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Research Hypotheses  

H1 Perceived usefulness has a positive and 

significant effect on intention to use and actual 

use of artificial intelligence.  

H2 Ease of perceived use has a positive and 

significant effect on the intention to use and the 

actual use of artificial intelligence.  

H3 AI usage intention and actual use are positively 

and significantly influenced by opportunities.  

H4 Perceived challenges associated with Artificial 

intention to use and actual use of Artificial 

Intelligence. 

H5 First, there is a high positive correlation between 

perceived usefulness, perceived ease of use, 

intention to use, actual use and opportunities.  

H6 Significant differences in the educational level 

were observed in the study variables. 

H7 Significant differences were found in the study 

variables according to age, job position, and 

years of service. 

Methods and Materials 
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No Variable Items KMO Bartlett's Sig. AVE Composite 

Reliability 

(CR) 

Cronbach's Alpha 

1 Perceived 

usefulness 

4 0.567 0.000 0.593 0.852 0.769 

2 Perceived Ease 

of Use 

4 0.753 0.000 0.618 0.865 0.789 

3 Intention to use 4 0.645 0.000 0.674 0.859 0.679 

4 Actual use 4 0.696 0.000 0.616 0.861 0.774 

5 Opportunities 5 0.859 0.000 0.738 0.933 0.907 

6 Challenges 7 0.740 0.000 0.563 0.898 0.865 
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Results  

 

 

 

 

 

Variable Category Frequency (N) Percentage (%) 

Gender Male 121 93.1% 

Female 9 6.9% 

Age 25 years or below 64 49.2% 

25 to 36 years 51 39.2% 

36 to 45 years 10 7.7% 

45 years or above 5 3.8% 

Education Level Grade 12 Graduate 25 19.2% 

 100 76.9% 

 5 3.8% 

Occupation Journalist 89 68.5% 

Head   of Newsroom 9 6.9% 

Editor 14 10.8% 

Broadcasting Manager 18 13.8% 

Years of Service in Media Sector 3 years or less 49 37.7% 

More than 3 to 6 years 40 30.8% 

More than 6 to 9 years 18 13.8% 

Province Nangarhar 88 67.7% 

Laghman 42 32.3% 

Type of Media (Based on Nature) Radio 88 67.7% 

Radio & Television 23 17.7% 

News Agency 12 9.2% 

Print Media 7 5.4% 

Media Ownership Government 39 30.0% 

Private 91 70.0% 

Participation based on Media Centralization 

(Local/Non-local media) 

Yes 113 86.9% 

No 17 13.1% 
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Variable Item (Indicator) N Mean Std. Deviation 

Perceived Usefulness AI improves data accuracy 130 3.80 0.97 

AI prevents fake news dissemination 130 3.48 1.14 

AI improves transparency in reporting 130 3.45 1.12 

AI helps protect national interest 130 3.44 1.11 

Perceived Ease of Use AI tools are easy for ethical decision-making 130 3.76 1.06 

Easy to evaluate credibility of AI news 130 3.65 0.98 

AI helps include multiple perspectives 130 3.66 1.03 

AI helps avoid plagiarism 130 3.86 1.09 

Behavioral Intention Intend to use AI for misinformation control 130 3.88 0.94 

Ethical policies increase AI use intention 130 3.89 0.98 

Intend to use AI for source protection 130 3.54 1.14 

Intend not to publish harmful content 130 4.38 1.00 

Actual Use Used AI for fact-checking news 130 3.28 1.07 

Used AI for unity-promoting news 130 3.74 1.08 

Used AI for objectivity in reporting 130 3.42 1.03 

Used AI after evaluating social harm 130 3.61 1.10 

Opportunities Used AI for fair and accurate reporting 130 3.43 1.09 

AI simplifies source credibility checking 130 3.42 1.09 

AI helps detect fake content 130 3.67 1.04 

AI improves news accuracy 130 3.44 1.03 

AI helps protect sensitive information 130 3.29 1.14 

Challenges Lack of source transparency is a problem 130 3.88 1.00 

AI errors spread misinformation quickly 130 3.93 0.98 

AI threatens journalistic identity 130 3.85 1.06 

Overreliance weakens ethical responsibility 130 3.91 1.03 

Privacy risks due to AI use 130 3.91 1.01 

Lack of AI explain ability reduces accountability 130 3.90 0.97 

AI-generated content reduces public trust 130 4.04 1.09 

 

 

 

 

Variables Intention 

to use 

Perceived 

usefulness 

Perceived 

Ease of Use 

Actual 

use 

Opportunities Challenges  

Intention to use 1 .497** .595** .576** .656** .169 

Perceived usefulness .497** 1 .683** .493** .556** -.025 

Perceived Ease of Use .595** .683** 1 .562** .661** .109 
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Actual use .576** .493** .562** 1 .745** -.022 

Opportunities .656** .556** .661** .745** 1 .024 

Challenges .169 -.025 .109 -.022 .024 1 

 

 

 

 

Variable N Mean SD T Df Sig. (2-tailed)  

Perceived 

usefulness 

130 3.5404 0.8392 7.342 129 < .001 0.644 

Perceived Ease of 

Use 

130 3.7327 0.7864 10.623 129 < .001 0.932 

Intention to use 130 3.9231 0.7015 15.003 129 < .001 1.316 

Actual use 130 3.5115 0.8152 7.154 129 < .001 0.627 

Opportunities 130 3.4508 0.8476 6.064 129 < .001 0.532 

Challenges 130 3.9154 0.6481 16.103 129 < .001 1.412 

 

 

 

 

 

 

 

Mo

del 

R R² Adjus

ted R² 

Std. 

Erro

r 

F Sig

. 

Durbi

n

Wats

on 

1 .66

8 

.44

6 

.437 .505

31 

51.1

48 

< 

.00

1 

1.393 
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Predictor B Std. 

Error 

 t Sig. 95% CI 

(Lower) 

95% CI 

(Upper) 

Tolerance VIF 

Constant 1.500 0.224  6.702 < 

.001 

1.057 1.943   

Perceived 

Usefulness 

0.171 0.073 0.213 2.353 0.020 0.027 0.314 0.533 1.875 

Perceived Ease of 

Use 

0.432 0.077 0.504 5.577 < 

.001 

0.279 0.585 0.533 1.875 

 

 

 

 

 

Predictor B Std. Error  T Sig. 95% CI (Lower) 95% CI (Upper) 

Constant 1.544 0.152  10.140 < .001 1.243 1.845 

Opportunities 0.630 0.043 0.792 14.696 < .001 0.545 0.715 

 

 

 

 

 

 

 

Predictor B Std. Error  T Sig. 95% CI (Lower) 95% CI (Upper) 

Constant 3.412 0.364  9.385 < .001 2.692 4.131 

Challenges 0.078 0.092 0.075 0.852 0.396 -0.103 0.259 
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Variable Nangarhar (Mean ± SD) Laghman (Mean ± SD) t df Sig. 

Perceived Usefulness 3.5398 ± 0.89 3.5417 ± 0.72 -0.012 128 0.990 

Perceived Ease of Use 3.7330 ± 0.82 3.7321 ± 0.71 0.005 128 0.996 

Behavioral Intention 3.9943 ± 0.67 3.7738 ± 0.75 1.688 128 0.094 

Actual Use 3.5938 ± 0.84 3.3393 ± 0.73 1.676 128 0.096 

Opportunities 3.4614 ± 0.91 3.4286 ± 0.70 0.206 128 0.837 

Challenges 3.8620 ± 0.69 4.0272 ± 0.54 -1.364 128 0.175 

 

 

Variable Government (Mean ± SD) Private (Mean ± SD) t df p 

Perceived Usefulness 3.58 ± 1.01 3.52 ± 0.76 0.324 128 0.747 

Perceived Ease of Use 3.79 ± 0.88 3.71 ± 0.74 0.589 128 0.557 

Behavioral Intention 3.86 ± 0.86 3.95 ± 0.62 -0.681 128 0.497 

Actual Use 3.57 ± 0.96 3.49 ± 0.75 0.487 58.51 0.628 

Opportunities 3.47 ± 0.93 3.44 ± 0.81 0.184 128 0.854 

Challenges 4.00 ± 0.55 3.88 ± 0.69 1.068 89.73 0.289 

 

 

Variable Local Media (Mean 

± SD) 

National/International Media (Mean ± SD) t df p 

Perceived 

Usefulness 

3.52 ± 0.83 3.68 ± 0.88 -0.716 128 0.475 

Perceived Ease of 

Use 

3.71 ± 0.79 3.87 ± 0.81 -0.758 128 0.450 

Behavioral 

Intention 

3.86 ± 0.70 4.37 ± 0.54 -2.881 128 0.005* 
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Variable F df (Between, 

Within) 

Sig. (p-

value) 

Perceived 

Usefulness 

0.404 3, 126 .750 

Perceived Ease 

of Use 

1.147 3, 126 .333 

Intention to Use 1.095 3, 126 .354 

Actual Use 1.009 3, 126 .391 

Opportunities 0.891 3, 126 .448 

Challenges 0.116 3, 126 .950 

 

 

Variable F Sig. (p-value) 

Perceived Usefulness 0.354 .703 

Perceived Ease of Use 2.450 .090 

Intention to Use 1.082 .342 

Actual Use 1.939 .148 

Opportunities 4.018 .020* 

Challenges 0.748 .475 

 

 

 

Variable F Sig. (p-value) 

Perceived Usefulness 0.067 .978 

Perceived Ease of Use 0.277 .842 

Intention to Use 0.437 .727 

Actual Use 0.448 .719 

Opportunities 0.472 .702 

Challenges 1.199 .313 

 

 

Variable F Sig. (p-value) 

Perceived Usefulness 0.365 .778 

Perceived Ease of Use 1.860 .140 

Intention to Use 0.347 .792 

Actual Use 1.599 .193 

Opportunities 1.394 .248 

Challenges 2.297 .081 

 

Discussion and Testing of Hypotheses  
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Hypothesis Research Hypothesis P-

value 

Decision 

H1 Perceived usefulness has a positive and significant effect on intention to use and 

actual use of artificial intelligence.  

.020 Supported 

H2 Ease of perceived use has a positive and significant effect on the intention to use 

and the actual use of artificial intelligence.  

< .001 Supported 

H3 AI usage intention and actual use are positively and significantly influenced by 

opportunities.  

< .001 Supported 

H4 H3: Perceived challenges associated with Artificial Intelligence significantly 

influence  

.396 Not 

Supported 

H5 First, there is a high positive correlation between perceived usefulness, perceived 

ease of use, intention to use, actual use and opportunities.  

< .001 Supported 

H6 Significant differences in the educational level were observed in the study 

variables. 

.020* Supported 

H7 Significant differences were found in the study variables according to age, job 

position, and years of service. 

> .05 Not 

Supported 
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