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Abstract  

The role of consumer motivation factors in online newspaper consumption cannot be 
ignored. Since the emergence of online newspapers two decades ago, the academia have 
not really delved into the factors that contribute to improved access and use of online 
newspapers in developing countries. Hence, this study proposes a conceptual framework 
which highlights the influence of consumer motivation factors on online newspaper 
consumption in the current ambiance of digital technology. Furthermore, the study aims to 
propose factors that contribute to increasing online newspaper consumption. This study 
will contribute to the body of knowledge as well as the practical field in guiding policy 
makers and media organizations as to the type of content people are willing to consume. 
This will help to retain extant consumers and attract new consumers on the basis of 
content provided to the audience. 

Keywords: Consumer Motivation Factors, Online Newspaper Consumption, Conceptual 
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A. Introduction 

Digital technology has brought many constructive changes into the process of 
communication and production. It helps to transfer and transmit information in a very easy 
and fast manner to the consumers. The Internet has made it possible for news media to 
directly contact users via the media (Pew Research Centre, 2013). Due to the influence of 
the Internet, online newspapers experience monumental growth globally. As a result, it is 
reported that the world now has 4200 online newspapers (Editors and Publishers, 2006). 
Very quickly after the advent of the internet, most conventional American newspapers 
moved to the Internet. Furthermore, Chyi and Lewis (2009) reported that in 2009, the 
media market featured not less than 1422 online newspapers for consumption by news 
readers. Meanwhile, China, a prominent “Asian tiger” has also kept pace with the progress 
in digital technology. According to scholars, most Chinese traditional media sources now 
have online versions, including online-only newspapers available for digital news 
consumers (He & Zhu, 2002; Xin, 2010).  

In line with global digital trends, Pakistan, which is a developing country according to 
researchers, has reportedly succeeded in migrating all its major conventional newspapers to 
the internet, thereby boosting the pace of their adoption of digital technology (Memon & 
Pahore, 2015; Yusuf et al, 2013). This development has affected global newspaper 
circulation and consumption trends. Scholars have affirmed that conventional media -  
especially newspapers -  are declining continuously (Ahlers, 2006; Project for Excellence in 
Journalism, 2007). Similarly, Sachin (2013) asserts that Indian editors and newspaper 
proprietors are already debating the timelines for the demise of hard copy newspapers and 
the rise of online media. As a result, people prefer to consume news from online 
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newspapers, and it is reported that youth are inclined more towards online newspapers 
because they are the tech-savvy generation. Therefore, print newspapers are facing many 
challenges such as readership, circulation and market access, as news consumers now prefer 
to go online to source news from news websites. 

Additionally, prominent scholars of online media have affirmed that news consumers have 
alternative sources; conventional media and online newspapers (Chyi & Lee, 2013; Lee & 
Chyi 2014). These scholars emphasize that some motivating factors influence online 
newspaper consumption. These include information motivation, entertainment motivation, 
social motivation and opinion motivation. Besides, Flavian and Gurria (2009) in their 
studies on the attitude towards online media pointed out that consumer motivation 
positively influences other peoples’ attitudes, and creates affiliation and trust. Furthermore, 
O’Brien, Freund, and Westman’s (2014) qualitative study insists that there are certain 
factors that motivate consumers to browse for news of interest. Meanwhile, some studies 
have been carried out in Western contexts on news consumption (Boczkowski & Peer, 
2011; Hermansson 2013; Mitchelstein & Boczkowski, 2010). Previous studies are related to 
format, home page, content, usability (Zhou & He, 2002) and other studies focused on 
news seeking behaviour (Qayyum, Williamson, Liu, & Hider, 2010). 

However, previous literature has not focused much on online newspaper consumption 
from the audience perspective. This indicates a gap in the literature, and this new trend in 
news consumption from online newspapers needs to be addressed in the context of 
developing countries (Shim, Golan, Day, & Yang, 2015). However, most studies focus on a 
plethora of media genres such as television, radio, newspapers, the Internet, blogs, online 
newspapers (Lee, 2013, Lee & Chyi, 2014, Memon & Pahore, 2014, 2015). Despite the 
exponential increase in news consumption studies around the world, only little research is 
carried out on motivating factors for online newspaper consumption.  Thus, this study will 
focus on consumer motivation factors for online newspaper consumption in Pakistan. In 
contrast, previous studies indicate that online newspaper consumption is a new field of 
research which enjoys less attention by academicians and researchers under the Uses and 
Gratifications Theory (Borah, Thorson & Hwang 2015; Lee & Chyi, 2014; Wei & Lo, 2015; 
Xin, 2010). 

 

B. Literature Review 

Consumer Motivations 

Studies under the Uses and Gratifications Theory point out that there are several 
motivation factors for media usage. For example, literature shows that some people 
consume news media for entertainment, while others consume such for interpersonal 
utility, social norms and values and/or fun and laughter. Furthermore, Ruggiero affirmed 
that consumers have different motivation factors for different media. For example, 
motivation factors for newspapers may differ from those for television and motivation 
factors for online newspapers may differ from those for digital media (Ruggiero, 2000). 
Hence, this study focuses on the three basic motivation factors for online news 
consumption; information motivation, entertainment motivation, and social motivation 
(Kats et al., 1973). 
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C. Information Motivation and Online Newspaper Consumption 

Basically, people consume media for the purpose of sourcing information (Hastall, 2009; 
Shoemaker, 1996). In this regard, prominent scholars have pointed out that news 
consumers usually consume media for current information and current affairs (Diddi & 
LaRose, 2006; McQuail, Blumler, & Brown, 1972; Rubin, 1984; Rubin & Perse, 1987). 
According to the Uses and Gratification Theory, information-motivated news 
consumption deals with surveillance and fulfilling the need to know, while also highlighting 
what is happening contemporary times (Diddi & LaRose, 2006; Hmielowski, Holbert, & 
Lee, 2011; Katz, Haas & Guvrevitch, 1973; Lee & Chyi, 2014; McCombs & Poindexter, 
1983). Nam (2014) also asserted that news consumers get information to feel empowered, 
knowledgeable and confident before others. 

Moreover, media consumption is based on certain factors that are motivated by specific 
reasons (Levy & Windahl, 1985; Rubin, 2008). For example, studies on digital media 
confirmed that information motivation and entertainment motivation influence the use of 
the Internet (Papacharissi & Rubin, 2000). In addition, previous U&G research has broadly 
examined online news consumption with regards to the effect of consumer motivation on 
online newspaper consumption and online activities. Therefore, Chung and Yoo (2008) 
described consumer motivations for online news consumption as a multidimensional 
concept. Similarly, news consumers prefer to get information about politics, current affairs 
and global affairs through online newspapers (Memon and Pahore, 2014; Shaheen, 2008).  
Furthermore, current studies have demonstrated that information motivation is a powerful 
predictor of online news consumption (Lee & Chyi 2014; Chung & Yoo, 2008; Lee, 2015).  

As such, following the literature review, the hypothesis below was developed. 

H1 : Information motivation has a positive influence on online newspaper consumption. 

 

D. Entertainment Motivation and Online Newspaper Consumption 

Just as some people are motivated to use the news for information, others are drawn to the 
entertainment aspect of news media. The proponent of the Uses and Gratification theory 
explained entertainment motivation as aesthetic pleasure, enjoyment and emotional 
comfort (Katz et al., 1973). Therefore, entertainment motivation implies that news 
consumers seek for news media that satisfy their enjoyment and pleasure needs. Chyi and 
Lee (2015) defined entertainment as an activity designed to give pleasure or relaxation to 
the audience, and it has been considered a significant motivation for online news 
consumption. 

While people use news media for entertainment, Bandura, Bryant and Zillmann, (1994) and 
Nam (2014) also contend that consumers use media to purposely change and control mood 
and excitatory states. Some previous studies on the conventional media found that the 
main reason for the use of the media after information is entertainment. Therefore, they 
pointed out that entertainment motivation enhances the use of the media (Hmielowski, 
Holbert, & Lee, 2011; Katz, Haas, & Gurevitch, 1973; Lin, Salwen, & Abdulla, 2005; 
Rubin, 1984). Similarly some current studies on online news media also confirm the 
findings that support the notion that entertainment motivation is a key factor behind online 
newspaper consumption (Chyi & Lee, 2013; Lee, 2013; Lee & Chyi, 2015, Lee & Chyi, 
2014), and further insisted that entertainment motivation can contribute to increased usage 
of news media. 
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As a result, following hypothesis was developed;  

H2 : Entertainment motivation has a positive influence on online newspaper 
consumption. 

 

E. Social Motivation and Online Newspaper Consumption 

Socially motivated news consumption refers to consumption of news for social values, 
norms and interpersonal utility (Palmgreen & Rayburn, 1979). The Uses and Gratification 
Theory assumes an active and purposeful news audience that consumes mass media to 
fulfill social needs (Case, 2012; Katz, Blumler & Gurevitch, 1973-74; LaRose & Eastin, 
2004; Ruggiero, 2000). According to Lee (2013), social motivation suggests that consumers 
want to keep up with their surroundings and what is happening around them, and 
consumers want to present themselves as knowledgeable, hence they need to be sociable 
and follow what others are doing. News media give information about the lives and 
situations of others, create a sense of belonging in a group, allow people to establish 
common ground through information sharing and provide knowledge and tools needed to 
fulfill social roles and maintain relationships (Chua et al., 2012; Lee & Ma, 2012; Lin, 1999). 

Furthermore, current studies (Lee, 2013; Lee and Chyi, 2015; You, Lee, & Kang, 2013) on 
news consumption and online newspaper consumption affirmed that social motivation 
influences news consumption. 

Therefore, social motivation refers to social utility in the literature of Uses and 
Gratifications. Furthermore, Marshall (2007) assumes that social motivation is the social 
need to keep up with current events or acquire knowledge of the world for the purpose of 
interacting with others.  

According to U&G theory, individuals interact with each other to achieve a sense of 
belonging (Rubin, 1986). Hence, previous studies especially on Internet use also pointed 
out that social motivation positively influences Internet use (LaRose & Eastin, 2004; 
Papacharissi & Rubin, 2000). For instance, Howard and Corkindale (2008) found that 
social motivation is positively related to consumption of online news. In terms of social 
media use, socializing is considered to be one of the motivations for which college students 
participate in Facebook group discussions (Park et al., 2009).  

Hence, on the basis of available literature, the following hypothesis was proposed; 

H3 : Social motivation positively influences online newspaper consumption 

 

F. Conceptual Framework 

The conceptual framework presented in Figure 1 is based on the following studies (Lee, 
2013; You, Lee, & Kang, 2013; Kats et al, 1973) on online news consumption. The 
framework shows that consumer motivations influence online newspaper consumption. 
This study proposed that information motivation, entertainment motivation and social 
motivation have positive influence on online newspaper consumption. The proposed 
framework explains how information motivation, entertainment motivation and social 
motivation influence online newspaper consumption. It relies on the theoretical perspective 
of Uses and Gratification Theory (U&G). The U&G Theory proposed that consumers are 
active and individually make choices of media consumption on the basis of their 
psychological and social motivations to gratify different needs (Jamal & Melkote, 2008; 
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Meyrowitz, 2002; Rubin, 1994). Therefore, the hypotheses proposed within this framework 
are based on the theoretical argument of the U&G theory.  

 
Figure 1: Conceptual Framework 

 

G. Methodology 

Based on the proposed conceptual framework presented in Figure 1, this study suggests the 
quantitative survey approach. For this study, measurement scales are adopted from 
previous literature mainly used in Western contexts. As such, the measurement scale was 
modified for the Asian context, especially for Pakistan (Pahore, Norsiah, Awan, 2017). 
Meanwhile, a survey questionnaire will be distributed to the respondents. After data 
collection, data will be screened and then finally analyzed using PLS-SEM version 3 for 
measurement and structuring model for the currently proposed model.  

 

H. Conclusion 

This paper proposed a framework to decipher the effects of consumer motivations 
(information motivation, entertainment motivation and social motivation) on online 
newspaper consumption. Quantitative survey data will be collected to authenticate the 
framework proposed in this study. If validated, this model will be of great significance to 
the body of knowledge on online newspaper consumption. Also, the resultant analysis will 
provide empirical evidence for the U&G theory. The results of the study will give a big 
picture of consumer motivation, which contributes to an increase in online newspaper 
consumption among users. Therefore, media organizations should carefully present news 
stories in their online newspapers to attract new consumers and retain existing consumers. 
Specifically, this will also guide policy makers and internet providers in consumer strategy. 
Most importantly, this study will help discover which motivation factors contribute more 
to enhancing consumption of online newspapers in Pakistan. 
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