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Abstract

Purpose – This research aims to test the effects of attitude, perceived behavioral control (PBC), subjective
norm and perceived quality of official coronavirus disease 2019 (COVID-19) websites on intention to use official
COVID-19 websites.
Design/methodology/approach – This study collected data using an online questionnaire. It involved 120
Indonesians who used official COVID-19 websites. The data were analyzed using the multiple regression
analysis.
Findings –This research found that intention to use official COVID-19websites is significantly and positively
affected by the quality of the website, attitude and subjective norm. PBC does not influence intention to use
official COVID-19 websites.
Research limitations/implications – This research was only conducted in the context of Indonesians.
Furthermore, a convenience sampling technique was applied. Future research should be done in a different
context with larger samples to test the generalization of this research’s findings.
Practical implications –To improve intention to use official COVID-19 websites, people must be directed to
have a positive attitude toward the website. The developer must ensure the quality of the website. It is also
essential to involve leaders and public figures whose opinions might be able to sway citizens to use official
COVID-19 websites consistently.
Originality/value – This research is the first one of its kind that studied citizens’ intention to use official
COVID-19 websites.
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Introduction
Background
Coronavirus disease 2019 (COVID-19) is currently a serious problem that is faced by many
countries. It has infected more than 24 m people around the world as of August 27, 2020
(Worldmeters, 2020a). COVID-19 has also claimed more than 820,000 lives as of August 27,
2020 Worldmeters (2020a). Furthermore, the World Health Organization (WHO) has
determined COVID-19 as a pandemic (Cucinnota and Vanelli, 2020).

COVID-19was caused by a new strain of coronavirus (Sohrabi et al., 2020). The spreadwas
relatively fast (Rio andMalani, 2020). Furthermore, the strategy tominimize the spreadmight
also be relatively hard because a number of patients did not show clear symptoms (Inui et al.,
2020). The efforts to flatten the curve depended heavily on the people’s health-related
behaviors, such as social distancing, hand washing and improving the immune system
(World Health Organization, 2020b).

Health education is needed for people to conduct health-related behaviors effectively and
efficiently. During a pandemic, health educations can be initiated through websites and other
online media. Although web-based education could potentially reach a broad audience
swiftly, the challengewas to encourage the usage of thewebsite (Wall, 2007). Previous studies
have confirmed that website usage depended on intention to use thewebsite (Rana et al., 2017;
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Valaei and Baroto, 2017; Xie et al., 2017). Therefore, studies regarding intention to use
educational websites related to COVID-19 become important.

Research gaps
In Indonesia, the central and local governments have provided official COVID-19 websites
that contain information on health-related behaviors. For example, www.covid19.go.id
(national portal), www.infeksiemerging.kemkes.go.id (health ministry), www.corona.jakarta.
go.id (Indonesia’s capital city), www.infocorona.bantenprov.go.id (Banten local government),
www.pikobar.jabarprov.go.id (West Java local government) and www.corona.jatengprov.go.
id (Central Java local government).

Regarding web-based health education during the COVID-19 pandemic, Indonesia is one
of the countries that are important to be studied due to two main reasons. First, there are 160
165 people infected and 6,944 casualties in Indonesia as of August 27, 2020 (Worldmeters,
2020a). The death rate of Indonesia (4.3%) is higher than global death rate (3.4%)
(Worldmeters, 2020a). Second, in Indonesia, the government used official COVID-19 websites
as a tool for educating and informing citizens regarding COVID-19. The government
promoted that the official COVID-19 website is the valid main source of information
regarding COVID-19 for citizens, so that the other information that is obtained by citizens
should be validated with the information in the website. Furthermore, in the social media
platform, the government also directed the citizens to visit the official COVID-19 website in
order to get the COVID-19 information.

For the official COVID-19 websites to be effective educational outlets, citizens must be
encouraged to use them. The websites would be fruitless if no one reads them. Therefore, it is
essential to understand the factors that influence intention to use official COVID-19 websites.
Unfortunately, there was no study that specifically investigated the influencing factors of
intention to use official COVID-19 websites.

Using official COVID-19 websites can be categorized as a health-related behavior. In the
literature, researchers have been discussing health-related behaviors, including the use of
health-related websites (Wall, 2007; Whitten et al., 2008; Czaja et al., 2013). However, there is
no researcher that has investigated intention to use official COVID-19 websites.

One of the most used theories to explain health-related behaviors is the theory of planned
behavior (TPB). Based on the TPB, intention to use official COVID-19 websites may be
affected by three factors: attitude, perceived behavioral control (PBC) and subjective norm
(Ajzen, 1991). Aside from those factors, perceived quality also may play a vital role in
influencing intention to use official COVID-19 websites. Several researchers have identified
the significant impact of perceived quality on intention to use a website (e.g. Delone and
McLean, 2003; Lee and Lin, 2005; Kim andNiehm, 2009; Valaei andBaroto, 2017). Therefore, it
is important to study the effects of attitude, PBC, subjective norm and perceived quality on
the intention to use official COVID-19 websites. Previous studies have not discussed this.

Research’s objectives
To fill the knowledge gap, this research seeks to test the effects of attitude, PBC, subjective
norm and perceived quality on intention to use official COVID-19 websites. More specifically,
this research aims to answer the questions below:

(1) Does attitude affect intention to use official COVID-19 websites?

(2) Does PBC affect intention to use official COVID-19 websites?

(3) Does subjective norm affect intention to use official COVID-19 websites?

(4) Does perceived quality affect intention to use official COVID-19 websites?
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Literature review and hypotheses
Intention to use official coronavirus disease 2019 websites
Intention is an important concept in the literature that discussed health-related behaviors,
including behaviors to use health-related websites. In the TPB, intention is a key factor that
formed a behavior (Ajzen, 1991). Generally, intention could be defined as “the motivational
factors that influence behavior; they are indications of how hard people are willing to try, of
how much of an effort they are planning to exert, in order to perform the behavior” (Ajzen,
1991). Thus, intention to use official COVID-19 websites can be defined as a tendency that
represents the strength of one’s motivation to use the website.

In the health-related behaviors literature, intention can be affected bymany factors. Based
on the TPB and the literature on health-related behaviors, including the literature on the use
of health-related websites, this research proposed four determining factors of intention to use
official COVID-19websites, which are attitude, PBC, subjective norm and perceived quality of
official COVID-19 websites. Visually, the conceptual model of this research can be seen in
Figure 1.

Attitude
Attitude is a vital factor in forming one’s intention to perform a behavior (Ajzen, 1991). The
two critical behavior theories, the TPB and the theory of reasoned action (TRA), have
uncovered the importance of attitude (Ajzen, 1991). Attitude, in the original articles of the
TPB, was defined as “the degree to which a person has a favorable or unfavorable evaluation
or appraisal of the behavior in question” (Ajzen, 1991). In this research, attitude is one’s
favorable or unfavorable evaluation of the use of official COVID-19 websites.

According to the TPB, attitude has a positive impact on intention (Ajzen, 1991). In the
context of website usage studies, several researchers have found a positive impact of attitude
on intention to use a website (Lee, 2009; Limbu et al., 2012; Xie et al., 2017). Thus, this research
proposed that attitude toward the use of official COVID-19 websites positively affects
intention to use official COVID-19 websites. The first hypothesis is as follows:

H1. Attitude toward the use of official COVID-19 websites positively influences intention
to use official COVID-19 websites for people in Indonesia.

Subjective norm
Subjective norm is an essential factor in the literature related to behaviors. The importance of
it is highly considered in the TRA and the TPB. Subjective norm represents how one’s
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Figure 1.
Theconceptual model
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behavior is influenced by the people around him/her (Venkatesh and Davis, 2000). According
to Ajzen (1991), subjective norm is “the perceived social pressure to perform or not to perform
the behavior.” In this research, subjective norm refers to one’s perception of social pressure in
utilizing official coronavirus disease 2019 websites.

According to the TPB, subjective norm has a positive impact on intention (Ajzen, 1991).
Empirically, previous studies have proven the positive impact of subjective norm on intention
to use website (Nasri and Charfeddine, 2012; Rana et al., 2017; Xie et al., 2017). A similar effect
is also predicted in the case of the official COVID-19 website. Therefore, the second
hypothesis is as follows:

H2. Subjective norm positively affects intention to use official COVID-19 websites for
people in Indonesia.

Perceived behavioral control
PBC is deemed vital in forming one’s behavior (Ajzen, 1991). PBC represents the ability and
resources needed to perform a particular behavior (Venkatesh et al., 2003). PBC is defined as
“the perceived ease or difficulty of performing the behavior” (Ajzen, 1991). In this study, PBC
is defined as one’s perception of his/her ability and resources to use official COVID-19
websites.

Based on the TPB, PBC positively influences intention. In the context of website usage,
previous researchers have revealed the positive relationships between PBC and intention to
use websites (Hansen et al., 2004; Wu and Chen, 2005; Xie et al., 2017). This research proposed
a similar relationship; PBC is presumed to have a positive effect on intention to use official
COVID-19 websites. Therefore, the third hypothesis is as follows:

H3. PBC positively affects intention to use official COVID-19 websites for people in
Indonesia.

Perceived quality of official coronavirus disease 2019 websites
Perceived quality is one’s cognitive valuation of a product’s performance (Wilcox et al., 2011;
Sumaedi et al., 2014). Zeithaml (1988) defined perceived quality as “the consumer’s judgment
about a [service]’s overall excellence or superiority.” This definition has also been adapted in
the context of a website’s quality (Kim and Niehm, 2009; Connolly et al., 2010). Therefore,
perceived quality in this research is seen as one’s valuation of the overall performance of
official COVID-19 websites.

It has been generally accepted that perceived quality is amultidimensional concept (Brady
and Cronin, 2001; Clemes et al., 2008). This understanding also applies in the context of
website usage (Yoo and Donthu, 2001; Barnes and Vidgen, 2002; Connolly et al., 2010). More
specifically, by modifying a website quality concept by Boon-itt (2019), this research used
four dimensions to represent perceived quality, which are the content of the websites, the
authority of the source, the design and user supports.

In the literature, perceived quality has a positive effect on intention in many contexts
(Olorunniwo et al., 2006; Brochado, 2009;Widianti et al., 2015; Al-Kilani and Twaissi, 2017). In
the context of website usage, this finding also has been confirmed (Delone andMcLean, 2003;
Lee and Lin, 2005; Kim and Niehm, 2009; Valaei and Baroto, 2017). This research utilized this
previous finding as the fourth hypothesis.

H4. Perceived quality positively influences intention to use official COVID-19 websites
for people in Indonesia.
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The research methodology
Variables and measures
There were five variables used in this research: perceived quality, attitude, PBC, subjective
norm and intention to use. To ensure content validity, those variables were measured using
indicators taken from previous studies (Sekaran and Bougie, 2010). Indicators for each
variable can be seen in Table 1. Each indicator was measured using a five-point Likert scale
ranging from 1 (extremely disagree) to 5 (extremely agree).

Construct validity and reliability
A factor analysis was used to test the construct validity of the indicators. The cut-off values
for construct validity testing are (1) the value of Kaiser-Meyer-Olkin (KMO) is 0.5 or above, (2)
p-value of Bartlett’s test of sphericity is 0.05 or below and (3) factor loading values for each
indicator is 0.5 or above (Malhotra and Birks, 2007; Hair et al., 2010). To examine the
reliability, Cronbach’s alpha test was conducted with a threshold value of 0.6 (Malhotra and
Birks, 2007; Hair et al., 2010). The results of validity and reliability tests are provided in
Table 2.

Data collection
Data were collected through an online survey. The technique was chosen because of two
reasons. First, the restrictions in place during the COVID-19 pandemic were making it hard to
collect the data physically. Second, this technique has been used by previous studies on
human behavior (Wu and Wang, 2011; Deshbag and Mohan, 2020).

The population of this research is all Indonesians that used official COVID-19 websites for
accessing information regarding COVID-19. The samples were gathered through
convenience sampling with three considerations. First, the number of users and the
population characteristics were unknown (Sekaran and Bougie, 2010). In this condition, the
use of convenience sampling is acceptable (Calder et al., 1981 in Park and Sullivan, 2009;
Sekaran and Bougie, 2010). Second, this study had very limited resources and the researchers
were physically restricted by the government policy during the COVID-19 pandemic. Third,
previous studies on behavioral model testing, not unlike this research, also used convenience
sampling (e.g. Sumaedi et al., 2016).

The number of samples is 120 Indonesians that used official COVID-19 websites for
accessing information regarding COVID-19. The number was considered adequate for the
statistical tools needed, the multiple regression analysis, which required the number of
samples to be at least five times larger than the indicators (Hair et al., 2010). Furthermore,
based on the power analysis using G*Power software, in order to achieve the power of 80%,
our study sample size should be at least 85. The sample size of this research fulfilled it.

We selected Indonesians who lived in the outer side of greater Jakarta – Jabodetabek – as
the samples because Jabodetabek was the epicenters of COVID-19 in Indonesia during the
survey we performed. We expected that the people who lived in the outer side of greater
Jakarta – Jabodetabek – need to be educated in order to prevent massive COVID-19
transmission. In order to obtain the respondents, we distributed the link of online
questionnaire into the WhatsApp Group (WAG). The link of online questionnaire was also
distributed to the researchers’ friends personally. They were asked to distribute the survey
into their networks. We asked the respondents to join the survey voluntarily. Table 3 shows
the demographic profile of the respondents.

The data analysis
This study used the multiple regression analysis because of two considerations. First, this
study involved one dependent variable and four independent variables. Thus, it matcheswith
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the requirement of themultiple regression analysis (Hair et al., 2010). Second, this methodwas
also used in previous studies on human behavior (Sumaedi et al., 2016; Yarmen et al., 2016).

Since the perceived quality variable was a multidimensional variable, the value of the
variable was calculated from the average value of its dimensions. The dimension value was
calculated from the average value of its indicators. This technique was adapted from Lai and

Variables Indicators
Adapted
from

Content WQ1 Information given by the COVID-19 website matches my
needs

Boon-itt
(2019)

WQ2 Information given by the COVID-19 website is up to date
WQ3 Information given by the COVID-19 website is correct

Authority of the
source

WQ4 The writers/the source of information in the COVID-19
website is clear

Boon-itt
(2019)

WQ5 The writers/the source of information in the COVID-19
website can be trusted

WQ6 The writer/the source of information in the COVID-19 website
has an appropriate field of expertise

Design WQ7 The website is easy to use Boon-itt
(2019)WQ8 The website layouts are good and logical

WQ9 The writings are easy to read
User supports WQ10 The COVID-19 website provides communication lines/means,

so that I can easily contact the website management
Boon-itt
(2019)

WQ11 The COVID-19 website gives opportunities for me to correct
and/or convey suggestions easily

WQ12 The COVID-19 website quickly responded to corrections and/
or suggestions I have made regarding information given in
the website

Attitude ATT1 Using COVID-19 websites to gather information related to
COVID-19 is a good idea

Bao et al.
(2017)

ATT2 Using COVID-19 websites to gather information related to
COVID-19 is satisfying

ATT3 Overall, I have a positive evaluation toward the use of official
COVID-19 websites for gathering information

Perceived
behavioral control

PBC1 I have adequate access to the Internet to use the official
COVID-19 website

Bao et al.
(2017)

PBC2 I have access to appropriate facilities, such as laptop, PC and
smartphones to access official COVID-19 websites

PBC3 I have knowledge and skills to use official COVID-19 websites
Subjective norm SN1 People who are important for me think that I should use

official COVID-19 websites to gather information related to
COVID-19

Bao et al.
(2017)

SN2 People who have influence in my life think that I should use
official COVID-19 websites to gather information related to
COVID-19

SN3 People whose opinions matter for me think that I should use
official COVID-19 websites to gather information related to
COVID-19

Intention to use ITU1 I plan to use the official COVID-19 website to gather
information related to COVID-19 in the future

Boon-itt
(2019)

ITU2 I will recommend the official COVID-19 website to others
when they need information regarding COVID-19

ITU3 I intend to keep preferring the official COVID-19 website
compared to other sources when I collect information
regarding COVID-19

Table 1.
Variables and
indicators
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Chen (2011). The regression analysis was done through two steps. First,F-test was conducted
to see the goodness of fit. Second, a t-test was done to see the effect of each independent
variable on the dependent variable and to test the hypotheses. This study used 0.05% of
significance level. Data were analyzed through SPSS.

Results and discussion
Results
The multiple regression analysis results can be seen in Table 4. The F-test value is 51.868
with p-value 0.0000 (lower than 0.05). Thus, themodel has good goodness of fit. FromTable 4,
it can be discerned that three independent variables, which have a significant and positive
impact on intention to use official COVID-19 websites are perceived quality, attitude and
subjective norm. Their p-values fell below 0.05. Thus, this research found that perceived
quality influences intention to use official COVID-19 websites significantly and positively.
The second finding of this research revealed that attitude influences intention to use official
COVID-19 websites significantly and positively. The third finding of this research indicated
that subjective norm influences intention to use official COVID-19 websites significantly and

Variables and indicators KMO
Bartlett’s test for sphericity

(significance)
Factor
loading Cronbach’s α

Content 0.669 0.000 0.765
WQ1 0.757
WQ2 0.853
WQ3 0.864
Authority of the source 0.688 0.000 0.847
WQ4 0.907
WQ5 0.909
WQ6 0.806
Design 0.744 0.000 0.897
WQ7 0.918
WQ8 0.924
WQ9 0.891
Users’ supports 0.721 0.000 0.881
WQ10 0.865
WQ11 0.910
WQ12 0.928
Attitude 0.708 0.000 0.847
ATT1 0.850
ATT2 0.908
ATT3 0.867
Perceived behavioral
control

0.678 0.000 0.827

PBC1 0.861
PBC2 0.920
PBC3 0.833
Subjective norm 0.740 0.000 0.946
SN1 0.933
SN2 0.969
SN3 0.948
Intention to use 0.711 0.000 0.812
ITU1 0.832
ITU2 0.857
ITU3 0.870

Table 2.
Results of validity and

reliability tests
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positively. However, the fourth finding of this research revealed that one of the variables,
PBC, does not significantly influence intention to use official COVID-19 websites. In other
words, H1, H2 and H4 were supported by data, while H3 was not. The R2 was 0.643, which
meant the independent variables could explain 64.3% of the dependent variable’s variance.

Theoretical implications
Currently, the world is facing a global pandemic. During this trying time, web-based
education websites have a role in providing information to curb the disease. Unfortunately,
studies that explored the usage of health-related websites in the context of COVID-19
information were hard to find. This research filled the gap by developing and testing a model
that could explain people’s intentions to use official COVID-19 websites. The model involves
four factors, which are attitude, PBC, subjective norm and perceived quality.

The first findingwas that attitude has a positive and significant impact on intention to use
official COVID-19 websites. This finding is aligned with previous studies on website usage
(Lee, 2009; Limbu et al., 2012; Xie et al., 2017). This finding indicated that if someone has a
favorable evaluation of the website, then he or she would be more likely intended to use the
website.

The second finding was that subjective norm positively and significantly affects intention
to use official COVID-19 websites. This finding was supported by the findings of previous

Categories %

Sex Male 42.5
Female 57.5

Status Not married 36.7
Married 60.8
Widowed 2.5

Age 18–20 years 8.3
21–30 years 23.3
31–40 years 58.3
41–50 years 5.0
≥51 years 5.0

Education High school 15.8
Bachelor’s degree 5.0
Bachelor’s degree (hons.) 47.5
Master’s degree 25.8
Doctoral degree 5.8

Monthly income No income 21.7
≤Rp2,500.000 13.3
Rp2,500.001–Rp5,000.000 24.2
Rp5,000.001–Rp10,000.000 30.0
>Rp10,000.000 10.8

Independent
variables

Unstandardized
coefficients

Standardized
coefficients

T Significance R2 F (p-value)B SE Beta

Constant 0.153 0.329 0.465 0.643 0.643 51.868 (0.000)
Perceived quality 0.262 0.091 0.246 2.899 0.004
Attitude 0.316 0.083 0.324 3.798 0.000
PBC 0.120 0.071 0.100 1.683 0.095
Subjective norm 0.282 0.059 0.322 4.769 0.000

Table 3.
Thedemographic
profile

Table 4.
The results of the
multiple regressions
analysis
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studies on website usage (Nasri and Charfeddine, 2012; Rana et al., 2017; Xie et al., 2017). This
finding indicates that when one felt the social pressure from his/her important person to use
the official COVID-19 website, he or she would be more likely to conform to that pressure and
intent to use the website.

The third finding indicated that perceived quality positively and significantly affects
intention to use official COVID-19 websites. This finding is similar to previous studies on
website usage (Delone andMcLean, 2003; Lee and Lin, 2005; Kim andNiehm, 2009; Valaei and
Baroto, 2017). This finding implies that if one perceives the quality of the website to be good,
he or she would be more likely intend to use it.

The last finding was that PBC does not influence intention to use official COVID-19
websites significantly. This finding is different from the previous studies on website usage
(Hansen et al., 2004;Wu andChen, 2005; Xie et al., 2017). Thismight be due to the high Internet
usage of Indonesians. Hootsuite (2018) revealed that in terms of online time using mobile
Internet, Indonesia sat in the third place worldwide. It indicated that control, in terms of
resources and efforts, was no longer a hindrance for most Indonesians. Consequently, this
variable did not significantly affect people’s intentions to use official COVID-19 websites.

Managerial implications
Aside from theoretical implications, the results of this research also provided several
managerial implications. First, the research instrument used in this study could be used by
official COVID-19 websites’ managers to monitor the performance of their websites. The
results should be used as inputs to improve their performances.

Second, the findings indicated that intention to use official COVID-19 websites was
significantly affected by attitude, subjective norm and perceived quality of the website.
Therefore, those factors must be closely monitored. More specifically, there are three
strategies recommended by this research to increase people’s intentions to use official
COVID-19 websites. First, the government must ensure that people have a favorable
evaluation of the website. To achieve this, the website should be built by considering people’s
emotional state. The website should contain trusted and useful information with positive
features that could lift up the readers’ spirit. Second, the government should create a positive
social environment or community that encourages the use of official COVID-19 websites. The
government needs to manage and monitor people’s perceptions of the website continuously.
The government could also ask public figures or leaders, whose opinions are heard by the
people for promoting the use of official COVID-19 websites. Third, the quality of the websites
must be maintained. There are, at least, four things that need to be appropriately managed to
maintain the quality of the websites. They are (1) the content of the websites, (2) the authority
of the source, (3) the design and (4) users’ supports.

Conclusions, limitations and future research
Web-based health-related education is one of the efforts to curb COVID-19. This research has
developed and tested a model that could explain intention to use official COVID-19 websites.
The research study revealed that people’s intention to use official COVID-19 websites was
significantly and positively influenced by attitude, subjective norm and perceived quality of
the websites. PBC does not significantly affect people’s intention to use official COVID-19
websites.

Even though this research has presented interesting findings, three limitations need to be
addressed. First, the samples were taken through convenience sampling. Second, the number
of samples and the regions represented by those samples were fairly limited. More
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specifically, we focused on the users who lived in the outer side of the Greater Area of Jakarta.
This was because the Greater Area of Jakarta was the epicenter of COVID-19 in Indonesia
when this research was performed. Thus, people outside this area were expected to access the
official COVID-19 websites, so that they could prevent COVID-19 in their area. Third, this
research only focused on the use official COVID-19 websites. However, someone may search
and get the COVID-19 information from other media, especially social media. Based on these
limitations, future research should use more samples that cover wider geographic regions to
test the stability and the generalization power of these findings. Future research should
address the role of social media in informing COVID-19 and educating people.
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