allow people to establish common grounds through information sharing, 

provide knowledge and tools needed to fulfill social roles and maintain relationships, and 

are used for status seeking and self-promotion (Chua et al., 2012; Lee & Ma, 2012; Lin, 

1999; Saleeman et al, 2015; Wei, 2008). Furthermore, Lee and Chyi‟s (2015) study results 

affirm the significant relationship between social motivation and news consumption. In 

other words, social motivations are explained as “the need to keep up with what other 

people around you may be talking about and to have something to talk about with others”. 

 

Therefore, social needs refer to social utility in the literature of U&G and is synonymously 

used for social integrative needs. Marshall (2007) assumed social motivation to be the 
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social need to keep up with current events or acquire knowledge of the world for the 

purpose of interacting with others. Elaborating more, Marshall (2007) affirmed that many 

people engage in a personal epistemic process, focusing on their own interests and seeking 

to learn and keep up with the goal of conveying this personal knowledge to bear in the 

social sphere. Importantly, scholars have pointed out that social utility transports a novel 

viewpoint to our understanding of information seeking behavior. One of the more 

prominent sub-motivations that emerged for social utility is a desire to establish common 

ground, which is a central concept in communication (O‟Brien et al., 2014; Sperber & 

Wilson, 1995; Clark, 1996). 

 

Furthermore, O‟Brien et al. (2014) state that, for example, being motivated by social 

utility may mean that an individual is seeking status, common ground for conversations, or 

a sense of belonging. Moreover, findings of O‟Brien et al. (2014) indicate that surveillance 

and social utility motivations dominated participants‟ news selections, and that when 

seeking information to share with others, personal interest and curiosity are more 

frequently in play. In addition, status seeking and playing a social role have been 

considered part of social utility in media consumption (Chua et al., 2012). 

 

In line with the concepts above, socially motivated news consumption refers to the 

consumption of news for social values or interpersonal utilities (Palmgreen & Rayburn, 

1979). Drawing on studies in media rituals and ritualistic news consumption (Berelson, 

1949; Chen, 2011; Lee, 2009; Martin, 2008; Weldon, 2008), social motivation includes 

the need to keep up with what those around us are talking about, to appear informed to 
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others, to be more sociable, and to follow what one‟s friends are doing. In a similar vein, 

Zhao (2014), while studying Chinese TV, found that social interaction motivation refers to 

audiences watching “The Voice of China” to gain valued information to facilitate the 

communication process and get closer with others.  

 

Social integrative needs also relate to social interaction and contact. According to the 

U&G theory, individuals interact with each other to achieve a sense of belonging (Rubin, 

1986). Specifically, previous research on the Internet has elaborated on social 

gratifications such as the enjoyment of forging social ties that Internet users derive from 

using the Internet (LaRose & Eastin, 2004). Furthermore, social motivations have been 

empirically tested in various studies on media and social media such as Papacharissi and 

Rubin (2000), which found that individuals use the Internet as an alternative to 

interpersonal communication. Several scholars have uncovered possible relationships 

between socializing, gratification and media consumption. For instance, Howard and 

Corkindale (2008) found that socializing is positively related to the consumption of online 

news services. In terms of social media use, Park et al. (2009) noted that socializing was 

regarded as one of the gratifications that motivated college students to participate in 

Facebook groups. In line with this finding, Dunne et al. (2010) concluded that maintaining 

relationships is a key driver for using social networking sites. Therefore, social media 

platforms offer features that potentially foster the development and maintenance of 

relationships for social media users, while news sharing on social media has become a 

shared social experience.  
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2.7.4  Influence of Personal Utility Motivation on Online Newspaper Consumption 

Based on Katz et al.‟s (1973) categorization of gratification and motivational factors for 

media utility, personal utility motivations are operationalized as the involved credibility, 

confidence, stability and personal status motivations for using or consuming media 

content. In a similar vein, Zolkepli (2014) and Ibrahim et al. (2015) have also 

operationalized personal utility as the personal identity which pertains to self-

understanding or value reinforcement, and personal relationships with the use of media, 

information and conversation as the substitutes for companionship (McQuail et al., 1972).  

Furthermore, LaRose and Eastin (2004) and Ruggiero (2000) identified the U&G theory 

based on five key motivations from literature; entertainment, habit, personal identity, 

social utility and information or surveillance. Moreover, McQuail, Blumler and Brown 

(1972) established that diversions, personal relationships, personal identity and 

information were the broad motives and gratifications for using traditional media. 

 

In a similar fashion, media researchers have long recognized the wide collection of desires 

that motivate news consumption (Picone, 2007), including the social and personal need to 

keep up to date on current events or acquire knowledge of the world (Marshall, 2007) for 

the purposes of interacting with others and relating with their values and beliefs. Also, 

Ruggiero (2000) and O‟Brien et al., (2014) used the personal identity construct for 

personal integrative needs, and defined it as gaining insight into one‟s personality so as to 

find models of behavior and reinforce his or her personal attitudes, belief and values. They 

further explain that consumers with personal integrative motivation find people/ character 

in media/news to match with their own personalities and feelings. Furthermore, a 
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qualitative study on consumers‟ motivations on news browsing and sharing found that 

social utility, including surveillance/information seeking motivation are the most 

dominant factors in news sharing and browsing. Furthermore, in terms of news interest, 

personal identity and surveillance motivations are higher for article selection than social 

utility and entertainment motivation (O‟Brien et al. 2014).  

 

Likewise, two decades ago, a telephone survey study conducted on electorate motivations 

for using political computer bulletin board systems and the gratification obtained from its 

consumption (Garramone, Harris & Anderson, 1986) found by using open-ended 

questionnaires that overall political Bulletin Board Systems use was motivated equally by 

surveillance, personal identity and diversion motives. Similarly, in the same period, Rubin 

(1983) also conducted a study on the motivation for television use and found that personal 

identity is also a significant motivation for television use, besides information seeking and 

entertainment.  Perse (1990) has contrasted with previous studies and pointed out two 

important factors for viewing television in general; exciting entertainment - a ritualistic 

characteristic, and social/personal utility - an instrumental characteristic, and reported that 

they are not linked with television news. After World Wide Web and Internet penetration, 

Uses and Gratification variables were also studied with websites and Internet use in the 

1990s. 

 

Perse (1990) isolated only two factors for viewing television news, as opposed to 

television in general; exciting entertainment -a ritualistic characteristic and social/personal 

utility - an instrumental characteristic. However, ritualistic motivations for web use are 
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evident.  Furthermore,  Perse (1990) found that personal utility motivation has a positive 

influence on use of crime news. The study was conducted on the general population in the 

US.  Later in 2000, Papacharissi and Rubin examined Internet use from the Uses and 

Gratification perspective. The result analyzed five motives; personal utility/entertainment, 

pass time, information seeking and social utility for internet use, and found that personal 

identity, among other motivations, influenced Internet use significantly, except social 

utility motivation (Papacharissi & Rubin, 2000). 

 

Most likely, O‟Brien et al.‟s (2014) qualitative studies confirmed that consumers who 

have personal utility motivation browse online news more. The study was conducted to 

see consumers‟ selection motivations for online news browsing, and found that people are 

interested in locating news on the basis of their personal motivations. Hence, personal 

identity motivation reflects or reinforces the participant‟s personal belief and attitude, as 

one participant may have political interest, so he prefers to consume articles and news 

relevant to his political belief, while another individual may have interest in food, so he 

reinforces his food habits while reading articles related to food consumption and its effect. 

O‟Brien et al. (2014) concluded that consumers‟ highest interests for articles were 

motivated by information, followed by personal identity. Likewise, the results of 

Johnson‟s (2008) and Sunders and Limperos‟ (2013) studies affirmed that personal 

identity was recognized as a new motivation for using Facebook.  
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2.7.5 The Influence of Escapism Motivation on Online Newspaper Consumption 

Escapism motivation is operationalized based on Katz et al. (1974) as the need for escape 

and diversion from problems and routines. Tension release needs have been used as 

escape/ritualistic needs in various studies (McQuil et al, 1973; Niekamp, 2003; Rubin, 

1983). Furthermore, most studies stood on the Uses and Gratification theory and 

contributed in building the theory, which has the common features of information seeking 

needs and the need for escape. Some studies have used entertainment and diversion 

synonymously in their literature (McQuail, Blunder & Brown, 1972; Palmgreen & 

Rayburn, 1979; Payne et al., 1988; Shade, Kornfield & Oliver, 2015), while others have 

named it entertainment or escape (O‟Keefe & Sulanowski, 1995; Vincent & Basil, 1997). 

However, in this study, diversion, tension release needs, and escapism are synonymously 

used for the same purpose.  

 

Previous studies (Greenberg, 1974; Rubin, 1981; 1983; Pamgreen & Rayburn, 1979; 

Shade, Kornfield & Oliver, 2015) also determined escapism as a TV viewing motivation, 

including with habit, companionship, pastime and learning as TV gratifications. Rubin‟s 

(1983) study on television viewing motivations found that entertainment, companionship, 

escapism, and information viewing are related to watching television. Furthermore, Rubin 

found that the strongest of all viewing motivation correlations are between pastime and 

both escape and companionship viewing (Rubin, 1983). 
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It is equally important to note that a qualitative study of O‟Brien et al. (2014) confirmed 

that the escapism motivation is related to online news sharing and browsing. This 

indicates that this variable is important and should be explored with online newspaper 

consumption and new media. Furthermore, current empirical studies on social media in 

Malaysia have found that tension release needs are significantly influenced by innovation 

characteristics of social media, while personal needs and social needs positively relate to 

social media adoption. In addition, it was found that it helps consumers to release their 

tensions and get away from family problems. It also helps them to relax and escape from 

daily work stress (Zulkepli, 2014). Lee and Robbins (1995) also report similar results.  In 

like manner, Ming (1998) in his thesis on online newspapers and the audience-centric 

approach with student samples found that escapism gratification seeking positively 

influences online newspaper use. Ming further found that print escapism gratification 

seeking is also influenced by advertisement gratification obtained (Ming, 1998).   

 

Moreover, sports websites have been associated with escape, entertainment and 

excitement, whereas interactive websites have been linked to passing time and escape 

(Perse & Ferguson 2000). Similarly, Korgaonkar and Wolin (1999) identified the factors 

of socialization, escapism, information control and interactive control as the various 

motivations people have for using the Internet. As a matter of fact, McQuail, Blumler and 

Brown (1972) and Rubin (1981) affirmed that diversion was the broad motive and 

gratification for using traditional media in the study of the Uses and Gratification theory.  

Similarly, Diddi and LaRose (2006) conducted studies on university students‟ news 

consumption motivation in the UK. The findings of the study affirmed that escapism 
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motivation positively influenced internet news consumption, comic news consumption 

and television news consumption. 

 

In contrast with previous studies, You, Lee, Lee and Kang, (2015) have conducted studies 

on online news consumption, and they criticized and argued that the escapism motivation 

is neither related nor relevant to online news consumption. Hence, previous studies also 

examined escapism motivation with print newspaper use on university students. 

Furthermore, Vincent & Basil‟s (1997) study found that escapism motivation is positively 

influenced by news media use. However, people generally face many problems and stress 

on a daily basis. The people working in offices face different stress than the university 

students. Same applies to business men, who face different levels of stress and pressure 

than politicians, therefore they all need to get relief, hence they tend to consume different 

types of media to relieve stress and ease out of difficult situations. Online newspapers 

contain many different stories and updates from time to time, while also having soft news 

stories. Therefore, people look to get relaxation while reading newspapers, so it is 

important to explore escapism motivation with online newspaper consumption.   

 

Based on these empirical findings, it is assumed that escapism motivation can be studied 

with online newspaper consumption, because online newspapers can provide a variety of 

content to its consumers, which help them to escape from reality as they contain all types 

of political, social, advertisement, showbiz and sports news. Apart from this, online 

newspapers help to find similar stories within the same web page via hyperlinks, while 
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providing interactivity. From the literature review, it is assumed that escapism motivation 

relates to different media use. 

2.8 The Moderating Role of Gender on Consumers’ Motivations and Online 

Newspaper Consumption 

Gender has long been of interest in the studies of news consumption, including traditional 

and online news media, and concepts such as newspaper reading behavior (Schoenbach, 

Lauf, McLeod & Scheufele, 1999; Burgoon & Burgoon 1980), news use on the Internet 

(Althaus & Tewksbury, 2000; Chang, 2008; Chyi, Yang, Lewis & Zheng, 2010; Kaye & 

Jonson, 2002; Riffe, Lacy & Varouhakis, 2008), mobile newspaper consumption (Chan, 

2015; Wei, 2008), and social media (Raine, 2008). Also, some scholars have studied the 

influence of gender differences on Internet usage (Boonaert & Vettenburg, 2011; Kennedt, 

Wellman & Klement, 2003; Selwyn et al., 2005; Wasserman & Richmond-Abbott, 2005; 

Waiser, 2000). For example, it was reported that men use the Internet more often for 

information and entertainment. In contrast, women usually use the Internet for 

communication and educational purposes. In the same vein, Nabi, Biely, Morgan and Stitt 

(2003) reported the influence of gender differences as found in newspaper consumption. 

Their findings demonstrated that women have a lower level of entertainment motivation 

towards newspaper consumption compared to men. 

 

Likewise, previous research found that gender is a main determinant of Internet use since 

it was introduced in the 1990s. However, studies have found that males use the Internet 

more regularly than females (e.g. Bimber, 2000; Ono & Zavodny, 2003; Wasserman & 
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Richmond-Abbot, 2005). Furthermore, the differences of gender in online newspaper 

consumption have also been reported by studies such as Taipale (2013), who conducted a 

study in Finland on online and printed newspaper reading. He reported that gender 

influences online newspaper reading. Their findings demonstrated that male respondents 

consume online news more than female respondents. Additionally, previous studies have 

confirmed that men spend greater time on the Internet and therefore consume online 

newspapers more frequently than women. In similar fashion, another study revealed that 

men consume newspapers more than females in European countries (Elvestad & 

Blekesaunce, 2008). 

 

Moreover, Lee (2013) conducted a study on audience motivation for news consumption in 

the US. He reported that demographic factors including gender predict all four news 

motivational factors differently. For instance, their study evinced that gender only has a 

positive influence on information motivation. On the other hand, gender has no relation 

with entertainment motivation, opinion motivation and social motivation. Most 

interestingly, the study confirmed that information motivation is linked to women‟s 

consumption behavior because they prefer to consume information content from both 

conventional and online news media. 

 

Similarly, De Waal et al. (2005) tested the influence of gender with printed and online 

newspaper reading but found a significant gender difference in online news consumption. 

In specifics, the study confirmed that a slight difference in news consumption is noticed 

between women and men, as the female respondents consumed online news more than 
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their male counterparts. Another recent study by Cherian and Jolly (2013) evinced that 

gender influences the preference of media consumption among college students. 

Specifically, it was reported that 65% of men preferred online media as compared to 35% 

of women who preferred print media. Likewise, it is also known that gender influences 

online news consumption. The survey conducted by Poindexter (2008) also corroborated 

the findings of Cherian and Jolly (2013). Poindexter reported in their study that the male 

respondents preferred online news to print news. Meanwhile, female respondents preferred 

print news to online news.  

 

In contrast, Chyi and Lee (2013) found that gender has no significant influence on online 

news consumption. Apart from traditional newspapers, the Internet and online 

newspapers, gender has also been found to influence mobile news consumption, as 

reported by Chan-Olmsted, Rim and Zerba (2013), Purcell et al. (2010), Westlund (2008) 

and Wei (2008). Their studies found that women are less likely to consume mobile news 

as compared to men who naturally prefer mobile news.  Also, in the context of mobile 

news adoption and mobile internet use, some scholars such as Barwise and Strong (2002) 

and Okazak (2006) reported that demographic factors such as age, gender and income 

have strong influence on mobile news consumption. 

 

Similarly, Saleeman et al. (2015) found that gender strongly influenced news gratifications 

and news media usage.  Specifically, it was confirmed that males and females have 

different media gratifications. Likewise, Boczkowski and Peer (2011) examined the news 

gratification sought from watching TV. Their findings revealed a clear difference in the 
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choice of television news programs between males and females.  It was also reported by 

Lull (2000) that gender has a strong effect on information and news needs gratifications. 

Likewise, Anjum and Michele (2014) confirmed in their study on media uses and 

gratification of Pakistanis living in Canada that gender is a significant factor in shaping 

patterns of media consumption and gratification. Also, their findings evinced that media 

consumption, motivations and needs of Pakistanis vary with gender as women prefer to 

watch entertainment news and fashion trends. Meanwhile, men watch current news and 

information programs. In line with this, another study conducted on media credibility in 

Pakistan also found gender differences in news consumption and perception of media 

credibility (Shim, Golan, Day & Yang, 2015). 

 

Also another study on preference of print and online newspaper consumption by Finn 

(1997) concluded that gender is a strong predictor of media preference for newspaper 

consumption. Specifically, their findings demonstrated that men consume online 

newspapers more than women.  Meanwhile, females prefer to consume print newspapers. 

In a similar fashion, a longitudinal study conducted on online news sites‟ displacement or 

complement effects on newspapers from 1998 to 2009 by Westlund and Furdigh (2011) 

found that gender is the strongest predictor of online newspaper consumption. Male 

respondents were found to consume both online and traditional news while the female 

respondents consumed only traditional news.  
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On the basis of the arguments and findings discussed above, it can be deduced that gender 

differences are reflected through news consumption from different media. Therefore, in 

this study, gender is used as a moderating variable among the relationships between 

consumers‟ motivational factors and online newspaper consumption.  

2.9 Uses and Gratification Theory 

This study adopts the Uses and Gratification (U&G) theory as propounded by Katz, 

Blumler and Gurevitch in 1974. The U&G theory explains the uses and functions of the 

mass media to individuals, groups and the society as a whole. It probes the question of 

“what do people do with media‟‟ (Ruggiero, 2000). This is why the theory is commonly 

known to be a sub-division of media effect research, which is very effective in 

determining consumers‟ motivation for doing what they do with mass media (Katz, 1959; 

Klapper, 1963; Lee, 2013; Ruggiero, 2000; Stafford, Stafford & Schkade, 2004). Thus, 

U&G emphasizes “what people do with media, instead of what media do to people” 

(Rubin, 2008, p. 168; Klapper, 1963). Audiences‟ consumption of media is further 

theorized as motivated or driven by specific reasons and cognitive or affective needs, 

wants and interests (Levy & Windahl, 1985; Rubin, 2008). For example, people use the 

Internet to pass time, for information seeking, for convenience and entertainment, and for 

interpersonal utility (Papacharissi & Rubin, 2000). By studying consumers‟ motivations 

and media use, in the mediating contexts of other individual differences and “structural 

determinants” (Lee, 2013), previous studies (Jeffres & Atkin, 1996; Lee, 2013; 

Papacharissi & Rubin, 2000; Rubin & Step, 2000; Shade, Kornfield & Oliver, 2015) 

affirmed that U&G research can then reasonably predict how motivations affect media 
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use. In this regard, U&G theory is considered apt in explaining consumers‟ motivations 

towards the contents and consumption of online newspapers. U&G theory is therefore 

employed in this study to discern why consumers are actively clicking on online 

newspapers.  

 

Thus, the U&G theory is an important theory in studying active consumers and their 

choices and preferences when consuming media on the basis of their social and 

psychological factors (Jamal & Melkote, 2008; Meyrowitz, 2002; Rubin, 1994). 

Additionally, early U&G researchers (for example; Rubin, 1993) explained that the U&G 

theory is suitable for studying the purposiveness and attentiveness in media consumption 

and contrast it with the general assumption of a “passive audience” among media effect 

scholars (Rubin, 2009). The notion of an active audience assumption is an obvious reality. 

Internet audiences are so active now that we rarely refer to them as “audiences”. Instead, 

researchers tagged such “audiences” as consumers/users in keeping with the real spirit of 

the U&G model (Sunders & Liperos, 2013). 

 

In the theoretical perspective of U&G, consumers‟ use of mass media is furthermore 

theorized as motivation for getting information, entertainment, and desire for escapism or 

by having other interests driven by specific reasons (Levy & Windahl, 1985; Rubin, 

2008). For example, according to Papacharissi and Rubin (2000), individuals use the 

Internet to pass time, for information, for convenience and entertainment, and more 

importantly, for interpersonal utility. By studying consumers‟ motivations and media use, 

in the facilitating contexts of other individual differences (Lee, 2013), the U&G theory 
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rationalizes the prediction of motivational factors towards their consumption of media 

contents (Jeffres & Atkin, 1996; Lee, 2013; Papacharissi & Rubin, 2000; Rubin & Step, 

2000).  

More relatedly, McQuail (1987) listed the theoretical perspectives of the U&G theory as 

follows:  

1. Media choice and use are based on purpose and motivations and audiences 

actively select and consume media to satisfy desired needs. 

2. Audiences are active in selecting media.  

3. Individuals make motivated choices based on past experience with the media. 

4. Media use is only one way among others to satisfy the needs experienced in 

everyday life. 

Relatedly, previous researchers (Berelson, 1949; Diddi & LaRose, 2006; Lazarsfeld, 

Berelson & Gaudet, 1948; Ruggerio, 2000; Lee, 2013) on U&G majorly focused on the 

concepts of “why” and “how” of media usage. Hence, the U&G theory has basically been 

a popular theory for studying media audiences and examines their reasons for the 

consumption of media contents. Hence, the U&G approach has been used to study 

audiences‟ motives for media use for over 60 years (Rubin, 2002). It is clear from 

previous studies that used the U&G that they focused on the social and psychological 

antecedents to look at the consequences or effects connected with media consumption.  

For example,  soap operas (Alexander, 1985; Rubin, 1985; Perse, 1986; Babrow, 1987), 

news television programs (Palmgreen, Wenner & Rayburn, 1980; Rubin, 1981; Rubin & 

Perse, 1987b), VCR or Video Cassette Recorders (Levy, 1987; Rubin & Bantz, 1989), talk 
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shows and radio shows (Armstrong & Rubin, 1989;Turow, 1974; Surlin, 1986), watching 

cable television (Becker, Dunwoody & Rafaell, 1983; Jeffres, 1978; Reagan, 1984; Zhao, 

2014), channel surfing (Ferguson, 1992; Walker & Bellamy, 1991), magazine and tabloid 

reading (Atwater, 2009; Salwen & Anderson, 1984; Payne, Severn & Dozier, 1988), 

watching reality television (Papacharissi & Mendelson, 2007; Zhao, 2014), home 

computers (Perse & Dunn, 1995), using the Internet (Althaus & Tewksbury, 2000; 

Charney & Greenberg, 2002; Ko et al., 2005; Leung, 2001; Lo, Li, Shih & Yang, 2005; 

Morris & Ogan, 1996; Papacharissi, 2002a, 2002b; Ruggiero, 2000; Stafford et al., 2004), 

the World Wide Web (Nam, 2014; Stafford & Stafford, 2001) and online newspaper 

consumption/online news consumption (Chang & Yoo, 2008; Chyi & Lee, 2014; Flavian 

& Gorria, 2009, 2007; Lee, 2013; Yoo, 2011) were studied. 

 

It is assumed on the basis of the studies of the U&G theory reviewed above that it has 

been concluded that the needs for consuming media are developed by users on the basis of 

media attributes. Due to this, every media differs in uses and gratification (see Table 2.5). 

Consumers change and adopt different uses of media; therefore they develop different 

motivations towards these media. This shows that the U&G is suitable to be used in the 

context of online newspaper consumption. However, according to Ruggiero (2000), U&G 

is a time-honored media use theory that helps to understand consumer motivations for 

media use, and has been applied to scenarios ranging from radio to television, cable TV, 

TV remote controls, and now the Internet and new media. In a similar vein, Stafford and 

Stafford (2001) have also stressed that the U&G framework has been proven to be useful 
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in the study of new and emerging media. Emerging media refers to online newspapers and 

online media. 

Table 2.5  

Empirical Findings of Studies Pertaining to Media Needs 

Sources Medium Media Needs 
McQuail et al. (1972) Television Quiz 

Programme 
Diversion, Personal Identity, Personal 
Relationships, Educational, Excitement 

Palmgreen et al. 
(1980) 

Television Entertainment, Pastime, Escape, 
Information, Companionship, 
Relaxation, Social Interaction, Habit, 
Arousal, Para-Social Interaction, 
Surveillance 

Rubin (1981) Television Entertainment, Arousal, Habit, 
Pastime, Escape, Companionship, 
Information Seeking 

Bantz (1982) Television Entertainment, Pastime, Escape, 
Information, Companionship, 
Relaxation, Social Interaction, Habit, 
Arousal, Voyeurism 

Rubin (1983) Television Entertainment, Pastime, Escape, 
Information, Companionship, 
Relaxation, Social Interaction, Habit, 
Arousal 

Payne et al. (1988) Magazine Diversion, Surveillance, Interaction 

Lin (1993) Television Entertainment, Informational Guidance, 
Interpersonal Communication, 
Diversion 

Perse & Courtright 
(1993) 

Computer-
Mediated 
Communication 

Entertainment, Relaxation, Self-
Awareness, Excitement 

Lee (1998) Newspaper News Gratification Sought and News 
Gratification Obtained  

Vincent and Basil 
(1997)  

Newspaper Surveillance, Escape, Entertainment, 
Boredom  
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Table 2.5 continued 

Parker & Plank (2000)  Internet as 
Information 
Source 

Companionship, Social Relationship, 
Surveillance, Excitement, Relaxation, 
Escape  

Papacharissi & Rubin 
(2000) 

Internet Entertainment, Pastime, Interpersonal 
Utility, Information Seeking, 
Convenience 

Ferguson & Perse 
(2000) 

TV-Related Web 
Surfing 

Entertainment, Pastime, Relaxation, 
Social Information 

Leung (2001) Instant 
Messaging 

Entertainment, Affection, Relaxation, 
Fashion, Inclusion, Sociability, Escape 

Stafford et al. (2004) Internet Entertainment, Search Factor, Cognitive 
Factor, News, Unique Factors 

Charney & Greenberg 
(2002) 

Internet Division Entertainment, Peer Identity, 
Good Feelings, Coolness, Keeping 
Informed, Communication, Sights and 
Sounds, Career 

Papacharissi (2002) Personal 
Homepage 

Entertainment, Pastime, Information, 
Self-Expression, Professional 
Advancement, Communication with 
Friends and Family 

Kaye & Johnson 
(2002) 

Political Uses of 
Website 

Entertainment, Guidance, Surveillance, 
Social Utility 

Ko et al. (2005) Internet Entertainment, Social Interaction, 
Information, Convenience 

Diddi & La Rose 
(2006) 

Internet News Entertainment, Escapism, Habit, 
Pastime, Surveillance, News Quizzes 

Chang et al. (2006) Online Games Companionship, Action, Substitution 
for Friends, Passing Time, Popularity 

Chung and Yoo 
(2008)  

Online 
Newspapers 

Socialization, Entertainment, and 
Information Seeking/Surveillance  

Flavian Gurrea (2009) Online Press Current knowledge, Search for up to 
date news, Search for specific 
information, Entertainment, Habit 

Quan-Haase & Young 
(2010) 

Facebook – 
Instant 
Messaging 

Passing Time, Sociability, Social 
Information, Fun, Relationship 
Maintenance, Relationship 
Development 
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Table: 2.5continued 

Lee & Cho (2011) Social Media 
via Mobile 
Broadband 

Entertainment, Interactivity, 
Mobility, Passing Time, Substitutes, 
Companionship, Solitude, Popularity 

Zolkepli & 
Kamarulzaman (2011) 

Social Media Personal Integrative Needs, Social 
Integrative Needs, Tension Release 
Needs 

Lee (2013)                         News 
Consumption 

Information motivations, Entertainment 
motivations, Social motivations, 
Opinion motivations 

Lee and Chyi (2014) News 
Consumption 

News seeking 

Omar, Ismail & Kee 
(2018) 

Online 
Consumption of 
Public Affairs 
News 

Information Motivation and Social 
Utility Motivation 

Boczkowski, 
Mitchelstein & 
Matassi (2018)  

Incidental News 
Consumption 

Leisure, Sociality, Information 

 

In summary, the U&G theory has been employed by a good number of previous 

researchers to explain news consumption, especially in terms of the motivational factors 

that influence the consumption of news. The U&G theory, being an audience-centric 

model, is apt for explaining the types of gratification people seek from consuming news. 

For example, previous U&G based studies have demonstrated that audiences consume 

news to satisfy and fulfill their need to know, to explore current and topical issues, to get 

entertained, to check and balance their governments and finally for relaxation. Another set 

of studies also added that news is consumed for the purpose of forming opinions and 

avoidance of doubt. In other words, the type of gratifications reflects audiences‟ 

motivational factors towards media usage and specifically news consumption. Following 
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the premise of Katz et al. (1974), social and psychosocial factors such as information 

seeking, entertainment seeking, social utility, personal utility and escapism are the major 

motivational factors towards media usage.  Also, Katz et al (1973) listed 35 different types 

of needs that were identified on the basis of previous studies and literature survey on 

social and psychological functions of mass media. They are categorized into five types, 

namely: 

1) Cognitive needs (seeking information, knowledge and understanding) 

2) Affective needs (involve emotional release, enjoyment and aesthetic experience) 

3) Social integrative needs (strengthening credibility, confidence, status and 

stability) 

4) Personal integrative needs (contact with family and friends) 

5) Tension release needs (escape and diversion) 

In specifics, this study adopts the motivational factors proposed by Katz et al. (1974), who 

opined that social and psychological factors motivate the needs for media usage and 

generate expectations from the mass media and other sources, which lead to differential 

patterns of media exposure (or engagement in other activities) and result in the need for 

gratifications and other consequences, perhaps mostly unintended ones. Invariably, 

consumers‟ needs and their individual traits, otherwise referred to as social and 

psychological factors, are the major reasons for media usage. In addition, the Katz et al. 

(1974) U&G model proffers ways through which motivational factors and consumers‟ 
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traits lead to the consumption of certain media over others (Chyi & Lee, 2013; Lee, 2013; 

Lee & Chyi, 2014; Rubin & Windahl, 1986). 

Therefore, this research adopts the U&G model to examine the influence of social and 

psychological motivational factors such as information motivation, entertainment 

motivation, social utility motivation, personal utility motivation, and escapism motivation 

(Katz et al., 1973) on online newspaper consumption.   

2.10 Development of Research Hypotheses  

Against the backdrop of the discussion above, the research hypotheses for this study were 

developed based on the literature reviewed and findings from previous research studies.  

2.10.1 Direct Influence of Information Motivation on Online Newspaper 

Consumption 

The literature has consistently depicted information motivation as the most important 

factor for predicting media consumption. Most consistently, online newspapers and online 

news media are used to gain information (Hmielowski, Holbert & Lee, 2011; Omar, 

Ismail & Kee, 2018). In addition, informational motivation can be revealed by how people 

consume and use news for surveillance, to fulfill the need for information, to understand 

what is going on in the world, and to keep up with the way the government performs its 

functions (Diddi & LaRose, 2006; Katz, Haas & Guvrevitch, 1973; Lee & Chyi, 2014; 

McCombs & Poindexter, 1983). 
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Much argument has been generated in determining the impact of information motivation 

on online newspaper consumption, especially in the audience-centric perspective (Diddi & 

LaRose, 2006; Lee, 2013; Lee & Chyi, 2014). However, the findings of previous research 

in this context have been inconsistent. For instance, some studies have demonstrated that 

information motivation has weak influence on online newspaper consumption (Kilian, 

Hennings & Langner, 2012; Omar, Ismail & Kee, 2018). In contrast, Yoo (2011), Chyi 

and Lee (2014) and (2015), Yoo (2008) and Zulkafli, Omar and Hashim (2014)  

demonstrated that the main motivation for reading newspapers among news consumers is 

the need to be informed about government, current affairs and political information. 

Therefore, in order to gain a clear insight into the relationship between information 

motivation and online newspaper consumption, the following hypothesis is developed:   

H1: Information motivation positively influences online newspaper consumption. 

2.10.2 Direct Influence of Entertainment Motivation on Online Newspaper 

Consumption 

Determining the effect of entertainment motivation on online news consumption has 

continually received significant attention from researchers. It has been argued that the 

entertainment factor is important in many ways for online newspaper consumption 

behavior because consumers are motivated to turn to online news for 

information/knowledge. Meanwhile, others are attracted to the entertainment side of 

online news (Flavian & Gurrea, 2006; 2007; Hmielowski, Holbert & Lee, 2011; Lee & 

Chyi, 2014; Katz, Gurevitch & Haas, 1973; Levy & Windahl, 1985; Papacharissi & 

Rubin, 2000; Lin, Salwen & Abdulla, 2005; Rubin, 2008).  Consistently, the U&G 
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theorists have always regarded entertainment as one of the major motivational factors 

towards the consumption of media contents (Lee & Chyi, 2015; Papacharissi & Rubin, 

2000; Rubin, 1984). However, not many studies have considered entertainment as a 

motivational factor towards the consumption of online newspapers (Lee, 2013). Therefore, 

the following hypothesis is developed to understand the relationship between 

entertainment motivation and online newspaper consumption:    

H2: Entertainment motivation positively influences online newspaper consumption. 

2.10.3 Direct Influence of Social Utility Motivation on Online Newspaper 

Consumption 

Arguably, determining the role of social utility motivation is common among previous 

studies that have focused on news consumption from different media (Diddi & LaRose, 

2006; Lee, 2013; Lee & Chyi, 2014; You, Lee, Lee & Kang, 2015; Wei, 2008). Most of 

these studies have employed different approaches to analyze the role of the media in 

bringing information to consumers who further use such for social purposes. The 

information that consumers gain while reading newspapers will help them to be informed 

and can also be a point of discussion among peers and social groups. Therefore, news 

topics can provide opportunities for friendship, association and a sense of belonging, 

allowing people to establish common ground through information sharing, and providing 

knowledge and tools needed to fulfill social roles and maintain relationships (Chua et al., 

2012; LaRose & Esten, 2004; Lee & Ma, 2012; Lin, 1999; You, Lee, Lee & Kang, 2015). 

This is especially true because the social utility motivation was one of the primary reasons 

for using online newspapers as a source of news that help to maintain relations (Lee & 
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Chyi, 2015; O‟Brien et al., 2014). Similarly, some scholars (Dunne et al., 2010; Omar, 

Ismail & Kee, 2018; Saleeman et al., 2015) found that news consumers who want to 

socialize and interact with others in societies and peer groups would likely consume online 

newspapers more. Therefore, the following hypothesis is proposed:  

H3: Social utility motivation positively influences online newspaper consumption. 

2.10.4 Direct Influence of Personal Utility Motivation on Online Newspaper 

Consumption 

Determining the effect of personal utility on news consumption both in conventional and 

online media has continued to receive significant attention from researchers (McQuail et 

al., 1972; Perse, 1990; Picone, 2007; Ruggiero; 2000). In spite of that, little is known 

about how exactly personal utility motivates news consumers for the purpose of getting to 

know about self-belief and personality development. Meanwhile, in the context of online 

newspaper consumption, majority of extant studies focused on the effects of information 

motivation, entertainment motivation and social motivation on different forms of media, 

either conventional or online (Diddi & LaRose, 2006; LaRose & Esten, 2004; Lee, 2013; 

Lee & Chyi, 2014; You, Lee, Lee & Kang, 2015). 

 

 However, far little studies have considered the outcome of personal utility motivation 

reviews on online news consumption, especially in the context of online newspaper 

consumption (O‟Brien et al., 2014; Saleeman et al., 2015). In similar fashion, media 

researchers have long recognized the importance of personal desires that motivate news 

consumption (Picone, 2007), including personal purposes such as interacting with others 
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and relating with values and beliefs. Also, Ruggiero (2000), O‟Brien et al., (2014), Kats et 

al., (1974) used the personal identity construct for personal integrative needs as personal 

identity and defined it as gaining insight into one‟s personality. In line with the concepts 

above, personal utility motivation has been revealed to be a significant influence on 

Internet use (Papacharissi & Rubin, 2000; O‟Brien et al., 2014). Therefore, the following 

hypothesis is raised to understand if personal utility is a significant motivational factor 

towards the consumption of online newspapers:  

H4: Personal utility motivation positively influences online newspaper consumption.  

2.10.5 Direct Influence of Escapism Motivation on Online Newspaper Consumption 

Previous research has supported that escapism motivation positively influences news 

consumption. Katz et al. (1974) explained escapism motivation as the need for escape and 

diversion from problems and routines. In addition, previous studies such as McQuail et al., 

(1973), Niekamp (2003) and Rubin (1983) affirmed that tension release and 

escape/ritualistic needs are some of the major reasons why people use and consume media. 

Furthermore, most Uses and Gratification-based studies have demonstrated the significant 

influence of escapism motivation on conventional forms of media consumption (McQuail, 

Blunder & Brown, 1972; O‟Keefe & Sulanowski, 1995; Palmgreen & Rayburn, 1979; 

Payne et al., 1988; Rubin, 1981; 1983; Shade, Kornfield & Oliver, 2015). 

 

 Additionally, Diddi and LaRose (2006) findings affirmed that escapism motivation 

positively influences internet news consumption, comic news consumption and television 

news consumption, whereas, You, Lee, Lee and Kang, (2015) disagreed and argued that 
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escapism motivation is neither related nor relevant to online news consumption. On the 

other hand, Vincent & Basil (1997) asserted that escapism motivation is a relevant 

motivation factor that possibly influences newspaper consumption. Therefore, the 

following hypothesis proposes that escapism motivation relates to online newspaper 

consumption: 

H5: Escapism motivation positively influences online newspaper consumption.  

2.10.6 Moderating Role of Gender on the Relationship between Consumers’ 

Motivations and Online Newspaper Consumption 

This section discusses the role of gender as a moderator of information motivation, 

entertainment motivation, social utility motivation, personal utility motivation and 

escapism motivation, resulting in online newspaper consumption. The nature of the 

influence of consumers‟ motivation factors (information, entertainment, social utility, 

personal utility and escapism) on online newspaper consumption is likely to vary 

according to the gender of news consumers.  

  

Gender is an important factor in determining newspaper consumption; therefore it has long 

been of interest in the studies of newspaper consumption, including traditional and online 

news media, newspaper reading behavior and mobile newspaper consumption (Burgoon & 

Burgoon, 1980; Chan, 2015; Schoenbach, Lauf, McLeod & Scheufele, 1999; Wei, 2008). 

In addition, gender is also a relevant factor in Internet use and social media (Althaus & 

Tewksbury, 2000; Boonaert & Vettenburg, 2012; Chang, 2008; Chyi, Yang, Lewis & 

Zheng, 2010; Kaye & Jonson, 2002; Kennedt, Wellman & Klement, 2003; Riffe, Lacy & 
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Varouhakis, 2008; Raine, 2008; Selwyn et al., 2005; Waiser, 2000; Wasserman & 

Richmond-Abbott, 2005). Previous studies found that gender is a well-established factor 

that exerts a significant influence on print and online newspaper consumption (Taipale, 

2013), Internet use (Bimber, 2000; Ono & Zavodny, 2003; Wasserman & Richmond-

Abbot, 2005) and news consumption (Elvestad & Blekesaunce, 2008). According to 

Taipale (2013), gender is an important consideration in understanding the consumers‟ 

motivation and online newspaper consumption, because it is able to show the difference in 

newspaper consumption between male and female consumers on the basis of motivational 

factors. 

 

Apart from traditional newspapers, online newspapers and the Internet, gender has also 

been found to influence mobile news consumption, as reported by Chan-Olmsted, Rim, 

and Zerba (2013), Purcell et al. (2010), Westlund (2008) and Wei (2008) that males 

consume news more than females. Also, in the context of mobile news adoption, previous 

studies such as Barwise and Strong (2002) and Okazak (2006) affirmed that gender has a 

strong influence on mobile news consumption. 

 

Similarly, Saleeman et al. (2015) found that gender strongly influences news media usage. 

Specifically, it was confirmed that males and females have different media gratifications. 

Likewise, Boczkowski and Peer‟s (2011) findings revealed a clear difference in the choice 

of television news programs between males and females.  It was also stated by Lull (2000) 

that gender has a strong effect on information motivation. Likewise, Anjum and Michele‟s 

(2014) Pakistani study on media consumption suggests that gender is a significant factor 
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in shaping news consumption patterns. Their findings also evinced that men watch current 

news and information programs, whereas women just look for entertainment. 

 

On the basis of the arguments and findings debated above, it is presumed that gender 

differences are reflected through news consumption from different media. Therefore, in 

this study, gender is used as a moderating variable between the relationships of 

consumers‟ motivational factors (information, entertainment, social utility, personal utility 

and escapism) and online newspaper consumption. Hence, the following hypotheses are 

presented: 

 

H6a: Gender moderates the relationship between information motivation and online 

newspaper consumption. 

H6b: Gender moderates the relationship between entertainment motivation and online 

newspaper consumption. 

H6c: Gender moderates the relationship between social utility motivation and online 

newspaper consumption. 

H6d: Gender moderates the relationship between personal utility motivation and online 

newspaper consumption. 

H6e: Gender moderates the relationship between escapism motivation and online 

newspaper consumption. 
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2.11 Conceptual Framework 

The theoretical framework proposed in this study is presented in Figure 2.12. Relying on 

previous studies on consumption of conventional media (Flavian & Gurrea, 2009; 2008; 

Katz, Haas & Gurevitch, 1973; Marshall, 2007; Papacharissi & Rubin, 2000; Vincent and 

Basil, 1997) and online media consumption (Lee, 2013; Lee, 2015; Lee & Chyi, 2014; 

O‟Brien et al., 2014; Ruggiero, 2000; Shade, Kornfield & Oliver, 2015; You, Lee, Lee & 

Kang, 2013; Wang & Tchernev, 2012), and online newspaper consumption studies 

(Chung & Yoo, 2008; Kilian, Hennings & Langner, 2012; Lee, 2013; Lee, 2015; Lee & 

Chyi, 2014;; Mitchelstein & Boczkowski, 2010; Omar, Ismail & Kee, 2018; Taipale, 

2013; Yoo, 2011; Zulkafli, Omar & Hashim, 2014), this study proposes that consumers‟ 

motivation factors (information, entertainment, social utility, personal utility and 

escapism) have a significantly positive influence on online newspaper consumption. Also, 

the moderating role of gender on the relationships between consumers‟ motivation factors 

(information, entertainment, social utility, personal utility and escapism) on online 

newspaper consumption are proposed. This study focuses on online newspaper 

consumption with the aim to know the influence of social, motivational and psychological 

factors on online consumers as they use online newspapers. It also establishes the need to 

know the moderating role of gender in the hypothesis model. 

 

Furthermore, the development of the theoretical framework and the formulation of 

hypotheses are theoretically guided by the U&G (Katz, Blumler & Gurevitch, 1974). The 

model explains how consumers‟ motivational factors influence online newspaper 

consumption behaviours. In other words, consumers‟ motivational factors such as 
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information motivation, entertainment motivation, social utility motivation, personal 

utility motivation and escapism motivation contribute to an increase in online newspaper 

consumption. According to the U&G model, there are several types of consumers‟ 

motivational factors, which include social and psychological factors which encourage and 

motivate consumers towards online newspaper consumption. The concept of what people 

do to media is very much relevant with online newspapers (Lee, 2013; Omar, Ismail & 

Kee, 2018; You, Lee, Lee & Kang, 2015; Shade, Kornfield & Oliver, 2015); why people 

actively select online newspapers and clicking them on the basis of their motivated needs 

and requirements. Thus, they consume the newspapers that come up with their 

expectations and provide what they are looking for.  

 

Consumers‟ motivation factors and the online newspaper consumption model in other 

words represent consumers‟ social and psychological factors which drive online 

newspaper consumption (Kats et al., 1973; Lee, 2013). As such, according to scholars (Gil 

de Zúñiga, Garcia-Perdomo & McGregor, 2015; Lee & Chyi, 2014; Katz et al., 1973; 

Omar, Ismail & Kee, 2018; Palmgreen, Wenner & Rosengren, 1985; Poindexter & Weiss, 

2010; Rubin, 2009;  Ruggiero, 2000; Sunders & Liperos, 2013; You, Lee, Lee & Kang, 

2013; Vincent & Basil, 1997), consumers‟ motivations have repeatedly been studied under 

the Uses and Gratifications paradigm to study socio-psychological drivers of media use, 

while motivations are also used interchangeably with gratifications in the U&G studies. 

Uses and Gratifications is an audience-centric approach that focuses on understanding 

why people use media, while it assumes media use is goal-oriented. Therefore, the 

theoretical model proposed in this study is expected to provide empirical evidence to the 
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U&G by revealing the direct influence of consumers‟ motivational factors (information, 

entertainment, social utility, personal utility and escapism) on online newspaper 

consumption and the moderating role of gender.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.4.  Conceptual Framework 
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2.12 Chapter Summary 

This chapter reviewed relevant literature on the history and background of online 

newspapers. In addition, the overview of media in Pakistan is also discussed. More so, 

relevant literature on online newspaper consumption, consumers‟ motivations 

(information, entertainment, social utility, personal utility and escapism), the Uses and 

Gratifications theory and the moderating role of gender is reviewed. Subsequently, the 

conceptual framework along with the development of the hypotheses of the study is also 

provided. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter discusses the method employed by the current study in order to answer the 

research questions stated in Chapter One. The method which was used to carry out this 

study is quantitative in nature. In general, this chapter seeks to elaborate on issues related 

to how the current study was carried out, including the research design, location of study, 

population, sample selection, sample technique, sampling size, instrumentation, data 

collection procedure, as well as the measurement of the understudied variables. The 

current chapter also explains the validity and reliability test and data analysis technique 

employed in this study. 

3.2 Research Philosophy  

Research approach is the method of carrying out research in a way that matches the 

objectives of the study and aligns with the research questions (Creswell, 2009). This is 

because a research approach lightens the roadmap of a research and guides the current 

study to accomplish its objectives (Hair, Ortinau & Bush 2008). In this regard, there are 

two types of research philosophies (positivism and interpretivism) which are commonly 

employed by social science and communication researchers (Myers, 1990). Positivism and 

interpretivism are two types of research approach. The positivist approach is one of the 

most widely used paradigms in many social science researches (Nauman, 2014). 

Therefore, this study applies the positivism research approach. 
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The positivist researchers believe that social phenomena can be explained in cause-and-

effect relationships (Creswell, 2009). In addition, the deductive method is adopted by the 

positivist researcher, which is conducted through testing of hypotheses which theorize that 

consumers‟ motivations are positively related to online newspaper consumption and that 

gender can moderate the relationship between consumers‟ motivation factors (information, 

entertainment, social utility, personal utility and escapism) and online newspaper 

consumption. Hypotheses are developed through theory and previous empirical findings, 

as well as based on the connection between variables (Creswell, 2009). Hence, built on the 

primary objective of this study, six research questions were put forward and 10 

relationships were hypothesized.  

 

The justification for choosing the positivism approach as the appropriate epistemology is 

fundamental to the nature of research (Saunders et al., 2005). Consequently, based on the 

research model developed, this study focused on explaining the dependent variable in the 

hypothesized model based on a set of predictors using the positivist paradigm based on 

objectivism as the underlying ontological and epistemological position. Therefore, this 

study presents a research on online newspaper consumption based on deductive reasoning 

using the U&G as framework. This makes positivist epistemologies and quantitative 

methodologies ideal in this form of research (Wojcieszak, 2012). In line with this, the 

quantitative approach to data collection and analysis is used in this study. Hence, this 

study employed the quantitative research approach. The choice of this research approach 

completely depends on the nature of the research problems under study (Creswell, 2009). 
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Additionally, the selection of this approach occurred because the quantitative approach 

normally saves time and cost in conducting the research. Furthermore, the quantitative 

research approach offers an opportunity to examine a large sample size (Zawawi, 2007). 

3.3 Research Design 

This section presents the research design employed in this research. This study employs a 

cross-sectional survey design.  The choice of the cross-sectional design was in-line with 

Babbie (2010) and Sekaran and Bougie (2009) which affirmed the use of cross-sectional 

studies as having advantages over the longitudinal study because the current study aimed 

at collecting data that reflects peoples‟ opinion and which is better obtained using cross-

sectional and not secondary sources of data collection. In addition, it is affirmed that 

cross-sectional setting saves time, money and require less number of researchers than the 

longitudinal study (Creswell, 2009).  

 

The use of a survey research design using questionnaires for data collection in this study is 

for the purpose of making a generalization from a small sample to a large population 

(Creswell, 2009; Babbie, 1990). The interest of the current study lies in the collection of 

the data using the measurement of online newspaper consumption and the influence of 

information motivation, entertainment motivation, social utility motivation, personal 

utility motivation, and escapism motivation as well as one effect (dependent variable). As 

a result of the objectives of this study, a survey research approach was utilized, using the 

self-administered questionnaire. 
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Additionally, this research used a cross-sectional design, which involves collection of data 

at a single point in time to achieve the detailed objectives of the research (De Vaus, 2001). 

According to Sekaran and Bougie (2009), the choice of the cross-sectional design was in 

line with Babbie (2010), which affirmed the use of cross-sectional studies as having 

advantages over the longitudinal study because the current study aimed at collecting data 

that reflects peoples‟ opinions and which is better obtained using cross-sectional and not 

secondary sources of data collection. In addition, it is affirmed that cross-sectional settings 

save time and money (Creswell, 2009). As such, the cross-sectional survey design is 

considered appropriate for this study. Therefore, Figure 3.1 presents the implementation of 

the above named research design in this study. The following sections present the 

individual expiations of the elements of the research design.   
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Figure 3.1. Flow of Analysis 
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3.4 Research Location   

This research was conducted in the context of Pakistan. Pakistan is geographically 

divided into four provinces; namely Sindh, Punjab, Khaber Pakhtunkhwa, and 

Balochistan. For this study, Sindh province was selected. This is because this 

territory has the highest number of universities among all other territories (Higher 

Education Commission of Pakistan, 2013). Secondly, it is the second largest 

province in terms of population (Federal Bureau of Statistics, 2012). Accordingly, 

University of Karachi, University of Sindh, and Shah Abdul Latif University are the 

only three public universities in Sindh, Pakistan (Higher Education Commission of 

Pakistan, 2012). These were chosen because of their high student enrolments as well 

as their large numbers of departments, institutes, and centers (Higher Education 

Commission of Pakistan, 2012). Moreover, these three universities are representative 

of their geographical locations on the political map (e.g. University of Karachi 

located in Karachi division, University of Sindh located in Hyderabad division, and 

Shah Abdul Latif University located in Sukkhar division). Hence, Larkana and 

Mirpurkhas divisions have campuses of the University of Sindh.  

University of Sindh is the second oldest general Public Sector University located in 

Hyderabad division and was established in 1947.  The university has campuses in 

different divisions of Sindh, including Larkana and Mirpurkhas. These campuses 

offer a variety of programs to the students. However, the main campus offers degree 

programs in 55 disciplines. The university has the highest number (25,322) of 

student enrolment. Meanwhile, the University of Karachi is the second largest 

university in terms of student enrolment (24,000) located in Karachi division. The 

university was founded in 1951 as a Federal University. Later in 1962 through a 
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Parliament Act, it was redefined and presented to Sindh province as the University 

of Karachi. It has 53 departments which offer various programs. Lastly, Shah Abdul 

Latif University is the third Public University located in Sukhar division. It was 

founded in 1976 by the then Chief Minister Syed Qaim Ali Shah Jilani as a campus 

of University of Sindh. Later in 1986, the campus became a full-fledged university. 

Now, the university has 30 departments and centres, with a 11,213 student enrolment 

figure. 

3.5  Population of the Study 

The population of this study is totality of students (undergraduates and 

postgraduates) from all three public universities; University of Karachi (UK), 

University of Sindh (US), and Shah Abdul Latif University (SALU) of Sindh, 

Pakistan. The justification for focusing on university students as the population of 

this study is according to previous relevant studies who have shown that university 

students have internet access and evidently 80% online newspapers consumers in 

Pakistan are university students (Khan, 2011). Also, Althaus and Tewksbury (2000) 

and Chan (2015) asserted that Internet technology is tightly woven into the fabric of 

the everyday lives of students..  

Secondly, this study aims to analyze university students who have Internet access. 

Also, previous studies suggest university students have served as a sample of early 

adopters in a range of media contexts, including blogging (Lee, 2008), mobile TV 

(Lee, 2008) smartphone adoption (Lee, 2014) and online news consumption (Chan-

Olmsted et al., 2013; Diddi & LaRose, 2006; O‟Brien et al., 2014; Shade et al.,  

2015; Vincent & Basil, 1997). This is because they are educated and have the 

knowledge of computers (Atkin & LaRose, 1994; Althaus & Tewksbury, 2000).  



 

98 

 

Moreover, Diddi and LaRose (2006) suggested that university students are a suitable 

population for newspaper studies. Valkama (2015) affirms that university students 

are an ideal sample for online news consumption since they are digital natives. 

Similarly, Lee (1998) asserted that university students are significant to the study of 

newspaper consumption. Equally, other studies have also indicated that university 

students are ideal for this kind of study (Ghazali & Omar, 2015; Huang, 2009; 

Saleeman et al., 2015a, 2015b). Therefore, some studies have used undergraduate 

students (Althaus & Tewksbury, 2000; Lee, 1998; Shade et al., 2015; Saleeman et 

al., 2015a; 2015b) and others have used both undergraduates and postgraduates 

students (Ghazali & Omar, 2015; O‟Brien et al., 2014). Similarly, this study 

considers both undergraduates and postgraduates students from the three public 

universities in the Sindh province of Pakistan. According to the statistics available 

on the website of the Higher Education Commission of Pakistan (2016), there are 

more than 60,634 students currently enrolled in the selected universities. Therefore, 

the population of this study is the totality of the 60,634 students of UK, SALU and 

US.  

3.6 Sampling Frame and Sample Size 

This study adopts the probabilistic sampling technique, specifically by using the 

proportionate stratified random sampling technique. The probabilistic sampling 

technique was applied because of the need to generalize the findings on the entire 

population of this study. Therefore, the proportionate stratified random sampling 

technique is considered appropriate for this study as it enables the current study to 

select an equal proportion of sample size from the three selected universities 

(Sekaran & Bougie, 2003). Also, the proportionate stratified random sampling 
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technique is considered appropriate because it allows for an adequate representation 

of the selected universities in the study.  

 

The proportionate stratified random sampling technique involves a series of steps 

(Sekaran et al., 2003). Firstly, the populations of students from the three selected 

universities are identified. As presented in Table 3.1, the population of students in 

US is 25,322, SALU is 11,000 and UK is 25,000 respectively. Therefore, these three 

universities represent individual stratum and a random sample was determined from 

each population. Finally, to ensure a balanced representation, the percentage of 

elements is drawn from each stratum by dividing the number of elements in each 

university by the total population and multiplying with hundred (e.g. 25,322 divided 

by 60,634 multiplied by 100 = 42%). Subsequently, to determine the proportionate 

sample, the share of percentage is divided by hundred and multiplied with the total 

sample size (e.g. 42% divided by 100 and multiplied by 533 = 223).    

Table 3.1  

Proportionate Stratified Random Sampling of Subjects  

General Public 
university 

Total Number of 
Elements 

% Proportionate 
Representation 

University of Sindh 25,322 42% 223 

University of Karachi 24,000 39.5% 211 

Shah Abdul Latif 
University Khairpur 

11,312 18.5% 99 

Total 60,634 100% 533 
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Considering the fact that, this study introduced gender as a moderating variable and 

in an attempt to maintain balanced proportionate representation of both subjects 

within the selected universities, gender proportionate representation was taken out. 

To do so, the shared percentage of each university male (see Table 3.1) is divided by 

hundred and multiplied with the total proportionate representation of each university 

(see Table 3.2) (e.g., 71% divided by 100 and multiplied by 223 is equal to 158). 

Thus, the same method was applied for female proportionate representations.  

Table 3.2 

Gender proportionate representation from each university  

 
General Public university Proportionate 

Representation 
Male Female 

University of Sindh 223 158 65 

University of Karachi 211 97 114 

Shah Abdul Latif University 
Khairpur 

99 72 27 

Total 533 327 206 
 

Respondents were drawn from three universities of Sindh; University of Karachi, 

University of Sindh and Shah Abdul Latif University from Sindh, Pakistan. These 

three universities have a total of 37,284 male students and 23,350 female students. 

Therefore, the sample size of this study was proportionately drawn from both the 

female and male populations. Table 3.3 present proportionately stratified sample 

sizes drawn for the male and female populations across the three selected 

universities.   
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Table 3.3 

Proportionate Male and Female Sample Sizes across the Selected Universities 

 
Universities No of 

students 
Total 
Male 

Male 
% 

Total 
Female 

Female 
% 

University of Sindh 25,322 18,012 158 7,310 65 

University of Karachi 24,000 11,040 97 12,960 114 

Shah Abdul Latif 
University 

11,312 8,232 72 3,080 27 

Total 60,634 37,284  23,350  

 

However, considering that the population of this study is quite big as compared to 

the discovered sample size, the Krejcie and Morgan (1977) approach was employed 

for determining a bigger sample size. Hence, by referring to the Krejcie and 

Morgan‟s sample table, a 381 sample size is appropriate for a population of 60,000 

and above. Therefore, a sample size of 381 is considered apt for this study. Finally, 

in order to minimize the issue of low response rate and non-cooperative respondents, 

the sample size of 381 was increased by 40% as advised by Salkind (1997). This 

thus extends the sample size for this study to 533 respondents. Therefore, a total of 

533 respondents were surveyed for this research.   

3.7 Instrumentation 

The instrument employed for data collection for this study is the self-administered 

questionnaire. The questionnaire was adopted for data collection due to the 

suggestion proffered by Bernard (1994), which opines that the questionnaire is ideal 

in three situations; first, if the respondents are literate; second, when there is 

assurance in getting huge response; and lastly, when the nature of the questionnaire 



 

102 

 

does not require physically getting in touch with respondents. This study meets these 

three criteria, thus justifying the reason for employing survey questionnaire as the 

instrument for data collection in this study.  

The questionnaire employed for data collection is presented in Appendix A. The 

questionnaire consists of seven sections with 41 questions, which are developed to 

document the opinions of the respondents with regards to the understudied variables. 

The 7-point Likert-type scale was employed to score the responses of the 

respondents to every question adapted for each variable in this study. Such scale as 

adapted in this study is justified with the recommendation by Allen and Seaman 

(2007), that the 7-point Likert-type scale responses are easily quantifiable and 

subjective to computation and analysis. Hence, these types of responses do not force 

the respondents to be lopsided in their responses to research questions.  Finally, the 

questions in the questionnaire are entirely adapted from previous studies. The 

following sections present discussions on the procedure and justifications for 

adapting the questions in the survey questionnaire.  

3.8  Measurement of Variables  

This section presents the adapted items for measuring the understudied variables in 

this research. The following subsections present the sources, number of items and 

the operational definitions for the entire understudied variables in this research.  

3.8.1 Information Motivation 

The information motivation construct is frequently being studied under the U&G. 

Previous studies have used different numbers of items with slight modifications in 

statements (Chan, 2015; Lee, 2013; Lee & Chyi, 2014; Lee & Chyi, 2015; Pamgreen 
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et al., 1980; Saleeman et al, 2015; Vincent & Basil, 1997; Wei, 2008). However, for 

the current study, the six (6) items developed by Lee (2013) were adapted for this 

study. These items were adapted to suit the context on this study especially with 

regards to online newspaper consumption. Also, the items are considered appropriate 

for this study as they have demonstrated a strong reliability and validity in previous 

studies (Lee & Chyi, 2015; Lee & Chyi, 2014). Table 3.4 holds the items adopted 

and the modifications done to suit the context of this present research.  

Table 3.4 

Items Adapted for Information Motivation 

No. Original Items Modified Items  Source 
1 To find out what‟s going 

on in the world 
I consume online newspaper because I 
want to find out what is going on in the 
world 

Lee 
(2013) 

2 To keep up with the way 
your government 
performs 

I consume online newspaper because I 
want to keep up with the way my 
government performs 

 

3 To make yourself an 
informed citizen 

I consume online newspaper because it  
makes me an informed citizen 

 

4 Because it helps you 
learn about others 

I consume online newspaper because it 
helps me to learn about others 

 

5 To gain important new 
information 

I consume online newspaper to gain 
important information  

 

6 To fulfill your need to 
know 

I consume online newspaper to gain 
new information 

 

 

3.8.2 Entertainment Motivation 

Entertainment motivation is the motivation for consumers to get entertained from 

online newspaper consumption (Lee, 2013; Lee & Chyi, 2015). Therefore, to 

measure entertainment motivation for online newspaper consumption, 5 (five) was 

adapted from Lee‟s (2013) measurement scale. The items as shown in Table 3.5 

were modified to suit the context of online newspaper consumption which is the 
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focus of this present research. Justifiably, the items were considered for this study as 

they have demonstrated to be strongly reliable and valid in previous studies (Lee & 

Chyi, 2015). This study adopts most of the items in motivation variables from Lee 

(2013) because this study construct are relevant to my study concepts and context. In 

addition to this these validated measurement scale has been used in various other 

studies. Apart from this, these all items of the construct were again validated through 

scale Level CVI and Item Level CVI to know the relevance and validity to the 

concepts that this study measures. 

Table 3.5  

Items Adapted for Entertainment Motivation 

No. Original Items Modified Items Source 
1 For entertainment I consume online newspaper for 

entertainment 
Lee 
(2013) 

2 Because it‟s exciting I consume online newspaper because 
it‟s exciting 

 

3 For laughter I consume online newspaper for 
laughter 

 

4 Because it‟s a habit that 
you have 

I consume online newspaper because it 
is habit that I have 

 

5 When there is nothing 
better to do 

I consume online newspaper when there 
is nothing better to do 

 

 

3.8.3 Social Utility Motivation 

In this study, social utility motivation is measured by asking participants how helpful 

online newspapers are for them in getting information, and also as a source of social 

interaction with others around them. To do so, Lee‟s (2013) six (6) items are 

adapted, which have also been used by Lee and Chyi (2015), Chan (2015) and You, 

Lee, Lee and Kang (2013) and demonstrated strong reliability and validity. Table 3.6 

presents the original and modified items.  



 

105 

 

 

Table 3.6 

Items Adapted for Social Utility Motivation 

No. Original Items Modified Items Source 
1 To keep up with what other 

people around you may be 
talking about 

I consume online newspaper to keep 

up with what other people around me  

may be talking about 

Lee 
(2013) 

2 To appear informed to those 
around you 

I consume online newspaper to 

appear informed to those around me 

 

3 Because most of your 
friends do 

I consume online newspapers 

because most of my friends read 

online newspapers 

 

4 To make you more sociable I consume online newspaper because 

it makes me more sociable 

 

5 To have something to talk 
about with others 

I consume online newspaper to have 

something to talk about with others 

  

6 To feel a part of a 
community 

I consume online newspaper to feel a 

part of a community 

  

 

3.8.4 Personal Utility Motivation 

To measure personal utility motivation, 3 (three) items were adapted from Perse, 

(1990). The items are considered appropriate for this present study as they have 

demonstrated strong reliability and validity from previous studies (Johnson & Yang, 

2009; Saleeman et al., 2015a; 2015b). The items were adapted by modifying them to 

suit the context of online newspaper consumption. Table 3.7 presents the original 

and the modified items for measuring personal utility motivation in this study.  
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The items as shown in Table 3.5, 3.6, and 3.7 were modified to suit the context of 

online newspaper consumption which is the focus of this present research. 

Justifiably, the items were considered for this study as they have demonstrated to be 

strongly reliable and valid in previous studies (Lee & Chyi, 2015). This study adopts 

most of the items in motivation variables from Lee (2013) because this study 

construct are relevant to the study concepts and context. In addition to this these 

validated measurement scale has been used in various other studies. Apart from this, 

these all items of the construct were again validated through scale Level CVI and 

Item Level CVI to know the relevance and validity to the concepts that this study 

measures. 

 

Table 3.7 

Items Adapted for Personal Utility Motivation 

No. Original Items Modified Items Source 
1 To learn about issues 

affecting people like me 
I consume online newspaper to 
learn about issues affecting people 
like me 

Perse 
(1990) 

2 So I can learn about what 
could happen to me 

 I consume online newspaper to 
learn about what could happen to 
me 

  

3 Because it helps me to learn 
things about myself and 
others 

I consume online newspaper 
because it helps me to learn things 
about myself  

  

 

3.8.5 Escapism Motivation 

Escapism motivation is necessary for news consumers to escape from reality and 

forget their problems (Chan, 2015; Pamgreem et al, 1980; Rubin, 1983; Vincent & 

Basil, 1997; Yoo, 2011). Therefore, to measure escapism motivation towards online 

newspaper consumption, Vincent and Basil‟s (1997) measurement scale was 
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adapted. The scale entails 10 items which are subsequently modified to suit the 

context of this present research.  Table 3.8 presents the original and modified items 

for measuring escapism motivation.  

Table 3.8 

Items Adapted for Escapism Motivation 

No. Original Items Modified Items  Source 

1 It helps me get 
away from 
everyday worries 

I consume online newspaper because it 
helps me get away from my day to day 
worries 

Vincent and 
Basil(1997) 

2 It helps me when I want to be 
cheered up 

I consume online 
newspaper because it helps 
me when I want to be 
cheered up 

 

3 It helps me forget about 
school/homework 

I consume online 
newspaper because it helps 
me forget about academic 
assignments 

 

4 It helps me take my mind off 
things 

I consume online 
newspaper because it helps 
me take my mind off 
troubles 

 

5 It helps me relax I consume online 
newspaper because it helps 
me relax 

 

6 When I have nothing better to 
do 

I consume online 
newspaper when I have 
nothing better to do 

 

7 Just because it's on I consume online 
newspaper just because it 
is available for free   

 

8 Because it passes the time, 
especially when I'm bored 

I consume online 
newspaper to pass time, 
especially when I‟m bored 

 

9 When there's no one else to talk 
to or be with 

I consume online 
newspaper when I am 
lonely 

 

10 because it's a good thing to turn 
on when I am alone 

I consume online 
newspaper when there is 
no one else to talk to or be 
with 
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3.8.6 Online Newspaper Consumption 

In this study, online newspaper consumption is measured by using six items adapted 

from Johnson (2014) and Lee and Chyi (2014). The items were modified according 

to the context of online newspaper consumption. The measures of online newspaper 

consumption have demonstrated strong validity and high reliability from previous 

studies (Go, You, Jung, & Shim, 2016; Johnson, 2014; Lee, 2013; Lee & Chyi, 

2015; Taipale, 2013) Table 3.9 shows the original and the modified items for online 

newspaper consumption.  

 

 

 

 

Table 3.9 

Items Adapted for Online Newspaper Consumption 

No. Original Items Modified Items Source 
1 how many days a week they use 

Twitter 
I consume online 
newspapers every days 
in a week 

Johnson 
(2014) 

2 how many times a day they access 
Twitter (frequency) 

I consume online 
newspaper many times a 
day 

Johnson 
(2014) 

3 On the days they use Twitter, how 
much time they spend using Twitter in 
minutes and in hours 

 Johnson 
(2014) 

4 how often they read from multimedia 
sources 

I consume articles in 
online newspaper 
frequently 

Lee 
(2013) 

5 how often they watch from multimedia 
sources 

I watch videos in online 
newspaper frequently 

Lee 
(2013) 

6 how often they listen news from 
multimedia sources 

 I listen to audios in 
online newspapers 
frequently 

Lee 
(2013) 
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3.9 Content Validity 

The questionnaire for this study was first given to experts to validate by examining 

its items to determine if it possesses face and content validity before it was self-

administered to respondents for a pilot study (Creswell, 2012). Therefore, an initial 

draft of the questionnaire was pretested before conducting the actual survey for the 

study. Hence, content validity of the items was examined. According to the experts, 

such as (Cheryl Burke Jarvis et al., 2003; Lewis et al., 2015; Polit & Beck, 2006), 

content validity is inspected to determine the suitability of items in measuring the 

conceptual interpretation of the construct they are representing. Furthermore, content 

validity is an understanding of items to ensure the items in the scale are matching 

with the construct they are measuring. There are different types of validity which can 

be adopted for different purposes, such as content validity, criterion-related validity 

and construct validity (DeVellis, 2003). In this study, content validity is examined to 

ascertain whether the items of the established scale sufficiently measure the 

hypothetical concepts of the study, to anticipate any challenges that might occur 

during the main data collection period and to eradicate any form of ambiguity in the 

wordings of the items (DeVellis, 2003). 

 

This study employed the suggestion by Polit and Beck‟s (2006) approach for the 

examination of the content validity of the items and the developed scale. Thus, the 

Content Validity Index (CVI) of both the items-level and scale-level CVIs are 

calculated from the ratings of experts. The items-level CVI involves the validity of 

items while the scale-level CVI signifies the validity scale. The content validity form 

(see Appendix B) was sent to seven experts. The experts were taken from different 

countries; Pakistan, USA, Indonesia and Malaysia in the field of media and 
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communication studies and research methodology. Polit and Beck (2006) affirmed 

that the rating of seven experts is considered appropriate for calculating CVI because 

more than 10 experts are considered unnecessary (See Table 3.10 for the experts‟ 

highest qualifications, positions and work experience). The objectives of the research 

and the conceptual and operational definitions of the variables which were measured 

were provided to the experts. The experts were urged to rate the relevance of the 

items with the construct under which the items are placed. The experts were 

provided a 4-point scale using the following labels: 1 = “not relevant”, 2 = 

“somewhat relevant”, 3 = “quite relevant” and 4 = “highly relevant”. In addition, 

experts were provided with two types of comments boxes to provide additional 

comments on the items and on the overall scale.  

Table 3.10 

Demographic Profile of Expert Reviewers 

No Position Work Experience 
(years) 

Highest 
Qualification 

Country 

1 Professor 25  Doctoral Degree Malaysia 
2 Senior Lecturer 10  Doctoral Degree Malaysia 
3 Senior Lecturer 14  Doctoral Degree Malaysia 
4 Deputy Resident 

Director 
17  Doctoral Degree Indonesia 

5 Senior Lecturer 6  Doctoral Degree Malaysia 
6 Associate Professor 15  Doctoral Degree  Pakistan 
7 Associate Professor 16 Doctoral Degree USA 
 

The items-Level CVI is calculated by converting both 1 = “not relevant” and 2 = 

“somewhat relevant” ratings to 0 and 3 = “quite relevant” and 4 = “highly relevant” 

to 1. Hence, every expert rating of 1 or 2 is counted as 0 and every 3 or 4 rating is 

counted as 1. The total item numbers rated relevant are divided by the total number 

of raters (7 in the case of this research).  According to Polit and Beck (2006), 0.83 is 
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an acceptable value for Item-Level CVI for more than six raters. The results of item-

level CVI calculations are used for deleting items that are rated not relevant. 

Appendix C shows the results of the Item-Level CVI. The result showed that 

majority of the items scored 0.85 and above. The items that scored lower than 0.85 

were deleted from the scales.  

 

Additionally, for the calculation of the Scale-Level CVI, Polit and Beck (2006) 

suggested using the average of the Item-Level CVI for calculating the Scale-Level 

CVI. Moreover, Scale-Level CVI is calculated by the mean of every item rated 

relevant divided by the total number of items. Furthermore, for Scale Level CVI, the 

acceptable value recommended by Polit and Beck (2006) is 0.90 and above.  Results 

clearly show that all the scales have Scale Level CVIs greater than 0.90, indicating 

that content validity of the overall scales was achieved. The summary of the content 

validity, indicating the items that were modified and the final number of the items 

that were retained are presented in Table 3.11.  

 

In addition, the experts made their suggestions in the comments box provided in the 

content validity form on how to improve the clarity of the items by suggesting better 

synonyms to certain technical words reported in the results. In specifics, one expert 

suggested that, one items “To gain important new information” measuring 

information motivation should be split into “I consume online newspapers to gain 

important information”, “I consume online newspapers to gain new information”. 

Also, another expert suggested another item “To fulfill your need to know” should 

be split into “I consume online newspapers to fulfill my need to know about 

politicians and political parties” and “I consume online newspapers to know about 
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current affairs”. This therefore increased the number of items measuring information 

motivation from 6 (six) to 8 (eight). Additionally, two other experts suggested that 

“Because it helps me to learn things about myself and others” should be split into “I 

consume online newspapers because it helps me to learn things about myself” and “I 

consume online newspapers because it helps me to learn things about others”. 

Similarly, a new item “I consume online newspapers to feel that I am not alone to go 

through my problems” was suggested by another expert. These suggestions bring the 

original number of items measuring personal utility motivation from 3 (three) to 5 

(five). In the same vein, one expert suggested that one of the items “On the days they 

use Twitter, how much time they spend using Twitter in minutes and in hours” 

measuring online newspaper consumption be split into “I spend several hours 

consuming online newspapers in a day” and “I spend several minutes consuming 

online newspapers in a day”. This suggestion increased the number of items 

measuring online newspaper consumption from 6 (six) to 7 (seven). Details of retain 

items and added item are in table 3.11.  After the completion of this stage, the 

questionnaire was prepared for pilot testing. 

 

Table 3.11 

Results of Content Validity Results 

Variables  Suggested Items  Number of Retained Items  
Information Motivation 2 Items 8 

Entertainment Motivation None 5 

Social Utility Motivation None 6 

Personal Utility Motivation 2 Items 5 

Escapism Motivation None 10 

Online Newspaper Consumption 1 Item 7 
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3.10 Pilot Study 

According to Creswell (2012), a pilot study is conducted to establish other forms of 

validity and reliability of items. Reliability involves the degree to which an 

instrument is stable, trustworthy and reliable (Keyton, 2015), while validity is the 

degree to which a study measures what it intends to measure (Wimmer & Dominick, 

2003). Actually, the pilot study was required by the fact that the original scale 

adopted and adapted for this study was developed in European countries. Thus, it is 

important to check the validity and reliability of items and constructs for Asian 

countries, especially Pakistan, because this study was conducted in Pakistan. 

In order to determine the sample size for the pilot study, Hertzog (2008) suggested 

that the sample size should range between 10 to 40 respondents. Likewise, another 

study suggested that 10% of the sample size of the full study should be used 

(Lackey, Wingate, Brink Pamela and Wood Marilynn, 1998). To meet these 

conditions, 200 respondents were sent online survey questionnaires via email, 

Facebook and WhatsApp to fill for the pilot study.  However, only 138 valid 

respondents submitted the online form. 

The pilot study was conducted at the University of Sindh and Shah Abdul Latif 

University Khairpur, which are also sample sources of the main study. The result of 

the online survey showed that 138 valid responses were received. As such, 138 

questionnaires were eventually used for the pilot study. It is also important to clarify 

that the data collected for the pilot study will not be used for the main study. 

Furthermore, analysis for the pilot study was done using SPSS 23 and Smart PLS 3.0 

software, since they are considered good for handling small-number responses. In 
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this study, Smart PLS 3.0 software was used for the internal consistency reliability 

and discriminant validity of the constructs. Furthermore, to ascertain the Average 

Variance Extracted (AVE) and the composite reliability coefficients, PLS algorithm 

(Geladi & Kowalski, 1986) was used. 

The threshold value recommended by Hair et al. (2011) for composite reliability 

coefficient should be at least 0.70 or more.  In addition, Fornell and Larcker (1981) 

noted that the AVE should be 0.50 or more. Hence, both scholars indicated that to 

achieve discriminant validity, the square root of the AVE should be greater than the 

correlations among latent constructs. Table 3.12 shows the AVE and composite 

reliability coefficients of the latent constructs.  

 

Table 3.12 

Reliability and Validity of Construct (n=138) 

Constructs No. of 
Indicators   AVE  Composite 

Reliability  

IM  8   0.504  0.890  
EM 3   0.549  0.782  
SUM 6   0.636  0.933  
PUM                                                                                              5   0.532  0.850  
ECM 8   0.621  0.891  
ONC 5   0.531  0.870  
 

As shown in Table 3.5, the composite reliability coefficient of each latent construct 

ranged from 0.78 to 0.93. This indicates that the value is above the minimum 

standard requirement of 0.70. This shows that the internal consistency reliability of 

the measures used in this study is sufficient (Hair et al., 2011). Furthermore, the 
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AVE ranging from 0.50 to 0.63 come within the acceptable level of above 0.50 

suggested by Fornell and Larcker.  In terms of discriminant validity, Table 3.13 

compares the correlations among the latent constructs with the square root of AVE.  

Table 3.13 

Discriminant Validity 

Note: Diagonals (in bold) represent the square root of the Average Variance 
Extracted while the other entries represent the correlations. 
 

Results in Table 3.13 point out that the correlations among the latent constructs were 

compared with the square roots of the AVE (values in bold face), and the square 

roots of the AVE were all greater than the correlations among latent constructs, 

indicating sufficient discriminant validity (Fornell & Larcker, 1981). Additionally, 

after the pilot study, adjustments were done in the questionnaire based on tricky 

questions identified by the respondents before sending ready versions to the samples 

of the study (Creswell, 2012). Also, some questions were adjusted to escape negative 

responses which may eventually lead to reverse coding, while other questions which 

were not properly worded were noted and corrected.  

3.11 Data Collection Procedures  

For this study, the data collection procedure took place in all three selected 

universities after doing necessary corrections which were suggested during the PhD 

 Latent 
Variables  ECM EM IM ONC PUM SUM 

ECM 0.710           
EM 0.401 0.741         
IM 0.271 0.565 0.798       
ONC 0.491 0.446 0.306 0.729     
PUM 0.448 0.534 0.548 0.454 0.788   
SUM 0.382 0.617 0.564 0.473 0.709 0.729 
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proposal defense. Thus, the current study collected data from university students 

through self-administered questionnaires. Sekaran et al. (2003) asserts four 

advantages for personally administered questionnaires. Firstly, the scholar can 

collect all the completed responses within time. Secondly, any question that the 

respondents might have any query over can be cleared on the spot. Thirdly, the 

scholar will also have the opportunity to introduce the research area and encourage 

the participants to contribute to the research by filling the questionnaire. Lastly, as 

compared with the interview, the self-administered questionnaires are less expensive 

and require minimum time duration. Consequently, the questionnaire was physically 

distributed to respondents to reduce incidences of bias, low response rate and non-

return experienced by some scholars (Chyi & Lee, 2014) who distributed 

questionnaires online.  

In this connection, a study support letter/consent letter for collecting data was 

collected from the current study‟s main supervisor as well as the Dean of Awang 

Had Saleh Graduate School of Arts and Science. This letter supported the study in 

getting data from the targeted population because it was clear evidence to the 

authorities that the study is doing research for academic purposes only. Furthermore, 

the data collection process was through survey questionnaires administered to the 

students in the respective universities. In the first place, the study collected data from 

the University of Sindh (Duration: From 20th to 30th May 2017). In the second place, 

the study collected data from the University of Karachi (Duration: 10th to 20th June 

2017). In the last place, the data collection process took place in Shah Abdul Latif 

University, Khairpur (Duration: 21st June to 30th June, 2017). Thus, for ethical 

considerations, a support letter/consent letter was given to all respective university 

administrations to seek for permission. 
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3.12 Research Ethical Considerations  

Research ethic has been considered as a set of behaviors, standard and principles that 

must be abided by researchers. These ethical behaviors should be considered by 

researchers in order to avoid infringement on the right of the respondents (Bryman & 

Bell, 2003). Researchers are expected to bear in mind that participants are not to be 

forced to partake in the research, have the right to withdraw from the research at any 

point in time and should have access to the results of the research upon their request 

to confirm if their interests are misrepresented or not. As such, a certain level of 

quality and objectivity in reporting is maintained when emphasis is laid on the 

ethical consideration of research (Zikmund, 2005). The following five rules are 

employed as ethical consideration are provided by Bouma (2000):  

i. Respondents in this study are all treated with respect and dignity  

ii. The benefits of the research are assessed to outweigh the potential harm of 

the research on the respondents  

iii. Respondents in this study were not forced into any participation  

iv. Researchers ensured the safety of the respondents, while participating in the 

research  

v. The respondents are aware of the right to access the result of the research to 

ensure if their interests are not misrepresented.  
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3.13 Data Analysis Method 

Data analysis for this study contains descriptive and inferential statistics. Descriptive 

statistics was used to describe certain data at the basic level. Such data provided the 

profile of respondents. Inferential statistics was used to test the research questions 

and hypotheses. Consequently, collected data was coded and entered into the SPSS 

statistics software before analyzing same Smart-PLS software for data cleaning such 

as identifying missing values and outliers (Hair et al., 2012). Besides, normality of 

data was checked through histograms (Norusis, 1985). Also, a Multicollinearity test 

was run to check the degree of relationships between the independent variables used 

in the model. 

 

This study employed the PLS path modeling using the Smart PLS software for 

testing the theoretical model. PLS path modeling is considered to be the most 

appropriate technique in this study for many reasons. First, although PLS path 

modeling is similar to the conventional regression technique, it has the benefit of 

simultaneously estimating the relationships between constructs (structural model) 

and relationships between indicators and their corresponding latent constructs 

(measurement model) (Hair, Hult, Ringle & Sarstedt, 2014). Secondly, Hair et al. 

(2014) suggest that if research is prediction-oriented or an extension of an existing 

theory, and also if the model is relatively complex with latent variables and/or 

structural paths, PLS path modeling should be used. Thus, the current study extended 

the conventional theory (Uses and Gratification) through introducing the online 

newspaper consumption context (Chyi & Lee, 2014; Taipale, 2013). Also, the 

conceptual model of the present study has five independent variables (information 

motivation, entertainment motivation, social utility motivation, personal utility 
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motivation and escapism motivation), online newspaper consumption (dependent 

variable) and moderating variable (gender). Thus, the PLS path modeling is suitable 

for this research. 

 

Thirdly, as compared to other path modeling software such as AMOS, the Smart-

PLS software tool was used for analysis because it is user-friendly, and helps users 

to create the moderating effect for path models with interaction effects (Hair et al., 

2014). Hence, the structural equation modeling process in Smart-PLS requires the 

two-step approach (Henseler, Ringle & Sinkovics, 2009). Both approaches are 

discussed in the following subsections.   

3.13.1 Testing the Measurement Model 

According to Hair et al. (2012), the measurement model assesses construct validity. 

Thus, it involves the evaluation of the degree at which an item correctly measures 

what the current study aims at measuring (Hair et al., 2010). Hence, for testing the 

construct validity, some initial steps are required, such as face and content validity, 

which was done before finalizing the questionnaire. Thus, reliability, convergent 

validity and discriminate validity were determined in the measurement model using 

Smart-PLS software. Hence, the recommended threshold values for these analyses 

can be seen in Table 3.14. 

Table 3.14 

Threshold Values for the Reflective Model 

Tested Elements Threshold Values 

Internal Consistency Reliability Cronbach‟s Alpha ˃0.70, Composite Reliability 
˃0.70  
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Table 3.14 continued 

Indicator Reliability Outer Loadings ˃0.50 

Convergent Validity AVE ˃0.50 

Discriminate Validity Cross Loadings, Fronell & Larker, HTMT ˃0.85 
or ˃0.90 

  

3.13.2 Testing the Structural Model  

After the construct reliability and validity test, the next step was to assess the 

structural model. This involves examining the predictive capabilities of the model 

and the relationships between the constructs (Hair et al., 2010; Hair et al., 2014). 

Hence, before going for analysis, the structural model was assessed for collinearity 

issues. In doing so, the current study examined each set of predictor constructs. After 

that, the current study assessed the significance and relevance of the structural model 

relationships (Structural Model Path Coefficients), the level of R² (Coefficient of 

Determination), the effect sizes (ƒ²), the predictive relevance (Q²) as well as the q² 

effect sizes (Blindfolding and Predictive Relevance) (Hair et al., 2014). Thus, the 

recommended threshold values for these analyses can be seen in Table 3.15. 

 

Table 3.15 

 Threshold Values for Structural Model 

Tested Elements Threshold Values 

Collinearity Variance Inflation Factor (VIF) <5 
Coefficient of Determination (R² ) 0.19, 0.33, 0.67 

Effect Size (ƒ²) 0.02, 0.15, 0.35 
Predictive Relevance (Q²) ˃0 
Predictive Relevance Effect Size (q² ) 0.02, 0.15, 0.35 
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3.13.3 Partial Least Squares Multi Group Analysis (PLS-MGA) 

In this section, the differences between the groups of gender (male and female) are 

examined. This section is important in order to examine the moderating effect of 

gender on the relationship between the independent variables and the dependent 

variable. Therefore, the Multi Group Analysis (MGA) aims to reveal the effect of 

categorical moderating variables on the relationships between the independent and 

dependent variables (Hair et al, 2014; Hensler & Chin, 2010).  

It is important to note that to examine the categorical moderating variable in the 

model, Wilson and Henseler‟s (2007) recommended approach was used to carry out 

the PLS-MGA analysis. However, the subsamples to be compared were exposed to 

separate bootstrap analysis and the bootstrap outcomes were used for the hypothesis 

test of group differences. Meanwhile, Henseler et al. (2009) pointed out that for 

conducting Multi Group Analysis (MGA), a subgroup parameter (Beta) is 

hypothesized to differentiate one sub-group from others. Thus, betta value of the 

male group does not equal the β value of the female group. This shows in the 

findings if there are differences in the path coefficients between the two subgroups; 

male and female. 

 

To test moderating relationships in this study, the Henseler approach to PLS-MGA 

was used. In addition, the study presents the output from Henseler‟s PLS multi-

group analysis (Henseler, Martens, & Naes, 2007) (Table 3, P Henseler). “Initially, 

the subsamples are exposed to separate bootstrap analyses, and the bootstrap 

outcomes serve as a basis for testing the potential group differences” (Sarstedt, 

Henseler, & Ringle, 2011) (p. 202).   
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Following the guidelines of Sarstedt et al. (2011) and Henseler (2012) in PLS-MGA, 

p-values that are higher than 0.95 and below 0.05 show a significant difference 

between the compared groups. The number of positive differences divided by the 

total number of comparisons indicates the probability that the second group‟s 

population parameters are greater than that of the first group. We can observe 

differences in the results between both tests. This is because Henseler‟s approach is 

based on testing one-sided hypotheses. 

3.14 Chapter Summary 

In this study, a logical flow of the methodological aspects are discussed; research 

design, data collection, and data analysis method to meet research objectives. 

Moreover, this chapter contains discussions on the suitability of the chosen method 

(e.g. cross-sectional study design) and the statistical tool; PLS-SEM. Also, for clear 

understanding, this chapter provides tables showing summaries of measurement 

scales. 
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CHAPTER FOUR 
FINDINGS 

4.1 Introduction 

This chapter presents the results of the analysis of the quantitative data that was 

collected for this study. First, data screening results and preliminary analysis were 

presented, which were followed by the main results of the study. The main results 

are divided into three sections. In the first section, the measurement model is 

evaluated to determine the internal consistency reliability, indicator reliability, 

convergent validity and discriminant validity of the research model. In the second 

section, results of the structural model were assessed in form of the significance of 

the path coefficients, level of the R-squared values, effect size and predictive 

relevance of the model. Lastly, data was analysed through the PLS-MGA to study 

the moderating effects of gender on exogenous variables (information motivation, 

entertainment motivation, social utility motivation, personal utility motivation and 

escapism motivation) and online newspaper consumption (endogenous variable). 

4.2 Response Rate 

A total of 533 questionnaires were administered to university students of three public 

universities in Sindh province, Pakistan: University of Sindh (UoS), Shah Abdul 

Latif University (SALU) and Karachi University (KU). The rigorous administration 

process was used in order to get a response rate as high as possible (Salant & 

Dillman, 1994).  
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From the 533 administered questionnaires, four hundred and forty six (446) 

questionnaires were returned, indicating an 83.6% response rate. According to 

Sekaran et al. (2003), a response rate above 50% is acceptable in a survey research. 

Additionally, the high response rate is due to the rigorous administration employed 

in this research and the several reminders sent to the respondents (Silva, Smith, & 

Bammer, 2002).  

Table 4.1 provides the details of returned, usable and the unusable questionnaires. As 

held by Table 4.1, out of the 446 returned questionnaires, 22 were unusable because 

more than 15% of the questionnaires were not filled by the respondents (Keyton, 

2015). Importantly, Hair et al (2010) suggested that an observation can be deleted 

from the analysis when most of the questionnaires have 15% or more black or 

unanswered questions. Hence, after the deletion of unusable questionnaires, only 424 

were left valid and usable for analysis in this research.  Finally, this brings the valid 

response rate obtained in this research to 75.6%.  

Table 4.1 

Response Rate of the Questionnaires 

Response Frequency Percentage 
Number of distributed questionnaires 533 100% 
Returned questionnaires 446 83.6% 
Returned and usable questionnaires/ Response Rate 424 79.5% 
Invalid questionnaires 22 4% 
Questionnaires not returned 87 13.3% 
Deleted questionnaires                                                                                                21 4%                       
Final data for analysis 403 75.6% 
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4.3 Non-Response Bias Test 

Response bias occurs when the responses of two groups of respondents change due 

to the timing differences during data collection (Creswell, 2012). Hence, non-

response bias is the bias that occurs when the early answers to the questionnaire vary 

in meaningful ways from those who answer late. Therefore, questionnaires which 

were returned within four weeks of distribution were grouped as early responses 

while those returned after four weeks of distribution were late responses. 

Accordingly, 263 questionnaires were categorized as early responses and 161 

questionnaires were treated as late responses. In this study, 62% of the respondents 

responded to the questions within four weeks while the remaining 37.9% responded 

after four weeks. Specifically, an independent samples T-test was applied to classify 

any possible non-response bias on the main study variables of information 

motivation, entertainment motivation, social utility motivation, personal utility 

motivation and escapism motivation for online newspaper consumption. The results 

presented in Table 4.2 present the independent samples T-test between the two 

groups of early and late responses. 

As shown in Table 4.2, the results of the Leven test presented in Table 4.2 shows  

insignificant values (p >0.05) for all the understudied variables. The result therefore 

indicates that the responses of both the early and late groups are homogenous; hence 

suggesting that response bias is not an issue in this study (Pallant, 2010).   
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Table 4.2 
Results for Independent-Sample T-test for Non-Response Bias 

      Levene’s Test for 
Equality of 
Variance 

 Response N Mean Std. 
Deviation 

Std. 
Error 
Mean 

F Sig 

IM Early 
Response 

263 5.4437 1.43892 .08873 .254 .614 

Late 
Response 

161 5.3978 1.36108 .10727   

EM Early 
Response 

263 3.7004 1.38937 .08567 .847 .358 

Late 
Response 

161 3.7292 1.32125 .10413   

SUM Early 
Response 

263 4.1819 1.45675 .08983 1.738 .188 

Late 
Response 

161 4.1366 1.35860 .10707   

PUM Early 
Response 

263 4.3144 1.58543 .09776 .334 .564 

Late 
Response 

161 4.2457 1.49551 .11786   

ECM Early 
Response 

263 3.6633 1.39860 .08624 .783 .377 

Late 
Response 

161 3.7868 1.33004 .10482   

ONC Early 
Response 

263 3.5899 1.47179 .09075 1.932 .165 

Late 
Response 

161 3.6364 1.53876 .12127   

Note: IM (information motivation), EM (entertainment motivation), SUM (social utility motivation), 
PUM (personal utility motivation) and ECM (escapism motivation)  
 

4.4 Demographic Profile of Respondents 

The demographic characteristics of the respondents, which include age, gender, 

qualification, ethnicity, faculty-department, university, and preferred language of 

newspaper are presented in the following subsections. 
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4.4.1 Respondents’ Age 

As shown in Table 4.3,  the highest number of respondents were within the age range 

of 18-22 years representing 217 (53.8%), followed by those in the range of 23-27 

years with 78 (19.4%). In age group 33-37 years, there were 45 (11.2%) of the 

sample, and in age group 28-32 years, there were 37 with (9.2%) of the sample, 

while in the age group 38-42 years, there were 14 with (3.5%) of the sample. The 

last and smallest age group was 43 years and above, which accounted for 11 with 

(2.7%) of sample. This shows that youth enrollment is greater than adult and older 

groups‟ enrollment in the universities. 

Table 4.3 

Demographic Distribution of Respondents by Age 

Age Frequency Percent 
    

18-22 217 53.8 
23-27 78 19.4 
28-32 37 9.2 
33-37 45 11.2 
38-42 14 3.5 

43 and above 11 2.7 

4.4.2 Respondents’ Gender 

Results in the study show that majority of respondents were male (246) with 61% of 

the sample, while the remaining respondents were female (157) with 39% of the 

sample. This gender distribution may be an indication that the enrolment of male 

students is higher than that of females in universities. Please refer to Table 4.4. 

Collected data shows that male students are more in the universities than female 

students. 
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Table 4.4 

Demographic Distribution of Respondents by Gender 

Gender Frequency Percentage  
Male 246 61% 
Female 157 39% 
Total 403 100% 

 

4.4.3 Respondents’ Current Education Level 

Table 4.5 indicates that majority of the respondents in this study were 

undergraduates with 154 (38.2%) students, while the next highest respondents were 

Master‟s students with a 112 number, which represents 27.8%. Furthermore, 76 

respondents were PhD students, which represent 18.9%. Among the total sample, 

only 61 (15%) were MS/MPhil students. 

Table 4.5 

Demographic Distribution of Respondents by Education Level 

Qualification Frequency Percent 
 Bachelors 154 38.2% 

Masters 112 27.8% 
MPhil/MS 61 15.1% 
PhD 76 18.9% 

 Total 403 100% 

 

4.4.4 Respondents’ Preferred Newspaper Languages 

In this study, majority of the respondents (132, 32.8%) preferred to consume English 

online newspapers. Furthermore, the second most popular language among the 

respondents (84) were both English and Urdu online newspapers, which represent 

20.8% of the sample. Furthermore, both English and Sindhi online newspaper 

consumers were 72, which indicate 17.9% of the sample. In addition, there were 48 
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respondents who preferred to consume Sindhi online newspapers, which were 11.9% 

of the sample. Urdu national language newspapers were preferred by 46 with 11.4% 

of the sample. Lastly, few respondents (21) preferred to consume all three language 

online newspapers, which represent only 5.2% of the total sample (refer to Table 

4.6). This data shows that majority of the university students prefer only English 

language newspapers, whereas the second most common consumers prefer both 

English and Urdu online newspapers. 

Table 4.6 

Preferred Language of Online Newspaper Consumption 

Language of Newspaper Frequency Percent 
English 132 32.8% 
Urdu 46 11.4% 
Sindhi 48 11.9% 
English & Urdu 84 20.8% 
English & Sindhi 72 17.9% 
All Three 21 5.2% 
Total 403 100% 

 

4.4.5 Respondents’ Ethnicity 

As shown in Table 4.7, the highest numbers of respondents (296) were Sindhi by 

ethnicity with 73.4%.  Urdu speaking respondents were 56 with 14% of the sample. 

In addition, 18 respondents belong to the Siraki ethnic group with 4.5%. 

Furthermore, 17 respondents were of Punjabi ethnicity with 4.2% of the sample. 

Furthermore, 12 respondents were from the Balochi ethnic group whereas 4 

respondents were from other ethnic tribes. Thus, the data shows that the Sindhi 

ethnic population is in the majority in the universities and the second most populous 

ethic group is the Urdu. 
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Table 4.7 

Demographic Distribution of Respondents by Ethnicity  

Ethnicity Frequency  Percent 
Sindhi 296 73.4% 
Punjabi 17 4.2% 
Balochi 12 3.0% 
Siraki 18 4.5% 
Urdu 56 13.9% 
Others 4 1.0% 
Total 403 100% 

4.4.6 Respondents’ Profile by University 

In this study, samples were drawn from three universities; therefore 172 respondents 

with 42.7% were from University of Sindh. The second highest number of 

respondents (152) with 37.7% was from University of Karachi, while 79 respondents 

with 19.6% were from Shah Abdul Latif University. Respondent populations 

according to their university enrollment are featured in Table 4.8. 

Table 4.8 

Demographic Distribution of Respondents by University 

Universities  Frequency  Percent 
University of Sindh 172 42.7% 
University of Karachi 152 37.7% 
Shah Abdul Latif University 79 19.6% 
Total 403 100% 

 

4.4.7 Respondents’ Profile by Faculty 

In this study, respondents were from five different faculties. The highest numbers of 

respondents (110) were from the humanities faculty with 27.3% of the total sample.  

The second highest respondent population (101) was from the faculty of technology 
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which represented 25% of the sample. Furthermore, 89 respondents were from the 

faculty of arts which carried 22% out of the total required. 70 respondents were from 

the faculty of Science with 17.4%. The least number of respondents (33) in the study 

was from management, which was 8.2% of the sample. Table 4.9 below shows the 

frequency of the respondents by faculty. 

 

Table 4.9 

Demographic Distribution of Respondents by Faculty 

Faculty Frequency  Percent 
Science 70 17.4% 
Arts 89 22.1% 
Humanities 110 27.3% 
Technology 101 25.1% 
Management 33 8.2% 
Total 403 100% 

 

4.4.8 Respondents’ Profile by Geographical Location (Division) 

In this study, respondents were taken from all geographical locations of the Sindh 

province in Pakistan. Therefore, majority of the respondents were from Hyderabad 

division (137, 34%), while the second highest number of respondents belong to the 

Sukkur division (132, 32.8%). A good chunk of respondents were from the Larakana 

division (66, 16.4%).  Furthermore, from the Benazirabad and Mirpurkhas divisions, 

we have the same number of respondents (31, 7.7%) and a very small number of 

respondents were from the Karachi division. For details, please see Table 4.10. This 

shows that majority of the participants in this study were from the Hyderabad 

division and second majority were from the Sukkur division. 
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Table 4.10 

Geographical Location of the Respondents 

Locations Frequency  Percent  
Larkana 66 16.4% 
Sukkur 132 32.8% 
Benezirabad 31 7.7% 
Hyderabad 137 34 % 
Mirpurkhas 31 7.7% 
Karachi 6 1.5% 
Total 403 100% 

4.5 Descriptive Statistics of the Research Variables 

The descriptive statistics; mean and standards deviations of the constructs were 

analyzed and presented in this section. Descriptive statistics were analyzed to make 

sure the data falls within the expected range of mean and standard deviation. Hence, 

this study used 7 anchors. The mean value of the constructs was below 7, therefore 

the data is within expected ranges. Table 4.11 shows combined mean values between 

3.64 and 5.6 for all the constructs.  

 

Specifically, the mean and standard deviation for information motivation are 5.6 and 

1.16 respectively. Also, mean and standard deviation for entertainment motivation 

are 3.7 and 1.32 respectively. Furthermore, the mean value and standard deviation 

for social utility motivation are 4.2 and 1.34 respectively. The mean score and 

standard deviation for personal utility motivation are 4.3 and 1.48 respectively. Also, 

the mean score and standard deviation for escapism motivation are 3.7 and 1.35 

respectively. Finally, online newspaper consumption has a mean score of 3.6 and 

standard deviation of 1.50. Impliedly, the mean values for all the variables presented 

in Table 4.11 indicate that majority of the respondents agree with the statements for 

each of the variables. Also, the standard deviation values presented in Table 4.11 are 
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below 2.00, which indicate that the responses of the respondents do not disperse 

widely from each other.     

 

Table 4.11 

Descriptive Statistics of the Latent Constructs 

Latent Variable No. of 
Items 

Mean Std. Deviation 

Information Motivation (IM) 8 5.6138 1.16232 
Entertainment Motivation (EM) 5 3.7578 1.32015 
Social Utility Motivation (SUM) 6 4.2792 1.34079 
Personal Utility Motivation (PUM) 5 4.3837 1.48483 
Escapism Motivation (ECM) 10 3.7614 1.35401 
Online Newspapers Consumption 
(ONC) 

7 3.6463 1.50711 

4.6 Data Screening 

The study effectuated the data analysis by keying all returned and usable 

questionnaires (424) into SPSS version 23. Since there were no negatively worded 

items in the questionnaire, no item was recoded. Subsequently, a number of 

preliminary analysis, such as missing value analysis, assessment of outliers, 

normality test and multicollinearity tests were carried out (Hair, Hult, Ringle & 

Sarstedt, 2014). These analyses are statistically necessary and important to get the 

data ready for the inferential analysis. The results of the preliminary statistics are 

reported in the following subsections.  

4.6.1 Missing Value Analysis 

The SPSS file for this study contained 17,507 data points.  44 data points were 

randomly found missing from the total data points, representing 0.25% of the SPSS 

original data set. Particularly, information motivation had nine missing values, 
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personality utility motivation had three missing values, escapism motivation had 14 

missing values, and online newspaper consumption had 18 missing values as shown 

in Table 4.12. In an attempt to treat the missing values, it is important to note that 

there is no fixed rule of thumb for an acceptable number of missing values in a data 

set for making valid statistical inferences. However, Tabachnick and Fidel (2007) 

argued that missing values ranging between 5% or less is non-significant. Hence, the 

0.25% missing values that was found in the dataset falls within an acceptable range.  

However, before the missing values handling was carried out, the current study 

confirmed that there were less than 5% values missing per indicator for all the 

remaining questionnaires (Hair et al., 2014). Those questionnaires with more than 

15% combined missing values for an observation were omitted from the analysis for 

this study. However, even some questionnaires that did not have up to 15% missing 

values were excluded because respondents did not answer a high proportion of 

responses for single constructs (Hair et al, 2014). Consequently, the median of 

nearby points was used to replace missing data for the study. The entire 44 missing 

values were replaced and the breakdown numbers of the replaced values are revealed 

in Table 4.12. 

Table 4.12 

Total and Percentage of Missing Values 

Latent Variables Number of Missing Values 
Information Motivation (IM) 9 
Personal Utility Motivation (PUM) 3 
Escapism Motivation (ECM) 14 
Online Newspapers Consumption (ONC) 18 
Total 
Percentage 

44 out of 17,507 data points 
0.25% 

Note: Percentage of missing value is taken by dividing the total number of randomly missing values 
for the entire data set by the total number of data points multiplied by 100 
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4.6.2 Assessment of Outliers 

Barnett and Lewis (1994) have defined outliers as observations which appear to be 

inconsistent with the remainder of the data. In a regression-based analysis, the 

existence of outliers in the data set can seriously change the estimates of regression 

coefficients and lead to unreliable results (Verardi & Croux, 2008). To detect if 

observations which seem to be outside the SPSS value labels may be due to wrong 

data entry, frequency tables were formulated for all the variables in this study using 

the minimum and maximum statistics. From the analysis of frequency statistics, no 

value was found outside the expected range. 

 

Furthermore, since this study used multivariate analysis method, Mahalanobis 

distance (D2) was used to detect multivariate outliers (Osborne & Overbay, 2004; 

Pallant, 2011). Mahalanobis distance (D2) is defined as “the distance of a case from 

the centroid of the remaining cases where the centroid is the point created at the 

intersection of the means of all the variables” (Tabachnick & Fidell, 2007). Hence, 

to identify outliers, it is important to see the critical chi-square value using the 

number of separate variables as the degree of freedom (Pallant, 2011). Hence, with 

the omission of demographic and moderating categorical variables, the degree of 

freedom for this study became 40 (41-1=40).  

 

Subsequently, based on the 40 observed items for this study, the recommended 

threshold of chi-square was 58.12 (p=0.05). Accordingly, after repositioning the 

Mahanalobis value on the SPSS in descending order, it was revealed that 41 

Mahalanobis values exceeded this threshold. Nonetheless, these outliers were not 
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removed from the study because scholars (Aguinis, Gottfredson & Joo, 2013; Burke, 

2001; Cortina, 2002; Osborne & Overbay, 2004) recommended keeping outliers. 

Moreover, according to Burke (2001), if more than 20% of data were identified as 

outliers, the quality of data collected could be questioned. However, since that is not 

the case in this study and the outlier values were only (5%), the number of outliers 

were divided over usable responses and multiplied with hundred (21/424×100) (See 

Figures 4.1 and 4.2). The outliers (21) for this study were deleted and the data set for 

the study remained 403. 

4.6.3 Normality Test 

To determine the normality of the data collected in this study, the graphical approach 

was used (Tabachnick & Fidell, 2007). Symmetrical data distribution is called 

normal data. So, according to Pallant (2011), the distribution of the scores on the 

dependent variables produced a bell-shaped curve. Furthermore, to explain bell-

shaped curve, the greatest frequencies of scores appeared in the middle, whereas 

smaller frequencies appeared towards both ends (Gravetter & Wallnau, 2004, p. 48 

in Pallant, 2011).  

In addition, Field (2009) suggested that a study sample larger than 200 should 

examine the shape of the distribution graphically rather than look at the value of 

skewness and kurtosis statistics. Likewise, Hair et al. (2010) stated the importance of 

investigating the skewness and kurtosis of a data distribution. According to Field, 

large samples decrease the standard errors which in turn inflate the value of the 

kurtosis and skewness statistics. The test of normality for this study was however 

carried out using histogram and normal probability (Q-Q) plot. The graphical 

method was suitable for this study because the sample size of this study is above 
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200. Hence, the graphical method (histogram and normal probability (Q-Q) plot) to 

test for the normality of data for this study was well justified.  

Consequently, in this study, histogram and normal probability plot were used to 

check the assumptions of normality. Figure 4.1 shows that, for this study, data 

collected follows a normal pattern since all the bars on the histogram were close to a 

normal curve. Henceforth, the bell-shaped curve showed a normal distribution (Hair 

et al., 2014). As such, this study has not violated normality assumptions even though 

PLS can work with non-normal data. Figure 4.1 showed that data was normally 

distributed.  

 

Figure 4.1. Histogram and Normal Probability Plot 

 
 

This was also maintained by the normal probability plots where the observed value 

for each score was plotted against the expected value from the normal distribution. 

The straight line in Figure 4.2 shows a normal distribution (Pallant, 2011).  
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Figure 4.2.  Q-Plot 

4.6.4 Multicollinearity Test 

To detect multicollinearity, the correlation matrix of exogenous latent constructs was 

used. A correlation coefficient of 0.90 and above indicates multicollinearity between 

exogenous latent constructs. Table 4.13 shows the correlation matrix of all the 

exogenous latent constructs. 

Table 4.13 

Correlation Matrix of the Exogenous Latent Constructs  

Variables IM EM SUM PUM ECM ONC 
IM 1         
EM .411** 1     
SUM .459** 505** 1    
PUM .437** .423** .644** 1   
ECM .205** .451** .339** .411** 1  
ONC .338** .403** .503** .444** .476** 1 
Note: **correlation is significant at the 0.01 level (2-tailed) 
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The results presented in Table 4.13 show that the correlations between the 

exogenous latent constructs were quite below the suggested threshold values of 0.90 

or more, showing that the exogenous latent constructs are not highly correlated in 

this study. Therefore, the results reveal the absence of outlier issues in this study.  

4.7 Inferential Statistics and Measurement of Relationships 

This section presents the result of the inferential statistics, which is the main analysis 

carried out to statistically test the hypotheses proposed in this study. This was done 

by using the Partial Least Square (PLS) and Structural Equation Modeling approach. 

According to Pallant (2011), the PLS technique entails the specification of the 

measurement model and the structural model. The measurement model assessed the 

pattern of relationship between the observable indicators and their corresponding 

latent constructs and variables. Meanwhile, the structural model requires 

relationships between the exogenous and endogenous variables (Chin, 2010). 

Moreover, the PLS model can carry both the reflective and the formative model. 

First, the reflective measures which were indicated by arrows pointing from the 

construct to the indicators were calculated by outer loading (measurement model) 

from the construct to the indicators were calculated in PLS-SEM by the outer 

loadings (Hair et al, 2014). However, the formative measures were presented by 

arrows pointing from the indicators to the construct, which were calculated by their 

outer weights. Also, a reflective measurement model “specifies that a latent or 

unobservable concept causes variation in a set of observable indicators (McMillan & 

Conner, 2003, p. 1). Hence, because all endogenous latent variables in present study 

were reflective in nature, all indicators in this study will be measured reflectively.  
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At the first step, especially in measurement model, the reliability and validity of the 

measurement constructs is evaluated to confirm that the constructs‟ measures are 

trustworthy and valid. After this, at the second step, the nature of the relationships 

among the variables/constructs in the structural model is measured (Chin, 2010). The 

scholars in the field of PLS SEM (Hair et al., 2013; Henseler, Ringles & Sinkovics, 

2009) have described the two-step process of analysis in the literature. The first step 

is the measurement (outer) model and the second step is to measure the structural 

(inner) model. These two analysis stages in PLS-SEM are often described as a two-

step process of doing analysis in literature (See Figure 4.3). Furthermore, for the 

gender categorical moderator variable, PLS Multi Group Analysis (MGA) was 

carried out to check the differences on the basis of gender. 

 

  

 

 

 

 

 

 

 

 

Figure 4.3. A Two-Step Process of PLS Path Model Assessment (Henseler et al. 
2009) 

 

Measurement Model 

Examining Individual Item Reliability 
Ascertaining Internal Consistency Reliability 

Ascertaining Convergent Validity 
Ascertaining Discriminant Validity  

Structural Model 

Assessing the Significance of Path Coefficients 
Evaluating the Level of R-Square Values 

Determining the Effect Size 
Ascertaining the Predictive Relevance 

Examining the Moderating Effect 
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4.7.1 Assessment of Measurement Model  

In this study, the assessment of the measurement model in PLS-SEM; a form of 

confirmatory factor analysis, was executed to examine whether the indicators of each 

of the six latent variables are salient indicators. Hence, according to the prominent 

analysis experts (Hair et al., 2014; Hair et al., 2012; Henseler, Ringle & Sinkovics, 

2009; Coltman, 2008), evaluation of the measurement model involves the 

determining the reliability of individual indicators, convergent validity and 

discriminant validity. Therefore, these analysis tests were conducted in the following 

sub-sections: 

4.7.1.1 Individual Items Reliability 

The reliability of a measurement is related with consistency and stability, 

irrespective of whether scale actually measures what it intends to measure. Here, 

individual item reliability test was confirmed through the outer loading of each of the 

constructs. The acceptable rule of thumb is to verify for items according to Hair et al. 

(2014) and Hair et al. (2012) in the outer loading, which are in between 0.40 and 

0.70. On the basis of this criterion, it was discovered that 34 items were valid and 

only six items were deleted because they were having outer loading less than 0.4. In 

this connection, two items from entertainment motivation and two items from 

escapism motivation were deleted following Hair et al.‟s (2014) criteria. 

Furthermore, two items were deleted from information motivation to meet the 

criteria of Composite Reliability (CR) and Average Variance Extracted (AVE), 

though their loadings were in the acceptable range. Once the two items were deleted, 

acceptable values were gotten for CR and AVE. Therefore, retained items had outer 

loadings between 0.825 and 0.551. Please see Table 4.14. 
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4.7.1.2 Internal Consistency Reliability  

Although Cronbach‟s alpha coefficient and composite reliability coefficient are the 

most frequently preferred estimators of the internal consistency reliability of an 

instrument, the composite reliability coefficient was used to determine the internal 

consistency reliability for this study. Conversely, there were mainly two reasons to 

select composite reliability coefficient rather than the Cronbach‟s alpha coefficient. 

First of all, composite reliability coefficient results in a much less biased estimate of 

reliability than Cronbach‟s alpha coefficient, since the former assumes that all 

indicators are equally reliable to its variable without considering the real contribution 

of an individual item loading (Hair et al., 2014). However, composite reliability 

coefficient assumes that all indicators have different outer loadings of the indicator 

construct.  

Secondly, Cronbach‟s alpha tends to underestimate the internal consistency 

reliability (Hair et al., 2014). Nonetheless, following the rule of thumb of Bagozzi 

and Yi (1988) as well as Hair et al (2011), internally consistency reliability using 

composite reliability coefficient should be at least 0.70 or more. Hence, as Table 

4.15 showed, the composite reliability coefficient of each variable ranged from 0.897 

to 0.782, with each exceeding the minimum acceptable level of 0.70 in this study. As 

a result of the above, the breakdown is discussed thus; information motivation has 

0.876; entertainment motivation 0.782; social utility motivation; 0.858, personal 

utility motivation; 0.878, escapism motivation; 0.861 and online newspaper 

consumption; 0.876 of composite reliability coefficients value. 
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4.7.1.3 Convergent Validity  

Convergent validity is the first step to check for the validity of items. Hence, it is the 

extent to which items suitably represent the proposed variable and correlate with 

other items of the same variable (Hair et al., 2006). Convergent validity tests 

whether an item measures the construct it is expected to measure. To determine 

convergent validity, we examined Average Variance Extracted (AVE) of each latent 

variable, which was proposed by Fornell & Larcker (1981). Chin (1998) 

recommended that the AVE of each latent construct must be 0.50 or more, which 

means that the construct explains above 50% of the variance of its item (indicators) 

on the average. However, if Average Variance Extracted (AVE) is lower than 0.50, it 

means convergent validity is not achieved, hence the variable on the average cannot 

explain the variance on its indicators due to errors in the item (Hair et al., 2014). 

Therefore, following Chin‟s (1998) recommendation, the AVE values presented in 

Table 4.14 had sufficient convergent validity of the constructs because their AVE 

values were in between 0.512 to 0.593, which were higher values than the required 

acceptable minimum value (> 0.50) on their respective variables, thus indicating 

acceptable convergent validity. 

Table 4.14  

The Convergence and Reliability Analysis 

Constructs  Items Loadings AVE CR 
Information Motivation IM1 0.725 0.593 0.897 
 IM2 0.741   
 IM3 0.819   
 IM4 0.825   
 IM6 0.773   
 IM7 0.732   
Entertainment Motivation EM2 0.776 0.547 0.782 
 EM3 0.617   
 EM4 0.812   
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table 4.14 continued 

Social Utility Motivation SUM1 0.685 0.506 0.858 
 SUM2 0.773   
 SUM3 0.551   
 SUM4 0.759   
 SUM5 0.769   
 SUM6 0.704   
Personal Utility Motivation PUM1 0.731 0.591 0.878 
 PUM2 0.795   
 PUM3 0.817   
 PUM4 0.77   
 PUM5 0.727   
Escapism Motivation ECM1 0.789 0.512 0.861 
 ECM2 0.643   
 ECM3 0.717   
 ECM4 0.794   
 ECM5 0.743   
 ECM7 0.581   
Online Newspaper Consumption ONC1 0.661 0.503 0.876 
 ONC2 0.75   
 ONC3 0.763   
 ONC4 0.731   
 ONC5 0.651   
 ONC6 0.726   
 ONC7 0.676   
 

4.7.1.4 Discriminant Validity 

Discriminant validity aims to affirm that every latent construct measurement item 

really represents one variable and does not cross load with any other latent variable. 

For determining discriminant validity, Fornell & Larcker (1981) recommended the 

use of average variance extracted, i.e. the square root of the AVE of any construct 

being accessed should be greater than the correlations of all other latent variables.  

Table 4.16 indicates that the square root of the AVE of each construct is bigger than 

other latent constructs, which shows that discriminant validity is achieved.  

As shown in Table 4.15, the result of the discriminant validity revealed that the 

square root of Average Variance Extracted for all the constructs presented in the 
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diagonal showed the highest value (IM – 0.770) and the lowest value (ONC – 0.709). 

All the values of the square root of AVE for all the constructs are greater than the 

off-diagonal coefficient values or the elements in the corresponding rows and/or 

columns. Hence, it was confirmed in this study that discriminant validity was 

achieved. 

 

Table 4.15 

Latent Variable Correlations and the Square Root of AVE  

 
 Variables                          ECM            EM            IM        ONC        PUM        SUM 
ECM 0.715 

     EM 0.419 0.740 
    IM 0.321 0.505 0.770 

   ONC 0.578 0.473 0.392 0.709 
  PUM 0.529 0.467 0.466 0.452 0.769 

 SUM 0.459 0.532 0.456 0.508 0.643 0.711 
Note: Values in the diagonals represent the squared root of average variance extracted while the other 
entries (off diagonals) represent the variable correlations. 

Also, discriminant validity was determined following Chin‟s (1998) criterion 

through comparing the indicator loadings with other reflective indicators (see Table 

4.16). According to Chin (1998), the indicator loading of a construct should be 

higher than the cross loadings. Following this criteria, all the indicators were higher 

as compared with other reflective indicators in the measurement model. Hence, this 

study achieved discriminant validity, as the measurement items affirmed 

discriminant validity. 
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Table 4.16  

Cross Loadings 

 ECM EM IM ONC PUM SUM 
ECM1 0.789 0.307 0.229 0.455 0.436 0.513 
ECM2 0.643 0.405 0.307 0.449 0.542 0.547 
ECM3 0.717 0.222 0.075 0.318 0.286 0.214 
ECM4 0.794 0.315 0.251 0.448 0.385 0.232 
ECM5 0.743 0.35 0.29 0.41 0.276 0.2 
ECM7 0.581 0.154 0.176 0.36 0.29 0.188 
EM2 0.329 0.776 0.444 0.283 0.382 0.439 
EM3 0.337 0.617 0.079 0.252 0.147 0.258 
EM4 0.295 0.812 0.505 0.457 0.445 0.454 
IM1 0.104 0.335 0.725 0.219 0.215 0.236 
IM2 0.224 0.425 0.741 0.357 0.42 0.453 
IM3 0.254 0.466 0.819 0.333 0.392 0.364 
IM4 0.346 0.426 0.825 0.374 0.427 0.388 
IM6 0.296 0.299 0.773 0.226 0.289 0.303 
IM7 0.212 0.315 0.732 0.214 0.33 0.284 
ONC1 0.44 0.388 0.375 0.661 0.249 0.315 
ONC2 0.497 0.346 0.21 0.75 0.322 0.29 
ONC3 0.409 0.43 0.276 0.763 0.436 0.433 
ONC4 0.325 0.389 0.344 0.731 0.445 0.391 
ONC5 0.305 0.307 0.475 0.651 0.337 0.437 
ONC6 0.436 0.231 0.135 0.726 0.211 0.315 
ONC7 0.446 0.224 0.109 0.676 0.227 0.339 
PUM1 0.305 0.313 0.405 0.33 0.731 0.535 
PUM2 0.449 0.393 0.322 0.37 0.795 0.509 
PUM3 0.48 0.35 0.309 0.379 0.817 0.482 
PUM4 0.443 0.445 0.534 0.369 0.77 0.499 
PUM5 0.331 0.273 0.192 0.275 0.727 0.445 
SUM1 0.336 0.354 0.318 0.353 0.44 0.685 
SUM2 0.293 0.395 0.443 0.399 0.459 0.773 
SUM3 0.43 0.381 0.031 0.388 0.3 0.551 
SUM4 0.305 0.332 0.373 0.333 0.548 0.759 
SUM5 0.289 0.384 0.31 0.328 0.546 0.769 
SUM6 0.273 0.399 0.476 0.332 0.449 0.704 
Note: The bold highlighted items represent the items that belong to the column’s 
construct. 

4.7.2 Assessment of Significance of the Structural Model 

The previous section ascertained the measurement model. This section aims to 

analyze the structural model. Following the recommendations of Hair et al.(2014) 
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and Henseler et al. (2009), this study applied the bootstrapping procedure in PLS 

with a total of  5000 bootstrap samples to 403 cases for the purpose of assessing the 

significance of the path coefficient. To evaluate the structural model, the following 

steps were completed: evaluated the significance of path coefficients, assessed the 

level of R-Squared values, ascertained the effect size and determined the predictive 

relevance (Hair et al., 2014). Figure 4.4 therefore presents the estimates for the full 

structural model. 

 

At the beginning, Hypothesis 1 predicted that information motivation (IM) 

significantly influences online newspaper consumption (ONC). The result shown in 

Table 4.17 and Figure 4.4 revealed a significant influence of information motivation 

on online newspaper consumption (β = 0.097, t = 2.05, p< 0.05). This result shows 

that information motivation explains 9.7% of the variation in online newspaper 

consumption. On this basis, hypothesis 1 is supported. 

 

Hypothesis 2 predicted that entertainment motivation (EM) has a positive and 

significant influence on online newspaper consumption. The result (Table 4.17, 

Figure 4.4) indicated that entertainment motivation had a significant positive 

influence on online newspaper consumption (β = 0.152, t = 2.66, p < 0.01). This 

result shows that entertainment motivation explains 15.2% of the variation in online 

newspaper consumption. On this basis, hypothesis 2 is supported. 

 

With regards to the influence of social utility motivation on online newspaper 

consumption, the result indicated that social utility motivation has a positive and 

statistically significant influence on online newspaper consumption (β = 0.205, t = 
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3.27, p < 0.01). The interpretation of this finding is that social utility motivation can 

explain 20.5% variance in online newspaper consumption. Hence, on this ground, 

hypothesis 3 is accepted. 

 

Hypothesis 4 predicted that personal utility motivation positively influences online 

newspaper consumption. As shown in Table 4.17, a significant and positive 

influence of personal utility motivation on online newspaper consumption (β = -

0.002, t = 0.034, p < 0.10) was found, indicating no support for Hypothesis 4.  

 

Regarding the positive influence of escapism motivation on online newspaper 

consumption, the result (Table 4.17, Figure 4.4) indicated that escapism motivation 

had a significant and positive influence on online newspaper consumption (β = 

0.389, t = 9.4, p < 0.01). Hence, this result showed that escapism motivation 

explained 38.9% of variance in online newspaper consumption. Thus, the result 

shows that escapism motivation positively and statistically influences online 

newspaper consumption. Hence, Hypothesis 5 is accepted. 
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Figure 4.4. Structural Model Assessment 

 
 
 
 

Table 4.17 

Structural Model Assessment 

Relationships Direct Effect (β) Standard Deviation T Value P Values Findings 

ECM ->ONC 0.389 0.041 9.4 0.00 Supported 

EM -> ONC 0.152 0.057 2.669 0.008 Supported 

IM -> ONC 0.097 0.047 2.05 0.04 Supported 

PUM ->ONC -0.002 0.051 0.034 0.973 Not 
Supported 

SUM -> ONC 0.205 0.063 3.277 0.001 Supported 
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4.7.3 Assessment of Variance Explained in the Endogenous Latent Variables 

The assessment of the structural model in PLS-SEM also includes examining the R 

squared value (R2) of the dependent variable (Chin, 1998). According to Henseler, et 

al. (2009), a moderate level of R squared value (0.33) is acceptable for a small 

structural model with a small number of independent variables, whereas a substantial 

R squared value (R2) (0.67) is considered acceptable for a larger structural model. 

Hair et al. (2013) also suggest that an endogenous construct (dependent variable) 

with R squared value of 0.75 should be considered substantial in terms of 

explanatory power. Furthermore, an R squared value of 0.50 but less than 0.75 is 

considered to be medium, while a R squared value for an endogenous construct 

between 0.20 and 0.50 values is considered to have a weak explanatory power. 

Although the level of acceptable R2 value varies with research discipline, commonly, 

the higher the value of R2, the bigger the percentage of explained variance (Hair et 

al., 2011; Hair et al., 2013). Hence, Table 4.18 presents the R2 value for the 

endogenous construct (Online Newspaper Consumption), explaining the collective 

effect of the exogenous constructs on the endogenous construct. The R2 obtained 

from the structural model specified in this study is 0.438 (43.8%). This shows that 

the motivational factors collectively explain 44% of the total variance of the online 

newspaper consumption variable. Hence, based on Cohen‟s suggestion, this study 

has an acceptable R2 value. 

Table 4.18 

Variance Explained in the Endogenous Latent Variables 

 R Square 

ONC 0.438 
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4.7.4 Assessment of Effect Size (f2) 

Sequel to determining the R-squared value, the effect size of individual independent 

variables on the dependent variable is examined through f2.. The effect size explains 

the change in R2 value when a particular variable is omitted from a proposed model 

and when the variable is returned. The change in the R2 value shows the effect size 

of such variable (Hair et al., 2014).  According to Cohen (1988) and Hair et al. 

(2013), f2 values of 0.02, 0.15 and 0.35 are considered to be small, medium and large 

effects respectively.  

For the current study, the effect size (ƒ2) for each exogenous path was assessed by 

removing one path at a time and then re-estimating the PLS algorithm of the model. 

The result revealed in Table 4.19 shows that Information Motivation (IM) and 

Personal Utility Motivation (PUM) have no effect size on Online Newspaper 

Consumption (ONC). Meanwhile, Escapism Motivation (ECM) and Entertainment 

Motivation (EM) have small effect on ONC. Finally, Social Utility Motivation 

(SUM) has a large effect on the dependent variable (ONC).  

Table 4.19 

Effect Sizes of the Latent Variable based on the Recommendation of Cohen (1988) 

Exogenous Variables F squared  (F2) Effect Size 

ECM 0.182 Medium 

EM 0.025 Small 

IM 0.011 None 

PUM 0.000 None 

SUM 0.038 Small 
Note: 0.02= small effect, 0.15= medium effect and 0.35= large effect 
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4.7.5 Assessment of Predictive Relevance (Q²) 

Predictive relevance is assessed in this study through the PLS-SEM Blindfolding 

approach. Hence, predictive relevance is also said to be Stone-Geisser‟s (Q2). 

Furthermore, predictive relevance-Q2 value is frequently used as a supplement of 

global fit because partial least squares structural equation modeling does not measure 

global fit of the model. It has been stated that when the model is reflective, then the 

blindfolding procedure is applied to measure predictive relevance of predictor 

constructs on an endogenous construct. Furthermore, the blindfolding method is a 

procedure of cross-validation through an iterative process of deleting a part of the 

data for a specific block of indicators during parameter estimations and re-estimating 

the omitted part using the parameters estimated from the remaining data (Chin, 

1998). Furthermore, Chin (1998) and Tenenhaus et al. (2005) explained how 

generalized cross validated measures are calculated after the model is re-estimated. 

They also defined how standard deviations of parameter estimates are calculated 

after model re-estimation when data points are omitted.  

 

For predictive relevance, two types of blindfolding actions in PLS-SEM can be used 

to get the Q2 value. First is cross-validated communality; this method practices only 

the measurement model and second is cross-validated redundancy, which is based on 

the path model estimation of the structural model of data prediction. Therefore, 

according to Hair et al. (2011) and Hair et al. (2013), cross-validated redundancy is 

recommended for estimating the predictive relevance. The extent of reconstruction 

of the observed values is what the Q2 seeks to measure. Therefore, any value greater 

than zero is an indication of greater predictive relevance has been provided by the 
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dependent variable (Hair et al, 2013). Predictive relevance assessment follows the 

same procedures as that of effect size (f2). 

 

As a guide for confirming the predictive relevance (Q2) of a model, the 

recommended approach of Henseler et al. (2009) is that if Q2 value (predictive 

relevance) is more than zero, it should be considered, to achieve predictive 

relevance. Hair et al. (2014) have also endorsed this recommendation. Therefore, this 

study has adopted Henseler et al.‟s (2009) recommendation. As such, this study has 

achieved predictive relevance by having Q2 value of 0.203. Furthermore, some 

scholars (Hair et al., 2011 and Hair et al., 2013) have recommended that when the 

values of Q2 are 0.02, 0.15 or 0.35 values, these indicate small, medium and large 

predictive relevance respectively. 

Furthermore, the PLS Blindfolding report of cross-validated redundancy shows that 

the dependent variable (Online Newspaper Consumption) has a predictive relevance 

Q2  value of 0.203, which shows that this study‟s model has a medium predictive 

relevance based on Hair et al.‟s (2013) recommended values. Table 4.20 shows the 

value for predictive relevance. 

Table 4.20 

Construct Cross Validated Redundancy 

 SSO SSE Q² (=1-SSE/SSO) 

ONC 2,821.000 2,246.942 0.203 

Note: 0.02= small predictive relevance, 0.15= medium predictive relevance and 
0.35= large predictive relevance  
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4.7.6 PLS-MGA to Test for Moderating Effect of Gender  

This section presents the result of the PLS-MGC in analyzing the moderating effect 

of gender on the relationship between motivational factors on online newspaper 

consumption. Hence, Figure 4.5 for the male group and 4.6 for the female group 

show results of the categorical moderator of gender, which is known as priori 

required that two separate models are estimated for the moderator relationships. 

Results in Table 4.22 are based on the comparison of bootstrap confidence intervals 

as a more conventional approach to PLS multi group analysis (Henseler, 2007; 

Rigdon, Ringle & Sarstedt, 2010). The subsamples - male and female - were first 

exposed to separate bootstrap analyses as can be seen in Figure 4.5 for males and 4.6 

for females, and then the bootstrap outcomes served as a basis for testing the 

potential group differences, the results of which can be seen in Table 4.21.   

 

Table 4.21 

Differences of Relationship on the Basis of Gender 

Relationship Path Coefficients-
diff  

(Male Group1-  
Female Group 2) 

p-Value  
(Male Group1-  

Female Group 2) 

Findings  

ECM -> ONC 0.058 0.264 Not supported 
EM -> ONC 0.107 0.171 Not supported 
IM -> ONC 0.069 0.242 Not supported 
PUM -> ONC 0.017 0.563 Not supported 
SUM -> ONC 0.163 0.898 Not supported 
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The PLS-MGA result in table 4.21 shows that a respondent in this study has no 

prominent difference on the basis of gender.  H6a: information motivation and online 

newspaper consumption (β =.161, p ˃ 0.05), hence the hypothesis is not accepted. 

Additionally, consumer gender moderates the relationship between entertainment 

motivation and online newspaper consumption, and results show that gender does 

not moderate the relationship between entertainment motivation and online 

newspaper consumption (β =.107, p ˃ 0.05). This indicates that there is only 10% 

difference between males and females on the ground of entertainment motivation for 

online newspaper consumption. Hence, H6b is not accepted.  

The result also shows that social utility motivation and online newspaper 

consumption (β =.157, p ˃ 0.05). This result shows that males and females have 16% 

difference in social utility motivation for online newspapers, but statistically, H6c is 

not accepted. Also, the result reveals that gender moderates the relationship between 

personal utility motivation and online newspaper consumption (β =.005, p ˃ 0.05) 

and hence, there is no significant difference between males and females in terms of 

the relationship. Thus, H6d is not accepted. Finally, the result of this study 

demonstrates that gender moderates the relationship between escapism motivation 

and online newspaper consumption. Results show that (β =.05, p ˃ 0.05). This 

indicates that gender does not moderate the relationship between escapism 

motivation and online newspaper consumption. Hence, there is no difference 

between males and females on the basis of escapism motivation and online 

newspaper consumption. Thus, the H6e was not accepted. 
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Figure 4.5. MGA Model for Respondents (Male) 
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Figure 4.6. MGA Model for Respondents (Female) 
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4.8 Chapter Summary 

In this study, the data was analysed with Smart PLS 3.0 and SPSS-23. Firstly, 

Exploratory Data Analysis was carried out in SPSS software to clean the data, and 

then the data was used to check the measurement model and the structural model. 

Secondly, PLS-SEM was used for final analysis. In the measurement model, it 

checked that the items are related with the constructs in the model and then in the 

structural model, hypothesis relationships were checked. Finally, PLS-MGA was 

used to check the categorical moderating variable gender to see the differences 

between males and females in their online newspaper consumption. Based on the 

findings in this chapter, the study discussed the implications of the study in the final 

chapter.  
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CHAPTER FIVE 

DISCUSSION AND CONCLUSION 

5.1 Introduction 

This chapter presents the discussion of the research findings which are presented in 

Chapter Four by connecting them to the theoretical perspectives and previous 

research studies related to online newspaper consumption. Here, findings in this 

study are connected with the Uses and Gratification theory, while similar studies are 

also examined. Furthermore, implications of this study, such as theoretical, 

methodical and practical are discussed, after which limitations of the study and 

recommendations for future studies are discussed. The conclusions are drawn in the 

last section. 

5.2 Overview of Objective 

The objective of this study is to measure the conceptual notion of the relationship 

among information motivation, entertainment motivation, social utility motivation, 

personal utility motivation and escapism motivation on online newspaper 

consumption. In this connection, gender was integrated as a moderator among 

information motivation, entertainment motivation, social utility motivation, personal 

utility motivation, escapism motivation and online newspaper consumption. Hence, 

these objectives were presented as research questions which helped to conduct this 

study. 

 
RQ1. Does information motivation influence online newspaper consumption? 

RQ2. Does entertainment motivation influence online newspaper consumption? 
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RQ3. Does social utility motivation influence online newspaper consumption? 

RQ4. Does personal utility motivation influence online newspaper consumption? 

RQ5. Does escapism motivation influence online newspaper consumption? 

RQ6. What is the moderating role of gender on the relationship among information 

motivation, entertainment motivation, social utility motivation, personal utility 

motivation, escapism motivation and online newspaper consumption? 

 

All six research questions were posed using the quantitative approach, where 

questionnaires were self-administered to university students. This study surveyed 

sampled university students from three public sector universities in Sindh, Pakistan. 

In order to answer the research questions developed on the basis of the objectives of 

this study, a detailed literature review was carried out and discussed in Chapter Two. 

The theoretical framework developed in this study described the direct relationship 

between the independent variables (information motivation, entertainment 

motivation, social utility motivation, personal utility motivation and escapism 

motivation) and the dependent variable (online newspaper consumption). 

Furthermore, gender is introduced as a moderating variable among the independent 

variables (information motivation, entertainment motivation, social utility 

motivation, personal utility motivation and escapism motivation) and the dependent 

variable (online newspaper consumption) in the model. Based on the theoretical 

framework of this study, 10 hypotheses were formulated and tested. 

 

As such, in view of the research questions, in terms of the direct relationship 

between the independent and dependent variables, the findings of the study 

confirmed that four hypotheses are supported whereas one hypothesis was not 
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supported out of the five direct formulated hypotheses. For the model analysis 

through the PLS Path coefficient, the model presented that four variables; 

information motivation, entertainment motivation, social utility motivation and 

escapism motivation significantly influence online newspaper consumption. 

However, personal utility motivation did not significantly influence online 

newspaper consumption. Similarly, gender did not moderate the relationship among 

information motivation, entertainment motivation, social utility motivation, personal 

utility motivation, escapism motivation and online newspaper consumption. The next 

section explains the findings in the light of theoretical and practical perspectives of 

the study scenario. 

5.3 Discussion of Research Findings 

This section discusses the findings in line with the research questions asked in this 

study in relation to the relevant theory and previous studies. In this discussion 

section, there are sub-headings arranged according to the research questions and 

objectives that are structured in this study. 

5.3.1 The Influence of Information Motivation on Online Newspaper 

Consumption 

On the basis of the first research question, the first research objective to investigate 

the influence of information motivation on online newspaper consumption was 

postulated. To answer this research question, one hypothesis was formulated on the 

basis of literature review. Hence, Bootstrapping was used in Smart PLS 3 to confirm 

the direct relationship between the independent variable and the dependent variable. 
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The first hypothesis in this study was to determine a positive influence between 

information motivation and online newspaper consumption. When the direct 

relationship between information motivation and online newspaper consumption, the 

result showed that there is a positive and significant relationship between the two. 

This implies that the more the information motivation consumers have, the more 

online newspaper they consume.  This finding is similar to the previous studies that 

were reviewed (Lee, 2015; Lee & Chyi, 2014; Omar, Ismail & Kee, 2018; Shade et 

al., 2015; Shaheen, 2008). Previous studies based on the Uses and Gratification 

theory suggests that consumers having information motivation enhances newspaper 

and media consumption. 

The results of the study are also congruent with previous studies which were based 

on conventional forms of media, such as the TV and newspapers, and on various 

forms of media including the Internet, blogs (Papacharissi & Rubin, 2000; Rubin & 

Perse, 1987) and Shade et al.‟s, (2015) study, which was conducted on television 

consumption. These studies have found information motivation to significantly 

influence media consumption.  

These study results are similar to the recent (Lee, 2013; Lee & Chyi, 2014) online 

news consumption studies. These studies found that information motivation 

enhances online newspaper consumption. It shows that news consumers consume 

online newspapers for information purposes. Findings indicate that news consumers 

want information from online newspapers. Thus, such online newspapers keep them 

well informed about society. Therefore, they consume online newspapers to get 

information related to politics and current affairs. Since information is power, people 
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in Pakistan also rely on online newspapers for current information. Hence they 

consume online newspapers more. 

Furthermore, even previous studies having university students as the population 

found similar results that suggest that information motivates them to consume online 

newspapers. Hence, Lee and Chyi‟s (2014) online survey study was on the general 

public, whereas Rubin and Perse‟s (1987) study was conducted on college students. 

However, studies on news consumption conducted in the European context suggest 

that information motivation has a positive influence on news consumption. In a 

similar fashion, this study has focused on university students, therefore its results are 

congruent with previous studies, which suggest that information motivation is 

positively related to and significantly influences online newspaper consumption. 

5.3.2 Influence of Entertainment Motivation on Online Newspaper 

Consumption 

In view of the second research question (RQ2), the second research objective (RO2) 

was postulated to investigate the influence of entertainment motivation on online 

newspaper consumption. Hence, to answer this research question, one hypothesis 

was formulated on the basis of the literature review. Thus, Bootstrapping was used in 

Smart PLS 3 to confirm the direct relationship between the independent variable and 

the dependent variable. 

 

The second hypothesis which stated that there is a positive and significant influence 

of entertainment motivation on online newspaper consumption is supported. This 

implies that entertainment motivation is a factor that increases online newspaper 

consumption. This result is in line with previous studies (Hmielowski, Holbert & 
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Lee, 2011; Lee, 2013; Lin, Salwen & Abdulla, 2005; Rubin, 1984).  This finding of 

this study is also supported by the result of Lee (2013). Lee‟s study focused the 

general public in the US, and found that the entertainment motivation among other 

factors influences news consumption. The result confirmed that there is a positive 

and significant relationship between entertainment motivation and online as well as 

offline news consumption. 

Furthermore, current studies also affirm that entertainment motivation is an 

important factor for news consumption among the masses from various media 

sources. This is the reason consumers tend to consume online newspapers regularly 

(Chyi & Lee, 2013; Lee, 2013, Lee & Chyi, 2014; 2015). In addition, studies on 

Internet news reading also arrived at similar findings, that entertainment motivation 

is positively related to Internet news reading. These results are in line with 

assumptions of the Uses and Gratification theory that suggest that entertainment 

positively increases use of news media. 

The effect size of this study reveals that entertainment motivation has a small effect 

(0.029) on online newspaper consumption. It is also prominent in the R2 value 

(coefficient of determination) of online newspaper consumption, which shows that 

the consumer motivations, including entertainment motivation, can explain 44% of 

the amount of variance in online newspaper consumption. Moreover, Flavian and 

Guerra (2009) also affirmed that entertainment motivation positively influences 

newspaper consumption, both online and print. In this connection, a study on Twitter 

use was conducted by Johnson (2009 and 2014), and showed that entertainment is 

the major factor for Twitter use. 
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Thus, the more Pakistani consumers are motivated towards entertainment, the more 

they consume online newspapers. This shows that entertainment motivation is the 

reason behind using online newspapers. News reports and Internet surveys also 

confirm the notion that people in Pakistan are more inclined towards the 

entertainment side of news. In a similar fashion, the findings of a study on online 

newspaper consumption by Yoo (2011) showed that people consume newspapers for 

entertainment and amusement more than news information. 

Findings of this study suggest that consumers are looking for entertainment and soft 

news, therefore they are more likely to consume online newspapers. Thus, 

newspaper organizations publish more soft news stories to attract new news 

consumers and retain existing ones. 

5.3.3 The Influence of Social Utility Motivation on Online Newspaper 

Consumption 

The third research question (RQ3) aimed to know the influence of social utility 

motivation on online newspaper consumption. To answer this research question, the 

third objective of this study (RO3) to investigate the influence of social utility 

motivation on online newspaper consumption was postulated. Hence, Bootstrapping 

was used in Smart PLS 3 to confirm the direct relationship between the independent 

variable and the dependent variable. 

In examining the relationship between social utility motivation and online newspaper 

consumption, the result of the structural equation modeling analysis discovered that 

social utility motivation is positively and significantly related to online newspaper 

consumption. This simply means that the more social utility motivation one has, the 
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more one consumes online newspapers. Online newspaper consumers consume for 

social purposes more because it helps them to interact with others. The finding of 

this study is in line with previous studies (Lee, 2013; O‟ Brien et al., 2014; You, 

Lee, Lee & Kang, 2013).  In online news consumption studies, social motivation or 

socialization motivation is considered a main agent in increasing the consumption 

frequency of online news and newspapers (Lee, 2013; You, Lee, Lee & Kang, 2013).  

Further, current studies in the US on online newspaper consumption ascertained that 

social motivation was the strongest predictor of online news consumption from 

aggregator websites like Google, Yahoo and blogs (Lee & Chyi, 2015). The results 

of this study are likely the same. Findings of structural equation modeling showed 

that social utility motivation is positively and significantly related to online 

newspaper consumption. Scholars opined that consumers consume media to have 

information, and on the basis of received information and knowledge, they take part 

in peer discussions and feel like part of the community (Marshall, 2007; Zhao, 

2014). Hence, this motivation enhances newspaper consumption in general and 

online newspaper consumption in specific. 

Furthermore, a current empirical study (Omar, Ismail & Kee, 2018) on online 

consumption of public affairs news conducted in Malaysia arrived at a similar 

finding, that social utility motivation positively predicts the online consumption of 

public affairs news. This is because online newspapers are easily available and free, 

and therefore users can easily surf and find stories of their interest. The Pakistani 

people are politically motivated, therefore they want information that helps them to 

participate in peer circles, and in the communities they live. In a similar fashion, 

previous studies on social media like Facebook and Twitter also confirm a positive 
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and significant relationship between social motivation and Twitter as well as 

Facebook use (Cho et al., 2014; Johnson, 2009; Valentine, 2013). Researchers has 

also pointed out that, for maintaining social relations within society, people need 

news and information that guide them to talk, have chats and discuss current issues 

for social interaction. In line with this point, Park et al. (2009) also confirmed that 

social motivation is considered to be one of the gratifications college students have 

to participate in Facebook group discussions.  

Hence, the findings of this study show that social utility motivation positively and 

significantly influences online newspaper consumption, and as such, enhances 

newspaper consumption. Based on the findings, the newspaper industry should 

consider publishing more human interest news stories that help news consumers to 

have knowledge with which they can take part in discussions on political and social 

issues among friends and in the community. 

5.3.4 Influence of Personal Utility Motivation on Online Newspaper 

Consumption 

On the basis of the fourth research question (RQ4), the fourth research objective 

(RO4) to investigate the influence of personal utility motivation on online newspaper 

consumption was postulated. To answer this research question, one hypothesis was 

formulated on the basis of the literature review. Hence, Bootstrapping was used in 

Smart PLS 3 to confirm the direct relationship between the independent variable and 

the dependent variable. 

The fourth hypothesis stated that there is a positive influence of personal utility 

motivation on online newspaper consumption. This hypothesis is not supported. This 
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implies that personal utility motivation is not a strong factor for online newspaper 

consumers in reading online newspapers. Thus, people do not consume online 

newspapers for personal utility reasons. This result is incongruent with most 

previous studies (LaRose & Eastin, 2006; McQuail et al., 1972; Rubin, 1983; 

Zolkepli, 2014). 

This finding of this study is also in contrast with Perse‟s (1990) research finding, 

where Perse found that personal identity is associated with local television news use. 

In the same way, media scholars recognized that a variety of consumer desires 

motivate news consumption (Marshall, 2007; Picone, 2007), including personal and 

social needs for having a purpose to interact with others and also having the same 

belief. Furthermore, Papacharissi and Rubin studies on Internet use have found that 

personal utility, including other motivations, influence Internet use significantly, 

except social utility motivation (Papacharissi & Rubin, 2000). This shows that 

people use the Internet for personal utility reasons. 

This result of this study is not in line with previous studies, may be due to some 

reasons, such as context of media, cultural differences and population of studies. The 

first reason is more likely that previous studies were conducted on television 

programs and television news use (Perse, 1990; Rubin, 1983). It is also stated that 

personal utility motivation is mainly related with television, video and Internet use, 

because consumers look up characters in the media and relate such with themselves 

or their political beliefs, such as heroes possess in dramas or movies. However, this 

study was carried out on online newspaper consumption because online newspapers 

mostly provide news stories and updated information from time to time, but in 

relation to personal utility motivation, consumers prefer motion pictures more.  
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Similarly, Ruggiero (2000) and O‟Brien et al. (2014) used the personal identity 

construct and defined it as gaining insight into one‟s personality so as to find models 

of behavior and reinforce his or her personal attitudes, beliefs and values. Hence, it is 

clear that consumers try to have their beliefs and values reinforced, and if they find 

same afterwards, consumers continue to use that media. O‟Brien et al.‟s (2014) study 

is more related with online news browsing, because in using the Internet, consumers 

can find similar beliefs and characters in Internet content. Therefore, some previous 

studies found a significant relationship between personal identity motivation and 

online news browsing. 

More importantly, a second reason may involve cultural differences, as previous 

studies discussed in the literature review were mostly carried out in Western culture 

contexts and in developed countries (O‟Brien et al., 2014; Papacharissi & Rubin, 

2000; Perse, 1990; Rubin, 1983), whereas this study was carried out in Pakistan, one 

of the developing Asian countries. Pakistan is still adopting digital technology in all 

sectors, and some of the big newspapers now have both print and online newspapers 

for their consumers, while other local newspapers are striving to move online to 

retain consumers. 

5.3.5 The Influence of Escapism Motivation on Online Newspaper Consumption 

On the basis of the fifth research question (RQ5), the fifth research objective (RO5) 

to investigate the influence of escapism motivation on online newspaper 

consumption - was postulated. To answer this research question, one hypothesis was 

formulated on the basis of the literature review. Hence, Bootstrapping was used in 
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Smart PLS 3 to confirm the direct influence of the independent variable on the 

dependent variable. 

In investigating the influence of escapism motivation on online newspaper 

consumption, the result of the analysis using structural equation modelling reveals 

that escapism motivation is positively and significantly related to online newspaper 

consumption. This is interesting to know, as among other motivation variables, 

escapism motivation has a strong influence on online newspaper consumption. This 

implies that people consume online newspapers for escapism motivation. Consumers 

consume newspapers because they want to escape from work stress and other 

assignments. This indicates that news consumers consume online newspapers more 

for escapism reasons. Findings in this study reveal that escapism motivation explains 

more online newspaper consumption than other independent variables.  The findings 

of this study are similar to those of previous studies (Perse & Ferguson, 2000; Rubin, 

1983; Zulkepli, 2014).  

The findings of this study are also in line with Diddi and LaRose‟s (2006) news 

consumption studies on university undergraduate students in the UK. The study was 

carried out on news consumption from television news, comic news, depth coverage, 

and online news. The findings of the study predicted that escapism motivation is 

related to consumption of television news, comic news and depth news. The study 

also found that escapism motivation is positively related to Internet news use. 

Another study also confirmed the results of the study. Hence, the current study‟s 

results are linked with the traditional media use study of McQuail et al., (1972). As 

such, this study found that escapism motivation influences traditional media use. 

Therefore, it is considered that escapism motivation can contribute a lot to online 
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newspaper consumption. Malaysian studies on social media adoption also found that 

escapism motivation is positively related with social media adoption (Zulkepli, 

2014). The study was based on online survey in which questionnaires were posted on 

some websites. 

Though there are a few studies on online news consumption, this study tested 

escapism motivation and its relationship with online newspaper consumption. Some 

scholars (You, Lee, Lee & Kang, 2014) have opposite view and insist that escapism 

is not a relevant variable to be studied with online news consumption. The scholars 

may have said this because escapism motivation is not relevant among their 

respondents or in the European context. Surprisingly, findings in this study rejected 

the assumption that “escapism motivation is not related to online newspaper 

consumption”. Importantly, findings of this also study show that escapism 

motivation can bring more change to online newspaper consumption. They indicate 

that university students consume online newspapers more for escapism reasons. 

 

Hence, in this study, escapism motivation in the context of Pakistan has proven to 

significantly influence online newspaper consumption. Furthermore, (Vincent & 

Basil, 1997) study, also on university students, found that escapism motivation has a 

positive influence on news media use. Table 4.17 indicated that escapism motivation 

explained 38.9% variation in online newspaper consumption. Hence, the more the 

escapism motivation people have, the more online newspapers they consume. It is 

evident that students try to escape from their work stress and routine. Therefore, for 

a while, they need to rest and forget their work stress.  These results reflect the real 

picture of university students, because on average, they have many assignments, 
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class tests and other projects to take care of so they consume online newspapers to 

reduce stress and boredom. 

5.3.6 The Moderating Role of Gender  

With reference to the six research questions (RQ6)which seek to find out if gender 

moderates the relationship between information motivation, entertainment 

motivation, social utility motivation, personal utility motivation, escapism 

motivation and online newspaper consumption, the objective of this study was to 

analyze the moderating effect of gender on the relationship of information 

motivation, entertainment motivation, social utility motivation, personal utility 

motivation and escapism motivation with online newspaper consumption. Hence, 

based on the review of literature, it was hypothesized that gender moderates the 

relationship between exogenous and endogenous variables. 

 

The consideration of gender as a potential moderator among information motivation, 

entertainment motivation, social utility motivation, personal utility motivation, 

escapism motivation and online newspaper consumption is based on 

recommendation by (Taipale, 2013), literature review and common sense (Baron & 

Kenny, 1986). The consideration of a moderator in a research has the potential to 

increase the understanding of the nature of the relationship between the exogenous 

and endogenous variables in a communication model. 

Gender has been studied with online newspaper consumption in different parts of the 

world, as Taipale (2013) affirmed that online newspaper consumption was gendered, 

whereas print newspaper consumption was gender neutral. Males prefer to consume 
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news online compared to females, while with respect to print newspapers, 

consumption is gender-neutral. On the other hand, gender has been assessed under 

the Uses and Gratification model by Lee (2013) and Chyi and Lee (2014) in the USA 

with mixed results. In addition, Chyi and Lee (2014) found that that gender 

significantly influences the motivations to use online news. However, Lee (2013) 

confirmed in his study that gender has no effect on news consumption. Moreover, 

Elvestad and Blekesaunce (2008) conducted studies in the European countries and 

asserted that males consume newspapers more than females. Hence, gender is 

introduced in the model as a moderator to test its effect on information motivation, 

entertainment motivation, social utility motivation, personality utility motivation and 

escapism motivation with online newspaper consumption. 

On the basis of literature review, five hypotheses were set (H6a: gender moderates 

the relationship between information motivation and online newspaper consumption, 

H6b: gender moderates the relationship between entertainment motivation and 

online newspaper consumption, H6c: gender moderates the relationship between 

social utility motivation and online newspaper consumption, H6d: gender moderates 

the relationship between personal utility motivation and online newspaper 

consumption, H6e: gender moderates the relationship between escapism motivation 

and online newspaper consumption) and tested by using PLS-MGA analysis. The 

results show that all the hypotheses were not supported.  

Hence, this results show that males and females have more or less the same level of 

motivations for online newspaper consumption. This study finds some path 

coefficient difference in both male and female groups, but statistically, relationships 

are not significant but exogenous and endogenous variables are related. Moreover, 
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some studies in Pakistan also affirmed that the Pakistani learned society, especially 

university students and faculty, are more gender-neutral (Khan & Nisa, 2017). They 

have most likely the same approach and motivations to consume media. Hence, 

gender did not moderate the relationship between exogenous and endogenous 

variables in the hypothesized relationship (Khan and Nisa, 2017; Memon and 

Pahore, 2014).  

Perhaps, this may be because of digital technology. The penetration of the Internet is 

still in its developing phase, as the Pakistan Telecommunication Authority (PTA) 

Annual Report 2013 as well as The Express Tribute; English daily newspaper survey 

affirmed that there were 20 million Internet users in Pakistan by the year 2013. It is 

interesting to note that current figures from the PTA annual report 2016-2017 

confirm 44 million Internet users in Pakistan. These figures indicate that the public is 

rushing to adopt digital technology, and irrespective of gender, all are using it. 

However, it is assumed that online newspapers are also a new phenomenon in 

Pakistan; due to current Internet penetration, most newspapers are now online. 

Therefore, online newspapers are now available for consumers. As a result, online 

newspapers are great sources of current information and entertainment, and they help 

consumers to collect information that help them to maintain personal and social 

relations. More importantly, online newspapers help to escape from stress, daily 

routines and fatigue. It is a fact that students face multiple work stress and deadlines, 

therefore students look for sources that give them relief and relaxation. This may 

possibly be another reason gender did not moderate the hypothesized relationship. 

People in common were abruptly adopting the new technology and following the 

online newspapers‟ social networking sites. Inline to this argument, it is also 
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observed that followers of online newspapers are increasing day by day on Facebook 

and twitter. Furthermore, results of this study are in line with some previous studies 

(Lee, 2013; Mamta, Khan, Pandey, 2015; Memon & Pahore, 2014; and Taipale, 

2013). 

 

In contrast to these results, some studies find gender differences in social networking 

sites (SNS). Results of Colley and Maltby (2008) study indicated that female 

inclined to use Internet for social motivations, for example, connecting with others 

and for communication while male are more interested to use Internet for 

professional reasons and for information motivations (Jackson et al., 2001).  In the 

same design, the previous studies have witnessed gender differences in the 

motivations for SNS use (Papacharissi & Rubin, 2000; Yuan, 2011). 

However, it is also important to note that, online newspapers are free and easily 

available 24/7 and update many times a day. Furthermore, (DiMaggio et al., 2011; 

Elvestad and Blekesaune, 2008) insisted that free online newspaper may increase the 

consumption and can change the picture of news media. Most importantly, digital 

technology and free access increased people access to online newspaper 

consumption. Thus, students rush to go online and consume online newspaper 

irrespective of gender difference because, having free Internet at university, and free 

access to online information for consumption. Most students get information on the 

basis of their news motivations. Therefore, gender did not moderate the relationship 

between independent and dependent variables. 

 

However, online newspapers are related to the online experience. Moreover, studies 

related to social media did not find any gender differences in the motivations for 
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Facebook use, for example, in the tendency to post links on Facebook (Baek et al., 

2011). Similarly, an Indian study on Internet usage and online shopping affirmed 

that males and females have similar online shopping behaviors (Mamta, Khan & 

Pandey, 2015). This study tested gender as a moderating variable, but found that 

gender-neutral males and females have a likely interest in Internet usage and online 

shopping. 

 

Furthermore, supporting this point, a study on university teachers‟ Internet use and 

online newspaper consumption in Pakistan affirmed that males and females have 

similar ratios towards use and preference. Both males and females prefer to consume 

online newspapers daily, while some prefer to consume more than two online 

newspapers (Memon & Pahore, 2014). Likewise, Khan and Nisa (2017) conducted a 

quantitative study on “information seeking behavior in the digital environment” on 

research scholars (MPhil and PhD) in Sargoda University, Pakistan. The findings of 

the study suggested that males and females have common smartphone use behavior 

and the study did not find any difference among male and female researchers in 

terms of Internet use and information seeking behavior in the online environment. 

Both males and females equally preferred online sources for information and 

entertainment. Thus, the study ascertains that gender difference may not exist among 

university students in consuming online newspapers. 

Furthermore, the size of gender difference varies between countries, yet in general it 

is more common for men than women to read newspapers (Elvestad & Blekesaune, 

2008).  Hence, countries like Pakistan have different social and political scenarios, 

therefore priorities for online news media may be different. In addition, Internet 

penetration and online newspapers are also new phenomena. Therefore, online 
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newspapers probably equally attract both males and females. In terms of gender, 

men and women are equally active in newspaper reading, and based on these plain 

figures, Pakistan appears to be a relatively gender-equal country when it comes to 

newspaper reading in the online context. In line with this point, Taipale (2013) 

affirmed that Finland is also a gender-equal country in terms of online and offline 

newspaper consumption. Hence, on the basis of this discussion, it is now clear why 

gender did not moderate the relationship between information motivation, 

entertainment motivation, social utility motivation, personal utility motivation, 

escapism motivation and online newspaper consumption. 

5.4 Implications of the Study 

This study framework was based on previous research, both in terms of empirical 

and theoretical gaps recognized in literature. It was furthermore supported and 

explained from the perspective of the Uses and Gratification Theory (Kats et al, 

1974; Palmgreen & Rubin, 1984). This study has also introduced gender as a 

moderating categorical variable to better explain the relationships among 

information motivation, entertainment motivation, social utility motivation, personal 

utility motivation and escapism motivation, as well as online newspaper 

consumption. Hence, several theoretical, practical and methodological contributions 

were made on the basis of the findings and discussions from this study. 

5.4.1 Theoretical Implication 

This research made contributions to the modeling of the relationship between 

information motivation, entertainment motivation, social utility motivation, personal 

utility motivation and escapism motivation with online newspaper consumption. 



 

178 

 

Specifically, these relationships were modeled from the perspective of online 

newspapers in Pakistan. Also, it has contributed to the body of literature in the area 

of online newspaper consumption and the Uses and Gratification Theory (U&G). 

Additionally, this study provided further empirical evidence in relation to the U&G. 

The theory proposed that in an offline (conventional media) setting, individuals with 

more information motivation, entertainment motivation, personal motivation, social 

motivation and escapism motivation increase their media consumption. Hence, rather 

than focus on offline versions of these variables, this study extended the theory to 

online media, specifically in relation to online newspaper consumption. 

As a result, the U & G theory was extended by investigating online newspaper 

consumption in the fast growing digital world where communication takes place 

without any delay. The extension of the theory is important because limiting research 

to conventional forms of the media will not adequately capture online media, 

especially online newspapers, in these days of advanced technology. By having 

access to technology, youth have become the tech-savvy generation; they use the 

Internet frequently for newspaper consumption and communication. In this 

connection, Ruggerio (2000) asserted that the applications of the Uses and 

Gratification theory should be tested in the online media scenario (online 

newspapers) to better understand their applications, because the theory has been 

developed for conventional media scenarios (Kats et al, 1974). As such, this study 

tested the theory on online newspaper consumption in Pakistan to extend its 

applicability to the online news media. Online newspapers are a great source of 

information and entertainment, and provide basic information for politics and current 

affairs that help people to involve socially and personally in the community and in 
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peer groups with fast growing technology. Online newspapers are great sources of 

information that cater to the needs and requirements of the public in terms of 

political, social and current information that help consumers to feel informed and 

actively participate in discussions and communications among their peers and in 

social groups. 

In addition, Nuaman (2017) believed that research on online media is nowhere near 

adequate in Pakistan and is still in its exploratory stages. Furthermore, she insisted 

that media consumption studies likes U&G and Niche Theory are hardly know to the 

academic field and media research circles. As a result, this study examined online 

newspaper consumption from the perspective of the U&G theory to extend its scope 

in the Asian perspective, especially for a developing country like Pakistan. Since the 

U&G theory was developed and tested in the European context, the application of 

the U&G theory needs to be tested in other parts of the world, hence, this study‟s 

researcher extended its scope to the Asian perspective.  

Moreover, previous studies on online news consumption based on the U&G theory 

mainly focused on three variables (information motivation, entertainment motivation 

and social utility motivation) to test the relationship with news consumption (You, 

Lee, Lee & Kang, 2013), whereas this study has incorporated escapism motivation 

and personal utility motivation into the U&G theory model. As a result, findings of 

this study confirmed that the more the escapism motivation one has, the more one 

consumes online newspapers. Escapism motivation is a strong positive predictor of 

online newspaper consumption. Furthermore, results revealed that escapism 

motivation is an important factor in increasing online newspaper consumption and 

contributes 38% change in online newspaper consumption. This showed that people 
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consume online newspapers for the purpose of escapism. This is one of the important 

reasons the newspaper industry, and more importantly, news editors should consider 

the escapism factor while finalizing the news stories to be published. On the other 

hand, findings showed that personal utility motivation did not have any significant 

influence on online newspaper consumption. 

Furthermore, gender was tested on the basis of a direct relationship with online news 

consumption in the previous studies based on the U&G theory. Therefore, gender 

was introduced in this study as a moderator. This was to test the moderating role of 

gender on the relationships among information motivation, entertainment 

motivation, personal utility motivation, social utility motivation and escapism 

motivation with online newspaper consumption. Previous researchers (Lee & Chyi, 

2014; Lee, 2013; Saleeman et al, 2015; Taipale, 2013) tend to use gender in direct 

relationships. The same can be said for other variables in the U & G theory, while 

previous studies focused on examining direct relationships between information 

motivation, entertainment motivation, social utility motivation, personal utility 

motivation, escapism motivation and online and conventional forms of media. This 

study has therefore integrated gender as a moderator. 

In this regard, the introduction of the moderating variable was necessitated by the 

fact that studies in news consumption have resulted in mixed findings, hence 

supporting the need to introduce a moderating variable on these relationships as 

recommended by Baron and Kenny (1986). As such, this study tried to fill this gap 

by introducing gender as a moderator on the relationship between information 

motivation, entertainment motivation, social utility motivation, personal utility 

motivation and escapism motivation with online newspaper consumption. This was 
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done by testing for group differences between males and females. In doing so, this 

study revealed that there were no significant group differences in consumers‟ 

motivations for online newspaper consumption. Hence, the results of this study were 

not significant, and there were some differences in the path coefficient of both the 

male and female models, but they were not statistically significant. Consequently, 

gender did not moderate the relationship between the endogenous and exogenous 

variables. Even though the results are not significant, they have support from 

previous studies.   

5.4.2 Practical Implication 

This study has drawn some practical implications with regards to online newspaper 

consumption in the context of Pakistan in the following ways:  

First, the results of this study suggested that information motivation, entertainment 

motivation, social utility motivation and escapism motivation are important 

considerations in increasing online newspaper consumption among university 

students. Hence, stakeholders, especially government and the PTA should make 

considerable efforts in encouraging online newspaper consumption by making the 

Internet available so that consumers can easily get access to online newspapers, since 

consumers are looking into online newspapers for information, entertainment, social 

and escapism purposes. This is because the Internet makes it possible and easy for 

news consumers to consume online newspapers wherever they are. This will not bind 

them to stay in front of computers in labs or to read through print copies. By this, 

informed citizens who know about current happenings, general global knowledge 

and Pakistan-specific knowledge are being nurtured. This helps to grow informed 

citizens who will take up the responsibilities of the country. Furthermore, it helps to 
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get people relaxed and eased, since, for the fresh mind, it is good to relax and be 

comfortable. The Pakistan Telecommunication Authority needs to spread 

accessibility of the Internet to everyone at low rates, so as to create room for the 

young people to consume online newspapers and get information easily.  

Second, the newspaper industry, especially the mainstream news organizations, for 

example, Dawn, Jang, Express and Kawish groups whose newspaper consumers are 

widespread within the country and abroad should publish news stories on the basis of 

public interest to increase their consumer consumption rates. Hence, this study helps 

newspaper organizations retain existing newspaper consumers and help to get new 

consumers, because university students are tech-savvy and will most likely loyal 

remain to the online newspapers enduringly. The results of this study reflect that 

university students require reading online newspapers more on the basis of escapism 

motivation and entertainment motivation. Apart from this, information motivation 

and social motivation also increase online newspaper consumption. Therefore, the 

findings of this study will help the media design policies that mainly focus on 

consumer requirements and motivations. 

Thirdly, due to digital technology, online newspapers are available in Pakistan, 

almost 70% of the overall Pakistani population now has mobile phones and almost 

99% of young university students have mobile or smart phones (Nauman, 2017 and 

PTA, 2017). It is quite important for the newspaper organizations to grab this 

opportunity by creating mobile-friendly contents, videos and images for people who 

access online news through their smartphones to attract more consumers. In addition, 

newspaper organizations should launch more advanced versions of mobile apps and 
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mobile websites to cater to the needs of the public in this fast-growing tech-savvy 

generation. 

Fourthly, scholars have asserted that online newspaper studies are less predominant 

in developing countries (Xin, 2010), whereas in developed countries, online 

newspaper research studies are more common and mature. Thus, this study was 

carried out in Pakistan on online newspaper consumption, as one of the developing 

Asian countries where online newspaper consumption has rarely been examined 

empirically. This study will guide future researchers in Pakistan to study news 

consumption where newspaper consumption shift has taken place. During the 

literature review, researcher hardly found any study which had empirically tested on 

online newspaper consumption under the Uses and Gratification theory. 

5.4.3 Methodological Implication 

The findings of this study have some methodological implications. A review study 

on online newspapers (Steensen, 2011) pointed out that research on online 

newspapers mainly focused on content analysis, interactivity, focus groups, dairies 

and other qualitative approach, but has been less explored via quantitative survey. 

Hence, this study applied quantitative survey to empirically test consumers‟ 

motivations with online newspaper consumption. Three public university students 

served as the sample in this survey study. In addition, this study adopts the 

probability sampling technique (Chyi & Lee, 2013), whereas previous studies on 

news consumption, online news consumption and online newspaper consumption 

were mostly based on non-probability sampling (Lee, 2013; Lee & Chyi, 2014; Yoo, 

2011). Most previous studies collected data through posting questionnaires on 

newspaper websites, and by emailing respondents. 
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Secondly, the study adapted and modified Lee (2013) and Johnson‟s (2009) 

instrument for online newspaper consumption. Lee‟s (2013) instruments measured 

for entertainment motivation, information motivation, social utility motivation, 

Perse‟s (1990) instruments for personal utility motivation, and Vincent and Basil‟s 

(1997) instruments for escapism motivation. Adaption led to some modification of 

items and language to suit the context of the current study. Furthermore, for the 

content validity of the instrument, questionnaires with conceptual definition of the 

variables were given to seven experts in the academia with ample teaching and 

research experience to rate the relevance of the items to the construct. Thereafter, 

slight wording modifications were done to the questions on the basis of suggestions. 

Afterwards, a pilot test was carried out on the target audience of this research study. 

Furthermore, the validity and reliability of the instrument were checked in the pilot 

study. The results of the pilot test were reported in Chapter Three. Hence, the 

instrument was used to collect data for the modeled relationship in the research 

framework. 

Thirdly, the study made contributions to assessing the psychometric proprieties of 

the measurement by adopting the PLS path modeling. The use of PLS SEM analysis 

is not common in communication research (Gaskin & Lowry, 2014). This study 

successfully assessed the psychometric properties of the latent variables through 

measurement and structural model. Moreover, psychometric proprieties were 

examined by the individual item reliability, composite reliability, Average Variance 

Extracted (AVE), convergent validity and the discriminant validity of all the 

variables in the model. 
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In the first place, for reliability for each latent variable, internal consistency 

reliability, indicator reliability, AVE and composite reliability were scrutinized, 

whereas for validity, convergent and discriminant validity were used. Importantly, 

indicator reliability and internal consistency reliability were examined by item 

loadings, Cronbach‟s alpha and composite reliability, while convergent validity was 

observed by assessing the value of AVE. Furthermore, the discriminant validity was 

acquired by making a comparison of the correlations among the latent constructs 

with the square roots of AVE. In addition, the cross loadings matrix was examined 

and confirmed that the discriminant tests provide support for the conceptual model. 

Hence, PLS-SEM analysis technique, a robust approach, was used to assess 

reliability and validity of each latent construct in the conceptual model of this study.  

5.5 Limitations of the Study  

This study contributes rigorous empirical support to online newspaper consumption 

and the objectives of this study were achieved, which provide implications for 

newspaper organizations, government, the Pakistan Telecommunication Authority, 

Internet providers‟ associations as well as academicians/researchers. However, some 

limitations were observed, which may also create research options for future 

researchers.  

 

The primary limitation of this study is the nature of its design. As a result of using 

the cross-sectional survey approach, there was no scope for causal inferences to be 

made from the population over a long period of time. Consequently, the cross-

sectional nature of data collection provided a fixed viewpoint on the relationship 

between the exogenous and endogenous variables. Therefore, a future longitudinal 
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design needs to be considered at different points in time to confirm the findings of 

the current study. This will ensure that the test of theoretical constructs at different 

points in time go beyond situational findings and enhance furthermore the 

generalizability of the model. 

 

Secondly, the present study offers limited generalizability, as it focused mainly on 

university students from three public universities of Sindh province, Pakistan. This 

might not provide an adequate representation of university students from three 

universities and for common newspaper consumers in Pakistan. Consequently, 

additional work is needed to include students from other private and public 

universities. Specifically, a study may be carried out on university students in other 

provinces. In the same fashion, a study may be carried out on the common public to 

know the broad picture of online newspaper consumption. 

Thirdly, the research model in this study was able to explain 44% of the total 

variance in online newspaper consumption, which indicates that there are other 

factors/variables that could meaningfully explain the variance in online newspaper 

consumption. In other words, there is room for 66% variance in online newspaper 

consumption that can possibly be explained by other factors. Thus, future studies 

should consider other possible digital technology-related factors that could better 

explain online newspaper consumption. Since it is based on digital technology, in 

particular, future research might include interactivity, ease of use, easy access, trust 

and newspaper credibility to the model to better explain the frequency of online 

newspaper consumption. 
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Fourth, the conceptual model was designed to test the moderating influence of 

gender on the relationship between information motivation, entertainment 

motivation, social utility motivation, personal utility motivation, and escapism 

motivation on online newspaper consumption. However, no significant moderating 

effect of gender was found. Hence, there is a need to investigate why gender could 

not significantly moderate the modeled relationship in the framework. This may be 

because universities provide equal Internet facilities to all students and furthermore, 

all students can easily surf the Internet, therefore gender did not moderate the 

relationship between the exogenous and endogenous variables. Thus, there is need to 

replicate this study with other samples, like first with the general public, while 

secondary data may probably be collected through posting the questionnaire on the 

websites of the established newspaper organizations to know the difference in their 

motivations and online newspaper consumption. 

Future researchers also need to adopt qualitative approaches like semi-structured 

interviews to gather data on why people consume online newspapers, how they 

consume them, and how they feel about online newspapers. This is important 

because in the technology era where people can easily access news sources through 

different means, like laptops, desktops, mobile, smart phones, and tablets, it is 

crucial to know their point of view about what motivates them to consume online 

newspapers. 

Additionally, to expand the knowledge of demographic distribution of online news 

consumption, it is recommended for future researchers to incorporate new variables 

such as news interest, types of news read, type of medium used to access news and 
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time spent on news a day were not measured to provide background information of 

online news consumers.  

Lastly, the results of the study have some important implications, including that 

information motivation brought only 9.0% change in online newspaper consumption, 

whereas other variables like escapism motivation very strongly influenced the online 

newspaper consumption model. Moreover, social utility motivation and 

entertainment motivation also significantly influenced online newspaper 

consumption. This shows that the news consumers preferred to consume online 

newspapers for fun, entertainment, relaxation and tension release than for 

information purposes. Hence, this indicates that news consumers do not rely on and 

trust the information provided by online newspapers.  

Therefore, there is need to bring in other variables to moderate the relationship, 

which may possibly bring a change in the relationship between information 

motivation, entertainment motivation, social utility motivation, personal utility 

motivation, and escapism motivation on online newspaper consumption. Due to 

advancement and changes in news supply, there are many market options to 

consume news, such as social media, the Internet, news blogs, online media and 

online newspapers.  Therefore, it is difficult to trust news sources and news media. 

In this regard, future researchers should extend and introduce the news trust and 

news credibility factor as a potential moderating variable in the model. 

5.6 Conclusion 

In summary, this study has added additional empirical evidence to the body of 

knowledge on consumer motivations and online newspaper consumption and 
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confirmed the extent to which the exogenous and the endogenous variables connect 

to one another. In this regard, in the path coefficient test, four hypotheses were found 

to be significantly supported out of the 10 hypothesized relationships. One direct 

hypothesis was not supported and five moderating hypotheses were not supported. 

Hence, this study answered all the research questions and objectives composed at the 

start of the research. The results of the study advance support to the theoretical 

notion of the relationship between information motivation, entertainment motivation, 

social utility motivation, and escapism motivation for online newspaper 

consumption. In addition, due to having some limitations to the findings of this 

study, future research gaps which need to be filled were suggested.  

 

Furthermore, despite some previous studies, this study addressed a theoretical gap by 

incorporating personal utility motivation and escapism motivation as independent 

variables and gender as the moderating variable in the model. This is an important 

contribution to the body of knowledge in online newspaper studies. Escapism 

motivation was found to be strongly and significantly related to online newspaper 

consumption, whereas gender did not moderate the relationship between the 

exogenous and endogenous variables. 

 

In addition, the conceptual framework of this study has added to the domain of U&G 

theory by probing its features from the perspective of online newspapers, where it 

was revealed that it is important to pay attention to variables in the U&G theory in 

ensuring increased online newspaper consumption, especially with regards to 

university students in Pakistan. Furthermore, this study has contributed by validating 

the measures of information motivation, entertainment motivation, personal utility 
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motivation, social utility motivation and escapism motivation for online newspaper 

consumption. The results of this study are also of practical relevance to online 

newspapers and digital media organizations. They need to deploy the friendly news 

format, thus encouraging more news consumers to read online newspapers in 

Pakistan. 

In the democratic and new technology era, information is supplied in many ways, so 

it is the responsibility of government and news managers to provide authentic 

information, which helps to build informed citizens who can bring about positive 

change in the country. Finally, theoretical, practical and methodological 

contributions were made, while limitations of the study and recommendations for 

further research were highlighted. 
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Appendix A (Questionnaire) 

 

 
 

Dear Respondent, 
 

This is a survey questionnaire for a research titled “INFLUENCE OF CONSUMERS’ 

MOTIVATION ON ONLINE NEWSPAPER CONSUMPTION IN PAKISTAN: 

MODERATING ROLE OF GENDER”. The main objective of the study is to 

examine motivations to online newspaper consumption. Kindly assist in answering 

the questions of this questionnaire. There is no right or wrong answer. Also be 

assured that yours responses will be aggregated and strictly used for the purpose of 

the study. 
 

This questionnaire will take about 10 minutes to complete. Instructions for filling it 
can be found on the questionnaire. 
Thank you for your time, cooperation and participation. 
 

If you have any questions regarding this research, you may contact the following: 
 

Researchers: 
Muhammad Ramzan   
School of Multimedia Technology and Communication    
Universiti Utara Malaysia               
mramzzan@gmail.com                       

 
Dr Norsiah binti Abdul Hamid 
School of Multimedia Technology and Communication 
Universiti Utara Malaysia 
nor1911@uum.edu.my  
 
 

Dr Awan binti Ismail 
School of Multimedia Technology and Communication 
Universiti Utara Malaysia 
 awan@uum.edu.my 

mailto:mramzzan@gmail.com
mailto:nor1911@uum.edu.my
mailto:awan@uum.edu.my
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SECTION A: INFORMATION MOTIVATION 
This section is designed to determine your motivation for seeking news in the online 
newspapers. Please provide the appropriate information by ticking [√] the option in 
the box provided that best represents your response. Seven response options is 
provided to rate your agreement or disagreement to the following statements. These 
options range from 7 “Strongly Agree” and 1 “Strongly Disagree”. 
 

 

No. Statements 

Strongly Disagree-------Strongly 

Agree 

1 2 3 4 5 6 7 

1 

I consume online newspaper because I 

want to find out what is going on in the 

world 

       

2 

I consume online newspaper because I 

want to keep up with the way my 

government performs 

       

3 
I consume online newspaper because it  

makes me an informed citizen 

       

4 
I consume online newspaper because it 

helps me to learn about others 

       

5 
I consume online newspaper to gain 

important information  

       

6 
I read online newspaper to gain new 

information 

       

7 

I consume online newspaper to  fulfill 

my „„need to know about politician and 

political parties‟‟ 

       

8 
I consume online newspaper to know 

about current affairs. 
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SECTION B: ENTERTAINMENT MOTVIATION 

 
This section is designed to determine your motivation for seeking news in the online 
newspapers. Please provide the appropriate information by ticking [√] the option in 
the box provided that best represents your response. Seven response options is 
provided to rate your agreement or disagreement to the following statements. These 
options range from 7 “Strongly Agree” and 1 “Strongly Disagree”. 
 

No. Statements 

Strongly Disagree-------Strongly 

Agree 

1 2 3 4 5 6 7 

1 
I consume online newspaper for 

entertainment 

       

2 
I consume online newspaper because 

it‟s exciting 

       

3 
I consume online newspaper for 

laughter 

       

4 
I consume online newspaper because it 

is habit that I have 

       

5 
I consume online newspaper when there 

is nothing better to do 
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SECTION C: SOCIAL UTILITY MOTIVATION 
 
This section is designed to determine your motivation for seeking news in the online 
newspapers. Please provide the appropriate information by ticking [√] the option in 
the box provided that best represents your response. Seven response options is 
provided to rate your agreement or disagreement to the following statements. These 
options range from 7 “Strongly Agree” and 1 “Strongly Disagree”. 
 

No. Statements 

Strongly Disagree-------Strongly 

Agree 

1 2 3 4 5 6 7 

1 

I consume online newspaper to keep up 

with what other people around me  

may be talking about 

       

2 
I consume online newspaper to appear 

informed to those around me 

       

3 

I consume online newspaper because 

most of my friends consume online 

newspaper 

       

4 
I consume online newspapers because it 

makes me more sociable 

       

5 
I consume online newspapers to have 

something to talk about with others 

       

6 
I consume online newspapers to feel a 

part of a community 
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SECTION D: PERSONAL UTILITY MOTIVATION 
 

This section is designed to determine your motivation for seeking news in the online 
newspapers. Please provide the appropriate information by ticking [√] the option in 
the box provided that best represents your response. Seven response options is 
provided to rate your agreement or disagreement to the following statements. These 
options range from 7 “Strongly Agree” and 1 “Strongly Disagree”. 
  

No. Statements 

Strongly Disagree-------Strongly 

Agree 

1 2 3 4 5 6 7 

1 
I consume online newspapers to learn 

about issues affecting people like me 

       

2 
 I consume online newspapers to learn 

about what could happen to me 

       

3 
I consume online newspapers because it 

helps me to learn things about myself  

       

4 
I consume online newspapers because it 

helps me to learn things about others 

       

5 

I consume online newspapers to feel 

that I am not alone to go through my 

problems 
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SECTION E: ESCAPISM MOTIVATION 
 
This section is designed to determine your motivation for seeking news in the online 
newspapers. Please provide the appropriate information by ticking [√] the option in 
the box provided that best represents your response. Seven response options is 
provided to rate your agreement or disagreement to the following statements. These 
options range from 7 “Strongly Agree” and 1 “Strongly Disagree”.  
 

 

No. Statements 
 

Strongly Disagree-------Strongly 

Agree 

1 2 3 4 5 6 7 

1 

I consume online newspapers because It 

helps me get away from my day to day 

worries 

       

2 
I consume online newspapers because it 

helps me when I want to be cheered up 

       

3 

I consume online newspapers because it 

helps me forget about academic 

assignments 

       

4 
I consume online newspapers because it 

helps me take my mind off troubles  

       

5 
I consume online newspapers because it 

helps me relax 

       

6 
I consume online newspapers when I 

have nothing better to do 

       

7 
I consume online newspapers just 

because it is available for free   

       

8 
I consume online newspapers to pass 

time, especially when I'm bored 

       

9 
I consume online newspaper when I am 

lonely  

       

10 I read online newspaper when there is no        
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one else to talk to or be with  

 

 
 

 
SECTION F: ONLINE NEWSPAPER CONSUMPTION 

 
This section is designed to determine the frequency of newspapers consumption. 
Please provide the appropriate information by ticking [√] the option in the box 
provided that best represents your response. Seven response options is provided to 
rate your agreement or disagreement to the following statements. These options 
range from 7 “Strongly Agree” and 1 “Strongly Disagree”. 
 
 

No. Statements 
 

Strongly Disagree-------Strongly 

Agree 

1 2 3 4 5 6 7 

1 
I consume online newspaper every 

days in a week 

       

2 
I consume online newspaper many 

times a day 

       

3 
I spend several hours consuming 

online newspaper in a day 

       

4 
  I spend several minutes consuming 

online newspapers in a day 

       

5 
I consume articles in online newspaper 

frequently 

       

6 
I watch videos in online newspaper 

frequently 

       

7 
 I listen to audios in online newspaper 

frequently 
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SECTION F. BASIC DEMOGRAPHICS 
 
1. Age 
 

a. 18 -  23 years  

b. 24 – 29 years 

c. 30 - 35 years 

d. 36 – 41 years 

e. 42 – 47 years  

f. 48- 53 

 
2. Gender  
 

a. Male 

b. Female 

  
3.  Ethnicity 

 
a. Sindhi 

b. Punjabi  

c. Urdu Speaking 

d. Baloch 

e. Others (Please Specify):…………… 

4. Level of Study 
 

a. Bachelors              

b. Masters  

c. MPhil  

d. PHD  

e. Post Doc 
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5. You preferred to read online newspapers in? 
 

a. English 

b. Urdu 

c. Sindhi 

d. Punjabi 

 
 
9. District  
 
 
Please Specify………………………………………………………… 
 
 
10. Department   
 
Please Specify………………………………………………………… 
 
 
 
 
 
THANK YOU FOR COMPLETING THE QUESTIONNAIRE 
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Appendix B (Content Validity Form) 

 
Dear Sir/Ma,  
We seek your kind help to provide feedback on the items included in the questionnaire of the 
study entitled; Influence of Consumers’ Motivations on Online Newspaper 
Consumption in Pakistan: Moderating Role of Gender. The objective of this research in 
broad terms is to examine the influence of Consumers‟ Motivations on Online Newspaper 
Consumption. Below are the specific research objectives:  
 

i. To investigate the influence of Information motivation on online newspaper 
consumption. 

ii. To investigate the influence of entertainment motivation on online newspaper 
consumption. 

iii. To investigate the influence of social utility motivation on online newspaper 
consumption. 

iv. Investigate the influence of personal utility motivation on online newspaper 
consumption. 

v. Investigate the influence of escapism motivation on online newspaper consumption. 

Determine the moderating role of gender on the relationship between information 
motivation, entertainment motivation, social utility motivation, personal utility motivation, 
escapism motivation and online newspaper consumption. Kindly rate the items of the 
questionnaire base on their representativeness and clarity. Also, we would appreciate if you 
could put some remarks in the comment sections provided in the attached questionnaire. 
If you require further information about this research, please contact: 
 
Researcher: 
Muhammad Ramzan 
School of Multimedia Technology and Communication,  
UUM, Sintok, Kedah, Malaysia.  
Email: mramzzan@gmail.com 
 
Main Supervisor:  
Dr Norsiah bt Hamid 
School of Multimedia Technology and Communication,  
UUM, Sintok, Kedah, Malaysia.  
Supervisor:  
Dr Awan bt Ismail   
School of Multimedia Technology and Communication,  
UUM, Sintok, Kedah, Malaysia.  
 

mailto:mramzzan@gmail.com
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Name: 

Designation: 

Institution: 

Experience in Media studies/ Research Area: ………………. years 

Highest Academic Degree:  

INFORMATION MOTIVATION 
Kindly evaluate the following items based on their relevance and their clarity of the concept 
of information motivation to online newspaper consumption. The items will be distributed to 
respondents to rate their agreement or disagreement on their information motivation for 
reading online newspapers using a Likert-type scale. Finally, comment boxes are provided 
after the survey for your overall comments and specific comments on any of the items.  
 
Please use the following scales to rate the items below.  
1 = item is not relevant, 2 = somewhat relevant, 3 = quite relevant, 4 = highly relevant.  
 

 

 

 
 
 
 
 
 

S/N INFORMATION MOTIVATION Relevance 

1 I consume online newspaper because I want to find out 
what is going on in the world 1 2 3 4 

2 I  consume  online newspaper because I want to keep 
up with the way my government performs 1 2 3 4 

3 I  consume  online newspaper because it  makes me an 
informed citizen 1 2 3 4 

4 I  consume online newspaper because it helps me to 
learn about others 1 2 3 4 

5 I consume online newspaper to gain important new  
information 1 2 3 4 

6 I  consume  online newspaper to  fulfill my „„need to 
know‟‟ 1 2 3 4 

Comments on 
items (Please 

specify the item): 

 
 
 

Overall 
comments of the 
entire measure  
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ENTERTAINMENT MOTIVATION 
 
Kindly evaluate the following items based on their relevance and their clarity of the concept 
of entertainment motivation for online newspaper consumption. The items will be 
distributed to respondents who are readers of online newspaper to examine their 
entertainment motivation for online newspapers. Finally, comment boxes are provided after 
the survey for your overall comments and specific comments on any of the items.  
 

Please use the following scales to rate the items below.  
1 = item is not relevant, 2 = somewhat relevant, 3 = quite relevant, 4 = highly relevant.  

 

Comments on 
items (Please 

specify the item): 

 
 
 
 
 

Overall 
comments of the 
entire measure  

 
 
 
 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 

S/N ENTERTAINMENT MOTVIATION Relevance 

1 I  consume online newspaper for entertainment 1 2 3 4 

2 
I consume online newspaper  because it‟s exciting 

1 2 3 4 

3 I consume online newspaper for laughter 1 2 3 4 

4 I  consume  online newspaper because it is habit that I have 1 2 3 4 

5 
I  consume  online newspaper when there is nothing better to 
do 1 2 3 4 
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Kindly evaluate the following items based on their relevance and their clarity of the concept 
of consumer responses in forms of social utility motivation. The items will be distributed to 
respondents who are users of online newspapers and their social utility motivation for 
reading online newspaper. Finally, comment boxes are provided after the survey for your 
overall comments and specific comments on any of the items.  
 
Please use the following scales to rate the items below.  
1 = item is not relevant, 2 = somewhat relevant, 3 = quite relevant, 4 = highly relevant.  
 
 
 

 

Comments on 
items (Please 

specify the item): 

 
 
 
 

Overall 
comments of the 
entire measure  

 
 
 
 

 

 

 

 

 

 

 

 

SOCIAL UTILITY MOTIVATION 

S/N SOCIAL UTILITY MOTIVATION Relevance 

1 
I  consume  online newspaper to keep up with what 
other people around me  may be talking about 1 2 3 4 

2 
I  consume  online newspaper to appear informed to 
those around me 1 2 3 4 

3 
I consume online newspaper because most of my 
friends  consume  online newspaper 1 2 3 4 

4 
I  consume  online newspaper because it makes me 
more sociable 1 2 3 4 

5 
I  consume  online newspaper to have something to talk 
about with others 1 2 3 4 

6 
I  consume online newspaper to feel a part of a 
community 1 2 3 4 
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Kindly evaluate the following items based on their relevance and their clarity of the concept 
of consumer responses in forms of personal utility motivation. The items will be distributed 
to respondents who are users of online newspaper and their personal utility motivation for 
reading online newspaper. Finally, comment boxes are provided after the survey for your 
overall comments and specific comments on any of the items.  
 
Please use the following scales to rate the items below.  
1 = item is not relevant, 2 = somewhat relevant, 3 = quite relevant, 4 = highly relevant.  

 

Comments on 
items (Please 

specify the item): 

 
 
 
 

Overall 
comments of the 
entire measure  

 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PERSONAL UTILITY MOTIVATION 

S/N PERSONAL UTILITY MOTIVATION Relevance 

1 
I  consume  online newspaper to learn about issues 
affecting people like me 1 2 3 4 

2 
I consume online newspaper to learn about what could 
happen to me 1 2 3 4 

3 
I  consume  online newspaper because it helps me to 
learn things about myself and others 1 2 3 4 
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Kindly evaluate the following items based on their relevance and their clarity of the concept 
of consumer responses in forms of escapism motivation. The items will be distributed to 
respondents who are users of online newspaper and their escapism motivation for reading 
online newspaper. Finally, comment boxes are provided after the survey for your overall 
comments and specific comments on any of the items.  
 
Please use the following scales to rate the items below.  
1 = item is not relevant, 2 = somewhat relevant, 3 = quite relevant, 4 = highly relevant.  

 

Comments on 
items (Please 

specify the item): 

 

Overall 
comments of the 
entire measure  

 
 
 
 

 

ESCAPISM MOTIVATION 

S/N ESCAPISM MOTIVATION Relevance 

1 I consume online newspaper because it helps me get 
away from my day to day worries 1 2 3 4 

2 I  consume  online newspaper because it helps me when 
I want to be cheered up 1 2 3 4 

3 I  consume  online newspaper because it helps me 
forget about academic assignments 1 2 3 4 

4 I  consume  online newspaper because it helps me take 
my mind off troubles 1 2 3 4 

5 I  consume  online newspaper because it helps me relax 1 2 3 4 

6 I consume online newspaper when I have nothing better 
to do 1 2 3 4 

7 I  consume  online newspaper just because it is 
available for free   1 2 3 4 

8 I  consume  online newspaper to pass time, especially 
when I‟m bored 1 2 3 4 

9 I  consume  online newspaper when I am lonely 1 2 3 4 

10 I consume online newspaper when there is no one else 
to talk to or be with 1 2 3 4 
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Kindly evaluate the following items based on their relevance and their clarity of the concept 
of Online Newspaper Consumption that refers to the reading frequency of online 
newspapers. The items will be distributed to respondents who are users of online 
newspapers. Finally, comment boxes are provided after the survey for your overall 
comments and specific comments on any of the items.  
 
Please use the following scales to rate the items below.  
1 = item is not relevant, 2 = somewhat relevant, 3 = quite relevant, 4 = highly relevant.  

 

Comments on 
items (Please 

specify the item): 

 
 
 

Overall comments 
of the entire 
measure  

 
 
 
 

 

  

 

 
ONLINE NEWSPAPER CONSUMPTION 

S/N ONLINE NEWSPAPERS CONSUMPTION Relevance 

1 I  consume  online newspaper every days in a week 1 2 3 4 

2 I consume online newspaper many times a day 1 2 3 4 

3 
I spend several hours consuming online newspaper in a 
day 1 2 3 4 

4 
  I spend several minutes consuming online newspaper 
in a day 1 2 3 4 

5 I  consume  articles in online newspaper frequently 1 2 3 4 

6 I watch videos in online newspaper frequently 1 2 3 4 

7  I listen to audios in online newspaper frequently 1 2 3 4 
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Appendix C (CVI Results 

Information Motivation 

 

 

 

 

Entertainment Motivation 
 

S/N Items 1 2 3 4 5 6 7 Item level 

CVI 

1 I consume online newspaper for 

entertainment 

4 3 4 4 3 4 1 7/7=1.00 

2 I consume online newspaper 

because it‟s exciting 

4 3 4 4 3 4 4 7/7=1.00 

3 I consume online newspaper for 

laughter 

4 2 4 4 3 4 4 6/7=0.85 

4 I consume online newspaper 

because it is habit that I have 

4 3 3 3 3 4 4 7/7=1.00 

5 I consume online newspaper 

when there is nothing better to 

do 

4 3 4 3 3 1 4 6/7=0.85 

  1 0.8 1 1 1 0.8 0.8 S-

CVI/AVE= 

6.4/7=0.91 
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Social Utility Motivation 

  Expert  

S/N Items 1 2 3 4 5 6 7 Item level 

CVI 

1 I consume online newspaper to 

keep up with what other people 

around me  may be talking about 

4 4 4 4 2 4 4 6/7=0.85 

2 I consume online newspaper to 

appear informed to those around 

me 

4 4 4 4 3 4 4 7/7=1.00 

3 I consume online newspaper 

because most of my friends 

consume online newspaper 

4 4 4 2 3 4 4 6/7=0.85 

4 I consume online newspaper 

because it makes me more 

sociable 

4 4 4 3 3 4 4 7/7=1.00 

5 I consume online newspaper to 

have something to talk about 

with others 

4 4 4 3 3 4 4 7/7=1.00 

6 I consume online newspaper to 

feel a part of a community 

4 4 4 4 3 4 4 7/7=1.00 

  1 1 1 0.83 0.83 1 1 S-

CVI/AVE= 

6.66/7=0.95 
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Personal Utility Motivation 
 

  Expert  

S/N Items 1 2 3 4 5 6 7 Item level 

CVI 

1 I consume online newspaper to 

learn about issues affecting people 

like me 

4 3 4 4 2 4 4 6/7=0.85 

2 I consume online newspaper to 

learn about what could happen to 

me 

4 3 4 4 3 4 4 7/7=1.00 

3 I consume online newspaper 

because it helps me to learn things 

about myself and others 

4 3 4 3 3 4 4 7/7=1.00 

  1 1 1 1 0.8 1 0.8 S-

CVI/AVE= 

6.4/7=0.94 
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Escapism Motivation 

S/N Items 1 2 3 4 5 6 7 Item level 

CVI 

1 I consume online newspaper 

because it helps me get away 

from my day to day worries 

4 3 4 4 3 4 4 7/7=1.00 

2 I consume online newspaper 

because it helps me when I want 

to be cheered up 

4 3 4 4 3 4 4 7/7=1.00 

3 I consume online newspaper 

because it helps me forget about 

academic assignments 

4 3 4 4 3 4 4 7/7=1.00 

4 I consume online newspaper 

because it helps me take my mind 

off troubles 

4 3 4 4 3 4 4 7/7=1.00 

5 I consume online newspaper 

because it helps me relax 

4 4 4 4 3 4 4 7/7=1.00 

6 I consume online newspaper when 

I have nothing better to do 

4 3 3 4 3 2 4 6/7=0.85 

7 I consume online newspaper just 

because it is available for free   

4 3 4 4 3 4 3 7/7=1.00 

8 I consume online newspaper to 

pass time, especially when I‟m 

bored 

4 3 4 4 3 2 4 7/7=1.00 

9 I consume online newspaper when 

I am lonely 

4 3 4 4 3 4 4 7/7=1.00 

10 I consume online newspaper when 

there is no one else to talk to or 

be with 

4 3 4 4 3 4 4 7/7=1.00 

  1 1 1 1 0.9 0.7 1 S-
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CVI/AVE= 

6.6/7=0.94 

 

 

 

 

Online Newspaper Consumption 

  Expert  

S/N Items 1 2 3 4 5 6 7 Item level 

CVI 

1 I read online newspapers every 

days in a week 

4 4 3 4 3 4 4 7/7=1.00 

2 I consume online newspaper many 

times a day 

4 4 3 4 3 4 4 7/7=1.00 

3 I spend several hours and minutes 

consuming online newspapers in a 

day 

4 4 3 4 3 4 4 7/7=1.00 

5 I consume articles in online 

newspaper frequently 

4 4 3 4 4 4 4 7/7=1.00 

6 I watch videos in online newspaper 

frequently 

4 4 3 4 3 4 3 7/7=1.00 

7  I listen to audios in online 

newspaper frequently 

4 4 3 4 3 4 2 6/7=0.85 

  1 1 1 1 1 1 0.85 S-

CVI/AVE= 

6.85/7=0.98 
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