www.cya.unam.mx/index.php/cya Contaduria y
Administracion

Acenuniing & Mangenent

Contaduria y Administracion 68 (4), 2023, 1-21

Factors influencing the loyalty of news website
readers

Factores que influyen en la lealtad de los lectores de
sitios web de noticias

Horacio Davila Garza”, Gustavo Juan Alarcén Martinez,
Jesus Fabian Lopez Pérez

Universidad Auténoma de Nuevo Leén, México

Received April 5, 2022; accepted May 16, 2023
Auvailable online August 23, 2024

Abstract

Technological advancements have pressured traditional news media to transform into a digital
environment, changing the way they deliver content to their readers. This has made it so news media
outlets consider gaining their readers loyalty towards their website an important component for business.
With this premise, a multiple linear regression analysis was carried out on a sample of 486 adults who
reside in Mexico City, Monterrey, and Guadalajara. The results show that factors such as familiarity,
satisfaction and reputation are positively related with how loyal a user is to a news website. In addition, it
shows that the importance of said factors differs when the analysis is carried out stratifying by residence,
gender, or educational level. This allows us to conclude that the news media can focus their efforts to gain
their readers' loyalty depending on their audience's profile.
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Resumen

Los medios tradicionales de informacion se han visto en la necesidad de evolucionar a un ambiente digital
con motivo del avance tecnolégico, cambiando la manera en que hacen llegar la informacion a los usuarios
de noticias. Esto ha provocado que los medios consideren relevante generar lealtad de los lectores hacia
sus sitios web informativos. En este sentido, se realizé un analisis de regresion lineal maltiple a una
muestra de 486 adultos residentes de las ciudades de México, Monterrey y Guadalajara, donde los
resultados muestran que factores como familiaridad, satisfaccion y reputacion se relacionan de manera
positiva con la lealtad de los lectores de los sitios web de noticias. Ademas, muestran que la importancia
de dichos factores es distinta cuando el andlisis se realiza estratificindolo por residencia, género o
escolaridad, lo que permite concluir que los medios informativos pueden dirigir sus esfuerzos de lealtad
dependiendo de las caracteristicas de sus lectores.

Cédigo JEL: M10, M20, M31
Palabras clave: lealtad; sitos webs de noticias; usuarios de noticias en linea

Introduction

Problem statement

The first digital newspapers appeared worldwide during the 1990s due to the explosive growth of the
Internet. According to Salaverria (2019), between 1995 and 1996, the first outlines of news websites were
glimpsed in Mexico, so technological advances forced the media to rethink their business model
substantially (Ramos, 2015). Nonetheless, the strongest impact on traditional print media due to
technological advances began in 2008, when newspaper sales decreased significantly. Years later, during
2011 and 2012, advertising investment also significantly decreased as the number of print newspaper
readers fell (Segura-Anaya, Marta-Lazo, Martinez, 2014).

Dekavalla (2019) and Nelson (2019)—cited by Nelson and Kim (2020)—point out that, faced
with the above problems, media professionals and people interested in journalism around the world have
invested millions of dollars “to make news more attractive and transparent in the hope that doing so will
generate more public trust and, consequently, more audience loyalty” (p.2). Other authors, such as Hacek
(2017), believe that news media have had to focus on creating strategies to increase their readership while
at the same time incentivizing their loyalty.

Through its national survey on the availability and use of information technologies in
households (2019), the National Institute of Statistics and Geography (INEGI; Spanish: Instituto Nacional
de Estadistica y Geografia) reports that in Mexico the number of Internet users amounts to 80.6 million

people. 90.7% of them require it to obtain general information, and specifically, 47.3% require it to read
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newspapers, books, and magazines. This information leads to the conclusion that the near future of the

media will invariably unfold in a digital environment.

General research hypothesis

The reputation of the news medium, the website’s ease of use, reader satisfaction, and user familiarity

positively influence reader loyalty to news websites in Mexico.

Rationale

The problems the media faces worldwide are a current issue that has been little studied in Mexico.
Therefore, this study aims to be useful for the country’s journalism industry, providing knowledge from
its own perspective and adding to the efforts to help the media overcome its business crisis. In addition,
this research proposes to elaborate a series of statistical analyses based on stratified groups to determine
the differences in the variables resulting from each group and their impact factors.

Delimitations of the study

The study considered news users of legal age inhabitants of three of the country’s largest cities (Mexico
City, Monterrey, and Guadalajara), regardless of gender or educational background. These cities
correspond to the metropolitan areas with the highest population and economic importance in Mexico

with popular news media platforms. Field tests were conducted between December 2020 and March 2021.

Theoretical framework

Dependent variable; loyalty (of news website readers)

Readers’ loyalty to news websites is closely related to the theory of uses and gratifications developed by
the communication theorists Blumler and Katz, which dates back to the mid-twentieth century. This theory
establishes that the media satisfies the audience’s needs related to social interaction (Martinez, 2010).
Dunne, Lawlor, and Rowley (2010) cite O’Donohoe (1994) and Cantril (1942) and point out that the
theory of uses and gratifications has been applied at different times to a variety of mass media that at the

time were dominant or emerging, such as radio, television, magazines, and newspapers. Therefore,
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researchers have recently considered it appropriate to apply this theory to the new media that emerged due
to the Internet.

The theory of uses and gratifications represents a precedent of the importance for the media of
having the permanent preference of news readers in today’s digital environment. This permanent
preference obtained through the reader’s use of news information platforms provides them with the
gratification they expect from their reading. Based on this context, this research focuses on the analysis
of the loyalty of users of news websites regarding factors that may impact it to a greater or lesser extent.

Studies addressing news reading in digital media present diverse definitions of loyalty. Flavian,
Guinaliu, and Gurrea (2006), citing Jones and Sasser (1995), point out on the one hand that “consumer
loyalty is the feeling of attachment or bonding with the people, products, or services of a company”
(p-364), and on the other hand that “these feelings are positively reflected in the behavior of consumers
toward an organization” (p.364). Similarly, Hacek (2017) cites Srinivasant et al. (2002) and Toufaily
(2013) and defines loyalty as “the likelihood that the same user will revisit a given website” (p.58).

More recent authors, such as Vargas, De Esteban, and Moura (2020), consider that loyalty “is
assumed as an effort of the company to maintain the connection with the customer, so its creation and
daily maintenance is of vital importance due to the strong competition of the current context” (p.136). For
Martinez-Gonzalez and Alvarez-Albelo (2021), online loyalty “refers to the intention of consumers to
repeat the online purchase of the same product, service, or brand, or to recommend it through the web,
mobile, or social networks” (p.2). These authors establish their definitions of loyalty in the understanding
that a commercial exchange or purchase exists between the consumer and the service provider. In the case
of the present study, loyalty is analyzed from the perspective of the user’s free access to news website
information, and the definition made by Hacek (2017) will be used, although specifying that it is
applicable to news websites.

Empirical studies found in the literature review determine direct and positive relations between
loyalty and familiarity, satisfaction, reputation, and ease of use. Examples of the above are Antepara-
Basurto, Braganza, and Lopez (2019), Hacek (2017), Casal6, Flavian, and Guinaliu (2008), Flavian and
Gurrea (2007) and Flavian et al. (2006). Similarly, studies such as the one conducted by Martinez-
Gonzélez and Alvarez-Albelo (2021) focus their research on tourism websites. Although they do not
correspond to news websites, they involve variables such as site personalization and first impression for
consumer loyalty, which shows that loyalty itself is a topic that has been studied recently from the

perspective of different commerce websites.
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Independent variable; reputation (of the news media)

The value of the organizations’ products with a recognized brand is above their utilitarian value, as
companies with a reputable and prestigious image can better differentiate themselves from their
competitors (Jere & Borain, 2018). Goyanes and Vara-Miguel (2017) point out that a peculiarity of the
profile of news customers through websites is that they “perceive a media system independent of political
and economic influences” (p.489). Hacek (2017) states that reputation “promotes the good name of the
given news website” (p.59). Lai, Griffin, and Babin (2009), cited by Jere and Borain (2018), specify that
“corporate or brand image is an important factor in the overall judgment of a service provider, reflecting
the reputation and prestige of a company or brand” (p.99).

Also, Goyanes, Artero, and Zapata (2018), citing Pennycook and Rand (2018), approach the
concept of media brand and associate it with identity, pointing out that “media brands are strongly linked
to professional journalistic values” and add that “brand value in journalism is related to factors such as
uniqueness, relevance, and reader preference” (p.5).

For Perona-Pé&ez and Hernandez-Ruiz (2020), “corporate reputation is determined by the status
of an organization, the experience of and relations with it, what is expected in the future from that
organization, and perceptions about the general attractiveness of the same organization” (p. 3). In another
perspective, Caviggioli, Lamberti, Landoni, and Meola (2020) state that “essentially, corporate reputation
can be defined as the admiration and respect that a person feels for an organization at a given time” (p.878).

In the case of the present study, it is important to relate the idea of media independence to the
previous definitions, considering that this element is of utmost importance in the positioning of the brand
and reputation of a media outlet. Therefore, an integral definition is proposed for the definition of media
reputation. Media reputation is identified as the corporate image that reflects the general prestige of a
journalistic company, including the perception of independence that readers have of it and the professional
journalistic values with which they identify themselves.

Regarding empirical studies that demonstrate a positive relation between the reputation variable
and the loyalty of users of news websites, Antepara-Basurto et al. (2019) used satisfaction as a mediating
variable that ends up having a positive relation with the intention to revisit and the intention to recommend,
both elements clearly associated with loyalty. Other examples of authors whose studies showed a direct
relation between loyalty and reputation are Hacek (2017) and Casald et al. (2008).

Other studies address the topic of reputation from different perspectives that demonstrate the
importance of this variable, such as that of Barbeito-Veloso, Perona-Paez, Rodriguez-Prieto, and
Hernandez-Ruiz (2020), who conducted a case study analyzing the treatment of journalistic content and

its influence on the reputation of the Spanish press.
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Independent variable; ease of use (of the website)

According to Flavian and Gurrea (2007), research has focused on virtual organizations and how
consumers perceive them. Consequently, paying attention to the website design and ease of use becomes
important, as this has a major impact on the marketing strategy. In new digital marketplaces, including
news websites, ease of use is an element that can motivate users in their choice of which site to access.
Hacek (2017) notes that “the concept of ease of use refers to the benefits consumers experience when it is
easy to navigate a website’s content” (p.58). Hacek himself, citing Horvath (2016), defines the ease of use
of a website as “a quality attribute in terms of the ease with which users can access the standard features
of the website” (p.58).

According to Flavian et al. (2006), the elements that should be considered to understand the
concept of ease of use of a website are a) Ease of understanding the structure, functions, interface, and
contents; b) Simplicity of use from the first time; c) Speed in finding what you are looking for; d) Ease of
navigation and e) Ability to control what you are doing at all times. Flavian et al. (2006), citing Davis
(1989), define ease of use as “the degree of effort that, according to the user, is required by the system
used” (p.365). Flavian et al. also cite Nielsen (1994) and indicate that ease of use “refers to how easy it is
to learn to use the system, the effectiveness of the website design, the ease of remembering how to use it,
the reduction of errors, and the overall satisfaction with it” (p.365).

Other authors, such as Medina-Quintero, Abrego-Almazén, and Echeverria-Rios (2020), define
ease of use as “the degree to which using an innovation is effortless” (p.27). Likewise, Kous, Pusnik,
Hericko, and Polancic (2020) cite Roy, Pattnaik, and Mall (2014) and state that “in general, the usability
of a website can be defined as a quality characteristic that describes the ease with which a user can navigate
a website” (p.76).

For this research, Ease of use is defined comprehensively. Thus, it refers to the benefits users
experience when it is easy to navigate the content of a news website. It is the quality attribute in terms of
the ease with which users can access the standard features of the site. This includes the question of how
easy it is to understand the structure of the system, its functions, the interface, and the content available
to users.

Antepara-Basurto et al. (2019), Hacek (2017), Flavian and Gurrea (2007), and Flavian et al.
(2006) report the direct and positive relations of this variable with loyalty in their studies. Likewise, there
are several types of research other than the topic of news websites that consider ease of use as an important
variable, such as the one conducted by Medina-Quintero et al. (2020), who studied this variable in relation

to citizen trust in e-government.
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Independent variable; (reader) satisfaction

For Hacek (2017), who cites Casal6 et al. (2007) and Toufaily et al. (2013), the concept of satisfaction
“includes psychological factors such as the fulfillment of mutual promises or the smooth functioning of
relevant relations” (p59). He defines news website reader satisfaction noting that it corresponds to the
“emotional state that results from an overall evaluation of all important factors that contribute to the
consumer’s relation with the site.” In the same way, the author also adds that “satisfaction can be linked
to the subjective attitude of a consumer or user toward a news website,” concluding with the idea that “it
is a permanent emotional predisposition based on the benefits obtained” (p.59).

According to Yuda-Bakti, Rakhmawati, Sumaedi, Widianti, Yarmen, and Astrini (2020), many
authors have used the perceived quality-satisfaction-loyalty structure of service theory. For these authors,
perceived service quality and satisfaction are two widely discussed constructs in the service and marketing
literature. In the case of this research, the variable of study and interest corresponds to reader satisfaction,
which could well apply to definitions of customer or user satisfaction. Other definitions of satisfaction
can be found in studies such as Islam, Islam, Pitafi, Xiaobei, Rehmani, Irfan, and Mubarak (2020), who
state that “customer satisfaction is an assessment based on the comparison between real and perceived
experiences” (p.125). They also cite Herrmann, Monroe, and Huber (2007) and complement the definition
by stating that “customer satisfaction is a reflection of positive feelings” (p.125).

Likewise, according to Choi and Lee (2020), “satisfaction is subjective because each person
perceives it differently to the extent that the individual feels useful” (p.28). They add that “satisfaction is
determined by the results of subjective judgments about expectations and previous experiences, which
can be evaluated from judgments through personal feelings that psychological factors can determine”
(p.28).

For the present study, reader satisfaction is defined based on the ideas established by Hacek
(2017), referring to it as the permanent emotional state based on the benefits obtained and resulting from
an overall assessment of all the important factors that contribute to the user’s or reader’s relation with the
news website.

Antepara-Basurto et al. (2019), Hacek (2017), and Casal6 et al. (2007) show positive relations
between satisfaction and loyalty in their research. Also, authors such as Mahdani, Syahputra, Adam, and
Ikramuddin (2020) study customer satisfaction and loyalty in small and medium-sized companies from
the point of view of digital marketing platforms, which indicates the relevance of the study of the

satisfaction variable when addressed from different approaches.
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Independent variable; familiarity (reader’s familiarity with the website)

Flavian et al. (2006) and Flavian and Gurrea (2006), cited by Hacek (2017), indicate that for Internet users,
familiarity is a key factor that allows them to decide whether or not to access a website. The more
familiarity readers perceive with their news websites, the easier they can decide which digital portals to
visit. On the other hand, Flavian and Gurrea (2007) point out that there is a certain logic in thinking that
users who feel familiar with a news site will be more predisposed to read it. Hacek (2017), citing Flavian
et al. (2006), defines familiarity as “the impression people have of a certain product or service based on
their previous contact with it” (p.58). Hacek (2017), citing Casal6 et al. (2008), identifies familiarity “as
the means by which a user’s initial uncertainty about a news website is overcome” (p.58).

In another paper, Gunness and Oppewal (2020), citing Gafen (2000), define familiarity with a
website as “knowledge based on specific activities and previous experiences or learning about how to use
a particular interface” (p.331). These authors cite Kim, Ferrin, and Rao (2008), stating that familiarity
“can refer to knowledge of the vendor, understanding of the website’s content, and procedures for
searching and ordering and its relevant technologies” (p.331).

In the present study, Website Familiarity is defined using and complementing Hacek’s (2017)
description as follows: familiarity refers to the impression people have of a given news website based on
their previous contact with it and their reading and visiting habits. The elements of habit and custom are
considered necessary to the definition in order to emphasize the background of the user’s familiarity with
digital news portals.

This variable also presents direct and positive relations with Website Loyalty, as evidenced by
Flavian and Gurrea (2007), Hacek (2017), and Antepara-Basurto et al. (2019).

Among those investigations addressing the familiarity variable from a different approach to
loyalty toward news websites is the one conducted by Chun, Lee, and Park (2020), who, among other

variables, studied brand familiarity and purchase intention in franchise companies.

Hypotheses

Based on the literature presented in this study, the following hypotheses are presented, which propose four
causal factors of loyalty:
H1: News media reputation is positively related to the loyalty level of readers of news websites.
H2: Website ease of use is positively related to the loyalty level of readers of news websites.

H3: Reader satisfaction is positively related to the loyalty level of readers of news websites.
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H4: Reader familiarity with the website is positively related to the loyalty level of readers of

news websites.

Methodology

Construction of the measuring instrument

Based on the questionnaires proposed in the empirical studies mentioned in the theoretical framework
section and items developed by the authors of this research, a measurement instrument was constructed
and tested for content validity. Seven experts participated in this test: two academics and five persons
directly related to journalistic work. The instrument consisted of a first section where detailed information
on the different variables was collected, with between 4 and 6 questions for each, with 7 points on the
Likert scale as answer options. The second section consisted of obtaining information on the participant’s
profile, such as gender, age, schooling, and place of residence.

The questionnaire was developed using the Google Forms tool and distributed through the
Internet on social networks, requesting users to share it with more users to create a snowball effect. The
participation criteria focused on being readers of news websites, of legal age, and residents of the cities
considered in the study.

Population and sample

In the National Survey on Availability and Use of Information Technologies in Households (2019), INEGI
reported 80.6 million Internet users in Mexico, of which 38.1 million use the Internet to read newspapers,
magazines, or books. The latter users represent the study subjects of the present research since Internet
use is a condition for reading news websites. In terms of population, this study focused on users in Mexico

City, Monterrey, and Guadalajara, obtaining a total of 486 responses.
Descriptive statistics
The profile of the participants considering the 486 sample surveys was as follows: in terms of gender,

53% of the people were women, and 47% were men. The dominant age ranges were 40 to 49 years old,
with 30% participation; 18 to 29 years old, with 24%; and 30 to 39 years old, also with 24%. The
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predominant level of education was a bachelor’s degree, with 55%. Finally, the breakdown by place of

residence was 44% Mexico City, 30% Monterrey, and 26% Guadalajara.

Reliability analysis

An analysis of the internal consistency of the measurement instrument was carried out using Cronbach’s

alpha test for each variable. Table 1 shows the results of this analysis.

Table 1
Cronbach’s alphas for each construct
Variable Name Items (*) Alpha
Y Loyalty (of news website readers) 6 0.822
X1 Reputation (of the news media) 5 0.752
X2 Ease of use (of the website) 4 0.868
X3 (Reader) Satisfaction 4 0.852
X4 Familiarity (reader’s familiarity with the website) 4 0.835

(*) There was no variation between the number of incoming and outgoing items.
Source: created by the authors based on IBM SPSS results.

According to Hair, Risher, Sarstedt, and Ringle (2019), in an internal consistency test, the
recommended values for Cronbach’s Alphas are between 0.700 and 0.900, so the indicators shown in

Table 1 meet this parameter.

Analysis of results

Statistical analysis; multiple linear regression

A multiple linear regression analysis in its version of successive steps was carried out with the support of
the IBM SPSS program to establish how well the proposed model of the present study fits the reality of
the data obtained. This statistical method is “an explanatory model in which a dependent variable is studied
as a function of a series of explanatory or independent variables” (Trevifio, 2014, p.297). Table 2 presents

a summary of the results.
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Table 2
Summary of models resulting from multiple linear regression analysis (successive steps)

Familiarity Reputation  Satisfaction  Ease of use
Mod.  R2 DW F cl Beta Sig. Beta Sig. Beta Sig. Beta Sig.

1 431 368.1 83 .657 .000 -- -- -- - - -

2 474 1647 2195 128 478 .000 .276 .000 -- - - --
3 491 ' 156.6 177 .389 .000 .193 .000 .205 .000 - --
4 495 119.7 20.7 400 .000 .206 .000 .245 .000 -.093 .027

Abbreviations:
R2: Coefficient of determination, DW: Durbin Watson, F: F-statistic, Cl: Condition Index
Source: created by the authors based on IBM SPSS results.

The analysis resulted in a summary with four models, where the R-squared obtained values
ranging from 0.431 to 0.495. The Durbin-Watson indicator was 1.6, within the acceptable range of 1.5 to
2.5. Regarding the analysis of variance, the F-statistic value was higher than 3.45 in all the models, so
there is an adequate dispersion of the data for the mean value. In the case of the analysis of Beta-type
coefficients, the p-values were less than 0.05 for all variables, thus complying with the significance
criterion. Nonetheless, in model 4, the variable “ease of use” stands out, with a negative coefficient. It is
important to consider that the impact of this coefficient is imperceptible as it does not reach the value of
+-0.100 (Rositas, 2005).

The collinearity diagnosis yielded condition indices above the threshold of 15 from the third
model onwards. As can be seen, each model, by adding an explanatory variable, impacts the
multicollinearity index. Nevertheless, these changes in the index only cause marginal changes in the Beta
coefficients of the first three models. Regarding the theoretical part of the recommended threshold for
condition indices, Bresley (1991) points out that condition indices between 20 and 30 suggest serious
multicollinearity problems, while for models with indicators above 30, the problem is understood as

manifestly serious.

Alternative intro models

It was decided to perform an alternative analysis using different combinations of variables through the
intro option to compare the models resulting from the successive steps option. The summary of the

analysis can be seen in Table 3.

11
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Table 3
Summary of models resulting from multiple linear regression analysis (intro)
Mod. Familiarity Reputation Satisfaction ~ Ease of use
R2 DW F Cl _ _ _ _

*) Beta Sig. Beta Sig. Beta Sig. Beta Sig.
Al 473 1596 1463 147 486 .000 .285 .000 - - - -
A2 423 1689 1194 152 - - 329 .000 .418 .000 - -
A3 476 1657 1478 152 464 .000 - - .328 .000 - -

(*) The letter A (alternative) is prefixed to differentiate it from the models in successive steps.
Abbreviations:

Mod: Model, R2: Coefficient of determination, DW: Durbin Watson, F: F-statistic, Cl: Condition Index
Source: created by the authors based on IBM SPSS results.

Of the possible combinations of variables using the intro option, only three models were
significant. The contribution of this exercise is that it proposes two scenarios where the selected variables
are different from those of the stepwise model, reflecting a lower condition index. Nonetheless, unlike the
successive step models, these models present an absent variable as they propose only two explanatory
variables.

Therefore, based on the results from the analysis of variance, the Beta-type coefficients, and the
diagnosis of collinearity, it was decided to choose model 3 of the successive steps version as the result of
the present research proposal, which supports hypotheses H1 (Reputation), H3 (Satisfaction), and H4
(Familiarity), with their respective impact factors. Although this model slightly increases the suspicion of
multicollinearity by increasing the condition index, it also increases the variance explained and recovers
an additional predictor variable that the other models do not have.

Model 4 was rejected because the explanatory variable “ease of use,” although imperceptible,
had a negative impact coefficient, multicollinearity increased, and the value of the other impact
coefficients became volatile, i.e., they increased instead of decreasing.

Therefore, it can be concluded that the variables “Familiarity” of the reader with the website,
“Reputation” of the news media, and “Satisfaction” of the reader are directly and positively related in this
order with the “Loyalty” of the readers of news websites. These variables account for 49.1% of the
variance explained. These results coincide in a general way with research such as Antepara-Basurto et al.
(2019), Casalo et al. (2007), and Flavian and Gurrea (2007), who considered these variables.

12
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Comparative results of linear regression by stratification

Taking as a reference the sample used to determine the results of the linear regression of the models
described in the previous section, a stratified regression analysis was performed with the following results
(see Table 4):

Table 4
Proposed global model vs. stratifications (residence, gender, and schooling)

Familiarity Reputation Satisfaction
Group Obs. R2 F cl Beta Err. Sig. Beta Err. Sig. Beta Ermr.  Sig.
Global
model 486 491 1566 177 .389 .046 .000 .193 .064 .000 .205 .052 .000

Mexico City 216 496 1066 158 .393 .074 .000 -- - -
Monterrey 142 548 864 136 .295 .060 .000 .511 .089 .000 - - -
Guadalajara 128 472 577 131 447 091 .000 .302 .090 .001  -- - -

Men 206 477 1035 123 513 .062 000 .247 090 .000 - - -
Women 260 505 892 180 317 .062 .000 .184 .083 .005 .297 .070 .000
OHr'?QS?hOO' 141 526 785 136 423 .068 .000 - —~ - 383 078 .000
Bachelor’s

265 459 756 186 401 .070 .000 .186 .092 .006 .162 .076 .029
Degree

Postgraduate 80 528 452 143 440 135 .000 .378 .153 .000 -- -- --
Abbreviations:

Obs: Number of observations (sample), R2: Coefficient of determination, DW: Durbin Watson, F: F-
statistic, Cl: Condition index, Err: Standard error.

Source: created by the authors based on IBM SPSS results.

Of the 8 analysis groups, in two of them (Women and Bachelor’s Degree), the significant
variables were the same as in the proposed global model: “Familiarity,” “Reputation,” and “Satisfaction.”
Nevertheless, the remaining 6 models did not coincide in the number of variables, so it can be concluded
that the analysis by stratification provides additional and relevant information. Thus, newspaper
companies can use this information depending on the type of readers that make up the majority of their
market or, as the case may be, the type of readers they intend to target.

In the case of stratification by geographic area, it can be seen that in the case of users in Mexico
City, the impact factors presented balanced values in the variables “Familiarity” and “Satisfaction,” while
in Monterrey, the resulting variables were ‘“Familiarity” and “Reputation,” with greater emphasis on the
latter variable. In Guadalajara, the significant variables were the same as in Monterrey; nonetheless, the

highest impact factor corresponded to “Familiarity.”
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These results may be due to each group’s different expectations of the news source. Thus, for
example, while readers of news websites in Mexico City attach importance to the habit they have of being
informed on the same website and that at the same time it provides them with a state of greater well-being
by knowing they are informed, in Monterrey they are inclined to identify themselves with media they
consider to be critical, truthful, and independent.

On the other hand, in the stratification by gender, in the group of men, the result with the greatest
impact was the variable “Familiarity,” which shows that they attach greater importance to the habit and
custom they have of obtaining information on the same portal. In contrast, the impact factors were
distributed among the three significant variables in the group of women, as in the global model.

Differences in the significant variables and their level of impact as described above were also
observed in the results of stratification by schooling, indicating that some groups are more willing to feel
identified with the media to which they have access, others with immediate well-being, and still others to
perceive themselves as truthfully and independently informed.

It should be noted that of the three factors that were found to have a direct, positive, and
significant relationship with Loyalty, the “Reputation” factor is the most difficult to build for a journalistic
media since it requires years of constant effort accompanied by quality in the final product. One way to
underpin this effort is to enlist collaborators with a previously earned reputation to send readers a message
of the importance of this element for the news media. In contrast, a possible disadvantage of building a
reputation is that it requires keeping a distance from political and economic interests, which often restricts
possible advertising contracts that would help the media themselves to finance their projects and the cost
of news production.

Additionally, it may be noted that it could be less complex to implement the “Familiarity” and
“Satisfaction” variables. In the case of “Familiarity,” the media would have to concentrate on making their
product a news portal that is in frequent contact with users so that their reading is part of their daily routine.
This can be achieved through advertising, market penetration campaigns, or special promotions for
readers. Regarding the “Satisfaction” factor, the readers should be understood globally, especially

considering the type of information they seek and what they like.
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Comparison of linear regression results by similarity

Euclidean distance was calculated to find similarities between the global model and the already presented
stratified models. This calculation made it possible to determine a similarity index between each model,

where the lower the index, the greater the similarity. The result is presented in Table 5.

Table 5
Proposed global model vs. stratifications (residence, gender, and schooling)
Order based on similarity of results

Familiarity Reputation Satisfaction ~ Similarity

Group Obs. Rz F cl Beta Err. Sig. Beta Err. Sig. Beta Err. Sig.
Global

o el 486 491 156.6 17.7 .389 .046 .000 .193 .064 .000 .205 .052 .000  --
gg‘;?gé"r’s 265 .459 756 18.6 .401 .070 .000 .186 .092 .006 .162 .076 .029 .045
Women 260 505 89.2 18.0 .317 .062 .000 .184 .083 .005 .297 .070 .000 .117
Guadalajara 128 472 57.7 13.1 .447 .091 .000 .302 .090 .001 - - -  .239
Men 226 477 1035 12.3 513 .062 .000 .247 .090 .000 -- - - 246
Mexico City 216 .496 106.6 158 .393 .074 .000 -- -- -- .372 .085 .000 .255
g'r'?gsssc"oo' 141 526 785 136 .423 .068 .000 - - - .383 .078 .000 .265
Postgraduate 80 528 452 14.3 .440 .135 .000 .378 .153 .000 - -~ - 281
Monterrey 142 548 86.4 13.6 .295 .060 .000 .511 .089 .000 -- -- -- 390

Abbreviations:

Obs: Number of observations (sample), R2: Coefficient of determination, DW: Durbin Watson, F: F-
statistic, CI: Condition index, Err: Standard error.

Similarity: index of similarity to the global model based on Euclidean distance.

Source: created by the authors based on IBM SPSS results.

The last column of Table 5 shows that the models of the “Bachelor’s Degree” and “Women”
groups present greater similarity with the proposed global model, obtaining indices below 0.2. On the
contrary, the least similar group corresponds to “Monterrey,” with an indicator close to 0.4. Such results
could be related to the number of elements in the sample of each group since more similar groups have a
larger sample and vice versa. Nevertheless, there is also the possibility that the order of the similarities
presented in these groups is related to the importance that each of them assigned to the study variables.

A three-dimensional graph was created to complement the above information by considering
the impact coefficients of the three variables that were significant in each group. This locates each group

with respect to the global model and the rest of the groups, as shown in Figure 1.
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Reputation

Satisfaction ¢ ®e

Familiarity

Figure 1. Three-dimensional image based on the impact coefficients of the different groups analyzed

Nomenclature of groups in the three-dimensional image:

A. Global model B. Mexico City C. Monterrey
D. Guadalajara E. Men F. Women
G. High school or less H. Bachelor’s Degree I. Postgraduate

Source: Exercise conducted at https://www.Math3d.org

Conclusions

This study aimed to determine the factors that influence readers’ loyalty to news websites. These factors
were taken from empirical studies of the existing literature. Since the study was conducted using a
quantitative approach, a measurement instrument was developed that fulfilled the expert validation
process and the internal consistency test by calculating Cronbach’s Alphas. The instrument was applied
to users in Mexico City and the metropolitan areas of Monterrey and Guadalajara, as these are three of the
most representative cities in Mexico.

The results of the multiple regression analysis show that the variables “Familiarity” of the reader
with the website, “Reputation” of the news media, and “Satisfaction” of the reader present a direct,
positive, and significant relation with the “Loyalty” of the readers of news websites. The variable “Ease
of use” was not considered because its possible inclusion implied an unsatisfactory level of

multicollinearity. The set of variables included accounted for nearly half of the total variance, which
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indicates that other factors have an effect on “Loyalty.” Consequently, exploring new variables not yet
recognized in the literature becomes relevant. The results obtained in this study coincide with those
reported by research documented in the theoretical framework, such as Antepara-Basurto et al. (2019),
Hacek (2017), Casal6 et al. (2008), and Flavian and Gurrea (2007).

Furthermore, a regression analysis was performed with the stratification criteria of city of
residence, gender, and schooling, with specific results for each case, which provide information for
newspaper companies to focus their efforts on the variables according to the profile of the readers that
make up their market. As an example, the analyses by residence show that in Mexico City, the impact
factors were balanced for “Familiarity” and “Satisfaction,” while, in contrast, “Reputation” had a greater
impact in Monterrey and “Familiarity” in Guadalajara. This shows that the difference between these three
groups implies, on the one hand, the importance of certain readers’ habit of getting information from the
same website (Familiarity) and, on the other hand, the need to identify with a prestigious media outlet
(Reputation).

Strategies can be implemented to promote each of the three explanatory variables that resulted
in the different groups. In the case of “Reputation,” a strategy could consist of recruiting a group of
collaborators and renowned journalists who give the news media a certain prestige. Similarly, advertising
campaigns and special promotions could contribute to promoting the “Familiarity” variable since the key
to this factor is the continuous presence of the website among news users. Finally, the “Satisfaction” factor
can be addressed by identifying and publishing the type of information that interests readers.

As a recommendation for future studies on this topic, since this research focused on users in
Mexico City, Monterrey, and Guadalajara, it would be advisable to include cities in other states besides
those already considered. This would help to know the effects of the different factors on loyalty in different
geographic areas and contrast them with those already obtained. Finally, it is also critical for future studies
to follow up on the newspaper industry’s strategy to offer information to the public, either by maintaining
free access to news content or by charging for information, since loyalty factors could be different
depending on the market strategy.
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