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Abstract 
Although it sparked a lot of attention from the media and the public at the beginning of its 

release in 1998, even today's e-reader devices do not automatically beat the popularity of printed 
books. It is due to the inability of e-readers to provide responsive features, and there are still many 
book fans who are happy with their own experience of reading printed books. This study aims to 
analyze how perception and usability affect e-reader user satisfaction. The population in this study 
are followers of Autobase Twitter @literarybase. This study uses non-probability sampling with a 
purposive sampling technique. The sample chosen is people who have had the experience of 
reading a book using an e-reader device. Conducted The research with quantitative methods using 
data from 132 respondents through the distribution of questionnaires with a Likert scale as 
primary data. The test uses a data instrument, correlation coefficient, classical assumption test, 
and multiple linear regression test. The real test is done with SPSS software. The results showed 
that each variable, Perception (X1) and Usability (X2), had the same effect, either partially or 
jointly, on the Consumer Satisfaction variable (Y). The conclusion shows readers do not have 
problems with old stereotypes and perceptions about reading activities that e-reader devices 
cannot present. The absence of a distinctive fragrance, attractive cover, page-turning activity, 
and many other things closely related to printed books did not eliminate the pleasure of 
respondents when using the e-reader device. Readers also view usability on e-reader devices as 
good performance, both in terms of features, navigation, and device responsiveness. 

Keywords: consumer satisfaction, perception, usability, e-reader, digital literacy. 
 

1. Introduction 
Although it has been around since 1998, e-readers only began to gain attention from the public 

when Amazon released the Kindle e-reader in November 2007. N. Stone (Stone, 2008) wrote that at 
that time, critics thought that the appearance of e-readers was still below printed books but was 
considered a significant innovation, with predictions that this technology would soon replace printed 
books. After its release and marketing, e-reader sales are increasing year by year. From 2009 to 2011, 
the percentage of ownership of e-readers in the United States continued to grow (Purcell, 2011). 
According to the Association of American Publishers, the rate of e-book sales in 2010 also increased by 
200 % compared to the previous year (Jung et al., 2012). However, this golden age of e-readers did not 
last long. After experiencing an increase for several years, the percentage of e-reader ownership also 
experienced a sharp decline in 2015 (Pew Research Center, 2015). 
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Table 1. Percentage of E-readers in the USA (Source: Pew Research Centre, 2015) 
 

2010 2011 2012 2013 2014 2015 
5 % 8 % 27 % 24 % 28 % 18 % 

 
It is generally a form of reader dissatisfaction with e-reader devices. Many factors are 

considered to affect the satisfaction of e-reader users. E-Readers often pay less attention to 
function and beauty in device design. In his research, J. Rodzvilla (Rodzvilla, 2009) suggests that 
e-reader users do not have problems with digital screens, and their visual experience is comparable 
to reading printed books. However, they feel that the interface of the e-reader device is confusing 
and unintuitive. Many users of e-readers think reading is easier on printed books than on e-readers 
(Hancock et al., 2016). E-reader users dislike poor navigation (Richardson, Mahmood, 2012).  

E-reader users also have problems with reasonably short battery life, a relatively slow 
duration when opening pages and a display judged to be blinding to the eye (Behler, Lush, 2010). 
However, e-readers have highlighting, notetaking, and bookmarking functions. A. Behler dan 
B. Lush (Behler, Lush, 2010) state that e-reader technology is far from being needed to replace 
traditional books. S.M Bruss and N. Allmang (Bruss, Allmang, 2010) agree that “the perfect                       
e-reader has not yet been found,” and e-reader users feel that there are still many features to be 
developed. Although many users report some dissatisfaction with certain features, they still like the 
value of portability offered by e-readers (Pattuelli, Rabina, 2010). Mobility has also been identified 
as an essential characteristic of printed books that e-readers seem to have surpassed (Sehn, 
Fragoso, 2015).  

E-reader users love how they can read more than one book anytime and anywhere without 
carrying a lot of stuff. One e-reader device can accommodate more than thousands of books so that 
users are free to choose whichever book they want to read at the same time. Even when reading in 
public places, holding an e-reader is much lighter and more practical than a printed book. 
However, not few also have concerns when using e-reader devices in public places for fear of being 
robbed (Sehn, Fragoso, 2015)  

One thing that is also considered an essential factor in e-reader user satisfaction is the 
relationship between readers and the devices used. Some people think reading, even if just for fun, 
to be an emotional experience that must enjoy. The emotional connection with printed books 
makes readers less likely to use digital devices for reading activities. Various elements and stimuli 
influence the reading experience in the reader's reading device. One is the reader's experience 
when holding an e-reader or tablet and holding a printed book. 

People’s desire to read a book on paper is, in fact, powerful (Sehn, Fragoso, 2015). In his 
research, L.M. Moore (Moore, 2009) revealed that the feeling of holding a physical object when                     
e-readers cannot offer reading, and this is one of the factors that influence the attractiveness of printed 
books. People feel that they have no real relationship when reading digital books due to the assumption 
that turning page by page when reading a book is more natural than having to press buttons or touch 
the screen (Hancock et al., 2016). The reader already has an initial perception of a book, and this idea 
includes the configuration of material in a printed book that is very different from that of an e-reader.  

Not only that, L.M Moore (Moore, 2009) also mentions that one of the interactions that                     
e-readers cannot replace readers often comment on that is the olfactory attraction that e-readers 
cannot provide. Many readers like the distinctive fragrance that emerges from the papers in printed 
books. It certainly cannot be provided by an e-reader because this technology does not have a sheet 
of paper. The emotional bond presented by printed books in terms of olfactory appeal is one factor 
that makes people unable to turn away from printed books (Sehn, Fragoso, 2015). Readers already 
strongly perceive that reading activities are closely related to printed books. The inability of                       
e-readers to fulfil this perception of reading activity is one of the reasons why people still tend to 
choose printed books. 

Indonesia itself occupies the 25th position out of 41 countries in terms of interest in books 
(Picodi, 2019). In his research results, Picodi (Picodi, 2019) stated that 67 % of Indonesians bought 
at least one book in the last year. The book format that is most in demand by the Indonesian people 
is the 'regular book' or printed book. Although there are many choices of titles offered by digital 
texts, only 27 % of respondents buy books in e-book format. It shows that Indonesian people still 
buy printed books compared to e-books. Even so, e-readers are not standard objects in the ears of 
Indonesian readers. On Autobase Twitter @literarybase, for example, readers often upload photos 
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or writings about their reading activities using an e-reader device. Readers also often share their 
experiences in the form of pros and cons while using e-readers with other readers curious about                       
e-readers. Not infrequently, the experiences shared online make other readers interested in 
purchasing e-readers. Autobase Twitter was created as a place for followers to send information or 
questions following the topic carried by each auto-based. In this case, @literarybase brings up the 
subject of literature and literacy. Information and questions will be sent via Direct Message and 
sent anonymously. Other auto-based followers will then respond to the information and questions 
submitted. By using the population of followers of Autobase Twitter @literarybase, this study will 
further examine the effect of perceptions of e-reader users in Indonesia on printed books and the 
usability of e-reader devices on user satisfaction.  

 
2. Materials and methods 
a. Consumer satisfaction 
Can interpret Consumer satisfaction as fulfilling a consumer's need or desire through the 

purchased product (Gaspersz, 2018). Tjiptono (Tjiptono, 2020) states that the customer 
satisfaction model can be divided into two indicators, namely cognitive and affective: 

1) Cognitive 
Cognitive consumer satisfaction results from the thoughts or expectations of consumers 

towards the product purchased. Consumer satisfaction is cognitively divided into three models: 
a) Conformity of expectations 
The outcome of a product purchased is in sync with expectations or what is in the minds of 

consumers before making a product purchase. 
b) Balance theory 
If the outcome obtained, in this case, the product purchased follows what the prospective 

buyer gives to get the product, it will create satisfaction. In this case, the input can be money, 
distance to the shop, etc. 

c) Product Attributes 
Conformity of the product with what is in the description or written by the marketer.  
2) Affective 
In contrast to cognitive, affective includes more in the emotional or feeling realm. Good 

feelings can be reviewed through the emotions and moods of consumers when getting and using 
the product. 

In this research, the consumer satisfaction variable is used to measure user satisfaction with 
e-readers which are influenced by user perception and usability of the device. The consumer 
satisfaction indicator uses the theory initiated by F. Tjiptono (Tjiptono, 2020), in which the 
satisfaction of e-reader users includes cognitive and affective satisfaction. Cognitive happiness 
consists of three aspects: the suitability of expectations, balance theory, and product attributes. 
Conformity of expectations is defined as the expected performance of the e-reader at the time of 
pre-purchase and whether or not these expectations are met. The balance theory in question is that 
the benefits received by e-reader users follow the input (price) paid when purchasing an e-reader. 
Product attributes assess the suitability of the product description with the product, both from the 
seller and the description contained in the product features. At the same time, adequate 
satisfaction aims to determine the emotions and moods felt by e-reader users when making 
purchases and using e-readers. 

b. Perception 
Perception is the brain's ability to translate incoming stimuli into the human senses (Rahmat, 

2018). For the perception process to work, humans need receptors in the five senses to capture 
incoming stimuli from the surrounding environment (May, 2009). In this study, the indicators 
used to describe adapted the perception process from S. Rofi’ah (Rofi’ah, 2017), who, in his 
research, initiated the following theory: 

1) Absorption or acceptance 
The stimulus or object is absorbed or received by the five senses, sight, hearing, touch, and 

smell, individually or together. 
2) Understanding 
After the images occur in the brain, the images will be organized and interpreted to form 

understanding.  
3) Assessment or evaluation 
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After forming an understanding or understanding, there is an assessment of the individual. 
Individuals compare the newly acquired knowledge with the criteria or norms that the individual 
has subjectively. 

This study will adapt the theory used to the research object. The absorption or reception process 
consists of the sensations received by the e-reader user regarding the lighting on the device, the device's 
configuration, and the device material. The process of understanding or understanding in question is 
how e-reader users recognize and observe the differences in stimuli in e-readers and printed books that 
catch their attention. It includes the sensation of using technology screens in reading activities, the loss 
of turning the paper while reading a book, the absence of a cover visible during reading activities, 
the lack of fragrance provided by the e-reader device, and several other things. This study's assessment 
or evaluation process is the conclusion of e-reader users to e-reader devices. Based on the previous 
knowledge that e-reader users have about reading books traditionally, e-reader users can conclude 
whether the use of e-reader devices can satisfy their reading activities or not. 

c. Usability 
Usability is the extent to which a product can be used by specific users to achieve the set 

targets effectively and efficiently and achieve user satisfaction in particular contexts (ISO, 1998). 
Usability has five indicators that can be assessed: 

1) Learnability is how fast users are proficient in using the system to perform a function. 
2) Efficiency, namely as a resource or effort expended to achieve the goal. 
3) Memorability is the ability of users to retain their knowledge after a certain period. 
4) Errors are errors made by the user, including the discrepancy between what the user 

thinks and what is presented by the system. 
5) Satisfaction, freedom from discomfort, and a positive attitude towards using the product 

(Rahadi, 2014).  
The usability concept used in this study fully develops the theory initiated by D.R. Rahadi 

(Rahadi, 2014) as how easy the features and navigation an e-reader provides for users to 
understand. The more users consider the features and navigation provided by e-readers to be 
easy to understand, the faster they will become proficient at using them (Wu et al., 2021). 
Efficiency is the time users take to achieve specific goals, such as searching for particular pages, 
annotating, buying e-books, and transferring e-book data (Jamaludin et al., 2020). Memorability 
is the ability of users to remember the features provided by e-readers (Weichbroth, 2020). Errors 
lead to the placement of buttons/features that are not appropriate, causing users to click wrongly 
often, as well as naming features that do not match their function (Canziba, 2018). And lastly, 
satisfaction is defined as the user’s conclusion on their satisfaction with using the e-reader in terms 
of features, navigation, responsiveness, and price (Tovstiadi et al., 2018). 

d. E-Reader 
According to the Cambridge Learner's Dictionary (Cambridge…, 2021), an e-reader is a small 

electronic device with a screen that allows users to read books in electronic form. The history of e-
books began in 1971 with the advent of Project Gutenberg, and the history of portable e-book 
readers started in 1998 with the advent of two mobile devices – the Soft Book reader and the 
Rocket eBook (Pattuelli, Rabina, 2010). Although e-readers have been around since 1998, these 
devices have not yet significantly impacted consumers’ spending and reading habits (Stone, 2008). 

This study uses a descriptive quantitative method with three variables, namely Perception (X1) 
and Usability (X2) as the independent variable and Consumer Satisfaction (Y) as the dependent 
variable. The population used is the followers of Autobase Twitter @literarybase. The @literarybase 
account has tweeted 209 thousand times and has 539 thousand followers since it was created in July 
2018. Followers of the @literarybase account use this auto-base as a platform to request reading 
recommendations, provide reading reviews, sell books, and even submit personal literary works.  

To determine the research sample, the sampling used in this study is non-probability 
sampling with a purposive sampling technique. The number of pieces was determined using the 
Slovin formula for as many as 100 respondents. The data collection method used is the form of a 
questionnaire. The Likert Scale is the Likert Scale (Creswell, Creswell, 2018) .  

To measure the correlation and the effect of Perception and Usability variables on the 
Consumer Satisfaction variable, this study used correlation coefficient testing and multiple linear 
regression tests. The correlation coefficient aims to measure the magnitude of the value of the 
relationship between the independent variable and the dependent variable. In contrast, 
the multiple linear regression test, which consists of the t-test, F-test, and coefficient of 
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determination, determines the direction and magnitude of the influence of the independent 
variable on the dependent variable, either partially or jointly (Creswell, Creswell, 2018).  

 
2. Discussion 
a. Perception 
In discussing the Perception variable (X1), the statement items will be divided into five 

specific concentrations. The five concentrations are screen lighting, grip configuration and comfort, 
visual aesthetics, olfactory sensation, and reading feeling.  

1) Backlight 
One of the advantages of e-readers compared to printed books is their ability to adjust the 

light on the reading screen to the light in the surrounding environment (Nasrullah, 2022; Schwabe 
et al., 2021). 
 
Table 2. Respondent’s responses to e-reader screen lighting 
 
Statement A N DA 
“I like using the e-reader because the screen's brightness is adjustable” 95 % 4 % 1 % 
“I wouldn’t say I like utilizing an e-reader device because the screen 
lighting makes my eyes tired quickly” 

3 % 11 % 87 % 

Source: Excel Data Processing, 2022 
 
The majority of respondents liked the feature of being able to adjust the screen lighting on 

the e-reader. Therefore, the process of absorption or acceptance of this feature received a positive 
response from respondents. It then results in a good assessment or evaluation indicator because, in 
the conclusion statement regarding eye comfort with the e-reader screen lighting, the majority of 
respondents stated that the e-reader screen lighting did not tire their eyes and still enjoyed using it. 
It shows that most respondents with no problem lighting the e-reader screen can conclude this 
privilege is one of the advantages of e-readers (Fernandez, 2020).  

2) Configuration and grip comfort 
Often, reading activities require readers to hold the e-reader for hours. The gripping comfort 

felt by the reader when carrying out reading activities is one of the crucial things that must be 
considered by reading media providers (Kang et al., 2021; Price, 2019). 
 
Table 3. Respondent’s responses regarding the configuration and comfort of holding the e-Reader  

 
Statement A N DA 
“I like to use e-readers because they are small and thin” 93 % 6 % 1 % 
“I don't like using an e-reader because the surface is slippery when I 
hold it” 

9 % 17 % 73 % 

“I don't like using the e-reader because it's not comfortable to hold” 5 % 14 % 81 % 
“I like using an e-reader because it is easy to carry anywhere” 100 % - - 

Source: Excel Data Processing, 2022 
 
The majority of respondents like the e-reader configuration that is small and thin. It is 

undoubtedly considered an advantage of e-readers compared to printed books. Printed books have 
layers of paper, making them thick and slightly uncomfortable when held in hand for long periods. 
E-Readers help eliminate this inconvenience by removing the paper coating on printed books and 
replacing them with metal and other technological components like other gadgets (Bailey, 2019). 
Some people often consider devices to have a slippery texture. A quarter of the respondents agreed 
or were neutral with the statement about the smooth surface of the e-reader. Most respondents still 
enjoy using the e-reader and do not consider it to have a slippery surface. It is concluded that the 
process of absorption or acceptance of e-reader users towards the convenience of this device can be 
said to be positive. 

In the assessment or evaluation statement, the majority of respondents have no problem with 
the convenience of holding an e-reader. All respondents agree that they like to use e-readers. After 
all, it has portability because it is easy to carry anywhere. It results from a trim and thin e-reader 
configuration that makes it easier for users to move it anywhere and anytime. The agreement of all 
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respondents on this statement indicates that the nature of portability is the main advantage of the 
e-reader, which is the most preferred by e-reader users. 

3) Visual aesthetic 
An attractive cover display is often the main attraction of printed books in attracting readers 

to make purchases. With a gorgeous cover, a printed book can not only be enjoyed by its contents 
but can also be used as an indoor display. However, because it has a gadget display, the e-reader 
does not present visual aesthetic value like a printed book. 
 
Table 4. Respondent’s responses regarding the visual aesthetics of the e-Reader 
 
 
Statement 

A N DA 

“I don't like using an e-reader because it doesn't have an attractive cover 
like a printed book” 

13 % 17 % 69 % 

“I don't like using e-reader devices because the visuals are unattractive” 2 % 14 % 84 % 
Source: Excel Data Processing, 2022 

 
Although most respondents did not have a problem with the absence of an attractive cover on 

the e-reader, many still thought that this was a shortcoming that caused their displeasure in using 
the e-reader. The number of respondents who responded negatively to this concentration was more 
than the previous. In the indicators of understanding or understanding, where e-reader users 
compare their experiences between reading in e-readers and printed books, some respondents still 
cannot accept the absence of an attractive cover on a reading medium. The idea created by printed 
books where each reading title will be interesting if it has a gorgeous body is still not entirely broken by 
e-readers. Even so, the number of respondents who do not have a problem with this is still more. 
In addition, most respondents still stated that they did not find the visual e-reader unattractive in 
statements representing assessment or evaluation indicators and still enjoyed using it. 

From the two words above, most respondents still think there is no problem with the visuals 
presented by the e-reader, which means that the display on the e-reader is not bad and is already good 
according to gadgets in general. However, e-readers have a substantial drawback compared to printed 
books, namely the loss of unique and attractive covers that make printed books look more beautiful. 

4) Olfactory sensation 
Few readers say that the smell of paper on a book, especially a new one, often satisfies them 

while reading a book. With an e-reader, the user will not be able to enjoy the fragrant sensation 
given by the sheet of paper, considering that the sheet of writing itself is not in the e-reader. 

 
Table 5. Respondent’s responses to the sense of smell on the e-Reader 
 
 
Statement 

A N DA 

“I don't like using an e-reader device because it doesn't have a distinctive 
smell like a printed book” 

14 % 19 % 67 % 

“I don't like using e-reader devices because they don't satisfy my sense of 
smell” 

9 % 14 % 76 % 

Source: Excel Data Processing, 2022 
 

No different from visual aesthetics, although most respondents do not have a problem with 
the loss of the distinctive smell of paper sheets on e-readers. But several respondents agree that 
they are not happy to use e-readers because they do not have a distinct smell like printed books. 
In the indicators of understanding or understanding, where e-reader users compare their 
experiences between reading in e-readers and printed books, some of the respondents still cannot 
accept the absence of the distinctive smell of books in a reading medium. Even so, the number of 
respondents who do not have a problem with this is still more. Most respondents stated that they 
did not consider e-readers unsatisfactory regarding olfactory sensation in statements representing 
assessment or evaluation indicators. Compared to printed books, e-readers have a disadvantage in 
losing the distinctive scent of sheets of paper that readers usually enjoy when reading printed 
books, affecting some e-reader users (Ozuem et al., 2019; Varnes, 2020). However, this does not 
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prevent users from using the e-reader because most respondents stated that they had no problem 
with the olfactory sensation of the e-reader and did not feel the smell dissatisfaction. 

5) The Feelings when reading 
In previous studies, many readers stated that they did not feel like they were reading when 

using reading media other than printed books (Baron, 2021). Many readers are still fixated on the 
idea and perception that reading activities are identical to printed books, so they cannot enjoy 
reading media other than books containing sheets of paper (Kucirkova, Flewitt, 2022). 
 
Table 6. Respondent’s responses to the feeling when reading on an E-Reader 
 
Statement A N DA 
“I don't like using an e-reader because the metallic texture of the e-reader 
makes me feel like I'm not reading” 

4 % 5 % 92 % 

“I don't like using e-readers because there is no turning paper activity 
that makes me feel like I'm not reading” 

8 % 11 % 81 % 

“I don't like using an e-reader because it doesn't feel like reading a book” 4 % 9 % 87 % 
Source: Excel Data Processing, 2022 

 
Most respondents did not have problems with metal textures and the absence of the activity 

of turning the paper on the e-reader, which is usually found in printed books. The indicator of 
understanding or understanding, where e-reader users compare their experiences between reading 
in e-readers and printed books, most respondents are not stuck with perceptions and stereotypes 
that should be carried out reading activities on printed books. Even in the conclusion statement, 
the respondent gave an assessment or evaluation that the respondent had no problems using an e-
reader and considered that reading on an e-reader still felt like a regular reading activity. Because 
although it has several shortcomings that cannot compete with printed books, such as the visual 
aesthetics on the cover, the distinctive olfactory sensation, and the sensation of turning pages of 
paper, respondents still enjoy reading activities on the e-reader. 

b. Usability 
The statement items will be divided into four specific concentrations discussing the Usability 

variable. The four concentrations are; features, navigation, responsiveness, performance, and 
benefits (Nurshuhada et al., 2019).  

1) Feature 
The diversity of elements is one of the essential things that technology or gadget 

manufacturers must pay attention to improve. E-readers must be able to provide the features 
needed by digital book readers. The excellent quality of a gadget must be easily understood by its 
users so that there is no confusion when using it (Tovstiadi et al., 2018). 
 
Table 7. Respondent’s responses to the e-Reader feature 
 

Statement A N DA 
“The features of the e-reader are easy to understand” 89 % 11 % - 
“The features of the e-reader are easy to use” 92 % 6 % 2 % 
“Features in the e-reader are easy to remember” 92 % 8 % - 
“A lot of writing features on e-readers that are not in accordance with their 
functions” 

6 % 13 % 82 % 

“The placement of the buttons on the e-reader is inappropriate, so there 
are often wrong clicks” 

13 % 8 % 79 % 

“The price for the e-reader is in accordance with the features obtained” 93 % 7 % 1 % 
Source: Excel Data Processing, 2022 

 
The majority of respondents agree that the features of the e-reader are not only easy to use 

and understand but also suitable for the price. At this concentration, the part that needs further 
attention is the placement of buttons on the e-reader, which are placed in inappropriate places, 
causing some e-reader users to click wrongly often. 
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2) Navigation 
Navigation on a website or gadget is used as a guide for users to take full advantage of the 

features on the website or device. Poor navigation will confuse users, which gadget manufacturers 
should avoid (Margolin et al., 2018). 

 
Table 8. Respondent’s responses regarding e-Reader navigation 
 
Statement A N DA 
“Navigation on e-reader devices is easy to understand” 90 % 8 % 2 % 
“The navigation in the product description does not match what is on the 
e-reader, so errors often occur” 

3 % 12 % 86 % 

“Navigation on the e-reader worked well as expected” 95 % 5 % 1 % 
Source: Excel Data Processing, 2022 
 

Most respondents agree that the navigation on the e-reader device is easy to understand and 
does not cause errors. Statements with the lowest points are statements about navigation in 
product descriptions that do not correspond to reality and often mislead e-reader users. However, 
we can see that only a small number of respondents stated this, and the rest still considered 
navigating the product description difficult according to the reality 

3) Responsiveness 
The responsiveness of a gadget can be seen in how quickly the device completes the task the 

user wants (Oakes, 2018). 
 

Table 9. Respondent’s responses regarding e-Reader responsiveness  
 

Statement A N DA 
“Searching pages on the e-reader did not meet my expectations 
because it took a long time” 

25 % 25 % 50 % 

“Annotating the e-reader is what I expected because it doesn't take a 
long time” 

72 % 20 % 8 % 

“Buying an e-book on an e-reader didn't meet my expectations because 
it took a long time” 

7 % 7 % 87 % 

“Moving the e-book data to the e-reader is as expected because it 
doesn’t take a long time” 

75 % 8 % 17 % 

“The responsiveness of the e-reader worked well as expected” 84 % 12 % 4 % 
Source: Excel Data Processing, 2022 
 

Many of the above statements have mixed answers. The statement with the most positive 
responses is a statement regarding the transfer of e-book data to an e-reader which takes a long time. 
The majority of respondents do not agree with the statement. The process of buying e-books and the 
annotation process also had a positive response from most respondents. However, not a few 
respondents also answered with an adverse reaction or were hesitant to choose the neutral option. 
Statements with the most negative responses were statements regarding page searches on e-readers 
which took a long time. A quarter of respondents answered agree, and 25 % were undecided or 
responded neutrally. This statement has the most negative responses on the concentration of e-reader 
responsiveness and all statements in the questionnaire, both on the Perception and Usability variables. 
It shows that the search for pages on the old e-reader is a weakness of the e-reader device that most 
users experience. 

However, most respondents agree that the responsiveness of the e-reader works well, 
as expected. It shows that the weaknesses possessed by e-readers in terms of responsiveness do not 
interfere with users when doing reading activities. 

4) Performance and benefits 
Performance and benefits go into the overall rating of the gadget. 
The majority of respondents agree that the performance of the e-reader device has worked 

well according to their expectations. Respondents also stated that the benefits provided followed 
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the product description and output or money spent. It shows that even though it has some 
shortcomings, the overall usability of the e-reader still satisfies its users. 

 
Table 10. Respondent’s responses regarding the version and usefulness of E-Reader  
 
Statement A N DA 
“The engine performance of the e-reader device works well as expected” 96 % 3 % 1 % 
“The benefits are in accordance with the product description of the e-
reader device” 

99 % 1 % - 

“The price for the e-reader device is in accordance with the benefits 
obtained” 

94 % 5 % - 

Source: Excel Data Processing, 2022 
 

c. E-Reader user satisfaction 
The Consumer Satisfaction variable in this study has been represented by the statements in 

the Perception and Usability variables. So can determine consumer satisfaction based on 
respondents' responses regarding the perception and usability of the e-reader. 

In addition to assessing the stereotypes and perceptions felt by e-reader users when carrying 
out reading activities, the statements on the Perception variable also consider e-reader users' 
satisfaction effectively. How are users' emotions and moods when reading activities on the                                
e-reader? Suppose the respondent gives an upbeat assessment of the statements of the Perception 
variable. In that case, it will automatically indicate that the respondent is not bothered by 
destructive perceptions about the e-reader and is still happy to use it. It follows the theory of 
affective consumer satisfaction, which states that if the emotions and moods of consumers are 
positive, it can note that the product has met one of the indicators of consumer satisfaction 
(Srirahayu et al., 2021). In the answers given by respondents to the statements in the Perception 
variable, precisely in Tables 8 to 12, we can see that although a small number of respondents have 
negative responses, these statements are filled with positive responses. Respondents have no 
problem with stereotypes and old perceptions about reading activities that e-readers cannot 
present. Respondents gladly accept e-readers as a reading medium. It can conclude that although it 
has some drawbacks, e-reader satisfies their users effectively. 

While the statements on the Usability variable, in addition to assessing technology performance 
on e-readers, also consider user satisfaction cognitively. The comments in the Usability variable are 
designed to evaluate the usability of devices related to the theory of cognitive indicators of consumer 
satisfaction. In the approach used, if consumers have a positive impression of product performance and 
the suitability of product benefits with product descriptions and output/money spent, the product can 
be stated to have met cognitive consumer satisfaction (Bao et al., 2018). In Tables 13 to 16, most 
respondents agree that the usability of the e-reader has good performance, both in terms of features, 
navigation, and responsiveness. Although there were some negative answers to the statement regarding 
responsiveness, in the end, respondents still concluded that these deficiencies did not affect the overall 
responsiveness of the e-reader. Respondents are still satisfied with what is presented by the e-reader. 
It can be supposed that although it has some drawbacks, e-readers satisfy users not only effectively but 
also cognitively. 

 
3. Results 
Respondents in this study were dominated by Gen Z (age 10-25 years) and Gen Y/Millennial 

(age 26-40 years). 
 
Table 11. Characteristics of the respondent's year of birth  
 

Year of birth Frekuensi Percentage 
1965–1980 2 2 % 
1981–1996 61 46 % 
1997–2012 69 52 % 

Total 132 100 % 
Source: Excel Data Processing, 2022 
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The majority of respondents use Amazon Kindle as their e-reader, where 67 % of respondents 
stated using Amazon Kindle devices. Onyx Boox is ranked second as the device most used by 
respondents. Some respondents use two or more e-readers at once. 

 
Table 12. Characteristics of the respondent’s e-Reader 
 
E-Reader Frekuensi Persentase 
Amazon Kindle 89 67 % 
Onyx Boox 36 27 % 
Kobo 3 2 % 
iPad 1 1 % 
Amazon Kindle and Onyx Boox 1 1 % 
Moaan Inkpalm 5 Mini and Likebook p78 1 1 % 
I have more than 5 brands of e-readers 1 1 % 
Total 132 100 % 

Source: Excel Data Processing, 2022 
 

The answers collected from the respondents are processed using SPSS Software. 
The Correlation Coefficient test shows that the Perception and Usability variables have a strong 
relationship with the Consumer Satisfaction variable (Y). 
 
Table 13. Correlation coefficient  
 
Variable Pearson Correlation Keterangan 
Perception (X1) 0.697 Strong  
Usability (X2) 0.722 Strong 

Source: Excel Data Processing, 2022 
 
According to the interpretation guideline for the correlation coefficient value formulated by 

Sugiyono, a correlation can be stated to have a strong relationship if the weight ranges from 0.600 – 
0.799 (Sugiyono, 2021). The Perception and Usability variables' values range, so we can say that 
these two variables strongly correlate with the Consumer Satisfaction variable. 

To state that the independent variable affects the dependent variable on the t-test, 
the significant value of the independent variable must be less than 0.05.  
 
Table 14. T-test  

 
Variabel thitung Sig. 
(Constant) 1.347 .181 
Persepsi (X1) 4.438 .000 
Usability (X2) 5.333 .000 

Source: Excel Data Processing, 2022 
 
The Perception and Usability variable’s significance value is less than 0.05. Therefore, it can 

conclude that the Perception and Usability variables partially affect the Consumer Satisfaction variable. 
Not much different from the t-test, to state that the two independent variables simultaneously 

affect the dependent variable in the F-test, the significant value must be less than 0.05.  
 
Table 15. F-test 
 

Model df F Sig. 
1 Regression 2 74.088 .000b 
 Residual 98   
 Total 100   

Source: Excel Data Processing, 2022 
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A significant value smaller than 0.05 shows that the Perception and Usability variables have a 
combined effect on the Consumer Satisfaction variable. 

While in the Coefficient of Determination test, it is known that the R Square value is 0.602. 
The effect of perception and usability on consumer satisfaction is 60.2 %. In contrast, 

the remaining 39.8 % is influenced by other variables not examined in this study. 
 
Table 16. Coefficient of determination (Source: Excel Data Processing, 2022) 
 

Model R R Square 
Adjusted  
R Square 

1 .776a .602 .594 
 

4. Conclusion 
Based on the discussion above, it can conclude that The Perception variable has a strong 

correlation and has a positive effect on the Consumer Satisfaction variable. Likewise, the Usability 
variable strongly correlates to and positively affects the Consumer Satisfaction variable. Therefore, 
perception and Usability variables significantly influence the Consumer Satisfaction variable. 
Perception and Usability variables together influence the Consumer Satisfaction variable of 60.2 %. 
At the same time, the remaining 39.8 % is influenced by other variables not examined in this study. 
The nature of portability is stated as the most preferred advantage of the respondents. 
All respondents (100 %) agree that the easy-to-carry nature of the e-reader makes them happy to 
use the e-reader.  

Searching pages that take a long time is the weakness most frequently experienced by 
respondents. A quarter of respondents (25 %) agree that searching pages on an e-reader takes a 
long time. Even so, the evaluation of the performance and responsiveness of e-readers still received 
positive answers can conclude that long page searches do not affect e-reader user satisfaction. 
The results of respondents' statements in this study indicate that e-reader users in Indonesia do 
not have problems with stereotypes and old perceptions about reading activities that e-readers 
cannot present. The absence of a distinctive scent, attractive cover, page-turning activity, and many 
other things closely related to printed books did not eliminate the pleasure of respondents when 
using an e-reader. The majority of respondents also agree that the usability of the e-reader already 
has good performance, both in terms of features, navigation, and responsiveness. Although e-
readers have several aspects that need to be improved and cannot be presented, e-reader users in 
Indonesia are not bothered by these things. E-reader users still feel happy and satisfied when doing 
reading activities using e-readers. 
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