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Abstract
This study examines how website design, information quality, and utility affect ePaper 
use, with brand trust and attitude as mediators. This study examines the factors that 
influence ePaper readers’ intentions to use the service. The quantitative study uses a sur-
vey questionnaire to collect data. A convenience sample of  ePaper readers was selected. 
Structural Equation Modelling (SEM) was used to analyses data and determine variable 
relationships. The study found that website design, information quality, and usability 
affect brand trust, attitude, and ePaper use. A well-designed website with high-quality 
information and handy features boosts brand trust and attitude, which affects ePaper 
service use. This study adds to the literature by examining the relationships between 
website design, information quality, utility, brand trust, attitude, and ePaper use. The re-
sults suggest that ePaper suppliers should priorities website design, high-quality content, 
and useful features to build brand confidence and reader loyalty. It will boost their desire 
to use the service. Future investigations should aim to examine the potential effects of  
supplementary variables that could potentially influence individuals’ intents to utilized 
ePaper, including those related to user experience and social dynamics.
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Meningkatkan Motivasi Pembaca ePaper melalui Desain Situs Web, 
Kualitas Informasi, dan Kegunaan

Abstrak
Penelitian ini menguji bagaimana desain situs web, kualitas informasi, dan utilitas mempengaruhi 
penggunaan ePaper, dengan brand trust dan sikap sebagai mediator. Penelitian ini mengkaji faktor-
faktor yang mempengaruhi niat pembaca ePaper untuk menggunakan layanan. Penelitian kuan-
titatif  menggunakan kuesioner survei untuk mengumpulkan data. Sampel kemudahan pembaca 
ePaper dipilih. Structural Equation Modeling (SEM) digunakan untuk menganalisis data dan 
menentukan hubungan variabel. Studi ini menemukan bahwa desain situs web, kualitas infor-
masi, dan kegunaan mempengaruhi brand trust, sikap, dan penggunaan ePaper. Situs web yang 
dirancang dengan baik dengan informasi berkualitas tinggi dan fitur praktis meningkatkan ke-
percayaan dan sikap merek, yang memengaruhi penggunaan layanan ePaper. Penelitian ini me-
nambah literatur dengan mengkaji hubungan antara desain website, kualitas informasi, utilitas, 
brand trust, sikap, dan penggunaan ePaper. Hasilnya menunjukkan bahwa pemasok ePaper harus 
memprioritaskan desain situs web, konten berkualitas tinggi, dan fitur berguna untuk membangun 
brand trust dan loyalitas pembaca. Hal ini akan meningkatkan keinginan mereka untuk meng-
gunakan layanan ini. Investigasi di masa depan harus bertujuan untuk memeriksa efek potensial 
dari variabel tambahan yang berpotensi memengaruhi niat individu untuk menggunakan ePaper, 
termasuk yang terkait dengan pengalaman pengguna dan dinamika sosial.

JEL Classification: M31, D83, L86 

Correspondence Address
    Institutional address: Jl. Cipto Mangun Kusumo, Sungai Keledang, 
    Kec. Samarinda Seberang, Kota Samarinda
    Email: amirilazizah@polnes.ac.id

ISSN 
2337-5434 (online)

How to Cite: Azizah, A., Diah, A. M., Kiswanto., & Naufal, M. (2024). Enhancing ePaper Reader Intentions through Website 
Design, Information Quality, and Usefulness. JDM (Jurnal Dinamika Manajemen), 15(2), 334-353.



335

Azizah et al./ Enhancing ePaper Reader Intentions through Website Design ...

INTRODUCTION

In the rapidly evolving digital 
landscape, information consumption has 
significantly shifted toward electronic 
platforms, with ePapers emerging as a 
prominent medium. This transition ne-
cessitates an in-depth understanding of  
the factors influencing user engagement 
and continued usage (Dolega et al., 2021). 
This study analyzes the influence of  web-
site design, information quality, and use-
fulness on users’ intention to engage with 
ePapers, considering the mediating effects 
of  brand trust and user attitude.

Website design is a critical compo-
nent that shapes the initial perception and 
overall user experience (Hmoud et al., 
2022). A well-designed website not only 
attracts users but also facilitates ease of  
navigation, which can enhance user satis-
faction (Giao et al., 2020). Meanwhile, in-
formation quality, encompassing accura-
cy, relevance, and timeliness, is paramount 
in establishing the credibility and reliabi-
lity of  ePapers. High-quality content fos-
ters trust and encourages users to rely on 
the platform for their informational needs 
(Iglesias et al., 2018).

Usefulness, or the perceived value 
derived from using the website, further 
plays a crucial role in influencing user at-
titudes (Afthanorhan et al., 2019). It ref-
lects how well the platform meets users’ 
expectations and needs, thereby affecting 
their overall satisfaction and propensity to 
revisit the site. In this context, brand trust 
is a pivotal mediator, as it encapsulates the 
users’ confidence in the brand’s integrity 
and reliability, which can significantly im-
pact their behavioral intentions (Taufik, 
2023).

The research adopts a quantitative 
methodology, employing surveys to gather 
data from ePaper users (Adeyinka & Ngo-
aketsi, 2022). Statistical analysis techni-
ques are utilized to test the hypotheses and 

examine the relationships among the va-
riables. The insights gained from this stu-
dy aim to provide practical implications 
for web developers and marketers, aiding 
them in optimizing website features and 
content strategies to enhance user engage-
ment and foster loyalty (Zephan, 2018).

By comprehensively understanding 
the dynamics between website design, in-
formation quality, usefulness, brand trust, 
and user attitude, this research seeks to 
contribute to the literature on digital me-
dia consumption and offer actionable re-
commendations for the ePaper industry 
(Zaid, 2020). These findings are antici-
pated to guide strategic decisions in imp-
roving user experience and cultivating a 
loyal user base, ultimately driving the sus-
tained success of  ePaper platforms. 

The software is software that has a 
use to rejuvenate people with their acti-
vities (Ahamed et al., 2021). The softwa-
re itself  is very useful to help display so-
mething you want while connected to the 
internet, such as providing data display 
in the form of  text, images with vario-
us kinds such as paintings, sounds in the 
form of  music, and animation that can 
spoil the eye (Shiwakoti et al., 2020). The 
growth of  software technology became 
the basis for the widening of  mass media 
throughout the software network through 
the internet (Garousi et al., 2020), as is the 
case today newspapers known as print me-
dia and then enjoyed by sensation sheets 
of  newspapers containing information to 
readers, from information needed to infor-
mation according to newspapers connois-
seurs. 

From the development of  this mo-
dern era, it is what makes all media bu-
sinesspeople flock to switch to digital 
newspapers (Trappel & Tomaz, 2021), not 
without reason because any businesspeop-
le must follow the times to not be run over 
by the development itself. There are so 
many slowly, but surely digital newspa-
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pers scattered throughout the world, even 
countries that are still developing (Indone-
sia) are changing conventional habits to-
wards the era of  development (Linder et 
al., 2022). Hence, the primary objective of  
this research is to examine the various ele-
ments that may exert an influence on con-
sumers’ intents to adopt and utilize ePaper 
technology (Wagner et al., 2020). 

The present study constitutes an em-
pirical investigation integrating theoreti-
cal frameworks from multiple academic 
disciplines, including website design, in-
formation quality, and technological usa-
bility (Li & Shang, 2020). Furthermore, 
this study additionally examines the sig-
nificance of  brand trust and user attitudes 
as mediators in the relationship between 
these variables and user intents. 

Electronic Paper (ePaper) is a display 
technology that aims to replicate the appe-
arance of  ink on paper. Unlike traditional 
electronic displays like LCDs or LEDs, 
which emit light to display images, ePaper 
uses reflected light, similar to conventio-
nal paper. This characteristic makes ePa-
per highly readable in ambient light and 
reduces eye strain compared to backlit sc-
reens.

It is conventional to analyze these 
investigations in isolation in the existing 
corpus of  literature (Shiwakoti et al., 
2020). As a result, this investigation offers 
a chance to integrate these components 
into a single research project. Furthermo-
re, this study takes a novel approach by in-
corporating brand trust and user attitude 
variables as mediators between specific 
factors, such as website design, informa-
tion quality, usability, and user intention, 
despite the existence of  previous research 
that has explored the factors influencing 
ePaper usage (Sarstedt et al., 2022). This 
research makes a valuable contribution to 
the existing body of  knowledge by exami-
ning the relationship between design fea-
tures, information quality, usability, me-

diator variables, and users’ intent to use 
ePaper.

The distinctiveness of  this study is 
in the integration of  a diverse array of  va-
riables inside a single research framework, 
alongside the adoption of  a novel metho-
dology that incorporates mediators such 
as brand trust and user sentiments (Seifert 
& Kwon, 2020). Therefore, it is anticipated 
that this study will offer significant cont-
ributions to practitioners and researchers 
by enhancing their comprehension of  the 
determinants that impact user interest in 
adopting ePaper (Gawande & Veluchamy, 
2021). Additionally, it will serve as a foun-
dation for formulating efficacious design 
and marketing strategies, particularly in 
light of  the intensifying competition wit-
hin the ePaper sector.

Digital newspapers users are given 
interesting and useful uses with the featu-
res (Swart, 2021). According to Kozyreva 
et al. (2020) usage procedures and servi-
ces provided in using digital newspapers 
so that users believe that using digital 
newspapers can improve their work per-
formance (perceived usefulness). With a 
new lifestyle, the environment influences 
us to enter into that lifestyle by using di-
gital newspapers (intention) and user con-
fidence that the digital newspapers will 
meet their expectations (Trust) (Seifert & 
Kwon, 2020)

This study identifies two significant 
gaps in the existing research literature. 
Currently, there exists a scarcity of  rese-
arch that thoroughly investigates the im-
pact of  website design, information qua-
lity, and usability on users’ intentions to 
utilize ePaper concurrently (Owolabi et 
al., 2020). The existing study on the im-
pact of  website design, information qua-
lity, and usability on users’ intents to use 
ePaper simultaneously is significantly 
limited in terms of  its depth and scope 
(Linder et al., 2022). Despite the growing 
prevalence of  ePaper platforms in modern 
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media consumption, there exists a scar-
city of  comprehensive studies that delve 
into the intricate interplay between these 
key factors and user behavior (Mudgal & 
Rana, 2022)

While individual studies may touch 
upon aspects of  website design, informa-
tion quality, or usability in isolation, there 
is a notable absence of  holistic investiga-
tions that consider these elements collec-
tively (Ahn & Sura, 2020). This gap in re-
search inhibits a nuanced understanding 
of  how the synergistic effects of  website 
design, information quality, and usabili-
ty shape users’ intentions to engage with 
ePaper platforms concurrently.

Moreover, the limited scope of  exis-
ting research fails to capture the dynamic 
nature of  user interactions with ePaper in-
terfaces, which are influenced by a myri-
ad of  factors beyond mere functionality or 
content presentation. Factors such as user 
experience, perceived credibility, and cog-
nitive load play crucial roles in shaping 
users’ intentions and behaviors yet remain 
largely overlooked in the current literature 
(Abdullah et al., 2021). 

The Relationship between Website De-
sign and Brand Trust

The design of  a website plays a cru-
cial part in influencing how users percei-
ve a business and building trust. Brands 
may greatly improve their credibility and 
trustworthiness among their audience by 
prioritizing the development of  a visually 
attractive, user-friendly, consistent, safe, 
and inclusive website.

Previous research found a positive 
relationship between the website design 
and the brand trust (Wilson & Keni, 2018; 
Giao et al., 2020; Saoula et al., 2023). 
H1: 	 The design of  a website has a signifi-

cant impact on the level of  trust that 
digital newspaper readers have in a 
brand.

The Relationship between Information 
Quality and Brand Trust

The quality of  information is a cru-
cial element in building and sustaining 
confidence in a brand. Brands can greatly 
improve their credibility and trustworthi-
ness with their audience by making sure 
that the information they provide is accu-
rate, clear, timely, transparent, authoritati-
ve, relevant, consistent, and engaging.

Previous research found a positive 
relationship between information quality 
and brand trust (Seifert & Kwon, 2020; 
Suriyadi, 2021; Notarmuzi et al., 2022). 
H2: 	 The quality of  information has a sig-

nificant impact on the level of  trust 
that digital newspapers readers have 
in a brand.

The Relationship between Usefulness 
and Brand Trust

The perceived utility of  a company’s 
products, services, and content plays a cru-
cial role in establishing brand trust. Brands 
may greatly improve their credibility with 
their audience by continually giving rea-
listic, relevant, and meaningful solutions, 
assuring user-friendliness, incorporating 
consumer input, and providing thorough 
support.

Previous research found a positive 
relationship between usefulness and brand 
trust (Tahar et al., 2020; Mulyani et al., 
2021a).
H3: 	 The level of  usefulness has a signifi-

cant impact on the degree of  brand 
trust among readers of  digital news-
papers.

The Relationship between Website De-
sign and Attitude

The design of  a website is of  utmost 
importance in influencing consumers’ per-
ceptions and opinions about a brand. By 
prioritizing the development of  a visual-
ly captivating, user-friendly, trustworthy, 
emotionally captivating, and technical-
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ly proficient website, brands may greatly 
improve the favorable perceptions of  their 
audience.

The relationship between website de-
sign and attitude is positive, as indicated 
by the research conducted by Pinto et al. 
(2020).
H4: 	 The design of  a website has a signi-

ficant impact on the perception and 
mindset of  readers of  digital newspa-
pers.

The Relationship between Information 
Quality and Attitude

The quality of  information that a 
brand provides has a substantial impact 
on user attitudes. Brands may foster favo-
rable attitudes among their audience by 
ensuring that the information they provi-
de is accurate, clear, timely, transparent, 
authoritative, engaging, consistent, and 
instructional. High-quality content not 
only enhances trust and trustworthiness, 
but also cultivates a robust and positive 
brand image.

Previous research found a positive 
relationship between information quality 
and attitude (Prasad et al., 2019; Mâţă et 
al., 2020; Mulyani et al., 2021a).
H5: 	 The Attitude of  digital newspapers 

readers is significantly influenced by 
the quality of  information.

The Relationship between Usefulness 
and Attitude

User attitudes are substantially in-
fluenced by the perceived utility of  a 
brand’s products, services, and informa-
tion. Brands can foster positive attitu-
des among their audience by continually 
providing useful advantages, improving 
user satisfaction, meeting specific require-
ments, and maintaining a high perceived 
value.

Previous research found a positive re-
lationship between usefulness and attitude 
(Ventre & Kolbe, 2020; Yasa et al., 2022).

H6: 	 The attitude of  digital newspapers 
readers is significantly influenced by 
the usefulness of  the content.

The Relationship between Brand Trust 
and Intention to use

The level of  trust that users have in 
a brand is crucial in determining their wil-
lingness to use the brand’s products or ser-
vices. Brands may greatly increase users’ 
willingness to interact with their products 
or services by building and sustaining 
trust. This can be achieved through reli-
ability, positive experiences, reduced per-
ceived risk, emotional ties, and advocacy.

Previous research found a positive 
relationship between intention and brand 
trust (Zhao et al., 2019; Hanjani & Wido-
do, 2019).
H7: 	 The company’s Brand Trust signifi-

cantly affects the Intention of  digital 
newspapers readers.

The Relationship between Attitude and 
Intention to use

Users’ attitudes have a substantial 
influence on their inclination to utilize a 
brand’s products or services. Brands may 
effectively increase users’ willingness to 
interact with their products or services by 
fostering and sustaining favorable attitu-
des through emotional connections, trust, 
perceived value, satisfaction, and loyalty.

Previous research found a positive 
relationship between attitude and intenti-
on to use (Prochazka & Obermaier, 2022; 
Fikri et al., 2020).
H8: 	 The attitude of  digital newspapers 

readers has a significant impact on 
their intention.

The Relationship between Website De-
sign and Intention to use

The design of  a website plays a cru-
cial part in influencing users’ inclination 
to utilize a website. By prioritizing the de-
velopment of  a visually captivating, user-
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friendly, trustworthy, and technologically 
optimized website, brands may greatly in-
crease visitors’ desire to interact with their 
site and, consequently, their offerings.

Previous research found a positive 
relationship between website design ad 
intention to use (Kamalul Ariffin et al., 
2018; Trappel & Tomaz, 2021).
H9: 	 The design of  a website has a signifi-

cant impact on the intention of  digi-
tal newspapers readers.

The Relationship between Information 
Quality and Intention to use

The caliber of  information offered 
by a brand has a substantial influence on 
users’ inclination to utilize its products or 
services. Brands may effectively increase 
users’ intention to engage with their of-
ferings by ensuring that the information 
they provide is accurate, clear, relevant, 
transparent, authoritative, engaging, con-
sistent, and instructional. Reliable in-
formation fosters confidence, minimizes 

ambiguity, and generates a favorable user 
experience that encourages the desire to 
utilize it.

According to the research conducted 
by Martínez-Caro et al. (2020) informati-
on quality has a positive relationship with 
the variable intention.
H10: The quality of  information has a sig-

nificant impact on the intention of  
digital newspapers readers.

H11:	The impact of  usefulness on inten-
tion is significant among readers of  
digital newspapers.

This investigation was motivated 
by several prior research models eva-
luated from some perspectives: the re-
search model’s appropriateness for the 
researcher’s research, this investigation 
has introduced a novel variable into the 
grand model, and adequacy to the field 
under investigation. 

The variables that have been develo-
ped are variables that have been customi-

 

Figure 1.Grand Model by Suh & Han (2002)
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zed to the research phenomenon.
Two grand models have been deve-

loped, which are as follows: Suh & Han’s 
(2002) research model is based on the re-
lationship between usefulness trust and 
attitude.

The research model developed by 
Ventre & Kolbe (2020) is the interplay of  
attitude, trust, and usefulness.

Based on theoretical studies and em-
pirical research that have been explained 
in the previous discussion, as well as the 
main model (grand model), the researcher 
built a conceptual model for this research 
as in Figure 3.

METHOD

The research employs a quantitati-
ve design, which emphasizes the exami-
nation of  numerical and statistical data 
to investigate the relationships between 
variables. Data is collected at a speci-
fic time to investigate these relationships 
using a cross-sectional approach. The stu-
dy utilizes Structural Equation Modelling 
(SEM) to evaluate and verify intricate re-
lationships between latent and observed 
variables. SEM enables the assessment of  
structural models, which examine causal 
relationships among latent constructs, and 

 

Figure 2. Grand Model by Ventre & Kolbe (2020)

 

Figure 3. Research Model
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measurement models, which investigate 
relationships between observed variables 
and latent constructs.

Comprehensive model testing is fa-
cilitated by the extensive use of  AMOS 
(Analysis of  Moment Structures) softwa-
re for SEM analysis (Pandey & Pandey, 
2021). The study utilizes convenience 
sampling to identify participants who are 
easily accessible to the researcher, there-
by guaranteeing practicality in situations 
where access to a specific population, such 
as ePaper consumers, is restricted. To col-
lect primary data that is directly pertinent 
to the research questions and hypotheses, 
structured questionnaires will be adminis-
tered to these respondents (Ahn & Sura, 
2020). 

The objective of  this study is to exa-
mine the impact of  website design, infor-
mation quality, and usability on the inten-
tion to use ePaper, with a particular focus 
on the mediating role of  brand trust and 
attitudes. The researchers employed the 
accidental sampling approach to determi-
ne the participants for this study.

The acquired data will be subjected 
to analysis using the SPSS software to 
identify correlations between variables and 
provide descriptive statistics. Subsequent-
ly, the collected data will undergo analysis 
using AMOS software to conduct route 
analysis and structural equation mode-
ling in order to examine the relationships 
among the variables under investigation.

This study aims to enhance compre-
hension regarding the determinants that 
affect individuals’ intent to use ePaper, as 
well as the potential ramifications of  the-
se elements in the realms of  business and 
marketing.

Furthermore, the process of  estab-
lishing the optimal sample size for struc-
tural equation modeling (SEM) is of  pa-
ramount importance. According to Jak & 
Cheung (2020), the outcome is contingent 
upon the multiplication of  the quantity 

of  research indicators by a factor ranging 
from 5 to 10. In this investigation, a total 
of  24 indicators were employed, with a 
multiplier of  7 applied to determine the 
number of  samples required for the study. 
Consequently, the number of  samples for 
this study is as follows:

Amount = 24 x 7 = 168 respondent

There are three types of  variables 
used in this research, namely exogenous 
variables, intervening variable, and en-
dogenous variables. Exogenous variables 
influence other variables and are not in-
fluenced by other variables. The exoge-
nous variables in this research consist of  
website design as variable X1, information 
quality as variable X2, and usefulness as 
variable X3.

One variable that acts as a mediator 
between exogenous variables and endoge-
nous variables or, in other words, is called 
an intervening variable, namely a variab-
le that is influenced by exogenous and 
influences endogenous variables. In this 
research, those that act as intervening va-
riables are the brand trust variable as va-
riable Y1 and the attitude variable as va-
riable Y2.

Endogenous variables, the final va-
riable that is influenced but does not in-
fluence in this study, use the Intention 
variable as variable Y3. In this research, 
primary data is the type of  data used to 
obtain data directly without intermedi-
aries. Hence, the data collection procedure 
is done using a research instrument in the 
form of  a questionnaire. 

The questionnaire in this study al-
ready has questions with limited answers 
using a Likert scale interval of  1-5 or is 
closed so that respondents immediately 
choose answers that suit their wishes. The 
items on this questionnaire need to be te-
sted for suitability (Jain & Bhakar, 2014). 
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RESULT AND DISCUSSION 

This research is an examination of  
the impact of  website design, information 
quality, and utility on the intention to use 
digital newspapers in Samarinda, as measu-
red by brand trust and attitude. The rese-
archer employed data from 168 samples of  
Digital Newspapers in Samarinda to analy-
ze and address the problem formulation. In 
the data collection stage, researchers distri-

buted online and offline questionnaires to 
the community in Samarinda. The Acci-
dental Random Sampling technique was 
employed to distribute the questionnaires, 
which involved providing a link to the ques-
tionnaire via personal chat using social me-
dia or when meeting individuals who have 
the potential to become respondents by as-
king first. The community utilized Digital 
Newspapers.The design of  a website plays 
a crucial role in captivating user interest. 

Table 1. Validity Test

No. Variable Indicator Code
Correlation 
Coefficients

Desc
Cronbach 
Alpha

1.
Website 
Design

Unique X1.1 0.721 Valid

0.749

Originality in terms of  
content

X1.2 0.725 Valid

Attractive Visuals and 
Pleasant

X1.3 0.701 Valid

Easy to Use X1.4 0.727 Valid

Effective Multimedia 
Combination

X1.5 0.674 Valid

2.
Information 
Quality

Up to date X2.1 0.746 Valid

0.765
Fully equipped X2.2 0.836 Valid

Accurate X2.3 0.787 Valid

Very clear X2.4 0.696 Valid

3. Usefulness

Time saving X3.1 0.882 Valid

0.837Cost saving X3.2 0.886 Valid

Effort saving X3.3 0.838 Valid

4. Brand Trust

Honest Y1.1 0.807 Valid

0.821
Understandable Y1.2 0.896 Valid

Trustworthy Y1.3 0.862 Valid

Believe Y1.4 0.675 Valid

5. Attitude

Good Y2.1 0.685 Valid

0.757
Wise Y2.2 0.760 Valid

Positive Y2.3 0.817 Valid

Favorable Y2.4 0.780 Valid

6.
Intention to 
Use

Intention Y3.1 0.820 Valid

0.799
Would use Y3.2 0.829 Valid

Plan to use Y3.3 0.762 Valid

Intend to recommend Y3.4 0.761 Valid
Source: Data Processed (2023)
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This study examines the degree to 
which visually appealing website design 
can impact users’ inclination to utilize ePa-
per. The implementation of  a well-designed 
website that offers a great user experience 
has the potential to enhance brand trust 
and foster favorable attitudes towards ePa-
per. The influence of  usage intentions is 
significantly impacted by the quality of  in-
formation. The provision of  accurate, rele-
vant, and easily comprehensible informati-
on has the potential to enhance users’ trust 
in the brand and foster a good disposition 
towards utilizing ePaper.

A reliability test and a validity test 
were implemented in this investigation. 
Respondents had previously completed a 
questionnaire that the researcher had deve-
loped. The objective of  this test is to deter-
mine whether the responses provided by the 
respondents in this study are valid, accura-
te, acceptable, and reliable. Additionally, 
it serves as a consistency test, determining 
whether the responses of  each respondent 
are consistent and whether each respon-

dent has a similar understanding of  the sta-
tement items. Items from research instru-
ments can be declared valid if  the Pearson 
Correlation (Correlation Coefficient) value 
is greater than 0.30, and research instru-
ments can be declared reliable or to have 
consistent responses if  the Cronbach Alpha 
value is greater than 0.60 (Sugiyono, 2018). 
Use of  the SPSS version 23 analysis tool 
yielded the validity and reliability of  the 
research instruments in this investigati-
on. The validity and reliability tests of  the 
instruments on the items utilized in this re-
search are summarized in Table 1.

There exist multiple forms of  analysis, 
specifically direct influence analysis, indi-
rect influence analysis, and total influence 
analysis. Therefore, a thorough examina-
tion of  each of  these factors will be con-
ducted. In this research, a direct influence 
relationship occurs between the Website 
Design (X1) on Intention to Use (Y3), In-
formation Quality (X2) on Intention to Use 
(Y3) and Usefulness (X3) on Intention to 
Use (Y3). 

Table 2. Research Hypothesis Test

No.
Variable 
Relationship

Standardized Path 
Coefficient

C.R. Probability Description

1. X1 to Y1 0.290 3.193 0.001 Significant

2. X2 to Y1 0.612 4.812 0.000 Significant

3. X3 to Y1 0.982 4.482 0.000 Significant

4. X1 to Y2 0.067 0.973 0.330 Not Significant

5. X2 to Y2 0.251 2.712 0.007 Significant

6. X3 to Y2 0.881 3.637 0.000 Significant

7. X1 to Y3 0.221 2.411 0.016 Significant

8. X2 to Y3 0.035 0.257 0.797 Not Significant

9. X3 to Y3 0.309 1.077 0.282 Not Significant

10. Y1 to Y3 0.327 2.110 0.035 Significant

11. Y2 to Y3 0.486 2.496 0.013 Significant
Source: Data Processed (2023)
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The information shown in Table 
3 indicates a significant direct impact of  
exogenous variables on endogenous va-
riables. Specifically, website design has a 
direct influence on intention to use with 
a coefficient of  0.221. Moreover, informa-
tion quality exerts a direct impact on in-
tention to use with a coefficient of  0.035, 
while usefulness directly affects intention. 
The utilization rate is 0.309. The cumulati-
ve sum of  the three direct impacts is 0.566.

In this research, an indirect influen-
ce occurs between the variables of  website 
design, information quality, usefulness on 
intention to use through brand trust. Web-
site design, information quality, usefulness 
variables on intention to use through at-
titude. Website design, information quali-
ty, usefulness variables on intention to use 
through brand trust and attitude, results of  

indirect influence analysis between variab-
les in this study can be seen in the table 4.

The presence of  indirect effect is evi-
dent in Table 4, where it is indicated that 
exogenous variables exert a significant 
indirect influence on endogenous variab-
les via intervening variables. Specifically, 
website design has a 0.095 influence on 
intention to use through brand trust. Mo-
reover, the impact of  information quality 
on intention to use is 0.033, mediated by 
brand trust. Similarly, the influence of  use-
fulness on intention to use is 0.200, also 
mediated by brand trust.

The table indicates that website de-
sign has an indirect influence on intenti-
on to use through attitude, with a coef-
ficient of  0.122. Similarly, information 
quality has an influence on intention to 
use through attitude, with a coefficient 

Table 3. Direct Influence

No Relation Estimate Probability
1 X1 to Y3 0.221 0.120
2 X2 to Y3 0.035 0.850
3 X3 to Y3 0.309 0.648
Total 0.566 0.688

Source: Data Processed (2023)

Figure 4. Path Diagram of  Hypothesis Test Results
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of  0.321. Additionally, usefulness has an 
influence on intention to use through at-
titude, with a coefficient of  0.428.

This study examines the relationship 
between consumer website design, infor-
mation quality, usefulness, brand trust, at-
titude, and intention to use. The aim is to 
understand how these variables influence 
each other. 

Based on the information shown in 
Table 4, it can be inferred that the overall 
influence is equal to the combined value 
of  the coefficients representing both the 
direct effect and the indirect influence, 
which amounts to 1.765.

This study employed SEM (Structu-
ral Equation Modelling) from the AMOS 
(Analysis of  Moment Structure) Statisti-
cal Software application for model deve-
lopment and hypothesis testing. Before the 
estimation test is conducted, the model fit 
test is conducted. The results of  the fit test 
indicate that the model in this study is 5 fit, 
1 is marginally fit, and 3 is not fit. Conse-
quently, the research can proceed with the 
investigation of  the research hypothesis.

The 11 research hypotheses that 
were analyzed using IBM AMOS 23 soft-
ware and significant tests have yielded the 
conclusion that three of  them exhibit an 
insignificant effect (table 2).

The website design variable is most 
firmly represented by the innovative/uni-

que indicator, as evidenced by a loading 
factor value of  0.732 in this research. Me-
anwhile, the brand trust variable has a pre-
valent indicator that is understandable due 
to its loading factor of  0.878.

These findings indicate that consu-
mers are significantly influenced by the 
website design and brand trust variables, 
as they concentrate on the dominant indi-
cators. In other words, digital newspapers 
readers in Samarinda prefer to read digital 
newspapers over conventional newspa-
pers, as the latter are becoming increasing-
ly innovative and unique. Additionally, 
they are simpler to comprehend. This is 
corroborated by the respondents of  this 
study, who were predominantly students 
between the ages of  20 and 30, including 
the millennial generation, who are heavily 
reliant on technology in their daily exis-
tence.

The findings of  the research con-
ducted on hypothesis 1 indicate that the 
brand trust of  digital newspapers readers 
in Samarinda City is significantly elevated 
by the design of  the website. This research 
confirms the theory proposed by Fattah 
Al-Azzam & Al-mizeed (2021) and cor-
roborates the research results of  Wilson 
& Keni (2018), Zaid (2020), Dias et al. 
(2022) and Taufik (2023). 

The loading factor value of  0.820 in-
dicates that the indicator that most firmly 

Table 4. Indirect Influence

No Relation Path Coefficient Value Probability Value
1 WD-BT-INT 0.095 0.171
2 FQ-BT-INT 0.033 0.346
3 US-BT-INT 0.200 0.191
4 WB-AT-INT 0.122 0.051
5 FQ-AT-INT 0.321 0.183
6 US-AT-INT 0.428 0.038

Total 1.199 1.128
Source: Data Processed (2023)
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reflects the information quality variable is 
fully equipped. This research demonstra-
tes this. Meanwhile, the brand trust va-
riable has a prevalent indicator that is Un-
derstandable due to its loading factor of  
0.878.

The findings indicate that consumers 
are significantly influenced by the variable 
of  information quality and brand trust, as 
it concentrates on the dominant indicators. 
Readers prefer to read digital newspapers 
over conventional newspapers. In other 
words, the more comprehensive the infor-
mation presented in digital newspapers, 
the more easily readers can comprehend 
and appreciate the article. This is corrobo-
rated by the respondents of  this study, who 
were predominantly students between the 
ages of  20 and 30, including the millen-
nial generation, who are heavily reliant on 
technology in their daily existence.

The results of  the research on hypot-
hesis 2 indicate that information quality 
significantly positively influences brand 
trust among digital newspapers consumers 
in Samarinda. These results corroborate 
the theory proposed by Zaid (2020), Qalati 
et al. (2021), Peters et al. (2022), Yusdiana 
et al. (2023) and substantiate the research 
findings of  Andarwati et al. (2018), Lecerf  
& Omrani (2020), Suriyadi (2021), Dias et 
al. (2022) and Hamzah et al. (2023).

This research demonstrates that cost 
saving is the indicator that most firmly 
reflects the usefulness variable, as eviden-
ced by a loading factor value of  0.521. 
Meanwhile, the brand trust variable has a 
prevalent indicator that is understandable 
due to its loading factor of  0.878. It can 
be inferred that the variables of  usefulness 
and brand trust have a substantial impact 
on one another, as the study concentrates 
on the dominant indicators. 

The results of  these findings indica-
te that consumers prefer reading digital 
newspapers over conventional newspa-
pers. In other words, the more cost-effecti-

ve the costs of  reading digital newspapers 
are, the more readers will enjoy and com-
prehend the content. This is corrobora-
ted by the respondents of  this study, who 
were predominantly students between the 
ages of  20 and 30, including the millen-
nial generation, who are heavily reliant on 
technology in their daily existence.

The research results on hypothesis 
3 indicate that brand trust is significantly 
positively influenced by Usefulness among 
Digital Newspaper readers in Samarinda. 
These results corroborate the theory of  
Ahamed et al. (2021) and supplement the 
research findings of  Harrigan et al. (2021), 
which state that the usefulness variable has 
a substantial impact on brand trust.

This study demonstrates that the in-
dicator with the highest correlation to the 
website design variable is innovative/uni-
que, as seen by a loading factor value of  
0.732. Furthermore, the attitude variable 
exhibits a strong positive indicator due to 
its high loading of  0.878.

The findings indicate a negligible 
correlation between website design and 
attitude variables. This is because the do-
minant indicators suggest that consumers 
prefer reading digital newspapers over 
conventional newspapers. In other words, 
consumers are more attracted to the inno-
vative and unique features of  digital news-
papers and derive greater enjoyment from 
reading them compared to conventional 
newspapers. While the rise in originality 
and creativity in the digital newspapers is 
indeed a beneficial development, the stu-
dy discovered that it was not statistically 
significant. This is corroborated by the 
participants of  this research, who were 
primarily students between the ages of  20 
and 30, including the millennial cohort 
who have a strong affinity for technology 
in their day-to-day activities.

The findings of  the study regarding 
hypothesis 4 indicate that the design of  a 
website has a good impact on the attitude 
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of  digital newspapers readers in Samarin-
da City. However, this impact is not statis-
tically significant. This contradicts the the-
ory proposed by Saoula et al. (2023) and 
does not provide evidence for the findings 
of  Priscillia et al. (2021). The positive va-
riable of  website design does not have a 
substantial impact on attitude.

The variable that is most strongly as-
sociated with information quality is fully 
equipped, as evidenced by a loading factor 
value of  0.820. Meanwhile, the attitude 
variable exhibits a strong positive indicati-
on due to its high loading factor of  0.785. 
The findings suggest a strong correlation 
between information quality and attitude. 
Specifically, the results indicate that con-
sumers prefer reading digital newspapers 
over conventional ones when the informa-
tion provided is comprehensive and posi-
tive.

Individuals who utilize digital rea-
ders have greater enjoyment and com-
prehension when perusing digital publi-
cations than traditional newspapers. This 
is corroborated by the participants of  this 
research, who were primarily students bet-
ween the ages of  20 and 30, including mil-
lennials with a strong reliance on techno-
logy in their day-to-day activities.

The study’s findings regarding hy-
pothesis 5 indicate that information qua-
lity has a notable and favorable impact 
on the attitude of  individuals who read 
digital newspapers in Samarinda. These 
findings validate the hypothesis proposed 
by Mulyani et al. (2021a) and corroborate 
the research outcomes of  Yusdiana et al. 
(2023), the variable of  information quality 
has a notable impact on attitude.

The cost saving indicator correlates 
with the usefulness variable, as seen by its 
loading factor value of  0.521. However, the 
attitude variable is primarily characterized 
by a positive indication due to its loading 
factor of  0.785. The findings indicate a st-
rong correlation between the variables of  

usefulness and attitude. Specifically, the 
results show that consumers have a prefe-
rence for reading digital newspapers over 
conventional newspapers. 

This preference is influenced by the 
lower costs associated with reading digital 
Newspapers and the ease of  understan-
ding and enjoyment experienced by rea-
ders. This is corroborated by the partici-
pants of  this research, who were primarily 
comprised of  individuals between the ages 
of  20 and 30, including the millennial co-
hort who have a strong affinity for techno-
logy in their day-to-day activities.

The study’s findings on hypothesis 
6 indicate that the level of  usefulness has 
a notable and favorable impact on the at-
titude of  digital newspapers readers in Sa-
marinda. The findings validate the theory 
proposed by Taufik (2023) and corrobora-
te the research findings of  Harrigan et al. 
(2021).

The data demonstrates that the in-
dicator with the highest correlation to the 
brand trust variable is understandable, as 
evidenced by a loading factor of  0.878. 
On the other hand, the variable intention 
to use is mainly indicated by plan to use, 
since it has a loading factor of  0.713.

The findings indicate a strong corre-
lation between brand trust and intention 
to use. The dominant indicators suggest 
that consumers have a preference for rea-
ding digital newspapers over conventional 
newspapers. In other words, the ease of  
use of  digital newspapers is a determi-
ning factor in readers’ plans to use them 
instead of  conventional newspapers. This 
is corroborated by the participants of  this 
research, who were primarily students 
between the ages of  20 and 30, including 
individuals from the millennial generation 
who have a strong affinity for technology 
in their everyday activities.

The findings from the study on hy-
pothesis 7 indicate that brand trust has a 
notable and favorable impact on the inten-
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tion to use of  digital newspapers readers 
in Samarinda City. These findings valida-
te the hypothesis proposed by Peters et al. 
(2022) and corroborate the research fin-
dings of  Tahar et al. (2020). 

The attitude variable is most strongly 
reflected by the positive indicator, as evi-
denced by a loading factor value of  0.785. 
Conversely, the variable known as inten-
tion to use is primarily indicated by the 
factor plan to use, as it possesses a loading 
factor of  0.713. The analysis indicates a st-
rong correlation between the attitude and 
intention to use. The findings reveal that 
consumers prefer reading digital newspa-
pers over conventional newspapers, sug-
gesting that the positive aspects of  digital 
newspapers significantly influence rea-
ders’ intention to use them. 

This is corroborated by the parti-
cipants of  this research, who primarily 
consisted of  individuals between the ages 
of  20 and 30, including members of  the 
millennial generation who have a strong 
affinity for technology in their day-to-day 
activities. The findings of  the study regar-
ding hypothesis 8 indicate that there is a 
notable and favorable impact of  attitude 
on the intention to use among those who 
read digital newspapers in Samarinda. 
These data validate the hypothesis pro-
posed by Prochazka & Obermaier (2022) 
and corroborate the findings Qalati et al. 
(2021).

The loading factor value of  0.732 
indicates that the innovative/unique indi-
cator is the most significant reflection of  
the website design variable. On the other 
hand, the variable intention to use is most-
ly indicated by Plan to use with a loading 
factor of  0.713.

The findings indicate a strong corre-
lation between website design and intenti-
on to use variables. The results suggest that 
consumers prefer reading digital newspa-
pers over conventional newspapers, parti-
cularly when digital newspapers are more 

informative and unique. Consequently, it 
can be inferred that readers are more in-
clined to use digital newspapers instead of  
conventional newspapers. This is corrobo-
rated by the participants of  this research, 
who were primarily students between the 
ages of  20 and 30, including individuals 
from the millennial generation who have a 
strong affinity for technology in their eve-
ryday activities.

The study’s findings on hypothesis 9 
indicate that website design has a notable 
and favorable impact on the intention of  
digital newspapers readers in Samarinda 
to use the website. These findings validate 
the hypothesis proposed by Priscillia et al. 
(2021) and corroborate the research out-
comes by Saoula et al. (2023). 

The loading factor value of  0.820 
indicates that the information quality va-
riable is the dominant variable or fully 
equipped. Furthermore, plan to use is the 
dominant indicator for the intention to 
use, as it weighs 0.713. It can be inferred 
that the variables of  information quality 
and intention to use have an insignificant 
impact, as the study concentrates on the 
dominant indicators.

These findings indicate that consu-
mers prefer reading digital newspapers 
over conventional newspapers. In other 
words, the more comprehensive the infor-
mation in digital newspapers, the more in-
terested readers are. Perusing digital news-
papers is more enjoyable than reading 
conventional newspapers. The researchers 
discovered that the results were not statis-
tically significant, even though the infor-
mation on eNewspapers is comprehensive 
and includes a feature intended for use. 

This is corroborated by the respon-
dents of  this study, who were predomi-
nantly students between the ages of  20 and 
30, including the millennial generation, 
who are heavily reliant on technology in 
their daily existence. The research findings 
on hypothesis 10 indicate that informati-
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on quality has a positive and insignificant 
impact on intention to use among digital 
newspapers readers in Samarinda. This 
contradicts the theory proposed by Notar-
muzi et al. (2022) That the positive infor-
mation quality variable is not considered 
to be significant in relation to intention to 
use.

The variables intention to use and 
usefulness have an insignificant impact 
on each other, as the study concentrates 
on the dominant indicators. The results 
of  these findings indicate that consumers 
prefer reading digital newspapers over 
conventional newspapers. In other words, 
the more cost-effective digital newspapers 
are, the more likely readers are to plan to 
use them instead of  conventional newspa-
pers. Despite its cost-effectiveness for digi-
tal newspapers, consumers will intend to 
employ it. The results were not statistical-
ly significant, according to the researchers. 
This is corroborated by the respondents of  
this study, who were predominantly stu-
dents between the ages of  20 and 30, in-
cluding the millennial generation, who are 
heavily reliant on technology in their daily 
existence.

The research results on hypothesis 
11 indicate that Intention to Use is positi-
vely and insignificantly influenced by use-
fulness among digital newspapers readers 
in Samarinda City. This contradicts the 
theory proposed by Mulyani et al. (2021b) 
that the positive usefulness variable is not 
statistically significant to intention to use.

Based on the results of  the analysis 
that has been done, this study obtained re-
search findings that have different results 
from theoretical and empirical references 
that are used as the basis for research. The 
findings in the results of  the study are that 
website design has a positive but not sig-
nificant effect on attitude in digital news-
papers readers in Samarinda City. This 
indicates that with the increasing innova-

tion/uniqueness in digital newspapers and 
enjoying positive things when reading, 
consumers prefer digital newspapers over 
conventional newspapers. Although the 
increase in innovation/uniqueness in di-
gital newspapers coupled with a positive 
one, researchers found it insignificant.

Information quality has an insigni-
ficant effect on intention to use for digi-
tal newspaper readers in Samarinda City. 
This result means that digital newspapers 
provide incomplete information by star-
ting with incomplete fact-finding, typo 
writing, and not by the facts in the field. 
This means that increasing the amount of  
complete information available to the pub-
lic will likely increase consumer intent to 
use digital newspapers.

The results of  the study, which are 
not in line with theory but are in line with 
previous research, are based on the cha-
racteristics of  respondents who are very 
diverse both from the distribution of  age, 
gender, income, recent education, occupa-
tion and income.

CONCLUSION AND RECOMMENDATION

Based on data analysis of  research 
results conducted on digital newspapers 
readers in Samarinda City, it can be con-
cluded that website design, information 
quality, and usability affect brand trust, 
attitude, and ePaper use. A well-designed 
website with high-quality information and 
handy features boosts brand trust and at-
titude, which affects ePaper service use.

Future investigations should aim to 
examine the potential effects of  supple-
mentary variables that could potentially 
influence individuals’ intents to utilized 
eNewspapers, including those related to 
user experience and social dynamics. En-
hancing the scope of  the study by incor-
porating a larger and more diverse sample 
will augment the generalizability of  the 
results to a wider population.
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Examine the impact of  other variab-
les, such as pricing, promotional activities, 
and website loading speed, on the incli-
nation to use ePaper technology. These 
conclusions and recommendations are ex-
pected to make a valuable contribution to 
future research endeavors.
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