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Abstract

University websites are increasingly crucial in meeting the evolving digital demands 
of students. To effectively manage university websites, it is necessary to first determine 
students’ behavioral usage intentions of university websites and the factors that influ-
ence their intentions, which forms the purpose of this study. Data were collected at a 
single point in time and described the characteristics of the sample. This study, involv-
ing 319 Generation Y students registered at two South African university campuses 
(one traditional and one university of technology campus), utilizes structural equation 
modeling to explore the predictive relationships among information quality, system 
quality, playfulness, ease of use, trust, attitude, satisfaction, and behavioral intentions 
related to university website use. The study underscores the pivotal role of the univer-
sity’s website in shaping student satisfaction, with information quality standing out 
as a significant positive influence. Additionally, playfulness significantly impacts both 
satisfaction and overall attitudes toward university websites. The system quality of the 
university website is also noteworthy, showing a statistically significant positive effect 
on ease of use and fostering trust among students. Furthermore, satisfaction is antici-
pated by ease of use, creating a cascade effect where satisfaction predicts trust and trust 
predicts attitudes. Ultimately, students’ attitudes emerge as a critical predictor for their 
behavioral intentions to use university websites. The model exhibits acceptable fit indi-
ces, demonstrating substantial explanatory power (SRMR = 0.1, RMSEA = 0.06, IFI = 
0.94, TLI = 0.93, CFI = 0.94). These findings offer insights for university management 
and web designers to enhance online platforms, fostering student satisfaction, trust, 
and usage.
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INTRODUCTION 

Websites, as a means of establishing an online presence, have become 
essential for the survival and competitiveness of businesses, including 
universities (Mentes & Turan, 2012). That is because a website is a cost-
efficient and timely platform to increase a business’s market presence 
and broaden its reach beyond national borders (Ganiyu et al., 2017). 
As such, a high-quality and efficient website remains one of the uni-
versities’ strategic priorities (Al-Debei, 2014), especially since it is a 
primary source of university-related information (Buang et al., 2016). 
University websites are a valuable and effective tool to convey informa-
tion to several stakeholders, such as faculty and administrative staff, 
students, prospective students, and external stakeholders. Because of 
their flexibility, university websites are used as an avenue to distribute 
course-related information, information on the services offered, links 
to the library and support services, and serve as a platform for stu-
dent queries, applications, and registration, among others (Saichaie & 
Morphew, 2014). For most prospective students, the university website 
is the first encounter that they have with the university (Schneider & 
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Bruton, 2004) and a means to evaluate and compare different universities (Anctil, 2008) prior to selecting 
a university. Since the Covid-19 pandemic, universities have become more reliant on their websites and 
other online platforms (Bekele, 2021), which stimulated various technological advancements in educa-
tion and, as a result, shifted the needs and expectations of students (EiffelCorp, 2022). Therefore, it is vital 
that universities cautiously plan and manage the functionality of their sites and the content displayed on 
their sites to meet the needs of their target market, namely students (Schneider & Bruton, 2004). 

1. LITERATURE REVIEW 

The current student population forms part of the 
Generation Y cohort, commonly called Millennials 
(Severt et al., 2013), who comprise individuals 
born between 1986 and 2005 (Bibby et al., 2019). 
Being brought up in the digital era made these 
individuals the first generation to access various 
multimedia platforms, devices, and technologies 
(Schlitzkus et al., 2010). Therefore, they are com-
fortable with the advancement of technology and 
are known to be tech-savvy and acquainted with 
various digital devices (Soyez & Gurtner, 2016) 
and platforms, including the Internet (Bilgihan, 
2016). Consequently, the internet and technology 
have become an integral part of Generation Y in-
dividuals’ lives and a key source of information for 
their purchase decision-making.

Given the rising number of Generation Y students 
enrolled at HEIs in South Africa and the role of 
online platforms such as websites in these stu-
dents’ daily activities and decision-making, cou-
pled with the role of websites in universities’ suc-
cess and growth, it is paramount to understand 
South African Generation Y students’ intentions 
to use university websites and the factors that in-
fluence their usage intentions.

The term behavioral intention, as outlined by 
Fishbein and Ajzen (1975), pertains to an individ-
ual’s inclination or plan to engage in a particular 
action. In their theory of reasoned action (TRA), 
individuals’ behavioral intention predicts their ac-
tual behavior. Since individuals’ actual behavior is 
susceptible to factors such as sales promotions and 
behavioral intention, it therefore portrays their 
true preferences. Day (1969) recommends that an 
individual’s behavioral intention should be meas-
ured rather than their behavior. Several interna-
tional research studies within the context of dig-
ital platforms examined the influence of behav-
ioral intention as well as the antecedents thereof. 

As such, it has been found that widespread factors 
have a direct or indirect influence on an individu-
al’s behavioral intention, namely playfulness (Lin 
et al., 2020), information quality (Sik Sumaedi et 
al., 2020), system quality (Sik Sumaedi et al., 2020), 
ease of use (Huang & Chueh, 2022), satisfaction 
(Belanche et al., 2012), trust (Nyagadza et al., 2022), 
and attitude (Nyagadza et al., 2022).

Attitude pertains to an individual’s favorable 
or unfavorable impression of a concept (Hoyer 
et al., 2013). Within the context of a website, 
Chen and Wells (1999, p. 28) describe an indi-
vidual’s attitude as a “predisposition to respond 
favorably or unfavorably to web content in nat-
ural exposure situations.” An individual’s atti-
tude could transform based on life experiences 
(Himansu, 2009) and the inf luences of external 
factors (Hanna & Wozniak, 2001). Under the 
theory of reasoned action, an individual’s atti-
tude toward an object forms the basis of their 
intention to engage in a particular behavior to-
ward that object (Fishbein & Ajzen, 1975). This 
means that if an individual has a positive atti-
tude toward a website, the individual is more 
likely to engage with the website (Limbu et al., 
2012). Various digital-related studies have ver-
ified the relationship between attitude and us-
age intention. A study on web-based education-
al tools reported that students’ attitudes toward 
using those tools affected their intention to con-
tinue to use those tools (Yaakop et al., 2020).

Furthermore, Huang and Chueh (2022) studied 
the intention to use mobile apps in a membership 
application. Lin et al. (2020) conducted a study on 
the adoption of the Nike+ run club app. Nyagadza 
et al. (2022) examined the intention to use chat-
bots in e-banking customer service. They all have 
reported similar results. In keeping with these 
findings, this study proposes that Generation Y 
students’ attitudes toward university websites in-
fluence their usage intention.
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Another factor that could have a direct or indirect 
influence on university website usage intentions is 
trust, which can be described as a person’s read-
iness to be susceptible to another entity’s actions 
(Mayer et al., 1995). Therefore, trust requires the 
individual to rely on the entity’s character or capa-
bility. Trust plays a vital role in digital media and 
technologies, particularly when risk or uncertain-
ty is involved (Shin, 2019). With web-based organ-
izations, an individual has no direct control over 
the service provider’s actions (Muda et al., 2016) 
and has no or minimal direct contact with the ser-
vice provider. Consequently, the individual relies 
on website information to determine the organi-
zation’s trustworthiness (O’Cass & Carlson, 2012). 
Trust is formed when the organization’s behavior 
matches the individual’s expectations. Within the 
context of websites, trust will be formed if the in-
formation on a website is perceived by a user as 
reliable, accurate, and credible (Choudhury & 
Karahanna, 2008). Consequently, higher trust in 
a website, online service, or digital media requires 
less effort from users to validate the legitimacy 
of the information or details of the service (Shin, 
2019). As such, trust in a website will result in pos-
itive perceptions about the organization and its 
actions, leading to a positive attitude toward the 
organization. The influence of trust on attitude 
has been verified in several studies. It was report-
ed that customers’ trust in websites (Limbu et al., 
2012) and mobile retail apps (Kaushik et al., 2020) 
influence their attitude toward that website or app. 
In a study on blockchain, Shin (2019) found that 
trust plays a significant role in users’ attitudes to-
ward blockchain. Consistent with these findings, 
this study suggests that Generation Y students’ 
trust in university websites influences their atti-
tudes toward these websites. It is also believed that 
satisfaction with university websites could influ-
ence trust in the website.

Satisfaction represents an individual’s judgment 
on whether a product, service, or organization 
met their expectations (Berbegal-Mirabent et al., 
2016). This judgment is derived from discrepan-
cies between an individual’s expectations and the 
results. The more aligned the actual results and 
expectations, the higher the level of satisfaction 
(Alnaser & Almsafir, 2014). With each interac-
tion an individual has with a product, service, or 
organization, new experiences and information 

are gained, which influences the individual’s de-
gree of satisfaction with the organization (Casaló 
et al., 2010). Satisfied individuals have higher in-
tentions to purchase or use products or services 
and are more likely to make recommendations 
to other individuals (Ghane et al., 2011). In ad-
dition, the literature revealed that satisfied indi-
viduals have a higher level of trust in an organ-
ization (Fang et al., 2011) since individuals’ sat-
isfaction gives confidence that the organization 
will meet their obligations in the future (Kim et 
al., 2009), thereby depicting that the organization 
is trustworthy. Therefore, satisfaction has a direct 
influence on consumers’ trust in an organization 
(Ghane et al., 2011). As a result, higher satisfaction 
with a product, service, or organization will lead 
to greater trust in the organization (Flavián et al., 
2006). In terms of mobile banking, Febrian et al. 
(2021) discovered a direct relationship between us-
ers’ satisfaction and their trust in mobile banking. 
Similar findings were reported by Ramadania et 
al. (2021), who found that users’ satisfaction with 
an online academic service influences their trust 
in that online academic service. In keeping with 
these results, this study postulates that Generation 
Y students’ perceived satisfaction with university 
websites affects their trust in these websites. In ad-
dition, ease of use of university websites could in-
fluence satisfaction with university websites.

Ease of use describes the degree to which a us-
er understands the structure of a website, how it 
functions, its content, and its interface (Casaló 
et al., 2008). In addition, it refers to the time and 
physical and mental effort required from a user 
to find the relevant information (Davis, 1989). 
Perceived ease of use is a key determinant of us-
ers’ acceptance of information technology or sys-
tems (Davis, 1989). If a system is perceived to be 
straightforward, simple, and effortless, it is more 
likely that a user will form a favorable attitude to-
ward the system (Renny et al., 2013). In addition, a 
system that is easy to use will likely result in high-
er user satisfaction. When considering ease of use 
within a university website context, it includes ef-
fortless website interaction and quick download-
ing of webpages. Several previously published 
studies across different contexts have reported a 
correlation between ease of use and user satisfac-
tion. Chong (2021) reported that the ease of use of 
mobile short video applications directly influences 
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users’ satisfaction with the application. Similarly, 
Alkhateeb and Abdalla (2021) focused on students’ 
satisfaction with university learning management 
systems. They found that the perceived ease of use 
of the system directly influences students’ satisfac-
tion with the system. Accordingly, this study theo-
rizes that Generation Y students’ perception of the 
ease of use of university websites directly impacts 
their perceived satisfaction with these websites. 
System quality could also impact perceptions of 
ease of use of university websites.

System quality refers to a website’s overall perfor-
mance (Gorla et al., 2010) concerning its ability to 
capture, process, store, and retrieve information 
(Al-Debei et al., 2013). From the user’s point of view, 
the system quality of a website becomes apparent 
through its interface and the ease with which users 
can navigate it. It includes appearance features such 
as colors, text fonts, graphics, layout (Aladwani & 
Palvia, 2002), and website security (Ahn et al., 2007). 
Regarding university websites, the system quality is 
assessed based on the website’s functionalities that 
are controllable by the student. Universities must 
cater to Generation Y students regarding system 
functionalities and aesthetics since they grew up 
with technology and have certain expectations re-
garding websites. By ensuring that a website has ad-
equate link structures and interfaces and navigates 
seamlessly, the website will be more user-friend-
ly and, ultimately, enhance users’ experience and 
trust (Kuan et al., 2008). Based on the literature, 
system quality positively influences the ease of 
use of information systems (Zhou, 2011) and users’ 
trust in information systems (Van Deventer et al., 
2017). Zhou and Zhang (2009) reported that system 
quality positively influenced the respondents’ trust 
in e-commerce websites. Van Deventer et al. (2017) 
reported similar findings that perceived system 
quality directly and positively influences customers’ 
trust in mobile banking. Consistent with these re-
sults, this study hypothesizes that university web-
site system quality influences Generation Y stu-
dents’ perception of the ease of use of these websites 
and the trust Generation Y students have in these 
websites. Like system quality, information quality 
could also directly or indirectly impact university 
website usage intentions.

Information quality represents individuals’ sub-
jective evaluations and judgments regarding the 

quality of information displayed online (Yang et 
al., 2005). A website’s information quality is vi-
tal to its success since it is often a deciding factor 
when selecting from several service providers or 
products (Kuan et al., 2008). As such, good quality 
information on the website will likely attract new 
customers and assist in retaining existing custom-
ers. Therefore, businesses must take caution when 
deciding on the information to be displayed on 
their website (Rahimnia & Hassanzadeh, 2013). 
Detail, timeliness, accuracy, and reliability are 
critical factors in information quality (Ahn et al., 
2007). These factors significantly impact the over-
all quality and effectiveness of the information 
provided. Detail refers to the level of comprehen-
siveness or completeness of the information pro-
vided. Accuracy pertains to the degree of correct-
ness or precision of the information. Timeliness 
indicates how recent or up-to-date the informa-
tion is, reflecting its relevance within a specific 
timeframe. Reliability relates to whether the in-
formation is consistent and dependable (Yang et 
al., 2005). Within the context of university web-
sites, high information quality would signify that 
the information related to the academic calendar, 
faculty details, and publications is comprehen-
sive, accurate, up-to-date, and reliable (Al-Debei, 
2014), as well as the modules, courses, and other 
teaching and learning content is relevant, up-to-
date and accurate. The literature indicates that in-
formation quality predicts customer satisfaction. 
A study conducted by Dirgantari et al. (2020) on 
e-commerce customer satisfaction reported that 
information quality significantly influences sat-
isfaction. Similarly, investigating users’ satisfac-
tion with online learning systems, Nuryanti et al. 
(2021) found that information quality significantly 
contributed to users’ satisfaction with the learning 
system. Based on the results of these studies, this 
study posits that the information quality of uni-
versity websites directly impacts the perceived sat-
isfaction of Generation Y students.

Another critical factor to consider in predicting 
university website usage intentions is playfulness. 
Playfulness can broadly be described as the lev-
el of enjoyment experienced by a user (Padilla-
Meléndez et al., 2013). Moon and Kim (2001) ex-
plain that perceived playfulness is captured in 
three variables, namely concentration, curiosity, 
and enjoyment. Concentration refers to the de-
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gree to which a user is focused on an interaction. 
In contrast, curiosity refers to the inquisitiveness 
of the user, and enjoyment denotes the level of fun 
that the user experiences during the interaction. 
Playfulness results from a user’s interaction with 
a situation and, therefore, is described by Serenko 
and Turel (2007) as a personal, irrational, and 
spontaneous activity. When an individual expe-
riences a pleasant feeling during an interaction, 
this feeling will create a sense of playfulness and 
likely result in a positive attitude toward the inter-
action. Within a website context, users’ perceived 
playfulness of a website will depend on their ex-
perience with the website, where a positive expe-
rience will likely lead to a favorable attitude to-
ward the website. The correlations between play-
fulness and satisfaction, as well as attitude, have 
been confirmed in various studies. For example, it 
was reported that playfulness positively influenc-
es users’ satisfaction with an e-book application 
(Liu et al., 2021). Moreover, it was found that play-
fulness influences students’ attitudes toward par-
ticipating in online education (Wang et al., 2021) 
and their attitudes toward brain-computer inter-
face games (Wang et al., 2023). In keeping with 
these findings, university website playfulness may 
predict Generation Y students’ perception of sat-
isfaction with these websites and influence the 
attitudes Generation Y students display toward 
these websites.

While previous research has been conducted to 
determine individuals’ behavioral intention to use 
various digital platforms, limited research is avail-
able on students’ behavioral intention to use uni-
versity websites. Moreover, what factors drive their 
intention to use university websites is unclear. 
This study seeks to provide insight into the per-
ceived value of university websites and guidance 
concerning the factors that universities should in-
vest their time, effort, and resources in to increase 
the usage of their websites. 

Therefore, the objective of this paper is to assess 
how information quality, playfulness, system 
quality, ease of use, satisfaction, trust, and attitude 
toward university websites impact the intention of 
Generation Y students to utilize these websites.

As per the literature and in a university website 
context, the following hypotheses are formulated:

H1: Information quality positively influences 
satisfaction. 

H2: Playfulness positively influences satisfaction.

H3: Playfulness positively influences attitude.

H4: System quality positively influences ease of 
use.

H5: System quality positively influences trust.

H6: Ease of use positively influences satisfaction.

H7: Satisfaction positively influences trust.

H8: Trust positively influences attitude.

H9: Attitude positively influences behavioral 
intention.

2. METHOD

The study aimed to target students from the 
Generation Y age group (between 18 and 24 years 
old) enrolled in two South African institutions of 
higher education (HEIs). The paper used judgment 
sampling to select two campuses (a traditional 
university campus and a university of technology 
campus) in Gauteng from the 26 HEIs available. 
To gather data, 200 questionnaires were distrib-
uted at each HEI using the mall-intercept survey 
method to a convenience sample of voluntarily 
participating students.

The study used a two-section self-administered 
questionnaire to collect data from the sample. The 
first section gathered the demographic informa-
tion of the participants, while the second section 
employed adapted scales from prior studies to 
assess the factors of information quality (Ahn et 
al., 2007), playfulness (Ahn et al., 2007; Van der 
Heijden, 2003), system quality (Aladwani & Palvia, 
2002; Ahn et al., 2007), ease of use (Ahn et al., 2007; 
Van der Heijden, 2003), trust (Flavián et al., 2006), 
attitude (Ahn et al., 2007; Van der Heijden, 2003), 
satisfaction (Flavián et al., 2006), and behavioral 
intention (Ahn et al., 2007). The sample responded 
to the questionnaire on a six-point Likert scale (1 – 
strongly disagree; 6 – strongly agree).
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This study analyzed the data using the IBM SPSS 
and AMOS statistical software programs, ver-
sion 27. The study performed various statistical 
techniques as part of the data analysis, including 
summary statistics, analysis of the measurement 
tool in terms of consistency and checking wheth-
er it measures what it is intended to measure, 
analysis of the relationships between variables, 
collinearity diagnostics, and structural equation 
modeling.

3. RESULTS

Four hundred self-administered questionnaires 
were handed out, and 319 of them met the 
study’s population specifications and were con-
sidered complete for data analysis. Therefore, 
the study achieved a response rate of around 
80%. The sample mainly consisted of individu-
als who were 20 and 18 years old, in that order. 
Furthermore, the sample had more women than 
men participating, with the majority African. 
First-year students constituted the majority 
of study participants based on the study year. 
Table 1 presents a breakdown of the sample’s 
demographics.

The statistics used to describe the data, measure 
internal consistency, and assess relationships be-
tween factors were computed for each latent factor. 
These included Cronbach’s alpha values for inter-
nal consistency and Pearson’s product-moment 
correlation coefficients for relationships. The re-
sults for the summary statistics and correlations 
can be found in Table 2.

The mean (X̄) value of each latent factor was 3.5 or 
above, indicating that South African Generation Y 
students participating in the study view the quali-
ty of their university websites and the information 
provided as good, as determined by the six-point 
Likert scale. Additionally, the students find their 
university websites enjoyable and user-friendly 
and exhibit trust, positive attitudes, and satisfac-
tion toward their university websites. They also 
intend to continue using their university websites. 
Each latent factor’s internal consistency reliability 
is supported by Cronbach’s alpha (α) values above 
the advised level of 0.70 (Malhotra, 2020). 

Significant positive correlations (p ≤ 0.01) were 
observed between all latent factor pairs, indicat-
ing nomological validity (Malhotra, 2020). The 
strongest association was observed between sat-

Table 1. Sample’s demographic breakdown 

Age Approx. % Gender Approx. % Race Approx. % Academic year Approx. %

18 20 Female 51 African 88 Freshman 50

19 17 Male 49 Colored 2 Senior (Year 2) 11

20 24 Asian 1 Senior (Year 3) 27

21 16 White 9 Senior (Year 4) 10

22 11 Advanced degree 2

23 7

24 5

Table 2. Summary statistics

Latent 

factors
X̄ σ α Correlation coefficients (r)

LF1 LF2 LF3 LF4 LF5 LF6 LF7

LF1 4.57 0.92 0.84

LF2 3.58 1.23 0.82 0.36*

LF3 4.18 1.15 0.79 0.45* 0.33*

LF4 4.12 1.16 0.83 0.46* 0.47* 0.54*

LF5 4.41 1.08 0.83 0.44* 0.45* 0.53* 0.65*

LF6 4.27 1.14 0.84 0.43* 0.66* 0.47* 0.55* 0.66*

LF7 4.05 1.28 0.89 0.49* 0.50* 0.55* 0.71* 0.74* 0.64*

LF8 4.20 1.13 0.81 0.28* 0.54* 0.30* 0.45* 0.52* 0.63* 0.44*

Information quality (LF1); Playfulness (LF2); System quality (LF3); Ease of use (LF4); Trust (LF5); Attitude (LF6); Satisfaction (LF7); 
Behavioral intention (LF8)

Note: * p ≤ 0.01 (2-tailed), σ Standard deviation.
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isfaction and trust latent factors, with an r-value 
of 0.74. Additionally, none of the correlation coef-
ficients exceeded the recommended threshold of 
0.90, indicating no apparent issues of multicollin-
earity (Pallant, 2020). Consequently, a measure-
ment model was proposed.

Confirmatory factor analysis utilized the 
eight-factor measurement model. To evaluate the 
construct validity and composite reliability of the 
measurement model, composite reliability (CR), 
average variance extracted (AVE), and hetero-
trait-monotrait (HTMT) values were computed. 
The estimates for standardized loading, error var-
iance, CR, AVE, and HTMT values are reported 
in Table 3.

Table 3 reveals no problematic estimates. All la-
tent factors displayed a CR value greater than 
0.70, which indicates composite reliability 
(Malhotra, 2020). Additionally, there is evidence 
of convergent validity since all AVEs and stand-
ardized loadings surpassed the 0.50 cut-off lev-
el (Hair et al., 2014). Each factor pair’s HTMT 

values were below the 0.90 threshold, indicating 
discriminant validity, as suggested by Henseler 
et al. (2015). According to Malhotra (2020), the 
construct validity of the measures was support-
ed by the convergent and discriminant validity, 
as well as the nomological validity confirmed in 
Table 2.

Various statistical measures were employed to 
evaluate the adequacy of the model fit. An accept-
able model fit is indicated by an incremental fit 
index (IFI), Tucker-Lewis index (TLI), and com-
parative fit index (CFI) value exceeding 0.9, a root 
mean square of approximation (RMSEA) value of 
0.08 or less (Malhotra, 2020), and a standardized 
root mean residual (SRMR) value below 0.1 (Hair 
et al., 2014). All the measurement model fit indices 
indicate a suitable fit.

After confirming the satisfactory reliability, valid-
ity, and fit of the measurement model, a structural 
model was tested. The objective of the proposed 
structural model is to examine the predictive rela-
tionship between the factors.

Table 3. Measurement model statistics

Latent 

factors 

Standardized 

loadings 

Error 

variances 
CR AVE

HTMT

LF1 LF2 LF3 LF4 LF5 LF6 LF7

LF1

0.85 0.72 0.85 0.66

0.85 0.72

0.73 0.53

LF2

0.91 0.82 0.82 0.62 0.44

0.82 0.67

0.60 0.35

LF3

0.74 0.55 0.83 0.63 0.54 0.42

0.87 0.76

0.76 0.57

LF4

0.73 0.53 0.84 0.63 0.55 0.57 0.67

0.86 0.74

0.78 0.61

LF5

0.76 0.57 0.84 0.63 0.53 0.55 0.65 0.78

0.83 0.69

0.79 0.63

LF6

0.75 0.56 0.81 0.59 0.51 0.80 0.58 0.65 0.79

0.78 0.60

0.78 0.60

LF7

0.82 0.63 0.91 0.76 0.56 0.59 0.66 0.82 0.86 0.75

0.89 0.53

0.90 0.49

LF8

0.80 0.67 0.79 0.55 0.33 0.66 0.38 0.54 0.64 0.76 0.52

0.73 0.80

0.70 0.82

Note: Model fit: IFI = 0.97; TLI = 0.96; CFI = 0.97; SRMR = 0.04; RMSEA = 0.05.
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Table 4 displays that every analyzed pathway 
achieved statistical significance, with p-values 
equal to or less than 0.001. The quality of the infor-
mation provided by the university’s website signif-
icantly and positively impacts students’ satisfac-
tion with the website, reporting a beta coefficient 
(β) of 0.16. Playfulness is also found to influence 
both student satisfaction with university websites 
and their attitudes toward them. The quality of the 
university website’s system has a statistically signif-
icant and positive impact on the university web-
site’s ease of use and students’ trust in university 
websites. The students’ satisfaction with university 
websites is significantly predicted by ease of use. 
Satisfaction, in turn, predicts trust in university 
websites, and trust subsequently predicts students’ 
attitudes toward university websites. Ultimately, 
students’ attitudes predict their behavioral inten-
tion to use university websites. Therefore, all hy-
potheses are supported. According to the coeffi-

cients for squared multiple correlation (SMC), the 
model explains a substantial proportion of vari-
ance in each factor, ranging from 45% for ease of 
use to 80% for attitude and 63% for behavioral in-
tention. Figure 1 depicts the structural model.

The goodness of fit of the structural model was 
assessed based on various model fit indices. 
Although the model’s chi-square statistic was sig-
nificant [528.46 (df = 236, p < 0.001)], it demon-
strated acceptable model fit, as evidenced by the 
following indices: SRMR = 0.1, RMSEA = 0.06, IFI 
= 0.94, TLI = 0.93, and CFI = 0.94.

4. DISCUSSION

The study identified information and system qual-
ity, playfulness, ease of use, trust, attitude, and 
satisfaction with university websites as predictors 

Table 4. Path analysis

Paths β Unstandardized β SE p Hypothesis

Information quality → Satisfaction 0.16 0.17 0.053 0.001 H1: Supported
Playfulness → Satisfaction 0.19 0.16 0.043 0.001 H2: Supported
Playfulness → Attitude 0.57 0.45 0.048 0.001 H3: Supported
System quality → Ease of use 0.67 0.58 0.065 0.001 H4: Supported
System quality → Trust 0.19 0.14 0.042 0.001 H5: Supported
Ease of use → Satisfaction 0.71 0.72 0.068 0.001 H6: Supported
Satisfaction → Trust 0.72 0.61 0.061 0.001 H7: Supported
Trust → Attitude 0.51 0.57 0.068 0.001 H5: Supported
Attitude → Behavioral intention 0.79 0.84 0.081 0.001 H9: Supported

Note: SE: standard error.

Figure 1. Structural paths

Information Quality (F1) Ease of Use (F4)

Trust (F5)

Attitude (F6)

Satisfaction (F7)

Behavioral Intention (F8)

System quality (F3)

Playfulness (F2)

.16

.19

.67

.19

.57

.71

.72

.51

.79

SMC = .45

SMC = .64

SMC = .71

SMC = .80

SMC = .63
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of students’ intention to use these websites. These 
findings are consistent with the findings of previ-
ous studies. For example, the influence of infor-
mation quality on customer satisfaction was con-
firmed in an e-commerce study (Dirgantari et al., 
(2020), while playfulness was also found to have an 
influence on customer satisfaction (Liu et al., 2021) 
and attitude (Wang et al., 2021). In another study, 
system quality was found to be a predictor of ease of 
use (Zhou, 2011) as well as trust (Van Deventer et al., 
2017). Similar to the results of this study, Alkhateeb 
and Abdalla (2021) found that the perceived ease 
of use of a university learning management system 
directly influences students’ satisfaction with the 
system. In another study, Febrian et al. (2021) dis-
covered a direct relationship between user satisfac-
tion and trust, which is in keeping with the results 
of this study. Lastly, in line with the results of this 
study, Palvia (2009) confirmed the relationship be-
tween trust and attitude, while Yaakop et al. (2020) 
verified that attitude predicts behavioral intention. 
Additionally, the study revealed that these factors 
could be reliably used to create a structural model 
that accurately predicts students’ behavioral inten-
tion to use university websites.

Based on the study’s findings, university manage-
ment can implement various strategies to positive-

ly influence students’ behavioral intention to use 
university websites. Universities are encouraged 
to improve the quality of information on univer-
sity websites by ensuring that the information 
available is accurate, relevant, and up-to-date to 
increase students’ trust and satisfaction with the 
website. Universities must enhance the playful-
ness of the website by adding interactive elements 
or gamification features. In doing so, universities 
can make the experience more enjoyable and en-
gaging for students, which may increase their in-
tention to use the website. Moreover, university 
management must keep system quality and ease 
of use in mind to ensure that university websites 
have a user-friendly interface and technical infra-
structure that will warrant easy navigation and 
quick access to information. In addition, universi-
ties should foster trust through transparency and 
security measures. University websites should be 
transparent about their privacy policies and secu-
rity measures to reassure students about the safe-
ty of their personal information. Lastly, university 
management should attempt to promote positive 
attitudes toward the website. University adminis-
trators and faculty members can actively promote 
university website use and emphasize its benefits, 
such as easier access to course materials, online 
registration, and academic resources.

CONCLUSION

This study aimed to identify the factors that predict the behavioral intention of Generation Y university 
students to use university websites. The results showed that several factors, including information and 
system quality, playfulness, ease of use, trust, attitude, and satisfaction with university websites, signif-
icantly influenced students’ intention to use these websites. By identifying the predictors of students’ 
behavioral intention to use university websites, universities can formulate effective strategies to enhance 
the website’s quality, usability, and usefulness, increasing student satisfaction. By doing so, universities 
can recover the costs associated with website development and maintenance and increase the number 
of users and the website’s value. This highlights the importance of understanding the factors that in-
fluence students’ intention to use university websites to ensure a positive online learning experience for 
students and a good return on investment for universities.
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