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Abstract The development of the internet in recent years is affecting journalism, which
is becoming increasingly important on the web. This paper analyses the duality of news
media from the demand perspective, identifying the main reasons that draw readers to
the media and analysing the influence of such reasons on the decision to read online
newspapers rather than traditional print media. The results confirm that the channels
could be complementary, if sufficiently differentiated, and may be associated with
different motivations and use situations.

INTRODUCTION perspective, several authors have

Newspaper publishing is one of the examined the phenomenon of reader and

activities that has been most affected by sales cannibalisation between

the development of the internet. Indeed,  conventional and digital media."?

the advantages of new digital news media However, literature analysing the

signify nothing short of a revolution in demand-side of this duality is still only

journalism, and the online medium has sketchy.

gone from strength to strength. Journalistic firms therefore need to
With the growing relevance of this analyse and understand readers’ needs.

service on the web, there has been Knowledge of readers’ needs and goals

growing academic interest in research would be an ideal starting point for

analysing the duality of news media. This developing marketing strategies. In this

duality has raised concerns about a manner, firms could offer readers what

possible transfer of readers from one they want at any given place and

medium to the other in the newspaper moment.

industry itself. From a supply-side Thus, the present paper focuses on
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readers’ motivations and behaviour when
they have the opportunity to choose
between or simultaneously consult digital
and conventional newspapers. To this
end, the objectives of the research are to
identify the basic reasons for reading the
news, to analyse the possible influence of
the reasons identified on the decision to
read online or conventional newspapers,
and consequently, to study the possible
complementarity between both types of
news media.

The following section emphasises the
growing importance of internet news
media. The third section analyses the
reasons that lead readers to consult the
news. Subsequently, the choice of digital
versus traditional newspapers is analysed,
after which the process of depurating and
validating the scales and the main results
are presented. Finally, the paper offers a
series of conclusions and managerial
implications.

THE PRESS SECTOR AND
THE INTERNET

The appearance of new digital media has
brought far-reaching changes in the press
sector.” There has been a transformation
at the organisational level, the creation of
a specific language, and a new
multimedia environment. All these imply
the arrival of new challenges and
opportunities in the near future.* Indeed,
editorial offices are now working in a
different way and with a quicker pace
than compared with the traditional
medium.® For example, shorter texts,
with a ‘faster’ language, are used in the
electronic channel because the main goal
is to provide constant updated
information and accessibility to the
news.”’ In view of this metamorphosis,
the internet may well be said to have
changed popular conception of what
constitutes a newspaper.®

The advantages of the internet have

brought about a revolution in
journalism. The use of these new
systems is distinguished by the speed
with which news items reach the
reader, the low cost of distributing
information and the opportunity to
establish direct contact and interaction
with users, who have come to play an
important role in the design of the
journalistic product. Finally, one must
note that the internet combines the
three basic advantages of radio, press
and television. This new medium
presents the immediacy of the radio,
the wide and deep information offered
by the press and the impact of the
images in television. Together, these
aspects configure a complete journalistic
product. Thus, there are currently over
4,200 digital newspapers worldwide.”'’
In addition, digital news and
newspapers are among the services
most avidly sought by internet
users.''™™ News sites and, of course,
digital newspapers are among the most
widely demanded and visited websites
within the internet community
worldwide. Kaye and Johnson'® affirm
that the main aim of users accessing
the internet is to read breaking news
and search for up-to-the minute
information (83.7 per cent), only
exceeded by the use of email.
Similarly, data provided by Harris
'® show that 80 per cent of
US surfers read news online, preferring
the websites of digital newspapers in
45 per cent of cases. Pew Research
Center for the People and the Press,"
meanwhile, affirm that one in three

Interactive

Americans visited online newspapers
and anticipated sharp growth in the
number of users consulting current
news items on these sites. Finally, the
Online Publishers Association'®
concludes that 83 per cent of
respondents to its survey clearly prefer
to read news online.
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DIGITAL VERSUS PRINT

There is currently no overall model to
identify and explain the main reasons
that lead readers to consult the news. In
view of this gap in the literature, not to
mention the interest evinced by
newspaper publishers in knowing the
reasons and needs of the readers of
current news stories in the new digital
medium,"® there is a clear need for an
overall analysis to account for the effects
of the various motivations simultaneously.

To this end, the preliminary stages of
the present research began by way of an
exploratory investigation. Specifically, the
first step consisted of defining and
bringing together a focus group with the
aim of the researchers familiarising
themselves more deeply with the subject
of analysis and making an initial
approach to the attitudes and behaviour
of newspaper readers.” A series of
in-depth interviews with a sample of
readers of both digital and traditional
newspapers was then held. These results
were enormously useful in fleshing out
the scope of the research and progressing
with the research as they highlighted the
importance of certain factors that have
not been considered in detail in the
existing literature.”’ Once the qualitative
studies had been analysed, some of the
basic reasons that lead readers to consult
or read the news were identified:

o Search for specific information (SSI). Many
of the readers interviewed affirmed that
they sought specific data of special
personal interest in the newspaper, such
as stock prices, sports results, and so
on.

o Search for updated news (SUN). Another
reason for reading a daily newspaper is
the desire to keep abreast of breaking
news (ie the latest events) or to follow
current affairs.

e Leisure — Entertainment (LEIS). Many
of interviewees said that they would

frequently begin reading current
information in the newspaper to pass
time or entertain themselves. Thus,
reading the news takes up a part of the
reader’s leisure time, while they acquire
knowledge of current affairs.

* Habit (HAB). There is a significant
segment of newspaper readers
motivated by a habit acquired over
time and generally associated with a
given time of day, when they will read
or leaf through the newspaper almost
systematically.

It seems logical that the internet has had
an impact on readers’ motivations and
their reading and information search
habits.>*** Thus, it is necessary to
establish which of the reasons leading
people to read the news significantly
influence the choice of digital rather than
traditional newspapers.

It would seem reasonable to assume
that people with a need to obtain
specific information will turn naturally to
online news, as the ease of search and
comparison is one of the factors
differentiating the internet from physical
media.”>* Tessio”’ argues that digital
versions of newspapers are aimed at the
pragmatic reader, who seeks information
that is relevant to his needs and ignores
matters of no immediate interest.
Furthermore, the internet may thus be
viewed as a vital research medium
allowing the user to search for needed
information.?®? So, it seems reasonable
to suppose that one of the basic reasons
for reading the news online is the need
to find precise information on a given
subject.

Other reasons possibly associated with
digital rather than traditional newspapers
could be the search for updated news.”
This is due to the immediacy and
updates that are key features of the
internet and are closely bound up with
breaking news.’'”* This was clearly
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demonstrated by the pattern of internet
use in the wake of recent world events
such as the September 11 terrorist
outrage™ and the March 11 train
bombing in Madrid.

However, other reasons may be more
closely associated with traditional rather
than digital versions of newspapers. Thus,
entertainment would be closely linked to
the behaviour of readers of the print
version. Indeed, Stephenson® pointed
out that reading traditional printed media
was associated with leisure moments.
Meanwhile, Bogart™ showed that reading
was relaxed and detailed when people
read their daily news on paper.

Similarly, the results of the qualitative
study suggest that reading frequently
takes place as a result of a daily habit of
looking at the newspaper at given times
of day or in certain situations. In
addition, according to Len Rios and
Bentley,” reading the news out of habit
is of considerable importance in
explaining the use of paper formats of
news delivery. Consequently, the habit
would be the least closely related with
reading or consulting digital newspapers.

DATA COLLECTION

To develop scales to measure the various
motivations for reading the news, an
exhaustive review of the specialist
literature was undertaken, as well as a
search for existing scales that could be
suitably adapted. Given the relative
scarcity of the existing literature,
however, it was necessary to take the
problem further by undertaking a series
of preliminary qualitative studies.”’
Having established the context of the
analysis and designed a series of questions
that would pick up the various factors
involved, the next step was to carry out
the survey itself. It was decided to do
this via the internet because the target
demographic for the study was internet

users, who have the opportunity to read
the news online and are therefore in a
position to choose to read the digital
rather than traditional newspapers.

The final questionnaire was then
prepared and published on a website
designed specifically for the purpose of
the research. This site presented the
research and its objectives and offered
the possibility of downloading the
questionnaire, allowing respondents to
answer on paper or using their PCs and
return it by email, fax or conventional
mail. Information was sent to various
distribution lists associated with a range
of subjects, and banners were placed on
the websites of electronic newspapers in
order to disseminate the existence of the
research. Variables were analysed using
seven-point Likert scales.

A total of 253 valid responses were
obtained from April to June 2004. This
gave a sample error of 6.2 per cent (at a
95.5 per cent level of confidence and
with infinite populations). The
representative nature of the sample could
be guaranteed by the similarity of the
profile of the interviewees with that
obtained in recent studies, such as those
by Asociacién Espafiola de Comercio
Electrénico™ or Asociacién para la
Investigacién de Medios de
Comunicacién.” More specifically, the
majority of interviewees were male (61.1
per cent) and aged between 25 and 34
years (47.1 per cent). In general, they
were well educated with 82.2 per cent
of the sample holding a higher education
qualification. The majority of the
respondents also had over five years’
experience of computers (83.6 per cent)
or as internet users (51.6 per cent).

PROCESS OF SCALES
REFINEMENT AND VALIDATING

To obtain scales that would allow the
valid and reliable quantification of the
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motivations of newspaper readers, a
process of fine-tuning was undertaken,
structured in two stages. First, a
reliability and unidimensionality analysis
was conducted, and secondly the content
and construct validity of the proposed
scales were checked.

Reliability and unidimensionality
analysis

The first step to guarantee the scales’
reliability was to calculate Cronbach’s
alpha value* and the item-total
correlation of each of the variables
analysed.*"* As a second stage in the
previous exploratory analyses of the
scales, a study of unidimensionality in
each scale was carried out by means of
an exploratory factor analysis.***

To guarantee the proposed scales’
reliability and validity, a series of
confirmatory analyses was carried out,
according to the methodology of
confirmatory model development.* This
methodology enables one to sift scales by
the development of successive
confirmatory factor analyses. With this
aim, those items which did not meet the
three criteria proposed by Jreskog and
Srbom were successively eliminated.***’
Acceptability of the goodness of fit of
the complete confirmatory model was
then checked.

The reliability levels of each indicator,
expressed in terms of R*, were all found
to be acceptable, taking into account a
minimum value of 0.5. To confirm the
definitive reliability of the scales, tests of
the composite reliability coefficient* and
the average variance extracted* were
carried out.

Validity analysis

The necessary validity analyses were
carried out to verify whether the designed
scales correctly measured the concepts.

o Content validity: No statistical tests exist
that would guarantee the validity of
the scale contents. In general, the
validity of a scale’s content may be
accepted if it has been developed on
the basis of existing theories in the
relevant literature. In the present case,
validity may be considered to be
guaranteed not only in view of the
rigour employed in the design of the
initial scales on the basis of the
literature,”®* but also because the
results and conclusions of the in-depth
interviews carried out, which were
endorsed by various experts in the
subject, have been taken into account.

» Construct validity: To asses construct
validity convergent validity and
discriminatory validity were checked,>
achieving satisfactory results in both
cases.

On the basis of preliminary work, it was
possible to establish the definitive scales
to measure each of the variables
considered in this study (see Appendix
1).

READERS’ BEHAVIOUR PATTERN

Before analysing the relationships
between the reasons for reading and the
choice of digital versus traditional
newspapers, it is necessary to explain
some descriptive results that could
indicate some preliminary conclusions
with important implications for this
research. Thus, to approach the analysis
of the different aspects which might have
a bearing on the analysis of newspaper
reading behaviour, a f-test on mean
diftferences for paired samples was run.
For this purpose, the questionnaire posed
a series of aspects to characterise the
typology of newspaper reading by the
respondent. Readers were asked to
indicate their degree of agreement or
disagreement with the statements through
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Table 1: Digital vs. traditional hehaviour patterns

Mean difference

Traditional newspapers

Focus your attention on specific information -1.36™"
Focus your attention on specific topics —0.84**
Read fairly quickly —0.91*
Skim and scan initially, focusing your attention later on news of greater interest -0.30*
Read at moments associated with job -1.52**
Digital newspapers

Read all types of news in a newspaper 0.69*
Read entire newspaper 0.78*
Read in a relaxed manner 1.08*
Read in a detailed manner 0.78**
Read in free time 1.46**
Read at home or outside the workplace 1.57*

*Coefficients significant to 0.05 level
**Coefficients significant to 0.01 level

Table 2: Reading the newspaper: week days and frequency

Traditional Digital
newspaper (%) newspaper (%)

When do you most often read newspapers?

Working week 30.8 78.4
Weekend 69.2 21.6
Newspaper reading frequency

Several times a day 0.9 36.6
Every day 37.6 40.1
Several times a week 35.1 15.1
Sometimes 21.9 6.3
Hardly ever 4.5 1.9

a Likert scale of seven points — from working days. In addition, most of the

‘totally disagree’ (1) to ‘totally agree’ (7),
in each medium.

The results highlight that reading
newspapers on the internet is
characterised by being focused on specific
subjects, fairly rapid, particularly in the
initial moments, before going deeper into
major interest and work-linked news. By
contrast, the news in traditional format is
read more thoroughly, in a more
detailed, relaxed manner, and is
associated with free time (Table 1). It is
therefore possible to defend the existence
of a clear duality of newspaper reading
behaviour in the physical and digital
environment.

Table 2 describes the different habits
for reading traditional/digital newspapers.
More specifically, traditional newspapers
are mostly read at the weekend, while
digital news is more commonly read on

interviewees read conventional
newspapers every day or several times a
week. On the other hand, 76.7 per cent
of the sample read electronic newspapers
with a higher frequency.

The results confirm significant
differences between the most valued
attributes of digital news and the
traditional daily newspaper. Readers were
asked to valuate different attributes of a
newspaper using a seven-point Likert
scale, from ‘not important’ (1) to ‘very
important’ (7), in each medium . To
verify this, a t-test on mean differences
for paired samples was run (see Table 3).
More specifically, results show that
immediacy, accessibility and free cost are
the most relevant attributes for electronic
news, while writing style i1s very
important in traditional news.
Nevertheless, three attributes do not
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Table 3: Digital vs. traditional newspaper attributes

Mean difference

Traditional newspapers

Writing style -0.27*
Digital newspapers

Immediacy/Update 2.16*
Free charge 2.58*
Convenience 0.48*
Design 0.63*
Accessibility/Interactivity 2.14
Readers’ services 0.57*

*Coefficients significant to 0.01 level

present significant differences between
either channel: editorial firm’s reputation,
sources’ quality and sources’ reliability:
These results are reasonable, as these
aspects are important for any reader,
regardless of whether they read digital or
traditional news.

THE INFLUENCE OF READERS’
MOTIVATION

A binary logistic regression analysis was
tested. This statistical analysis predicts the
likelihood that one of the options for the
dependent variable will occur based on a
series of independent variables.”® The
dependent variable reflects responses to
the question of whether or not
individuals read news online. The
independent variables are the four
motivations that lead people to read the
news as independent variables. These
were calculated in terms of the
arithmetical average of all of the items
comprising each of the refined scales.
Individually, the significance of each of

Table 4: Results of the logistic regression

the variables included in the analysis was
measured using Wald’s statistical test. As
may be observed in Table 4, both the
SUN variable and LEIS and HAB
exhibit significant values at 99 per cent.
Nevertheless, the score obtained for the
variable representing the first motive
(SSI) is not significant. The overall
significance of the regression coefficients
was confirmed using a g-test. This test
exhibits a x*> of 60.188 (4 df) and a level
of signification of 0.00. The overall
significance of the model is thus
guaranteed.

It was also necessary to analyse the
model’s goodness of fit. In the first place,
it was possible to establish global
goodness of fit on the basis of the value
of —2log likelihood of the model:
107.359.”7 The Hosmer-Lemeshow test
was also performed. The results indicate
that the proposed model provides a
satisfactory fit with the data (x> = 3.717;
df = 8; significance = 0.882)

Finally, the Huberty test was
performed with the aim of analysing the
predictive power of the model. The
results validate the statistical significance
of the overall correct prediction rate. In
addition, the predictive power of the
model is high, with a correct prediction
rate of 92.1 per cent.

Taking into account the significance
and the proposed model’s overall
goodness of fit and predictive power, it
is possible to confirm that the regression
is adequate for analysing the motivations
that might influence the decision to use

Variables B Exp (B) Wald
SSl -0.079 0.024 0.221
SUN 1.197* 3.309 27.130
LEIS -0.520* 0.595 6.640
HAB -0.571* 0.565 8.914
Constant 1.135 3.111 0.472

*Coefficients significant to 0.01 level
df =1
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the internet to read the news. Thus, the
model did not substantiate the existence
of any significant relationship between
motivation based on the search for
specific information (SSI) and reading the
online news. However, it has been
established that the motivation to search
for updated news (SUN) does influence
online reader behaviour. As this
relationship is positive, the more
motivated a reader is to search for
current news items immediately, the
more likely it is that they read the digital
rather than the traditional paper medium.
Finally, the last two variables considered
(leisure and entertainment [LEIS]| and
habit [HAB]) exhibit high levels of
significance and a negative relationship
with reading online newspapers. This
implies that the more motivated an
individual is to read the news for
pleasure, or merely out of habit, the less
likely they will choose the digital over
the traditional medium.

CONCLUSIONS AND
DISCUSSION

This paper has sought to identify why
people read newspapers and to develop a
model that accounts for the basic
motivations for reading the digital rather
than the traditional medium. The analysis
confirms the existence of a significant
positive relationship between motivation
related to the search for updated news
and online news readership. Motivations
related to reading as entertainment or
habit clearly have a significant negative
influence on the choice of digital
medium for newspaper reading.
Nevertheless, a significant relationship
between the motivation linked to the
search for specific information and online
news readership has been observed.

This could be because online
journalism 1is still at an early stage of
development, despite the enormous

relevance it has already acquired. At this
early stage, readers using the internet to
access the news are still relatively
inexperienced and unfamiliar with the
service. This unfamiliarity with the
medium may complicate online reading
of newspapers to some extent.
Furthermore, readers may consider the
degree of knowledge of the medium and
the website required for specific data
searches as a disincentive. Nevertheless,
this phenomenon may well fade away in
a relatively short time, given the speed of
progress made by the newspaper sector
in the electronic medium.

Another factor that could explain the
lack of a clear relationship between
specific information needs and
consultation of the digital rather than the
traditional news would be the weakness
of the search engines currently provided
by digital newspapers. These search
engines are largely underdeveloped and
offer few options to readers with specific
information needs. Thus, readers
frequently find that their searches do not
generate the desired results as quickly as
they may wish.

In conclusion, this research could
represent a step forward in the context
of this analysis and would remove some
newspaper industry concerns about the
possible cannibalisation of readers
between the physical and digital media.
A similar phenomenon also occurred in
the second half of the 20th century
when the television started to operate
versus the radio. However, time has
shown that both media are clearly
perceived by users as difterent
informative and entertainment products.
This is because these media are focused
on different targets or situations for use.

A study limitation worth noting is that
the sample is restricted to readers of
Spanish language newspapers. However,
the representativeness of the sample could
be guaranteed because the Spanish
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language is the fourth most common
language used on the internet.”® In
addition, certain variables defining readers’
motivations for reading digital news may
have been passed over. In this regard,
future research may be warranted, possibly
including new explanatory factors in the
model to describe reading behaviour.

MANAGERIAL IMPLICATIONS

There are significant implications for
management. The main aspects justifying
digital newspaper reading should be
considered by management personnel in
this type of news medium, in order to
potentate its use. Indeed, journalistic
firms should take advantage of the
internet’s possibilities and explore this as
an avenue for development. In such a
way, they could have undoubted future
opportunities.

If conclusive evidence for the
relationship between readers’ objectives
and the format used to pursue them were
provided, this could enable publishers to
progress with the differentiation of the
services offered via the two media and
achieve a better fit with reader
preferences. Indeed, it seems probable that
if the printed version and the digital
version of the same newspaper are
positioned adequately, readers would thus
perceive these services as complementary
products meeting the same generic need
(obtaining current information), but with
varying features for use in different
contexts. Thus, reading the printed
version of a newspaper may be more
advisable for eyesight than the digital
version and may also be preferred when
the reader has more time, or is interested
in reading a major part of the content of
the newspaper. Alternatively, reading a
digital newspaper may be preferred if the
reader is looking for a brief overview of
the news of the day; if they are looking
for the latest information, which has not

been published in the printed version; or
if only a few specific facts are being
sought.

However, it would be wise for
newspaper publishers to develop the
search engines offered on their websites
and improve search facilities for users.
Search engines should provide readers
with fast, helpful results, while websites
could be better structured to make them
simpler to use and navigate. This would
help overcome the barriers to digital
media use where the reader is motivated
by the need to find a specific piece of
information.

In any case, it is evident that digital
journalism is an alternative way of
providing news, which is becoming
increasingly consolidated and opening up
its own niche within the business of
journalism. Companies who propose to
offer both the printed and digital medium
simultaneously should therefore bear in
mind the new opportunities and
possibilities that the internet offers for the
newspaper business.
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APPENDIX 1: DEFINITIVE REASON SCALES FOR ONLINE

NEWSPAPER READERSHIP

The individual is asked to grade from 1-7 their level of agreement or disagreement

with the following statements:

Reason scale: search for specific information

SSI1 When | read the newspaper,
SSI3  When | read the newspaper,
Reason scale: search for updated news
SUN1 When | read the newspaper,
SUN2 When | read the newspaper,
SUN3 When | read the newspaper,
obtained.
SUN4 When | read the newspaper,

Reason scale: leisure
LEIS1 When | read the newspaper,
LEIS2 When | read the newspaper,

my objective is to find information on a specific subject.
my main motivation is to obtain specific information on a subject.

my obijective is find out breaking news.
my main motivation is to find constantly updated news items.
| am interested in the immediacy with which information can be

I am interested in highly current news items.

one of my objectives is entertainment.
my main motivation is to spend some leisure or free time.

LEIS3 | believe reading the newspaper is a pleasant pastime.

Reason scale: habit

HAB1 | routinely like to read the newspaper each day or most days.

HAB2 | like to spend the same time every day reading the newspaper.

HAB3 | like to read the newspaper every day at approximately the same time.
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