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Abstract

The study has aimed to investigate the factors affecting university students’ attitude toward intention to use social media
for learning. This study embraced a cross-sectional approach and gathered quantitative data via a Google form survey, which
was collected by using social media platforms, from a total of 720 respondents. The hypotheses were tested using the
partial least squares (PLS) method. The study found that social media literacy, perceived ease of use, perceived behavioral
control, and perceived risk has significant positive influence on users’ attitude to use social media, while ICT facility and
perceived usefulness has no significant impact on attitude. Users’ attitude has a significant relationship with their intention
to use social media for learning. The users’ attitude was also found to successfully mediate the relationship of social media
literacy, perceived ease of use, perceived behavioral control, and perceived risk with intention to use social media. Social
media literacy and perceived risk have been measured as an influential construct since it is unreasonable to anticipate the
correlation between social media literacy and perceived risk dimensions in social media.
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Introduction consumers make purchasing decisions. The growth of the
internet and social media websites have moved control away
from corporations to customers (de Oliveira Santini et al.,
2020). Social media enables the customers to share their
opinions and knowledge about the purchase on the Internet
or social media sites (Babi¢ Rosario et al., 2020). Thus,
social media literacy can play a significant role and incor-
porates understanding how social networking sites encode
person privacy or security. Although there is a less self-
evident how a social media literacy tactic can assist people.
A unique aspect of social media is that it encodes social
communication. Consumers are increasingly relying on

Users can quickly connect with one another on social net-
working sites, and advertisers have a power to influence and
engage with consumers (Appel et al., 2020). Facebook,
Twitter, LinkedIn, and ResearchGate are examples of popu-
lar social networking platforms. These sites provide a plat-
form that is open to people all over the world. Users of social
media often engage with one another and share ideas. With
the largest number of users around the world, Facebook is
the biggest social networking site (Kim et al., 2017). Various
socio-technical web platforms concentrate on activating
updated features. According to Ma and McGroarty (2017),
Twitter uses crowdsourcing to improve decision-making
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“F-Factors” (friends, family, Facebook fans, and followers)
for purchasing behavior, which has rendered conventional
marketing communications ineffective (Kotler & Setiawan,
2016; Kotler etal., 2016; Li etal., 2021). As a result, users all
around the world are favorably assessing user-generated
information on social media, which affects their purchasing
decisions (Batra & Keller, 2016).

People using social media platforms is having fun and
passing the time by engaging in activities such as product dis-
cussions, interacting, and looking for marketing strategies. As
aresult, entertainment is an essential key element that encour-
ages long-term usage of social media platforms (Al-Debei
et al., 2013; Ifinedo, 2016; Naqvi et al., 2019). The consumer
attitudes toward intention to use social media can be a critical
indicator when determining the value of the products or ser-
vices offered online. Users’ attitudes toward social media
sites can influence their long-term intention to use online
technologies for learning and sharing knowledge. User
motives, according to most research, can be used to predict
long-term intentions to use social networking website like
Instagram (Lin, 2007a). The operators of social networking
sites, on the other hand, want to know what motivates people
to stick to a particular social media platform and to continue
using specific products or services (Phua et al., 2017). An
individual’s purchasing behavior is influenced by their life-
long experience with products and services, and an online
firm’s ability to reach these individuals ultimately determines
its success or failure (He et al., 2017). Individuals generally
use social media networking sites to express themselves, to
learn about goods and services, schooling, to express personal
creativity, and to form new relationships with friends, family,
and others. In view of these, this study aims to investigate the
determinants of users’ attitude toward intention to use social
media for learning and sharing knowledge.

Literature Review
Underpinning Theory

This study uses the concept of theory of planned behavior
(TPB; Ajzen (1991) that is an extension of the theory of rea-
soned action (Ajzen & Fishbein, 1975). According to the
TPB, users’ behavioral intention reliably predicts whether
or not a person will engage in the behavior in question if
the individual can consciously choose to do so. The more
intensely a person intends to carry out a behavior, the more
likely that person is to carry it out (Ajzen, 1991). TPB is a
commonly used model for forecasting the relationship
between a person’s attitude, intentions, and behavior. As a
consequence, predicting a person’s motive depends heavily
on three antecedents: the person’s attitude toward behavior,
subjective norms, and perceived behavioral control. Ajzen
(1991) found that attitude, subjective norm, and perceived
behavioral control all determine intentions. According to

Baker and White (2010), the positive or negative evalua-
tions of the affective and instrumental variables that make
up the action in question are referred to as attitude. The per-
ceived behavioral control means the extent of control that a
person feels while performing the behavior (Baker & White,
2010). Many studies have used the TPB to help explain the
psychosocial variables that predict people’s use of social
media as a promotional tool to read the news, exchange con-
tent, watch event videos, and participate in events. For
example, TPB was used in empirical research to determine
users’ preferences to exchange information appropriately in
the purchase networks of products and services (Kim et al.,
2018). It has also been used to predict youth media use
(Baker & White, 2010; Pelling & White, 2009). Based on
the concept of TPB, this study aims to measure the determi-
nants of users’ attitude and their intention to use social
media for learning.

Social Media Literacy

The social media literacy can be defined media and informa-
tion literacy which is a set of competencies that empowers
people to access, retrieve, understand, evaluate, use, create,
share information in personal professional and societal activ-
ities. It suggests that media literate person must not only be a
user of information and media material, but also a responsi-
ble inquirer, creator of knowledge and innovator who is able
to use a variety of information, communication tools and
media (UNESCO, 2020). Media literacy is a means of under-
standing where, when, and how to select while using emerg-
ing technology in compliance with their desired purpose
(Ata & Yildirim, 2020). Few studies have been conducted to
investigate the relationship between the intent of using social
media websites and media literacy. For example, the rela-
tionship between critical thinking and media literacy of pre-
service teachers have been found positive by Eristi and
Erdem (2018), Celik (2018), Semerci and Semerci (2017),
and Audiences should properly address both negative and
positive developments of healthy information and mass
media (Adhiarso & Suyanto, 2018). Grabher and Konig
(2017) found that from individual perspective, media literacy
refers to the ability of a media literate person to use the plat-
form by engaging with specific accounts that they want to
see content from more frequently. For instance, if anyone
intents to communicate with his closest friend, but there is
nothing important to share with his friend because they do
not live in geographically close places, he or she may do it
and make the best use of the platform Facebook to regularly
be in touch by checking for his friend’s Facebook profile or
other social media sites and sharing the posts. Thus, we for-
mulated that:

HI1: Social media literacy has a positive impact on users’
attitude to use social media.
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ICT Facility

There are many social media platforms, such as Facebook,
YouTube, WhatsApp, Messenger, WeChat, Instagram, Tik
Tok, Tencent QQ, QZone, and SinaWeibo ranking as the
most prominent social networking sites (Statista, 2020).
Information and communication technologies (ICTs) and
social media have become indispensable parts of people’s
lives in recent years (Karanasios & Parker, 2018). The ICT is
an inherent part of daily life, modern society cannot work in
its absence (Gérguri-Rashiti et al., 2017). Students could
interact to their classmates using the ICT facility on social
media. Basri et al. (2018) studied that university students use
ICT for interaction and social interactions with friends and
family in addition to looking for information on the internet.
That is why it represents a great boost to university students’
academic success. Students may frequently use ICT to initi-
ate discussions and guidance on educational activities from
professors, peers, and colleagues, and this type of interaction
is needed to develop their research and study skills (Basri
et al., 2018). In the sense of business development, the ICTs
and social media assist companies in innovating and improv-
ing their results (Emami & Khajeheian, 2018; Karakara &
Osabuohien, 2020), and communicating and attracting more
clients (Palalic et al., 2021). Therefore, we proposed the fol-
lowing hypothesis:

H2: ICT facility has a positive impact on users’ attitudes
to use social media.

Perceived Usefulness

The perceived utility measures a person’s belief that a system
helps him/her to better perform his/her job (Corkindale et al.,
2018). Davis (1989) defined the perceived usefulness is the
extent a person considers to boost his or her work output
using a particular system. Nevertheless, from the social
media viewpoint, Phang Ing and Ming (2018) found per-
ceived usefulness as one of the key factors shaping the atti-
tude of consumers regarding the suggestion of bloggers
posted on social media. In the same vein, Popy and Bappy
(2020) examined that perceived usefulness is directly linked
to the attitude of clients toward positive reviews on social
media. On the other hand, use of social networking to share
information by the concerned stakeholders has a perceived
impact, such as endorsing social media to expand higher
education by knowledge sharing among students, faculties
and other administrative in educational institutions (Goswami
& Agrawal, 2019). The intention to use social media will be
better when users believe a social media tool uses is neces-
sary for the efficient exchange of information, users will be
inspired in order to obtain knowledge from knowledge con-
tributors who are aware of its usefulness (Read et al., 2019).
Based on the above discussions, we formulated the following
hypothesis:

H3: Perceived usefulness has a positive influence on
users’ attitude to use social media.

Perceived Ease of Use

The perceived ease of use denotes to the belief of an indi-
vidual of how convenient the use of the technology is. The
better the method, the more likely it is that the users would
consider it (Davis, 1989). Likewise, perceived easy-to-use
tests an individual’s perception that a system is effortless
(Corkindale et al., 2018). Very often, people felt they would
get benefit from using the easy-to-use technology (Scott
etal., 2016). Moreover, perceived ease of use of individuals
and their perceived utility of technology precede their
motive to use them (Venkatesh & Davis, 2000; Venkatesh
et al., 2003). Lin (2007b) found that a higher degree of per-
ceived ease of the use of social media produces a positive
feedback of consumers. Correspondingly, Hua et al. (2017)
confirmed that increased perceived ease of use of social
media would lead to an increased degree of a positive atti-
tude toward its strong mindset in favor of destinations for
travel. Setiawan and Setyawati (2020) and Pitafi et al.
(2020), presented proof of a positive relationship between
ease of perception and attitude. Thus, we proposed the fol-
lowing hypothesis:

H4: Perceived ease of use has a positive influence on
users’ attitude to use social media.

Perceived Behavioral Control

The perceived ease or difficulty of executing a behavior is
referred to as perceived behavioral control (Lopez-Mosquera
et al., 2014). Perceived behavioral control was divided into
three categories: behavioral, decisional, and cognitive by
Zhang and Gupta (2018). To begin, the behavioral charac-
teristic denotes to a user’s propensity to respond to changing
circumstances. The user’s ability to effectively achieve the
desired goals from situations based on his or her acts and
conclusions is referred to as the decisional attribute. The
cognitive attribute indicates if the user is capable of compre-
hending the situation. Moreover, if a person believes that he
or she has the technical capabilities, computer skills, and
social networking abilities to respond in social media, he or
she may believe they have behavioral control (Boehm,
2019). Hansen et al. (2018) found positive impact between
the intention to use social networking sites for purchases, as
well as the perception of behavioral control. According to
Alzahrani et al. (2017) the most powerful impact on practi-
cal use is perceived behavioral control. On the contrary,
Lawson-Body et al. (2018) disclosed that the relationship
between perceived behavioral control can be influenced by
social media presence. Thus, the following hypothesis is
proposed:
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HS5: Perceived behavioral control has a positive impact on
users’ attitude to use social media.

Perceived Risk

When government workers use Web 2.0 and/or social media
for work-related purposes, there is a perceived risk of fraud or
hacking, as well as eventual leakage of classified or sensitive
information to unauthorized users (Mhina et al., 2019).
Despite this, the idea of perceived danger is synonymous with
the likelihood of experiencing bad impacts such as losses in
an unpredictable circumstance, which typically include per-
formance degradation, economic loss, loss of time, emotional
loss, societal loss, security loss, and overall risk (Featherman
& Pavlou, 2003). An earlier study of Mhina et al. (2019)
implied that the perceived risk has a substantial negative
impact on government employees’ attitudes and intentions to
use Web 2.0 and/or social networking sites. Nawi et al. (2017)
demonstrated that perceived risk has a major impact on stu-
dent entreprencurs’ adoption of social media as a business
platform in Malaysia, indicating that student entrepreneurs
understand and acknowledge the risk of negative outcomes
when using social media as a business platform. The users’
confidence has an effect on intentions to use social media, and
it was discovered that these connections vary based on the
gender and age of the social media participant (Benson et al.,
2019). Hence, we hypothesize that:

H6: Perceived risk has a positive impact on users’ attitude
to use social media.

Users’ Attitudes

Attitude is a result of one’s cognitive values, and it expresses
whether a person feels positively or negatively about per-
forming a specific behavior (Ajzen & Fishbein, 1975).
Nonetheless, an individual’s attitude can influence how they
feel about using a social networking platform, which in turn
affects the users’ interaction with the site. Several observa-
tional studies have previously revealed that attitudes have a
positive impact on social networking sites. For example, Hua
et al. (2017), Tariq et al. (2017), Phang Ing and Ming (2018)
have discovered a link between attitude and intention to use
social media sites. The users’ attitude toward social media
use can affect their behavioral intention to use social media
(Popy & Bappy, 2020). Erkan and Evans (2016) implied that
consumers’ positive attitude toward word of mouth knowl-
edge in social media has a positive influence on purchasing
intention. This shows that the user’s attitude toward use of
social media would have a positive effect on users’ decision
to use social media for learning. Based on this discussion, it
is hypothesized that:

H7: User attitude has positive effect on intention to use
social media for learning.

Mediating Effect of Attitudes

This study also considered the mediating role of attitude in
investigating users’ intention toward the usage of social
media. Previously, there are several studies have been consid-
ered that attitude is a mediating construct to anticipate the
impact of various prior factors on behavioral intention to use
social media. For instance, Hua et al. (2017) illustrated that
the attitude with respect to the utilization of social media
mediates the positive impact of perceive usefulness and per-
ceive ease of use on the behavioral intention of the travelers.
Likewise, it has been shown that attitude is the mediating
variable through which information quality directly affects
purchase intention (Phang Ing & Ming, 2018). Several exper-
imental studies have been conducted to test the relationship
between intention to use and actual use. For example, Dumpit
and Fernandez (2017), Lu and Yang (2014), Zhou et al. (2011)
investigated how motivations affect the intention of using
social networking sites. According to another report, little
information can be gathered about how positive service feed-
back on social networking apps can influence consumers’
purchasing intentions and service perceptions (Ha & Lee,
2018). Nadeem et al. (2015) revealed that customers’ pur-
chasing intentions are influenced by users’ attitude. Therefore,
we propose the following hypothesis:

HS8: User attitude mediates the effect of (a) social media
literacy (b) ICT facility (c) perceived usefulness (d) per-
ceived ease of use (e) perceived behavioral control, and
(f) perceived risk on intention to use social media.

Based on the review of literature and underpinning theory,
Figure 1 shows the conceptual model of this study.

Methodology

Survey Instrument

The measurement items were developed from the previous
studies. To measure the social media literacy, three items
were adopted from Dalpiaz (2020). These items were mea-
sured to identify different forms of social media and to
understand the information accuracy. Four items were
adopted from Venkatesh et al. (2003) to evaluate the ICT
facility. Based on the study of Davis (1989), Seidman (2013),
Venkatesh and Davis (1996), four items were modified for
evaluating perceived usefulness while three items were
adopted from Venkatesh et al. (2003), Umrani-Khan and Iyer
(2009) for measuring perceived ease of use. To evaluate the
perceived behavioral control, three items were adopted from
Cameron (2010), Eyrich et al. (2008), Hsu and Chiu (2004),
and four items were modified from McKnight et al. (2002)
for measuring the perceived risk of the social media users.
Four items were modified from Davis (1989), Shen and
Chiou (2009), Suh and Han (2002), Eyrich et al. (2008),
and Hsu and Chiu (2004) for evaluating user attitude, and
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four items were adopted from Venkatesh et al. (2003),
Bhattacherjee (2001), Davis (1989), Shen and Chiou (2009),
and Suh and Han (2002) for measuring user intention to use
social media. Five points Likert scale range from 1 =strongly
disagree to S=strongly agree were used for the factors of
social media literacy, ICT facility, perceived usefulness, per-
ceived ease of use, perceived behavioral control, perceived
risk, attitude, and intention to use social media.

Data Collection and Sample

Individual users of social media networks, preferably univer-
sity students aged 18 to 45, are the analysis unit of this study.
Since this study focuses on social media literacy, we there-
fore assume that university students are able to use various
sources of information, source to publication, accuracy of
information, and information evaluation. In our study, a tar-
geting unit like this could help us improve accuracy.
Purposive sampling was used for this study, with university
students in Malaysia as the focus group. From January to
March 2021, data was collected on an online database for
3months. Face-to-face contact is not advised due to the
COVID-19 pandemic. As a result, we conducted our research
solely through an online questionnaire. Questionnaires are
created using Google Survey, an online survey tool, and
transferred through electronic means like social networking
sites, email, and Facebook messenger. Friends and relatives,

coworkers, website, and social networking sites are all given
access to the online questionnaire. Until the final study, five
social media experts were asked to study the content and
validity of the questionnaire for further analysis. The experts
were required to assess the items’ readability, clarity of
vocabulary, smoothness of flow, and overall sufficiency for
the concepts being assessed. Finally, it aids in offering some
true and important suggestions for improving vocabulary
and sentence structure. The wording of a specific query is
changed based on expert recommendations. Overall, the
questions are straightforward and include the majority of the
components needed for this analysis. To ensure continuity
and responsiveness in the later stages, changes were made in
response to feedback.

Malaysian households were given the survey question-
naire. Respondents enthusiastically participated in this sur-
vey because it was self-administered and there was no
incentive given. The distribution via electronic communi-
cation (social media, email and Facebook messenger) was
made up of approximately 1200 sets of questionnaires.
Only university students from the University of Malaya
and University Malaysia Kelantan in the Kuala Lumpur and
Kelantan regions were surveyed. During the data scanning
process, we discovered seven Non-Malaysian survey
responses and later had been deleted. Following the initial
data scanning, a total of 720 questionnaires with no missing
values and usable for data processing were discovered,
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representing a response rate of 60%. According to Cohen
(1988), the sample size determines the sample’s reliability.
One of the elements to evaluate the strength of the test is the
sample size. A power analysis using G*Power statistics soft-
ware was conducted to measure whether the number of
responses is adequate to continue with our research. The
results show that for seven predictors, at least 74 sample
sizes are needed. The rate of response for this study on users’
attitude and intention to use social media networking sites is
therefore sufficient.

Data Analysis

Demographic Information

The findings revealed 61.4% male respondents and 38.6%
female respondents. In ethnic circumstances, Malay made up
the majority of responders (34.3%) followed by Chinese
(26.5%), others (21.2%), and Indian (18%). The respondents’
age stands out of 39.1% from the age group of 18 to 25,
37.7% from 26 to 35, and 23.2% from the age group of 36 to
45. This study focuses on the intention of university students
to use social media in a city area, which takes up 61.6% from
Kuala Lumpur and 38.4% from Kota Bharu. When we were
looking into education level, the results revealed that 57.3%
of respondent participated were from Undergraduate, while
32.5% of Masters, and 10.2% were from PhD.

Measurement Model Evaluation

The data was analyzed using a partial least square (PLS) sta-
tistical method. In comparison to multiple linear regressions,
PLS is a more appropriate statistical technique since it can
prevent specification errors and improve the reliability of the
results, as well as provide better outcomes and minimize
structural errors. Furthermore, PLS can provide a calculation
of overall model fit and can analyze several relationships at
the same time (Fornell & Larcker, 1981; Schumacker &
Lomax, 2016). This analysis used structural equation model-
ing (PLS-SEM) for evaluating the model using partial least
squares. PLS-SEM is an appropriate tool that can handle
small sample sizes and multidimensional models (Sarstedt
etal., 2017). In the model measurement, Smart PLS software
3.0 was used (Ringle et al., 2015). A reflective model is used
in this analysis to quantify first-order variables, which are
indices of constructs. All variables had their outer loadings
tested. The value for the standardized loading should be
greater than or equal to .70. Indicators with outer loadings
less than .60 were removed from the model (Sarstedt et al.,
2017). According to Chin and Newsted (1999), loadings
between .50 and .70 are still generally acceptable and deemed
fine if other products in the same construct have higher load-
ings. The majority of the indicator loading values on their
corresponding latent variables were greater than .70, accord-
ing to the findings. Moreover, some elements (SML4, PEU4,

and PBC4) have a result of less than .70, indicating that they
should be omitted according to the composite reliability
(CR) and average variance extracted (AVE) values.

Reliability is concerned with the instrument’s accuracy
and stability in assessing the theory. Cronbach’s alpha and
the composite reliability indices were used to measure the
internal consistency reliability. Cronbach’s alpha can be used
to determine internal consistency reliability, along with com-
posite reliability as the lower bound. Higher values for the
composite reliability criterion indicate a higher degree of
reliability (Sarstedt et al., 2017). Nunnally and Bernstein
(1978) suggested that a value of .70 be used as an acceptable
alpha. To establish internal consistency, Gefen et al. (2000)
proposed a composite reliability of .7 or above. Table 1
shows that Cronbach alpha (o) value achieves the reasonable
threshold between .723 and .879, whereas composite reli-
ability ranges from .823 to .920. Both outcomes have been
demonstrated to be effective and have met the recommended
value. Convergent validity refers to how closely the indica-
tors of a given construct share or converge in terms of com-
mon variance. It assesses the extent to which the construct
captures the same concept (Sarstedt et al., 2017). The mean
of the squared loadings of each indicator associated to the
construct is used to calculate AVE. The average variance
extracted (AVE) should be more than .50 to indicate good
convergent validity (Fornell & Larcker, 1981). According to
the outcomes in Table 1, all indicators are above the thresh-
old (AVE > .50), with the lowest AVE being .538. As a result,
the result matched the recommended threshold, and it can be
stated that no further indicator elimination is required for
loading values less than .70. The researchers used the boot-
strapping approach with 5,000 subsamples to examine the
statistical significance and relevance of the indicator weights.
VIF assessment determined that the values of the collinearity
vary from 1.291 to 2.560, and provided an acceptable out-
come. The higher the VIF, the greater the level of collinear-
ity. To avoid the issue of collinearity, VIF values suggested
to be less than 5 (Sarstedt et al., 2017). According to the find-
ings of this investigation, the VIF value of each underlying
construct does not surpass 5, implying that no multicollinear-
ity problem exists.

In this study, we are using the heterotrait-monotrait
(HTMT) ratio to investigate the discriminant validity of the
model. According to the Fornell and Larcker (1981) crite-
rion, to demonstrate discriminant validity, the AVE for each
variable must be greater than the squared correlations among
the construct and the other variables (Chin & Newsted, 1999;
Fornell & Larcker, 1981). The square roots of the AVEs for
the components are found to be greater than the correlations
among the constructs, showing that the model has discrimi-
nant validity (Table 2). For all constructs, the HTMT crite-
rion recommended a value of less than .85 (Kline, 2015) or
.90 (Sarstedt et al., 2017), in order to prove discriminant
validity. The results demonstrate that none of the constructs
have a value higher than .85, indicating the appropriateness
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Table I. Convergent Validity.

Latent and observed variables

VIF FL CA rho, A CR AVE

Social media literacy

| have access to a variety of information sources and media devices (e.g., social

network sites, the internet).

I’'m familiar with the processes of media production and distribution (e.g., from

source to article, the filtering of news).

| am capable of evaluating media content based on a variety of factors (e.g.,

accuracy of information, information comparison).
ICT facility

My university inspires everyone to use social media for educational purposes.

Our professors inspire students to learn using social media.

In my classes, it is common that lecturers frequently take help from social media.
In my academic institutions, it is common that students frequently take help from

social media.
Perceived usefulness
| find the social networking site is useful for the communication.

| find the social networking site is useful for the knowledge sharing.
| believe that using a social media platform enhances my ability to share

information and connect with people.

| believe that social networking site is useful in terms of renewing contacts.

Perceived ease of use

| can effectively collaborate with domain experts through social media.
Using social media sites, | can strengthen my communication skills with those

around.

| can communicate comfortably with classmates by using the social media sites.

Perceived behavioral control

| believe | am capable of using the tools to manage my work efficiently.
| am confident in my ability to use all of the features of social networking tools.
When | use social networking tools, | rarely face issues that | can’t solve.

Perceived risk
There may be some unanticipated issues while using Facebook.

I’'m worried that other individuals on Facebook/LinkedIn might attack me.
Based on my previous observations, Facebook/LinkedIn’s security mechanism does

not adequately safeguard my account (or myself).
I’'m well aware of the risks of utilizing Facebook.
Users’ attitudes
It’s a smart idea to use a social media platform.
It’s a pleasant idea to use a social media platform.

It is necessary that | monitor my social media tools on a frequent basis.
My professional life will be benefited by the use of social media platforms.

Intention to use social media

| believe that using social media to learn would be fascinating.

| willingly use social networking sites.

I’'m not opposed to using social media for educational purposes.
| intend to continue using social media.

.869 .870 920 793

2283 887
2489 905
2.155 879
.802 .804 871 .628
1.420 748
1.684 815
1.813 812
1.774 792
816 819 .878 .644
1.557 779
1.676 782
1.740 819
1.928  .828
723 739 .823 .538
1299 757
1.555  .700
1.319 776
.746 762 .835 .560
1219 717
1.637 787
1.638  .825
813 821 .876 .640
2240 798
2419 830
1.638  8l6
1494 753
.842 .843 .8%4 679
1.746  .802
1.873  .824
1.938  .827
1.988  .842
.879 .886 9lé 733
2.088  .856
2.560  .883
2385  .867
1.988 817

of discriminant validity. Table 3 summarizes the findings of
cross-loadings. This paper established sufficient discrimi-
nant validity for all constructs, as loadings for all constructs
were greater than for other constructs.

Structural Model Evaluation

The structural model was evaluated by learning about the
model’s predictive capabilities, as evidenced by the coefficient

of determination R-square ( R?), cross-validated redundancy
(0?), and the path coefficients. The variance described in
each of the endogenous constructs is represented by R*.
Higher levels, ranging from 0 to 1, show greater predictive
accuracy. Values of .75, .5, and .25 are regarded as substan-
tial, moderate, and weak, respectively, according to the rule
of thumb (Cohen, 1988). In addition to that, O* can also
be used to evaluate the model’s predictive accuracy. The
researcher omits single points in the data matrix using the
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Table 2. Discriminant Validity (HTMT).

ICT IUM PBC PEU PR PU SML UA

ICT

IUM 521

PBC 793 .63l

PEU 735 339 755

PR 755 553 845 606

PU 782 482 770 721 738

SML 791 412 737 666 683 729

UA 492 334 578 580 541 508 .523

Note. ICT=ICT facility; lUM=intention to use social media;

PBC =perceived behavioral control; PU = perceived ease of use;

PR = perceived risk; PU = perceived usefulness; SML =social media literacy;
UA =users’ attitude.

Table 3. Cross-Loading.

Code ICT IUM PBC PEU PR PU SML UA
ICT-ltmel .748 303 501 .466 .461 .602 .627 331
ICT-Item2 815 .388 .546 .469 .478 .603 .497 .342
ICT-Item3 812 369 .469 .505 .545 .577 495 .328
ICT-Item4 792 334 482 443 470 .608 474 .284
IUM-Item| 434 856 .398 .276 .400 .369 .325 .272
IUM-ltem?2 376 883 453 297 427 372 321 .256
IUM-Item3 .348 867 .436 .246 .381 .348 310 .250
IUM-Item4 344 817 407 .204 .396 314 279 .207
PBC-Iteml| 470 288 717 574 434 475 472 418
PBC-Item2 508 447 787 478 482 486 .497 .359
PBC-ltem3 524 377 825 468 .603 .502 .468 419
PEU-Item| 591 478 598 757 593 .635 .529 .399
PEU-Item2 263 .083 .338 .700 .219 .279 .323 .257
PEU-Item3 482 .144 453 776 336 413 442 417
PR-Item| 460 .385 .509 .377 .798 .454 368 .321
PR-Item2 489 333 472 381 .830 .480 .464 .337
PR-Item3 574 377 601 499 816 .545 .572 428
PR-Item4 A31 402 522 329 .753 456 .434 349
PU-Item| .608 342 474 A57 419 779 466 .34]
Pu-ltem2 584 255 483 493 446 .782 516 312
PU-Item3 618 342 522 465 .568 819 491 .373
PU-ltem4 .608 377 .501 464 513 .828 .498 .328
SML-Item| 575 303 .526 .504 478 .524 .887 .392
SML-Item2 617 346 557 496 529 .576 905 414
SML-Item3 .577 318 .539 480 .553 .538 .879 .391
UA-Item| 302 241 404 362 363 .322 .363 .802
UA-Item2 340 294 383 379 330 .344 326 .824
UA-Item3 331 204 390 413 394 344 362 .827
UA-Item4 367 217 435 408 410 .383 425 .842

blindfolding technique, imputes the omitted items, and calcu-
lates the model parameters. The omitted data points are pre-
dicted by the blindfolding procedure, which is repeated until
all of the data points have been removed and the model has
been re-estimated. The Q7 criteria are higher when the differ-
ence between anticipated and original values is smaller. This

also means greater precision and relevance. As a general rule,
values greater than zero imply that the path model’s forecast
accuracy is reasonable (Sarstedt et al., 2017).

After the blindfolding process was carried out, and the
R? values showed that the model is able to explain 31.8 %
of the variance in users’ attitude, and 78.4% of users’ inten-
tion to use social media. The Q* values present for a users’
attitude of .531, and intention to use social media .332,
which are above zero, suggesting that the observed values
have been adequately reconstructed and the model has pre-
dictive validity. The results indicated that social media lit-
eracy (B=.140, t=1.795, p<<.05), perceived ease of use
(B=.215, t=2.545, p<.01), perceived behavioral control
(Bp=.173, t=2.142, p<.05), and perceived risk (B=.151,
t=2.030, p <.05) have a significant impact on users’ atti-
tudes, whereas, ICT facility (B=-.060, t=0.749, p>.05)
and perceived usefulness (B=.058, t=0.868, p >.05) have
no significant influence on users’ attitudes, thus, H1, H4,
HS, and H6 are accepted and H2 and H3 are not rejected.
The results also revealed that users’ attitude (f=.290,
t=3.362, p<.01) has a higher significant influence on
intention to use social media for learning, therefore, H7 is
accepted (Table 4). With regards to mediating effects, the
results revealed that users’ attitudes mediates the effect of
social media literacy (B=.041, t=1.783, p <.05), perceived
ease of use (p=.062, t=2.153, p<.05), perceived behav-
ioral control (3=.060, 1=2.069, p <.05), and perceived risk
(B=0.048, r=1.714, p <.05), thus, H8a, H8d, H8e, and H8f
are accepted. The findings identified that users’ attitudes do
not mediate the effect of ICT facility (B=—.017, t=0.745,
p>.05), and perceives usefulness (=.017, ¢=0.797,
p>.05) on intention to use social media for learning, there-
fore H8b and H8C are not accepted.

Multiple Group Analysis

Researchers can use multi-group assessment to investigate if
data from pre-defined data groups differs in their group-spe-
cific parameter assessment. To clarify the differences
between the model based on participants’ gender and educa-
tional qualifications, multiple group analyses were included.
Table 5 showed the path values for the two groups as well as
the p-value differences between them. The results of the two
sample groups depending upon gender showed that the asso-
ciation between perceived ease of use on attitude and user’s
attitude on intention to use social media was significantly
different. The effect of perceived ease of use on users’ atti-
tude was high among the male users, whereas the outcome of
attitude on users’ intention to use social media was signifi-
cantly higher among the female users. Findings of two
groups based on educational qualification indicated that the
consequence of perceived risk on users’ attitude among the
social media users with masters’ level was significantly
lower than undergraduate level. The results highlighted that
users’ attitude plays a greater role in intention to use social
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Table 4. Hypothesis Test.

Hypothesis B SD t-Values Decision
HI SML -> UA .140 0.078 1.795*% Significant
H2 ICT -> UA -.060 0.080 0.749 Not significant
H3 PU -> UA .058 0.066 0.868 Not significant
H4 PEU -> UA 215 0.085 2.545%* Significant
H5 PBC -> UA 173 0.081 2.142% Significant
Hé PR -> UA 51 0.074 2.030% Significant
H7 UA -> IUM 290 0.086 3.362%* Significant
Mediating effect of users’ attitude
H8a SML -> UA -> [UM .041 0.023 |.783* Mediating effect
H8b ICT -> UA -> IUM -.017 0.023 0.745 No mediating effect
H8c PU -> UA -> IUM 017 0.021 0.797 No mediating effect
H8d PEU_-> UA -> IUM .062 0.029 2.153* Mediating effect
H8e PBC -> UA -> IUM .060 0.029 2.069% Mediating effect
H8f PR -> UA -> IUM .048 0.028 1.714* Mediating effect
Note. t-Value = 2.326 considers at **p <.0| and t-value =1.645 considers at *p <.05.
Table 5. Multi-Group Analysis.
Female Male Difference

B p-Value B p-Value B p-Value Decision
ICT -> UA 071 .530 -.148 .143 219 .924 No difference
PBC -> UA 203 .045 157 229 .046 612 No difference
PEU -> UA 142 223 292 .009 .150 .048 Sig. difference
PR -> UA .059 .563 204 061 .144 .168 No difference
PU -> UA .059 .589 .067 452 .008 A74 No difference
SML -> UA .065 Al .181 115 116 .295 No difference
UA -> |[UM .359 .001 223 A1 136 .042 Sig. difference

Masters Undergraduate Difference

B p-Value B p-Value B p-Value Decision
ICT -> UA -.065 .552 .058 729 .123 266 No difference
PBC -> UA .097 402 222 392 .125 .309 No difference
PEU -> UA 244 .055 .187 326 .058 611 No difference
PR -> UA .094 .355 .532 .003 438 0I8 Sig. difference
PU -> UA .128 261 -.182 .347 .309 917 No difference
SML -> UA .070 .632 .057 .790 013 .548 No difference
UA -> |[UM 31 233 871 .000 .740 .000 Sig. difference

networking sites among the larger educated portion of under-
graduate level in Malaysia.

Discussion

In the case of Malaysia, this study examines the moderating
impact of university students’ attitudes on the correlations
between selected variables and their desire to use social
media. The study found that social media literacy had a con-
siderable effect on users’ attitudes regarding social media
use, which is balanced with Dalpiaz (2020) conclusions. The
study stated that users’ social media literacy can influence
their attitude to use social media. In addition, the perceived

ease of use and attitude toward utilizing social networking
sites are strongly correlated. ICT facility was not significant
with users’ attitude. These findings are related to Balakrishnan
et al. (2017) who explained the key determinants for using
social media for learning educational institutions. Perceived
usefulness was insignificant in affecting the attitude of users
in the direction of social media usage. However, Balakrishnan
etal. (2017) concluded that perceived usefulness was signifi-
cant for customers’ intention to use social networking sites
for knowledge gathering. The findings also revealed that per-
ceived ease of use, perceived behavioral control, and the per-
ceived risk seemed to be a significant determinant for users’
attitude to use social media, as specified by the significant
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path coefficient of this study. Other studies came up with
similar results, for instance, perceived ease of use was dis-
covered as a key component for using social media
(Balakrishnan et al., 2017; Umrani-Khan & Iyer, 2009).
Users are more comfortable utilizing social media for having
to learn because platforms like YouTube and Facebook are
prominent among them.

The outcomes of the research have shown that, perceived
behavioral control is an important determinant for user’s atti-
tude to using social media. This finding is relevant to Johe
and Bhullar (2016), who examined the roles of consumers
perceived behavioral control and intention to purchase prod-
ucts. Individual users have a favorable evaluation of using
social networking platforms that affect users’ attitude to use
social media. Perceived risk is associated with users’ attitude
to use social media. This is consistent with another study,
which found a link between perceived risk and willingness to
use social media networking sites (Curras-Pérez et al., 2013).
The study found that attitude has a positive impact on users’
intention to use social media. This finding is relevant to Pai
and Yeh (2014) who examined the connection between infor-
mation sharing and intention to use social media networking
sites. Positive attitudes in individuals are frequently mirrored
in their behaviors; for instance, people who believe that reg-
ular exercise is beneficial may take the time and effort to
workout. Likewise, students who have a positive impression
of utilizing social media in education can make easy use of
learning resources or be motivated to use in comparison to
people who have a negative perception in the direction of
using social media to learn. Students at the university agree
that social networking sites may be used for educational pur-
poses because it facilitates cooperation, networking, and
improved communication with others. As a result, lecturers
and instructors should take advantage of these observations
and explore opportunities to integrate social media features
into their teaching practices. Then it would be beneficial to
students who are worried about communicating with their
professors face to face.

Implications

Managers may utilize this research to determine which com-
ponents of their communication strategy to emphasize in
order to improve social networking site utilization and posi-
tive word-of-mouth. The findings of the study reveal that in
order to boost user attitude, social networking website con-
tents should be entertaining and encourage user involvement.
There are also instructions to decrease perceived risk dimen-
sions and practical solutions to improve university students’
attitudes toward social networking sites and their desire to
utilize social media for learning. The study describes the
notion of the theory of planned behavior, which identifies the
elements which may influence the attitude and intention of
students at universities to use social media for educational
purposes. The majority of those surveyed were positive
toward the idea of using social media for education. The

study discovered that social media literacy, perceived ease of
use, perceived risk, and perceived behavioral control are the
most important factors influencing university students’ atti-
tudes about utilizing social media. While the studies showed
that ICT facilities and usefulness are not significant in use of
social media, they could be opener to the concept of teach-
ing—Ilearning process because most undergraduate students
use social media. Managers should try to improve interactiv-
ity and information sharing, as well as address user feelings
and attitudes, to encourage university students to use social
media platforms for learning. Both professors and students
must be motivated to use social networking sites for aca-
demic reasons in order to realize the advantages of using it.
Furthermore, tertiary institutions can take action by encour-
aging their faculties and students to use social media in their
classrooms.

Social media also supports a variety of functions, such as
allowing people to communicate in a variety of ways.
Students, for example, may post queries regarding on aca-
demic subjects on their timelines in order to engage in open
discussion. A shy student, on the other hand, can use the pri-
vate messaging feature to convey his or her queries or remarks
directly to the appropriate parties. Students can also upload
course-related videos to get better ideas by discussing among
them. Social media’s extensive communication alternatives
not only facilitate students’ communication process, but also
allow quick access to educational resources. University stu-
dents are enthusiastic about using media to gather knowledge.
However, other problems exist regarding the use of education
resources, including privacy and the appropriateness of using
social media like Facebook for academic purposes. The enor-
mous popularity of social networking sites among the younger
generations demonstrates that university students are usually
familiar with new technologies. They would discovery it eas-
ier to use social media for academic purposes because they
are more technologically adept. Even individuals who are
new with social media would likely to find it simple to learn
how to use it for educational purposes.

Limitation and Future Study

There are certain limitations to the research. The survey
questionnaires were delivered to a random sample of univer-
sity students across Malaysia, with the bulk of respondents
coming from urban areas such as Kuala Lumpur and
Kelantan. This was partially predicted because students often
have access to strong, reliable social networking sites or
internet connections in these places. As a result, the findings
of this study should be interpreted with caution. This study
only looked at the viewpoints of university students when it
came to using social media for learning. To ensure the suc-
cessful adoption of social media in learning and teaching,
both academics and university students need to be coopera-
tive. Future study might replicate the current research design
to see if academics share the same thoughts about using
social media as a part of their teaching effort.
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