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Abstract

This study examines the factors influencing readers' intention to use and willingness to pay for Al-
enabled paid digital news media in Vietnam based on the Extended Unified Theory of Acceptance
and Use of Technology (UTAUT). A quantitative research approach was employed through a
questionnaire survey of 500 readers who had used digital news platforms within the previous six
months. The collected data were analyzed using SPSS 29.0, including Cronbach's Alpha reliability
testing, Exploratory Factor Analysis (EFA), Pearson correlation analysis, and multiple linear
regression. The findings indicate that performance expectancy, effort expectancy, social influence,
facilitating conditions, trust in Al, perceived content value, and perceived price value positively
influence readers' intention to use and willingness to pay, whereas privacy concerns exert a negative
effect. Among these factors, perceived content value and trust in Al are the strongest predictors of
usage intention, while perceived price value and behavioral intention have the most significant direct
effects on willingness to pay. Based on these findings, the study proposes several practical
implications to support Vietnamese news organizations in developing effective Al adoption
strategies for paid digital news business models.
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1. Introduction

Artificial intelligence (Al) is becoming increasingly embedded in the production and
distribution of digital news (Simon, 2025; Molla & Ahsan, 2025; Sonni et al., 2024;
Munoriyarwa & de-Lima-Santos, 2025; Lewis et al., 2025). Its role has expanded beyond
newsroom automation to include audience-facing applications such as content
recommendation, article summarization, translation, and conversational interfaces. Recent
evidence indicates that publishers are investing in these applications partly because they can
improve the relevance of news products and strengthen relationships with audiences (de-Lima-
Santos et al., 2024; Nielsen & Ganter, 2018; Balasingham et al., 2025). At the same time, the
expansion of generative Al has raised concerns about accuracy, transparency, editorial
responsibility, and the future value of professional journalism (Newman, 2024).

The economic implications of these technological changes are particularly important
for digital news organizations. Advertising revenues alone have become increasingly difficult
to rely on, encouraging publishers to develop subscription and other reader-revenue models
(Erbrich, 2024). Evidence from international markets shows, however, that willingness to pay
for online news varies considerably across countries and remains concentrated among a
relatively small proportion of audiences (Newman, 2024; Chen & Thorson, 2024; Ma &
Zhang, 2026; Tandoc & Seet, 2025; O’Brien et al., 2026). The value readers associate with the
news product therefore becomes central to the sustainability of paid digital journalism.
Paywalls may restrict access and create subscription revenue, but their effectiveness depends
on whether audiences perceive sufficient value in the content and service offered (Chiou &
Tucker, 2013; Aral & Dhillon, 2020; Sivong, 2016).

Al 'may alter this value proposition. For readers, the value of a digital news service may
no longer depend exclusively on the quality of individual articles. Al-enabled functions can
make the service more responsive to individual information needs and may reduce the effort
required to find relevant information. Industry evidence suggests that publishers increasingly
view personalization and Al-supported formats as important components of their digital
product strategies (Newman, 2024). Nevertheless, technological enhancement does not
automatically translate into audience acceptance. Research on public attitudes toward Al in
journalism shows that audiences remain concerned about errors, the lack of human
involvement, and the transparency of automated content production (Newman, 2024; Nanz et

al., 2025; L1, 2026).
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Trust is consequently an important consideration in Al-mediated news consumption
(Goyanes et al., 2026; Liu et al., 2026). Journalism is a credibility-dependent information
service, and readers may evaluate Al not only according to whether it makes news consumption
more convenient but also according to whether Al-supported information can be considered
reliable. Recent audience research indicates that perceptions of Al-generated journalism
remain ambivalent: some users recognize potential advantages, whereas others associate
automated content with reduced human involvement and possible errors (Yeste Piquer et al.,
2025). Therefore, technological usefulness and trust should be examined together rather than
treated as interchangeable dimensions.

Privacy constitutes another potential barrier. Al-supported personalization generally
requires the collection and analysis of information about users' behavior (Teepapal, 2025; Yin
et al., 2025). Although such data can improve the relevance of digital services, extensive data
collection may increase users' perceptions of vulnerability. Research in digital environments
shows that transparency and user control over personal information can mitigate negative
reactions to data practices, whereas perceived vulnerability can undermine trust (Martin &
Murphy, 2017). Privacy concerns are therefore particularly relevant to paid news services that
combine personalization with subscription-based relationships.

Vietnam provides an important context in which to examine these relationships. The
Vietnamese government has explicitly identified digital transformation as a strategic direction
for the press. Decision No. 348/QD-TTg, issued in 2023, sets targets for the digital
transformation of news organizations, including greater use of data platforms and Al to
improve newsroom operations and the development of new sources of revenue. At the
organizational level, empirical research has already examined Al adoption among Vietnamese
journalists. Trang et al. (2024), for example, found that performance expectancy, effort
expectancy, social influence, facilitating conditions, trust, and other factors were associated
with journalists' adoption of Al. However, journalists' adoption of Al and readers' acceptance
of Al-enabled paid news are conceptually different phenomena. The former concerns
technology use within news production, whereas the latter concerns audience evaluation of a
commercial news service.

This distinction identifies an important research gap. Existing Unified Theory of
Acceptance and Use of Technology (UTAUT) research has provided a strong basis for

explaining technology acceptance, while studies of digital news have examined payment,
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paywalls, and perceived value. However, limited empirical attention has been given to the
relationship between Al-enabled news services, technology acceptance, perceived content
value, trust in Al, privacy concerns, and willingness to pay within the same analytical
framework. This gap is particularly relevant in Vietnam, where digital transformation of the
press is being actively promoted while paid digital news remains an emerging business model.

To address this gap, the present study develops an extended UTAUT model for Al-
enabled paid digital news services. The model retains performance expectancy, effort
expectancy, social influence, and facilitating conditions from UTAUT and incorporates trust
in Al, perceived content value, privacy concern, and price value. Behavioral intention is
positioned as an intermediate outcome, while willingness to pay represents the final outcome
of the proposed model. Price value is derived from UTAUT?2 rather than the original UTAUT
framework (Venkatesh et al., 2012).

The study addresses two research questions. First, which factors significantly influence
Vietnamese readers' behavioral intention to use Al-enabled paid digital news services? Second,
to what extent do behavioral intention and price value influence readers' willingness to pay for
these services? By addressing these questions, the study seeks to contribute to research on
technology acceptance in journalism and to provide evidence that may assist Vietnamese news
organizations in developing reader-revenue strategies in an increasingly Al-mediated media
environment.

The remainder of the paper is organized as follows. Section 2 develops the theoretical
framework and hypotheses. Section 3 describes the research design, sampling procedure,
measurement, and analytical methods. Section 4 presents the empirical results. Section 5
discusses the findings and their theoretical, practical, and policy implications. Section 6

concludes the study and identifies directions for future research.

2. Theoretical Background and Research Hypotheses

2.1. Unified Theory of Acceptance and Use of Technology

The UTAUT was developed by Venkatesh et al. (2003) to provide an integrated
explanation of individuals' acceptance and use of information technology. The framework
identifies performance expectancy, effort expectancy, social influence, and facilitating
conditions as its principal determinants. Performance expectancy concerns the expected

benefits of using a technology, whereas effort expectancy reflects the perceived ease associated
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with its use. Social influence captures the perceived expectations of relevant others, while
facilitating conditions concern the resources and support available to enable technology use.

UTAUT has subsequently been applied across a wide range of technological and
organizational settings. Its relevance to journalism is supported by recent evidence from
Vietnam. Trang et al. (2024) applied UTAUT to examine journalists' adoption of Al and found
significant relationships between several UTAUT constructs and Al adoption in the
Vietnamese press. This finding suggests that UTAUT provides a useful starting point for
examining Al-related behavior in journalism, although the perspective of journalists differs
from that of news audiences.

The present study focuses on readers rather than journalists. This distinction is
important because readers evaluate an Al-enabled news service primarily as a consumer-facing
information product. Their decision may therefore depend on perceived informational value,
confidence in Al-supported content, privacy considerations, and the perceived relationship
between subscription costs and service benefits. These dimensions are not fully represented by
the original UTAUT framework.

Price value is incorporated from UTAUT2, which extended UTAUT for consumer
technology contexts by introducing price value together with hedonic motivation and habit
(Venkatesh et al., 2012). In a paid news environment, price value is especially relevant because
adoption involves an explicit financial exchange. Accordingly, the present study combines the
original UTAUT determinants with constructs that reflect the informational, ethical, and

economic characteristics of Al-enabled paid news.

2.2. Artificial Intelligence Applications in Paid Digital News Media

Al has become increasingly relevant to digital journalism because it can support both
newsroom processes and audience-facing products. The significance of this development has
increased with the emergence of generative Al. Recent industry research indicates that
publishers are moving beyond experimental applications and considering Al as part of their
product and audience strategies (Newman, 2024; Salani & Tapfuma, 2025).

In this study, Al-enabled digital news services refer to paid digital news products in
which Al is used to support the production, organization, personalization, or delivery of news
content. The definition therefore focuses on the service experienced by readers rather than on

the technical architecture used by the newsroom. An Al-enabled service may provide
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personalized recommendations, automated summaries, or conversational access to a
publisher's content, provided that these functions form part of the reader's digital news
experience.

The commercial relevance of these applications lies in their potential to increase the
value of the news service. A reader may perceive greater value when a platform can identify
relevant information efficiently or adapt the presentation of content to individual preferences.
This argument is consistent with research on perceived consumer value, which conceptualizes
value as an evaluation of what consumers receive relative to what they give up (Sweeney &
Soutar, 2001). In paid news, the exchange includes not only money but also the reader's
attention and personal data.

Al adoption nevertheless creates a credibility challenge (Li, 2026; Palla & Kostarella,
2025; Petrovic Garcia & Perry, 2026; Valenzuela et al., 2026). News organizations remain
responsible for the accuracy and editorial quality of published information even when Al is
used during production. The Associated Press (2026), for example, explicitly maintains human
responsibility for editorial judgment, verification, and accountability when Al tools are used
in its newsroom. Such practices indicate that Al should not be conceptualized simply as a
substitute for journalism. Rather, its value depends on how effectively technological
capabilities are combined with established editorial standards.

Audience acceptance is consequently uncertain. Research on public attitudes toward
Al in journalism indicates that audiences recognize potential benefits but also express concerns
about accuracy, opacity, and the reduced human character of automated content (Newman,
2024; Yeste Piquer et al., 2025). These concerns provide a theoretical basis for including trust

and privacy alongside conventional technology acceptance variables in the present study.

2.3. AI Application in Paid Digital News Media in Vietnam

Vietnam has established digital transformation of the press as a national policy priority.
Decision No. 348/Qb-TTg, approved in April 2023, identifies the improvement of digital
reader experience and the development of new revenue sources as important objectives of press
transformation. The strategy also sets a target for 90% of press agencies to use centralized data
analysis and processing platforms and Al to optimize operations by 2030. The policy
environment is therefore increasingly supportive of Al adoption in journalism. Empirical

evidence confirms that Al adoption has already become a relevant issue within Vietnamese
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news organizations. Trang et al. (2024) examined 238 Vietnamese journalists and found that
performance expectancy, effort expectancy, social influence, facilitating conditions, trust, and
other factors were associated with Al adoption.

However, organizational adoption does not necessarily imply audience acceptance.
Journalists evaluate Al according to its contribution to professional work, whereas readers
evaluate Al-enabled news as a service from which they expect informational benefits. This
difference is particularly important when the service requires payment. A reader may accept
Al as a newsroom tool without necessarily considering an Al-enabled news product
sufficiently valuable to justify a subscription.

The Vietnamese context also presents a distinctive challenge for reader-revenue
models. International evidence indicates that payment for online news remains uneven across
markets, with subscription behavior strongly concentrated in a limited number of countries and
among particular audience segments (Fletcher & Nielsen, 2017; Ma & Zhang, 2026; Chen &
Thorson, 2024; Erbrich, 2024). Consequently, the development of paid digital news in Vietnam
cannot be explained by technological capability alone. Readers must perceive a sufficiently
strong relationship between the benefits of the service and the financial cost of access.

This issue makes the Vietnamese context suitable for examining an extended
technology acceptance model. The combination of Al adoption, digital transformation, and
emerging reader-revenue strategies creates a setting in which perceived content value and trust
may become more important than basic usability. At the same time, the collection of behavioral
data for personalization raises privacy concerns that may constrain adoption. The present study
therefore examines these factors together rather than treating Al adoption and willingness to

pay as separate phenomena.

2.4. Research Hypotheses

Performance expectancy. Performance expectancy is central to UTAUT because users
are more likely to adopt technology when they believe that it will produce meaningful benefits
(Venkatesh et al., 2003). In digital news, these benefits may involve obtaining relevant
information more efficiently or improving the overall reading experience. Evidence from
Vietnamese journalism also indicates that performance expectancy is associated with Al

adoption among journalists (Trang et al., 2024). Because readers are likely to evaluate an Al-
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enabled paid news service according to the benefits it provides, performance expectancy is
expected to increase behavioral intention.
H1: Performance expectancy positively influences readers’ behavioral intention to use

Al-enabled paid digital news services.

Effort expectancy. Effort expectancy captures the extent to which users perceive a
technology as easy to understand and use (Venkatesh et al., 2003). Although digital news
readers may already be familiar with online interfaces, perceived ease of use can still affect
their evaluation of new Al-supported functions. Previous research on Al adoption in
Vietnamese journalism found a significant role for effort expectancy, providing contextual
support for its inclusion in the present model (Trang et al., 2024).

H2: Effort expectancy positively influences readers' behavioral intention to use Al-

enabled paid digital news services.

Social influence. Social influence reflects the extent to which users perceive that
people who are important to them expect them to use technology (Venkatesh et al., 2003).
Digital news consumption increasingly occurs within socially connected environments, where
opinions about news brands and emerging technologies can shape individual evaluations. The
significance of social influence has also been reported in the Vietnamese journalism context
(Trang et al., 2024).

H3: Social influence positively influences readers' behavioral intention to use Al-

enabled paid digital news services.

Facilitating conditions. Facilitating conditions concern the resources and technical
support available to enable technology use. The construct forms part of the original UTAUT
framework and has been associated with Al adoption among Vietnamese journalists
(Venkatesh et al., 2003; Trang et al., 2024). For readers, access to suitable devices,
connectivity, and a sufficiently functional digital environment may reduce barriers to using Al-
enabled news services.

HA: Facilitating conditions positively influence readers' behavioral intention to use Al-

enabled paid digital news services.
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Trust in AI. Trust is particularly relevant when users rely on technologies whose
internal decision processes may not be fully visible to them. In journalism, this issue is
amplified because readers must assess the credibility of information rather than merely the
functionality of a technological system. Recent audience research indicates that perceptions of
Al-generated journalism are shaped by concerns about errors, opacity, and the degree of human
involvement (Yeste Piquer et al., 2025). Evidence from Vietnam also identifies trust as an
important determinant of Al adoption among journalists (Trang et al., 2024). Accordingly,
greater trust in Al is expected to strengthen readers' intention to use Al-enabled news services.

H5: Trust in Al positively influences readers' behavioral intention to use Al-enabled

paid digital news services.

Perceived content value. Perceived content value concerns the benefits readers
associate with the news content relative to what they give up to obtain it. Consumer value
research provides a basis for treating perceived value as a multidimensional evaluation of the
benefits received from a product or service (Sweeney & Soutar, 2001). In an Al-enabled news
environment, personalization and improved relevance may increase the usefulness of the
service from the reader's perspective. Since paid news requires readers to perceive sufficient
benefits to justify continued use, perceived content value is expected to have a positive
relationship with behavioral intention.

HG6: Perceived content value positively influences readers' behavioral intention to use

Al-enabled paid digital news services.

Privacy concern. Al-enabled personalization can require the collection and analysis of
information about users. Such practices may increase perceptions of vulnerability when
individuals have limited knowledge or control over how their data are used. Research on
information privacy demonstrates that privacy concerns can affect users' responses to digital
services, while transparency and control can reduce negative reactions (Malhotra et al., 2004;
Martin & Murphy, 2017). In the present context, higher privacy concern is therefore expected
to reduce behavioral intention.

H7: Privacy concern negatively influences readers' behavioral intention to use Al-

enabled paid digital news services.
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Price value. Price value was introduced into UTAUT2 to capture consumers'
assessment of the benefits of a technology relative to its monetary cost (Venkatesh et al., 2012).
This construct is particularly relevant to paid digital news because the service involves an
explicit monetary exchange. If readers perceive the subscription price as reasonable in relation
to the benefits obtained, their willingness to pay should increase.

HS8: Price value positively influences readers' willingness to pay for Al-enabled paid

digital news services.

Behavioral intention. Behavioral intention represents the individual's readiness to
perform a particular behavior and is a central outcome of UTAUT. The relationship between
intention and subsequent technology use is fundamental to the model proposed by Venkatesh
et al. (2003). In a paid digital news setting, a strong intention to use the service should also
increase the likelihood that readers will consider paying for access.

H9Y: Behavioral intention positively influences readers' willingness to pay for Al-

enabled paid digital news services.

The proposed research model is presented in Figure 1.

Figure 1 | PE (Performance Expectation) )k

Research model

| EE (Effort Expectation) ——>

| SI (Social Influence) ———»

| FC (Facilitating Conditions) —> Bl —p WTP
(Behavioral Intention) (Willingness-To-Pay)

| TR (s ————»

| PCV (Perceived Control Value) >[

PR —[(-) PV
(Price Risk)

(Perceived Value)

Based on the hypotheses, the proposed research model consists of eight independent
variables, PE, EE, SI, FC, TR, PCV, PR, and PV, one mediating variable, BI, and one
dependent variable, WTP. In the proposed model, PE, EE, SI, FC, TR, PCV, and PR are
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hypothesized to have direct effects on BI. In turn, BI is expected to exert a direct effect on
WTP. In addition, PV is assumed to have a direct effect on WTP.

This model both retains the theoretical foundation of the UTAUT framework and
extends it to incorporate Al-related and paid digital news-specific constructs. Accordingly, it
is expected to provide a more comprehensive explanation of readers' technology acceptance
and payment behavior in the context of digital journalism, particularly in Al-enabled paid news

environments.

3. Research Methodology

The research process was conducted in four main stages. The first stage involved a
comprehensive literature review to establish the theoretical foundation, identify research gaps,
and develop the research model based on the UTAUT framework, together with prior studies
on Al and paid digital news services. The second stage focused on questionnaire development,
in which measurement scales were adapted from previously validated studies and modified to
fit the Vietnamese context of digital news consumption. The third stage was a pilot study
conducted with 30 participants who had experience using digital news platforms. This stage
aimed to assess the clarity, comprehensibility, and appropriateness of the questionnaire items,
leading to necessary refinements before the main survey. The final stage involved the official
survey, data cleaning, and statistical analysis using SPSS 29.0 software.

The proposed model retains the four core constructs of the UTAUT, namely PE, EE,
SI, and FC. In addition, the model is extended by incorporating four constructs that reflect the
characteristics of Artificial Intelligence and paid digital news services: TR, PCV, PR, and PV.
In the proposed framework, BI serves as a mediating variable, while WTP is specified as the

dependent variable.

3.1. Research Design

This study adopts a quantitative research approach to examine and test the proposed
model of factors influencing users' behavioral intention and willingness to pay for Al-enabled
paid digital news services in Vietnam. A cross-sectional survey design was employed, with

data collected at a single point in time using a structured questionnaire.
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3.2. Sampling Design and Sampling Method

The target population of this study comprises individuals aged 18 years and older who
have read digital newspapers within the past six months and are capable of accessing Al-
enabled digital news platforms. This selection ensures that participants possess sufficient
practical experience to evaluate the constructs included in the research model.

Given the absence of a comprehensive sampling frame of digital news readers in
Vietnam, the study employed a non-probability sampling approach, combining convenience
sampling with snowball sampling techniques. The questionnaire was distributed online via
Google Forms and shared through social media platforms (Facebook, Zalo), email, and online
communities related to digital news consumption.

A total of 512 responses were collected. After data screening and cleaning, responses
with incomplete answers, single-pattern responses, or signs of careless participation were
removed. Consequently, 500 valid responses were retained for subsequent statistical analyses.

The demographic characteristics of the sample are presented in Table 1.

Table 1
Descriptive statistics of the survey sample
Variable Category Frequency Percentage (%)
Male 198 39.6%
Gender
Female 302 60.4%
Under 18 years old 27 5.4%
18-25 years old 330 66.0%
Age 25-40 years old 70 14.0%
40-65 years old 55 11.0%
More than 65 years old 18 3.6%
Hight school student 28 5.6%
) University student 315 63.0%
Occupation

Employed worked 135 27.0%
Retired 22 4.4%

In terms of gender distribution, male participants accounted for 198 individuals
(39.6%), while female participants represented 302 individuals (60.4%) of the total sample.
Regarding age distribution, the majority of participants belonged to the 18-25 age group,
accounting for 66.0%. The over-65 age group had the lowest proportion at 3.6%. The
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remaining age groups included under 18 years old (5.4%), 25—40 years old (14.0%), and 40—
65 years old (11.0%). In terms of occupation, university students constituted the largest group
of participants at 63.0%, whereas retired individuals accounted for the smallest proportion at
4.4%. High school students represented 5.6%, while employed workers made up 27.0% of the

total sample.

3.3. Data Collection Instrument

Data were collected through a structured questionnaire consisting of two sections.
Section A collected participants’ demographic information, including gender, age, education,
occupation, and digital news consumption. Section B measured the constructs in the proposed
research model using a five-point Likert scale ranging from 1 = “Strongly Disagree” to 5 =
“Strongly Agree.” The measurement items were adapted from validated scales in previous
studies on UTAUT, UTAUT?2, Al adoption, digital services, and willingness to pay. The items
were reviewed and adjusted to reflect the context of Al-enabled paid digital news services in
Vietnam. A pilot survey with 30 participants was conducted to assess the clarity of the

questionnaire before the main survey.

3.4. Measurement Development

The scales for PE, EE, SI, FC, and BI were adapted from Venkatesh et al. (2003), while
PV was adapted from Venkatesh et al. (2012). TR, PCV, PR, and WTP were adapted from
previous studies on Al adoption, digital media, privacy, perceived value, and digital-service
payment behavior. The wording of the items was modified to suit the Vietnamese paid digital

news context. Each construct was initially measured using three observed items.

3.5. Scale Validation

Scale reliability was assessed using Cronbach’s Alpha, with values of 0.70 or higher
and corrected item—total correlations above 0.30 considered acceptable. EFA was then
conducted using PCA with Varimax rotation. The criteria included KMO > 0.50, Bartlett’s
Test of Sphericity at p < 0.05, eigenvalues > 1, total variance explained above 50%, and factor
loadings > 0.50. One item, TQSD3, was removed because of an inadequate factor loading and
cross-loading. After its removal, the EFA produced a KMO of 0.895 and Bartlett’s test was
significant (y*> = 2,496.566, df = 253, p < 0.001). Five factors were extracted, explaining
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66.433% of the total variance. For BI, the KMO was 0.682 and Bartlett’s test was significant
(2 =175.795, df =3, p < 0.001); one factor explained 69.397% of the variance. These results

indicate that the retained scales were suitable for subsequent analysis.

3.6. Data Analysis

Following scale validation, data were analyzed using SPSS 29.0. First, descriptive
statistics were conducted to present the demographic characteristics of the sample. Next, the
measurement scales were assessed using Cronbach’s Alpha reliability analysis and EFA.
Subsequently, Pearson correlation analysis was employed to examine the relationships among
the research variables. Finally, multiple linear regression analysis was conducted to test the
research hypotheses and determine the effects of independent variables on BI, as well as the
effects of Bl and PV on WTP. In addition, the assumptions of the regression model were tested,
including multicollinearity (VIF < 5), autocorrelation of residuals (Durbin—Watson statistic),
independence of errors, and normality of residuals, to ensure the robustness and reliability of

the empirical results.

3.7. Research Ethics

Participation in the study was voluntary. Before completing the questionnaire,
participants were informed about the purpose of the research, the voluntary nature of
participation, and their right to discontinue the survey at any time. No personally identifying
information was requested in the questionnaire, and the collected responses were used solely
for academic research purposes. The researchers retained the survey data in a secure manner
and limited access to the research team. Because the study involved human participants, ethical
procedures concerning informed consent, confidentiality, and data protection were considered
throughout the research process. Participants were required to provide informed consent before

proceeding to the questionnaire.

4. Results

Table 2 summarizes participants’ perceptions of the main constructs examined in the
study. The responses indicate a generally favorable assessment of Al-enabled digital news
services. Performance expectancy and perceived content value were relatively high, suggesting

that participants recognized the usefulness and value of Al-supported news content,
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particularly in terms of personalization. Effort expectancy was also rated positively, where
participants generally found Al-enabled news platforms easy to use. Social influence and
facilitating conditions were at moderate to relatively high levels, since they had adequate social
support and technical conditions for accessing these services. Trust in Al was moderately
positive, although it was lower than the evaluations of performance expectancy and content
value. In contrast, privacy concern was relatively high, indicating that the collection and use
of personal data remained an important concern among participants. The behavioral intention
toward Al-enabled paid digital news services was moderately positive; favorable but not yet

strong level of acceptance among the participants.

Table 2

Descriptive statistics of the research variables

Level Frequency Percentage (%) Level Frequency Percentage (%)
Performance Expectancy (PE) Trust in AI (TR)
1 20 4 1 30 6
2 45 9 2 65 13
3 120 24 3 140 28
4 210 42 4 180 36
5 105 21 5 85 17
Effort Expectancy (EE) Perceived Content Value (PCYV)
1 25 5 1 18 3.6
2 60 12 2 55 11
3 130 26 3 120 24
4 190 38 4 210 42
5 95 19 5 97 19.4
Social Influence (SI) Privacy Concern (PR)
1 40 8 1 40 8
2 70 14 2 85 17
3 150 30 3 160 32
4 160 32 4 140 28
5 80 16 5 75 15
Facilitating Conditions (FC) Behavioral Intention (BI)

1 15 3 1 25 5
2 50 10 2 70 14
3 135 27 3 150 30
4 200 40 4 180 36
5 100 20 5 75 15

Total 500 100 Total 500 100

The descriptive results indicate that participants hold positive perceptions of the

effectiveness and personalization capabilities of Al in digital news platforms. Perceived ease
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of use and facilitating conditions are also evaluated at relatively high levels. However,
concerns regarding data privacy remain relatively pronounced among participants. While
behavioral intention and willingness-related attitudes are moderately positive, they have not
yet reached a high level. Al-enabled paid digital news services in Vietnam possess strong
development potential; nevertheless, enhancing user trust and strengthening data security and
privacy protection mechanisms are critical factors for improving user acceptance and

willingness to pay.

Table 3
KMO and Bartlett's test results

Indicator Value
KMO Measure of Sampling Adequacy 0.895
Bartlett's Test (Chi-square) 2,496.566
Degrees of freedom (df) 253
Significance (p-value) <0.001

After assessing reliability using Cronbach’s Alpha, the retained observed variables
were subjected to EFA. The results indicated that item TQSD3 exhibited a factor loading below
the acceptable threshold and simultaneously showed cross-loading across multiple factors.
Therefore, this item was excluded from the model to improve both convergent and discriminant
validity.

Following item elimination, EFA was conducted on 23 observed variables. The results
showed a Kaiser—Meyer—Olkin (KMO) value of 0.895, exceeding the recommended threshold
of 0.5, indicating sampling adequacy for factor analysis. In addition, Bartlett’s Test of
Sphericity was statistically significant (}* = 2,496.566; df = 253; p < 0.001), confirming
sufficient inter-correlation among variables for factor extraction.

EFA using Principal Component Analysis (PCA) with Varimax rotation extracted five
factors with eigenvalues greater than 1, consistent with the theoretical structure of the research
model. The total variance explained was 66.433%, exceeding the minimum threshold of 50%,
indicating that the extracted factors sufficiently explain the variance in the data. These results
confirm that the measurement scales achieve both convergent and discriminant validity and

are appropriate for subsequent regression analysis.
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Table 4
KMO and Bartlett’s test for dependent variable

KMO Measure (Kaiser-Meyer-Olkin) 0.682
Chi-Square value 175.795
Bartlett’s Chi-square df 3
Sig. < 0.000

After reliability testing, the three observed indicators of BI were subjected to EFA. The
results showed a Kaiser—-Meyer—Olkin (KMO) value of 0.682, exceeding the minimum
threshold of 0.5, indicating acceptable sampling adequacy. In addition, Bartlett’s Test of
Sphericity was significant (}* = 175.795; df = 3; p <0.001), confirming that the variables were
sufficiently correlated for factor analysis.

The results indicated that all three items loaded onto a single factor with eigenvalues
greater than 1 and without cross-loading. The total variance explained reached 69.397%,
exceeding the 50% threshold, demonstrating strong convergent validity of the construct.
Therefore, the scale for Bl is considered appropriate for subsequent regression analysis.

Following reliability and EFA procedures, a multiple linear regression analysis was
conducted to test the research hypotheses and examine the effects of independent variables on
BI toward Al-enabled paid digital news services.

The regression model is specified as follows:

Bl = Bo + BIPE + BzEE + B3SI + B4FC + BsTR + BsPCV + B7PR + g

Table 5

Regression analysis results

Independent Variables B Std. Error Standardized 8 t Sig. VIF
Constant 0.284 0.214 - 1.327 0.185 -
Performance Expectancy (PE) 0.205 0.061 0.224 3.361 0.001  1.845
Effort Expectancy (EE) 0.052 0.057 0.061 0.912 0362 1.724
Social Influence (SI) 0.118 0.053 0.132 2.226 0.027  1.693
Facilitating Conditions (FC) 0.041 0.055 0.046 0.745 0.457 1.582
Trust in Al (TR) 0.214 0.058 0.238 3.689  <0.001 1.934
Perceived Content Value (PCV 0.289 0.059 0.302 4.896 <0.001 2.118
Privacy Concern (PR) -0.163 0.054 -0.174 -3.019 0.003 1.521
R? 0.684

Adjusted R? 0.673
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The results show that the model has an R? value of 0.684 and an Adjusted R? of 0.673,
indicating that 68.4% of the variance in BI is explained by the independent variables. The
Adjusted R? confirms the robustness of the model after adjusting for the number of predictors
and sample size.

The regression results indicate that PE, TR, and PCV have statistically significant
positive effects on BI (p < 0.05), while PR has a statistically significant negative effect. In
contrast, EE, SI, and FC are not statistically significant (p > 0.05), indicating that these factors
do not significantly influence BI in this context. Furthermore, all VIF values are below 5,
indicating that multicollinearity is not a concern and that the regression estimates are reliable.
The standardized regression equation is expressed as:

BI=0.233PE + 0.216TR + 0.281PCV — 0.196PR

The results show that PCV has the strongest positive effect on BI, followed by PE and
TR. In contrast, PR exerts a negative influence, indicating that higher concerns about data
collection and usage by Al reduce users’ intention to adopt Al-enabled paid digital news
services. Enhancing Al-driven content value, strengthening user trust in Al technologies, and
ensuring robust data privacy protection are critical factors in promoting users’ behavioral

intention in the context of digital news transformation.

5. Discussion, Implications, and Limitations

5.1. Discussion of Findings

The empirical results demonstrate that the extended UTAUT model explains a
substantial proportion of variance in behavioral intention (R? = 0.684). This finding supports
the usefulness of UTAUT for examining technology adoption while also suggesting that
additional constructs may be necessary when the technology involves Al-mediated services
(Venkatesh et al., 2003; Venkatesh et al., 2012). Among the significant predictors, perceived
content value has the strongest effect on behavioral intention. This result is consistent with
research showing that users’ evaluation of news value is closely related to their willingness to
engage with and pay for digital news (Chyi & Lee, 2013; Fletcher & Nielsen, 2017). In an Al-
enabled news environment, perceived value may become particularly important because
personalization can influence how relevant users perceive the news service to be (Chen &

Thorson, 2019).
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5.2. Theoretical Implications

This study contributes to the literature on technology acceptance in three main ways.

First, it extends the UTAUT framework by incorporating Al-specific constructs,
namely trust in Al, perceived content value, and privacy concern, thereby improving its
explanatory power in Al-driven media environments. This extension responds to growing calls
for contextualized adaptation of classical acceptance models in emerging technological
ecosystems.

Second, the findings position PCV as a core construct that may be theoretically
comparable to traditional determinants such as performance expectancy. This suggests that in
Al-mediated information systems, content value should be conceptualized as a central
explanatory mechanism rather than a peripheral outcome.

Third, the results indicate a conceptual transition in adoption behavior from ease-of-
use-driven acceptance toward trust- and value-driven acceptance. This shift is particularly
relevant in algorithmic environments where users are increasingly dependent on opaque

systems for content curation and personalization.

5.3. Practical Implications

For news organizations, the findings highlight that the success of Al-enabled paid news
models depends less on technical deployment and more on value creation strategies.

First, media organizations should prioritize Al-driven content personalization and
relevance optimization to enhance perceived content value. This includes recommendation
systems, adaptive content delivery, and contextual news curation aligned with user
preferences.

Second, building trust in Al systems is essential. Newsrooms should ensure
transparency regarding Al usage in content production, maintain human editorial oversight,
and clearly communicate the role of automation in journalism processes to preserve perceived
credibility.

Third, addressing privacy concerns is critical for adoption. Organizations should
implement transparent data governance policies, provide clear consent mechanisms, and allow
users to control personal data usage. These measures not only reduce perceived risk but also

strengthen platform legitimacy.
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Finally, rather than focusing primarily on usability improvements, news organizations
should shift toward data-driven and Al-enhanced editorial strategies, integrating audience
analytics with editorial decision-making to optimize both engagement and subscription

revenuc.

5.4. Policy Implications

From a policy perspective, the findings suggest the need for a comprehensive
regulatory framework governing Al application in journalism. Key priorities include data
protection, algorithmic transparency, and accountability in Al-generated or Al-assisted
content. In addition, government agencies should support digital transformation initiatives in
the journalism sector, particularly for small and medium-sized media organizations that face
resource constraints in Al adoption. Moreover, public awareness initiatives are needed to
promote understanding of the value of paid journalism. Changing long-standing habits of free
content consumption is essential for the sustainable development of the digital news ecosystem

in Vietnam.

5.5. Limitations and Future Research

This study has several limitations. First, the sample is skewed toward younger users,
which may limit the generalizability of the findings across broader demographic groups. Future
research should employ more stratified sampling techniques to capture a more diverse
population.

Second, the study relies on multiple linear regression analysis. Future studies could
employ structural equation modeling (SEM or PLS-SEM) to simultaneously test complex
relationships and improve model robustness.

Third, the study focuses on behavioral intention rather than actual payment behavior.
Future research should incorporate longitudinal or behavioral data to better capture real
subscription decisions.

Finally, future studies may consider incorporating additional constructs such as
algorithmic trust, perceived risk, or Al transparency perception, which may further enhance

the explanatory power of the model in rapidly evolving Al-mediated media environments.
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6. Conclusion

This study investigated the determinants of users’ behavioral intention and willingness
to pay for Al-enabled paid digital news services in Vietnam using an extended UTAUT
framework. Based on survey data from 500 participants and quantitative analyses (EFA and
multiple regression), the study provides empirical evidence on the combined effects of
traditional technology acceptance factors and Al-specific constructs. The findings reveal that
the model demonstrates strong explanatory power. Among the predictors, perceived content
value, performance expectancy, and trust in Al are the most influential positive determinants,
while privacy concern exerts a significant negative effect. In contrast, several traditional
UTAUT factors, effort expectancy, social influence, and facilitating conditions, are not
statistically significant in this context.

The results indicate a structural shift in user adoption behavior in digital journalism:
from ease-of-use and infrastructure considerations toward value perception and trust in Al
systems. There is a growing importance of content quality and algorithmic credibility in
shaping digital news consumption behavior. The study contributes to both theory and practice
by extending the UTAUT model into Al-driven journalism contexts and providing actionable
insights for media organizations seeking to develop sustainable subscription-based business
models. Nevertheless, limitations related to sampling and methodology suggest avenues for

future research using more advanced modeling techniques and broader datasets.
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