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Abstract: Current technological advances have created gaps in
people's ability to obtain information quickly. It was as if the strenuous
efforts of people wanting to know more about what had happened had
broken down the information barrier. This research is included in the
category of quantitative descriptive research. This research is focused
on news portal application users. The sampling technique used in this
study was random sampling, with a total sample of 100 participants.
This research uses PLS data analysis technique with SEM approach
model. The results showed that perceived ease of use affects mobile
user satisfaction. Perceived usefullness affects mobile user satisfaction.
Trust affects mobile user satisfaction. Convencience affects mobile
user satisfaction. Security affects mobile user satisfaction. Perceived
ease of use does not affect user loyalty. Perceived usefullness affects
user loyalty. Trust affects user loyalty. Convencience affects user
loyalty. Security affects user loyalty.
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1. Introduction

Current technological advances have created gaps in people's ability to obtain information quickly. It
is as if the strenuous efforts of people wanting to know more about what happened have broken down
the information barrier. Anyone, anywhere in the world, has access to information resources. As a
result, people become more critical and pay attention to new knowledge. The rapid advancement of
information technology has provided enormous benefits for the progress of human civilization.
Communication activities that used to require advanced technology have been largely replaced by
automated machines. The capacity of the human brain seems to have been transmitted in various fields
of research and human activity by the working system of technological tools [1-2].
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Released the results of a survey of Indonesian internet user profiles, which describes various
statistical data about internet users in Indonesia, which is in table 1.2 below, such as the number of
internet users in the lifestyle sector, where the use of social media is 87.13 percent higher than others,
such as downloading music by 71.10 percent, downloading movies by 70.23 percent, entertainment
news by 58.01 percent, reading stories by 57.13 percent, and games by 54.13 percent [3-4].

Taherdoost, (2018) stated that “Mobile devices are now increasingly sophisticated. This allows
users to access news from the internet using just a cell phone.” Many news supply companies now
have their own news websites (news portals) where they deliver news information. For example
detik.com and okezone.com. A news portal is a website that conveys material in the form of current
events in society and is designed to appeal to the preferences of its users [1].

Users are willing to extend the duration of their stay on a website, according to [5]. The findings
also reveal that everything new has an impact on consumers' desire to buy something [6]. Consumer
behavior is the result of not fulfilling one's needs and desires, which causes tension and tension to
become variables that direct people to act in order to achieve their goals. Tension will be reduced if
the goal is achieved [7]. According to research conducted by Guo and Zhou (2018), all consumer
behavior is goal-oriented; however, learning and cognitive processes will change consumer behavior
[8].

Customer loyalty can be better understood if the factors that influence customer loyalty in the
context under study are identified, and the context studied in this study is mobile e-commerce
applications. Service quality, customer satisfaction, and brand trust are all factors that can predict
consumer loyalty. Several studies have shown the relationship between service quality, satisfaction,
trust, and client loyalty. Trust is built on a foundation of satisfaction (total pleasure) [9]. Customer
satisfaction has an effect on brand trust, according to research conducted by [10]. Customer
satisfaction affects brand trust, according to research conducted by Tahir Islam. While it was found
that loyalty is influenced by trust [11]. However, this study has differences with previous studies,
namely to determine user satisfaction and loyalty using an analysis of technology acceptance models.

The behavioral element of information technology adoption is very important to mention because
the interaction between users and computers is a consequence of the influence of user perceptions,
attitudes, and attachments as behavioral factors [12]. That the higher the amount of personalization,
computer self-efficacy, and trust, the more users will believe that using information systems is more
useful and convenient [13-14].

The purpose of this study is to see how the variables analyzed, such as customer satisfaction,
customer loyalty, TAM, and user behavior, interact. The purpose of this study is to see how the model
affects user happiness and loyalty in a sports news portal application how the technology acceptance
model affects user behavior.

2. Method

2.1 Research Design

This research is included in the category of quantitative descriptive research. According to research
procedures are essentially scientific characteristics to obtain data for certain purposes and uses [15].

2.2 Population and Sample
This research is focused on news portal application users. The sampling technique used in this study
was random sampling, with a total sample of 100 participants.

2.3 Data Collection Technique
Descriptive research is research that uses observation, interviews, or questionnaires to assess the
current status of the problems studied [16]. We collect data through surveys and other means to test
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for hypotension or answer questions. The researcher will explain what actually happened about the
current state that is being studied through this descriptive research.

2.4 Data Analysis

Partial Least Squares were used to analyze the data in this investigation (PLS). PLS is a Structural
Equation Modeling (SEM) equation model that uses a component or variance-based structural
equation modeling approach. The purpose of PLS-SEM is to build or build a theory (prediction
orientation). PLS is used to determine whether the latent variable has a relationship (prediction).
Because it does not assume current data with a certain measurement scale and a small number of
samples, PLS is a powerful analytical tool [17].
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Figure 1. Research Flow

3. Results and Discussion
3.1 Perceived Ease of Use (X1) -> Mobile User Satisfaction (Y1)

Testing the hypothesis of perceived ease of use on mobile phone users' happiness resulted in a score (p
= 0.189) with a p value of 0.001 (p 0.05) and a t statistic of 3.342 (p > 1.96) which indicates that
perceived ease of use has a significant positive effect on the satisfaction of mobile phone users. This
shows that the perception of simplicity of use has an impact on consumer happiness with mobile
phones. A beautiful website display is one of the perceived enjoyment factors that will positively and
greatly increase customer satisfaction in completing a purchase [18]. Site quality and website design
offering a wide range of products at different costs can attract customers to visit. Consumer satisfaction
can be increased by user enjoyment or pleasure in visiting the website directly [19-20].

3.2 Perceived Usefulness (X2) -> Mobile User Satisfaction (Y1)

Testing the hypothesis of perceived usefulness on mobile phone users' happiness resulted in a score (p
= 0.137) with a p value of 0.002 (p 0.05) and a t statistic of 3.093 (p > 1.96) indicating a substantial
positive effect between the variables perceived usefulness on mobile phone user satisfaction. This
means that the more utility perceived, the higher the client satisfaction with their mobile device. The
findings of this study are in line with previous research Singh and Sinha (2020) found that the research
findings, namely perceived usefulness, had a significant effect on customer satisfaction [21].
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Table 1. Hypothesis Test

Original T Statistics P

Sample (O) (]JO/STDEV]) Values
Convenience (X4) -> Mobile User 0.222 4.851 0.000
Satisfaction (Y1)
Convenience (X4) -> User Loyalty (Y2) 0.288 2.836 0.005
Latent Variable 5 -> Mobile User 0.229 6,324 0.000
Satisfaction (Y1)
Latent Variable 5 -> User Loyalty (Y2) 0.287 3.374 0.001
Mobile User Satisfaction (Y1) -> User 1.521 7.081 0.000
Loyalty (Y2)
Perceived Ease of Use (X1) -> Mobile User 0.189 3.342 0.001
Satisfaction (Y1)
Perceived Ease of Use (X1) -> User Loyalty 0.019 0.159 0.874
(Y2)
Perceived Usefulness (X2) -> Mobile User 0.137 3.093 0.002
Satisfaction (Y1)
Perceived Usefulness (X2) -> User Loyalty 0.206 2.150 0.032
(Y2)
Trust (X3) -> Mobile User Satisfaction (Y1) 0.277 5,820 0.000
Trust (X3) -> User Loyalty (Y2) 0.260 2,563 0.011

3.3 Trust (X3) -> Mobile User Satisfaction (Y1)

The results of testing the trust hypothesis on the happiness of mobile phone users resulted in a score
(p = 0.277) with a p value of 0.000 (p 0.05) and a t statistic of 5.820 (p> 1.96) indicating that the trust
variable has a significant positive effect. on mobile user satisfaction. The greater the trust in the sports
news mobile application, the higher the satisfaction of mobile users. Positive word of mouth,
advertisements, and other forms of communication can help a person gain trust in a company. This
will have a good impact on his opinion of the company [22-23]. As a result, having trust in the
company will result in a positive attitude and increased satisfaction. In the service industry, Trust is
very important, especially when technology is mostly used to engage with clients. Trust and customer
satisfaction have a substantial positive relationship [24].

3.4 Convenience (X4) -> Mobile User Satisfaction (Y1)

The results of testing the convenience hypothesis on the happiness of mobile phone users resulted in a
score (p = 0.222) with a p value of 0.000 (p 0.05) and a t statistic of 4.851 (p> 1.96) indicating that the
convenience factor had a significant positive effect. on mobile user satisfaction. The more convenient
the sports news portal application, the more satisfied mobile users will be. Consumer perception of
comfort is a significant factor. Because consumers are hesitant to use a service they believe will require
a lot of their time and effort [25]. Consumers are looking for convenient and efficient services. From
the description above, it can be concluded that convenience is a measure of how much time and effort
users have to spend to use a service.

3.5 Security-> Mobile User Satisfaction (Y1)

The findings of the evaluation of the security hypothesis on mobile phone user satisfaction resulted in
a score (p = 0.229) with a p value of 0.000 (p0.05) and a t statistic of 6.324 (p> 1.96) which indicated
that the security factor had a substantial positive effect on mobile phone user satisfaction. The higher
the security of the news portal application, the higher the customer's happiness with their mobile
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device. Security and privacy are elements that organizations must pay attention to because they are
very vital for consumers [26]. This is so that by protecting customer security and privacy, consumers
will feel safe and protected when using Mandiri Mobile services. As a result, users will continue to use
independent mobile banking services because they trust the services provided. In service, there is trust.

3.6 Perceived Ease of Use (X1) -> User Loyalty (Y2)

The results of the evaluation of the hypothesis of perceived ease of use on user loyalty obtained a score
(p = 0.019), with a p value of 0.874 (p 0.05) and a t statistic of 0.159 (p> 1.96) indicating no significant
positive effect. Influence between variables perceived ease of use and user loyalty. This indicates that
an increase in perceived ease of use has no impact on user commitment to the sports news portal
application. This study contradicts the findings of a 2020 study Sarkar and Chauhan, which found a
substantial positive relationship between perceived ease of use and customer loyalty in Ghanaian
banking [27].

3.7 Perceived Usefulness (X2) -> User Loyalty (Y2)

The results of testing the perceived usefulness hypothesis on user loyalty get a score (p = 0.206) with
p values of 0.032 (p <0.05) and a t statistic of 2.150 (p> 1.96) indicating that there is a significant
positive effect between perceived usefulness variables on user loyalty. The better the perceived
usefulness of the news portal application, this will have an impact on the loyalty of application users.
Perceived usefulness serves as a determinant that has a strong influence on the formation of user
satisfaction regarding mobile application services and user loyalty which is felt to be in accordance
with the user's personality. This finding empirically proves the importance of perceived usefulness that
is felt by a person showing that mobile phone application users can feel how useful and in accordance
with the characteristics of the mobile application service they like on several aspects of perception that
are formed. Perceived usefulness is one of the keys to forming satisfaction and loyalty [28].

3.8 Trust (X3) -> User Loyalty (Y2)

The results of testing the trust hypothesis on user loyalty get a score (p = 0.260) with p values of 0.011
(p <0.05) and a t statistic of 2.563 (p> 1.96) indicating that there is a significant positive effect between
the trust variables on user loyalty. The better consumer confidence in the news portal application, the
better the loyalty given by customers. If the user trusts the service he uses, the user will have a strong
intention to continue using the service [29].

3.9 Convenience (X4) -> User Loyalty (Y2)

The findings of testing the convenience hypothesis on user loyalty resulted in a score (p = 0.288) with
a p value of 0.005 (p 0.05) and a t statistic of 2.836 (p > 1.96) indicating that the convenience factor
has a substantial positive effect on user loyalty. Customer loyalty will be higher if the news portal
application is more convenient. According to previous research Jenneboer and Herrando (2022),
service convenience has a good and quite large impact on customer loyalty [30]. Customers believe
that news portal applications should provide good convenience to their customers by providing
convenient services. So that the customer's decision to be loyal is influenced by the convenience of
service.

3.10 Security -> User Loyalty (Y2)

The results of the evaluation of the security hypothesis on user loyalty produced a score (p = 0.287)
with a p value of 0.001 (p 0.05) and a t statistic of 3.374 (p > 1.96) which indicates that the security
factor has a substantial positive effect on user loyalty. User loyalty will increase along with the
increased security provided by the news portal application. The news portal application will maintain
the confidentiality of users' personal data, maintain data security when using, and not sell users'
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personal information to third parties, encouraging users' trust in internet banking. As a result, user
loyalty to the application will develop [31].

3.11 Mobile User Satisfaction (Y1) -> User Loyalty (Y2)

The results of testing the hypothesis of mobile user satisfaction on user loyalty get a score (p = 1.521)
with p values of 0.000 (p <0.05) and t statistics of 7.081 (p> 1.96) indicating that there is a significant
positive effect between the variable mobile user satisfaction on user loyalty. The better the customer's
mobile user satisfaction, it will also increase customer loyalty. If the customer is satisfied, the customer
will recommend this news portal application to friends or relatives, this is part of customer loyalty and
a form of customer satisfaction [32].

3.12 R-Square

The R-Square method is used to determine how much the endogenous variable is influenced by other
variables. The R-Aquare value is calculated based on data analysis carried out with the smartPLS
application, as shown in the table below

Table 2. Results of R-Square Analysis
R Square R Square Adjusted

Mobile User Satisfaction (Y1) 0.969 0.968
User Loyalty (Y2) 0.683 0.662

The score in the table shows that Perceived Ease of Use, Perceived Usefulness, Trust,
Convenience, and Security affect mobile phone user satisfaction by 96.9%, while the rest is influenced
by other variables not explored in this study. Perceived Ease of Use, Perceived Usefulness, Trust,
Convenience, and Security affect user loyalty by 68.3 percent, while the rest is influenced by other
variables not explored in this study.

4. Conclusion

This conclusion is drawn based on the variables analyzed, such as customer satisfaction, customer
loyalty, and user behavior. This research is focused on news portal application users, where the
sampling technique used is random sampling, with a total sample of 100 participants. This research
uses PLS data analysis technique with SEM approach model. Based on the results of the research
above, it can be concluded that perceived ease of use, perceived usefulness, convenience, and security
affect mobile user satisfaction. The user loyalty attribute is influenced by perceived usefulness, trust,
convenience, and security, but not for perceived ease of use.
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