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With the diffusion of smartphones in the United States, the news industry is trying 

to turn this mobile innovation into an effective vehicle for delivering news anytime, 

anywhere. But does smartphone adoption mean news consumption via smartphones? To 

provide insight to this question, a national Web-based survey was conducted to explore 

smartphone adopters vs. non adopter, smartphone news consumers vs. non-consumers, 

and younger vs. older smartphone news consumers.  

Smartphone adopters were younger, had higher household incomes, and used 

news media more often than smartphone non-adopters. Most of the smartphone adopters 

primarily used their phones as an interpersonal communication device. Unlike 

smartphone adopters, smartphone news consumers were more likely to be male. Similar 
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to smartphone adopters, they were younger and used news media more often than non-

consumers of smartphone news. Moreover, smartphone news consumers used portal news 

sites more than newspaper, television, or social networking sites. As such, they also 

expressed higher satisfaction with portal news sites.  

A complementary relationship was found between smartphone news and 

traditional and online news media. Predictors of smartphone adoption included age and 

social pressure; predictors of adopting smartphones for news included news interest, 

gender, education, and income. In addition, news interest was a significant predictor for 

the amount of time users spent on smartphone news, while age, income and news interest 

were significant predictors for the number of times (frequency) users accessed news via 

smartphones.  

Even though younger smartphone news consumers showed lower news interests 

and used traditional news media less often than older smartphone news consumers, they 

did not spend any less time or access different kinds of news topics any less than their 

older counterparts. More of the younger than older smartphone news consumers followed 

health and fitness, science and technology, and entertainment news.  
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Chapter 1: Introduction 

Although the first smartphone, IBM’s Simon, was introduced in 1992, around the 

time that the transformation of the news media landscape was getting underway, it took 

more than a decade for smartphones to become small, powerful, and functional enough 

for the public to adopt them (PC Magazine, 2009). The revolution in smartphone 

technology began in 2007 with Apple’s touch screen iPhone, followed a year later by G1, 

a product made available by the cooperation of Google’s Android, HTC, and T-mobile 

(see Appendix B). Now, with third generation mobile technology (3G technology, and 

soon 4G technology), Web access via smartphones is anytime and anywhere, which is 

why news companies see smartphones as an opportunity to expand their brands, reach 

more audience, and generate additional revenue (Audit Bureau of Circulations, 2009).  

In 2006, 10% of all cell phone users had 3G Internet connections, the number had 

jumped to 29% by 2008, and it is estimated that, by 2011, more than half of cell users in 

the United States will own a smartphone with 3G Internet connection (United States 

Telecommunications Report, 2009). The popularity of the latest smartphones with 3G 

technology is evidence that smartphone manufacturers will increase their revenue but will 

the adoption of smartphones by consumers translate into the adoption of this mobile 

device for accessing news?  

The news Industry, News Consumers, and Smartphones 

To better understand the prospects for mobile devices as a platform for delivering 

news, the Audit Bureau of Circulations (2009) surveyed U.S. and Canadian publishers to 

learn their plans for mobile devices. The survey results showed even though 80% of the 

publishers believed people would rely more heavily on mobile devices as a primary 
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information source, 76% did not think their publication would be available only in digital 

format in the next five years (Audit Bureau of Circulations, 2009). At the same time, 58% 

of the newspaper publishers had already formatted their Web sites for viewing on mobile 

devices and 36% of them had already developed applications for smartphones. Given that 

over half (51%) of all publishers thought smartphones would become a vital distribution 

channel, the industry is, perhaps, predicting that smartphones will coexist with and not 

displace the existing medium in providing content to their news consumers. But will that 

be the case?  

In 2008, the Pew Research Center found among smartphone users, 36% had been 

receiving news headlines or reading news reports on their phones (Pew Research Center 

for the People & the Press, 2008a). To get news via one’s smartphone, one can access 

news through a Web browser or via a news viewing application (apps). News 

applications available for the iPhone accounted for about 3% of the total application 

market up until the end of 2009 (Farago, 2009).  

With the emergence of the smartphone as a medium for accessing news anytime, 

anywhere, this study will provide insight into the early adoption of smartphones for news 

consumption. Only by understanding the current and potential market for news 

consumption via smartphones can the viability of smartphones as a news delivery system 

be evaluated. Furthermore, by learning more about smartphones from the perspective of 

news consumers, the industry will gain worthwhile information that can be applied to the 

development of a business model for mobile news that is not just profitable but is 

perceived as innovative and valuable by news consumers.  
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A Historical Background 

Development in Mobile Communication 

The smartphone is a marriage of mobile telecommunications, digital computation, 

and the Internet and the Web. Even though the smartphone is less than 20 years old, its 

technological development can be traced back to 1888 when German scientist Heinrich 

Hertz first demonstrated the transmission of an electric spark (Gruber, 2005). Seven years 

after Hertz’s electric spark transmission, Guglielmo Marconi transmitted radio signals 2.5 

km, followed by a transmission in 1901 over the Atlantic, a distance of over 3,500 km 

(Calhoun, 1988; Mehrotra, 1994). These first radio mobile communications were not 

voice based, but pulses of energy limited to Morse code (Gruber, 2005).  

Even though Bell Laboratory made the first radio telephone in 1924, in 1921, the 

Detroit Police Department experimented with mobile radio which, at the initial stage, 

allowed one-way communication to give instructions to police in cars (Smith & Noble, 

1963). After police departments began adopting car mobile radios, a two-way car radio 

was manufactured for the mass market by Galvin Manufacturing Corporation, which later 

became Motorola (Goggin, 2006).  

Motorola continued to play a vital role in developing mobile telecommunications, 

not only for car radios, but also for hand-held radios. In 1943, during World War II, 

Motorola and General Electric began manufacturing “Walkie-Talkies,” the first hand-

held portable radiotelephones, for the American forces (Huurdeman, 2003). By 1946, 

AT&T and Southwestern Bell began offering commercial mobile radio telephones in St. 

Louis, allowing users to make phone calls from fixed lines to mobile users. By 1947, a 

new concept of dividing spectrum into “cells” was introduced in the Bell Labs (Goggin, 
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2006) but it would take two and a half decades for this innovation to lead to the 

development of the first generation (1G) of cell phones in the seventies.  

In the 1970s private push-to-talk radiotelephones were emerging but because the 

limited channels required users to “push” to talk, by 1977, the penetration of 

radiotelephones was only 2.7 users per hundred inhabitants (Garrard, 1998). However, 

the limited channel capacity that restricted the growth of push-to-talk radiotelephones 

was not a factor in the growth of cell phones which relied on technology that divided the 

spectrum into “cells.” 

After the FCC approved commercial cellular services, the first commercial 

cellular service was offered by Ameritech in Chicago (Goggin, 2006; Zheng & Ni, 2006). 

As cellular technology facilitated the growth and adoption of mobile phones, computers 

became smaller, software became friendlier, and newspaper companies experimented 

with electronically delivering news and information to their readers through videotex, 

teletex, audiotex, and fax, etc. (Boczkowski, 2004). 

Evolution in the News Industry 

The newspaper industry was one of the first industries to undergo computerization 

(Smith, 1980).  The print newspaper had been a monopolistic medium in the United 

States, but with the rise of other news media, the industry experimented with different 

means to deliver their content. The first electronic publication in the United States was in 

1980 with the electronic delivery of the Columbus Dispatch via Videotex (Laakaniemi, 

1981). Other news companies followed, including the Hearst Corporation, Knight-Ridder 

Newspapers, and the Times Mirror Company (Radolf, 1982). In 1979 Knight-Ridder 

established Viewdata Corporation of American, which was a joint venture with AT&T 
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whereas Knight-Ridder would provide the content while AT&T could provide the 

hardware. In 1980, the company started delivering videotex in the Miami area. However, 

because of financial and technical constraints, the experimental project was not a success 

and newspapers had to wait another decade before more experimentation with 

electronically delivered news and information could take place.  

The opportunity for more experimentation with delivering electronic news and 

information arrived with the Web as it opened up the Internet to the public and offered 

consumer-friendly applications. As the Internet developed as a communication medium 

where consumers could go to access news and information, two technologies were being 

developed that would play central roles in the development of the smartphone, which 

eventually would be used to access news: Atari’s Portfolio and IBM’s Simon.  

News via Smartphones 

Portfolio was the first hand-held computer and Simon, introduced in 1992, was a 

combination PDA, pager, and mobile phone (Rojas, 2001; Schneiderman, 1986). 

Additional smartphones were introduced to the market in 1996 and 1998 followed by the 

1997 technological innovation of the second generation (2G) mobile technology, which 

allowed digital voice and low-speed data transmission. 

But it was the transformation of the Internet from a closed computer-linked 

system to a Web world that opened up the possibility of accessing news through 

smartphones. With the creation of HTML, by British physicist Tim Berners-Lee in 1989 

and “Mosaic” developed by Marc Andreessen and Eric Bina at the University of Illinois 

in 1993 (Fidler, 1997), these creations made Web journalism possible. Moreover, 

smartphones made news access anywhere and anytime a reality.  
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The news industry, after experimenting with different platforms in the seventies 

and the eighties, took advantage of the Web and started publishing digital content in the 

1990s (Boczkowski, 2004). In 1992, the Chicago Tribune published digital content 

through American Online and so did the San Jose Mercury in 1993 (Pederson & Grant, 

1988). In 1994, Palo Alto, considered the first Web newspaper in the United States, was 

launched (Boczkowski, 2004). National newspapers such as the New York Times and the 

Washington Post also launched Web sites in 1996 (Garrison, 2005). In addition to 

newspaper companies, network television companies (ABCnews.com in 1997) and cable 

news companies (CNN.com in 1995) also launched Web sites in the mid-1990s. In short, 

most news companies launched a Web version in the 1990s. In addition, some news 

organizations took a step further to have content delivered digitally on mobile devices.  

The Wall Street Journal’s first attempt to publish on mobile devices was in 1994 

when the company developed Personal Journal, which was designed for Windows 

mobile operation system and required a $9.95 monthly subscription fee (Garrison, 2005, 

p.99). Personal Journal had only several thousand subscribers at most. In 1997, the 

Journal started a channel with AvantGo, a Web page and file synchronization service for 

PDA/smartphones. The channel gained more traffic in 2000 after the Journal started 

formatting content into HTML pages. Also partnering with AvanGo, the New York Times 

experimented with publishing on mobile devices in the 1990s in order to provide a 

mobile experience for consumers (Garrison, 2005, p.105).  

In addition to newspaper companies, CNN has pioneered in delivering content 

through mobile devices. As early as 1996, CNN launched pager service with PageNet to 

distribute news alerts and updated content every 30 minutes (Steinbock, 2005, p. 144). In 
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1998, CNN started a venture with the cellular phone company, Nokia. CNN’s news 

service through Nokia included SMS (short message service) and WAP (wireless 

application protocol). Later in the twenty-first century, the cable news company had their 

content delivered on more mobile devices all over the world.  

Latest Smartphone Technologies 

Over time, there were different mutually incompatible cell phone access 

technologies, including: 1G frequency division multiple access (FDMA), analogue voice-

only adopted in 1979, 2G time division multiple access (TDMA), digital voice and low-

speed data adopted in 1997, and 3G code division multiple access (CDMA), digital voice 

and high-speed data adopted in 2003 (Gruber, 2005, p. 24).  

Major cellular phone manufacturers began to release smartphones in the United 

States, including the first Palm Treo in 2001, the Blackberry smartphone in 2002, and 

Nokia’s N-series in 2005 (Rojas, 2001). In 2007, Apple Computers released iPhone 

(Apple, 2007) and in 2008, Google, HTC, and T-mobile released G1, the first Google 

Android based smartphone (T-Mobile, 2008). In only two years, the market share of 3G 

tripled; by 2011, it is estimated that more than half of cell users are expected to own a 

smartphone with 3G connection (United States Telecommunications Report, 2009). Who 

are these smartphone adopters and what is the potential for accessing news via 

smartphones? That is one of several questions that this study will address to better 

understand the prospects for mobile devices as a platform for delivering news.  

With technological developments in mobile telecommunications and advanced 

computing as well as experiments from the news industry, the smartphone has become 

one of the newest platforms for news delivery. Chapter 2, which examines the scholarly 
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literature on news consumption online as well as theoretical perspectives on the process 

and possible consequences of adopting an innovation, will provide the foundation for 

understanding the newest addition to the media landscape—smartphone adopters who 

access news using a mobile device.     
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Chapter 2: Literature Review 

As three areas—wireless telecommunication, advanced computation, and online 

news—make up the historical development of making news consumption possible on 

smartphones, research related to news consumption on smartphones also includes three 

areas: online news, cell phones, and news consumption on mobile devices.  

Online News Research 

Computers and smartphones are different devices, and each provides a form of 

online news. As consumers embraced online news after the mid-1990s (Salwen, 2005), a 

substantial body of literature developed. Literature on online news can be divided into 

two areas: adoption and usage, and the relationship between online and traditional news 

media.  

Adoption and Usage of Online News 

Adoption studies and online news adopters. The first area of online news research 

looks at the initial adoption stage. Technology-related research often applies Rogers’ 

(2003) diffusion of innovations to identify predictors of adoption. Examples include Li’s 

(2003) and Nguyen and Western’s (2007) studies on the adoption of online news. Both 

studies found that demographic variables were significant predictors of online news 

adoption. Li (2003) found that younger, better educated, better paid people were more 

likely to adopt online news consumption, while Nguyen and Western (2007) confirmed 

that a more advantaged socioeconomic background had a potential to increase adoption 

likelihood. Technology-related variables were another set of predictors. People who 

owned more technology devices (Li, 2003) and had more Internet access (Nguyen & 

Western, 2007) were more likely to adopt online news.  
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Thus, in terms of demographic variations between online news adopters and non-

adopters, past research have identified demographic differences, including gender, age, 

education, and income (Chadwick, 2006; Li, 2003; Nguyen & Western, 2007; Poindexter, 

2008).  

Use of online news. Users’ news consumption behaviors differ. Some news 

consumers are news enthusiasts who are strongly connected to news; others are news 

betweeners who are connected to news 1 to 6 days a week (Poindexter, 2008).  News 

accidentals and news avoiders can also be found in the media landscape. Studies that 

have focused on users’ news consumption behaviors online have examined which kinds 

of Web sites news consumers access, and which topics of online news they prefer. For 

Web sites people use, an early survey by Chyi and Lasorsa (1999) found that more online 

news users accessed national newspaper Web sites than local newspaper Web sites, and 

this pattern was consistent with another large-scale survey (Salwen, Garrison, & Driscoll, 

2005). Salwen and colleagues (2005) found that, when respondents were asked to identify 

the news categories that appealed to them online, the greatest proportion said they read 

national news (49%), followed by international news (25%); only 14% read local news. 

The results of the studies pointed in the direction that, online, users seemed to prefer 

national over local news.  

Given that online news users might prefer different content, other studies have 

investigated the importance of different online news content. Using Pew Research 

Center’s 2000 Biennial Media Consumption Survey data and Nielsen’s NetRating, 

Tewksbury (2003) found that online news users did not read public affairs news as often 

as expected. Rather, news topics such as sports, business and money, arts and 
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entertainment, features, and U.S. national news gained more attention. With the same 

Pew data, Dutta-Bergman (2004) found that online news users who were interested in 

seven news topics were more likely than non-online news consumers to follow news in 

those seven topics in print newspapers and other traditional media. The seven topics 

included politics, sports, business and finance, science and health, international affairs, 

local government, and entertainment. Lewis and Yang (2009) looked specifically at the 

content interest of local newspaper Web site users and found that the topics that appealed 

to the most users were breaking news (75.6%), local news (73.4%), and weather forecasts 

(60.9%). Weather was also ranked at the top of Salwen and colleagues’ study (2005), 

followed by local news and international news.  

Those studies showed that topics that require more frequent updates, such as 

weather and sports, were more likely to rank on top of users’ content interest lists (Lewis 

& Yang, 2009; Salwen et al., 2005). Moreover, Tewksbury (2006) argued that in the 

online news environment, both audiences and content appear to be more specialized, 

tailored to distinct demographic profiles for various sites. 

Competition between New and Traditional News Media 

Because online news competes with traditional media for consumer time and 

advertising money, the relationship between online news and traditional media has been a 

research focus. In fact The author of The Vanishing Newspaper Philip Meyer (2004) 

observed that some news professionals blame themselves for declining readership, but in 

the Web era, one possible issue is new media’s appropriation of consumers’ time (Meyer, 

2004).The competitive relationship among different media is labeled as intermedia 

competition (Picard, 1998, 2002). The core issue of intermedia competition is whether 
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different media products “are similar and the degree to which they are substitutable” 

(Picard, 1989, p. 22).  

Different media satisfy different wants and needs of the audience. For the news 

industry, online news competes with traditional media because they both provide news 

content. Replacement and displacement are two possible consequences of competition. 

Replacement, defined as competitive exclusion, rarely occurs because no medium is a 

perfect substitute for another. On the other hand, displacement occurs when a new 

medium partially appropriates scarce resources, such as audiences or advertisements, 

from established media (Dimmick, 2003). Research on the relationship of online news 

and traditional media has presented mixed results; while some supported time 

displacement and functional displacement of online news on traditional media, others 

have supported a complementary relationship between the two.  

Displacement Effect Defined. The basic principle with displacement effects is that 

people have limited amounts of time and money—in other words, limited resources. If 

money and time are spent on a new medium, that medium is at least partially taking those 

scarce resources away from old media (Nie, Hillygus, & Erbring, 2002). For intermedia 

competition among news industries, U.S. newspapers are suffering from a decline in 

readership, and this decline is at least indirectly related to the use of online news (Picard, 

1998). Pew Research Center (2008b) documented long-term trends of news media use. 

Regular newspaper readers declined from 58% in 1993 to 34% in 2008, local television 

news viewership declined from 77% to 52%, nightly network television news viewership 

declined from 60% to 29%, and radio news listeners declined from 47% in 1994 to 35% 

in 2008. Online news is the only medium in the past decade that gained usage: from 2% 
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using online news regularly in 1995 to 31% in 2006 and 37% in 2008 (Pew Research 

Center for the People & the Press, 2008b).  

With this pattern of news media consumption, concerns emerged that the Internet 

is taking audiences away from traditional news media, and scholars began measuring 

displacement effects. There are numerous measurements of displacement effects, and the 

two most common are time displacement and functional displacement.  

Time displacement. An early study on the competitive relationship between the 

Internet and traditional media was carried out in 1997 (Althaus & Tewksbury, 2000). 

Drawing from a survey of 520 college students, the authors found that the use of the 

Internet was unlikely to diminish or substitute for the use of traditional news media. 

However, after widespread adoption of computers and the Internet, later studies 

documented both time displacement and functional displacement of traditional media by 

the Internet.  

One common pattern found by many studies was that the Internet had the 

strongest displacement effect on television use (Chyi & Chang, 2009; Kayany & Yelsma, 

2000; Lee & Leung, 2008; Nguyen & Western, 2006), including general television 

viewing (Chyi & Chang, 2009; Kayany & Yelsma, 2000), network television viewing 

(Dimmick, Patterson, & Albarran, 1992), and commercial and public television viewing 

(Nguyen & Western, 2006). In other words, people who used the Internet were more 

likely to spend less time watching television than people who did not use the Internet. 

Other than television viewing, the Internet also displaced magazine reading, radio 

listening (Chyi & Chang, 2009), and print newspaper reading (Chyi & Chang, 2009; 

Dimmick, Chen, & Li, 2004; Kayany & Yelsma, 2000). 
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Functional displacement. Other studies have sorted out displacement by the 

Internet of traditional media functions, such as information seeking. Applying theory of 

niche, Dimmick, Chen, and Li (2004) constructed a gratification opportunities index, 

which comprises eight items, through a factor analysis. The analysis showed that 

displacement effect of the Internet was the strongest on network television, followed by 

print newspapers, but not on other traditional media. Kayany and Yelsma’s (2000) early 

study also found functional displacement by the Internet of television for information 

seeking, but not for entertainment. Other than television viewing, Lee and Leung’s Hong 

Kong study (2008) found, in terms of information seeking, that online news was a 

substitute for print newspapers. When people’s motivations can be satisfied through both 

new and traditional media, substitutability between print newspapers and online 

newspapers would be possible (Flavin & Gurrea, 2007).  

As a result, studies on the displacement effects of the Internet on traditional media 

show two trends, one for time displacement and the other for functional displacement. 

Because of the zero-sum relationship for the amount of time spent on various media, 

most studies have identified substantial time displacement by the Internet of traditional 

media. Time displacement was the strongest for television (Dimmick et al., 2004; Kayany 

& Yelsma, 2000; Lee & Leung, 2008; Nguyen & Western, 2006). As for functional 

displacement, online news tends to displace traditional media that serve similar wants and 

needs of news consumers, such as information seeking and surveillance (Kayany & 

Yelsma, 2000; Lee & Leung, 2008), but the number of studies testing for functional 

displacement was very small.  
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Although online news studies have documented time displacement and some 

functional displacement, they have also found that news consumers tend to use new and 

traditional news media simultaneously, especially among Internet users.  Research from 

complementary studies suggests that news consumption and various news media choices 

are more complicated than displacement effects would reveal.  

Complementary and simultaneous use of different media. Aside from 

displacement, a phenomenon often recognized by researchers is the belief that online 

news users are more likely to use other news media simultaneously. More recent works 

argued that even if some displacement effect existed, usage of different news media was 

complementary among online news users.  

The first finding of a complementary relationship between new and traditional 

media was that online news users were more likely to be print newspaper readers 

(Stempel & Hargrove, 1996; Stempel, Hargrove, & Bernt, 2000; Tewksbury, 2006). 

Stempel and colleagues (1996; 2000) analyzed data from two national surveys conducted 

in 1995 and 1999 and concluded that online news users were more likely to be newspaper 

readers, and Tewksbury (2006) found online news users were not only more likely to 

read newspapers but also more likely to watch CNN and listen to radio news. The results 

suggested a complementary relationship in which, among online news users, more online 

news use was correlated with more use of traditional news media. The complementary 

relationship was strongest among information-intensive users (Nguyen & Western, 

2006), and, specifically for online newspapers, using online newspapers did not diminish 

the use of other traditional news media; rather, online newspaper readers used some other 
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news channels more often and more extensively than non-online-news users (De Waal, 

Schonbach, & Lauf, 2005). 

Cell Phone Use & News Consumption on the Go 

Cell Phone Adoption 

Early studies. When it comes to the adoption and usage of new technology 

devices, Rogers’ (2003) diffusion of innovations and Davis’ (1989) technology 

acceptance model (TAM) are commonly used theoretical frameworks. Rogers (2003) 

articulated factors that would influence users’ likelihood of adopting an innovation, 

including personal characteristics, socioeconomic status, personality variables, and 

communication behaviors (p. 298). Five crucial attributes of an innovation that would 

influence its rate of adoption were relative advantage, compatibility, complexity, 

trialability, and observability (p. 229). Davis’ (1989) TAM added perception variables, 

such as perceived usefulness and perceived ease of use that would enhance users’ 

willingness to adopt new technologies.  

An early study on cell phone adoption (Leung & Wei, 1999) sought to answer the 

fundamental question “Who are the mobile phone have-nots?” The authors found that the 

have-nots of cell phones tended to be older women with less household income and less 

education. For the characteristics of the technology and the characteristics of compatible 

technologies, the more similar devices that have-nots possessed or the more satisfied they 

were with existing devices, the less likely they were to become haves. However, if have-

nots perceived potential benefits for adopting the device or they had spoken to 

salespeople or friends, they were more likely to become haves.  
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Smartphone adoption. Of the few empirical studies on smartphones, one surveyed 

a convenience sample of 133 physicians and nurses in a local hospital network in the 

Midwest and found that intention to adopt was largely influenced by perceived usefulness 

and attitudes toward smartphones (Park & Chen, 2007).  The authors argued that this 

group of health professionals valued the usefulness of the device more, and as they were 

trained to use technical equipment, ease of use of smartphones was not a serious problem 

for them.  

News on the Go  

Content delivery via smartphones. Most Web content is originally designed for 

desktop and laptop computers, which normally have screens 12 inches or bigger. With 

the development of PDAs and smartphones, more content is now designed for mobile 

access, including news updates, advertising, guides, Web portals, mobile commerce 

(a.k.a. m-commerce), and other smartphone applications (Zhang, 2007). Chan-Olmsted 

(2006) addressed mobile phones’ potential to be the “third screen” and argued that the 

content is “likely to be the main driver of [mobile market] growth” (p. 51). Major news 

companies in the United States have developed applications (apps) for smartphones, such 

as iPhones, Blackberrys, and Androids. With the emerging market since 2007, the year 

the iPhone appeared, little is known about news consumption on smartphones.  

News consumption on smartphones is significant for the news industry not only 

because this is one of the latest technologies to deliver content but news applications on 

smartphones have the highest user retention and use (Farago, 2009). Over the years, only 

a few academic studies have examined news consumption on mobile phones, and without 

specifying what kind of phones users have.  
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News consumption via smartphones. Westlund (2008) used three survey data sets 

collected in 2005, 2006, and 2007 to track the chronological trend of users’ news 

consumption on mobile phones. The results showed an increase of mobile phone news 

users over the years, from 7% to 12%, and the increase among men was more significant 

than among women. Age was also a significant dimension: Younger adults tended to be 

mobile phone news consumers more than older people. For technology orientation, 

mobile news consumers tend to have more technology gadgets, and they were also more 

likely to consume other news media, supporting the idea that news consumption on 

mobile phones was a complement, rather than displacement, of other news media. Aside 

from usage behavior, Westlund also focused on cost and user experience relating to news 

consumption. For the cost dimension, about two-thirds of the respondents did not know 

whether mobile news cost too much, indicating limited knowledge of mobile news 

services. About a quarter of the respondents thought it was too expensive. For the attitude 

dimension, 4% of the respondents believed using mobile devices was a good way to keep 

updated about news in 2005, and the number increased to 15% in 2007.  

Theoretical and Analytical Frameworks 

This dissertation seeks to provide insight into the current landscape of news 

consumption via smartphones. Given that the technology is new and given its relationship 

with established media, a single theory will not suffice to achieve this goal. Thus, this 

study applies a multiple-theory framework to explore the landscape of news consumption 

via smartphones.  

Rogers’ (2003) diffusion of innovations framework is applied to distinguish 

adopters from non-adopters of consuming news via smartphones, to understand the 
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difference between the two groups, and to indentify predictors of adoption. Then, among 

those who consume news on smartphones, a media economics framework will define the 

market, users’ consumption behaviors and perceptions, the competitive relationship 

between the new and the established news media, and determinants of news consumption 

on smartphones. Among those who do not get news on their phones, literature on non-

readers serves to help explore the reasons for avoidance. 

Smartphone Adopters 

The first part of the analytic frameworks looks at smartphone adopters and non-

adopters. More specifically, Rogers’ (2003) diffusion framework is applied to distinguish 

smartphone adopters and non-adopters and the distinctiveness of each group.  

Diffusion of innovations & new communication technologies. “An innovation is an 

idea, practice, or object that is perceived as new by an individual or other unit of 

adoption” (Rogers, 2003, p. 12). Rogers (2003) identified five categories of adopters: 

innovators, early adopters, early majority, late majority, and laggards. For adopters, 

Rogers used a normal curve to illustrate the approximate percentage of each category: 

innovators accounted for the first 2.5% of the adopters, early adopters were 13%, early 

majority 34%, and late majority and laggards accounted for about 50%. Diffusion of 

innovations focused on an innovation-decision process in which, at various points, 

different variables influenced an individual’s likelihood to adopt an innovation.  

The first two stages of the innovation-decision process are the knowledge stage and 

the persuasion stage. In the knowledge stage, characteristics that influence decision-

making include socio-economic status, personality variables, and communication 

behaviors. In short, adopters generally tend to have a higher socio-economic status than 
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later or non-adopters; they tend to be more venturesome; and they tend to have a more 

developed communication network and expose themselves to mass media more (Rogers, 

2003, p. 170). In the second, persuasion stage, variables that influence adoption include 

the five aspects of perceived usefulness of the innovation: relative advantage, 

compatibility, complexity, trialability, and observability. The third stage in the process is 

decision making stage, followed by implementation stage and confirmation stage. The 

smartphone is a new communication device and the adoption process is ongoing. Given 

the differences that distinguish adopters from later and non-adopters articulated in 

Rogers’ (2003) diffusion theory, this dissertation proposes the first research question to 

understand the uniqueness of smartphone adopters: 

RQ1: Who are smartphone adopters and what distinguishes them from 

smartphone non-adopters?  

To further understand smartphone adopters, their relationship with their phones, and how 

they utilize their phones, this dissertation proposes the second research question:  

RQ2. What is the smartphone experience in terms of ownership, time, and 

activities? 

In addition to understanding smartphone adopters and the differences between 

smartphone adopters and non-adopters, research on news avoiders often times asks for 

reasons for avoidance (Poindexter, 1979; Poindexter & Heider, 2001). This study 

proposes the follow research questions to understand smartphone non-adopters: 

RQ3a: What are the reasons that non-adopters do not own a smartphone? 

RQ3b: How likely are smartphone non-adopters to adopt a smartphone in the 

future? 
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Smartphone News Consumers 

 The second part of the analytic frameworks focuses on smartphone news 

consumers and non-consumers.  If online news adopters differ from non-adopters in 

terms of demographics (Chadwick, 2006; Li, 2003; Nguyen & Western, 2007; 

Poindexter, 2008) and media use (Chan & Leung, 2005; Chyi & Lasorsa, 2002; De Waal 

et al., 2005; Stempel & Hargrove, 1996; Stempel et al., 2000; Tewksbury, 2006) are those 

differences transferred to smartphone news consumers and non-consumers? This study 

proposes the follow research question to distinguish smartphone news consumers from 

smartphone news non-consumers: 

RQ4: Among smartphone adopters, who are news consumers via smartphone, and 

what distinguishes them from non-consumers of news via smartphone? 

Access technology and content providers of smartphone news. Economic 

behaviors of both media companies that provide media goods and consumers who 

demand media goods are impelled and constrained by a well-defined market (Picard, 

1989). Media industries are unique in that they operate in a dual-product market—media 

companies sell their content to consumers, and access to consumers is in turn sold to 

advertisers (Albarran, 1996; Picard, 1989). For traditional news media, a market is 

defined geographically. In the United States, some companies compete nationally while 

others compete locally. 

For the smartphone news market, one essential step is to understand the supply 

side—in other words, the providers of content and of access methods. Even though 

content on mobile devices is still in its infancy, some have argued that content will drive 

the future growth of the mobile market (Chan-Olmsted, 2006). The theory of the firm 

assumes that the goal of a company is to maximize its profit (Hoskins, McFadyen, & 
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Finn, 2004), and for the news industry (as with any venture) to succeed, the essential task 

is to create value through a product or service that appeals to customer needs and desires 

(Picard, 2002). The value for newspaper companies and other news organizations comes 

from its core business—that is, its content (Sylvie, 2008). To explore what suppliers—

access technologies and content providers—news consumers prefer, this study proposes 

the research question:  

RQ5a: What smartphone technologies have been adopted for accessing news? 

RQ5b: For news access via smartphone, which content providers do smartphone 

news consumers prefer? 

Behaviors, attitudes, and perceptions of smartphone news consumers. The Web is 

gaining a larger share of the overall news audience in the United States (Pew Research 

Center for the People & the Press, 2008c; Stempel et al., 2000), and past research has 

identified the high capacity—carrying unlimited and multimedia content with interactive 

features—of online news (Greer & Mensing, 2006; Tremayne, Schmitz Weiss, & Alves, 

2007). Even so, another line of research has identified users’ lower preference for the 

medium (Chyi & Chang, 2009; De Waal et al., 2005; Online Publishers Association, 

2004). Users see the online medium as less satisfying, less enjoyable, less credible, and 

less useful, and they lack willingness to pay for it. Aside from these negative attitudes, 

when asked about the advantage of online news, “convenience” ranks on top of the list 

(Yang, 2005). Thus some researchers have argued for, in addition to consumption 

behaviors, taking into account the importance of news content interest among news 

consumers (Lewis & Yang, 2009).  
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Research has examined users’ expectations of traditional news media (Heider, 

McCombs, & Poindexter, 2005; Poindexter, Heider, & McCombs, 2006), but similar 

research on newer media (online news or news via newer technology) is lacking. The 

industry is exploring the possibility of delivering content via smartphone (Audit Bureau 

of Circulations, 2009), and an understanding of users’ usage and perception of news via 

smartphone is crucial to the economic viability of this new delivery platform. Thus this 

study proposes the research questions: 

RQ6a: For smartphone news consumers, what are the variations in their news 

interest and news content interest? 

RQ6b: For smartphone news consumers, how satisfied are they with news via 

smartphone and how does this perception compare with their satisfaction of 

traditional news media? 

RQ6c: For smartphone news consumers, what are the perceived advantages and 

disadvantages of news via smartphone? 

Smartphone news non-consumers: Avoiders and reasons for avoidance. The first 

study that focused on news avoiders looked at people who did not read print newspapers 

(Westley & Werner, 1964). In this benchmark study, the authors found that younger and 

older adults were more likely than the middle age groups to be non-readers of print daily 

print newspapers. Since then, scholars have asked why individuals avoid and ignore print 

newspapers and, later, why individuals avoid news on the Internet (Poindexter, 2008).  

Given the decline in newspaper readership over the years, scholars have identified 

reasons that individuals avoid reading print newspapers (Burgoon & Burgoon, 1980; 

Lipschultz, 1987; Poindexter, 1979). Those reasons include newspaper content, use of 
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other media, poor eyesight, newspaper bias, and lack of time (Poindexter, 1979). For 

online news, research has found lack of interest as the primary reason for avoidance, 

followed by use of another medium, lack of time, other/no reason, do not use the Internet, 

too time consuming, prefer television news, dislike format, and not proficient at surfing 

the Internet (Poindexter & Heider, 2001). Comparing reasons individuals avoid print 

newspapers and online news, the findings suggest that even when some of the reasons 

overlap, they are not identical. Thus, for smartphones as a new delivery vehicle of news, 

reasons for non-users must be explored. To compare reasons for non-usage between 

smartphone non-adopters and smartphone news non-consumers, this study proposes the 

research question: 

RQ7a: What are the reasons that smartphone news non-consumers do not use their 

phones for news? 

Furthermore, this study takes a step forward by investigating respondents’ intentions to 

get news via smartphone by proposing the research question:  

RQ7b: How likely are smartphone news non-consumers to use their phones for 

news in the future? 

Relationships among News Media and Predictors of News Consumption via 
Smartphone 

When smartphones become a new medium for delivering news, it might affect 

users’ demand for news (Hoskins et al., 2004, p. 48). In other words, the number of news 

suppliers in a given market changes. While Principle of Relative Constancy (McCombs, 

1972) argued that spending on mass media comprises a relatively constant proportion of 

national income, later research found the public’s spending on mass media might increase 

due to the introduction of new media (Lacy & Noh, 1997).  



25 
 

The Theory of the Firm & Intermedia Competition. The theory of the firm 

specifies four variants of market structure: perfect competition, monopolistic 

competition, oligopoly, and monopoly (Hoskins et al., 2004, p. 142), and each market 

structure is defined by the number of producers and sellers, product differentiation, and 

barriers to entry in a given market (Litman, 1988). For media industries in the United 

States, the book publishing, magazine, and radio industries operate in monopolistic 

competition; television networks, motion picture, and music recording industries operate 

in oligopolies, with only a few key players in each market; cable television operators are 

monopolies in the local market (Albarran, 1996). The structure of the U.S. newspaper 

market varies at different geographic levels (Picard, 1988, p. 62). In the national market, 

(print) newspapers like USA Today, The New York Times, The Wall Street Journal, The 

Washington Post, and The Christian Science Monitor (which is now published weekly 

and online) form an oligopolistic market (Lacy & Simon, 1993). Aside from these 

national newspapers, most newspapers in the United States have been locally oriented, 

exerting monopolistic power in their own local markets (Litman, 1988).  

With the Web, newspaper companies put their content online, where it is available 

to readers both residing within the print newspaper’s geographical circulation area and 

outside it. Chyi and Sylvie (Chyi & Sylvie, 1998; Sylvie & Chyi, 2007) argued that the 

market structure of an online newspaper is theoretically different from that of the print 

market.  

Intermedia competition addresses competitive activities between or among 

different media in a given market, and depending on the market structure, the competitive 

dynamics differ. Past research has shown that one possible result of competition is 
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displacement (Chyi & Chang, 2009; Kayany & Yelsma, 2000; Lee & Leung, 2008; 

Nguyen & Western, 2006), but later studies also found complementary relationships 

among different news media when surveying Internet users (Chyi & Lasorsa, 2002; 

Fetscherin & Knolmayer, 2004; Flavin & Gurrea, 2007; Nguyen & Western, 2006).  

 Smartphones, a new device that can provide news content that might satisfy 

similar needs of news consumers, might compete with established news media for 

consumer time and advertising money, or they might complement traditional news media. 

The relationship between smartphones and traditional news media is unknown, and this 

study proposes the research question: 

RQ8: What is the relationship between news consumption via smartphone and 

news consumption via other news media? 

Predictors of Smartphone Adoption and Smartphone News Consumption 

To fully understand news consumption via smartphones, this study examines what 

factors determine the degree of consumption. Past research has identified variables that 

determine print newspaper use—gender, age, education, civic duty to keep informed, 

Internet news, and news interests (Burgoon & Burgoon, 1980; Chyi, Yang, Lewis, & 

Zheng, 2010.; McCombs & Poindexter, 1983; Poindexter & McCombs, 2001; 

Poindexter, Meraz, & Schmitz Weiss, 2008; Westley & Werner, 1964)—and several of 

these variables will be explored as possible predictors of the degree of news consumption 

via smartphone. The following research question was proposed:  

RQ9a: What are the contributions of socioeconomic, Internet use, news interest, 

and social pressure variables in the prediction of adopting smartphones and 

adopting news consumption via smartphones? 
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RQ9b: What are the contributions of socioeconomic, Internet use, and news 

interest, and social pressure variables in the prediction of the amount of news 

consumption via smartphones?  

Younger and Older Smartphone News Consumers and Non-consumers 

For more than four decades, industry professionals and scholars have been 

concerned that young adults do not follow news as much as their older counterparts 

(Poindexter, 1979; Bogart, 1981; Mindich, 2005; Zerba, 2009).  Will this trend continue 

in the mobile news landscape? Answers to the following research questions will provide 

insight into where young adults may fit in a news-on-the-go world:  

RQ10a: What are the traditional news media use differences, if any, between 

younger and older smartphone news consumers? 

RQ10b. What are the smartphone news user experience differences, if any, 

between younger and older smartphone news consumers? 

RQ10C. What are the reasons for not using smartphone for news and adoption 

intention differences, if any, between younger and older smartphone news non-

consumers? 

In summary, after reviewing the relevant scholarly literature and theoretical 

frameworks, 10 categories of research questions were identified.  Chapter 3 outlines the 

methodology that will be used to answer the questions about the most recent 

technological addition to the crowed news media landscape. 
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Chapter 3: Methodology 

Web-based Survey and Sample 

To understand news consumption via smartphone, a Web-survey of 898 randomly 

selected adults was conducted. Survey participants were selected from the Survey 

Sampling International online panel that contained active panel members recruited from 

Web communities, databases, mailing lists, or other collections that have opted-in to 

participate in online survey research. For example, when Survey Sampling International 

recruits potential respondents from non-profit groups, a donation is made to the 

organizations as an incentive to encourage participation. Working with thousands of 

partners, Survey Sampling International’s panel seeks to reach both highly visible and 

hard-to-reach groups on the Internet, such as ethnic minorities, young people, and 

seniors, to ensure the sample represents the population. Their active online panel of 

people in the United States includes more than 1.4 million household, defining an “active 

member” for the panel to be someone who has taken a survey within the past six months. 

Survey Sampling International was started in the United States in 1997. In addition to 

managing an online panel, Survey Sampling conducts online, telephone, and face-to-face 

surveys. Survey Sampling International charges a cost per interview (CPI) fee that ranges 

from $3.50 to $4.50. The total cost of conducting the Web-based survey was based on 

sample size and number of questions in the questionnaire.   

The sample of this study approximately represented the demographics of the adult 

population of the United States that is online; however, to be eligible to participate in the 

survey, respondents had to get news at least once a week. 
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Operationalization of Smartphone Adopters and Smartphone News Consumers 

With the focus of this study on consuming news via smartphones, what 

constitutes a smartphone must be clarified. For the purposes of this study, PC Magazine’s 

smartphone definition was expanded to include operation systems. PC Magazine (2009) 

defined smartphone as a cell phone “with built-in applications and Internet access…, 

[such as] text messaging, e-mail, Web browsing, still camera, video camera, MP3 player, 

video player, television and organizer.” In addition to the built-in functions, smartphones 

are now an application delivery platform that gives users access to an application market 

(app market). In the app market, users can download applications and install them on 

their phones, enhancing the functionality of the phones.  

In order to install applications on a phone, the phone must have an “operation 

system” (OS) that allows users to do so. Both computers and smartphones function on 

specific operation systems. Examples of computer operations systems are Windows XP, 

Windows Vista, or Mac OS. There are six major smartphone operation systems on the 

market: Symbian, Blackberry (RIM), iPhone (Apple), Windows Mobile (Microsoft), 

Android (Google), and Palm. In order to identify smartphone adopters, all respondents 

were asked: “Some people have the type of cell phone that is called a ‘smartphone’ 

because they can e-mail, browse the Web, install different kinds of applications, and even 

play games on the phone. Examples of smart phones would be an iPhone, a Blackberry, a 

Palm, a Google phone, and a phone that runs Windows Mobile. Do you have a 

smartphone or any similar mobile device?” Those who responded yes were categorized as 

smartphone adopters (Group 1 in Figure 1) and those who responded no were categorized 

as smartphone non-adopters (Group 2 in Figure 1).   
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Based on their news consumption behavior, smartphone adopters were divided 

into two groups: smartphone news consumers (Group 3 in Figure 1) and smartphone 

news non-consumers (Group 4 in Figure 1). 
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Figure 3.1: Smartphone Adopters, Non-adopters, Smartphone News Consumers, and Non-consumers 
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Smartphone Adopters & Non-adopters 

To answer RQ1, who are smartphone adopters and what distinguishes them from 

non-adopters, smartphone adopters and non-adopters were compared across socio-

economic variables and news use variables. The socio-economic variables were gender, 

age, education, and income and the news use variables included use of television news, 

print newspapers, radio news, and online news. News interest was also measured. 

Specific questions for the socio-economic variables are as follows: 

Gender. Respondents were asked to identify their gender, male or female.  

Age. Respondents were asked to provide their age by filling in a numerical 

number.  

Education. Respondents were asked: “What is the last grade or class that you 

completed in school?” Response choices were none or grade 1-8, High school incomplete 

(Grades 9-11), High school graduate (Grade 12 or GED certificate), technical, trade, or 

vocational school after high school, some college (including associate degree), college 

graduate (B.S., B.A., or other 4-year degree), or post-graduate training or professional 

schooling after college (e.g., toward a master’s Degree or Ph.D; law, or medical school).  

Race or Ethnicity. Respondents were asked to specify the racial or ethnic groups 

they belong to with the question: “What is your race or ethnic group?” Response choices 

were Caucasian or white, African American or black, Hispanic or Latino, Asian or 

Pacific Islander, Native American, Indian/Indian American, Arab American, or Other.  

Income. Respondents were asked to identify their household income of 2009 by 

answering: “Last year, that is in 2009, what was your total family income from all 

sources, before taxes?” Response choices were less than $10,000, $10,000 to under 
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$20,000, $20,000 to under $30,000, $30,000 to under $40,000, $40,000 to under $50,000, 

$50,000 to under $75,000, $75,000 to under $100,000, $100,000 to under $150,000, or 

$150,000 or more.  

In order to answer the news consumption component of RQ1, respondents were 

asked about the frequency and quantity of news consumption as well as the level of 

interest in news. The specific questions are as follows.  

Frequency of news consumption. Respondents were asked the following question 

about television news, radio news, print newspapers, and online news: “How often do 

you watch/read/use/listen to________?” Response choices were never, seldom, 1 or 2 

days a week, 3 or 4 days a week, nearly every day, or every day.  

Quantity of news consumption. Respondents’ news consumption quantity was 

measured by the number of minutes they spent on each medium the previous day.  

Specifically, respondents were asked: “Now thinking about yesterday, how much time 

did you spend watching/reading/using/listening to__________?” This was an open-ended 

question that allowed respondents to fill in a numerical number of the hours and another 

numerical number of minutes they spent on each medium, that is television news, radio 

news, print newspapers, and online news. The total time was recoded into minutes.  

News interest.  Level of news interest was measured by asking respondents: “How 

interested are you in news?” Respondents indicated their level of interest on a scale in 

which 1 was not at all interested and 10 was extremely interested.  

To answer RQ2, what is the smartphone experience in terms of ownership, time, 

and activities, smartphone adopters were first asked how long they had been using a 

smartphone and how much time they spent getting online via their phones. More 
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specifically, smartphone adopters were asked: “How long have you been using a 

smartphone?” This was an open-ended question that allowed respondents to fill in a 

numerical number of the year and another numerical number of months. In addition to 

length of time owning a smartphone, smartphone adopters were asked how much time 

they spent getting online via their phones with the following question: “On average, how 

much time a day do you spend getting online through your smartphone?” This was an 

open-ended question that allowed respondents to fill in a numerical number of the hours 

and another numerical number of minutes. 

In order to determine what smartphone adopters mainly do on their phones, 

smartphone adopters were asked the following open-ended question: “What do you 

primarily use your smartphone for?” 

To answer RQ3a, reasons that smartphone non-adopters do not own a 

smartphone, smartphone non-adopters were asked the open-ended question: “What are 

the reasons that you do not use a smartphone?” To answer RQ3b, how likely smartphone 

non-adopters are to adopt a smartphone in the future, an adoption intention scale that 

ranged from 1, not likely to 10, extremely likely was used with the question: “How likely 

are you to adopt a smartphone in the future?” 

Smartphone News Consumers 

To answer RQ4, who news consumers via smartphone are, and what distinguishes 

them from smartphone news non-consumers, smartphone news consumers and non-

consumers were compared across socio-economic variables and news consumption 

variables. The socio-economic variables were gender, age, education, and income. News 
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use variables included use of television news, print newspapers, radio news, and online 

news. News interest was also measured. 

Access Technology and Content Providers of Smartphone News 

To answer RQ5a, what smartphone technologies have been adopted for news?, 

smartphone news consumers were asked: “When you get news on your smartphone, do 

you __________.” Response choices were use the built in browser, use an application 

you installed on the phone, or both.  

To answer RQ5b, which content providers do smartphone news consumers prefer, 

smartphone news consumers were asked a matrix question: “You mentioned you got 

news on your cell phone yesterday. Which, if any, of the following Web sites did you 

access yesterday for news?” Response choices were yes or no for the following content 

providers: Yahoo, Google, AOL, MSN/Microsoft, ABC, CBS, MSNBC/NBC, Fox, 

CNN, BBC, The New York Times, The Washington Post, Local newspaper Web sites, 

USA Today, The Wall Street Journal, other local news sites, ESPN, Drudge Report, 

Twitter, Facebook, and other sources. For those who responded “yes” to other sources, 

the following open-ended question was asked: “From what other Websites did you get 

news from your cell phone?” 

Behaviors, Attitudes, and Perceptions of Smartphone News Consumers 

  RQ6a, RQ6b, and RQ6c attempted to understand smartphone news consumers’ 

behaviors and perceptions of news via smartphones.  

News interest and news content interest. To answer RQ6a, what are the variations 

in smartphone news consumers’ news interest and news content interest, smartphone 

news consumers were asked to score their news interest on a scale of 1 to 10, defined in 
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the previous section. For news content interest, smartphone news consumers were asked 

to respond to a list of topics with yes or no response choices: “When you get news on 

your phone, which, if any, of the following topics do you read?” The topics were: 

political news, business news, health and fitness, medicine, science and technology, 

weather, sports, entertainment, business, local news, national news, international news, 

opinion, or other. 

Satisfaction with news and news and smartphone news. To answer RQ6b, how 

satisfied smartphone news consumers are with news via smartphones and how does this 

perception compared with their satisfaction with traditional news media, smartphone 

news consumers were asked: “How satisfied are you with getting news on your cell 

phone? 1 indicates least satisfied and 10 most satisfied.” Plus, for satisfaction with 

traditional news media, they were asked: “How satisfied are you with __________? 1 

indicates least satisfied and 10 most satisfied.” 

Attitude. To answer RQ6c, what the perceived advantages and disadvantages of 

news via smartphones are, smartphone news consumers were asked open-ended questions 

about the advantages and disadvantages of accessing news via smartphones.   

Smartphone News Non-consumers 

As Figure 1 shows, there were smartphone news non-consumers who owned a 

smartphone but did not access news through the device (Group 4 in Figure 1). To answer 

RQ7a, reasons smartphone news non-consumers do not get news via their phones, 

smartphone news non-consumers were asked: “What are the reasons that you do not use 

your phone to get news?” To answer RQ7b, what the adoption intention is of smartphone 

news non-consumers to use the device for news in the future, they were asked: “How 
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likely are you to get news on your phone in the future? 1 indicates not likely and 10 

indicates extremely likely.” 

Relationships among News Media and Predictors of News Consumption via 
Smartphone 

To answer RQ8, the relationship between news consumption via smartphone vs. 

news consumption via other news media, a partial correlation analysis was used to 

understand the relationship (competitive or complementary) among news consumption 

variables (as operationalized in previous section), by controlling for demographic 

variables, Internet use, and news interest. Even though past research has identified 

displacement effects of new media on traditional media and simultaneous use of different 

news media among Internet users, measurements in different studies have not been 

consistent. This study, therefore, defined a competitive relationship as a negative 

correlation between the use of one medium and the use of the other medium, other things 

being equal. A complementary relationship was defined as a positive correlation between 

the use of one medium and the use of another medium, other things being equal.  

RQ9a and RQ9b sought to identify predictors of smartphone adoption, 

smartphone news adoption, and smartphone news consumption.  

To answer RQ9a, what the contributions of socioeconomic, Internet use, news 

interest, and social pressure variables are in the prediction of adopting smartphone and 

adopting news consumption via smartphones, two binary logistic models were conducted. 

The dependent variable in Binary Logistic Model 1 was smartphone adoption (0=non-

adoption, 1=adoption) and the dependent variable was Binary Logistic Model 2 was 

smartphone news consumption among smartphone adopters (0=non-consumers, 1=news 

consumers). Independent variables included gender, age, education level, income, 
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Internet use, news interest, and social pressure. Gender was measured as 0=female and 

1=male; age was measured as a numeric number ranging from 18 to 84; education was an 

ordinal measurement ranging from 1 to 7; income was measured as a binary variable 

1=lower income group and 2= higher income group; Internet use 2 was measured as the 

number of days users accessed the Internet in a given week; news interest was a scale of 

1 to 10; social pressure (1) was measured on a scale of 1 to 10 asking if the respondents 

thought people who were important to them thought they should own a smartphone; 

social pressure (2) was measured on a scale of 1 to 10 asking if the respondents perceived 

people who were important to them owned a smartphone (for details on 

operationalization of dependent and predictor variables, see Appendix E). 

To answer RQ9b, what the contributions of socioeconomic, Internet use, and 

news interest, and social pressure variables are in the prediction of the amount of news 

consumption via smartphone, two multiple Ordinary Least Square regression models 

were applied. Regression analysis was used to identify explanatory variables that served 

as determinants of news consumption via smartphones. The dependent variable of OLS 

Model 1 was the log of time spent on news consumption via smartphone, defined as the 

number of minutes respondents spent on getting news via smartphone per day. The 

dependent variable of OLS Model 2 was the frequency of news consumption via 

smartphone, defined as the number of times respondents accessed news via smartphones 

in a given day. The two OLS models included variables that in previous research have 

correlated with news consumption —demographic variables, including gender, age, 

education, (J. K. Burgoon & M. Burgoon, 1980; Chyi & Yang, 2009; Westley & Werner, 

1964), Internet use (Yang, 2005), and news interests (Chyi & Yang, 2009)—as 



39 
 

explanatory variables. Because socialization influences news consumption (Poindexter et 

al., 2008), one type of socialization, social pressure, was included among explanatory 

variables. (For details on operationalization of dependent and predictor variables, see 

Appendix E.) 

Younger and Older Smartphone News Consumers and Non-consumers 

To answer RQ10a, What are the traditional news media use differences, if any, 

between younger and older smartphone news consumers, smartphone news consumers 

were divided into two age groups, 18 to 30 and over 30. The two groups were compared 

across traditional news media use variables, including television news, print newspapers, 

radio news, and online news.  

To answer RQ10b, What are the smartphone news user experience differences, if 

any, between younger and older smartphone news consumers, the two groups were 

compared across smartphone news use experience variables defined in the previous 

section, including time spent on smartphone news, news sources, content interest, 

satisfaction, and advantages and disadvantages of getting news via smartphones.  

To answer RQ10c, What are the reasons for not using smartphones for news and 

adoption intention differences, if any, between younger and older smartphone news non-

consumers?, the two age groups were compared across reasons for not using smartphones 

for news and their intention for using their phones for news in the future.  

In summary, a Web-based survey was conducted to explore smartphone adopters 

and the media landscape of news consumption via smartphones. Results of the survey are 

reported in Chapter 4 and Chapter 5.   
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Chapter 4: Smartphone Adopters 

 Chapter 4 focuses on smartphone adopters while Chapter 5 looks at smartphone 

adopters who use this mobile innovation to access news.  As the two chapters will show, 

in 2010, the beginning of the second decade of the 21st century, the smartphone, 

including its use for accessing news, is early in the diffusion of innovation process.  The 

898 respondents, who completed the Web-based survey, were analyzed to answer the 

research questions posed.   

Sample Overview  

Overall, the sample of respondents was 49% male and 51% were female. In terms 

of age, 28% were 30 years old or younger, 27% were between 31 to 50 years old, 31% 

were between 51 to 65 years old, and 14% were 66 years old or above. As for education, 

less than a third (30%) had technical, trade, or vocational school or below, more than a 

third (38%) attended some college, and about a third (32%) had college degree, post-

graduate training, or professional schooling after college. The respondents were 

predominantly white.  More than four-fifths (82%) were Caucasian or white, 6% were 

African American or black, 5% were Hispanic or Latino, 4% were Asian, and 2% were 

other. Finally, for income, about a third (33%) of the respondents had a household 

income under $30,000, about a quarter (24%) between $30,000 to $49,999, about a third 

(33%) between $50,000 to under $99,999, and 10% had a household income of $100,000 

and above.  

Respondents were asked how often they used different news media, including 

television news, print newspapers, radio news, and online news. Television was the most 

popular medium for news. More than half of the respondents (56%) watched television 
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news nearly every day or every day. The second most used news medium was online 

news; two-fifths (40%) accessed news online nearly every day or every day. Slightly less 

than one-third of the respondents (30%) read print newspapers nearly every day or every 

day and one-quarter listened to news on radio nearly every day or every day (See Table 

1).  

Table 1: News Media Use: Frequency of Accessing Different News Media 

 Nearly every day or 

every day 

1 to 4 days a week Seldom or never 

 % % % 

TV news 56 30 15 

Online news 40 21 39 

Print newspaper 30 26 44 

Radio news 25 21 54 

Note. Cell entries are percentages. 
 
 

In addition to the frequency of getting news through different media, respondents 

were asked the amount of time spent on each news medium the previous day. At a mean 

of 99 minutes, more time was spent getting news from television than any other source. 

Time spent getting news online was a mean of 43 minutes. Time spent getting news from 

print newspapers and radio was the same: a mean of 35 minutes.  

Survey participants were three times more likely to be non-adopters than adopters 

of smartphones. Specifically, as Figure 4.1 shows, 28% of the respondents were adopters 

but 72% were smartphone non-adopters.   
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Figure 4.1: Smartphone Adopters and Non-adopters 

 

 

Demographic Comparisons of Smartphone Adopters and Non-Adopters 

To answer RQ1, who smartphone adopters are and what distinguishes them from 

smartphone non-adopters, smartphone adopters and non-adopters were compared by 

gender, education, age, and income. Although there were no gender or education 

differences, there were age and income differences. With a mean age of 34 years 

(SD=15.7) for smartphone adopters and a mean age of 49.8 for non-adopters (SD=16.4; 

t=-13.15, df=888, p<.001), smartphone adopters were significantly younger than non-

adopters. Almost three-fifths (57%) were between the ages of 18 and 30, a quarter (24%) 

were between the ages of 31 and 50, 14% were 51 to 65, and 8% were 66 years or older. 

(See Table 2.) 
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Table 2: Relationship between Smartphone Adoption and Age 

 Age 

 18-30 31-50 51-65 66+ 

Smartphone adoption % % % % 

Adopters 57 24 14 8 

Non-adopters 43 76 86 92 

Total 

 

100% 

(251) 

100% 

(242) 

100% 

(276) 

100% 

(121) 

Note: Cramer’s V=.414, df=3, p<.001. Cell entries are percentages. 
 
 

Unlike age which showed smartphone adoption declining as age increased, Table 

3 shows that as income increased, smartphone adoption increased.  In fact, the highest 

income group was almost twice as likely as the lowest income group to have adopted a 

smartphone.  Forty-two percent of those who had a household income of at least 

$100,000 were smartphone adopters but only 23% of those who had a household income 

of $30,000 or less were smartphone adopters.  
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Table 3: Relationship between Smartphone Adoption and Income 

 Income 

 Under $30,000 $30,000 to 

$49,999 

$50,000 to  

$99,999 

$100,000 

and above

Smartphone Adoption % % % % 

Adopters 23 27 30 42 

Non-adopters 77 73 70 58 

Total 

 

100% 

(296) 

100% 

(218) 

100% 

(295) 

100% 

(89) 

Note: Cramer’s V=.117, df=3, p<.01. Cell entries are percentages. 
 
   
 Smartphone adopters and non-adopters were also compared by news interest and 

consumption of television news, print newspapers, radio news, and online news. For 

news interest, the t-test result shows that smartphone adopters (M=7.69, SD=1.96) had a 

higher news interest than smartphone non-adopters (M=7.08, SD=2.55; t=3.42, df=896, 

p<.001). For news media consumption, overall, smartphone adopters accessed news 

through different news media more often than non-adopters. More specifically, when 

dividing users into three groups according to the level of news consumption, the 

differences were most apparent for the betweeners—those who said they consumed news 

through between 1 to 4 days a week.  

 This pattern is particularly strong for radio and online news use. About a third of 

the smartphone adopters listened to radio news 1 to 4 days a week while 17% of the non-

adopters did so. For online news, a third (32%) of the adopters consumed news online 1 

to 4 days a week while only 16% of the non-adopters did so.  
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Table 4: Relationship between Smartphone Adoption and Media Use 

 Smartphone adoption  

 Adopters Non-adopters  

 % %  

    

TV News*    

Nearly every day or every day 53 57  

1 to 4 days a week 36 27  

Seldom or never 12 16 Cramer’s V= .088, df=2, p<.05

    

Print Newspaper*    

Nearly every day or every day 26 31  

1 to 4 days a week 32 24  

Seldom or never 42 45 Cramer’s V= .086, df=2, p<.05

    

Radio News***    

Nearly every day or every day 28 25  

1 to 4 days a week 31 17  

Seldom or never 42 58 Cramer’s V= .167, df=2, p<.001

    

Online News***    

Nearly every day or every day 42 39  

1 to 4 days a week 32 16  

Seldom or never 26 45 Cramer’s V= .203, df=2, p<.001

    

Note. * p<.05, ** p<.01, *** p<.001. Cell entries are percentages. 
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The Smartphone Experience 

To provide greater insight into smartphone adoption, RQ2, what is the 

smartphone experience in terms of ownership, time, and activities, was answered.  

Although the mean length of ownership of this mobile device was almost two years 

(M=23.41 months, SD=20.21), ownership was distributed in almost equal thirds. One-

third (33%) owned a smartphone one year or less, one third (32%) owned a smartphone 

13 months up to two years and another third (35%) owned a smartphone two years or 

more.   

More than two-thirds (68%) of smartphone users paid a monthly fee for Internet 

access via their smartphones and mean time online via smartphone was an hour and 10 

minutes (M=70.48 minutes, SD=93.46).  Time spent online was also distributed in almost 

equal thirds.  One third (32%) spent ten minutes or less per day online through their 

smartphones, one third (35%) spent fifteen minutes to an hour, and about one third (33%) 

spent more than an hour getting online through their smartphones a day.  

Length of ownership as measured in months and time spent online as measured in 

minutes were correlated (r= .177, n=249, p<.01); the longer a smartphone adopter owned 

this mobile device, the more time was spent online.   

Activities via Smartphones 

For things smartphone adopters mainly do on their phones, results of an open-

ended question posed to smartphone adopters identified 14 different types of activities 

being done with a smartphone. Because numerous smartphone adopters mentioned more 

than one primary activity they did on their phones, the first two mentioned activities were 

coded.  
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According to Table 5, for the first mentioned activity, more than two-fifth (51%) 

of the smartphone adopters used their smartphone as a typical phone; they made and 

received calls. Fourteen percent of the smartphone adopters sent and received text 

messages. Others mentioned they used their smartphone for e-mail (7%), accessing Web 

and the Internet (6%), none (5%), news and information (5%), business and work (4%), 

and communicate with people (4%). A few people mentioned using their phone for 

entertainment (2%), social networking sites (2%), personal use (2%), emergency calls 

(1%), or used the phone for everything (1%). For the second mention activity in Table 5, 

make and receive calls (13%) and text messages (43%) were still the most mentioned 

activities, followed by e-mail (11%), Web and Internet, communicate with people (6%), 

and the rest of the activities were mentioned by less than 5% of the smartphone adopters. 

In other words, communication behaviors, such as making and receiving calls or text 

messages, were the dominating activities on smartphones. Figures 2 and Figure 3 further 

show this pattern.  
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Table 5: Smartphone Activities 

 First activity Second activity 

 % % 

   

Make and receive calls 44 13 

Text message 14 43 

E-mail 7 11 

Web and Internet 6 6 

None 5 - 

News and information 5 2 

Business and work 4 3 

Communicate with people 4 6 

Social networking  2 2 

Personal use 2 1 

Entertainment 2 4 

Other 2 2 

Emergency calls 1 1 

Everything 1 0 

Task management 0 4 

   

Total % 100% 100% 

 (241) (124) 

Note. Cells are in percentages. Among 251 smartphone adopters, 10 did not identify what they 
mainly used their phones for. Thus, for the first activity, n=241. Among smartphone adopters, 
some mentioned more than one activity they primarily did on their phones. Thus the second 
mentioned activities were also coded and n=124. Entertainment included video, photo, music, and 
gaming; social networking included Twitter and Facebook; task management included calendar, 
schedule, contact, and to-do lists; news and information included news, sports, weather, and other 
information. 
 
  

The 14 smartphone activities were further recoded into six categories: 

communication, Web and Internet, work and personal management, entertainment, news 
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limitations (3%), used other media or computers (3%), only used cell phones for 

emergencies (2%), did not like smartphones (2%), or were satisfied with current 

phones/plans (2%). One percent of the smartphone non-adopters were considering buying 

a smartphone and 1% were limited by their current cell phone service carriers and phone 

plans. Some areas in the United States did not have 3G coverage and it was also a reason 

for non-adoption (1%).  

Table 6: Reasons for Not Owning a Smartphone 

  

 % 

  

No need, no interest 35 

Costly, pricy, too expensive 32 

None 7 

Other 5 

Only talk on the phone 3 

Only need basic features on the phone 3 

Technology limitations 3 

Use other media or use a computer 3 

Only use cell phones for emergencies 2 

Don’t like it 2 

Satisfied with current phone/plan 2 

Currently considering 1 

Limited by current carrier, plan, or waiting for upgrade 1 

No 3G service in the area 1 
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Moreover, to answer RQ3b, how likely are smartphone non-adopters to adopt a 

smartphone in the future, smartphone non-adopters were asked to identify their adoption 

intention on a scale of 1 to 10. For smartphone non-adopters, the mean adoption intention 

score was 3 (SD=2.63). In other words, the adoption intention was not very high.  

In summary, this chapter looked at smartphone adopters, the differences between 

smartphone adopters and non-adopters and the uniqueness of each group. Smartphone 

adopters were younger and had higher household incomes. They also accessed news 

through different news channels more often than smartphone non-adopters. Some 

smartphone adopters had been using the phone for more than two years, while other had 

just adopted the mobile device recently. Similarly, some of the smartphone adopters were 

spending more time online via smartphones, which was more than an hour, while others 

spent just a few minutes online via smartphones each day. And for most of the 

smartphone adopters, they primarily used the mobile device for interpersonal 

communication. That is, they primarily talked, sent and received text messages, e-mailed, 

and kept in touch with family and friends. As for smartphone non-adopters, the primary 

reasons for not owning the device were no interest and cost. Moreover, smartphone non-

adopters did not have a high future adoption intention.  
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Chapter 5: Smartphone News Consumers 

 Just as every survey participant had not adopted a smartphone, every smartphone 

owner was not using this mobile device for news. By analyzing demographic and media 

use differences as well as behaviors, attitudes, and perceptions of smartphone news, 

Chapter 5 will provide insight into smartphone news consumers, including similarities 

and differences from smartphone news non-consumers. Furthermore, the reasons for not 

using smartphones to access news and future adoption intentions will be explored. This 

chapter will explore the relationship between smartphone news and other news media, as 

well as predictive models of smartphone news adoption and news consumption. Finally, 

since younger adults are usually found to be earlier adopters of new technology but not 

necessarily enthusiastic news consumers, the last part of this chapter compared 

similarities and differences between younger and older smartphone adopters.  

Smartphone News Consumers vs. Smartphone News Non-consumers: Demographics 
and Media Use Differences 

This chapter first seeks to provide insight into similarities and difference between 

smartphone news consumers and non-consumers by answering RQ4 through RQ7. Figure 

5.1 shows that, among smartphone adopters, two-thirds (67%) were smartphone news 

consumers and the remaining one-third (33%) could be classified as smartphone news 

non-consumers.  
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Figure 5.1: Smartphone News Consumers and Non-consumers 

 

 

 

To answer RQ4, among smartphone adopters, who are news consumers via 

smartphones and what distinguishes them from non-consumers, the two groups of users 

were compared across demographic and news consumption variables. For the four 

demographic variables, there were gender and age differences, but no education or 

income differences between the two groups. According to Table 7, males were more 

likely than females to be smartphone news consumers. About three quarters (74%) of the 

males had used their smartphones for news while only two-thirds (60%) of the females 

had used their smartphones for news. 

Smartphone Adopters

Smartphone News Non-consumers (Group 4)
33%

Smartphone News Consumers (Group 3)
67%
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Table 7: Relationship between Smartphone News Consumption and Gender 

 Gender 

 Male Female 

Smartphone news consumption % % 

Smartphone news consumers 74 60 

Smartphone news non-consumers 26 40 

Total 

 

100% 

(142) 

100% 

(59) 

Note: X2=4.794, df=3, p<.05. Cell entries are percentages. 
 

For age, the t-test result showed that smartphone news consumers were younger 

than news non-consumers. The mean age of smartphone news consumers was 30.7 years 

(SD=13.87) while those who had smartphones but did not get news on their phones had a 

mean age of 40.7 years (SD=17.01; t=4.98, df=248, p<.001). When separating users into 

four age groups, Table 8 shows that the smartphone news consumers were mostly likely 

to be in the youngest age group. Four-fifth (80%) of those between 18 to 30 years old 

were getting news on their smartphones.   
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Table 8: Relationship between Smartphone News Consumption and Age 

 Age 

 18-30 31-50 51-65 66+ 

Smartphone news consumption % % % % 

Smartphone news consumers 80 54 46 50 

Smartphone news non-consumers 20 46 54 50 

Total 

 

100% 

(142) 

100% 

(59) 

100% 

(39) 

100% 

(10) 

Note: Cramer’s V=.307, p<.001. Cell entries are percentages. 
 
 

Smartphone news consumers and non-consumers were also compared across 

news consumption variables. Table 9 shows that smartphone news consumers used all 

news media more often than smartphone news non-consumers, including television news, 

print newspaper, radio news and online news. 

 In terms of television news, more than half (54%) of the smartphone news 

consumers watched television news nearly every day or every day while half (50%) of 

the smartphone news non-consumers did so. Twenty-nine percent of the smartphone 

news consumers read print newspapers nearly every day or every day while only 20% of 

the smartphone news non-consumers did so. For radio news, 28% of the smartphone 

news consumers listened to radio news nearly every day or every day while 26% of the 

smartphone news non-consumers did so. Finally, for online news, 50% of the smartphone 

news consumers accessed online news nearly every day or every day while only 24% of 

the smartphone news non-consumers did so. Overall, smartphone news consumers 

accessed news from all news media more than smartphone news non-consumers.  
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Table 9: Relationship between Smartphone News Consumption and Media Use 

 Smartphone news consumption  

 Consumers Non-consumers  

 % %   

     

TV news*     

Nearly every day or every day 54 50   

1 to 4 days a week 38 30   

Seldom or never 9 20 Cramer’s V=.175, df=2, p<.05 

    

Print newspaper*     

Nearly every day or every day 29 20   

1 to 4 days a week 34 26   

Seldom or never 37 54 Cramer’s V=.163, df=2, p<.05 

    

Radio news***     

Nearly every day or every day 28 26   

1 to 4 days a week 38 16   

Seldom or never 34 58 Cramer’s V=.260, df=2, p<.001 

    

Online news***     

Nearly every day or every day 50 24   

1 to 4 days a week 35 26   

Seldom or never 15 50 Cramer’s V=.381, df=2, p<.001 

     

Note. Cell entries are percentages. 
 



58 
 

Technologies and Content Providers Accessed by Smartphone News Consumers  

To answer RQ5a, what smartphone technologies have been adopted for accessing 

news, smartphone news consumers were asked how they got news on their phones. Four-

fifth (79%) of the smartphone news consumers used Web browsers to get news, 43% 

used text messages, 30% used e-mail, and 16% of the smartphone news consumers used 

apps (applications) on their phones to get news.  

To answer RQ5b, which content providers news consumers prefer when getting 

news on their smartphones, the two largest portal news aggregators, Google (69%) and 

Yahoo! (60%) were at the top of the list. The third most used source of news via 

smartphones was Facebook. Half (50%) of the smartphone news consumers had used 

Facebook to get news, followed by CNN (41%), ESPN (34%), AOL (30%), local 

newspaper websites (30%), MSN/NBC (29%), MSN/Microsoft (29%), Fox (27%), 

Twitter (26%), and other television and newspaper sites (see Table 10).  
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Table 10: News Sources Users Access through Smartphones 

 Yes 

 % 

Google 69 

Yahoo 60 

Facebook 50 

CNN 41 

ESPN 34 

AOL 30 

Local newspaper website 30 

MSN/NBC 29 

MSN/Microsoft 29 

Fox 27 

Twitter 26 

Search for something 25 

ABC 23 

CBS 23 

New York Times 20 

USA Today 20 

Associated Press 20 

Other local news sites 18 

Google Buzz 16 

BBC 16 

The Wall Street Journal 15 

NPR 15 

The Washington Post 14 

Reuters 14 

Other 11 

Drudge Report 8 
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To provide greater insight into the news sources smartphone news consumers 

accessed, the 26 news sources in Table 10 were re-coded into six categories: portals, 

social sites, cable TV sites, network TV sites, newspaper sites, and other. As Figure 5.2 

shows portal sites were most popular with smartphone news consumers followed by 

social networking sites and cable TV sites. Network television sites were slightly behind 

cable television sites, and newspaper sites gained slightly more attention than other sites.  

Figure 5.2: News Sources Users Access through Smartphones 

 

 

Users’ Behaviors and Perceptions of Smartphone News 

Three research questions addressed smartphone news consumers’ attitudes and 

perceptions of news via smartphones. A news interest scale from 1 to 10 was used to 
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answer RQ6a, What are the variations in smartphone news consumers’ news interest and 

news content interest? Smartphone news consumers scored a mean of 8.05 (SD=1.59) on 

news interest, significantly higher than smartphone news non-consumers who scored a 

mean of 6.94 (SD=2.39; t=-4.386, df=249, p<.001). According to Table 11, the following 

news content was primarily accessed with the smartphone: general news (91%); weather 

(75%); national news (67%); local news (65%); entertainment (63%); sports (60%). Only 

two-fifths (39%) of smartphone news consumers had used their phone to search for 

specific news topics. 

Table 11: News Content Interest of Smartphone News 

 Yes 

 % 

General news 91 

Weather 75 

National news 67 

Local news 65 

Entertainment 63 

Sports 60 

Political news 54 

Science and technology 53 

Health and fitness 49 

International news 48 

Business news 43 

Search for random topics 39 

Medicine 36 

Opinion 28 

Other 18.3 
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To answer RQ6b, how satisfied smartphone news consumers are with news via 

smartphones and how this perception compared with their satisfaction of traditional news 

media, smartphone news consumers were asked to indicate their satisfaction with each 

news medium on a scale of 1 to 10. Table 12 shows that smartphone news consumers 

expressed a mean satisfaction score of 7.46 with news via smartphones. With paired-

sample t tests between users’ satisfaction with smartphone news and each news medium, 

the results show that this score was significantly lower than their satisfaction with portal 

news sites (M=8.29, SD=2.01; t=-4.784, p<.001), online news through laptop or desktop 

computers (M=8.27, SD=1.88; t=-4.451, p<.001), national newspaper sites (M=8.02, 

SD=2.35; t=-2.755, p<.01), national television sites (M=7.88, SD=2.28; t=-1.985, p<.05), 

and local newspaper sites (M=7.85, SD=2.2; t=-2.153, p<.05).  

Users’ satisfaction with smartphone news was not significantly higher than 

television news (M=7.76), print local newspapers (M=7.46), news magazines (M=7.40), 

print edition of national newspapers (M=7.37), radio news (M=7.34), or print newspapers 

(M=7.31).   
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Table 12: Satisfaction with Different News Media among Smartphone News 
Consumers 

 Satisfaction score 

(on a scale of 10) 

 M SD t p 

      

Portal news sites 8.29 2.01 -4.784  p<.001 

Online news (through computers) 8.27 1.88 -4.451  p<.001 

National newspaper sites 8.02 2.35 -2.755  p<.01 

National television sites 7.88 2.28 -1.985  p<.05 

Local newspaper sites 7.85 2.20 -2.153  p<.05 

Television news 7.76 2.25 -1.502  n.s. 

Smartphone news 7.46 2.19 -  - 

Local newspapers (print) 7.46 2.40 -.028  n.s. 

News magazine 7.40 2.56 .252  n.s. 

National newspapers (print) 7.37 2.66 .355  n.s. 

Radio news 7.34 2.44 .494  n.s. 

Print newspapers 7.31 2.43 .659  n.s. 

      

Note. Satisfaction with smartphone news was compared with satisfactions with each news medium using 
paired-sample t tests. A total of 11 t tests were conducted.  
 

Perceived advantages and disadvantages of news via smartphones were addressed by 

RQ6c. According to Table 13, 30% of the smartphone news consumers said the biggest 

advantage was on the go— anywhere and/or anytime news access. Other advantages 

included: fast, quick and immediate (19%); accessibility (10%); convenience (8%); better 

than other media (5%); up to date (3%); mobility (3%); portability (3%); or simply good 

or better (1%).  
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Table 13: Advantages of News via Smartphones  

 % 

  

On the go (anywhere and/or anytime) 30 

Fast, quick, immediate 19 

Accessibility 10 

Convenient  8 

None  8 

Other  6 

Better than other media  5 

Easy  4 

Up to date  3 

Mobility  3 

Portability  3 

Good/better  2 

Cheap  1 

  

 

Although 37% of smartphone news consumers said there was no disadvantage in 

getting news on their phones, disadvantages of accessing news through a smartphone 

ranged from technology constraints to cost to news quality. According to Table 14, 

almost one quarter (23%) of smartphone news consumers said the screen size was too 

small, which made the text difficult to read. Other than the device itself, users thought the 

connection speed was not fast enough and there were dropped connections from time to 

time (15%).  For some, the disadvantage was the expensive data plan for Internet 

connections; 7% said it cost too much. Interestingly, 6% of the users mentioned that the 
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quality of news via smartphones was not as good, lacking in-depth or longer news 

articles. Other disadvantages were distractions (4%), or not up to date.  

Table 14: Disadvantages of News via Smartphone  

 % 

  

None 37 

Small screen or small text 23 

Connection speed, slow, dropped connection 15 

Cost, expensive  7 

Other  7 

Quality of news   6 

Distraction  4 

Not up to date  1 

   

 
 

Smartphone News Non-consumers 

To answer RQ7a, why smartphone news non-consumers do not use their phones 

for news, smartphone news non-consumers were asked the reasons why they did not do 

so. As Table 15 shows, the biggest reason was that they did not have an interest or need 

to use their smartphones for news (24%). Other users said they got news from other 

media (19%), the cost was too high (16%), no data plan or Internet access on the phones 

(11%), the device was not user friendly (11%), too busy or had no time (6%), did not 

know the device well enough (4%), or no news interest (4%).  
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Table 15: Reasons not to Get News on the Smartphones 

 % 

  

No interest or no need to use this device for news 24 

Get news from other media 19 

Too expensive 16 

Do not have data plan or Internet access 11 

The device is not user friendly 11 

Too busy or no time  6 

No reason/other  6 

Don’t know the device well enough to  4 

No news interest  4 

  

 
 

To answer RQ7b, the adoption intention of smartphone news non-consumers to 

use the device for news in the future, smartphone news non-consumers were asked their 

intention to get news on their smartphones on a scale of 10. The adoption intention mean 

score was 3.3 (SD=2.73). In other words, the adoption intention was not very high.  

Relationships Among News Media and Predictors of News Consumption via 
Smartphones 

Smartphone News and Traditional News Media 

To answer RQ8, what the relationships are between news consumption via 

smartphones and news consumption via other news media, partial correlation analyses 

were used to identify the relationships. Two partial correlation analyses were conducted, 

one on how frequently users used different news media and the other on how much time 

users spent on those news media.  
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For frequency, smartphone news consumers were asked how often they got news 

through each news medium in a given week. Model 1 in Table 16 shows that smartphone 

news consumption was positively correlated with all other news media use, including 

television news, print newspapers, radio news, and online news. The correlation was the 

strongest between online news use and smartphone news use. 

For time spent on different news media, smartphone news consumers were asked 

how much time they spent on each news medium the previous day. Model 2 in Table 16 

shows that smartphone news consumption was positively correlated with all other news 

media use, including television news, print newspapers, radio news, and online news. The 

correlation was the strongest between online news use and smartphone news use, 

followed by print newspaper use and smartphone news use.  

The results of the two analyses both indicated a complementary relationship 

between smartphone news consumption and other news media use, not substitute or 

displacement.  
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Table 16: Relationship between Smartphone News Consumption and Other News 
Media: How Often Each Week  

 Smartphone news consumption 

 Model 1 

How often per week 

Television news  .185** 

Print newspaper  .195** 

Radio news  .131* 

Online news  .332*** 

  

 Smartphone news consumption 

 Model 2 

How much time spent the previous day 

Television news  .363*** 

Print newspaper  .513*** 

Radio news  .246* 

Online news  .561*** 

  

Note.  ** p<.01, *** p<.001. Cell entries are partial correlation coefficients, controlling for gender, age, 
education, income, and Internet use. Model 1 df=243, Model 2 df=106. 
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Predictors of Smartphone Adoption and Adopting Smartphones for News 

RQ9a, What are the contributions of socioeconomic, Internet use, news interest, 

and social pressure variables in the prediction of adopting smartphone and adopting news 

consumption via smartphone?, was answered by using two binary logistic models to 

identify predictors. Specifically, Model 1 attempted to identify predictors of smartphone 

adoption; Model 2 attempted to identify predictors of adopting the smartphone for 

accessing news. The dependent variable in Model 1 was defined as 0=smartphone non-

adopter and 1=smartphone adopter; the dependent variable in Model 2 was defined as 

0=smartphone news non-consumer and 1=smartphone news consumer. The same 

predictor variables were used for both models: gender, age, education, income, Internet 

use 2, news interest, social pressure (1), and social pressure (2). Gender was measured as 

being male, 0=female and 1=male; age was measured as a numeric number ranging from 

18 to 84; education was an ordinal measurement ranging from 1 to 7; income was 

measured as a binary variable 1=lower income group and 2= higher income group; 

Internet use 2 was measured as the number of days users accessed the Internet in a given 

week; news interest was a scale of 1 to 10; social pressure (1) was measured on a scale of 

1 to 10 asking if the respondents thought people who were important to them thought 

they should own a smartphone; social pressure (2) was measured on a scale of 1 to 10 

asking if the respondents perceived people who were important to them owned a 

smartphone (for details on operationalization of dependent and predictor variables, see 

Appendix E).  

Table 17 shows the estimated coefficient of Model 1 and Model 2. The 

interpretation of estimated coefficient in logistic regression is not straightforward. For 

one unit increase in explanatory variable, the log odds of the dependent variable would 
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change by the amount of the estimated coefficient. Even though the raw number of the 

estimated coefficient might not be intuitive, the interpretation below follows the 

significance level as well as the direction of the coefficient, meaning either the 

coefficients are positive or negative.  

As seen in Table 17, significant predictors for smartphone adoption (Model 1) 

were age and the two social pressure variables, controlling for gender, education, income, 

Internet use, and news interest. In other words, younger people were more likely than 

older people to be smartphone adopters. In addition, if a person perceived social pressure 

from others, the person would be more likely to adopt a smartphone, other things being 

equal.  

Significant predictors of adoption of news consumption on smartphones (Model 

2) included gender, age, education, and news interest, controlling for income, Internet 

use, and social pressure. In other words, among smartphone adopters, those who were 

male, younger, more educated, and had a higher news interest were more likely to get 

news on their phones, other things being equal.  

Overall, putting the two logistic models together, it shows that age was a 

significant predictor in both models. That is, age was a significant predictor for both 

smartphone adoption and adopting the smartphone for news access. Social pressure 

variables were significant predictors of smartphone adoption only, but not for adopting 

smartphone for news access. On the other hand, gender, education, and news interest 

were significant predictors for adopting smartphone news only, but not for smartphone 

adoption.  
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Table 17: Logistic Models—Predictors of Adopting Smartphone and Adopting News 
via Smartphone1 

 Estimated coefficient 

Predictors Model 1 

Smartphone adoption 

 Model 2 

Smartphone news adoption 

Gender (being male)  .342  .746* 

Age  -.040***  -.053*** 

Education  -.067  .318* 

Income  .359  .354 

Internet use 2  -.076  -.098 

News interest  .073  .287*** 

Social pressure (1)  .407***  .144 

Social pressure (2)  .092*  .036 

N 890 250 

Log likelihood -341.98 -124.75 

Model 
(8, 890)=373.01 

p < .001 

(8, 250)=66.88 

　p < .001 

Pseudo R2  .353 .211 

Note. *p < .05. **p <.01. ***p <.001. 
 

Predictors of Smartphone News Consumption  

Finally, to answer RQ9b, What are the contributions of socioeconomic, Internet 

use, and news interest, and social pressure variables in the prediction of the amount of 

                                                 
1 There were two measurements of Internet use. The author tried using both measurements in both models. 
They all generated same results. 
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news consumption via smartphone, predictors were tested with two Ordinary Least 

Square models. In Model 1, the dependent variable was operationalized as the log of time 

spent on smartphone news in a given day, measured by minutes; in Model 2, the 

dependent variable was operationalized as the number of times respondents accessed new 

via smartphone in a given day. Although the dependent variables in the two models were 

different, predictor variables are the same. In both Model 1 and Model 2, predictors 

included: gender, age, education, income, news interest, and Internet use. Demographic 

variables and news interest were operationalized the same as in the previous section: 

Gender was measured as male, 0=female and 1=male; age was measured as numeric 

number ranging from 18 to 84; education was a ordinal measurement ranging from 1 to 7; 

income was measured as a binary variable 1=lower income group and 2= higher income 

group; news interest was a scale of 1 to 10. Internet use was operationalized differently in 

the two models. In Model 1, given the dependent variable was frequency, Internet use 

was operationalized in terms of frequency: the number of days users used the Internet per 

week. In Model 2, given the dependent variable was time (measured in minutes), Internet 

use was operationalized as the time users spent online in the previous day, measured in 

minutes (for details on operationalization of dependent and predictor variables, see 

Appendix E).  

The results of Model 1, which can be found in Table 18, show that, for the 

amount of time users spent on smartphone news in the previous day, news interest was a 

significant predictor, but not any other variables. In other words, the higher the news 

interest, the more time a user spent getting news via smartphones, controlling for gender, 

age, education, income, and Internet use.  
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Model 2, which shows the predictors of how often a user accessed smartphone 

news in the previous day, age was a negative predictor while income and news interest 

were positive predictors. In other words, those who were younger, had a higher 

household income, and a higher news interest were more likely to get news via 

smartphones more often in a given day, controlling for gender, education, and Internet 

use.  

When taken Model 1 and Model 2 together, the joint results show that news 

interest was a positive and significant predictor in both models, indicating the higher the 

news interest, the more likely a user would spend more time on smartphone news and 

access news via smartphones more often in a given day, controlling for other variables. 

There was no other significant predictor for Model 1. Two other significant predictors 

were found for Model 2: age and income.  
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Table 18: Regression—Predictors of the Amount of Smartphone News Consumption 

 Estimated coefficient 

(B) 

Predictors Model 1 

Time spent on news via 

smartphones 

 Model 2 

Frequency of news via 

smartphones 

Gender (being male) .121  -.264  

Age -.007  -.074 ** 

Education -.026  -.513  

Income .245  1.406 * 

Internet use2 .000  -.145  

News interest .204 ** .601 ** 

N 132 168 

Model (6, 125)=1.58 

p > .001 

(6, 161)=3.86 

p < .01 

R2  .071 .126 

Note. *p < .05. **p <.01. ***p <.001. 
 

From the results of the logistic models in Table 17 and the results of the OLS 

models in Table 18, for demographic variables, age is important for both smartphone 

adoption, while gender and other socioeconomic variables (gender and age in Model 2 in 

Table 17, income in Model 2 in Table 18) were significant predictors of smartphone news 

                                                 
2 There were two measurements for Internet use. The author also tried using both measurements in both 
model, the results were the same.  



75 
 

use. Other than demographic variables, the results show that social pressure played a 

more important role in smartphone adoption while news interest was a significant 

predictor for smartphone news adoption (Model 2 in Table 17), time spent on smartphone 

news per day (Model 1 in Table 18), and frequency of smartphone news use per day 

(Model 2 in Table 18).    

Younger and Older Smartphone News Consumers and Non-consumers 

To answer RQ10a, What are the traditional news media use differences, if any, 

between younger and older smartphone news consumers?, the two groups were compared 

across traditional news media use variables. In general, younger smartphone news 

consumers access news less often than older smartphone news consumers across all 

traditional new media.  

Table 19 shows younger smartphone news consumers watched television news 

less often than older smartphone news consumers. Less than half (44%) of the younger 

group watched television news nearly every day or every day while almost three quarters 

(74%) of the older smartphone news consumers did so. For print newspaper use, younger 

smartphone news consumers read print daily newspapers less often than the older group. 

Only one-fifth (20%) of the younger smartphone news consumers read print newspapers 

nearly every day or every day while almost half (47%) of the older smartphone news 

consumers did so. Younger smartphone news consumers also listened to radio news less 

often than the older group. Slightly more than one-fifth (22%) of the younger smartphone 

news consumers listened to radio news nearly every day or every day while two-fifths 

(40%) of the older group did so. Finally, younger smartphone news consumers even 

accessed online news less often than older smartphone news consumers. About two-fifths 
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(41%) of the younger smartphone news consumers accessed online news nearly every 

day or everyday while more than two-thirds (69%) of the older group did so. Again, the 

pattern shows that younger smartphone news consumers, those who were 30 and 

younger, did not use traditional news media as much as older smartphone news 

consumers, who were 31 years and above.  
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Table 19: Younger and Older Smartphone News Adopters and News Media Use 

 Smartphone news 

consumers 

 

 Younger 

(18-30) 

Older 

(over 30) 

 

 % %  

    

TV News***    

Nearly every day or every day 44 74  

1 to 4 days a week 45 24  

Seldom or never 11 2 Cramer’s V= .293, df=2, p<.001 

    

Print Newspaper***    

Nearly every day or every day 20 47  

1 to 4 days a week 36 29  

Seldom or never 44 24 Cramer’s V= .285, df=2, p<.001 

    

Radio News*    

Nearly every day or every day 22 40  

1 to 4 days a week 43 27  

Seldom or never 35 33 Cramer’s V= .201, df=2, p<.05 

    

Online News**    

Nearly every day or every day 41 69  

1 to 4 days a week 43 18  

Seldom or never 16 13 Cramer’s V= .268, df=2, p<.01 

    

Note. * p<.05, ** p<.01, *** p<.001. Cell entries are percentages. 
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To answer RQ10b, What are the smartphone news user experience differences, if 

any, between younger and older smartphone news consumers?, the two groups were 

compared across smartphone news use variables, including time spent on smartphone 

news, news sources, news interest, satisfaction, and advantages and disadvantages of 

getting news via smartphones.  

For time spent on smartphone news, no difference was found between younger 

and older smartphone news consumers. The t-test result showed they spent equal time 

getting news via their smartphones in a given day. That is, the younger smartphone news 

consumers spent a mean 53.25 (SD=86.38) minutes on smartphone news while the older 

smartphone news consumers spent a mean 55.98 (SD=99.17) minutes on smartphone 

news in a given day.  

For news sources users accessed through smartphones, among the 26 sources 

listed in Table 10, younger and older smartphone news consumers were found to be 

different only on Google news use, but not any other 25 sources. Table 20 shows the 

different and similar news sources between younger and older smartphone news 

consumers when they access news via smartphones. Among smartphone news 

consumers, three quarters (75%) of the younger smartphone news consumers had used 

Google for news while only slightly more than half (56%) of the older smartphone news 

consumers had used Google for news on their phones (X2=6.155 df=1, p<.05). The 

younger and the older groups showed no difference on any other news sources accessed, 

including other portal news sites, social network sites, cable television sites, network 

television sites, newspaper sites, and other sites.  
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Table 20: News Sources Differences and Similarities between Younger and Older 
Smartphone News Consumers 

 Smartphone news consumers 

 Younger 

(18-30) 

Older 

(over 30) 

Google* 75 56 

Yahoo 62 55 

Facebook 55 42 

CNN 41 44 

ESPN 39 24 

MSN/Microsoft 32 23 

AOL 31 29 

MSN/NBC 31 24 

Local newspaper website 27 36 

Fox 27 27 

Twitter 27 24 

Search for something 26 22 

ABC 25 20 

CBS 24 20 

New York Times 23 15 

USA Today 23 11 

Associated Press 20 16 

Other 18 16 

Google Buzz 17 13 

BBC 17 15 

The Wall Street Journal 16 11 

NPR 16 11 

The Washington Post 16 11 

Reuters 13 15 

Other local news sites 10 11 

Drudge Report 8 7 
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Younger and older smartphone news consumers were compared across news 

interest and content interest variables. Younger smartphone news consumers were 

significantly less interested in news than older smartphone news consumers.  Younger 

smartphone news consumers scored a mean of 7.85 (SD=1.64) on a news interest scale of 

1 to 10 while older smartphone news consumers scored a mean of 8.49 (SD=1.41; t=2.48, 

df=166, p<.05).  

For content interest, more of the younger smartphone news consumers followed 

health and fitness, science and technology, and entertainment news than the older group. 

Table 21 shows that more than half (56%) of the younger smartphone news consumers 

accessed health and fitness news while only a third (33%) of the older smartphone news 

consumers did so. Slightly less than two-thirds (63%) of the younger smartphone news 

consumers accessed science and technology news via their smartphones while less than a 

third (31%) of the older smartphone news consumers used their mobile device for this 

type of content. Almost three quarters (72%) of the younger smartphone news consumers 

accessed entertainment news via their phones while less than half (46%) of the older 

smartphone news consumers used their mobile phones for news about the entertainment 

world.  

Moreover, while three news topics—health and fitness, science and technology, 

and entertainment—were accessed more by younger smartphone news consumers than 

their older counterparts, there were no significant differences between the younger and 

older smartphone news consumers for the following topics:  general news, weather, 

national news, local news, sports, political news, international news, business news, 

search for random topics, medicine, opinion, and other (see Table 21).  
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Table 21: News Content Difference between Younger and Older Smartphone News 
Consumers 

 Smartphone news consumption  

 Younger 

(18-30) 

Older 

(over 30) 

 

 % %  

    

General news 92 87 n.s. 

Weather 77 69 n.s. 

Entertainment 72 46 X2=10.928, df=1, p<.001 

National news 66 69 n.s. 

Local news 65 66 n.s. 

Sports 64 51 n.s. 

Science and technology 63 31 X2=15.114, df=1, p<.001 

Health and fitness 56 33 X2=7.855, df=1, p<.01 

Political news 53 56 n.s. 

International news 46 51 n.s. 

Business news 45 36 n.s. 

Search for random topics 40 36 n.s. 

Medicine 38 29 n.s. 

Opinion 26 29 n.s. 

Other 20 13 n.s. 

    

Note. Cell entries are percentages. 
 

For satisfaction with different news media, younger and older smartphone news 

consumers only showed difference on their satisfaction with radio news, but not any other 

news media. Younger smartphone news consumers showed lower satisfaction with radio 

news than older smartphone news consumers. Younger smartphone news consumers 

scored a mean of 6.99 (SD=2.55) on a satisfaction scale of 1 to 10 while older 
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smartphone news consumers scored a mean of 8.09 (SD=2.04; t=-2.79, df=166, p<.01). 

Specifically, for smartphone news, the younger and the older group showed no 

difference.  

Table 22: Satisfaction with Different News Media between Younger and Older 
Smartphone News Consumers 

 Smartphone news consumers 

 Younger 

(18-30) 

Older 

(over 30) 

 M (SD) M (SD) 

Portal news sites 8.17 (2.01) 8.51 (2.02) 

Online news (through computers) 8.12 (1.94) 8.56 (1.75) 

National newspaper sites 7.78 (2.30) 8.49 (2.19) 

Local newspaper sites 7.66 (2.15) 8.22 (2.31) 

National television sites 7.63 (2.34) 8.36 (2.32) 

Television news 7.63 (2.34) 8.07 (2.06) 

Smartphone news 7.61 (2.11) 7.15 (2.36) 

Local newspapers (print) 7.51 (2.32) 7.38 (2.60) 

Print newspapers 7.38 (2.40) 7.20 (2.53) 

National newspapers (print) 7.34 (2.52) 7.47 (2.92) 

News magazine 7.32 (2.39) 7.56 (2.91) 

Radio news** 6.99 (2.55) 8.09 (2.04) 

   

 
 

For perceived advantages of smartphone news, more of the older than younger 

smartphone news consumers said convenience was the biggest advantage. Table 23 

shows that 17% of the older smartphone news consumers said convenience was the 
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biggest advantage while only 4% of the younger group said so (X2=8.521, df=1, p<.01). 

The two groups showed no difference on other advantages.  

Table 23: Advantages of News via Smartphones Difference between Younger and 
Older Smartphone News Consumers 

 Smartphone news consumer 

 Younger 

(18-30) 

Older 

(over 30) 

 % % 

On the go (anywhere and/or anytime) 35 20 

Fast, quick, immediate 23 11 

Accessibility  8 13 

None  7  9 

Easy  6  0 

Better than other media  5  6 

Convenient**  4 17 

Other  4 11 

Mobility  4  0 

Portability  2  4 

Good/better  2  2 

Up to date  1  6 

Cheap  0  2 

   

 

Table 24 shows that younger and older smartphone news consumers showed no 

difference on perceived disadvantages of smartphone news. Even though the percentages 

seem to show more of the older smartphone news consumers thought there was no 

disadvantage for smartphone news, the difference was not statistically significant.  
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Table 24: Disadvantages of News via Smartphones Difference between Younger and 
Older Smartphone News Consumers 

 Smartphone news consumer 

 Younger 

(18-30) 

Older 

(over 30) 

 % % 

None 35 42 

Small screen or small text 20 26 

Connection speed, slow, dropped connection 15 11 

Other 11  6 

Cost, expensive  8  6 

Quality of news   8  2 

Distraction  2  8 

Not up to date  1  0 

   

 

Finally, to answer RQ10c, What are the reasons for not using smartphones for 

news and adoption intention differences, if any, between younger and older smartphone 

news non-consumers?, younger and older smartphone news non-consumers were 

compared by their adoption intention and reasons why they did not use the devices for 

news. Younger and older smartphone news non-consumer did not show difference on 

their intention for using smartphone for news in the future. Younger smartphone news 

consumers scored a mean of 4.1 (SD=2.96) on an adoption intention scale of 1 to 10 

while older smartphone news non-consumers scored a mean of 2.92 (SD=2.53).  

As for reasons not using their smartphones for news, the two groups showed no 

difference on the reasons why they were not using their smartphones for news (see Table 

25). One thing to note here is that the total sample size of smartphone news non-
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consumers was only 80.  However, Table 25 still provides some insight that, for example, 

example, more of the older smartphone news non-consumers showed no interest to use 

the device for news (27%) while more of the younger group said they got news from 

other media (21%) or they did not have a data plan on their phones (21%). 

Table 25: Reasons not to Get News on the Smartphones between Younger and Older 
Smartphone News Non-consumers 

 Smartphone news non-consumers 

 Younger 

(18-30) 

Older 

(over 30) 

   

Get news from other media 21 17 

Do not have data plan or Internet access 21  6 

No interest or no need to use this device for news 17 27 

Too expensive 10 19 

The device is not user friendly 10 12 

No news interest 10  0 

Too busy or no time  3  8 

No reason/other  3  8 

Don’t know the device well enough to  3  4 

   

 

 

In summary, this chapter provided insight into smartphone adopters who access 

news with their mobile devices. Smartphone news consumers were more likely to be 

male, younger, and used other news media more often. They had a higher news interest 

and showed high satisfaction with all news media. Smartphone news non-adopters, on the 

other hand, had a lighter news interest and did not use other news media as much as 
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smartphone news consumers. They overall thought there was no need to use their 

smartphones for news. The relationship between smartphone news and other news media 

was found to be complementary. As for predictors of smartphone adoption and 

smartphone news consumption, in addition to age, social pressure was found to be crucial 

to smartphone adoption while news interest, gender, education, and income played a role 

in smartphone news consumption.  

Finally, for younger and older smartphone news consumers, younger smartphone 

news consumers were found to use traditional news media less often than older 

smartphone news consumers. The younger group did not spend less time on smartphone 

news than the older group, but they had a lower news interest. The younger group also 

used Google for news more, and got more soft news such as health and fitness, science 

and technology, and entertainment. Older smartphone news consumers showed higher 

satisfaction with radio news than the younger group and more of the older than younger 

smartphone news consumers thought convenience was the biggest advantage. No 

difference was found on perceived disadvantages of smartphone news. For smartphone 

news non-consumers, the younger and the older groups showed no difference on their 

adoption intention or reason for not using the device for news.  
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Chapter 6: Discussion 

Two years after the idea for this dissertation was conceived, Apple introduced the 

iPad, a mobile touch screen tablet computer that had the capability of browsing the Web, 

E-mailing, listening to music, playing games, and of course, reading e-books, e-

magazines and e-newspapers (Apple, 2010). This addition to the mobile device landscape 

increased opportunities for accessing the most up-to-date news anytime, anywhere.  

CNN, NPR, and The New York Times, to name a few news organizations, developed 

iPad apps (applications) to create a more user-friendly Web interface to access news but 

for The New York Times, translating the strengths of the print news experience to the 

mobile world remained an elusive goal.  

In fact, at the 11th International Symposium on Online Journalism held at the 

University of Texas at Austin, April 2010, Tom Bodkin, New York Times assistant 

managing editor, design director said there were six strengths of print that could not be 

completely transferred to the online world: convenience, persistence, clear structure, 

daily frequency, serendipity, and thingness (Bodkin, 2010).  From laptops and netbooks 

to smartphones and iPads, the mobile device landscape will continue to evolve; 

smartphones, though, because of their pocket size may well be at the center of this 

landscape that all other mobile devices get compared to.  As executives from major news 

companies observed at the Online Symposium, due to the early stages of the diffusion of 

this innovation, an understanding of mobile news consumers is lacking.  The results of 

this study, therefore, represent a benchmark for understanding behaviors, attitudes, and 

perceptions of news consumers who access news via smartphones.  
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Five major categories of findings emerged from this national Web-based survey: 

1) characteristics of smartphone adopters; 2) smartphone news consumer traits; 3) 

Relationship between smartphone news, traditional and online media; 4) Predictors of 

smartphone adoption, smartphone news adoption, and amount of news consumption via 

smartphones; 5) Similarities and differences between younger and older smartphone news 

consumers.  

1) Smartphone adopters. Smartphone adopters were younger and had higher 

household incomes. They also accessed news through different channels more often than 

smartphone non-adopters. Some smartphone adopters had used the device longer while 

others shorter. Similarly, some smartphone adopters spent hours getting online via their 

smartphones while other spent just a few minutes. Smartphone adopters primarily used 

their phones as an interpersonal communication device. That is, they talked, sent and 

received text messages, and e-mailed on their phones.  

2) Smartphone news consumers. Smartphone news consumers were more likely to 

be male, younger, and use other news media more often than smartphone news non-

consumers. They had higher news interest and showed higher satisfaction with different 

news media. Moreover, more of the smartphone news consumers used portal news sites 

via their phones than newspaper, television, or social networking sites. As such, they also 

expressed higher satisfaction with portal news sites.  

3) Relationship between smartphone news, traditional and online news media. 

This study found a positive correlation between smartphone news and news media, 

including television news, print newspapers, radio news, and online news, suggesting a 

complementary relationship rather than displacement or substitute. This study used two 
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different measurements of news consumption—one the amount of time per day and the 

other frequencies per week—and the results from both analyses were the same.  

4) Predictors of smartphone adoption, smartphone news adoption, and amount of 

news consumption via smartphones.  Age and social pressure were significant predictors 

of smartphone adoption, while news interest, gender, education, and income were 

significant predictors of adopting smartphones for news access. In addition, news interest 

was a significant predictor for the amount of time users spent on smartphone news, while 

age, income and news interest were significant predictors for the number of times 

(frequency) users accessed news via smartphones.  

5) Comparing younger and older smartphone news consumers. Younger 

smartphone news consumers had a lower news interest, used traditional news media less, 

and were less satisfied with radio news than older smartphone news consumers. 

However, the younger group did not spend any less time or access different kind of news 

topics any less than their older counterparts. Moreover, more of the younger than older 

smartphone news consumers followed health and fitness, science and technology, and 

entertainment news.  Unlike younger smartphone news consumers, older smartphone 

news consumers thought convenience was the biggest advantages of smartphone news; 

no differences were found between the two age groups on perceived disadvantages of 

smartphone news.  

How do these findings advance what we know about the diffusion of the 

smartphone innovation and the audience for news? By addressing these findings, 

including consistencies and contradictions, in the context of the literature and theoretical 

framework, it will be possible to assess this study’s contributions and propose a future 
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research agenda that lays out where we should go next to understand the audience for 

online news and the role of mobile devices that have the capability of accessing the latest 

news. 

Smartphone Adopters  

 According to Rogers’ (2003) adopter categorization in diffusion theory, when an 

innovation emerges, its adoption follows a trajectory that is similar to a normal curve.  

First, 2.5% of the population adopts the innovation.  Rogers called this cutting-edge 

adopter group:  innovators.  Rogers named the next group to adopt an innovation, early 

adopters.  They represent 13.5% of the population.  The remaining 84% of the population 

includes early majority (34%), later majority (34%), and laggards (16%).  

It is not possible to directly compare the 28% of the smartphone adopters 

identified in this national survey to Rogers’ adoption categories because the survey was 

conducted online, meaning only adults with Internet access had the opportunity to 

participate and that group includes only 74% of the adult population, that is adults who 

are 18 and older (Lee, 2010).   Even so, because smartphones are still a relatively new 

phenomenon, their adoption in the population as a whole is still in the early adoption 

stage.   

This study found smartphone adopters were younger and had higher household 

incomes.  Although there was no consistent age finding in Rogers’s (2003) diffusion 

theory, there was a consistent income finding.   Specifically, for age, some studies found 

earlier adopters were older, some found earlier adopters to be younger, and some did not 

find any significant age difference among adopter groups. Since the present study found 



91 
 

that smartphone adopters were significantly younger than non-adopters of smartphones, 

that finding is consistent with Rogers’ work that shows earlier adopters are younger.  

The implication of this adoption phenomenon for the news research is that, when 

concerns arise that young adults are not following news, now more of the younger adults 

than older adults have a device that gives them news access, anytime and anywhere, 

literally in their pocket. But the question remains, does smartphone ownership 

automatically translate into smartphone news access?  

Smartphone adopters also had a higher household income, and this finding was 

consistent with diffusion of innovations that adopters usually have a higher social status, 

such as income.  

Other than demographic variables, smartphone adopters were found to use all 

news media more often than non-adopters. This is consistent with Rogers’ (2003) 

diffusion theory that adopters of an innovation would be more likely than non-adopters to 

have more communication behaviors, such as greater exposure to mass communication 

channels (p. 291). The study separated news media use into three categories (seldom or 

never, 1 to 4 days a week, nearly every day or every day) and the findings showed that 

for the lowest and highest categories, smartphone adopters and non-adopters did not 

show much differences. What made the two groups different was actually the betweeners 

(Poindexter, 2008), those who accessed news through each news medium 1 to 4 days a 

week. Significantly more smartphone adopters than non-adopters were news betweeners 

and this pattern was true for the use of television news, print newspapers, radio news, and 

online news. From the bright side, these news betweeners represent an opportunity 

because when more of them have adopted smartphones, they may use the mobile device 
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for news. However, this group of betweeners also symbolizes a potential problem 

because they do not have a high level of commitment to news. For the news industry to 

make news via smartphones a vital news channel, news betweeners should become a 

crucial focus because they can go one way or another.  

To provide further insight into the characteristics of smartphone adopters, this 

study sought to understand smartphone adopters’ experience with their phones. With this 

inquiry, this study asked smartphone adopters what they primarily used their smartphones 

for, and the responses showed that, even though the smartphone is a device that can be 

used for multiple functions, a great proportion of the respondents used this mobile device 

primarily for the most original function, that is, a phone. In addition to making calls, 

smartphone adopters used the phones predominately for other communication behaviors, 

such as text messages, e-mails, and keeping in touch with family and friends. Only 5% of 

smartphone adopters said they used their phones primarily for news and information as 

their first activity, and 2% mentioned news and information as their second primary 

activity. This translates into 14 smartphone adopters, which accounts for 6% of the total 

smartphone adopters. In other words, even though smartphones provide potential for all 

kinds of activities, at this stage for most of the smartphone adopters, online or offline, a 

phone is still a phone.  

This finding will serve as a benchmark in the literature and diffusion of 

innovation theory. Essentially smartphone adopters are using the device for its primary 

purpose.  At what point in the adoption process, if ever, might the primary purpose of an 

innovation become the secondary purpose?  Or will accessing news, which is a primary 

purpose for a minority of adopters, ever become the majority activity?  These issues 
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should be added to the future research agenda on smartphones.  Having this benchmark 

finding will provide the data to make that comparative analysis.   

Smartphone News Consumers 

 While the first category of findings addressed smartphone adopters, the second 

category focused on smartphone news consumers, that is, smartphone adopters who 

access news via their mobile devices.  Results showed that smartphone news consumers 

were more likely to be male, younger, and use all news media more often than 

smartphone news non-consumers.  

 The gender gap in consuming news via smartphone appears to be consistent with 

a trend that began in print more than two decades ago and moved to the Internet with the 

development and diffusion of online news (Poindexter, 2008; Stein, 1990).  Women are 

not only less likely than men to get news in print newspapers, they are less likely to 

access news online and via the latest news delivery vehicle—smartphones.  

 Just as smartphone adopters are younger, so are smartphone news consumers.  

Although more than four decades of studies have found younger adults are less likely to 

read newspapers, that finding has not been the case for news online. In fact, this study’s 

finding that smartphone news consumers are more likely to be younger is consistent with 

research that shows younger adults are more likely than older adults to consume news 

online (Burgoon & Burgoon, 1980; Dutta-Bergman, 2004; Li, 2003; Limor, Nesbitt, & 

LeBailly, 2008; Pew Research Center for the People & the Press, 2008b). This finding is 

important for both academics and industry because other than online news via desktop or 

laptop computers, news is finding another way to get to younger adults.  
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 In addition to demographic differences, smartphone news consumers consumed 

traditional (television, print newspapers, radio) and online news media more often than 

smartphone news non-consumers. This finding was consistent with both Rogers’ (2003) 

diffusion theory and online news research (Stempel & Hargrove, 1996; Stempel et al., 

2000; Tewksbury, 2006). Diffusion of innovations theorized that adopters often times had 

more communication behaviors than non-adopters and online news research has found 

that online news consumers were more likely to get news through other channels. These 

news consumption behaviors of smartphone news consumers translated into a higher 

news interest and higher satisfaction with different news media.   

Looking at smartphone news consumers’ behaviors, perceptions, and attitudes 

toward smartphone news, it is worth noting that smartphone news consumers seemed to 

prefer online media over traditional news media. For news consumption behavior, other 

than television news, which gained viewership from more than half of the smartphone 

news consumers, half of the smartphone news consumers accessed news online nearly 

every day or every day, but less than a third of them read print newspapers or listened to 

radio news nearly every day or every day. Heavier usage of online news corresponded to 

a more positive perception of online news. That is, smartphone news consumers showed 

higher satisfaction with online-only news sites, followed by websites of other traditional 

media. For satisfaction, smartphone news consumers showed higher satisfaction with 

portal news websites and other news websites (including television sites, newspaper sites, 

etc.), all higher than their satisfaction with traditional news media, including television 

news, local and national newspapers, news magazines, and radio news. Print newspapers 

were ranked at the bottom. For sources smartphone news consumers primarily accessed 
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news from, portal news sites, ranked at the top of the list.  Other sources for getting news 

in order of popularity included Google and Yahoo, Facebook, CNN, ESPN, and AOL.   

 This finding is both consistent and inconsistent with past online news 

consumption research. For the amount of news consumption, recent studies found 

declines in all traditional news media use; online news was the only medium that showed 

an increase in audience (Pew Research for the People & the Press, 2008a). For users’ 

satisfaction and liking, the results of the present study are inconsistent with past research 

(Online Publishers Association, 2004). The survey conducted by Online Publishers 

Association concluded online news was less likable and enjoyable than traditional news 

media. However, this study found that smartphone news consumers showed higher 

satisfaction with newer types of media companies (such as portal news aggregators) and 

Web sites of traditional news companies than traditional news media. A possible 

explanation is that Online Publishers Association analyzed users’ preference with a 

sample of online news users, but the present study looked at perceptions of a specific 

news user group—smartphone news consumers. This finding was significant in that this 

result indicated smartphone news consumers were different from the other online news 

users in terms of both their news consumption behaviors and their perceptions of 

different news media. As such, not only should the news industry make news content 

available on multiple platforms, it is also important to create an enjoyable user experience 

on different platforms. As New York Times design director Tom Bodkin articulated six 

attributes of the print that were not transferrable to the online world, when users prefer 

portal news sites, it means replication of the print to online experience is unnecessary 
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because those portal sites lack a print edition. In additional to smartphone news 

consumers, smartphone news non-consumers expressed a low adoption intention.  

 In addition to smartphone news consumers, smartphone news non-consumers 

addressed the reasons for not using the device for news, including no news interest, get 

news from other media, too expensive, did not have data plant or Internet access on their 

phones, the device was not user friendly, too busy or not time, no reason, did not know 

the device well enough to, or no news interest. These reasons are very similar to some of 

the reasons that users avoided news on the Internet, including no interest, already read 

print newspapers, do not like the format, too time consuming (Poindexter & Heider, 

2001; Poindexter, 2008).  

A Non-competitive, Complementary Relationship between Smartphone News and 
Other News Media 

 The third category of findings is relevant to inter-media competition or the lack 

thereof.  In other words, if inter-media competition is found to be lacking, the 

relationship may be complementary.  If there is evidence of inter-media competition, 

there may be media displacement.  To determine if the relationship between news 

consumption via smartphones is complementary, this study applied two measurements 

that are commonly used in journalism and mass communication research, one 

measurement was time— how much time news consumers spent on a news medium the 

previous day, the other one was frequency— how many days a week news consumers get 

news through a news medium. The conclusions from the two measurements were the 

same: the relationship between smartphone news and other news media is 

complementary. However, with a closer look, the degrees of the relationships vary. 
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 First, days per week as a measurement (Model 1 in Table 16) produced a weaker 

correlation than time spent per day (Model 2 in Table 16).  When using frequency (days 

per week) as a measurement, the correlation ranged from .185 to .332; the correlation 

ranged from .363 to .561 when time (minutes) was used as a measurement. 

 With these complementary relationships, the finding is consistent with past 

research that news consumers used different news media simultaneously (Stempel & 

Hargrove, 1996; Stempel et al., 2000; Tewksbury, 2006). This study provides further 

evidence for the case for complementary relationships.  Although the terms may vary 

among scholars, there was no evidence of displacement, substitution, or intermedia 

competition.  

Although intermedia competition suggests a new medium may take away the 

audience from established media (Chyi & Sylvie, 1998; Picard, 1989), the present study 

found the smartphone as a news medium is not competing with other traditional news 

media.  In other words, the smartphone is not taking away the audience from television 

news, print newspapers, radio news, or online news. How so? The core issue of 

intermedia competition is whether different media products “are similar and the degree to 

which they are substitutable” (Picard, 1998, 2002), as such, to news consumers.  News 

via smartphones is not a similar or substitutable product of television news, print 

newspapers, radio news, or online news. Even though smartphones provide news access, 

as some of the smartphone news consumers pointed out, the quality of smartphone news 

is not as good. In other words, when getting news on smartphones, the quality (resolution, 

for example) of video and audio news clips is not as good as television news or radio 

news, text stories are not as long or in-depth as print newspapers, and the navigation and 
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connection speed are not as easy and stable as online news access through desktop and 

laptop computers. The strength of smartphone news is its mobility, anywhere and 

anytime news access, and this strength can be complementary to traditional news media. 

Thus, when the news industry is developing strategies for news via smartphones, one 

thing to focus on is how this medium can work together with other traditional news 

media.  

 Predictors of Smartphone Adoption, Smartphone News Adoption, and the 
Amount of Smartphone News Consumption 

 The fourth category of findings of this study addressed the predictors of 

smartphone adoption, predictors for adopting smartphones for news, and predictors of the 

amount of smartphone news consumption. The two binary logistic models found age and 

social pressure were significant predictors of smartphone adoption (smartphone adopter 

vs. smartphone non-adopter).  In addition to age, the two social pressure variables were 

found to be significant predictors of smartphone adoption. In other words, when a person 

perceives people around them are using a smartphones or when people around them think 

the person should use a smartphone, it is more likely the person will adopt a smartphone. 

Rogers’ diffusion of innovation theory did not directly address social pressure; however, 

observability, one of the five characteristics influencing a user’s likelihood of adoption, 

is, perhaps, related to social pressure.  Future research should address the role of social 

pressure in diffusion of innovation theory.   

 As for adopting smartphone news, other than age, significant predictors included 

gender, education, income, and news interest. As discussed in the previous section, the 

gender difference is worrisome, but the fact that younger adults are more likely to get 

news on smartphones is encouraging. However, as some smartphone news consumers 
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were concerned with the quality of news via smartphones, when younger people are 

getting news on their phone, they might not get quality news—more in-depth 

information, but a only a headline and a short paragraph of text that is equal to the first 

paragraph of a news story in print newspapers. News interest is a very significant 

predictor not only for adopting news via smartphone, but also for the amount of news 

consumption via smartphones.  

 For the amount of news consumption, this study used two different measurements 

and the findings from the two models (see Table 18) were not the same. For the amount 

of time spent on smartphone news a day (Model 1 in Table 18), only news interest was a 

significant predictor. But for the number of times a user got news via smartphones a day 

(Model 2 in Table 18), age, income, and news interest were significant predictors. The 

findings of the two models indicate that younger adults and people with a higher 

household income did not necessarily spend more time on news via smartphones, but 

they do check news more often through their phones in a given day. There might be 

different reasons why the two groups did so. One possible reason is that among younger 

adults and people with a higher household income, some of them are news enthusiasts 

and new monitors who need to constantly check news that needs more updates, such as 

stock market, sports, or even gossip. The other reason might be some of these users are 

news accidentals—their exposure to news is non-purposeful; they get news while doing 

other things (Poindexter, 2008). This might be the case for some of the users, given half 

of the users accessed news on Facebook. People do not go to Facebook for news, but just 

to see what is going on or to kill time. Intentions and behaviors for frequent users of news 

via smartphones deserve further attention.  Plus, when the predictors of two models 
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differ, future research should also pay attention to the measurement of dependent 

variables when identifying predictors of media use.  

Younger vs. Older Smartphone News Consumers and Younger vs. Older Smartphone 
News Non-consumers 

 The last category of findings focused on the similarities and differences between 

younger and older groups. Specifically, younger smartphone news consumers were found 

to use traditional news media less often, showed lower satisfaction with radio news, and 

had lower news interest than older smartphone news consumers. The younger group did 

not spend less time on smartphone news than the older group. The younger group also 

used Google for news more, and got more soft news such as health and fitness, science 

and technology, and entertainment. More of the older than younger smartphone news 

consumers thought convenience was the biggest advantage. No difference was found on 

perceived disadvantages of smartphone news.  

 Worries exist in both the industry and the academy that young adults do not 

follow news as much as their older counterparts (Mindich, 2005; Zerba, 2009). However, 

the findings of this study show that, even though younger smartphone news consumers 

used traditional news media less often than older smartphone news consumers, they did 

not use smartphone news any less than the older group. More of the younger smartphone 

news consumers accessed health and fitness, science and technology, and entertainment 

news, but the use of other news topics showed no difference between the younger and the 

older group. This lack of difference was equally important because it indicated that 

younger smartphone news consumers were similar to the older group; both groups 

accessed hard news such as national, international, and political.   
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 Younger smartphone news consumers were also found to use Google for news via 

smartphone more than the older group. For other news sources, there was no significant 

difference. Again, this lack of difference is important because when questioning if 

Google is a legitimate news medium, younger smartphone news consumers were also 

getting news from newspaper sites, network and cable television sites. Thus the picture is, 

when getting news via smartphone, the younger smartphone news consumers were 

actually getting news from difference sources and were exposed to more news topics.  

 Younger and older smartphone news non-consumers were also compared across 

their reasons for non-adoption and adoption intention. None of the analyses had 

significant results, but it might also be due to the small sample size of smartphone news 

non-consumers, which was n=82. Future research should increase the sample size to 

understand this group of smartphone news non-consumers, especially the similarities and 

differences between younger and older smartphone news non-consumers.  

Methodology Contributions and Recommendations for Improvements 

 In addition to contributions to the literature and theory, this study sought to better 

understand measurements for news consumption. One measurement often used in 

journalism and mass communication research is frequency of news consumption—the 

number of days a user accessed news in a given week. The other common measurement 

is the amount of time a user spent on a news medium in a given day. By using both 

measurements, this study found for some of the analyses, different measurements resulted 

in the same conclusion but other analyses showed different results.  

 More specifically, when using two different measurements for the relationship 

between smartphone news and traditional news media, both analyses showed a 



102 
 

complementary relationship between smartphones and other news media. However, when 

using two different measurements to identify predictors of smartphone news 

consumption, the results differed. News interest was a significant predictor for time spent 

on smartphone news while age, income, and news interest were significant predictors of 

the number of times accessed smartphone news in a given day.  The fact that the results 

may vary depending on the analysis means researchers should use caution when selecting 

measurements for testing hypotheses and answering research questions.  

 Clearly, there are some limitations to this work. In particular, this study is 

constrained in its generalizability, even though the sample roughly represents the U.S. 

population. The sample matched the U.S. population in gender, but was slightly older and 

better educated. Also, people who are not online are not represented, given that the data 

of this study was collected in a Web-based survey.  

 Smartphones are always within an-arm’s distance from their owners, thus they are 

truly an innovative device that is an extension of human beings. Although industry is 

trying to turn this smart mobile device into an effective vehicle for delivering news, so far 

industry understands little about the consumers who will ultimately determine industry’s 

success in this effort (11th International Symposium on Online Journalism, 2010). As a 

result of the findings from this study, there is now more understanding of consumers who 

have already adopted this mobile device for news and consumers who may adopt 

smartphone news in the future.  This national demographic, media use, and attitudinal 

snapshot of smartphone news adopters will benefit industry as it develops this pocket-size 

delivery platform and academics as they research this new category of news consumer. 
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Clearly, there is much to be learned about the mobile news landscape, from how 

to profit from this innovation to understanding the next mobile device on the horizon. 

With the introduction of the iPad, the next mobile news innovation is already here. And 

as Tom Bodkin of the New York Times observed at the Online Journalism symposium, 

the iPad is a completely “different story,” which may require a completely different 

research agenda, a different strategy, and different measurements.  Other than iPad, other 

new devices are being adopted, such as Amazon’s Kindle, Barns & Nobel’s Nook, and 

tablet computers manufactured by computer companies all over the world.  

Going Forward 

Mobile news is still in its infancy and news via smartphones is only one of the 

many formats. From portable print newspapers, pagers, cell phones, smartphones, iPads, 

and e-readers, news has turned from portable to mobile— anywhere and anytime access. 

Portability is one of the biggest advantages of print newspapers that later media were not 

able to match up. For example, people are constrained in front of their television sets or 

computers for broadcasting news or online news. Now, with mobile devices, all formats 

of news become mobile, no matter text, images, audio, or video, as long as it is digitized. 

Mobility is becoming one of the biggest advantages of mobile devices that no other 

media can compete with.  

However, as there is an app for everything from the smartphone app market, there 

is probably not yet an app that would translate innovation adoption into news 

consumption. That is, owning a smartphone does not mean users will automatically 

access news via smartphones and owning an iPad does not mean users will browse for 

news on their tablet computers, or even pay for it. There are free newspapers, but not 
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everyone is a regular newspaper reader; broadcasting news is available on television, but 

not everyone who has a television set watches broadcast news. Past non-news user 

research has established reasons why people chose not to get news, and the current study 

also provided insight into directions of what people think about mobile news, which can 

help the industry develop better user interface, a better user experience, and make mobile 

news more viable.  

To enhance the viability of mobile news, since the current media landscape is 

constantly evolving, an integrated approach is needed, meaning integrating news content 

production with information technology software and hardware. This integration requires 

the joint effort from journalism professionals, journalism research, and more importantly, 

journalism education. Journalism and mass communication schools in the United States 

are introducing Web components to undergraduate students, offering multimedia related 

courses, and constructing Web and multimedia sequences. These efforts are at their 

preliminary stages, and some are even experimental. In the long run, eventually, not only 

students will need to familiarize themselves with writing across different media, but also 

multimedia skills that allow them to present stories in different ways. Meanwhile, when 

journalism and mass communication schools are bringing in new and younger faculty for 

Web and technology related courses, another option that is possible in the future would 

be taking advantages of universities’ resources and cooperate with other programs. For 

example, one possibility would be a dual-degree program between a journalism school 

and an information school. Journalism and mass communication students can also benefit 

from programs such as information technology, entertainment technology, knowledge 

management, and user interface design, etc.   
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With this sort of education, journalism graduates will not only have knowledge on 

the content side, which is the traditional journalism education, but also the technology 

side of how to present content across different media, including traditional media, online 

media, and mobile media. More importantly, they will know how to integrate these two 

sides of knowledge and skills. The earlier we can integrate the content and the 

technology, the more likely we can make digitized mobile news more accessible, 

presentable, and enjoyable for news consumers, which will make mobile news a valuable 

and an indispensable component in our lives and for the next generation, anytime, 

anywhere.   
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Appendix B: Cover Letter for Web-based Survey 

 
You are invited to participate in a survey, entitled “News on the Go via Smartphones: 
Users, Non-Users, and the Competitive Relationship between New and Established 
Media.”  The study is being conducted by M. Jacie Yang, School of Journalism of The 
University of Texas at Austin, 1 University Station A1000, Austin, TX 78712, (512) 965-
1688, jacieyang@gmail.com. 
 
The purpose of this study is to examine how news consumers use different news media 
and their perceptions of different news outlets. Your participation in the survey will 
contribute to a better understanding of the evolving news media landscape. We estimate 
that it will take about 10 minutes of your time to complete the questionnaire. You are free 
to contact the investigator at the above address and phone number to discuss the survey.  
  
Risks to participants are considered minimal. There will be no costs for participating, nor 
will you benefit from participating. Identification numbers associated with email 
addresses will be kept during the data collection phase for tracking purposes only. A 
limited number of research team members will have access to the data during data 
collection. This information will be stripped from the final dataset.  
 
Your participation in this survey is voluntary. You may decline to answer any question 
and you have the right to withdraw from participation at any time without penalty. If you 
wish to withdraw from the study or have any questions, contact the investigator listed 
above.   
 
If you have any questions or would like us to email another person for your institution or 
update your email address, please call M. Jacie Yang at 512-965-1688 or send an email to 
jacieyang@gmail.com. You may also request a hard copy of the survey from the contact 
information above.   
 
To complete the survey, click on the link below:  
http://jacieyang.com/survey/0101/newslogin.html 
 
If you do not want to receive any more reminders, you may email us at 
jacieyang@gmail.com. 
   
This study has been reviewed and approved by The University of Texas at Austin 
Institutional Review Board.   If you have questions about your rights as a study 
participant, or are dissatisfied at any time with any aspect of this study, you may contact - 
anonymously, if you wish - the Institutional Review Board by phone at (512) 471-8871 
or email at orsc@uts.cc.utexas.edu. 
   
IRB Approval Number: 2009-12-0077 
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If you agree to participate please press the “Next” button at the bottom right of the 
screen otherwise use the X at the upper right corner to close this window and disconnect. 
 
Thank you. 
 
M. Jacie Yang 
Doctoral Candidate 
School of Journalism  
The University of Texas at Austin 
1 University Station A1000, Austin, TX 78712 
(512) 965-1688 
E-mail: jacieyang@gmail.com  
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Appendix C: Questionnaire 

 
1. How often do you watch news on TV? 

1 Never (Skip to Q3) 
2 Seldom 
3 1 or 2 days a week 
4 3 or 4 days a week 
5 Nearly every day 
6 Every day 
 

2. Now thinking about yesterday, how much time did you spend watching news on 
TV? 
__________________ minutes 
 

3. How often do you read a print edition of a daily newspaper? 
1 Never (Skip to Q5) 
2 Seldom 
3 1 or 2 days a week 
4 3 or 4 days a week 
5 Nearly every day 
6 Every day 
 

4. Now thinking about yesterday, how much time did you spend reading a print 
edition of a daily newspaper? 
__________________ minutes 
 
 

5. Do you have a print newspaper subscription? 
1 Yes 
2 No 
 

6. How often do you read a print edition of a national newspaper (such as the New 
York Times, the Washington Post, USA Today, or the Wall Street Journal)? 
1 Never (Skip to Q7) 
2 Seldom 
3 1 or 2 days a week 
4 3 or 4 days a week 
5 Nearly every day 
6 Every day 

 
7. Now thinking about yesterday, how much time did you spend reading a print 

edition of a national newspaper? 
 
__________________ minutes 
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8. How often do you read a print edition of your local newspaper? 
1 Never (Skip to Q9) 
2 Seldom 
3 1 or 2 days a week 
4 3 or 4 days a week 
5 Nearly every day 
6 Every day 

  
9. Now thinking about yesterday, how much time did you spend reading a print 

edition of your local newspaper? 
__________________ minutes 
 
 

10. Do you have a subscription of your local newspaper? 
1 Yes 
2 No 

 
11. How often do you listen to radio news? 

1 Never (Skip to Q11) 
2 Seldom 
3 1 or 2 days a week 
4 3 or 4 days a week 
5 Nearly every day 
6 Every day 

  
12. Now thinking about yesterday, how much time did you spend listening to radio 

news? 
__________________ minutes 
 
 

13. How often do you use the Internet? 
1 Never 
2 Seldom 
3 1 or 2 days a week 
4 3 or 4 days a week 
5 Nearly every day 
6 Every day 
 

14. Now thinking about yesterday, how much time did you spend on the Internet? 
__________________ minutes  
 
 

15. How often do you get news online? 
1 Never 
2 Seldom 
3 1 or 2 days a week 
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4 3 or 4 days a week 
5 Nearly every day 
6 Every day 
 

16. Now thinking about yesterday, how much time did you spend getting news 
online? 
1 None 
2 Less than 15 minutes 
3 15-29 minutes 
4 30-59 minutes 
5 1 hour or more 
9 Other 
 

 
17. Some people have the type of cell phone that is called a “smartphone” because 

they can  e-mail, browse the Web, install different kinds of applications, and even 
play games on the phone.  Examples of smart phones would be an iPhone, a 
Blackberry, a Palm, a Google phone, and a phone that runs Window Mobile. Do 
you have a smartphone or any similar mobile device? 
1 Yes 
2 No (Skip to Q32) 

 
 
 

Section B1: Smartphone users and news consumption via smartphone 
 

18. How long have you been using a smartphone? 
___________________ 
 

19. Does your phone plan include a monthly data plan that gives you unlimited access 
to the Internet? 
1 Yes 
2 No 

 
19b.  

 
20. Do you know what operation system your cell phone runs? 

1 Palm 
2 Blackberry 
3 iPhone 
4 Symbian 
5 Google Android 
6 Windows Mobile 
7 Others 
8 Don’t know 
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21. What is your cell phone service provider? 
1 AT&T 
2 Verizon 
3 Sprint 
4 T-mobile 
5 Others 
 

22. How often do you get news through your cell phone? 
1 Never (Skip to Q31) 
2 Seldom 
3 1 or 2 days a week 
4 3 or 4 days a week 
5 Nearly every day 
6 Every day 
 

23. How many times did you get news on your cell phone yesterday? 
______________ times 
 

24. Thinking about yesterday, how much time did you spend getting news through 
your cell phone? 
__________________ minutes 
 

25. You mentioned you got news on your cell phone yesterday. Which, if any, of the 
following Web sites did you access for news?  
 
A Yahoo Yes No 
B Google 1 2 
C AOL 1 2 
D MSN/Microsoft 1 2 
E ABC 1 2 
F CBS 1 2 
G MSNBC/NBC 1 2 
H Fox 1 2 
I CNN 1 2 
J BBC 1 2 
K The New York Times 1 2 
L The Washington Post 1 2 
M Local newspaper website 1 2 
N USA Today 1 2 
O Wall Street Journal 1 2 
P Other local news sites 1 2 
Q ESPN 1 2 
R Drudge Report 1 2 
S Twitter 1 2 
T Facebook 1 2 
U Others (If Yes, Q26; If No, Q27) 1 2 
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26. From what other Websites did you get news from your cell phone? 
_____________________________________________ 
 

27. How satisfied are you with getting news on your cell phone? 1 indicates least 
satisfied and 10 most satisfied. 
1 2 3 4 5 6 7 8 9 10 
 

28. When you get news on your phone, do you read the following topics? 
 
A Political News Yes No 
B Business News 1 2 
C Health and fitness 1 2 
D Medicine 1 2 
E Science and Technology 1 2 
F Weather 1 2 
G Sports 1 2 
H Entertainment 1 2 
I Business 1 2 
J Local News 1 2 
K National News 1 2 
L International News 1 2 
M Opinion 1 2 
N Other 1 2 

 
 

29. What are the advantages of getting news on your cell phone? 
____________________________________________________ 
 

30. What are the disadvantages of getting news on your cell phone? 
____________________________________________________  
 

31. What do you primarily use your smartphone for? ____________________ 
 

 
(Skip to Q37.) 
 

 
Section B2: Non-adopters of smartphone 

 
32. What is the reason that you do not use a smartphone? 

___________________________________________ 
 

33. How likely are you to adopt a smartphone in the future? 1 indicates not likely and 
10 indicates extremely likely.  
1 2 3 4 5 6 7 8 9 10 
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34. What is the reason that you do not get news on your cell phone? 
___________________________________________________ 
 

35. How likely are you to get news on your phone in the future? 1 indicates not likely 
and 10 indicates extremely likely.  
1 2 3 4 5 6 7 8 9 10 

 
36. Do most people who are important to you think that you should or should not own 

a smartphone? 1 means you should not and 10 means you should. 
1 2 3 4 5 6 7 8 9 10 

 
 
Section C: Perceptions of News via Smartphones (all respondents) 
 

37. Most People who are important to you own a smartphone. 1 means completely 
false and 10 means completely true.  
1 2 3 4 5 6 7 8 9 10 
 

38. What are the people who are important to you primarily using their smartphones 
for? 
____________________________________________ 
 

39. How satisfied are you with news presented in the following media? 1 means least 
satisfied and 10 extremely satisfied. 
A Television news 

1 2 3 4 5 6 7 8 9 10 
B Print newspapers 
 1 2 3 4 5 6 7 8 9 10 
C National newspapers (print edition) 
 1 2 3 4 5 6 7 8 9 10 
D Local newspapers (print edition) 
 1 2 3 4 5 6 7 8 9 10 
E Radio news 
 1 2 3 4 5 6 7 8 9 10 
F News magazines 
 1 2 3 4 5 6 7 8 9 10 
G Online news (through your desktop or laptop computers) 
 1 2 3 4 5 6 7 8 9 10 
H  Local Newspaper sites 
 1 2 3 4 5 6 7 8 9 10 
I National newspaper sites 
 1 2 3 4 5 6 7 8 9 10 
J National television sites 
 1 2 3 4 5 6 7 8 9 10 
K Portal news sites 
 1 2 3 4 5 6 7 8 9 10 
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40. How interested are you in news? 1 means least interested and 10 extremely 
interested. 
1 2 3 4 5 6 7 8 9 10 

 
 
 
Section D: Demographics 

41. Are you 
0 Male 
1 Female 
 

42. What is your age? 
_______ years old 
 

43. What is the last grade or class that you completed in school? 
1 None, or grade 1-8 
2  High school incomplete (Grades 9-11) 
3 High school graduate (Grade 12 or GED certificate) 
4 Technical, trade, or vocational school after high school 
5 Some college, no 4-year degree (including associate degree) 
6 College graduate (B.S., B.A., or other 4-year degree) 
7 Post-graduate training or professional schooling after college 
  (e.g., toward a master’s Degree or Ph.D; law, or medical school) 
 

44. What is your race or ethnic group? 
1 Caucasian or White 
2 African American or black 
3 Hispanic or Latino 
4 Asian or Pacific Islander 
5 Native American 
6 Indian/ Indian American (Family come from country of India) 
7 Arab American 
8 Other, please specify____________  
 

45. Last year, that is in 2008, what was your total family income from all sources, 
before taxes? 
1 Less than $10,000 
2 $10,000 to under $20,000 
3  $20,000 to under $30,000 
4 $30,000 to under $40,000 
5 $40,000 to under $50,000 
6 $50,000 to under $75,000 
7 $75,000 to under $100,000 
8 $100,000 to under $150,000 
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9 $150,000 or more 
 
 
 

 
 
That’s the end of the survey. Thank you for your participation. Have a great day! 

 
  



 

 
Note
http
Web
give
look
 

 

e. The surve
://jacieyang
b, a survey s
es researcher
k of the surv

A

ey was cond
g.com/survey
software ma
rs and desig

vey website.

Appendix D

ducted in Ma
y/0101/new
ade by Sawt
gners more f
.  

 

118 

D: Web-b

arch 2010 a
wslogin.html
tooth Softw
flexibility to

based Surv

and hosted o
l. The surve
are. With H
o the format

vey 

on the autho
y was create

HTML and C
ts of the que

r’s website:
ed using SS

CSS, SSI W
estions and t

 

: 
SI 
eb 
the 



119 
 

Appendix E: Operationalization for Logistic and OLS Models 

The dependent variables and the explanatory variables for the two logistic models 

and the two OLS models were operationalized as below: 

 
• Dependent Variables 

 
Dependent Variable of Logistic Model 1 
Smartphone adopters 
0= non-adopters 
1= adopters 

 
Dependent Variable of Logistic Model 2 
Smartphone news consumers 
0= non-consumers 
1= consumers 

 
Dependent Variable of OLS Model 1 
Log of Time spent on news via smartphones yesterday (measured in minutes) 

 
Dependent Variable of OLS Model 2 
Frequency: number of times access news via smartphones yesterday 
 
 

 
• Explanatory Variables 

 
Gender (being male) 
0=female 
1=male 

 
Age  
18-87 (numeric) 

 
Education 
1= None, or grade 1-8 
2= High school incomplete (Grades 9-11) 
3= High school graduate (Grade 12 or GED certificate) 
4= Technical, trade, or vocational school after high school 
5= Some college, no 4-year degree (including associate degree) 
6= College graduate (B.S., B.A., or other 4-year degree) 
7= Post-graduate training or professional schooling after college 

  (e.g., toward a master’s Degree or Ph.D; law, or medical school) 
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Income 
0=low 
1=high 

 
News interest 
1-10 

 
Social Pressure (1) 
People who are important to you think about your owning a smartphone 
1-10 

 
Social Pressure (2) 
Most People who are important to you own a smartphone 
1-10 

 
Internet use 1 
Minutes per day 

 
Internet use 2 (per week) 
1=seldom 
2=1 to 2 days a week 
3=3 to 4 days a week 
4=nearly every day 
5=every day 
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