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The purpose of this master's thesis was to investigate the effects which
benefits obtained from reading a newspaper and using its website have on
behavioral outcomes such as word-of-mouth behavior and willingness to pay.
Several other antecedents of willingness to pay have been used as the
control variables. However, their interrelations haven’t been hypothesized.

The empirical part focused on a case company — Finnish regional
newspaper. Empirical research has been conducted using a quantitative
method and data was collected via online survey placed on newspaper’s
website during 2010. 1001 responses have been collected.

The results showed that benefits obtained both from traditional printed
newspaper and from online one have positive effects on the word-of-mouth
about this newspaper and its website. However, it has been revealed that
benefits obtained from reading the newspaper don’t have effect on the
willingness to pay for this newspaper. Additionally, only interpersonal and
convenience benefits obtained from using the newspaper’s website influence
on the willingness to pay for it. Finally, willingness to pay for the bundle of
printed newspaper and its website access is affected positively only by the
information/learning benefits obtained from reading the newspaper and by
the interpersonal benefits obtained from using the newspaper’'s website.
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1 INTRODUCTION

This chapter familiarizes the reader with the topic of this research. First it
presents the background information and explains the significance of the
current study, then the literature review is given to define the research gap,
followed by the description of research problem and questions, theoretical
framework, definitions of the key concepts, and limitations of research. At the
end of this chapter a brief introduction of the research methodology and

thesis structure is given.

1.1 Background

Nowadays a growing number of people read news online. Researchers state
that the main goal of majority of the Internet users is to read breaking news
and search for the instantaneous information. (Kaye and Johnson 2004,
AIMC 2005, Flavian and Gurrea 2006a) Previous research on news
consumption concentrated mainly on the duality of press media, studying the
possible threats which might be imposed on the traditional printed
newspapers by the usage of Internet channel, e.g. such as cannibalization of
readers (Deleersnyder et al. 2002, Ghosh 1998, Frazier 1999, Gilbert 2001,
Flavian and Gurrea 2006a). But it has been recently revealed that many of
those who consume news online prefer to use other sources of news as well
(Chau 2013, Flavian and Gurrea 2006a, Chyi and Chadha 2011). However,
there is a lack of in-depth studies about the behavior of the printed

newspapers’ consumers online. (Flavian and Gurrea 2006a, 2009)

Therefore, this work is going to explore the consumption of both printed and
online newspapers, more specifically the benefits which consumers can gain
through it, and its relations with such behavioral consequences as word-of-

mouth and willingness to pay. The above mentioned concepts and their


http://www.multitran.ru/c/m.exe?a=118&t=6203784_1_2

relations are going to be studied from the perspective of the uses and
gratifications theory, which has proved to be an appropriate theoretical
approach for studying adoption and consumption of media (Chen and
Corkindale 2008, Ruggiero 2000, Flavian and Gurrea 2009).

Many specialists of media industry believe that newspapers are on the verge
of crisis nowadays as more and more people prefer easier and faster ways of
getting news. The internet is being increasingly used for this purpose. (Pew
Research Center 2008) Over there the news can be retrieved free and with
less effort. Printed newspapers circulation is going down as well as the
revenues of the publishers (Piasecka 2008). Therefore, the question of
producing a profitable online content is highly significant for the publishers
nowadays. Many printed editions are having also the online versions,
however, not all of them found the ways of charging for them. Thus, it is
essential to know which benefits the customers are getting from the
newspapers and how they can be used to improve the financial results of the

newspaper organizations.

Understanding the benefits which consumers aspire to obtain through
reading printed or online newspapers can help the publishers make such
strategic decisions which would increase the customer value of the
newspaper and thus trigger the positive behavioral outcomes. Knowledge of
the effects of benefits on the word of mouth behavior will give the
practitioners insights on which customer benefits are crucial for getting a
word-of-mouth promotion which in turn can lead to higher readership. While
knowledge of the effects of obtained benefits on willingness to pay will allow
managers to tailor their offerings in such way that they would look more
attractive for the consumers and would make them pay for them. The results

of the thesis are expected also to help the practitioners develop reasonable
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pricing strategies for their offerings which can raise the profitability of their

businesses.

The purpose of this thesis is to contribute to the knowledge of consumer
behavior in online and offline news consumption and to develop an
understanding of how the benefits, obtained from reading news online and
offline, source the willingness to pay and word-of-mouth behavior of
consumers. Additionally this thesis contributes to the development of uses
and gratifications theory in the online and traditional newspaper industry

context.

1.2 Literature review

Uses and gratifications theory (UGT), developed by Katz et al. in 1974, has
been considered by many authors to be an appropriate perspective for
studying the consumption behavior in the media context as well as
motivations of the users and readers (Eighmey and McCord 1998, Stafford et
al. 2004, Ruggiero 2000, Chen and Corkindale 2008, Flavian and Gurrea
2009). According to UGT, the people’s choices of media are guided by their
certain cognitive and affective needs (Katz et al. 1974, Chen and Corkindale
2008). The needs which have been generally defined for such media as TV,
radio and newspapers, include surveillance, personal identity, information
learning, entertainment, social interaction, companionship and escape (Chen
and Corkindale 2008).

Flavian and Gurrea (2006a) identified the basic goals for reading the press
and their influence on the decision to read the digital newspapers. According
to them, there are three basic goals: search for specific information, search
for updated news, and leisure — entertainment. First two of them usually lead

the readers to choose a digital newspaper, but the latter one is more
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associated with the choice of a traditional medium. (Flavian and Gurrea
2006a)

In the reviewed studies on the UGT (e.g. Flavian and Gurrea 2006a, Chen
and Corkindale 2008, Guosong 2009, Papacharissi and Mendelson 2007,
Papacharissi and Rubin 2000) the authors talk about the above mentioned
concepts, e.i. motivations, needs, goals and sought gratifications, calling
them differently but meaning more or less the same thing — the reasons, due
to which people decide to read newspapers or use any other media.
Ruggiero (2000) states that there is a lack of clarity among the central
concepts of the uses and gratifications theory and researchers are
contributing to it more by being inconsistent in defining the concepts such as
uses, motives and gratifications. The focus of this work is not exactly on the
reasons or motives leading to the decision to use the newspapers or browse
their web pages, but more on the consequences of their uses. It seems
logical and therefore can be stated that the use should lead to the
satisfaction of certain needs for different extents and in this way gaining
certain benefits. In the previous research on the UGT there have been
defined such notions as gratifications sought (GS) and gratifications obtained
(GO) (McQuail 1983). In my view the focal concept of this thesis — obtained
benefits — resembles in its meaning the concept of gratifications obtained as
both of them are the outcomes of need satisfaction. Therefore, the literature
review in this part will focus around the previous studies of obtained
gratifications.

This thesis is aimed at researching the relations between such constructs as
obtained benefits (OB), willingness to pay (WTP) and word-of-mouth (WOM)
intentions. The research of gratifications has a long tradition and the main
authors who studied these issues are Berelson (1949), Katz, Blumler,
Gurevitch (1974), and McQuail (1983). All of them concentrated on the
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psychological and social aspects of media gratifications and on studying the
satisfaction of users as a consequence of media use. But other
consequences related more to marketing or commercial areas such as
willingness to pay and word-of-mouth references haven’t been studied in

details.

However, the dependent variables of the current research have undergone a
profound research. WTP has received a high attention in marketing literature,
including advertising and consumer dealing patterns areas (Homburg et al.
2005a, Karla and Goodstein 1998, Krishna 1991). The word-of-mouth as a
central concept and its antecedents are discussed in studies of Matos &
Rossi (2008) and Brown et al. (2005).

Some authors, like Mitchelstein and Boczkowski (2010), state that there are
no big differences between news consumption on internet and through
reading newspapers. In the current thesis this issue is examined by
comparing the obtained benefits from reading printed newspaper and from

using newspaper’s website.

1.3 Research questions

The aim of this thesis is to determine the main benefits which are obtained by
the consumers of multiplatform news and to gain an understanding of
whether and how those benefits influence on further consumer behavior,
namely on consumer satisfaction from use of newspaper or its website,
willingness to pay for content and word-of-mouth intentions. Therefore, below

can be found formulated research questions, which will help to fulfill this aim.
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The main research question is:

Which benefits are obtained when using the printed and online newspapers

and what are their effects on consumer behavior?

Supportive questions are:

1. Which benefits can be obtained by consumers when using the printed
newspaper?

2. Which benefits can be obtained by consumers when using the online
newspaper?

3. How do obtained benefits influence the word-of-mouth behavior of
consumers of printed newspaper and online newspaper?

4. How do obtained benefits influence the willingness to pay for the printed

newspaper, online newspaper, and for the package of both?

1.4 Theoretical framework

The theoretical framework of this research is reflected in the Figure 1. It is
visible that the study focuses around investigating the effects of obtained
benefits on willingness to pay and word-of-mouth behavior. The concepts
and their relations are going to be studied from the perspective of the uses

and gratifications theory.

The framework reflects the main hypotheses of the study. It is suggested that
the obtained benefits affect the word-of-mouth behavior and willingness to
pay. Thus, word-of-mouth behavior and willingness to pay are considered in
this thesis as the consequential outcomes of consumer purchase behavior.
Based on the literature review, the direct links of the obtained benefits and

these constructs haven'’t been fully studied. Therefore, it's interesting to see
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the effects of the benefits, which consumers receive through a purchase and
use of the product, on their desire to spread the word about it and to pay for
it.

/ Uses and Gratifications Theory \

/ Consumer behaviou r\

Willingness to pay
Obtained

= .
-

- /

Figure 1. Theoretical framework

1.5 Definitions/key concepts

Obtained benefit — is an advantage received by a consumer while or after
purchasing a product or service.

Willingness to pay — is the maximum amount of money consumer is ready to
pay for a product or service (Cameron and James 1987, Krishna 1991). It is
also a “measure of value which a person assigns to a consumption or usage

experience in monetary units (Homburg et al. 2005a, 85).

Word of mouth — “informal, person-to-person communication between a
perceived noncommercial communicator and a receiver regarding a brand, a

product, an organization, or a service" (Harrison-Walker 2001, 63)
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1.6 Delimitations

This research concentrates on the newspaper industry. It doesn’t cover
magazines, TV or other types of media. Moreover, it is done for a certain
company in newspaper industry. Hence it may lead to some limitations in
applying its results to other companies as they will be mainly generated for

the focal one.

Empirical part of the research is dealing with the sample consisting of only
Finnish newspaper consumers, and it could be worth of validating the results

with a more international sample.

The research covers only obtained benefits as the antecedents of willingness
to pay and word-of-mouth intentions. Several other variables are used as
control variables in the analysis, specifically, education, gender, frequency of
reading the newspaper, frequency of using the website, whether the
respondent is a subscriber of a newspaper, whether the respondent lives in
the region of the newspaper and amount of hours per week spent on the
newspaper's website, amount of years the respondent has been using the
newspaper's website. Other variables are not considered. The following

chapter describes the research methodology employed in this thesis.

Such concepts as satisfaction and income are not considered in this thesis.
However, satisfaction was quite frequently studied as the antecedent of
word-of-mouth and willingness to pay in earlier studies (e.g. Molinari et al.
2008, Wirtz and Chew 2002, Wangenheim and Bayon 2007, Gounaris et al.
2007, Homburg 2005a). Income could have been used as a control variable
in the current study, but during the measures development preference was

given to the educational level, which was used as its proxy.
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1.7 Research methodology

Theoretical part of this study is based on available literature about consumer
behavior explored from the perspective of uses and gratifications theory in
the context of newspaper publishing industry and other industries, including

academic books and journals.

Empirical part includes quantitative research of printed and online
newspapers’ users via online survey. This method of collecting information
was chosen due to its efficiency and convenience, it allowed to quickly reach
the respondents. More detailed description of research method is presented
in the Chapter 5. The data were collected during 2010 with the help of online
guestionnaires, which were linked to the focal newspapers’ websites. Hence,
the samples consisted of newspapers website’s users. Overall four Finnish
regional newspapers have been involved in the project. (Tarkiainen et al.
forthcoming) But in this thesis only one newspaper is considered. The title of
the newspaper is not mentioned due to the matters of confidentiality. The
part of the collected data used in this study constitutes the biggest dataset

out of four collected (n=1001).

1.8 Structure of thesis

The first chapter of thesis is the introduction which consists of the research
background description, research questions and objectives formulation, brief
literature review and theoretical framework. This chapter also includes the
definitions of key concepts, delimitations of the study, description of research

methodology and research structure.

The following three chapters contribute to theoretical part of this research.

The uses and gratifications theory approach is applied to identify the benefits
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which consumers get from using the newspapers and their websites.
Therefore, the Chapter 2 is dedicated to the discussion of the background of
U&G theory research and familiarizes the reader with this theory, its main
concepts and authors, giving special attention to the obtained benefits, as
they are the main concept of U&G theory around which this thesis is focused.
In the third chapter the concept of word-of-mouth is discussed together with
its background research. The following fourth chapter is dedicated to the
discussion of willingness to pay and its background research. In these two
chapters the relations of these concepts with the concept of obtained benefits
are studied and the hypotheses are built in line with the existing literature.

Theoretical chapter is concluded with the summary of hypotheses.

Theoretical chapters are followed by the fifth chapter, which contains the
description of methodology of the research. The measures development and
validation of their choice are presented and discussed there. Further the
guestionnaire design is presented. After that the sampling, response rate,

data collection and coding are described.

The results of the empirical part are presented and analyzed in the sixth
chapter. The last seventh chapter of the research covers the theoretical
contribution, managerial implications, limitations, and suggestions for further

research.
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2 USES AND GRATIFICATIONS THEORY AND RELATED CONCEPTS

In this chapter the definition of Uses and Gratifications theory (U&G theory),
the brief historical overview, the main areas of application and the main
concepts, developed by researchers, are presented. A special attention is
given to the existing works in the context of the news industry in traditional

and Internet formats.

2.1 Uses and Gratifications theory background research

Background research of U&G theory introduces the path of development of

the theory, its main principles, main authors and concepts.

2.1.1 Historical overview

Uses and Gratifications theory is a psychological communication approach
which allows to examine how different people use mass media. Some
authors termed the U&G perspective as being able to help us understand
relationships between people and technologies (Williams et al. 1994,
Papacharissi and Rubin 2000). The first research in the area of U&G theory
dates back into 1940s to the beginning of empirical mass communication
research, and is thought to originate from Lasswell’'s (1948) model, which
explained who, how and with which effects uses different types of media.
According to Lasswell’s model, the main functions of mass media included
surveillance of the environment, correlation of events and transmission of
social heritage and served as the basis for formulating the media needs and

expectations (Papacharissi 2008).

The first works in U&G theory were mainly studying the traditional media: the

gratifications derived from listening to the radio, namely to the quiz programs
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and soap operas, motives for getting interested in serious music on radio, the

functions of newspaper reading and so on (Katz et al 1974).

These early works allowed to conclude that media can assist people in
satisfying certain everyday needs and resulted in late 40s and 50s in the new
studies of media processes from a more functional perspective.
(Papacharissi 2008) However, the approach used in those studies differed
from today’s U&G theory and researchers were primarily interested in
studying what effects media messages have on audience, basically what
media does to people, and not what people do with media. Media was
considered to have direct, standardized effects on the easily influenced
audience (Hanson 2008).

Although the U&G approach emerged already before 1950s, it started to take
the shape it has nowadays in the second half of the 20" century due to the
works of researchers Blumler & Katz (1974) and Herzog (1944) who

contributed greatly to establishing the structure of the approach.

Unlike the established ideology, they saw the audience as being able to filter
and select the media messages. According to Blumler and Katz (1974),
people are different in their social, psychological and demographic
conditions, which in turn influence their needs, media motives, choices, uses,
and outcomes of using media. Users are supposed to have certain reasons
which direct their choice of a media source to best satisfy their needs.
(Blumler and Katz 1974, Katz et al. 1974) Such audience-centric approach to
the media effects was revolutionary at those times and it altered the way how

the scholars looked at mass communication.

Proposed by Katz et al. (1974), the uses and gratifications theory included

the following main assumptions:
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1. Active audience. The majority of the mass media usage is goal-driven and
is an outcome of certain motivation or need.

2. In the mass communication process initiative in choosing the media to
gratify a certain need belongs to audience. It is people who use media, rather
than media that uses people.

3. There is a competition between media and other sources of need
satisfaction. Thus, media must possess the ability to fulfill a wide array of the
audience’s needs.

4. The audience is sufficiently self-aware to be able of communicating their
specific interests and motives for media selection and usage in particular
cases.

5. Media content and exposure is important as well as the context where the

exposure happens.

Due to the above mentioned assumptions, especially the ones related to
active role and free will of the consumer of communication messages, the
strength of the uses and gratifications theory is believed to be in its flexibility

and descriptive power (Harwood 1999).

2.1.2 The framework and the main concepts of U&G theory

This section examines the overall framework and the main concepts typically
encountered within U&G research in various contexts. According to
Papacharissi (2008), despite the diversity of contexts to which the U&G
theory is being applied, there exists a common frame of analysis in such
studies. They typically focus on motives, goals, social and psychological
antecedents, and cognitive, attitudinal, or behavioral outcomes, also called
effects. Audience needs are expressed as motives for using the medium and

are linked to social and psychological features of the person. Based on the



21

perceived needs, social and psychological characteristics and media
attributes, people use the media and obtain the gratifications. A study where
the U&G approach is utilized would normally focus on a certain medium or
compare the uses and gratifications across different media. (Papacharissi

2008) Further each concept of theory will be considered briefly.

Motives are the general dispositions which influence people’s actions taken
for the fulfillment of need. Motives have been investigated by researchers in
different contexts which include watching soap operas (e.g. Babrow 1987,
Perse 1986), watching news programs (e.g. Palmgreen et al. 1980, Perse
1992), using the internet (Papacharissi and Rubin 2000, Perse and
Courtright 1993), and many other types of media. In motives research an
essential role belongs to Greenberg’s (1974) work, which explored the
motives of British children to watch TV. Later the established scale of
motives was applied in different contexts. Specifically, Rubin (1983) came up
with nine main motives of TV watching: relaxation, companionship,
entertainment, social interaction, information, habit, pass time, arousal, and

escape.

The mediating concepts which influence on the selection of the medium,
content, amount and motivation of use are usually presented by social and
psychological antecedents. Such antecedents have been revealed to include
contextual age, locus of control, affinity with certain media, unwillingness to

communicate, loneliness, anxiety, creativity, and so on. (Papacharissi 2008)

Among the consequences and effects of media usage researchers have
given considerable attention to media dependency (e.g. Greenberg 1974,
Rubin 1983, Rubin 1994). Media dependency is the tendency to rely heavily
on a particular medium for the satisfaction of the needs and wants

(Papacharissi 2008). Dependency on the medium was revealed to be
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connected with the absence of functional alternatives (Rosengren and
Windahl 1972). Also the development of dependency can be triggered by the
social and psychological attributes, as those attributes influence on the
availability of the communication alternatives (Papacharissi 2008).

Another approach to the media effects which exists in the U&G research
utilizes the integration of the expectancy value models with the research of
gratifications sought and obtained. This thesis work is focused on studying
the effects of media usage by applying this approach through researching the
obtained benefits. At the same time the part of sought benefits, related more
to the antecedents of media behavior, is not investigated. According to Rubin
(2002), currently researchers tend to highlight the recently developed line of
research which draws a distinction between the concepts representing the
antecedents of media use (e.g. sought uses and gratifications) and the
consequents of media use (e.g. obtained gratification, benefits). Whereas, on
the early stage of U&G theory development, the research in this area was
heavily criticized for the inconsistency between concepts, related to
antecedents and consequences of media usage, and for concentrating
mainly on the antecedents (Lometti et al. 1977, Swanson 1977, Ruggiero
2000).

As the context of interest of this work is related to the news consumption,
next the attention is given to the review of the studies of traditional and online
news media from the U&G perspective.

2.1.3 Duality of news media

The early U&G studies were examining primarily the traditional media

sources such as newspapers, television, radio, etc. Contemporary studies
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shift their focus to a newer media and Internet, as the technology continues

to grow and various new forms of media emerge. (Papacharissi 2008)

Internet has changed the logics of certain activities, businesses and
processes of communicating and transmitting the information between
companies and customers. Newspaper industry is one of such businesses

strongly affected by the development of the new medium.

LaRose and Eastin (2004) state that in a big number of studies U&G have
been applied to study the Internet usage (e.g. Dimmick et al. 2000, Kaye
1998, Lin 1999, Papacharissi & Rubin 2000, Parker & Plank 2000, etc.).
However, the body of work dedicated specifically to studying the users’
behaviour for reading the online newspapers is not yet big enough despite

the interest in this area (Flavian and Gurrea 2009).

In the recent past, with the emergence of new medium, many media scholars
expressed concerns about the growth of Internet and believed that it could
threaten the traditional forms of media, especially network television and
newspapers. They identified Internet as a potentially disruptive technology to
the traditional media. (Ahlers 2006) These concerns were based on the
assumptions that the new media were increasingly filling similar needs of the
audience, and could displace the use of traditional media like newspapers
(Ruggiero 2000).

However, the mass migration of traditional news media consumers to the
online news media sources is not supported by the facts. According to Ahlers
(2006), who was studying the US adults, such migration has partially
occurred among them, but the majority of them use the online media as a

complement rather than a substitute.



24

Majority of the printed newspapers nowadays have the websites and the
supply is growing. The number of digital newspapers worldwide has reached
over 4,200 nowadays (Flavian and Gurrea 2009). It is explained by nearly
zero duplication costs (marginal cost to produce additional copy), low
distribution costs, fast speed of reaching the reader, and more direct contact
and interaction with users (Ahlers 2006). Demand for the news on the
Internet is also growing. According to Flavian and Gurrea (2009), news
websites and online newspapers are among the most visited websites on the

Internet.

One of the first aplications of U&G theory to digital news was done in the
work of Lin, Salwen, and Abdulla (2003). They looked at the differences in
audience motives and uses between online and printed news. It is evident
that the studies in the area of online news have started just recently,
therefore, it is relatively under-explored area, and there is a growing
necessity to complete this theory in a digital context (Stafford et al. 2004).

In order to better understand how the media behaviour was being studied by
scholars and to highlight the changes happening in the media research as
well as to familiarize the reader with the perspective which is applied in the
current research the overview of the U&G theory as well as all its concepts
have been given in earlier chapters. In the following chapter the attention is
focused on one particular concept out of the whole U&G framework, which is
of interest in this study — the obtained benefits, which consumers can derive

from using such media as printed and online newspapers.

2.2 Obtained benefits in traditional and online newspapers use

In this chapter the benefits which are obtained from usage of printed and

online newspapers are going to be discussed. Knowledge of benefits derived
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by customers through the consumption of the product or service is essential
for the company, because the value of the relationship with the company is
evaluated by the consumer on the basis of obtained benefits compared with
the incurred costs (Homburg et al. 2005b, Parasuraman 1997, Woodruff
1997). Therefore, Hofstede (1980) argues, that in order to be competitive, it's
essential for the company to understand the benefits which are important for
consumer and to deliver them efficiently. Moreover, the identification of the
benefits obtained by users of newspapers in the current study is done with
the aim of researching their influence on further behavior of the user and his
willingness to pay for the newspaper (printed and online) and emergence of

word of mouth.

As it was mentioned earlier, the U&G approach is applied here in order to
identify the benefits which customers can obtain from reading printed and
online newspapers. After the review of previously done research on the
benefits of media use in U&G theory, it turned out that the concept of
obtained benefits has been labeled differently in them, and the most similar
in their meanings are the concepts of obtained gratifications and motives.
Obtained benefits are close to obtained gratifications as they both are the
consequences of media use and can also be called the satisfactions granted
by the consumption of the media content (Barton 2009, Stafford et al. 2004).
At the same time, they are close to motivations as they may drive the choice
of a specific type of media (Parker and Plank 2000). In fact, several
researchers have emphasized the lack of clarity among the key terms of the
U&G paradigm (Papacharissi 2008, Ruggiero 2000, Swanson 1977) and
many of them use such terms as needs, motives and gratifications

interchangeably.

A list of previous studies of different media use motives and gratifications (i.e.

benefits) can be found in the Table 1. The reviewed studies cover not only



26

newspapers but other media as well due to the lack of studies focusing

particularly on traditional and online newspapers.

Table 1. Previous studies of media related benefits (gratifications)

Categories of benefits

Authors — - - - Context
Traditional media Online media

Palmgreen et al. | -Entertainment News media

(1980), -Information/

Rubin and Perse | surveillance

(1987) -Social utility
-Pastime
-Escape

McQuail (1987) | -Information General
-Personal identity traditional
-Integration and media

social interaction
-Entertainment

Eighmey and -Entertainment General online
McCord (1998) -Personal relevance | media
-Information
involvement
Lin (2002) -Companionship General online
-Entertainment media
-Social interaction
-Information
(surveillance)
-Escape
Ferguson and -Entertainment General online
Perse (2000) -Passing time media
-Relaxing
-Saocial information
Papacharissi -Interpersonal utility | General online
and Rubin -Pass time media
(2000) -Information seeking

-Convenience
-Entertainment

Parker and -Companionship and | General online
Plank (2000) social relationships | media
-Learning

(surveillance) and




27

excitement
-Relaxation and
escape
Nambisan and -Learning Virtual
Baron (2007) (Cognitive) customer
-Social integrative environments
-Personal integrative
-Hedonic
Flavian and -Knowledge of -Knowledge of Newspapers
Gurrea (2007b, current news current news
2009) -Search for specific | -Search for specific
information information
-Search for updated -Search for updated
news news
-Leisure- -Leisure-
entertainment entertainment
-Habit -Habit
Van -Information/ -Information/ News media
Cauwenberge surveillance surveillance
et al. (2010) -Entertainment -Entertainment
-Pastime -Pastime
-Social utility -Social utility
-Escape -Escape
Van der Wurff -Surveillance -Surveillance News media
(2011) -Social utility -Social utility
-Decisional utility -Decisional utility
-Entertainment
-Passing time
-Escape
-Parasocial
interaction

Earlier studies have identified various categories of benefits which can be
derived from use of media and, specifically, news media. Some of the studies
were dealing with both printed and online forms of newspapers, but some
focused just on one of them. No unified classification of benefits from media
use has been found but some of the categories are present in the results of
the majority of studies, and after a closer look at them, it was possible to
identify some kind of pattern. The majority of the authors who studied the

topic didn’t find crucial differences in the benefits obtained from online and
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traditional newspapers. However, some researchers state that certain

benefits were more strongly associated with either of the formats of
newspapers (e.g. Van der Wurff 2011, Flavian and Gurrea 2006b, 2007b).

As can be seen from the Table 1 some categories of benefits were more

frequently investigated, which allows to assume that they represent the

central categories. It is also notable that some benefits are just termed

differently even though having the same essence. Thus, a decision was

taken to derive the main categories based on the frequency of their mention,

which resulted in the following types of benefits:

Learning/information  benefits (also called “cognitive” and
“surveillance”) benefits (e.g. Nambisan and Baron 2007, Parker and
Plank 2000, Van Cauwenberge et al. 2010, Van der Wurff 2011)

Leisure/entertainment benefits (also called: “relaxation and escape”,
“hedonic”, “
and Perse 2000, McQuail 1987, Palmgreen et al. 1980, Rubin and

Perse 1987)

pass time”) (e.g. Eighmey and McCord 1998, Ferguson

Interpersonal benefits (called as “social integrative”, “companionship
and social relationships”, “interpersonal utility”, “social interaction”,
“social information”, “social utility”) (e.g. Nambisan and Baron 2007,
Papacharissi and Rubin 2000, Parker and Plank 2000, Van

Cauwenberge et al. 2010)

Personal identity (also called “personal integrative”, “personal
relevance”) (e.g. Eighmey and McCord 1998, McQuail 1987,
Nambisan and Baron 2007)
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One more type of benefits, although rarely mentioned, was separated into a
category:

- Convenience of use (e.g. Papacharissi and Rubin 2000)

It was done due to the importance given to it by such authors as Van der
Wurff (2011, 143), who stated that “in particular, these attributes differentiate
online from traditional media” or Harper and Harper (2010), arguing that
online media possess intrinsic characteristics like speed and flexibility of use

which distinguish it from other media.

2.3 Difference between benefits derived from traditional and online

news media

Some researchers have concluded that traditional and online media gratify
similar needs. According to Van Cauwenberge et al. (2010), traditional and
online news media, even though allowing to address some needs that are
mutually exclusive, generally are consulted in search for the same benefits.
The findings of Parker and Plank (2000) research of benefits derived from
Internet usage were very similar to the results of studies which didn'’t
consider Internet. Also they argue that the motivations for using media are
stable and are not media dependent. Social, surveillance and relaxation

needs are served by Internet as by other media. (Parker and Plank 2000)

Surveillance benefits have been recognized to be derived equally from both
online and traditional news media (van Cauwenberge et al. 2010). Findings
of Lin et al. (2003) research indicated no differences between offline and
online evaluations in the entertainment and interpersonal benefits. Whereas,
some researchers associate benefits related to leisure-entertainment more
with reading the printed newspapers. According to Flavian and Gurrea

(2006b, 2007b), the printed press is usually read more thoroughly, in a more
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relaxed way and is associated with the free time. But others don’t consider
entertainment benefit to be better provided by the newspaper. For example,
Papacharissi and Rubin (2000) revealed that the most important benefits of
Internet include surveillance, entertainment, and convenience. Van der Wurff
(2011) argued as well that such benefit as convenience is strongly

associated with online news media.

Taking into account all the above findings it seems reasonable to state that
so far there haven’t been defined any clear differences in the benefits

received from traditional and online newspapers.
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3 RELATIONSHIPS BETWEEN OBTAINED BENEFITS AND WORD-OF-
MOUTH BEHAVIOR

In this chapter the concept of word-of-mouth (WOM) and the background of
its research is going to be covered. It will be followed by the discussion of its
relation with the concept of obtained benefits and the building of hypotheses

in line with existing literature on this topic.

3.1 Word-of-mouth

Word-of-mouth has been recognized by different authors as a significant
force in the marketplace effecting attitudes, purchase intentions, and
decision-making of consumers (Mangold et al. 1999, Molinari et al. 2008,
Wangenheim 2004). It is “frequent and important” (Berger and Schwartz
2011, 869). Social talk produces more than 3.3 billion brand impressions
daily and concerns all the products and services from new shoes to
complicated software (Keller and Libai 2009). Therefore, in the last decades

it has received much interest from the scholars.

Positive word-of-mouth can make it much easier and cheaper to acquire the
new customers, since much less effort is needed to convince the customer to
buy or try the product or service. Referrals from customers are among the
most pertinent, effective, and credible sources of information for other
customers due to the similarity of the communicator and the recipient, and to
the lack of financial motive of communicator (Christopher et al. 1991).
Advertisers often have troubles with increasing the believability of their
messages, whereas word-of-mouth enjoys a high level of believability (Oliver
1997).
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Brown et al. (2005) defined WOM in the broadest sense as any
communications about target object between individuals delivered in person
or via some medium. WOM has been studied as the variable influencing on
consumer’s attitudes and purchase decisions, and at the same time
researchers have investigated the variables leading to consumers’
involvement in WOM (e.g. Bansal and Voyer 2000, Dichter, 1966, Sundaram
et al. 1998, Wangenheim 2004).

According to Zeithaml et al. (1996), customer’s behavior intentions, such as
WOM, are the indicators of their willingness to keep a continuous relationship
with the company or not to do so. This is important because, retaining
existing customers is more financially beneficial than attracting the new

customers from competitors (Christopher et al. 1991, Rust et al. 2000).

3.1.1 Background of WOM research

There is a big number of studies about word-of-mouth, although the majority
of them focus on other constructs such as satisfaction, and consider the
word-of-mouth activity just as an outcome variable of those constructs. Matos
and Rossi (2008) and Brown et al (2005) state that WOM hasn’t been studied
that often as a central construct together with its antecedents and

moderators.

They also note that the studies have revealed ambiguous effects of the
predictor variables on WOM due to the different approaches used. Some
studies were measuring positive WOM, others were measuring negative
WOM, while some others measuring them both. There were studies dealing
with intentions of WOM and others with WOM informed behavior. All these
differences led to not very consistent results. (Matos and Rossi 2008) In this

study attention is given only to positive WOM behavior.
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Various definitions of WOM exist in the literature. One of the scholars who
was among the first to study the concept of WOM defined it as oral, person-
to-person communication between consumers about brand, product, or
service (Arndt 1967). Westbrook (1987) described WOM transmission as
informal communications concerning the ownership, usage, characteristics of
certain goods and services, and/or their sellers addressed to other
consumers. Overall most of the definitions of WOM which were done in the
early studies are consistent with the more recent ones (Matos and Rossi
2008).

Dichter (1966) stated that there are two kinds of WOM: pre-decision and
post-decision. They differ in several ways and the most effective one is
considered to be a post-decision WOM. The reason for this is that the post-

decision speaker is more likely to be an active propagandist. (Dichter 1966)

Harrison-Walker (2001) emphasized the significance of such construct
related to WOM as WOM valence (positive, negative, or neutral), which was
also termed as “WOM praise”. According to her, this is an important
moderator of WOM and it should be measured in addition to WOM activity
(Harrison-Walker 2001).

3.1.2 Antecedents of WOM

Generally, researchers accentuate that although it has been investigated that
WOM has important consequences, less attention has been given to the
determinants and drivers of WOM (Berger and Schwartz 2011, Brown et al.
2005). Existing literature on WOM antecedents mainly highlights the
following general ones: commitment, satisfaction, loyalty, quality, and value.

All of these antecedents have been established to have the positive effects
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on WOM. Quality is considered to be especially important antecedent of
WOM in the services context (Matos and Rossi 2008).

Previous research has found the customer commitment to be the strongest
among the antecedents of WOM (Matos and Rossi 2008). According to
Moorman et al. (1992), commitment can be defined as the aspiration of
setting an ongoing valued relationship. Higher commitment customers
present a higher identification with the company (Harrison-Walker 2001),
especially if this company rewards them with a status of a special customer
(Lacey et al. 2007). Thus, such customers are more likely to provide a
positive WOM about the company or its products (Matos and Rossi 2008).
Brown et al. (2005) studied commitment as a moderator and mediator of
effects of satisfaction on WOM and has found that positive WOM behavior of
higher-commitment customers is less dependent on the level of their
satisfaction due to their desire to keep cognitive consistency and justify their
strong identification with the company.

Wangenheim (2004) revealed an ‘“intuitive assumption” which is present
virtually in all studies of antecedents of WOM which posits that the level of
satisfaction of the WOM initiator with the referred product or service affects
the valence (positive, negative, neutral) of the information transferred via
WOM. Therefore, when the satisfaction of the reader with the newspaper is
high the positive WOM is provided, and if he/she is dissatisfied it may lead to
a negative WOM. It has been proved in a number of studies. (e.g. Anderson
1998, Bowman and Narayandas 2001, Brown et al. 2005, Richins 1983,
Westbrook, 1987) Satisfaction has also been studied by Molinari et al. (2008)
in the b2b services context and was found to produce a positive effect on the

repurchase.
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Loyalty is another antecedent of WOM discovered by the scholars. In
marketing context it has been defined as “intention to perform a diverse set
of behaviors that signal a motivation to maintain a relationship with the focal
firm” (Sirdeshmukh et al. 2002, 20). In the context of newspapers the loyalty
would indicate that reader subscribes to the newspaper and reads it week
after week. Matos and Rossi (2008) state that there have been very few
studies investigating the direct effects of loyalty on WOM. Instead, the
research has focused on the bi-directional association (correlations) between
these constructs, because both WOM and loyalty were often considered as
behavioral outcomes of satisfaction (Anderson and Sullivan 1993, Brown et
al. 2005, Oliver 1997).

Quality as the determinant of positive WOM communications was studied by
Molinari et al. (2008), Matos and Rossi (2008), Spreng et al. (1996), Zeithaml
et al. (1996). It is often used interchangeably with satisfaction, but they are
two different constructs (lacobucci et al. 1995). Zeithaml (1988) defined it as
excellence or superiority. Quality was often studied in the services context
and was found to be an important predictor of behavioral outcomes. In order
to measure service quality an instrument of SERVQUAL has been developed
by Parasuraman et al. (1988).

One more researched predictor of customer WOM behavior is perceived
value. This concept as the antecedent of WOM is going to be discussed in
more details in the following chapter as it is of a highest interest in this study.
The concept of value or perceived value has been stated by several authors
to incorporate in it the benefits which consumers obtain from a product or
service, therefore, it is important to have a closer look at the relations
between this concept and WOM as it will in turn allow to hypothesize

relations between obtained benefits and WOM.
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3.2 Obtained benefits and word-of-mouth relations

Researches, studying exactly the effects of obtained benefits on positive
WOM behavior, haven’t been identified among the existing scope. But after
reviewing the literature on the antecedents of WOM it became possible to
associate this construct with the constructs of customer’s value or perceived

value due to many similarities between them.

In the exploratory study Zeithaml (1988) investigated the definitions of value
given by consumers of beverages and he found that they defined value in 4
main ways. According to one of them, respondents emphasized the benefits
they received from the product as the most important components of value.
He found it reasonable to compare this definition of value with the
economist’s definition of utility, which is a subjective measure of the
usefulness or need satisfaction that results from consumption. (Zeithami
1988) Zeithaml (1988) stated also that this definition of value, which talks
about the received benefits, has also been expressed in trade literature as
something which customer seeks in making purchasing decisions such as in

which store to shop or which product to buy.

Interestingly, this meaning of value is also similar to the meaning of obtained
benefit in uses and gratifications theory described in the Chapter 2, that is —
driver of consumer’s choice of certain media product. Thus, this is another

evidence of validity of drawing a parallel between these two constructs.

Having combined all four found consumer expressions of value Zeithaml et
al. (1988, 14) articulated an overall definition of it: perceived value is “the
consumer's overall assessment of the utility of a product based on
perceptions of what is received and what is given”. In other words, it is a

trade-off between benefits and costs.
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Other scholars have also considered the benefits to be a part of concept of
value. Day (1990) proposed that perceived value represents the difference
between customer’s perceived benefits and customer’s perceived costs.
Woodruff (1997) defined customer value as the customer’s preference for

those product benefits which satisfy his/her own goals and purposes.

As seen from above examples the benefits received from the consumption of
a product are considered by many scholars in the context and as a part of
customer value. Moreover, they also take into account the costs or gives of
the customers, stating that value is a trade-off between them. In the context
of traditional and online newspapers industry, the perceived value is defined
by what the reader/user expects to receive from the newspaper/its website,
compared to the time, effort and money the reader puts into reading the
paper or using the website. However, in the current study customer costs
(gives) are not considered. Therefore, perceived value is measured by
whether or not it fulfills the needs and delivers the benefits to the readers.
Further attention is given to the investigation of relationship between

customer value (obtained benefits) and WOM behavior.

Previous studies have recognized the strong impact perceived value can
have on consumer behavior (Durvasula et al. 2004). According to Gounaris
et al. (2007) and Wang et al. (2004), delivering superior customer value
allows a firm to achieve favorable behavioral intentions, which include not
only word-of-mouth but also repurchase intentions and cross-buying. Hartline
and Jones (1996) also proposed that perceived value has an effect on
customers’ behavioral intensions and especially on WOM. McKee et al.
(2006) explained this fact by the possible tendency of customers who
perceive a high value to become committed to the company and to

recommend it to others.
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Dubrovski (2001) and Frenzen & Nakamoto (1993) also found that value is
correlated to positive WOM behavior in their studies focusing on the services
context. Consistent with them, Durvasula et al. (2004) and Gruen et al.
(2006) hypothesized value as the predictor of WOM.

There have been also revealed some findings concerning the influence of
product usefulness on WOM. Product usefulness was defined by Moldovan
et al. (2011) as the consumer's perception that a product or service delivers
the benefits that satisfy his/her needs. Therefore, it seemed reasonable to
consider this concept as a proxy of obtained benefits as well and to examine
its relation to WOM. According to Moldovan et al. (2011) and Voss et al.
(2003), usefulness (i.e. product provides benefits or solves a need) has been
found to be related to positive attitude towards a product and to lead to
product success, which in turn suggests that higher product usefulness may

lead to more positively valenced WOM.

The industries represented in the previous studies were somewhat different
from the traditional and online newspaper industry. They included the b2b
services, telecommunications, soft drinks, and haircutting services. It can,
therefore, be argued that the direct comparison is impossible between the
previous findings and the industry of traditional and online newspapers.
However, when the results are so similar across many different industries, it

can be assumed that they can be widely applied.

Based on the above discussion, it is proposed:

H1: Benefits obtained from a printed newspaper have a positive effect on

word-of-mouth about this newspaper.
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H2: Benefits obtained from online newspaper have a positive effect on word-
of-mouth about this online newspaper.
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4 RELATIONSHIPS BETWEEN OBTAINED BENEFITS AND
WILLINGNESS TO PAY

The following chapters present the concept of willingness to pay (WTP) and
the background of its research. The special attention is given to its relation
with the concept of obtained benefits as this is one of the research questions.

At the end the hypotheses are built in line with existing literature on the topic.

4.1 Willingness to pay

Consumer’s willingness to pay, or the paying intent, is of a high importance
to any business. Its significance is even higher in such industries where the
business models which allow to generate reliable revenue streams are not
clearly defined, such as newspaper industry and, especially, its online news

services.

Knowledge of consumer's WTP allows setting such price, which can help to
maximize turnover, profits or market share. The company which is aware of
the factors influencing on the WTP of its customers possesses a possibility to
raise it and improve the sales volumes or customize the prices. Price
influences consumer purchasing decisions, contributes to sales volumes and
product positioning, and, therefore, it is essential for any company to study
consumer perceptions of prices. (Le Gall-Ely 2009)

4.1.1 Background of WTP research

The concept of willingness to pay has emerged in economics over a century
ago. However, its use in marketing is quite recent. It has been developing at
a fast pace only during the last decade. Therefore, there is a lack of synthetic

overview of this concept, its determinants and ways of measurement. (Le
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Gall-Ely 2009) There is, however, a variety of studies about antecedents and
measurement of WTP which are very context specific, dealing, for instance,
with tourism, genetically-modified food, green energy and many other

industries.

WTP has been defined in several ways, but they all are more or less similar
and consistent with each other. Dou (2004), Kalish and Nelson (1991),
Wertenbroch and Skiera (2002), Le Gall-Ely (2009) define WTP as a
maximum price which the consumer is ready to pay for certain amount of
goods or services. Homburg et al. (2005a) state that it is a person’s measure
of value associated with a purchase or usage experience expressed in

monetary units.

The first attempts of measuring WTP were undertaken by Goldberg et al. in
1984. They measured WTP for the hotel amenities through a conjoint
analysis. Later their model was reviewed and changed by Kohli and Mahajan
(1991). The studies of determinants of consumer’s willingness to pay which
could be externally influenced appeared only in the beginning of 1990s. The
first work in the series of further studies belonged to Krishna (1991). Other
methods of measuring WTP used in marketing include, for instance, hedonic
price methods, contingent valuation, psychological price methods, simulated
purchase tests (Le Gall-Ely 2009).

Two independent research streams of consumers’ willingness to pay exist in
marketing literature. The first stream is represented, for example, by Dodds,
Monroe, Grewal (1991) and Zeithaml (1988), who stated that the consumers’
perceptions of the product benefits and monetary sacrifice are formed under
the influence of extrinsic cues, such as price or brand name. Bearden and
Shimp (1982) belong to the second stream of WTP research, which proposes

that the same extrinsic cues are used by consumers to form the perceptions
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of risk, leading to value perceptions and purchase intentions. There are also
several studies incorporating both views and considering the benefits
together with risks (Wenyu 2004, Sweeney et al. 1999). Current study is
more following the first stream, as it considers only consumers’ perceived

benefits obtained from newspaper and its online service.

4.1.2 Antecedents of WTP

There is not much consistency in the studies about the antecedents of
consumers’ willingness to pay. They appear to be rather context specific.

However, several antecedents have a more general character.

The existing research shows that consumer WTP can be influenced by a
number of factors, which include perceptions of price fairness, past prices,
competitor prices and costs, incidental pricing, pricing sensitivities, points
systems and foreign currencies. (Graybeal et al. 2012)

Homburg et al. (2005a), found a strong support to a positive relation between
customer satisfaction and willingness to pay. They extended the research of
Bolton and Lemon (1999), which was based on the equity theory. According
to the findings of their study, customer tries to maintain a payment equity by
adjusting the controllable items such as usage levels according to the
changes done by company, e.g. price changes (Bolton and Lemon 1999). So
when customers experience satisfaction, they perceive higher outcome of the
interaction with company and are willing to pay more than less satisfied
customers, because this is still considered as an equitable ratio between

outcome and input (Homburg et al. 2005a).

Among the determinants of WTP there are also such ones which can be

manipulated to some extent by the brand managers and stores. They include
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the following ones: product features, price policy, and environment

(atmosphere and prices at the point of sale). (Le Gall-Ely 2009)

Le Gall-Ely (2009) states that willingness to pay is higher for a customized
product. However, mass personalization is relevant only for certain product
categories. Service packages or bundles are also characterized by higher
WTP (Stremersch and Tellis 2002). Pricing policy of the company and
payment methods are also known to influence WTP. According to Prelec and
Simester (2001), WTP is higher when the consumer pays by credit card

instead of cash.

Perceived value has been proved to predict not only the word-of-mouth
behavior of consumers, discussed in previous chapter, but also the
willingness to pay. The justification of the similarity of concepts of obtained
benefits and customer’s value or perceived value has been presented in the
Chapter 3.2, therefore, in the current chapter the same view is taken and we
consider the relations between perceived value and WTP in order to be able
to hypothesize the relations between obtained benefits and WTP. These

relations are given a closer look in the following Chapter 4.2.

Some scholars accentuated certain specific antecedents of the WTP for
online content, including online news, and further an overview of them is

presented.

Srinivasan et al. (2002) have found a positive relation of e-loyalty with
willingness to pay more. According to Reichheld (1993), customer loyalty has
a direct effect on revenue and profitability of a company. Zeithaml et al.
(1996) argue that the behavior of loyal customers differs from non-loyal, they
care not only about the economic aspects of the transaction, but also about

the relations with the company. Therefore, loyalty to a business decreases
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the amount of efforts in searching for alternatives and increases the
willingness to purchase from the e-business in future (Sambandam and Lord
1995).

One more antecedent and at the same time one of the main obstacles for
paying for the news online is a so called “free” mentality of the internet users
(Wenyu 2004). Wenyu (2004) states that it influences on consumers
regardless their assessment of perceived benefits and costs. There is a
widespread belief among the Internet users that the online content must be
free unless it is very specific (Carlson 2003, Donatello 2002). Chyi (2005)
argues that this belief is related to two economic concepts of horizontal
demand curve at a price of zero and cross-price elasticity of demand. Free-
of-charge online news is characterized by a horizontal demand curve, which
indicates that users would consume as much as they can at the current price,
whereas if the price goes up, demand reduces to zero. Cross-price elasticity
of demand is high due to the existence of substitutes of general-interest
online news. (Chyi 2005) Therefore, due to the above mentioned aspects the
free mentality is one of the main predictors of WTP for online news but the

relation between these two concepts, surely, is negative.

4.2 Obtained benefits and WTP relations

The obtained benefits are a part of the concept of consumer’s perceived
value. Therefore, in order to justify theoretically the relationship between
obtained benefits and WTP, the studies of relations between perceived value

and WTP are going to be discussed further.

Wenyu (2004) argues that two groups of factors are essential in determining
the willingness to pay: factors which shape perceived benefits and factors

shaping perceived risks. Perceived benefits increase with the rise of utility
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and perceived risks can be minimized with brand awareness. Therefore, the
higher the benefits associated with the consumption of a product, the higher
is the WTP. (Wenyu 2004)

According to Le Gall-Ely (2009), consumer’s perception of product’s value
can be expressed through WTP. She states that the concept of WTP is
linked to a concept of utility through a transaction utility theory. In this theory
the acquisition value equals to the pleasure which the buyer expects to
receive after purchasing a product, which is dependent on the difference
between the utility of the good and proposed price. If WTP is higher than the
proposed price, consumer enjoys the surplus. Thus, WTP enables him to
formulate a judgment of the product’s perceived value in monetary form. In
other words, WTP corresponds to the maximum monetary sacrifice the
consumer accepts to make in return for all the benefits received. Thus,

higher the benefits, higher the sacrifice is supposed to be. (Le Gall-Ely 2009)

Dodds et al. (1991) justify the relation between benefits, value and WTP in
the following way: consumers can use extrinsic cues such as price or brand
name to derive product benefits and monetary sacrifice. This leads to

perceived value and willingness to pay.

Donatello (2002) purports, that although perceived value has been defined
as one of the determinants of willingness to pay for the goods and services,
unfortunately, it can be also a major obstacle for the online news publishers
who are willing to sell their content. Unless the consumers are convinced that
the site content is unique and worth paying for, the online newspaper will
have a little value for them and WTP will be low or equal to zero. (Donatello
2002) That’s why it is crucial for the newspapers to increase and promote the

benefits of their online products and in this way drive the WTP.
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Based on the above discussion the following hypotheses are proposed:

H3: Benefits obtained from a printed newspaper have a positive effect on

willingness to pay for the printed newspaper.

H4: Benefits obtained from the online newspaper have a positive effect on

willingness to pay for this online newspaper.

H5: Benefits obtained from a printed newspaper and its website have a
positive effect on willingness to pay for the package of printed newspaper

and its website access.

4.3 Control variables

The relations between the control variables and dependent variables are not
hypothesized in the research, but their effects on certain variables are known
or expected. The control variables of this study include several background
characteristics of the respondents and variables related to the respondents’
experience with newspaper and website which are used in testing the
relations between benefits and willingness to pay of consumers. Control
variables are the extraneous variables, which may alter the dependent or
independent variables, and usually are kept constant or monitored. They can

help a researcher with more accurate prediction and goodness of fit.

4.3.1 Respondents’ background control variables

These variables are related to the characteristics of the sample of the
research. They include education, gender, region of living of the respondent,
and subscription status. Education is used as a proxy of income and is

expected to influence positively on consumer’s willingness to pay. According
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to Graybeal et al. (2012), the subscription status is supposed to have a
positive effect on WTP for online news, thus if the person is already a
newspaper subscriber, his WTP for online news will be higher. It is also
logical to expect that the WTP for the printed newspaper will be higher for

those who live in the region of the newspaper.

4.3.2 Respondents’ experience with newspaper and its website control

variables

This group of control variables includes frequency of reading the printed
newspaper, frequency of using the newspaper’s website, hours per week
spent on the newspaper’s website, and prior use of newspaper’s website
(amount of years of using the website). All of these variables are expected to

have a positive effect on the consumer’s willingness to pay.

4.4 Summary of research hypotheses

In the previous chapters the concepts of benefits obtained from reading
newspapers and using its online content as well as their influence on the
behavioral consequences were discussed. The research hypotheses were
also presented. In the Table 2 all hypotheses of this research are

summarized.
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Table 2. Hypotheses of the research

Hypothesis Relationships

Benefits obtained from a printed newspaper have a positive

Al effect on word-of-mouth about this newspaper.

Ho Benefits obtained from online newspaper have a positive
effect on word-of-mouth about this online newspaper.
Benefits obtained from a printed newspaper have a positive

3 effect on willingness to pay for the printed newspaper

Ha Benefits obtained from the online newspaper have a positive
effect on willingness to pay for this online newspaper
Benefits obtained from a printed newspaper and its website

H5 have a positive effect on willingness to pay for the package of
printed newspaper and its website content.

Figure 2 illustrates the theoretical framework of the study together with all

research hypotheses. The control variables are also reflected in the figure to

the right from consumer behavior box.
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Prior use of website /
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Figure 2. Hypotheses of the study in theoretical framework
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5 RESEARCH METHODOLOGY

The following chapters refer to the empirical part of the research. They
contain the description of the research method, questionnaire measures
development, sampling, and data collection and coding processes. The data
was collected during 2010 through a web survey. Next, more detailed

method description is presented.

5.1 Quantitative research

The empirical part of this research was realized using a quantitative research
method and the data was collected with a web-based survey. The
guantitative method was chosen for this research as it allowed to fulfill the
goals of the current research in a best possible way.

The quantitative research involves larger, more representative respondent
samples and numerical calculation of results. Additionally the primary role of
guantitative research is testing the hypotheses, which was needed in the
current thesis. However, it doesn’t mean that in each study only one certain
type of research, either qualitative or quantitative, should be chosen. These
two methods do not compete, but complement each other and ideally have to

be combined in the research. (Parasuraman et al. 2007)

5.2 The questionnaire design and measures development

The key constructs of the study, namely, obtained benefits, word-of-mouth
and willingness to pay were operationalized, i.e. transformed into a
measurable format, through the multi-item measures. Multi-item measure
consists of a number of statements related to the studied construct, each

with an attached rating scale. The combined rating, obtained by summing up
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the ratings on the individual items, is used as a measure of the construct.
(Parasuraman et al. 2007) According to Hair et al. (1998), the usage of the
multi-item measures instead of single items has several advantages. It allows
to specify more precisely the desired responses, to reduce the measurement
error to some extent, and to increase the reliability of the measurement (Hair
et al. 1998).

A standardized web-based survey was used for the data collection in this
study. This data collection method was chosen due to several reasons. It
allows to reach a large number of people and to project the results to the
relevant general population, also the data collection takes much less time
than, for example, during personal interviews (Parasuraman et al. 2007).

In the questionnaire of this research the three different types of questions
were used: multiple-category questions, scale questions, and open
guestions. In the multiple-category questions more than two answer options
are provided for the respondent (Parasuraman et al. 2007). This type of
guestions was used when respondents were asked about their background
information. The scale questions were used when asking the respondents
about obtained benefits and word-of-mouth behavior. They were supposed to
choose the degree on the response scale to which they agreed or disagreed

with each statement.

In the scale questions 5- or 7-point Likert scales very often are used.
Typically a Likert scale has about 20 to 30 statements. Likert scales are
applied usually in the studies of attitudes of respondents regarding the
studied object. (Parasuraman et al. 2007) In the current study a 7-point Likert
scale was applied in order to get more variance in responses (1=totally

disagree, 7=totally agree).
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Open questions were used in this study to gather the information about the
respondents’ willingness to pay. They were offered to name any amount of
money which they are ready to pay monthly for the newspaper, website, or
the package of both offerings. Open questions don'’t limit the answers to a
certain range and allow getting more variance in them. All the questions were
translated back-and-forth from English into Finnish. The questionnaire can be

found in the Appendix 1.

The questionnaire consisted of the following parts:

. Background information

. Benefits obtained from reading a newspaper

. Benefits obtained from using the newspaper’'s website

. Word-of-mouth behavior about the newspaper

. Word-of-mouth behavior about the newspaper’s website
. Willingness to pay for the newspaper

. Willingness to pay for the newspaper’s website

. Willingness to pay for a package including newspaper and website

© 00 N O 0o~ WOWDN P

. Control variables

Next, the measures which were used in the questionnaire are presented in

detail.

Respondents’ background information

These questions belong to the first part of the questionnaire. In this section
respondents were asked about their gender, age, educational level, place of
residence, and newspaper subscription status. The information gathered

through these questions allowed to analyze the sample of the research and
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also all these variables except ‘age’ were used as the control variables in

hypotheses testing.

Obtained benefits

Answers to the questions related to the benefits obtained from printed
newspaper and its website contribute into solving the main research problem
of this study: Which benefits are obtained when using the printed and online

newspapers and what are their effects on consumer behavior?

The 23-item measure of benefits was adopted from three previously done
studies and partially developed specifically for this research. The same items
were used to measure the benefits obtained from reading a newspaper and
the benefits obtained from using its website. The first benefits item (ugnpl for
benefit obtained from newspaper and ugwsl for benefit obtained from the
website) was taken from Flavian and Gurrea (2007a) study. The authors
have developed it as a motivations measure and have validated it in several
researches. Items ugnp/ugws 2 to 14 have been developed for the purpose
of this research. The three items (ugnp/ugws 15-17) were taken from Kaye
(1998). The items ugnp/ugws 18, 20 and 23 were adapted from Papacharissi
and Rubin (2000) research. That study focused on the Internet use motives
so the items were modified to fit the current research context. The rest of the
statements (ugnp/ugws 19, 21, 22) were developed for this study. All
statements were measured using a 7-point Likert scale (1=fully disagree,

7=fully agree).

Word-of-mouth behavior

Word-of-mouth behavior (WOM) was measured with six items (npsat/wssat3-

5) which were adopted from Zeithaml et al. (1996). In that study authors
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measured WOM as a part of consumer’s loyalty scale to analyze the

likelihood of consumer’s positive behavioral intentions about the company.

In the current study word-of-mouth behavior was measured also on a 7-point
Likert scale, respondents had to choose the degree to which they
agree/disagree with the statements related to this concept (1=fully disagree,

2=fully agree).

Willingness to pay

The three items measuring the concept of willingness to pay are new and
were developed specifically for the purpose of this research. First item is
measuring willingness to pay for the printed newspaper, second item aims at
measuring willingness to pay for the newspaper’s website content and the
last one measures willingness to pay for the package of both. Respondents
were asked to evaluate the degree of their agreement or disagreement with
these three statements on the scale from 1 to 7 (1=strongly disagree,

7=strongly agree).

Control variables

There were 8 control variables used in this research. Four of them belong to
the category of background information of respondents (gender, educational
level, place of residence and subscription to a newspaper status), the other
half relates to the respondents’ experience with newspaper and website
(frequency of reading the printed newspaper, frequency of using the
newspaper's website, hours per week spent on the newspaper's website,

prior use of the newspaper’s website).
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The frequency of reading the printed newspaper and the frequency of using
its website were measured through the multiple-category questions. The
scale for both of them was as follows: many times a day; once a day; 5-6
days per week; 3-4 days per week; 1-2 days per week; 1-3 days per month;
less than that; never. However, the measure of the frequency of reading the
newspaper was developed specially for this research, but the frequency of
using the newspaper’s website was adapted from the study of Thorbjornsen
& Supphellen (2004). The measure of prior use of the newspaper’'s website
was adapted from Corbitt et al. (2003), the respondent was offered to
indicate in an open gquestion a number of years he/she had been using the
focal newspaper’s website. The measure of hours per week spent on the
newspaper’'s website was also operationalized through an open question and
adopted from the study of the Finnish Newspapers Association
(Sanomalehtien liitto 2009).

5.3 Questionnaire pretesting

Pretest is a pilot run, and the aim of it is to make sure that the researcher’s
expectations regarding the information which he plans to collect with the help
of the questionnaire are met (Aaker et al. 2013). Pretesting of the
guestionnaire consisted of several steps. First, the questionnaire was
presented to the Finnish Newspapers Association (Sanomalehtien Liitto) and
one of the experts commented on it. Several modifications in line with those
comments have been made. After that the representatives of each out of four
newspapers which were taking part in the project were asked to comment on
the questionnaire. The proposed changes have been analyzed and
implemented. The last step included the piloting of the questionnaire by one
of the newspapers (other than the focal one), in which 240 respondents took

part. The piloting was accomplished successfully. After it only the minor



55

changes had to be made in order to fit the wording of certain questions for

each of the newspapers.

Next, the questionnaire was translated back-and-forth from English to
Finnish. The back-and-forth translation allowed to increase the validity of the
survey through ensuring that the items in Finnish and in English languages

had the identical meaning.

As it was mentioned earlier in the Chapter 1.7, the whole project included 4
newspapers taking part in it and a wider scope of research, whereas the
current study focuses on one newspaper and also considers only several
concepts out of the whole scope, i.e. obtained benefits, word-of-mouth and
willingness to pay. Thus, the initial questionnaire included more questions
than the one used in the current study. The questionnaire of the current study

can be found in Appendix 1.

5.4 Data collection and coding

When the questionnaire was finalized, the banner with the invitation to take
part in the survey was placed on the website of the newspaper participating
in the study. The banner also said that the survey was aimed at improving
the online service of the newspaper. Additionally, it contained the information
about the draw of 10 prizes which was going to be held among all
participants of the survey; this incentive helped to increase the number of
respondents. The survey took part in 2010, in total 1001 responses were
collected in it. It is not possible to calculate the response rate as the
guestionnaire was available to all the visitors of the website and there was no
selection process for the respondents. The collected data was coded using
SPSS (Statistical Package for Social Sciences) software and analyzed using

SAS (Statistical Analysis System) software.
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6 RESEARCH RESULTS AND ANALYSIS

In this chapter the empirical results are analyzed and discussed. At the
beginning the respondents’ descriptive information is presented to give the
idea of the sample used in this research. Then the results of factor analyses
exploring the obtained benefits are reviewed and analyzed followed by the
description of the creation of summated scales. After that the hypotheses of
the research are tested and analyzed. The chapter is concluded with the

summary of research results.

6.1 Descriptive information of the respondents

The number of respondents participated in the web survey of this research
was 1001. All respondents were from Finland and they belonged to the
current users of the focal newspaper’s website, whereas not all of them were
the current subscribers of the printed version of the newspaper. The whole
sample was represented almost equally by 54% of men and 46% of women
as can be seen from Figure 3.

Gender of the respondents

46%
® Man

54% mWoman

Figure 3. Respondents’ gender distribution
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However, this gender distribution differed from the data published on the
newspaper’s website about their users. The users of the website consist of
61% male and 39% female users. Female users were represented by a
higher percentage in our sample and this can be explained by the fact that all
the participants of the survey are more loyal and, therefore, more active
users of the focal website. Whereas, the data about this website users

published online includes the total number of the users.

The sample embraced all age groups. The age distribution is reflected on the
Figure 4. The majority of the respondents, 26%, belonged to the age group of
40-49. Overall, the respondents were represented mainly by the people from
20 to 59 years old. The segments of 15-19 and 60+ had considerably lower
number of members. The calculated average age of respondents equaled to
42.8.

Age of respondents

30% -

25% A
20% -
15% -
10% -
i |

0%

15-19 20-29 30-39 40-49 50-59

Figure 4. Respondents’ age distribution

Comparison of the age distribution of the respondents to the age distribution
of total number of users of the focal website published online showed some

differences between them. The number of users belonging to the age
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segments 20-29 and 30-39 was considerably higher in the research sample,
but the number of users aged 60+ was considerably lower. The reason for
that can lie in the fact that people in the age from 20 to 39 are more heavy
users of news websites and therefore, they are more willing to express the
initiative and respond to the questionnaire. Whereas, older people are less
active and willing to participate in various activities online. Thus, the majority
of the sample of this research was represented mainly by the middle age
people.

The educational level of the respondents can be found on the Figure 5. Most
of the respondents, 66% in total, had either a vocational school background
or university degree. Relatively big number of respondents possessed a

higher than master’s degree. Thus, the majority of them were well-educated.

Educational level of respondents
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Figure 5. Education of the respondents

The survey indicated that the majority of the respondents (44%) were the

residents of the city where the newspaper is published, followed by the group
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of those who live in the region of the newspaper (38%). The distribution of

places of residence can be seen on the Figure 6.

Place of residence of the
respondents

50% -
40%
30% -
20%

10% 1 _—

0% T

City of the  Region of Rest of Rest of the
newspaper the Finland world
newspaper

Figure 6. Place of residence distribution

As the web survey was conducted through the newspaper’s website, all the
respondents belonged to the group of current users of this website, however
not all of them were the subscribers of the newspaper. The survey indicated
that only 42 % were also the current subscribers of the printed version of the
newspaper. The results are displayed on the Figure 7.
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Subscription status of
respondents

M Current subscriber

58% H Not a subscriber

Figure 7. Respondents’ newspaper subscription status distribution

The descriptive characteristics of the respondents will further be used as

control variables in the models checking the research hypotheses.

6.2 Benefits obtained from using traditional and online newspapers

The main attention in this research is focused on the benefits which
consumers can obtain through reading a newspaper or using the newspaper
website and on their influence on the word-of-mouth intensions of consumers
as well as on the willingness to pay for the printed or online form of the
newspaper or the combination of both. Additionally it is interesting to see
whether the benefits coming from printed newspaper consumption differ from
benefits which are accrued through surfing the newspaper web pages.
Further there going to be presented the results from the survey indicating the
extent to which different benefits are obtained by newspaper’s readers and
website’s users. Also the results showing how ready the respondents are to
give a reference or recommendation about the newspaper and its website

are presented.
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Benefits were presented through 23 different statements. The respondents
were asked to evaluate the extent to which they agree with each statement
on a 7-point Likert scale. In the following Table 3 the basic statistics of the
first group of benefits obtained from reading a newspaper can be seen.

Table 3. Summary of means of benefits (printed newspaper)

Benefit Mean | Std Dev
| can learn what is happening nearby 5.728 1.239
| get to know current news 5.520 1.236
| can learn what is happening in the world 5.063 1.412
I can keep myself informed 4.937 1.422
| can become more civilized 4.884 1.441
| can read the newspaper when | want 4.743 1.826
| can pass time 4.520 1.538
| can relax 4.455 1.498
| can enjoy 4.379 1.561
| can learn new things 4.377 1.475
| can read the newspaper where | want 4.312 1.869
| can thrill 4.282 1571
| get conversation topics to my leisure time 4.184 1.596
| get conversation topics to my work 4,152 1.715
| can occupy my time 4.108 1.698
| feel stronger attachment to the local community 4.038 1.700
| can compare different insights 3.985 1.475
| learn to understand others' opinions 3.897 1.444
| get information | need in my work or studies 3.824 1.701
| get to learn how other people think 3.792 1.524
| can get information cheaply 3.768 1.789
| can break away from everyday duties 3.744 1.650
| find solutions to specific problems 3.574 1.471

As can be seen in the Table 3, different benefits’ means vary from 5.728 to
3.574. Basically all the benefits were rated quite highly, but it is visible that
some benefits have higher means than others. Respondents indicated that

they are more likely to obtain the following benefits through reading a
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newspaper: knowledge of current news (mean=5.520), learning about nearby
(mean=5.728) and world (mean=5.063) events, keeping oneself informed
(mean=4.937), and becoming more civilized (mean=4.884). All these benefits
are related to the category of surveillance (cognitive) benefits. These results
match the findings of Diddi and Larose (2006), Flavian and Gurrea (2007a),
who stated that the main benefits derived from reading a newspaper are the
surveillance benefits. The summary of means also shows that such benefit
as reading a newspaper at the desired time has quite high mean of 4.743.

This benefit is related to convenience of use.

The lowest means from the Table 3, even though not very low by itself,
belong to the following benefits: getting information cheaply (mean=3.768),
breaking away from everyday duties (mean=3.744), and finding solutions to
specific problems (mean=3.574). The fact that the respondents rated finding
solutions to specific problems low is quite obvious and consistent with
findings of Flavian and Gurrea (2007a, 2007b, 2009a) and Schonbach and
Lauf (2005), which established that it is more likely that people would use
online news sources for the search of specific information due to existing
search possibilities on the news websites and immediacy. Concerning the
low mean of ‘breaking away from everyday duties’ benefit, the previous
research has indicated the same result. According to Papacharissi & Rubin
(2000) and Lin (2002), entertainment benefits are among the most important
benefits of Internet, therefore, the need of breaking away from everyday
duties is less likely to be gratified with printed newspapers. The reason of a
low mean of the benefit ‘getting information cheaply’ can be linked to the fact
that respondents had to pay for the subscription to the newspaper and,

therefore, didn’t consider it as cheap information source.

The following Table 4 contains the summary statistics of the second group of

benefits, obtained from using online newspaper.
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Table 4. Summary of means of benefits (online newspaper)

Benefit Mean | Std Dev
| can get information cheaply 5.480 1.691
| get to know current news 5.405 1.386
| can learn what is happening nearby 5.319 1.550
| can read the newspaper when | want 5.131 1.758
| can keep myself informed 4.803 1.479
| can learn what is happening in the world 4777 1.561
| can read the newspaper where | want 4.464 1.968
| can pass time 4.414 1.715
| can become more civilized 4.268 1.570
| can enjoy 4.096 1.657
| can relax 4.086 1.657
| can occupy my time 3.996 1.768
| can thrill 3.945 1.672
| can learn new things 3.932 1.535
| get conversation topics to my leisure time 3.857 1.637
I can compare different insights 3.810 1.512
| feel stronger attachment to the local community 3.796 1.708
| get conversation topics to my work 3.792 1.712
| can break away from everyday duties 3.772 1.777
| find solutions to specific problems 3.682 1.623
| learn to understand others' opinions 3.650 1.496
| get to learn how other people think 3.631 1.530
| get information | need in my work or studies 3.5637 1.684

As can be seen from the Table 4, the means of the benefits vary between
5.480 and 3.537. Among the highly rated benefits are: getting information
cheaply (mean=5.480), knowledge of current news (mean=5.405), learning
about the nearby events (mean=5.319), and reading online newspaper when
you want (mean=5.131). These benefits belong to the surveillance and
convenience benefits groups and the earlier research has proved that they
are highly related to reading newspapers electronically. On Internet it is

possible to get the latest information cheaply and with no constraints on time.
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(Harper and Harper 2010, Flavian and Gurrea 2007b, Van Cauwenberge et
al. 2010)

The summary of means indicates that the respondents are less likely to
receive the following benefits from using the online newspaper: getting
information for work and studies (mean=3.537), learning how other people
think (mean=3.631), learning to understand other’s opinion (mean=3.650).
The low mean of the first benefit can be explained by the fact that for work or
studies people usually need some specific and concrete information which
can be found in the Internet in general but not typically on newspaper
websites, studies also often require the data from reliable and possibly
academic sources, while the online newspapers usually provide users mainly
with current or recent news. The low rates of other two benefits can be
connected with fact that the goals of consulting the online newspapers
primarily include getting to know the current and updated news, and reading
the forums or studying the comments on the newspaper website are not the

main aims of respondents.

There have been done a post hoc analysis of the benefits variables in order
to compare if the benefits received from a newspaper differed significantly
from those received from a website usage. It was done through the paired t-
tests of mean values of benefits. The results of means comparison between
web and print benefits are presented in the following Table 5, the means and
standard deviation values of benefits variables have been presented earlier
in the Tables 3 and 4.
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Table 5. Significance of differences between benefits obtained from

printed and online newspaper X

Benefit t Value Pr>|t|
| get to know current news 0.88 0.3792
| find solutions to specific problems -5.87 <.0001
| can learn what is happening nearby 6.35 <.0001
I can learn what is happening in the world 3.28 0.0010
| can become more civilized 12.42 <.0001
| can learn new things 8.01 <.0001
| can keep myself informed 2.62 0.0090
| get conversation topics to my work 4.07 <.0001
| get conversation topics to my leisure time 4.62 <.0001
| feel stronger attachment to the local community 3.34 0.0009
| get to learn how other people think 1.92 0.0567
| can compare different insights 3.76 0.0002
| learn to understand others' opinions 4.67 <.0001
| get information | need in my work or studies 2.49 0.0132
| can relax 7.70 <.0001
| can thrill 7.18 <.0001
| can enjoy 5.73 <.0001
| can pass time 0.74 0.4596
| can break away from everyday duties -1.16 0.2465
| can occupy my time 0.98 0.3294
| can read the newspaper when | want -2.15 0.0323
| can read the newspaper where | want 0.56 0.5786
| can get information cheaply -20.48 <.0001

When the significance level is lower than 0.05, the HO hypothesis of the t-test
(i.e. there are no significant differences in the means) is rejected and it
means that the difference is significant. As can be seen from the Table 5, six
benefit items do not differ between website and printed newspaper, but the
other 17 have significant differences between them. It means that people
derive different benefits from printed and online newspapers. The sample of
the survey consisted of the users of website as the questionnaire was placed

on the focal newspaper’s website, and almost half of them are not subscribed
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to the printed form of the newspaper, it might be so that they don’t use it at
all. Thus, they could assign different rating to the statements about benefits
for printed and online newspaper formats, possibly lower for the printed one.
Therefore, there are significant differences between several variables.

6.3 The summated scales creation

In this part of the research there going to be presented the summated scales

created from the benefits and word-of-mouth variables.

Summated scales are usually developed in order to represent the multiple
aspects of a concept using several variables by combining them into one.
The aim of applying this method is to have more detailed view at the concept
and to raise the reliability of measurement through multivariate
measurement. Instead of relying on a single response, it is possible to use
the average or typical response out of all responses. Usually the variables
measuring the same concept are summed up and either their total or

average score is used in the further analysis. (Hair et al. 1998, 10, 90, 117)

In this research the 46 variables representing benefits obtained from reading
a newspaper and using its website are summated into several factors. Factor
analysis is also done for the variables representing concept of word-of-mouth
intensions. Factor analysis is a multivariate statistical method whose primary
purpose is to identify the underlying structure in the data. It allows to
understand the structure of correlations among a large number of variables
by defining a set of common underlying dimensions, called factors. Factor
analysis is an objective basis for the creation of summated scales as it
provides an empirical estimate of the structure of measured variables. (Hair
et al. 1998, 14, 90)
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Iterated principal factor analyses have been conducted with both orthogonal
varimax rotation and oblique promax rotation methods. Obligue promax
rotation showed that there were correlations between the factors, which were
not negligible (higher than 0.32) hence, this rotation method proved to be
more appropriate as it permits the correlations between factors (Fabrigar et
al. 1999, 281, Tabachnick and Fidell 2007).

In order to estimate the reliability of summated scales Cronbach’s alpha
coefficients have been used. It is the most widely used measure of reliability.
The minimum acceptable level of Cronbach’s alpha coefficient is 0.7. (Hair et
al. 1998, 118) Further the detailed results of factor analyses and summated
scales development are presented. The original results of all factor analyses

can be found in the Appendix 2.

6.3.1 Obtained benefits

In order to study the salient benefits which are obtained by the consumers of
the focal newspaper and its website users, 23 statements expressing
different benefits have been utilized in the survey. Two factor analyses of the
benefits statements with oblique promax rotations have been run. The
reductions were made when certain variables didn’t load on the factors as
expected or when one variable loaded highly on several factors. In the result
of the first factor analysis 4 factors have been extracted and named on the
bases of items loading most heavily on them as follows: 1)
leisure/entertainment, 2) learning/information, 3) interpersonal, and 4)
convenience. The extracted factors and factor loadings can be seen from
Table 6. All factors have acceptable and quite high levels of reliability as
Cronbach’s alpha coefficients are ranging between 0.877 to 0.936. Variables

2, 8, 14, 23 have been excluded from the analysis, because they highly (min
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value of 0.4) loaded simultaneously on several factors and their communality

estimates have been lower than the acceptable level of 0.5.

Table 6. The final factor solutions for benefits obtained from reading

newspaper X

Factor 1: Factor
Leisure/entertainment (a=0.936) loading
| can relax 0.903
| can thrill 0.888
| can enjoy 0.835
| can pass time 0.808
| can break away from everyday duties 0.777
| can occupy my time 0.726
Factor 2: Factor
Learning/information (a=0.879) loading
| get to know current news 0.793
| can learn what is happening nearby 0.746
| can learn what is happening in the world 0.727
| can become more civilized 0.690
| can learn new things 0.562
| can keep myself informed 0.520
Factor 3: Factor
Interpersonal (a=0.897) loading
| get conversation topics to my leisure time 0.404
| feel stronger attachment to the local community 0.618
| get to learn how other people think 0.910
| can compare different insights 0.857
I learn to understand others' opinions 0.860
Factor 4: Factor
Convenience (0=0.877) loading
| can read the newspaper when | want 0.891
| can read the newspaper where | want 0.865
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The extracted factors are matching with the benefits categories identified in
Chapter 2 after the review of existing works about the benefits and
gratifications obtained from newspaper use. Only one benefit type identified
earlier (personal identity) is not present in the results, but it happened
because in the measures development items referring to this category were

not included.

In the result of the second factor analysis again 4 factors have been
extracted and named in the same way as the factors in the previous factor
analysis. The extracted factors and factor loadings can be seen from Table 7.
The reliability of the factors has been checked with Cronbach’s alpha
coefficients and turned out to be high. In this factor analysis 3 variables (2, 6,
23) have been excluded, because each of them loaded highly on several

factors and the communality estimates were lower than acceptable 0.5 level.

Table 7. The final factor solutions for benefits obtained from using the

online newspaper X

Factor 1: Factor
Leisure/entertainment (a=0.957) loading
| can relax 0.867
| can thrill 0.927
| can enjoy 0.938
| can pass time 0.775
| can break away from everyday duties 0.848
| can occupy my time 0.832
Factor 2: Factor
Interpersonal (a=0.904) loading
| get conversation topics to my work 0.536
| get conversation topics to my leisure time 0.518
| feel stronger attachment to the local community 0.631
| get to learn how other people think 0.921
| can compare different insights 0.879
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| learn to understand others’ opinions 0.905

| get information | need in my work or studies 0.554
Factor 3: Factor
Learning/information (a=0.814) loading
| get to know current news 0.683
| can learn what is happening nearby 0.753
| can learn what is happening in the world 0.720
| can become more civilized 0.443
| can keep myself informed 0.452
Factor 4: Factor
Convenience (0=0.807) loading
| can read the newspaper when | want 0.942
| can read the newspaper where | want 0.595

It is visible from the results of both factor analyses that the categories of
benefits which are obtained by respondents from either reading a newspaper
or using its online version are the same. Further the closer look is given to
the means of the summated scales of benefits in order to see the possible

differences between them.

As can be seen from the Table 8 there are no significant differences between
the mean values of each benefit category for printed and online newspapers.
In both cases the most important are the learning/information benefits,
followed by the convenience benefits and leisure/entertainment benefits. The
least obtained benefits are the interpersonal ones. It is important to note, that
in Table 8 the averaged scales are used as they proved to be more
representative for the aim of comparison of the importance of different benefit
categories, but further in research hypotheses testing the summated benefits

scales are going to be used.
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Table 8. Benefits summated scales’ descriptive statistics

Printed Online t-test of means
newspaper newspaper
Variable Mean Std Mean Std t Value Pr>|t|
Dev Dev
Learning/information | 5.064 | 1.109 | 4.863 | 1.319 3.03 0.0025
Convenience 4,478 1.755 4,757 1.717 -1.19 0.2359
Leisure/entertainment | 4.212 1.403 4.010 1.555 4.28 <.0001
Interpersonal 3.943 1.323 3.680 | 1.231 4.70 <.0001

Table 8 also contains the results of the post-hoc analysis of the differences
between summated scales of benefits obtained from printed and online forms
of newspaper. As can be seen from the results, there is a statistical
significance between three out of four benefits, only convenience benefit is
provided equally by traditional and online newspapers. As it was explained
earlier, in the Chapter 6.2, this can be due to the fact that the sample of the
study consisted of the newspaper website users and almost half of them
were not subscribers of the printed version of newspaper, therefore, they
rated benefits differently. Possibly online version had preference.

6.3.2 Word-of-mouth behavior

Word-of-mouth behavior regarding the printed newspaper and its website
have been measured with 3 statements in the survey. In order to form a
summated scale 2 iterated principal factor analyses with oblique promax
rotation have been done. Each of them resulted in the extraction of 1 factor.
Reliability of the measurements was high in both cases with Cronbach’s
alpha equaling to 0.913 and 0.939 respectively. The result of the factor
analysis for the word-of-mouth intensions regarding the printed newspaper

can be seen in Table 9.
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Table 9. Final factor solutions for word-of-mouth about

printed newspaper

Factor:
Word-of mouth intensions about printed newspaper Factor loading
(0=0.913)

npsat3 0.877
npsat4 0.901
npsat5 0.867

In the following Table 10 the results of the factor analysis for the word-of-

mouth intensions for the newspaper website are presented.

Table 10. Final factor solutions for word-of-mouth about

online newspaper

Factor:

Word-of mouth intensions about online newspaper Factor loading
(0=0.939)

wssat3 0.927
wssat4 0.904
wssat5 0.915

The word-of-mouth intensions basically are almost the same both for the
printed newspaper and its website, which can be seen from the descriptive

statistics of the summated scales in Table 11.

Table 11. WOM behavior (about printed and online newspaper)

summated scales’ descriptive statistics

Variable Mean Std Dev
WOM pr 13.324 4.443
WOM on 12.829 4.711
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6.4 Testing the research hypotheses

This research is focused around studying the benefits obtained through
reading a newspaper or using its website and their relations with such
concepts of consumer behavior as willingness to pay for the product or
service or combination of both and word-of-mouth behavior of the
consumers. In the earlier chapters the hypotheses related to the above
mentioned concepts were presented. They have been tested with five
regression analyses. In this subchapter the results of the hypotheses tests
are going to be presented and discussed. First the analytical method is
discussed, followed by Pearson correlation matrix and regression analyses

results.

6.4.1 Regression analyses

Multiple regression is a statistical technique which is used for the analysis of
relationship between a single dependent and several independent variables.
The general purpose of multiple regression analysis is to use the
independent variables whose values are known to predict the changes in the
dependent variable. (Hair et al. 1998, 148) All hypotheses of this research

have been tested with the regression analyses.

Before running the regression analyses the individual variables’ assumptions
have been checked. They included normality, linearity and absence of
collinearity. Linearity, which was examined through residual plots, was
slightly violated in case of the model regressing willingness to pay on
obtained benefits as the relation between these two phenomena is known to

be non-linear (Homburg et al. 2005a).
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In order to assess the normality, which refers to the shape of data distribution
for an individual metric variable, the visual check of histograms of all
summated scales and variables has been performed (Hair et. al. 1998, 70).
The results showed that the measures of the benefits and word-of-mouth
intensions were fairly normally distributed. But the distribution histograms of
willingness to pay variables were positively skewed. Solution for that could
be the logarithmic transformations but they couldn’t be performed due to the
presence of zero values among others in each of these variables. Hence,
first the zero values have been recoded to 0,01 values, which then allowed to

log-transform the WTP measures and minimize the skewness.

It was also necessary to assess whether the multicollinearity, correlation
among three or more independent variables, could be a possible problem in
the models. This was done through analyzing the correlations between the
independent variables. As can be seen from the correlation matrix in the
Table 12, there were some high correlations, which are marked with bold.
Due to this when the regression models were run, the multicollinearity impact

on the results was checked using tolerance measures.

The abbreviations used further in the tables include: benpFl (leisure-
entertainment benefit from printed newspaper), benpF2 (learning/information
benefit from printed newspaper), benpF3 (interpersonal benefit from printed
newspaper), benpF4 (convenience benefit from printed newspaper), benwF1
(leisure-entertainment  benefit from online newspaper), benwF2
(interpersonal benefit from online newspaper), benwF3 (learning/information
benefit from online newspaper), benwF4 (convenience benefit from online

newspaper).
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Table 12. Pearson correlation matrix between the dependent variables

of the regression models

Pearson Correlation Coefficients

Benp | Benp | Benp | Benp | Benw |Benw [Benw |Benw
F1 F2 F3 F4 F1 F2 F3 F4

BenpF1 1
BenpF2 |0.545| 1
BenpF3 1 0.573/0.659| 1
BenpF4 1 0.342 0.308 0.334| 1
BenwF1 | 0.720 | 0.345 | 0.405 | 0.248 1
BenwF2 | 0.504 | 0.485|0.736 | 0.289 | 0.614 1
BenwF3 | 0.434 | 0.645 | 0.453 1 0.223 | 0.503 |0.548| 1
BenwF4 1 0.298 | 0.210|0.220 /| 0.154 | 0.481 |0.355|0.374| 1

6.4.2 Obtained benefits and word-of-mouth behavior

After the individual variables’ assumptions have been checked and
necessary transformations performed, the regression models were run and
the models assumptions checked. The following Table 13 shows the results
of the first regression model which aimed to test the hypothesis 1, stated

below:

H1: Benefits obtained from a printed newspaper have a positive effect on

word-of-mouth about this newspaper.
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Table 13. Regression of word-of-mouth about the newspaper on

benefits obtained from reading it

Heteroskedasticity
consistent
Variable Pa_ram. Stand. t Pr > |t| Tol.
Estimate | Error Stan.
t Pr > |t

Error

Intercept| 1.671 0.643 2.60 0.010 | 0.695 | 2.41 | 0.016

BenpFl 0.110 0.020 5.50 | <.0001 | 0.023 | 4.86 | <.0001 | 0.610

BenpF2 0.170 0.028 6.15 | <.0001 | 0.030 | 5.63 | <.0001 | 0.521

BenpF3 0.116 0.028 415 | <.0001 | 0.029 | 4.04 | <.0001 | 0.501

BenpF4 0.179 0.040 4.46 | <.0001 | 0.044 | 4.06 | <.0001 | 0.850

Model fit R? Adj. R? F Pr>F

0.372 0.368 | 106.4 | <.0001

After running the regression, model assumptions have been checked, which
included homoskedasticity, normality and absence of multicollinearity. It was
done through analyzing the residuals. The distribution histogram of residuals
of the model showed that they were fairly normally distributed. However,
analysis of residuals indicated a heteroskedasticity problem, the presence of
unequal variances of the error term. (Hair et al. 1998, 174) Therefore, in
order to make sure that the standard errors and, consequently, the
confidence intervals and tests of the hypotheses were correct, White’s robust
standard errors were used in the model. As can be seen from the Table 13,
the White’s robust standard errors didn’t differ significantly from the regular
standard errors, therefore, it was concluded that results were not biased by

hereroskedasticity.

Multicollinearity was checked with the help of tolerance measures. Tolerance
(marked as Tol. in the Table 13) is the amount of variability of the
independent variable not explained by other independent variables. Very
small tolerance values indicate the presence of high multicollinearity.
Generally the cutoff threshold is a value of 0.1. (Hair et al. 1998, 156, 193)
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As can be seen from the Table 13, this regression model was not influenced

by multicollinearity problem.

Next the results of the regression analysis are discussed. As the Table 13
shows, the Fit statistics prove the model to be significant at the level <.0001.
R Square, the coefficient of determination, indicates that model explains 37%
of variation in dependent variable. The t-statistics for the estimated
parameters verify whether they significantly differ from zero (HO), i.e. if they
are significant in explaining the change in dependent variable. (Hair et al.
1998) It can be concluded that having the significance level of 5 %, the HO is
rejected and all benefits obtained through reading a newspaper are related
significantly with word-of-mouth behavior of respondents regarding this

newspaper. Thus the hypothesis 1 is supported.

The second hypothesis concerning the word-of-mouth intensions is as

follows:

H2: Benefits obtained from online newspaper have a positive effect on word-

of-mouth about this online newspaper.

The results of the regression analysis testing the above hypothesis are

presented in the Table 14.
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Table 14. Regression of word-of-mouth about the newspaper’s website

on benefits obtained from using it

Heteroskedasticity
Parameter | Stand. consistent

. t Pr > |t] Tol.
Estimate Error
Stan. ¢ Pr > |t|

Error

Variable

Intercept 1.581 0.526 | 3.01 | 0.0027 | 0.509 | 3.11 | 0.0020

BenwF1 0.106 0.018 | 6.02 | <.0001 | 0.020 | 5.29 | <.0001 | 0.543

BenwF2 0.107 0.019 | 5.74 | <.0001 | 0.021 | 4.99 | <.0001 | 0.497

BenwF3 0.189 0.027 | 6.96 | <.0001 | 0.029 | 6.43 | <.0001 | 0.539
BenwF4 0.142 0.041 | 3.48 | 0.0005 | 0.044 | 3.21 | 0.0014 | 0.741
Model fit R? Adj.R* | F Pr>F

0.380 0.383 | 146 | <.0001

Model assumptions were checked and indicated normal distribution of
residuals of the model, no multicollinearity impact on the results according to
significantly high tolerance values (marked as Tol. in the Table 14), no
heteroskedasticity effect on the results as the White’s robust standard errors

didn’t differ much from the standard errors.

According to the results in the Table 14, the model is significant at the level
<.0001. R Square shows that model explains 38% of variation in dependent
variable. All benefits obtained through using the newspaper’s website are
statistically significant in explaining the variation in word-of-mouth behavior of

respondents regarding this website, hence, the hypothesis 2 is supported.

6.4.3 Obtained benefits and willingness to pay

In this section the results of testing the hypotheses 3, 4 and 5 are discussed.

Hypothesis 3 has been stated as follows:

H3. Benefits obtained from a printed newspaper have a positive effect on

willingness to pay for the printed newspaper
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It was tested with a regression analysis as all the previous ones. The results

of the regression analysis can be found from the Table 15.

Table 15. Regression of log-willingness to pay for the printed

newspaper on benefits obtained from reading it

Heteroskedasticity

consistent
Cotimate | Enor | [Pl g Tol.
an- ¢ |pr>py

Error
Intercept 1.886 0.545 | 3.46 | 0.0006 | 0.546 | 3.45 | 0.0006 .
BenpFl 0.009 0.012 | 0.80 | 0.422 | 0.014 | 0.67 | 0.502 | 0.550
BenpF2 0.021 0.016 | 1.29 | 0.197 | 0.019 | 1.07 | 0.284 | 0.475
BenpF3 0.023 0.016 | 1.42 | 0.156 | 0.016 | 1.41 | 0.159 | 0.475
BenpF4 -0.009 0.024 |-0.37 | 0.711 | 0.027 | -0.33 | 0.744 | 0.756

Variable

gndr 0.185 0.149 | 1.24 | 0.216 | 0.152 | 1.21 | 0.226 | 0.954
educ 0.007 0.043 | 0.15 | 0.880 | 0.041 | 0.16 | 0.873 | 0.958
freqnp -0.134 0.054 |-2.49| 0.013 | 0.073 |-1.85| 0.065 | 0.543
subsnp -0.786 0.199 |-3.96 | <.0001 | 0.228 | -3.45 | 0.000 | 0.537
home 0.194 0.115 | 1.68 | 0.093 | 0.126 | 1.54 | 0.125 | 0.902
Model fit R? Adj.R* | F Pr>F

0.135 0.121 | 9.75 | <.0001

First the regression analysis was conducted just with 4 independent variables
— obtained benefits, but the R Square value was very low and in order to
raise the statistical significance of the model the following control variables
were added to the model: gender of the respondent, educational level,
frequency of reading the newspaper, current subscription status, and place of
residence (if the respondent lives in the city or region where this newspaper
is published or outside of there, or out of Finland). It allowed increasing the R
Square to 13 %.

Assumptions of this model were checked and indicated normal distribution of

residuals of the model, absence of multicollinearity impact on the results and
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absence of the heteroskedasticity effect on the results due to insignificant

difference of standard errors from the White’s robust standard errors.

According to the results in the Table 15, the benefits do not predict
willingness to pay, when gender, education, frequency of reading the
newspaper, current subscription status, and place of residence variables are
controlled for. The desire to pay for the product or service, in this case,
printed newspaper has been proved to depend on how much value the
consumers get from it (Le Gall-Ely 2009, Wenyu 2004). In the current
situation, it looks like the received benefits are not enough to make them pay
for the newspaper. The focal newspaper is delivered to its subscribers every
morning and, therefore, the readers might be primarily motivated by the
“freshness” of the news. As it was mentioned earlier in the Chapter 6.1 more
than half of the respondents of the survey (56%) reside outside of the city
where the newspaper is issued, it means they get it the next day and the
news lose their “freshness”. This fact might be one of the main reasons for
the absence of the effects of obtained benefits on the WTP for the printed

newspaper.

Willingness to pay for printed newspaper is higher for those who live in the
region of the newspaper, who read printed newspaper more frequently, and
current subscribers. The negative signs of two control variables are
explained by the coding of these items. Frequency of reading the newspaper
was coded on the scale from l1=many times a day to 8=never, and
subscription status was coded as 1=subscriber, 2=not a subscriber. Based

on the above discussion, it is concluded that hypothesis 3 is not supported.
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The next hypothesis looks as follows:

H4: Benefits obtained from the online newspaper have a positive effect on

willingness to pay for this online newspaper.

The results of the regression analysis testing the hypothesis 4 can be seen
from the Table 16.

Table 16. Regression of log-willingness to pay for the online newspaper

on benefits obtained from using it

Heteroskedasticity
consistent

fotimate | Bror | TP g Tol.
and. | Iprs

Error

Variable

Intercept| -3.115 0.746 |-4.17 | <0001 | 0.720 | -4.33 | <.0001

BenwF1 0.010 0.016 | 0.60 | 0.551 | 0.016 | 0.60 | 0.551 | 0.535

BenwF2 0.051 0.022 | 233 | 0.020 | 0.022 | 2.38 | 0.018 | 0.541

BenwF3 -0.034 0.029 |-1.17| 0.242 | 0.028 | -1.22 | 0.224 | 0.611

BenwF4 0.104 0.037 | 2.79 | 0.006 | 0.036 | 2.88 | 0.004 | 0.760

gndr 0.044 0.228 | 0.19 | 0.846 | 0.227 | 0.19 | 0.846 | 0.927

educ -0.089 0.065 |-1.36 | 0.173 | 0.065 | -1.37 | 0.171 | 0.933

freqws 0.048 0.084 | 0.57 | 0.570 | 0.081 | 0.59 | 0.557 | 0.863

thiswsH 0.211 0.061 | 3.49 | 0.000 | 0.058 | 3.65 | 0.000 | 0.882

thiswsY -0.058 0.052 |-1.11| 0.268 | 0.050 |-1.16 | 0.248 | 0.970

Model fit R? Adj.R* | F Pr>F

0.063 0.052 | 5.64 | <.0001

All model assumptions have been checked as in the previous models and
indicated normal distribution of the residuals, absence of multicollinearity,

and no heteroskedasticity effect on the results.

According to the results in the Table 16, the model is significant at the level
<.0001. R Square shows that model explains 6 % of variation in dependent

variable. The results show that interpersonal and convenience benefits are
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statistically significant for predicting willingness to pay for the access to the
newspaper's website when gender, education, frequency of using the
website, amount of time spent on the website per week, and prior use of the
website variables are controller for. Willingness to pay for the website’s
content is higher for those who spend more time on it weekly. All other
variables do not have significant effects on the willingness to pay. Hypothesis

4 is partially supported.

The last hypothesis of the current research was stated as follows:

H5: Benefits obtained from the printed newspaper and its website have a
positive effect on willingness to pay for the package of printed newspaper

and its website access.

The results of the regression analysis testing the hypothesis 5 are presented
in the Table 17.
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Table 17. Regression of log-willingness to pay for the printed and

online newspaper on benefits obtained from using them

Heteroskedasticity

consistent
Variable EZ?irr?lrgt.e Sé?rr;?' t Pr > |t| stand Tol.
and-1 ¢ I pr>py

Error
Intercept | 1.693 0.809 | 2.09 | 0.037 | 0.852 | 1.99 | 0.047 :
BenpF1 0.026 0.022 | 1.19 | 0.236 | 0.022 | 1.19 | 0.234 | 0.308
BenpF2 0.055 0.026 | 2.14 | 0.033 | 0.026 | 2.13 | 0.034 | 0.342
BenpF3 | -0.046 | 0.029 |-1.58 | 0.116 | 0.026 |-1.76 | 0.080 | 0.267
BenpF4 | -0.042 | 0.032 |-1.31| 0.190 | 0.033 |-1.28 | 0.200 | 0.764
BenwF1 | -0.019 | 0.020 |-0.95| 0.341 | 0.018 |-1.07 | 0.287 | 0.292
BenwF2 | 0.075 0.029 | 2.58 | 0.010 | 0.027 | 2.75 | 0.006 | 0.258
BenwF3 | -0.032 | 0.033 |-0.98| 0.327 | 0.032 |-1.02 | 0.310 | 0.419
BenwF4 | 0.023 0.036 | 0.63 | 0.530 | 0.034 | 0.67 | 0.501 | 0.691
gndr -0.026 | 0.212 |-0.12| 0.903 | 0.205 |-0.13| 0.900 | 0.900
educ 0.006 0.061 | 0.10 | 0.921 | 0.057 | 0.11 | 0.915 | 0.909
freqnp -0.017 | 0.075 |-0.23| 0.816 | 0.082 |-0.21| 0.832 | 0.536
subsnp | -1.104 | 0.277 |-3.98 | <.0001 | 0.288 |-3.84 | 0.000 | 0.524
home 0.061 0.160 | 0.38 | 0.706 | 0.179 | 0.34 | 0.736 | 0.889
freqws 0.064 0.077 | 0.83 | 0.410 | 0.077 | 0.83 | 0.408 | 0.825
thiswsH | 0.004 0.061 | 0.07 | 0.944 | 0.059 | 0.07 | 0.942 | 0.855
thiswsY | 0.007 0.047 | 0.15 | 0.885 | 0.039 | 0.18 | 0.861 | 0.934
Model fit R? Adj.R*| F Pr>F
0.090 0.062 | 3.18 | <.0001

The Table 17 illustrates that the model is significant at the level <.0001 and
explains 9 % of variation in the dependent variable. It is visible from the
results that the willingness to pay for the bundle of printed newspaper and its
online version is positively influenced only by the information/learning benefit
obtained from reading the newspaper and by the interpersonal benefit
obtained from using the newspaper’s website. Also WTP is higher for the
current subscribers. Thus, if the person is already a subscriber of the
newspaper and it satisfies his need of getting new information and

additionally the website provides him socialization opportunities, his WTP for
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bundled product is higher. Possibly consumer sees more added value in the
newspaper’'s website if he is already subscribed for the printed version and is

ready to pay for both products.

All the other benefits do not predict WTP for combination of printed and
online newspaper versions when education, gender, frequency of reading
newspaper and using website, current subscription, region of living of the
respondent, amount of time spent on the focal website weekly, and prior
experience with this website are controlled for. Hence, the hypothesis 5 is

partially supported.

5.4 Summary of the research results

The Table 18 contains the results of all hypotheses tests of the current

research and the hypothesized relations between the constructs.

Table 18. Summary of the results

Hypothesis Relationship Results
Benefits obtained from a printed newspaper have a
H1 positive effect on word-of-mouth about this newspaper Supported
Benefits obtained from online newspaper have a positive
H2 effect on word-of-mouth about this online newspaper Supported
Benefits obtained from a printed newspaper have a Not
H3 positive effect on willingness to pay for the printed
supported
newspaper
Benefits obtained from the online newspaper have a .
o . ) ) Partially
H4 positive effect on willingness to pay for this online
supported
newspaper
Benefits obtained from a printed newspaper and its
website have a positive effect on willingness to pay for Partially
H5 : . .
the package of printed newspaper and its website supported
content
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7 CONCLUSIONS

This research was dedicated to studying the benefits which consumers
receive from using the media, specifically traditional and online newspapers.
The main aim was to reveal the key types of benefits and their influence on
consumers’ behavioral outcomes such as word-of-mouth and willingness to
pay. The context of interest was the newspaper industry which nowadays
has taken two different forms: traditional printed and the online one.
Therefore, the obtainment of the benefits and its consequences were
considered in the context of both forms of newspaper industry, printed and
online. The post-hoc analysis of differences between the benefits obtained
from two different forms of newspapers has been also performed. Theoretical
part of research was covered in three chapters and presented the concepts
of obtained from the perspective of U&G theory as well as the concepts of
word-of-mouth and willingness to pay and their relations with obtained
benefits. Research method was quantitative with online survey being a
method of data collection. It was described in detail in the Chapter 5. The
results of the empirical research were presented and discussed in the
Chapter 7. The following subchapters are going to present the theoretical
and managerial implications of the research followed by the justification of its
reliability and validity, and discussion of limitations and future research

proposals.

7.1 Theoretical implications

The present study contributes to the theory of consumer behavior in the
news media industry in its traditional form and also in the Internet. It also
widens the knowledge of the U&G theory in the area of newspapers usage in
printed and online domain. Online news consumption behavior hasn’t been

thoroughly studied so far in the theory and this research is among the
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pioneering ones and brings the value in this way. Besides, it allowed to
identify the main categories of benefits obtained via news media usage and
to have a better understanding of consumers’ value perceptions in news
consumption. The identified categories of benefits are in line with the
previous research which studied the gratifications obtained from using the
traditional and online news media (e.g. Flavian and Gurrea 2007b, 2009;
Papacharissi and Rubin 2000; Van Cauwenberge et al. 2010). However, the
post hoc analysis of the results helped to identify the significant differences
between benefits obtained from printed and online forms of newspapers,
which were not mentioned in the earlier studies. These findings provide the

base for further investigations in this area.

The interrelations of the constructs of interest of this study haven’t been
directly studied before as the literature review has showed. Benefits were
always considered as a part of concept of value. Therefore, this study
brought more understanding of the direct relations between obtained benefits
and WOM and WTP concepts. Research results showed that all identified
consumer’s benefits have an effect of the word-of-mouth behavior and

several categories influence their willingness to pay.

The effects of obtained benefits (considered as a part of perceived value
concept) on the word-of-mouth behavior were studied earlier by several
researchers (e.g. Durvasula et al. 2004, Gounaris et al. 2007, Wang et al.
2004), however, they were not considered in the context of newspaper
industry. Therefore, the results of the current study confirm earlier findings
about the effects of obtained benefits on WOM and widen the area of their

application to the new, not studied earlier, context of newspaper industry.

The empirical findings about the effects of the obtained benefits on the

willingness to pay differ from the existing research in this area. According to



87

earlier studies, mentioned in the Chapter 4.2, WTP is supposed to be
positively influenced by the obtained benefits (Dodds et al. 1991, Donatello
2002, Le Gall-Ely 2009). However, in the current study none of the obtained
benefits had the effect on the WTP for the printed newspaper. These findings
are quite surprising, but earlier in the Chapter 6.4.3 there have been
mentioned the possible reasons for them. The current study allowed to widen
the knowledge about the relations of the obtained benefits with the concept
of WTP in the context of traditional and online newspapers, which turned out

to differ from the existing one.

7.2 Managerial implications

Nowadays, the printed newspapers are experiencing a competition from the
digital media. Therefore, it is important to understand what needs consumers
aspire to satisfy through using each of these media in order to avoid
cannibalization of one media by another. Besides, there is a believe among
the Internet users that the online news should be available for free and
newspapers are struggling with finding ways to charge for their web offers
(Graybeal et al. 2012). Thus, knowledge of obtained benefits would be a
starting point for building correct pricing and marketing strategies for both

printed and online newspapers.

The present study allowed identifying the types of benefits which are
received from using newspapers, printed and online. It also showed that
printed and online newspapers deliver different benefits. Thus, more likely
they can be used complementary. But it is still advisable to differentiate the

content in print and online formats to exclude the chance of cannibalization.

Knowledge of the effects which benefits have on the word-of-mouth behavior

allows the practitioners to improve the provision of those benefits in order to
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stimulate consumers’ positive referrals. It has been found in this study that all
of the obtained benefits are important antecedents of WOM behavior. Hence,
the managers have to make sure the newspaper and the website provide

them all well.

Information about which benefits have effect on WTP of consumers can allow
the publishers to increase the profitability of their printed and online products.
Results showed that the users of the website are not willing to pay separately
for the printed newspaper, even if they receive certain benefits from it.
However, they are willing to pay for the website access if they receive
interpersonal and convenience benefits from its usage. Therefore, publishers
have to ensure good possibilities for communication between the users

online, and take care about forums and discussion boards on the website.

At the same time willingness to pay for the package of newspaper and
website access is affected only by information/learning benefits obtained
from reading the newspaper and by interpersonal benefits obtained from
using the newspaper’s website. Also WTP for a bundled product is higher for
current print newspaper subscribers. Thus, in order to raise their current
subscribers’ WTP for a bundled product newspaper publishers would need to

make sure the mentioned types of benefits can be obtained.

7.3 Validity and reliability of research

Reliability means a degree of consistency between the multiple
measurements of a variable and possibility to repeat the study (Hair et al.
1998). Reliability also depends on the correct use of the questionnaire. As
the survey was conducted without participation of researcher in it, it was
difficult to make sure that respondents understood all questions correctly and

that they would answer them all. In order to ensure the reliability of the
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research the guestionnaire was pretested prior to conducting a survey, first
with the help of Finnish Newspapers Association (Sanomalehtien Liitto), then
with one of the newspapers taking part in the project. It was done to check if
the instrument was collecting the information which was planned to be
collected and that the respondents understood the questions correctly. The
reliability of the scales was tested with Cronbach’s alpha coefficients. All of

them were high, over 0.7, meaning the high reliability of the scales.

Validity is the degree to which a measure or a scale represents the concept
of interest and measures what it is supposed to. The high validity of research
should be ensured by the researcher in advance, when he proposes a
construct and matches it to the selected measures and indicators. Validity
however, doesn’t guarantee reliability. (Hair et al. 1998) The measures have
been validated prior to the research. Factor analyses have been also

conducted to confirm the validity of the measures.

7.4 Limitations of the research and future research proposals

The present research has several limitations which have to be taken into
account when considering its results. One of the limitations of this study is
that the data was collected from the consumers of a certain company. Hence
it reduces the external validity of results and makes it problematic to
generalize them. They are possibly more reliable only for the newspapers.
The study should be repeated with other companies and contexts. Also the
sample consisted only of Finnish-speaking respondents. It could be

convenient to validate the results with a wider and international sample.

Another limitation is connected with the fact that the sample of the survey
wasn’t random as the respondents were not selected according to a certain
criteria, but instead any user of newspaper’s website could participate in the
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survey. Therefore, the group of not-so-active users of the website probably
didn’t have enough representation. It could be reasonable to use another
sampling method in further studies on similar topic to have a more

representative sample.

As it was mentioned earlier one of the most important antecedents of word-
of-mouth behavior and willingness to pay — satisfaction — hasn’t been studied
in this research. It might be interesting to include this variable into models of
the further studies. Furthermore, income wasn’t included into the control
variables of the present study, although it is logical to assume that it is

important predictor of consumer’s willingness to pay.

The current study dealt only with the obtained benefits of consumers,
however it could be interesting to compare them with the sought benefits in
order to see if the obtained benefits are actually of value for consumers and if
their existing needs are matched and gratified.

The further research could investigate in more detail the differences between
benefits obtained from the printed newspaper and benefits obtained from an
online newspaper by dividing the consumers into clusters, as this could give

more insights on the reasons of those differences.
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APPENDICES

Appendix 1. The questionnaire

SANOMALEHDEN LUKEMINEN JA LEHDEN VERKKOSIVUJEN KAYTTO

Taman Kkyselyn tavoitteena on selvittdd X:n verkkosivujen kayttgjien
nakemyksia X-lehdestd ja sen verkkosivuista. Kyselyn toteuttajana on
Lappeenrannan teknillinen yliopisto. Oikeita tai vaaria vastauksia ei ole —
pyydamme vastaamaan oman mielipiteesi ja kokemuksesi mukaisesti. Kaikki
vastaukset kasitelladn ehdottoman luottamuksellisesti. Kyselyyn vastaamalla
autat lehtia kehittamaan verkkosivujaan, jotta ne palvelisivat entista
paremmin lukijoiden tarpeita. Kyselyyn vastanneiden kesken arvotaan X-
lehden tuotepalkintoja. Halutessasi voit jattaa yhteystietosi kyselyn
viimeisella sivulla. Yhteystietoja kaytetdaan ainoastaan arvontaan.

Kiitos yhteistytsta!

NEWSPAPER READING AND ITS WEBSITE USAGE

The purpose of this questionnaire is to clarify views of website X users about
newspaper X and its website. The questionnaire is implemented by Lappeenranta
University of Technology. There are no right or wrong answers — please respond
with your own opinions and according to your experiences. All the responses will be
treated with strict confidence. By answering to the questionnaire you will help
newspapers to develop their website in order to serve better the needs of the
readers. Among the respondents there will be a lottery of newspaper X product
awards. If you want, you can leave your contact information on the last page of the
guestionnaire. Contact information is used only for the lottery.

Thank you for cooperation!
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1. Sukupuolesi:
- mies - nainen
Gender:

- male - female

2. Ikasi:

-1...100 - yli 100

Age:

-1...100 - more than 100

3. Asuinpaikkasi:

- llImestymiskaupunki;

- Lehden ilmestymismaakunta,
- Muu Suomi;

- Ulkomaat

Place of residence:

- City of the newspaper

- Region of the newspaper

- Rest of Finland

- Rest of the world

4. Mikd on koulutuksesi?

- Peruskoulun ala-aste, kansakoulu

- Peruskoulun ylaaste, keskikoulu

- Ammatillinen perustutkinto, ammattikoulu

- Ylioppilas

- Opistoasteen ammatillinen tutkinto

- Ylempi opistoasteen tutkinto, ammattikorkeakoulututkinto, alempi yliopiston
tai korkeakoulun akateeminen tutkinto

- Yliopiston tai korkeakoulun ylempi akateeminen tutkinto tai korkeampi

- Muu
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What is your education?

- Primary school

- Secondary school

- Vocational school

- High school

- Vocational school (old name)
- Master's degree

- Higher than Master's degree
- Other

5. Kuinka usein sinulla on tapana lukea painettua X-lehtea?
- Paivittain useita kertoja paivassa;

- Kerran paivassa;

- 5-6 paivana viikossa;

- 3-4 paivana viikossa;

- 1-2 paivana viikossa;

- 1-3 paivana kuukaudessa,

- Harvemmin;

- Ei koskaan

How often do you read printed X newspaper?
- Many times a day;

- Once a day

- 5-6 days per week

- 3-4 days per week

- 1-2 days per week

- 1-3 days per month

- Less than that

- Never
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6. Tuleeko X-lehti talouteesi tilattuna?
- kylla - ei
Does your household subscribe to X newspaper?

- yes -no

7. Kuinka monta tuntia viikossa vietat arviolta aikaa tdméan lehden
verkkosivuilla?

(tuntia viikossa)
How many hours per week do you spend on this newspaper's website?

(hours per week)

8. Kuinka monta vuotta olet kayttanyt taman lehden verkkosivuja?
(vuotta)
How many years have you been using this newspaper's website?

(years)

9. Kuinka usein sinulla on tapana kayttaa taman lehden verkkosivuja?
- Paivittain useita kertoja paivassa

- Kerran paivassa

- 5-6 paivana viikossa

- 3-4 paivana viikossa

- 1-2 paivana viikossa

- 1-3 paivana kuukaudessa

- Harvemmin

- Ei koskaan

How often do you use this newspaper's website?
- Many times a day

- Once a day

- 5-6 days per week

- 3-4 days per week
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- 1-2 days per week
- 1-3 days per month
- Less than that

- Never

10. Seuraavat vaittamat liittyvat erilaisiin hyotyihin, joita voit saavuttaa
lukemalla tatd sanomalehted. Ole hyva ja arvioi missa maarin olet
samaa mieltd seuraavien vaittamien kanssa, kun ajattelet painetun X-
lehden lukemista. Jos et lue painettua sanomalehtead, siirry seuraavaan
kysymykseen.
1=taysin eri mielta, 7=taysin samaa mielta
Saan lisaa tietoa uusista asioista
LAydan ratkaisuja ongelmiin
Saan tietoa siita, mita lahellani tapahtuu
Saan tietoa siita, mitd maailmalla tapahtuu
Lisaan yleissivistystani
Opin uusia asioita
Pystyn tyydyttamaan tiedonhaluni
Saan keskustelunaiheita tyohoni
Saan keskustelunaiheita vapaa-aikaani
Tunnen kuuluvani vahvemmin paikalliseen yhteis6on
Opin tuntemaan muiden ihmisten ajatuksia
Voin vertailla erilaisia nakemyksia
Opin ymmartamaan muiden mielipiteita
Saan tietoa, jota tarvitsen tydssani tai opiskelussani
Voin rentoutua
Voin nauttia
Voin viihtya
Voin kuluttaa aikaa

Voin irtautua arjesta
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Voin viettdd omaa aikaa

Voin lukea lehtea milloin haluan
Voin lukea lehted missé haluan
Saan tietoa edullisesti

The following statements are related to benefits that can be accrued by
reading this newspaper. Please evaluate how much do you agree with
the following statements, when thinking about reading print newspaper
X. If you don't read print newspaper, please move forward to the
following question.
1=fully disagree, 7=fully agree
| get to know current news
| find solutions to specific problems
| can learn what is happening nearby
| can learn what is happening in the world
| can become more civilized
| can learn new things
| can keep myself informed
| get conversation topics to my work
| get conversation topics to my leisure time
| feel stronger attachment to the local community
| get to learn how other people think
| can compare different insights
| learn to understand others' opinions
| get information | need in my work or studies
| can relax
| can thrill
| can enjoy
| can pass time

| can break away from everyday duties
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| can occupy my time

| can read the newspaper when | want
| can read the newspaper where | want
| can get information cheaply

11. Seuraavat vaittamat liittyvat erilaisiin hyotyihin, joita voit saavuttaa
kayttamalla taméan lehden verkkosivuja. Ole hyva ja arvioi missa méarin
olet samaa mielta seuraavien vaittamien kanssa, kun ajattelet xxxx.fi -
verkkosivujen kayttamista.
1=taysin eri mielta, 7=taysin samaa mielta
Saan lisaa tietoa uusista asioista
Loydan ratkaisuja ongelmiin
Saan tietoa siitd, mita lahellani tapahtuu
Saan tietoa siitda, mitd maailmalla tapahtuu
Lisaan yleissivistystani
Opin uusia asioita
Pystyn tyydyttamaan tiedonhaluni
Saan keskustelunaiheita tyohoni
Saan keskustelunaiheita vapaa-aikaani
Tunnen kuuluvani vahvemmin paikalliseen yhteiso6n
Opin tuntemaan muiden ihmisten ajatuksia
Voin vertailla erilaisia nakemyksia
Opin ymmartamaan muiden mielipiteita
Saan tietoa, jota tarvitsen tydssani tai opiskelussani
Voin rentoutua
Voin nauttia
Voin viihtya
Voin kuluttaa aikaa
Voin irtautua arjesta

Voin viettdd omaa aikaa



116

Voin lukea lehted milloin haluan
Voin lukea lehted missa haluan

Saan tietoa edullisesti

The following statements are related to benefits that can be accrued by
using this newspaper's website. Please evaluate how much do you
agree with the following statements, when thinking about using xxxx.fi
website.
1=fully disagree, 7=fully agree
| get to know current news
| find solutions to specific problems
| can learn what is happening nearby
| can learn what is happening in the world
| can become more civilized
| can learn new things
| can keep myself informed
| get conversation topics to my work
| get conversation topics to my leisure time
| feel stronger attachment to the local community
| get to learn how other people think
| can compare different insights
| learn to understand others' opinions
| get information | need in my work or studies
| can relax
| can thrill
| can enjoy
| can pass time
| can break away from everyday duties
| can occupy my time

| can read the newspaper when | want
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| can read the newspaper where | want

| can get information cheaply

12. Seuraavat vaittdmat kuvaavat arvioitasi paperille painetusta X-
lehdesta. Ole hyva ja arvioi, missa maarin olet samaa mieltéd seuraavien
vaittdmien kanssa.

1=taysin eri mielta, 7=taysin samaa mielta
Kerron myodnteisia asioita tasta lehdesta muille ihmisille
Suosittelen tata lehtea niille, jotka kysyvat mielipidettani

Kehotan muita ihmisia lukemaan tata lehtea

The following statements are related to your evaluations about the print
newspaper X. Please evaluate to which degree you agree with the
following statements.

1=fully disagree, 7=fully agree
| say positive things about this newspaper to other people
| recommend this newspaper to someone who asks my opinion

| encourage other people to read this newspaper

13. Seuraavat vaittamét kuvaavat arvioitasi xxxx.fi -verkkosivuista. Ole
hyva ja arvioi, missd maarin olet samaa mielta seuraavien vaittamien
kanssa.

1=taysin eri mielta, 7=taysin samaa mielta
Kerron mydnteisia asioita naista verkkosivuista muille ihmisille
Suosittelen naita verkkosivuja niille, jotka kysyvat mielipidettani

Kehotan muita ihmisia kayttamaan naita verkkosivuja
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The following statements are related to your evaluations about the
xxxx.fi website. Please evaluate to which degree you agree with the
following statements.

1=fully disagree, 7=fully agree
| say positive things about this website to other people
| recommend this website to someone who asks my opinion

| encourage other people to use this website

14. Kuinka paljon olet valmis maksamaan X:n painetusta
sanomalehdestd kuukaudessa?

(e/kk)
How much would you be willing to pay on X's print newspaper per
month?

(euros per month)

15. Kuinka paljon olet valmis maksamaan xxxx.fi verkkolehdesta
kuukaudessa?

(elkk)
How much would you be willing to pay on xxxx.fi website per month?

(euros per month)

16. Kuinka paljon olet valmis maksamaan taman sanomalehden

tuotepaketista, joka siséltdd painetun sanomalehden ja verkkolehden?
(e/kk)

How much would you be willing to pay on a package including print

newspaper and xxxx.fi website?

(euros per month)
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Appendix 2. The original results of the factor analyses

2a) Benefits obtained from reading a newspaper

Iterated principal factor analysis with oblique promax rotation to the benefits
obtained from the printed newspaper (excluding variables 2, 8, 14, 23). There
were four factors extracted: 1) leisure/entertainment, 2) information/learning,

3) interpersonal, 4) convenience.

Rotated factor pattern matrix

Variables Factorl | Factor2 |Factor3| Factor4

| can enjoy 0.904
I can thrill 0.888
| can relax 0.835
| can break away from everyday duties 0.809
| can occupy my time 0.777
| can pass time 0.726
| get to know current news 0.793
| can learn what is happening nearby 0.746
| can learn what is happening in the world 0.727
| can become more civilized 0.690
| can learn new things 0.563
| can keep myself informed 0.520
| get to learn how other people think 0.910
| learn to understand others' opinions 0.860
| can compare different insights 0.857

| feel stronger attachment to the local
community 0.618

| get conversation topics to my leisure

time 0.404
| can read the newspaper when | want 0.891

| can read the newspaper where | want 0.865
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2b) Benefits obtained from using newspaper’s website

Iterated principal factor analysis with oblique promax rotation to the benefits
obtained from the using online newspaper (excluding variables 2, 5, 6, 8, 14,
23). There were four factors extracted: 1) leisure/entertainment, 2)

interpersonal, 3) information/learning, 4) convenience.

Rotated factor pattern matrix

Variables Factorl | Factor2 |Factor3| Factor4

| can enjoy 0.936
| can thrill 0.926
| can relax 0.865
| can break away from everyday duties 0.855
| can occupy my time 0.831
| can pass time 0.781
| get to learn how other people think 0.937
| learn to understand others' opinions 0.909
| can compare different insights 0.902

| feel stronger attachment to the local
community 0.590

| get conversation topics to my leisure

time 0.439
| can learn what is happening nearby 0.799

| can learn what is happening in the world 0.725
| get to know current news 0.704
| can keep myself informed 0.458
| can read the newspaper when | want 0.920
| can read the newspaper where | want 0.702
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2c) Word-of-mouth behavior about printed newspaper

Iterated principal factor analysis to the word-of-mouth (print) variables. There
was one factor extracted.

Factor pattern matrix

Variables Factorl
| say positive things about this newspaper to other people 0.901
| recommend this newspaper to someone who asks my opinion 0.877
| encourage other people to read this newspaper 0.867

2d) Word-of-mouth behavior about online newspaper

Iterated principal factor analysis with oblique promax rotation to the word-of-
mouth (web) variables. There was one factor extracted.

Factor pattern matrix

Variables Factorl
| say positive things about this website to other people 0.927
| recommend this website to someone who asks my opinion 0.915
| encourage other people to use this website 0.904




