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Abstract 
The newspaper industry has been going through massive changes. This is 
partly due to the technological advances as well as changes in the news 
consumption pattern of readers. This study examines Malaysians’ news 
consumption behavior of Malaysian newspapers. It is a quantitative research 
design that adopts convenience sampling via online survey. A total of 322 
samples were collected and data was analyzed using SPSS. The results 
reveal that a large majority of the respondents read online news rather than 
printed ones. Even more alarming is the finding that there is a small fraction 
of Malaysians who seldom or never read news at all. The results also show 
that technology, content, and brand trust are significant predictors of 
Malaysians’ news consumption whereas news credibility is not.  

Keywords:  News consumption behavior, online news reading, technology, 
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 Introduction 

The behavior of newspaper reading has changed over the years 
due to the increasing number of innovations in the media, especially in 
the digitization of media. Apparently due to its limitless boundaries and 
access, people are more keen to read news from online sources. As 
such, the newspaper industry needs to keep abreast of the changes in 
the news consumption behavior so as to maintain its readership base. 
The emergence of the internet in the 1990s and subsequent economic 
downturn in the early 2000s hastened the decline of and worsened the 
newspaper industry as many newspaper publishers responded with 
major layoffs and cutbacks (Rogers, 2018). In the US for example, the 
circulation of both printed and digital newspapers has shrunk by almost 
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42% from 60,000,000 copies in 1994 down to 35,000,000 copies in 
2018 (Mclennan & Miles, 2018). In Malaysia, four of its dominant 
newspaper providers have shut down their businesses namely Utusan 
Malaysia, Kosmo!, Malay-Mail, and Tamil Nesan and this has been 
alarming to other news publishers. It raises concerns about the 
relevance and survival of the print media industry. Former Chief Editor 
of Utusan Malaysia Group has quoted Bernama in 2019 saying that the 
newspaper industry seems to be very bleak, uncertain, and challenging 
as he predicted based on the continuing decline in rating and sales that 
almost all newspapers could cease their operation within the next five 
years. News Straits Times Press (NSTP) interim CEO Mustapha Kamil 
Mohd Janor highlights his concerns over this alarming issue as the 
circulation numbers keep on declining every year. The total copies of 
printed newspapers show a continuous decline in trend by 53% (Audit 
Bureau of Circulation Malaysia [ABC], 2019). Persistent economic 
uncertainties, prolonged weak consumer sentiments, lower advertising 
revenue, coupled with rapid technological and consumer habit changes 
significantly contribute to a consistent decline in printed newspapers 
circulation (Audit Report, 2019). 

 Literature Review 

It is noteworthy that research on newspaper reading behavior 
has been limited in the literature, especially one specifically focusing 
on the newspaper industry in Malaysia. A study by Tumwine et al. 
(2014) look into this area in Uganda while Kumar and Sarma (2015) 
highlight the declining factors of printed newspapers. A study in 
Malaysia by Othman et al. (2019) raises the issue of technology as the 
main contributing factor to the decline of the newspaper industry in 
Malaysia. Based on the discussion earlier and the data on declining 
newspaper circulation, questions are raised and hence the need to 
examine the news reading behavior among Malaysians arises. 
Therefore this research aims to investigate such context focusing on 
the Utusan Malaysia group of newspapers to start with. Specifically, 
this research looks at the determinants of news consumption and 
whether the public maintains the preference of reading printed 
newspaper or has chosen digital media as their news reading platform. 
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Content 

The content of newspapers is known to be a contributing factor 
for the choice of news provider among readers. Ruj (2005) suggests 
that firms have to consider audience preferences, what they read and 
what sort of media they consume by focusing on the contents of 
newspapers and its advertising method. As such, a strong relationship 
was found between communication content, the format of contents, 
and news consumption (Rajeev & Keller, 2016). Readers assess the 
quality of content by looking at the entertainment element or one of the 
segments that pique their interests (Meijer, 2013). User-generated 
content such as comments and feedback could improve reading traffic, 
build brand loyalty, and maintain the profitability of the news industry 
(Vujnovic, 2011). 

News Credibility 

Credibility is defined as perceived quality based on various 
dimensions including trustworthiness, expertise, assessments of 
accuracy, relevance, and comprehensiveness (Fogg & Tseng, 1999; 
Metzger et al., 2003). It is more commonly referred to as the message 
sources from which individuals exchange information. A recent study 
by Visentin et al. (2019) asserts that the effect of truthful news on 
individual attitudes is reflected by news brands (news content 
truthfulness, news credibility, source credibility, brand trust, and brand 
attitudes) while behavioural intentions are established by the impact of 
fake news on consumer intentions, the intention to spread positive word 
of mouth, as well as the intention to visit the brand shop. 

Technology 

According to Reuters Digital News Report (2019), technological 
changes predominantly deviated the method of news consumption 
among Malaysian toward online and social media (87%) from 
traditional news. Frooghi et al. (2015) cite that newspaper publishers 
have been facing dilemma of ageing readership, declining revenues, 
and sinking readership (Orr, 1997), and relate the internet technology 
as one of the contributing factors that affect young population’s reading 
habits (Nicholas, 1996). 
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Brand Trust 

In relation to brand trust, there are a few evidence that show 
trustworthiness of a brand plays a role in influencing behaviors. 
Garbarino and Johnson (1999) argue that trust is an indicator of a 
person’s confidence on quality and reliability of the service being used. 
Trust also is known to be related to loyalty. The work of Anderson and 
Srnivisan (2003), Gefen and Straub (2000), and Reichheld and 
Schefter (2000) have all proven the significance of the relationship. 
Moreover, loyalty influence one’s tendency to spread word of mouth 
(Kassim & Asiah Abdullah, 2010) and helps to maintain a good 
customer relationship with a particular brand (Chopra & Wallace, 2003; 
Grabner-Kräuter & Kaluscha, 2003). Based on the report by Reuters 
Digital News Report (2019), Malaysian is found to have the tendency 
towards news consumption based on brand perception and news 
truthfulness.  

 Hypotheses Development  

Based on the discussion earlier, a conceptual model is 
developed and hypotheses are formulated in order to test the 
assumptions of this research. 

 
Figure 1 : Conceptual Framework 

H1 Technology will influence news consumption. 
H2 Content will influence news consumption. 
H3 News credibility will influence news consumption. 
H4 Brand trust will influence news consumption. 
 

Technology 

Content 

News Credibility 

Brand Trust 

News Consumption 
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 Methodology  

In this work, a quantitative research approach was carried out in 
a non-contrived setting. It looked into the correlational relationship 
between variables in order to examine the issues raised in this study. 
The population for this research is newspaper readers who are mostly 
aged 18 and above. A non-probability sampling technique was adopted 
during the data collection whereby primary data sources were the main 
source. For the context of this study, the respondents were selected 
based on their newspaper reading behavior of Utusan Malaysia News 
Group’s publications namely Utusan Melayu, Mingguan Malaysia, 
Kosmo!, and Kosmo Ahad. These were the major newspaper at the 
time before Utusan Malaysia closed down. Therefore, studying what 
makes readers read or stopped reading the news is deemed 
appropriate to achieve the objective of this study. As the population is 
very large, a sample size of 322 is deemed appropriate. Based on 
Roscoe (1970), a sample size that is greater than 30 and less than 500 
is ideal. A recent justification by Hair et al. (2006) states that a sample 
of between 50 to 400 is considered adequate. Respondents were 
selected based on convenience sampling using an online survey 
whereby the research instrument via google form was posted on 
Facebook. The measurement for all research items were adapted from 
previous studies as presented in Table 1 below, all incorporating 
nominal, ordinal, and interval scale. 

Table 1 : Measurement of Items 

Variable Source 
News Consumption  Phillip & Swinder (2002) 
Technology  Carlos & Raquel (2009) 
Content  Visentin et al. (2009) 
News Credibility  Gregg & David (2013) 
Brand Trust  Marriane et al. (2008) 

A pilot study was conducted prior to the actual data collection 
stage in which 32 pilot samples were selected. According to Connelly 
(2008), current literature indicates that 10% of the sample expected for 
the larger parent study can be the pilot research sample. Results for all 
items as listed in Table 2 below were all above 0.7 and therefore it is 
deemed reliable to proceed with actual study. 
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Table 2 : Reliability test (pilot study) 
Variable Cronbach’s Alpha Items 
News Consumption 0.944 6 
Technology 0.869 8 
Content 0.984 10 
News Credibility 0.939 6 
Brand Trust 0.946 8 

 
 Findings 

Table 3 : Profile of Respondents 

No Items Frequency Percentage 
1 Age 

18-25 years 
26-35 
36-45 
46 and above 

 
133 
72 
63 
54 

 
41.3 
22.4 
19.6 
16.8 

2 Gender 
Male 
Female 

 
204 
118 

 
63.4 
36.6 

3 Marital status 
Single 
Married 

 
168 
154 

 
52.2 
47.8 

4 Race 
Malay 
Chinese 
Indian 
Others 

 
302 
3 
6 
11 

 
93.8 
0.9 
1.9 
3.4 

5 Occupation 
Student 
Government 
Private 
Self-employed 
Retired 

 
64 
141 
67 
29 
21 

 
19.9 
43.8 
20.8 
9.0 
6.5 

6 Monthly income 
Less than RM2000 
RM2000 - RM3000 
RM3001 - RM4000 
More than RM4001  

 
154 
43 
22 
103 

 
47.8 
13.4 
6.8 
32 

7 Level of education 
SPM 
Diploma/STPM 
Degree 
Postgraduate 

 
78 
72 
151 
21 

 
24.2 
22.4 
46.9 
6.5 

    



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol 27, 2021 

 251 

No Items Frequency Percentage 
8 Medium to consume news 

Printed news 
Online news 

 
37 
285 

 
11.5 
88.5 

9 Frequency of reading news 
Daily 
Once a week 
Two times a week 
Three times a week 
Seldom or never 

 
134 
55 
36 
53 
44 

 
41.6 
17.1 
11.2 
16.5 
13.7 

Table 3 above presents the respondents’ profile and a total of 
322 responses were received. The biggest majority of the respondents 
were aged between 18 to 25 years (41.3%). This is followed by those 
in the 26-35 age group (22.4%), 36-45 age group (19.6%), and those 
aged 46 and above (16.8%). Majority of the respondents fall in the 
category of millennials. Since millennials grow up in a digital 
environment, it is understandable that they make up most of the 
samples as the survey was conducted online. Male respondents make 
up 63.4% of the sample whereas females make up the remaining 
36.6% of the sample. The marital status of the respondents was quite 
balanced with singles making up 53.2% of them while the married 
47.8%. Almost all respondents were Malay with 93.8%, while the 
remaining respondents were Chinese with 0.9%, Indian with 1.9%, and 
others (3.4%). Government staff who read news by the Utusan group 
of news made up 43.8%, followed by private sector employees with 
20.8%, students (19.9%), self-employed (9%), and retirees (6.5%). A 
big majority of the respondents earned less than RM2,000 (47.8%) 
followed by 32% of them who earned more than RM4,000. A smaller 
percentage of the respondents earned between RM2,001 - RM3,000 
(13.4%) while the remaining 6.8% of them earned between RM3,001-
RM4,000. 

A large percentage of the respondents (46.9%) have degree 
qualification, followed by SPM leavers with 24.2%, Diploma or STPM 
qualification readers with 22.4%, and postgraduate qualified readers 
made up a small percentage of 6.5% of those who read Utusan group’s 
newspapers. 

Apparently, most of the readers read news via online platforms 
and only a fraction (11.5%) of the respondents read printed 
newspapers. Looking at the pattern and frequency of newspaper 
reading behavior, apparently only 41.6% of the respondents read news 
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on a daily basis while 17.1% of them read news only once a week. This 
is closely followed by the 16.5% who read three times a week, and 
11.2% who read two times a week. Surprisingly, about 13.7% of the 
respondents stated that they seldom or never read newspapers at all.  

Table 4 : Reliability Test (Actual Data) 

Variable  Cronbach’s Alpha No. of Items 
News Consumption 0.947 6 
Technology 0.880 8 
Content  0.951 10 
News Credibility 0.921 6 
Brand Trust  0.951 8 

A reliability test was conducted to test the instruments’ reliability 
and validity. As presented in Table 4 above, all variables scored a 
Cronbach Alpha value of between 0.8 - 0.95 therefore they are fit to 
proceed with further analysis testing. A normality test (Table 5) was 
carried out and all variables demonstrated significance value of less 
than 0.05 hence the data are normally distributed.  

Table 5 : Normality Test 

Tests of Normality 
  Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 
News Consumption .110 322 .000 .962 322 .000 
Technology .091 322 .000 .974 322 .000 
Content .120 322 .000 .958 322 .000 
News Credibility .110 322 .000 .968 322 .000 
Brand Trust .121 322 .000 .960 322 .000 

Based on Table 6 below, the correlation analysis provides some 
indication of moderate to strong association between the variables. 
There is a moderate correlation between technology and news 
consumption with a value of 0.600. Subsequently there is a strong 
positive correlation between content and news consumption with a 
value of 0.707, news credibility with a value of 0.700, and brand trust 
0.744. 
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Table 6 : Correlation 

Correlations 
  News 

Consumption 
Tech-

nology 
Con-
tent 

New 
Credibility 

Brand 
Trust 

News 
Consumption 

Pearson 
Correlation 

1 .600** .707** .700** .744** 

Sig. (2-tailed)  .000 .000 .000 .000 
N 322 322 322 322 322 

Technology Pearson 
Correlation 

.600** 1 .707** .529** .568** 

Sig. (2-tailed) .000  .000 .000 .000 
N 322 322 322 322 322 

Content Pearson 
Correlation 

.707** .707** 1 .765** .804** 

Sig. (2-tailed) .000 .000  .000 .000 
N 322 322 322 322 322 

News 
Credibility 

Pearson 
Correlation 

.700** .529** .765** 1 .885** 

Sig. (2-tailed) .000 .000 .000  .000 
N 322 322 322 322 322 

Brand Trust Pearson 
Correlation 

.744** .568** .804** .885** 1 

Sig. (2-tailed) .000 .000 .000 .000  
N 322 322 322 322 322 

**. Correlation is significant at the 0.01 level (2-tailed). 

Regression analysis was conducted to test the hypotheses 
presented in this study. Based on Table 7 below, the value of R square 
is 0.610 which indicates that 61% of the variance in the dependent 
variable (news consumption) can be explained by the independent 
variables. As such it can be said that the data fits the model well. 

Table 7 : Regression 

Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .781a .610 .606 .49311 
a. Predictors: (Constant), Brand Trust, Technology, Content, New Credibility  
b. Dependent Variable: News Consumption 
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Table 8 : Coefficients 

Coefficientsa 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 

B Std. Error Beta 
1 (Constant) -.149 .185  -.805 .422 

Technology .274 .067 .203 4.092 .000 
Content .179 .086 .146 2.083 .038 
News Credibility .143 .083 .132 1.717 .087 
Brand Trust .429 .091 .394 4.741 .000 

a. Dependent Variable: News Consumption 

Table 8 above presents the results of regression analysis. It can 
be seen that three out of four independent variables were found to be 
significant in affecting the dependent variable. Technology (p=0.00), 
content (p=0.38), and brand trust (p=0.00) are less than 0.05 therefore 
these three variables have significant influence on news consumption. 
Since news credibility, with p=0.87, is higher than 0.05, it does not have 
significant influence on news consumption. 

H1:  There is a significant relationship between technology and news 
consumption 

Based on the regression test results presented in Table 7 
whereby the p value of 0.000<0.050, it can be concluded that 
technology does have a significant relationship with readers’ news 
consumption behavior. Therefore, H1 is supported. 

Technology is a gamechanger to the way things are done these 
days; it has been ever more significant especially during the current 
situation of pandemic whereby consumers or users place high reliance 
on technology to carry out tasks and chores. With the abundance of 
various online news platforms boasting either company- or user-
generated content, it makes sense that technology encourages users 
to consume news. News can now be accessed anywhere at any 
convenient time without the need to purchase and provide space to 
stack the printed newspapers. The majority of the respondents fall in 
the category of Gen Y for who technology is basically their life. 
Therefore, this explains the significant relationship found in H1. 

H2:  There is a significant relationship between content and news 
consumption. 
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Results in Table 7 show the value of p = 0.038 which is less than 
0.05, hence content does influence news consumption. Therefore, H2 
is supported. 

Content is one of the factors that could attract readers to choose 
a particular news provider, read them, and maintain the choice. 
Contents that are relevant, interestingly written, and accurate would 
capture more readers to read them. These results support the one by 
Kumar and Sarma (2015) who also find that technology and content 
are factors that contribute towards news consumption. 

H3:  There is a significant relationship between news credibility and 
news consumption. 

The regression analysis results prove that news credibility does 
not have a significant relationship with news consumption. As the p 
value is 0.087>0.05, H3 is not supported. 

Interestingly, news credibility is not a significant predictor of 
news consumption. Apparently, this is probably due to the information 
overload of the Internet, regardless of whether they are company- or 
user-generated news. Many times, we come across viral news that 
users believe, indicating that news credibility may not be important to 
readers.  

H4:  There is a significant relationship between brand trust and news 
consumption. 

The p value of this variable is 0.000<0.05 which allows the 
conclusion that brand trust significantly affects news consumption. 
Therefore, H4 is supported. 

Brand trust appears to be the most important factor in 
influencing news consumption among readers. Readers who are 
familiar with and are accustomed to a particular brand tend to stay with 
it, regardless of the contents of the newspaper. Having the trust for and 
confidence on a brand may encourage consumers to continue 
consuming the news providers’ content. 

 Conclusion and Recommendations 

The purpose of this research is to examine the news 
consumption behavior among users or readers of the Utusan Melayu 
group of news. This study has found three predictors that are important 
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and significant to determine readers’ news consumption behavior: 
brand trust, technology, and content. Newspaper publishers have to 
strengthen their readers’ loyalty by creating news content that appeals 
to its readers. The findings of this study could help newspaper 
publishers to devise strategies to increase or maintain their readership 
base. They need to adopt technology and create content that would 
increase readers’ trust of their news. It is important to note that this 
study is not without its limitations. The context of this study is Malaysian 
readers, focusing on the Utusan group of news with a sample size of 
322. Future research could enhance this research by exploring 
readers’ preferences across different newspaper providers and 
enlarging its sample size.  
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