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[ B dn Ay PR VE | o AT %5 AR 09 ALSR A AT 2 0 B ST KAT A [ B4
B R IMEATAEE  E—F 3 [ M TAEE B SRA AL R
X | (journalistic ai acceptance and adoption model) ° #F 7 4 & # 2. © [ &
G R ] TTAE G AR [ By b B[ Btz E | [ By
[ Bdn % i — AR A AT M R - MBI RN A A R
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Modeling Journalistic AI Acceptance and
Adoption: Key Factors Influencing Technology
Integration Among Taiwanese Journalists
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City, Taiwan
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Abstract

While existing research on Al in journalism has largely focused on news
practices and media organizations, few studies offer empirical insights into
journalists’ actual adoption of AI. This study addresses that gap using data
from a large-scale survey of 1,391 Taiwanese journalists. Grounded in the
technology acceptance model and integrated with the theory of reasoned action,
it examines how perceived ease of use and perceived usefulness influence Al
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adoption, with perceived acceptance introduced as a mediating factor, and
further proposes the journalistic Al acceptance and adoption model. Structural
equation modeling reveals that perceived ease of use predicts both perceived
usefulness and acceptance, which in turn drive Al adoption for tasks such as
news gathering, reporting, and content generation. The findings offer empirical
evidence on the factors shaping journalists’ use of Al and extend the current
understanding of technology adoption in journalism.

Keywords: artificial intelligence, journalistic Al acceptance and adoption
model, perceived ease of use, perceived usefulness, perceived acceptance
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MEEREBN

N L% % (artificial intelligence, AI) fil A K ] E R E A + 2 F 1 KF
[l > T $&4F o [K] 4= i 20 AT (generative artificial intelligence, GAI) i {i »
5| 8% o 22 5 B BT RS BRLER AT AF 55 1 BH VE (Sonni et al., 2024) o FF2 W
B ALEERT I SE MR 28 » R o R S 76 20 A AL [ B B8 R 68 4HL A Y
JE T o B ATZEAHT I RS TR sk % > A B 7% B TE GATE B
S ZE 0 1 % > ) A0 3 VR I i ~ RO ) e A B 2 R R E g
KA T % (Matich et al., 2025; Pitluk et al., 2026; Van Dalen, 2024) °
SR » PR FTHT ) AR el ~ DA K A Aol 76 37 ] H & o 8% AL B R 0F
FAIR A JE (Toscote et al., 2024) o ARWF5E B 16 EAH ML —WF5 6 0 > #]
FE MR G T A > TS & W57 3 7 B B0 b PR Ak B
I ATRH ITETE - LA RS AHBA RO 75 A B B R -

S B B O A R W T o K A DA B A A AR
i R B R A ) JUR A L b i A TR RC A BR  RT RE R R R N B A T
B AT JRBR o ABETT ARHE #2328 (technology acceptance model,
TAM) (Venkatesh & Davis, 2000) /5 FERE - 7a {f B X 65 s TR0 5 1
(perceived ease of use) B [ /B0 F 1 ] (perceived usefulness) Wy ffil = %2
RIZR > SR PR P Y B R B AT A B AR i RE 2B T o A T {1 3L G A Y
itz b AW HE— SRS A M TR BR b > AR ER[R]
RS BB 10 45 52 R 2 A5 e s B ) AR N BRANAT 4 2

I > AHF 58 Bl FEMEST 25 355 (theory of reasoned action, TRA)
4 TAM [ 22K 7 (Ajzen & Fishbein, 1980) o I 2595 » {1 B2 A9 47
Fye&r 23| [ B E | (subjective norms) 5228 > & AJ 32 B A BT 5E 1)
AL B R R — TR R R R R e F R R AT o B
W > AR5 i — 25 4 BN 32 32 B | (perceived acceptance) » 77 2 T
fif B TAEE R A EEH P E A A AL ZRE 26
S BRI — TR AT B A R R 2

Gr bk > AHEIE RS B R 2 A AT Sy B o Bl
[T ] A 3 52 BLER ) AL R B GR 8E 2X ] (journalistic ai acceptance and
adoption model) » PARFE [EEN 7 R |~ TEGNA R TR |
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Lo AVE AT 7 2 T O BRAR - jtf*ﬁl%ﬂ%%é’)%m 5 - GRAL ST ]
S SRR TR BB VR ) BR AR - 28 4 e B AR B o

SRR ER R BT AR

AL 137 ] £ oy 45 2

BEE AL PSR > B HISESR A AL s 2 5 8 » e 2022 4F
GAI[#1t:4% > U1 ChatGPT ~ DALL - E ~ Stable Diffusion /% Google Gemini
SR TR - (14 B AT B = AR B T H s B ey Ry > EIR A E
BYHA 7 MEH T (Cools & Diakopoulos, 2026) o 5] £ R £ 6 37 397 4] BF
%% FIF (Reuters Institute for the Study of Journalism) fi¥) 2024 8§ {37 587 [ )
(Digital News Report 2024) ¥ 1545 t > GAIIE £ Be 8 B 2 i A
T B = R RN > A ALRE ] DUET & A - A Bl A BT A B
(Newman et al., 2024) o

SB[ R T P A G AN AT I Y R B o 2024
FA] > KERZIRFERY (The New York Times) A1 R 35 P9 B B > L [R]45 5 an
o 7 87 % 28 b (8 B GATL SR A 5 4w 5 7K E S SHfe Jé ff 21 45 4 (Once,
2024) o B [5 H [H] £ 5 1 B 4E 18] (Newsquest Media Group) 75 B ] AL#
BhEt % (Al-assisted journalists) - B % LA ChatGPT £ FiE ¢ 1Y 2 & 55 f &
%t (Topping, 2023) - & ¥ I 8 78 7] 25 Jie B AL AHT [ e 1) & THE
it HEAEREGBEGMEH AL TR RAS - BEA R - iR
ALSEPABT I SE H an B2 > 557 2588 % By th e 2024 4F SU 6 AL BY
A VE A 228 - b ZH 38 8508 1 J7 2 (Deck, 2025) ©

Al E#7 B P o8 &

T AVETT B B fL B %5 1F (automated journalism) Mf7 I 457 (1) HE
& H GAL Y ] TH Af) = {2 0l S By [ 5 B L2 88 0 » RA7E 2010
AR > T3 £ | (computational journalism) B H 4L £ lT 5

220 HEpr I EE SR B o Diakopoulos (2019) 5 H B F8 4 © 76 R F B (B (H
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Press) 7£ 2014 4F B A {# ]} Wordsmith~F- & » 15 [ 4 1) Bt 5 5048 40 73 3l
T4 R AT M BT )R 4 (Mller, 2015) o (3 3% 1H B ) (The
Washington Post) HjiA 2016 4724 Fl [ 17 B #5 Y Heliograf 5 47 i35 B 7H
B WA E AR T S5 % 4R it B R 23 B2 R (WashPostPR,
2016a; 2016b) °

7 SO E B A RS ER > BEE T ALKIOHT I A R A Y ER R o
1% 4 02 14k (Bloomberg) ~ #3541 (Reuters) B2 2% 5 & 3% /A & (British
Broadcasting Corporation, BBC) 4[5 [ 5L 7R e A8 #5 A AT I F 1l 2
BEHLME ] (Shi & Sun, 2024) > KT B &)L H R | (robot journalism) (Van
Dalen, 2012) B[ & & 3587 # | (algorithmic journalism) (Dérr, 2016) %544
a2 B B BUR ALTE N A B EAREEE D H 4R B o Bl
Ao BHL AR N B R B R B S > A R R B RAE - AT B
ST R A S5 R AR o IR AN Pavlik (2021) BT E > BHE AY 8 R 7 b
HHE TR LAEE B A > AT B - A5 I 263G 2 0 — (MY
BEREPEEL -

#AR g AT ) A R X AL

GALF B 25 N LB 2R AL i s R 280 - 5 2018 4R » B
H k%5 5 i P (natural language processing, NLP) BRI TE F Y (large
language models, LLMs) £l 19 Z€ 88 - A T 5 5% 400 B ey L A5 341 fie BiL
A ALK SCAR (human-like text) 2 fE 77 (Shi & Sun, 2024) o GAI 1%
M ATE WIEBSE MR 2R - H— BERERARTENNRNE - B
X @G REBRERAG s H s e Rl PR KO0 R > R B
FHECH 509 — g At w] LI 5 #2: F o OpenALTE 2022 4 JiE 4 ) 1Y
ChatGPT 12 S8 (18 4 il € e G 3% o

e [ R S e 15 K1) RS TR T R8T ¥R ) (The Worcester News)
HI FH ChatGPT BA 38 55 /E T H. » il Bhac & 18855 5 3 B 2E 7 AT PR #h )y
#7 [H (Topping, 2023) o {8 il 47 [ 45 B (News Corp Australia) #1417 T J#
Michael Miller t0 5 7 » 5% 42 [ 4548 o] {ff Fl A el AL A 2 — T I
o N A HETER) (The Daily Telegraph) €. % REVE(S Fl GAT A4 i
@15 A OB R 28 (Meade, 2024) o RIE DLt 5 R (1) CATL A RE ) IR
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J# 2025 47 A7) 41t o 4 i TT LA ) GATMEA T i ~ B9 1~ AL AR
7 7] 26 il 7 BH e FH K8 (Tani, 2025) o

£ 5 B 7 S B R PR AT Tt B B RS R o 5] % A
T8 19 CREADr) F| F ATZEAT 48 8% ORI 32 2 B UG 48 20 7 5 (e
Wil 4t) (Central News Agency) #% Al % I 7E T #5855 A B B SC 7 iEGE
MR 5 48 IS ETtoday th 5 ) B8 T — 2 DU AE BUHT AR 19 AT Y
(BRYE L > 2024) o Bf % GEHE 5K ) GAT H i £ > 158 e 45T o fof A
HLED o B > CRTF M) BLCGHRCE ) 43 Bl s 2023 B 2024 45 23 M H AL
o FHMER > o 5 )l 1A iR - AU B B PR A o

ALEHT M E 6918 A S35 48

fils & GALTE 32 1l 4> 48 L J& ALY T 4835k (Breazu & Katsos, 2024) »
(BTEHT B RS BB A b > W W R BRI AW
BT > R B4 1 AT B GAT & BLA S8 AR - & A1 AR 7 22
B H R N REEVEMIBE ) o UL AR B 5T AN 203 [ 4y
H o T LA AT — G G N TR AT EOR R AT~ AR A
W HE T BLRE T -

TS A AL > FUEIE R R S R il AR LA
72 T R ORIE ) b KE AR B o 3% B A% 5L 4 8 (Knight Foundation) 7 2021
AR AR 130 JEL A 25 (o P AL S 5E - B A L BT [ B RS 155 ) AT Y = {81 )
AE - P T RE T - BRAR AR AR ~ AL B IR K (Keefe et al.,
2021) o [4FEHALEHE 192 500 BIMME R FR & > &5 R 9881 - B hE
T MR A0 R AN B > (A B R AVE AT M % > 58
AT DAL 23 R (Rinehart & Kung, 2022) -

B AR A H M E R B AT RE > O S BT
W55 o Shifl Sun (2024) ¥ ALFE [ 7 500 HE F B Al s = K800y - &R
PLAE ~ N AL~ B NAL 7 B 4 4% © Fridman %5 A (2025) 7£ BF 5% 98 J&
— TE P QR I SO A T A RO R SRR A T P B L ALFEI & - RS
WAL 09 R ELA M 0 AT BE 7 > A B B T SO 0 TR B K
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It A > Cools B Diakopoulos (2026) 325 ## & 5k FF 2 B fif B it & > $
4o th GALAE A AR (] CAE A AR RE o W00 B2 38 AR Pl A 2 1 (1 B 2k [ 4
GAL T KAZ L TIRE - BT VAR ~ B AR ~ I A A - B T8 A
ERAS T o
i bprat > ATFERTMIZER A QMR BEZ c HE M > SR > Bl
RZ BB A VR ST sk sl R 5 & > k2 BAL I E BRI T
figk o B LA & BB AL ISR o BEit it » AR B AR 94 T f &
BT TAEEAEETE S > FHAINEEEI - HIL > RF5RIER G
DA WSS [
RQla : £ #5557 B TAES 5 5 F ALl 1in B 3047 W6 2237 BEAH BA T
YEfE®s 2
RQ1b = A [FIBRIBERS ~ AS IR W25 0 39 ) A A6 AR P A ) ALY
BRERA AN ?

P %A

TE ST AT & an o] 42 22 BRLER I RHE R AH B 95 b > A Davis (1985)
2 TAM fe 2 22 R A o 8 TAM AR P > Davis (1985) 2 H 1T Wi fH
TR S B A B2 T JEN A HE (perceived usefulness) BN 5 FH P
(perceived ease of use) o Fij & J& 48 fif FI 3 Al B 52 fE 42 I+ T AR S 300 2
B BE BRI EARLIERZ IREY - I REMERHRE S -

Davis (1989) B % 1T /i EF 7% DAAS B LA =X 11 708 I > fth 28 B UK
R P S P R ) TR ) i o R W o SR R Ay e H
P A TAEAR B > GREEH - Ak - B s Bm S A&
BRSO A RV I BN A AYERIE R M BT A R
6] o 7E ML JEHE L > Venkatesh Al Davis (2000) ¥ — 5 & 75 TAM A, > 4%
N 22 58 DA D) A e IR S 6 P B AT S 2 288 A A ™) BT A T Y DY
TEHE B W72 (longitudinal studies) W EEHT > B 55 I 3B 4 i v
) IF ) 5 2B S BB o NS LU U A SR - ARBFFUAR DA R BGE ¢

H1 : & #5507 B TAE 3 % ATE G 4 Jk Jn 5 R 1 1) 5 28 fil A7) 3

AT AlG & Jn A FHE o
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5V 4F > TAM BER 5y o2 B 452 32 BLER ) SR Je HL 2 288 7 11
Mtz — o BRIz W 2 on e Bl > R E SR
BB B H 19 15 T (Grani¢ & Marangunié, 2019) » #F I £ 32 (Masrom,
2007) - fa PE 5 PR B 09 #2272 BF (Kamal et al., 2020) 4 o Li% A
(2008) % HL H 1980 4F % 2005 4F 1) & 7E 2 lf W1 1) > ATAM 2 & - H
WFFT T3 ik it Wi vt 1Y) 34 0 i 3C > 40 BT i Se I 7T 4 R v &% 5 I ] 1) B
18R o MR B BN AV B R R AT A SR K TH B R K HLBHEE
BB o

AT A AR A o A B DA TAMURSE 17 307 ] A 25 R R B 1Y
WFFE o Bl 4n > Ayyad %5 A (2023) & 51 B $7 10 B 5 25 = B (United Arab
Emirates, UAE) #7 50 & %8 sl 4% 7 (new communication technologies,
NCTs) 7£ 87 M 2 2 e B 15 o B EAGUCEE 63 2k B FZ AL
RO B AR L o &5 REEEL > HEOHT I LA BGE B NCTs A B it #5
5 i B PR o (T A R R

TN > ALT S A AT 2R T s B R Bl > A DR
W BHR > B R B T R AR R B KRR A AR E T T e Cools Al
Diakopoulos (2026) &/ [ 4a1 B B} 2550 # A K& Thisler-Kordonouri (2025)
S35 0 ) LB BT ) = 0 S A BRI R ALA B AL TAE R - 58
RO WD i A A T B S Y IR (] BEOKS 7 - ET PR A TAERCR -

B HE R EEECERN R BT S > ALE a] DUE B A 4 bk & ELJEE
A R R B HOE R M E BLY) AR B (Fridman et al., 2025)
Veerbeek (2025) (B FL IR 48 ) > GATREAE K8 R[] A 8135 K &2 B ik
%ﬁ’%Hﬁ@%ﬁ%%%%%%oﬁ%—%%%d@mmmww
(2025) B WFFE B8l > e ARG E R ZAT EXETHEY ] (a gift
from God) 5 JE 75 AL QAT 58 5 i 55 ok Sk 7 bt 40 ni m] 186 0 1) K Wl S o
AR ER R o T I AR R AR A A S8 0k il A SN A
A o Urdan il Masson (2024 ) W 7% 3 [ % 1Y) ChatGPT 4% H > 18
B0 ] TAF & % ChatGPT (1 B R0 A FH % € 1F ) 52 282 ) B 1R » iR
> AT EE HEE AR TR K

H2 : & 50 I AR B ATEA AR A FIPE > & 1E i S 2 A A7 Bl

224
ATIRRIAT Ay



Copyrighted material of: School of Journalism and Communication, The Chinese University of Hong Kong

School of Communication, Hong Kong Baptist University (2026). Published by The Chinese University of Hong Kong Press

ALL RIGHTS RESERVED

FEARHT B AR # X SRR AL B 3 o R K

B AT By B

TRA i Fishbein Fl Ajzen (1980) # t > 5% 3 & 58 &% > AW 17 /44 2
At E) BB o fE R A PR ECEE AT B 1Y g a2 3 T
(subjective norms) [ 5% % o - BUBLEEJ2 AR  A5 1E F R 11T £ BT B2
At e R T > B T2 B AR 87 21 EE 2 A (significant others) >
BINBL A ~ [ 4 45 A BRI AT 2 B0 2 (Vallerand et al., 1992) < 4H
BAE 9% 56 B > 2 8RR o0 B A T £ 3 m) B35 AH BE (Rausch & Kopplin, 2021;
Schepers & Wetzels, 2007) o il Ul » Karnowski % A (2017) 7€ — JH &} ¥}
TR A R A E T rh B, EEU R E B T =
B RERE > DL R AAM o3 287 B AT B R 1] o

HRPEFEMEAT 25 PR 00 A0 5 - AW 5% 58 2% BRI F M mT DA 7
BB L5 1 BN 32 32 J (perceived acceptance) o JEUHIHE 32 35 1 2
RSz B N (FE A N ) 3B HE I AT 2 sl AT s v] s Re A REFE » 7E
BrEES > fE IR R e R B AR R Az ] - A s B A R
B > BN AT EEFHERRE - 85 2 > EHH TAEE 8 A EE A
N HA o B8 158 P ATIRE > A7 IR 25 6K A 72 T BB 1Y v R Mt B 2 42
fRr o b — #% i B 41 € 52 22 B 5 (social influence theory) (Strong, 2000)
1 FaRAEE - P ok o B CE A E O AT A5 S E R ar ek
B AL EE R B o R BN R o BRI SR AT
R —ME [ IEEM ] (legitimacy) » 3§ 5B BHE B Z MR - #E— P2
HOHT R 12 £R A o

DRI » S P ] SE 3 ATRY R4 32 155 - S50 B CAE & PO 2 R Bk A
ATEEENRET) - E 2 » AN M TEE B3 AT e R
Z o MM E BRER FH ALROAT B nT e & bl 2 SR T o SRR PR BN 2
FEZ B2 BAE R > BT AE TR B85 A B PR AR B L - E S
i B P B T T M0 R Y S A B AR © Zhang F Chen (2022) F 52 45 5 8
M TAE & ¥ 8% 97 ] (data-driven journalism, DDJ) #3222 F2 8581 > Jak
%7 VE (perceived popularity) BB 4447 7 52 1F ) BHEAH B - JREIE T
HRR N MG TR R B P P 0 e R IR A BB = - ST
B A T 4L € 5850 (social perception) 7EFF 5 B 4% A 1 B A f4, > 1
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W TR A 2% P o e A N O > RV AT 32 FL R SR A At A
o R BE (R R 2

R TR A ) B [ R AT 5 B A | B - ASBIFIE 5k B
[ T3 ST AT 14 R0 2 P P SRR AT I > 3 AT R R332
JEATIE ) 52 o OB TAEE R AL B G i A H TARA 48 > 7]
IR 56 58 5 78 L6 T H A2 3] 7] 5 ) 5 40 50T 158 IR > A 58 W] BEIF PR T ATASE
P —al HAF & BB EE R AT 2y o R0 - A BE5T 55 SR th = i (&
B DARSAR R AN A 5 BT T2 B0 B T A3 AR AT 2 Th 1 58
HAEM -

H3 = 5 #8557 I AR 35 S AT i S8 2 P - B At 1) 38 ATAE S

[ AL SRR % 2 B FLIE T AH B

H4 = £ 557 B AR 3 ALE 0 A kg A o - SR 3 ATAE T
[ SR P RO 32 B L IR I AT

HS = & 85 0 B ALZERT A 00 B 3 =2 B > B A £ 1
AT 2 HIE M AH R -

UEAh > AT TT LR Ay > VB 2T 585 ) TR & A7 5 ) o A - Uk
HEE 2 FEAE A A R AVBR AT By 2 1] > IR R A o AR SRR &
2P (Strong, 2000) » W A 1] BR AT G A 1 15p L BE B ohon] 4
AT Ay o R TAEH 3 ALSL AT A PR - SR 0 & 1 8 T2 110
A IE M B T AR > A — b IR (o B S A A A AR R R I A7 B
SEBERE] o KA Z > i fl Ak 22 1 5 0 AT Al T8 8 o T 0 1o ol A
Y T S8 P P A AR A R T > AR AP R AL o BRI > AR
FeiR DU

H6 = 7 5 AT RN H 52 BE - 87 ) LA % 3 AL A A

BLATHR AT B2 1 > BARARER -

X,

AW FT RS B S A B AT 5 B IR A ) A
% 5% BB A ALR) 5 28 (journalistic Al acceptance and adoption model) »
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Fi LA RN By T ~ RO SRR R 4 A2 JEE 2 [T PR B AR > LA
B e BU IR (R 2 A5 280 2 VO B AR 1 ALBR AT %
UnlE — R > O By T R BN A R SRR T - i iE
BE R AHE — 25 (2 (o B A 2 DR ) A % RIS ] ) A5 > 6
T SR T EORE ~ Top B0 T S 2 L R ] A A o SR IS AR
WFFTE T AIBGRE
H7 : J&0 5 R T 52 13 AT A i o P B i 2 % > Thi
RO P B % R 51 B0 — 2 5 28 5 T B AR 1 AR
7% o

B —  &5HE T R

AR

fialh
AEEE

L4
AR

[ERAHERZIE

FE 1 Fp <055 FEp < .01 5 FEp < 001 o

AR

ESUNAPNERY ALERGENE S i INSP T SRR TR 37
O A DR A S L R (D R AR A A I R TRRE R AL HE D A
o HRMMEERIRE T > 58I R RO Z 5T A5
TG A R I) o PR R
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B o R ERACRN BT AR G 2 8 TR A AR B
ZEA > R FRBUEPIBL AR AR (quota sampling-like) © 25— SEHERR
AR 16 KB & K3 KBRS A AV E R 230 NE PR
BAIER N =0 2 —E AR AR - EHBR LA 2247 AP G &
¥ > BAEREAS A5 749 N > R BUS 727 A SBRAS 3 =R R EMAILE
960 \NFF &k » BAEREA S 320 N » FefB A 1S UM A RERAR 5 BLAMRHIF
FLIRLA B IBREZ Dy OB A T R N okt 2R ] AR A > R
AMRREAS > WO ARARE AR B A 339 A o [A] I > 78 &R b Juid iflat > th
DAUSTRC I ER 7 2CAE 60 18 B ARARAS UG 58 (A bk A -

YR AR TR 0 S AR~ AN T > BB AR Ao
B FAMPRE A BRI o R 175 A - ERE28 A JH
FRERE 58 N S IEAE 5 A -

AR YR AT 975 48 22 0 8 A LR A A o BESR A B A
> AR C e TR - AR B AL A B B A B9 N R IS AN
2 B 52 I TR TAR A BORE > B R8s o PR 5 2024 4F7 A 1
HEE % 2024 48 A 31 H 1k » 48345 1,391 A RUEA -

1391 Z 5 > BN 53.7% > LotEAE46.3% © 255 B °F
B4k £539.72 5% (SD = 8.79 » 4R A ik 22 B 70%) » H: 45 98.3% 1) %
RN ZRERENAET - AN T > 6.3%H —F il SHRHEE
67.7% A5 BB > fE ol B ) B 24.4% o

ERGARA T Tk
L %50 5 ik

AR5 2% i 2 9 WF 5% (Urdan & Masson, 2024; Zhang & Chen,
2022) » DA=ARBEIEFR R 250 > I DA B e R R (1 = R AR
o S=JRERE) e ERE - WEFEES R A 0 (1) AR A
ATE FRAC TRl B 5 (2) B8 AT AR Z A Z N 5 (3) B3 Al
) 45 7 ) BE B AR B AR & % F 4 I &K 43 #T (principal component

228 factor analysis) 4% F B/~ > = RETE 4 J& i B — K & (eigenvalue=2.70,
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explained varience=89.89%) o [ Il » AW 5% 8% = {1f R TE & kI BLF- 14
8 > JE R TR 55 R ) ) #8E & +8 15 (composite measure) (M = 3.06, SD
= .85, Cronbach’s o = .94) o 438k & » (0K Z 95 & ¥ AL F )R 5
FAPE B o

1L JE&JnA i

27 Rogers (1989) BB FE » FAM LA T8 REIEFh B 52 55 5 - 3 Al
AL ()R T/EFEAERE: (2) TAEEFEEE ; (3) e E R
WAETH 5 (4) TRASE R M TAEMEZEWAR 5 (5) RedcE s 20 > F
DA B B R AT o BN R & R BEUR > o R TE i B
—[H % (eigenvalue = 4.03, explained variance = 81.27%) o Kt » A5
A AR REIE A PF I ECT-Y(E » TR A M 1 AR AR (M = 3.09,
SD = .85, Cronbach’s o = .94) o Zr8utiE > A FEZ 558 B AL A
AT o

TIL R %

Ly fi i AVTE T M R 2 R > s 29 & o Filk (1) RE#
ZREE 5 (2) Al S REE e (3) [R] B4 2 REFE T DAREAR » [RIAR DAZE 5e
FF LB R FPAL o TR R R AT &S R B R > = {8 TE Al R
[ % (eigenvalue = 2.19, explained variance = 72.95%) - [F It > ASHF 55 4%
AR EIE A O IO B R TN 32 B 1 B9 AR R (M = 2.99, SD
= .75, Cronbach’s a = .80) ° 4 Bl sy » 138 3255 & B ATAE Hr i AL 1)
2 T o

IV. ATH G FIAT %

FH i ALBR AT Ry B3R > RAMBR T 295 315 [ 26 0 1 AL AH BB
%% (Cools & Diakopoulos, 2026; Shi & Sun, 2024) > {F kA AE TAE
AL LEMFE - $RHEET IBEETE - - (1) SR HRM
(2) IS 5 (3) EFE M 5 (4) WM AEM 5 (5) BV E R
(6) fh Bl 7 BT &kt 5 (7) B B Rl R OE R 5 (8) 19 B I 6 & A SC
B (9) EEGHIEIAZ 5 (10) RAERHEEE 5 (1) Bkt g 5 (12)
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A NZ 5 (13) BARsE AL ER - 555280 | 2& S IE (12
WA > 4JRERH) o B THHT T8 » ARWFFEHE— 208 13 (W RE T HEA T T2 A
GBS AT o PR A Varimax Al > LEEHC AR R > MREREAE R
£4576.04% o 55—l K 2% B & 55 1 £ 4 fE IH (eigenvalue = 3.49, explained
variance = 26.81%) » [ Bt 1 F1| Fi AL 4% & Gl W9 AH B AT 4 > B0 i g
FEIN BT X9 4% T8 AT o 5007 M) B R B FE R (M = 1.62, SD = .76,
Cronbach’s o = .92) 5 5 il [Fl % HI| £ % 5 %= 8 JE JH (eigenvalue = 3.44,
explained variance = 26.46%) > F A" It VU i 2812 7 R B 5 e
1 i 2 [ W B8 | (M = 2.02, SD = .90, Cronbach’s o = .88) ©
55 =AM R R AE 9 2 13 ALK (eigenvalue = 2.96, explained variance
=2277%) > % AR RETE N 4878 BB 0 18 G161 > A 44 2 [ AR R
MITNZS ] (M = 1.39, SD = .60, Cronbach’s o = .89) o

V. Yt s IH

WK T AT 2 5 IR E R ~ AEESY BB R A SR AR E
b ASHIF TGS £ N 5 T AN AL RS BT R TR A B SORESE A (2007)
(B 75 BN T ] AR 35 ER AT R 14T 2 BLE SE SR TEAH B b4 o
Rogers (2003) ZNF5 > A 4K BT 42 9 79 R A 2 5% 24 A\ Bk A 1 B gt (R
> BURHIFFE I A G T ) 2 1 ATER SR A AR il s TE o

M mRE T

M TAEF 4R A AL

5T AT BRI R AT AT > R ES B R M AR A
AR Hh i 8 ALEEAT IR LE R0 0T A BR AR 55 5 DA SO [R] IE  AY
TR S 1) ) TAE B M AL ST B 5 25 - 45088 M T
VE#H fed (RS B L HEITIBh kel S 0] (M =223,SD =
1.16) » HUR T i BBl sR i E gk ) (M = 2.14, SD = 1.08) - [ fh Bl
R RS = (M = 1.90, SD = 1.00) K [ #r gkt ] (M = 1.80, SD =

230 96) - I N> [ AER] (M=1.80,SD=.95)  [#HEH]
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(M =1.58, SD = .83) ~ [ 4k B AL ] (M = 1.51, SD = .78) fifi FJ (1 45
TR o Hiﬁmﬁﬁﬁ,\UmW}ﬁﬂﬂMtl{%J =135,8D=.71) ~ &[4
AR AAE] (M=137,SD=.70) ~ [ EH MAZEE] (M=1.39,SD =
72) K[ ERHMAZ ] (M =1.46,SD = .77) ﬁ%—aO%%—ﬁﬁt
B F-ABORE - 7 T AR 6 AR GG s - 4 A B A Rl Ay
FAHBARRETE > Q0 RVERR R - S ORR 1 34 SR 55

F—a  BEHIH AR T AT BIHT B AL AR

ALfER "R (i3 el ey Fitos -

SE YY) 848 (61.4%) 306 (22.2%) 196 (14.2%) 30 (2.2%)  1.57 (0.81%)
TR B AR 890 (64.5%) 306 (22.2%) 153 (11.1%) 31 (22%)  1.51 (0.78%)
i 851 (61.7%) 303 (21.8%) 185 (13.4%) 41 (3.0%)  1.58 (0.83%)
TR 720 (52.2%) 291 (21.1%) 294 (21.3%) 74 (5.4%)  1.80 (0.95%)
gﬁ?ﬁfﬁﬂ: BT / / / / 1,62 (0.76%)
T Bl e L 657 (47.6%) 316 (22.9%) 296 (21.4%) 111 (8.0%) 1.90 (1.00%)
b Bh A et 720 (52.20%) 303 (22.0%) 273 (19.8%) 84 (6.1%)  1.80 (0.96%)

1o Bl B S R 543 (39.4%) 282 (20.4%) 378 (27.4%) 176 (12.8%) 2.14 (1.08%)
BRSSO 538 (39.0%) 240 (17.4%) 343 (24.9%) 258 (18.7%) 2.23 (1.16%)

ggmﬁ T Bl / / / / 202 (0.90%)
R 2 948 (68.9%) 268 (19.5%) 121 (8.8%) 39 (2.8%)  1.46 (0.77%)
A ) A R 1,009 (73.1%) 234 (17.0%) 111 (8.0%) 26(1.9%)  1.39 (0.72%)
BRI E R 2 1,026 (74.3%) 236 (17.0%) 89 (6.4%) 29 (2.1%)  1.36 (0.70%)
HEA R 1,029 (74.6%) 214 (15.5%) 116 (8.4%) 21 (1.5%) 1.37 (0.70%)
et AL e 15 1,057 (76.5%) 184 (13.3%) 115(8.3%) 25(1.8%)  1.35(0.71%)
%{’ig}‘éff;% o AR BT / / / / 139 (0.60%)

*ﬁﬁ*ﬁﬁlﬁlﬁ%ﬁ%iﬁﬂU&ﬁﬁiﬁlﬂﬂﬁﬁ%ﬁ‘ﬁ‘ﬁﬂﬁl?ﬁ%‘fAI@EFH
ERYZER - AWFICELT T — R TR BT (one-way ANOVAS) ©
Gy BT REURAS H!zﬁﬁ%ﬁﬂzf'ﬁﬁz’iﬂﬁ%%% A BRI BT ) AR Y
AT AR B BA B v i LAt R T R ) AR 2 > BB S > I LR
B AUEL ) A (5 ) ALZH B 458 T &R (M = 1.89, SD = .79) ~ 1t By 7 [ i 22
(M =2.65, SD = .87) » LA e A= 5o [l A 28 (M = 1.88, SD = .77) » [fii i
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A~ AR~ RS~ AU B A SR A IR A R AR A SR
M b W E R (RE—Db) -

ULAN > A S I 8% BAS [R] B 10 8 ) A 2 76 ALBE b oA 26 3
Z2 B o 7E AR ) Z b B b By R OB S W T ) b REE - AR B
FRRZ RO 2 B0 AL S TR A ) BB 25 2L o SR > 762 BT ) T4
R > QA A AR AT TH AR (M = 1.55, SD = .66) B &=
AR (M =133, SD = .55) Bl 5 & (M = 1.39, SD = .60) (H,.3&—
b) o FEEb&E FLEUR > i R TR Y 5B T VAR E RAR U B R ) A
B L4 > FU M7 TAE Lo s A e ~ Half 75 kA ALE
B R RZE > UIEFISE R TAE -

F—b RGN - A R BT ] CA  R ALRE RIS

AT [ WA T Bl A
Egiiheg 7 B 2 BN
SRR N=1378 M (SD) M (SD) M (SD)
AR 337 1.55 (.75) 1.83 (.85) 1.27 (.46)
L 719 1.59 (.77) 1.94 (.86) 1.32(.55)
JE A 28 1.30 (.57) 1.75 (.79) 1.20 (.40)
b 58 1.66 (.74) 1.98 (.92) 1.35(.52)
IR 179 1.89 (.79) 2.65 (.87) 1.88 (.77)
RS 57 1.59 (.69) 2.28 (.94) 1.53 (.60)
F{E 6.33%% 24,9975 33.65%%
T AR N=1,379 M (SD) M (SD) M (SD)
T 765 1.59 (.75) 2.04 (.92) 1.33 (.55)
i 229 1.65 (.75) 2.04 (.87) 1.55 (.66)
137 300 1.61 (.79) 1.93 (.78) 1.39 (.60)
HoAth 85 1.78 (.86) 2.08 (.97) 1.44 (.68)
F{E 1.76 1.35 8.25%

sk BT R A 2 CEBRAE S A 2 8k o 4 <001 -

A INEEQAE N N

AWTIUH I B AR L AR o E S HI T & 0 AR
ALEAT A S0 2 P L 1 3 2R 3 AT 0l B9 SRR P o 8l
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JiE A0 B A AT B B AR ON B AR T BT ] A b ALER R RAR - A
Sy FAVE LA TR A SRR &R (B=.49,p<.001) - 52 >
B AR S BER  ALBN A S > e A A S E TR A HE
Bhai o BEUL > HIBOL (AR 2R 2H) -

H2 TE I & ¥ ) LA 2 3 ALRE I A S8 AT T > 8 1 1) 5 2B At AP
() ALER AT 2y o SR 5 813 =R A A7 2 180 1) 0 Pl A 7 B i 20 i
BT o &5 RBUR - TEREHIN O BB TH ~ S 25 i ALBR AR > DL RRR
WG Rz 4% > BN RTER R AT R EE RN R > B A
PR AT DR T AR BT B R A (B = .19, p < .001) > W BhHCE (B = .19, p
<.001) » A BETHRE (B =15, p <.001) % =JEMF AT A o B > H2
S HE > BRI AR B R B AT i AR 12 T L TR SR B A 5k
GF o AWM TE K0T I TAEAE B o 3R ATRORR B thbls (R =) o

H3 B H4 FE 8T LA & S ALHE T 9 8 00 & P SRR A R
B 43 9 1 ) 5 2B At A S % 5 00 A T ) BRS vh 2 B A T o IR B
R P A i B eT DU > BRI M B 2 R B R
B (B=.07,p<.05) » BRENA I IR BB $2 22 A8 i 2 S IEARRE (B =
23,p<.001) o WA RBUR - M TAEERSAILREZ#EHA
B A TAE > MM S sz B e E R o 2 R B L E M T > ]
Z > AT E1 5 M B I 2 (8 4 ALDE 3 M BB St BB 40 1Y)
B o it H3 B H4 A8 S 4 o

FOBAG R - A R R SR 32 B 2 I S B oy B

Ep ) TR 5 B s SR 2
SR RE : ANS2IE
PERI () 07* 01 — 13
G —10%% .00 -.05
BEBRE .03 -.00 -02
A 031 04 01
Adjusted R’ 1.3% 0.6% 3.2%
SR  ALERIR A
2 A ATER A5 A5 29k
Incremental adjusted R 2.3% 5.1% 11.8%
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H 25 JRI By R RGN R TR Z
SR g B
N5 T / 4G 07%
Incremental adjusted R / 23.4% 3.3%
SEVURERE - A
G R / / 23k
Incremental adjusted )ia / / 3.6%
Total adjusted R 3.6% 29.1% 21.9%

FE 0 R Beta (E2R 45 BT 588 TE B Y SR pm B RE X PLAE A B A R T () 2 B TE
PR A R ZH 3 CARBERAE AT Z A © N=1,348 5 #%%p < 001 » *¥p < .01 » *p < .05 o

R LEHBEORE ~ 10 B E A BB B P9 A < I A B A B

H 28 PIE S B Bl ik
BB R LR Bl A

SWERE  ADSEIE

PERI () .00 01 .04

i Dbkl —.09%* -.03

HUERE -.03 .03 —06%

WA -.06% .02 -01

Adjusted R 0.0% 2.9% 0.9%
S AHLARAEH

B R AR A 27 3o 36w

Incremental adjusted R 11.6% 17.9% 18.3%
SRR - 5

A5 T .03 5 08x*

Incremental adjusted R 1.8% 6.8% 2.5%
SEVUBERE - oA

A 19 19 5w

Incremental adjusted R 2.9% 3.2% 1.8%
SETLRENE ¢ R R

BRI E 10 Bhiis 08#*

Incremental adjusted R 0.7% 1.1% 0.41%
Total adjusted R’ 16.9% 31.9% 23.9%

i 0 R Beta (HAC B L35 T A7 5 T XM A0 fe 4 e AR X 5 L A0 e o A R T B R 2 A T
A IRATYZ 9 DR TEA T Z A o N=1,348 5 ##5p < 001 » **p < .01 » *p < .05 o
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H5 8 M & 35557 [ CAE & 8 AR AE 8 R 2 B 2 R T > & F
n] 5 BN Y ATER FIAT By o AR =R » FEREI N 11 B4 T B ) 2

o ATER SRR BB 5 T ~ B AR > BN A2 FE AT & 8 L
VR ALER AT B ) B S TR S8 0 > 5 S8 AT S ARG VAR B I = M (B =
10, p <.001) ~ W BYH RS (B = .12, p < .001) ~ AR AUHT RN 2 (B
=.08, p <.01) o IEEELE AT > RO BAMUH B ALY #5252 b
FESTH AR R R AT SR - HS A5 3 -

H6 T T AY A% fily 78 3 ] 5 00 S 42 52 B > g vp A 52 2800 ) AR
AT AN FAPEBL ALER AT 25 2 IR BRAR o 2 5P Al BN #4232 i 2
AR AW 9T B F Hayes (2022) AIF %% J& 1) $ #L 72 (bootstrapping
procedure) o FAM ] 175,000 ¥R $% #E B A BK (bootstrap samples) > ilff &
FH 95% fim % 45 1EA5 ¥ % [#] (bias-corrected bootstrap confidence interval) °
O AT EE R BUR » ALELN B BN A R 0 i N HE A2 R I TR A > (]
BB T Y ZIHALR AT 2 S 40 B E K (b = .0507, SE = .0091,
95% CI = [.0342, .0700]) » 1 BT [ #35 (b = .0855, SE = .0114, 95% CI
= [.0641, .1084]) > A RGBT BN ZE (b = .0458, SE = .0070, 95% CI = [.0326,
0602]) (FEMY) o fit BT A A RCR 2 FE B IRE AR E 0 BURT A
SRR B KHE S BN A7 BEAE SN A B ALER AT A B A R A
B HUHO JEAS SCFF -

FPU AR ATER AT 2 W R 8OR

WA SEIE - RN B Effect Boot Boot Boot
SE LLCI ULCI
I I — B R b 0507 0091 0342 0700
RN M — 1 Bl R 0855 0114 0641 1084
BN M — A A .0458 .0070 0326 .0602

&% © Bootstrap BB K # = 5,000 ;5 fh5HEAR{E F PROCESS 7 Hrisil (#5181 4) 515 mifs o

RAEER

AR o B T BRAEHT > A BE ST E T AMOS 213 17 &5 v 7 A2 A5 7
(structural equation modeling, SEM) 43 ¥ ALJEN 5 FE ~ A i
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RN 7 FEBLATLER AT B 2 IR BAAR o &5 R BUR - BESR ROTAe 45
FERAE KHE (42 = 1,225.24, df = 224, y2/df = 5.47, p < .001) > {HHAh & IH
AL TE AR E BUR AU SRR B R AP R i e B > s iRl
BitE B (CFI = .97) ~ FEMER FL 5 B (NFI = .96) - Tucker-Lewis 15 B{ (TLI
=.96) > DL ERZE (RMSEA = .057) » Y9454 Hu B2 Bentler (1999)
PR FTAG I E o

niE — Frs o SN B B R A (B = .53, p < .001) BB
Bz BE (B=.12,p<.001) ¥ 2 BLEE E 0 22 - A BN F IR
TF v T R332 B (B = .34, p < .001) o MbAb o JERANAT A = AL
RAAT S R ABEEESCR . 2R WAEN HER (B=.20,p<
001) - Hh B 7 B (B = .25, p < .001) > B BUGHTBIINZS (B=21,p<
001) o [FBEHL > BN HE 32 B URE b = AT 5 BB B E I 2« G4
B ERH(B = .22, p <.001) » 15 BT MI#RE (B = 31, p < .001) » AR
FERZ (B =27, p<.001) o

AT A SEM 2 BT &5 51 » S TRt i B A R A ) S s o
B HUR > BN G M A 6 1 ) i RN A M BB A2 > i
T D] 2% S — 25 AR {0 e AR 5 B AMEA T s A At~ fop Bl o B
A N 2 S BT By o i LA T IH] 109 BRI W MR BEUR BN 2 R~ RGN
P BRI 42 37 2 ] LA 2 BLER ) AL F RN R o

A5 W R Y AR

SRBURBR O U 15 B8 TE A 1 B S AR B 9T > ASBIF 2 360567 1)
TARE RN AT BB R A EEETR o AU LUCBIETE A > {24t
R AR Byl ~ KA R AT RE RS 4% > AMESE ) ATLERT B AR
R A E T RE - R USR] BB Y ~ ORI ) AT 2252 o A
WEFCAE REE DT BRI AR E LM TR E R R AL HE
ORI TR A A R I AL R SCERNE A - BIUnFiskiZd v g S 2 ~ &
L 7 B L R B T D A A T A AR AR AR AR
FEE R BOBT R A A AR AL o JE LEWT T A R BUR o BB AR AR 2L
SR P 7 SAFAE 2 T RE LR TR - MM T RERE 25 AU R T TAERUR Y
FETH > IR AT A -
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T Lo BRI 0T ] SRR R I A e — 2 - #R AR H PR T
A 203 2 T ) CAE & 5RO B B B 15 22 8 1% (Ekdale et al., 2015;
Fridman et al., 2025; Moon & Hadley, 2014) o %A 50 & S [ ] Al
HEAT R AR & A N2 - T RB IR A i S iV 78 ST [ B SR
B JERI > Sl T BB P Kk [ i 215 5% (Van Dalen, 2024) o #1537 TAF
HME - AL T2 DR 2 i B #C8 BB b b i 7 3 > T8 R AR JT 45 2R
() B EE L -

EAF—FR A2 - IR ALRRAR 2 02 2 4 A€ 4 380 i Pl A0 o B 2 10 )
77 (Diakopoulos, 2019; Shi & Sun, 2024) > {E Al #7 i #E & 78 A 7] #F 55 o
TS A7 AE B B BB 2 0 o 7E A BERT P B » ASHIF 7% R AT /S A8 M T
VEE W58 > AR TUTE AT ) TAE A el (56 AL o 32385 58 4% > ALES>
Brgkt ~ 555 ST B A N 5 T T B AE > 2 5 B T R R
R H B AT o 5 LeTT R A RBURTER B B IG5 > ALY RTH
RO &RA BE LIES > KA AT LA E— 25 TS 808 0 &
26 SUEATIRERTER LA T MR M LA Anfel e B E TAE S RIR AL -

AW R EENE RN - WAE S S T — MR AEN
[ ) A o 4 52 BRUER ) ATHY B ER A5E 20 ) (journalistic Al acceptance and
adoption model) ; % 45 =X i I AT RN 5 M ~ B I VE ~ 4532 B
ALER AT 5 Z TR RO BRI o 20 M5 R BT > J8N By J P T o 7 T
A RV o 3 T 2 [ JER R S R P — AL B ] A TR ALTE T [ A
MR 2 R RE o IR A P PR R B RN 422 52 8 SO A R AT R 3 3R ) ALAT
G EBF R o 5K 8B BEEE A R R AT 90 M R R B R AN AT
M EEE > BTRH PR R R e A EEE R o

WAk » ABFFT BB > BN 2 BT N A R YEBL ALER AT A 2
] - T RS A A o RN R W] DA TR R ) LA A A [
Wl AT 2 (LG ARGk - I B R B N 25 4 BLAE) 5 it &
o RO BER Sy AL ] A R AR A R B > B R LA A B B
WITAEEER o - BT et BB 2 oh > BANA TR 7% 8 45 7 %
R BT R AT R AT A - 5 2 > B TAEE S ALG I TE
EEHN > AR T > ter i ATTE ST M A2 i >
T A0 568 A A 8 B AT Ry o T o b A 28CR o B RN A B AL o 2 AR
FE > TERHVA RS ALER FRAT B 1S BB AR b - 0 U8 1) BRI 6 A 2 o
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TR 32 P Y B R T DAAE SCAL BRLAR A v 18 o T R o B TR 2
NS B R 0 2R > P DUE 2 A A9 4T 2 B R AR R {1
NTEVEE2BARYE » £ (7] FBE R0 TAEE AL TR
TR E AN o B TR AR SR O 2 B (B R AL AR A A
Bl S B UHEE ST R BURIE SRR « L > &EA
G TGRS ALK A 1) AR [R] ST AT {5 A T IRE o At (8 PR AT 2 A

~7, 5/,
5y %GB o

7 R A5 R I P S A o B A B A o ARSI T
FIT AT B8 B S AH BRAF 7 A ol 1 o FRAMIR 0 1 [ o7 B A & 47 B4 =2
ALY B A X | A 2 o BB S g T R VR A RIOR + QnREREAR AT T A
RO AEPE EF > HAERs W HA B TAEREE - BUBE( 6l ATRE IR
R E AT R R A R TR IR AR - S A A B T B s T S > B
SEffF 5% B BLRUR > ST 5 M AR BT R A A AR R (e
ALREHE Rz BRI B gt

FERTRVE G b o A S IR T ) AT B R > i B AR
T AEAE (8 I A WAR A S A 2 P iR PR SRR o B AT T HOREE0E > 5
[ BR 7 t H 2 226K - o P AR R 00 2 A B ) S ol el Ay RO
W AE 2 5 O BR B R > A E H & B AT o BLAb > PSR o AT Bk
BEGAE > BFEPRRIE B AE ALME T B RR oK > HefT e AR A ALY B
b7k > 782 B ATECE SR 5 5 R0 IS B R 1ok g > U SRR
AR AT A RS - (7] B8 5 B 45l 1) 384

AR G EATENERRE L 2 B LU B M AR # 2
B DR PR A BT R RE AR 1 B BB A A, & O PR SR m > (AR AS AR SR
AT RBR > L TIARTFFEBR ] 2 — o ARACHTF T Al BB A AL 43 g bk
S B P A O 1 BCEHF 55 0T 75 42 B FEAT FU A AR o ASBF SR 10 5
— PR > AT TR B Gy B R R AT R A A Mg R
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Introduction

Numerous researchers have examined the impact of artificial
intelligence (AI) on journalism, with much of the focus on its influence on
news practices and media organizations (Sonni et al., 2024). However, few
studies have provided empirical evidence on how and why journalists adopt
Al in their work (Ioscote et al., 2024). This study helps address this gap by
contributing to the growing body of literature on AI’s impact on journalism.
Using survey data, it investigates how journalists in Taiwan accept and use
Al technology in their professional activities.

Drawing on the technology acceptance model (TAM; Venkatesh &
Davis, 2000), this study proposes that journalists’ perceived ease of use and
perceived usefulness regarding Al technology will drive their motivation to
adopt that new technology. Furthermore, the study extends the TAM by
incorporating the concept of perceived acceptance of Al among journalists
and examining its influence on the adoption of Al in journalism.

According to the theory of reasoned action (TRA; Ajzen & Fishbein,
1980), subjective norms influence individuals’ behavior. Individuals are
more likely to adopt a new technology if they perceive it as acceptable
within their professional peers. Based on this reasoning, we propose that
the perceived acceptance of Al in journalism will significantly impact
whether journalists choose to adopt it.

This study integrates the TAM and TRA to develop the Al acceptance
and adoption model, which articulates the interrelationships among
perceived ease of use, perceived usefulness, perceived acceptance, and
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journalists’ Al adoption behavior. This research thus contributes to the
growing literature on Al in media by deepening our understanding of
technology adoption in journalistic practice.

Literature Review

Artificial Intelligence and the Transformation of Newsrooms

Over the past decade, the integration of Al into journalism has
accelerated significantly. Since the release of generative Al (GAI) tools like
ChatGPT, DALL-E, and Stable Diffusion in 2022, newsrooms around the
world have faced increased pressure to adapt to these transformative
technologies (Cools & Diakopoulos, 2026). The Reuters Institute’s Digital
News Report 2024 shows that GAI is reshaping news production processes,
with media executives noting both cost savings and journalistic innovation
as benefits of Al adoption (Newman et al., 2024).

Several prominent news organizations have already incorporated Al in
meaningful ways. In early 2024, The New York Times formed a cross-
disciplinary team to explore the ethical and editorial use of GAI (Once,
2024). The United Kingdom’s Newsquest hired Al-assisted journalists and
created its own writing tool based on ChatGPT (Topping, 2023). Taiwan has
followed suit, with media outlets testing GAI in reporting and even deploying
Al-generated weather anchors. The recognition of Al’s growing role was
evident in the 2024 decision by the Pulitzer Prize committee to accept Al-
assisted submissions, provided that the Al use is transparent (Deck, 2025).

The Evolution of Artificial Intelligence in Journalism

While automated journalism is hardly new, the emergence of GAI has
reinvigorated scholarly and professional interest in its implications. Research
has increasingly focused on the effects of GAI on the journalism
professionalism, with concerns about algorithmic bias, factual accuracy, and
ethical boundaries (Matich et al., 2025; Pitluk et al., 2026; Van Dalen, 2024).

In the mid-2010s, the rise of “computational journalism” introduced
automation into newsroom routines. Diakopoulos (2019) defined that term

244 as using algorithms to produce content consistent with journalistic values.
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A key example is the Associated Press, which began automating corporate
earnings reports in 2014 using the Wordsmith platform, thus quickly
transforming raw data into readable stories (Miller, 2015). Similarly, The
Washington Post (2016) used its Heliograf system to report on the 2016
Olympics and US elections with real-time updates.

These developments laid the groundwork for broader adoption. Outlets
like Bloomberg, Reuters, and the BBC also began exploring Al applications
in journalism (Shi & Sun, 2024), leading to the emergence of terms like
“robot journalism” (Van Dalen, 2012) and “algorithmic journalism” (Dérr,
2016) that emphasize AI’s evolving role in content creation. Technological
progress has long driven change in journalism, from production to
presentation and consumption. As Pavlik (2021) notes, technological
evolution continually redefines the journalist’s role.

From Traditional to Generative Artificial Intelligence

GALI represents a significant leap. Since around 2018, breakthroughs in
natural language processing (NLP) and large language models (LLMs) have
allowed machines to understand and generate human-like text (Shi & Sun,
2024). GAI differs from traditional Al in two key ways: its ability to
generate original content across formats (text, image, etc.), and its
accessibility to non-technical users. OpenAI’s ChatGPT, launched in late
2022, epitomizes these advancements.

For instance, the oldest newspaper in the United Kingdom, The
Worcester News, built a GAI-based tool to automate routine local stories.
News Corp Australia’s Michael Miller reported producing up to 3,000
articles weekly with GAI, using it for Al-generated images in The Daily
Telegraph (Meade, 2024). Even The New York Times has approved GAI for
editing, writing, and generating headlines for search engine optimization,
backed by internal ethical guidelines (Tani, 2025).

Al has become increasingly integrated in the Taiwanese context.
READr, part of Mirror Media, uses Al for topic and sentiment analysis, the
Central News Agency uses Al for voice replication and script-to-audio
services, ETtoday developed a rapid article-generation model (Chen, 2024),
and CommonWealth Magazine and The Reporter introduced guidelines for
the use of Al in 2023 and 2024, respectively, to promote transparency and
uphold ethical standards in journalistic practice.
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Functional Applications of Artificial Intelligence

Although GALI is technically a type of Al (Breazu & Katsos, 2024),
the terms are often used interchangeably in journalistic practice and
research. This is due to the overlapping nature of traditional and generative
technologies, both of which are based on machine learning and emulating
aspects of human intelligence. This study follows this broader interpretation,
using “Al” to refer to all such technologies.

The integration of AI into journalism has unfolded alongside the
broader digital transformation of the industry. A 2021 review by the Knight
Foundation of 130 Al-related newsroom projects identified three core
functions: enhancing reporting capabilities, reducing production costs, and
optimizing revenue streams (Keefe et al., 2021). In the same year, a survey
conducted by the Associated Press involving 192 US news organizations
found that most newsrooms supported the adoption of Al-driven automation
in news production (Rinehart & Kung, 2022).

Scholars such as Shi and Sun (2024) have identified three primary
domains of AI application in journalism: (1) information gathering, (2)
content creation, and (3) personalized distribution. Fridman et al. (2025)
investigated the use of AI by interdisciplinary teams engaged in
investigative journalism in Norway and found it particularly useful for
processing unstructured data and enhancing the depth of reporting.
Miroshnichenko (2018) highlighted four key AI functions in journalism:
data mining, comment moderation, topic selection, and content writing.

Cools and Diakopoulos (2026) conducted interviews with journalists
in Denmark and the Netherlands and provided a comprehensive account of
GALI applications that identified four core functions in the news production
value chain: news gathering, news production, news verification, and news
distribution and moderation.

These studies collectively illustrate the growing diversity and
sophistication of Al applications in journalism. Nonetheless, much of the
existing research remains qualitative, based primarily on case studies and
interviews and offering limited empirical data on how journalists use Al in
practice. To address this gap, a central aim of the present study is to
examine the practical use of Al technologies by Taiwanese journalists.
Accordingly, we propose the following research questions:

246 RQ1a: Which news-related activities do Taiwanese journalists most
frequently use Al to perform?
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RQ1b: Does the frequency of AI use differ among journalists
across media organizations and job positions?

The Technology Acceptance Model

Among the various frameworks developed to study how users adopt
and utilize new technology, the TAM proposed by Davis (1985) has been
the most widely applied. In the TAM framework, Davis (1985) proposed
two key variables for predicting users’ behavioral intention to use
technology: perceived usefulness and perceived ease of use. Perceived
usefulness refers to the degree to which a user believes that a particular
technology will enhance their job performance, while perceived ease of use
refers to the extent to which a user believes that using the technology will
be free of effort or at least easy to learn.

Davis (1989) later conducted two empirical studies to test the
applicability of the model and found that perceived usefulness was the
strongest predictor of usage intention. Additionally, perceived ease of use
was shown to have a significant influence on perceived usefulness and to
indirectly affect behavioral intention through its impact on perceived
usefulness. Building on that evidence, Venkatesh and Davis (2000)
expanded the TAM by incorporating additional variables to examine their
influence on user behavior. Across four longitudinal field studies they
conducted, the positive influence of perceived ease of use on perceived
usefulness was found to be highly stable. Based on these consisting
findings, we predict the following:

H1: Taiwanese journalists’ perceived ease of use of AI technology

will be positively associated with their perception of its
usefulness.

We also propose that the perceived usefulness of Al technology among
Taiwanese journalists will affect their AI adoption behavior. This
expectation is based on the TAM and findings from previous studies. Over
the past four decades, the TAM has become one of the most influential
theoretical frameworks in the field of technology adoption research. Its
application has expanded across a wide range of domains, including studies
on educational technology in learning environments (Grani¢ & Marangunic,
2019), online learning (Masrom, 2007), and the acceptance of telemedicine
services (Kamal et al., 2020). Li et al. (2008) selected 34 well-designed
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empirical studies grounded in the TAM and published in academic journals
between 1980 and 2005 to analyze the relationships among variables across
those studies. Their findings revealed that perceived usefulness consistently
demonstrated a strong and significant relationship with dependent variables
such as attitudes and behaviors.

In recent years, a growing number of scholars have applied the TAM
to study journalists’ adoption of new technologies. For example, Ayyad et
al. (2025) examined journalists’ perceptions of the use of new
communication technologies (NCTs) in the news industry in the United
Arab Emirates (UAE). Using a questionnaire survey, they collected
responses from 63 journalists and editors working at major newspapers in
the UAE. The results indicated that the more journalists perceived NCTs as
helpful in producing high-quality reporting, the more willing they were to
adopt and use such technologies.

As noted above, Al has become an integral and increasingly
indispensable technology in the journalism industry. A growing body of
research highlights its potential to enhance journalists’ job performance and
productivity. For example, Cools and Diakopoulos (2026), through
interviews with journalists in the Netherlands and Denmark, and Thisler-
Kordonouri (2025), in a study of Al use in U.K. newsrooms, found that Al
contributes to workflow optimization and increased efficiency by reducing
the time and effort required for routine tasks.

For investigative journalists, Al has proven particularly valuable in
analyzing large volumes of data and identifying key angles and focal points
for reporting (Fridman et al., 2025). Veerbeek (2025) emphasized the
advantages of GAI in terms of speed and scalability, highlighting its
capacity to rapidly classify extensive datasets and produce clear, concise
explanations in a short period of time. Notably, Greek journalists
interviewed by Kalfeli and Angeli (2025) described Al as “a gift from
God,” citing its convenience in converting interview recordings into usable
formats and accurate transcriptions. These findings suggest that journalists’
actual use of Al is closely tied to their perceptions of its usefulness.
Supporting this, Urdan and Masson (2024) found in a recent study on
ChatGPT adoption in newsrooms that perceived usefulness significantly
predicted journalists’ intention to use the tool. Based on these insights, the
following hypothesis is proposed:

248 H2: Taiwanese journalists’ perceived usefulness of AI technology
will be positively associated with their AI adoption behavior.
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Theory of Reasoned Action

The TRA (Ajzen & Fishbein, 1980) posits that human behavior is both
planned and rational, with an individual’s intention to perform a behavior
shaped by subjective norms defined as perceived social pressure to engage
or not engage in a particular action. These norms are influenced by an
individual’s beliefs about whether significant others expect them to perform
the behavior (Vallerand et al., 1992). Empirical research has consistently
demonstrated a significant association between subjective norms and
behavioral intentions (Rausch & Kopplin, 2021; Schepers & Wetzels,
2007). For instance, in a study of German social media users, Karnowski et
al. (2017) found that subjective norms positively influenced users’ attitudes
toward sharing news and their behavioral intentions to do so.

Building on the TRA, we propose that perceived usefulness enhances
perceived acceptance of new technology, which refers to the extent to
which individuals believe others approve of or support a given behavior or
innovation. In the journalism context, it reflects how favorably colleagues,
supervisors, or the broader professional community are perceived to view
Al adoption. When journalists believe that important others expect or
encourage Al use, they are more likely to adopt it themselves. This
mechanism aligns with social influence theory (Strong, 2000), which posits
that individuals tend to conform to behaviors viewed as socially endorsed
or normative. Furthermore, high perceived usefulness can signal legitimacy
within the professional community, thereby reinforcing acceptance and
promoting broader adoption.

Thus, perceived acceptance of Al technology among fellow journalists
can significantly influence an individual journalist’s decision to adopt it.
The interaction between perceived usefulness and perceived acceptance
underscores the importance of both individual beliefs and collective
attitudes in shaping technology adoption behavior within newsrooms. In a
recent study, Zhang and Chen (2022) found that perceived popularity was
positively associated with the adoption of data-driven journalism (DDJ),
with journalists more likely to adopt such practices when they believed
them to be widely used within the journalistic community. This finding
reinforces the idea that social perceptions play a critical role in technology
adoption and aligns with the “important others” concept in the TRA, which
suggests that individuals are influenced by the expectations and behaviors
of those whose opinions they value.
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Drawing upon insights from the TAM and the TRA, we posit that both
perceived ease of use and perceived usefulness of Al technology will be
positively associated with perceived acceptance of Al among journalists.
When journalists perceive Al tools as easy to use and beneficial to their
work and simultaneously observe that these tools are accepted or expected
by their peers, they are more likely to view Al adoption as both desirable
and professionally normative. Accordingly, we propose the following three
additional research hypotheses to examine the interplay between individual
perceptions and social influence in shaping journalists’ Al adoption
behavior:

H3: Taiwanese journalists’ perceived ease of use of AI technology

will be positively associated with their perceived acceptance of
Al in journalism.

H4: Taiwanese journalists’ perceived usefulness of AI technology
will be positively associated with their perceived acceptance of
Al in journalism.

H5: Taiwanese journalists’ perceived acceptance of AI technology
in journalism will be positively associated with their Al
adoption behavior.

Furthermore, we propose that perceived acceptance mediates the
relationship between perceived usefulness and the adoption of Al
technology, as it functions as a mechanism of social influence that shapes
journalists’ behavior. According to social influence theory (Strong, 2000),
individuals tend to conform to behaviors that are perceived as socially
acceptable or expected. When journalists view Al technology as useful, this
perception can enhance its legitimacy and desirability, fostering broader
acceptance within the professional community. Over time, this shared
perception may evolve into collective expectations or norms, which in turn
exert social pressure on individual journalists to adopt the technology.
Accordingly, we propose that perceived acceptance plays a critical
mediating role in the relationship between perceived usefulness and
journalists’ Al adoption behavior:

H6: Perceived acceptance of AI in journalism will mediate the

relationship between Taiwanese journalists’ perceived usefulness
of AI and their AI adoption behavior.
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The Theoretical Model

This study integrates the TAM with the TRA to propose the
journalistic Al acceptance and adoption model, which delineates the
theoretical relationships among perceived ease of use, perceived usefulness,
and perceived acceptance of AI technology in shaping Taiwanese
journalists’ adoption behavior. Specifically, we aim to investigate whether
perceived acceptance strengthens the influence of perceived ease of use and
perceived usefulness on journalists’ decisions to adopt Al technologies.

As illustrated in Figure 1, perceived ease of use influences both
perceived usefulness and perceived acceptance of Al technology. These
perceptions, in turn, are expected to motivate journalists to use Al for
various news-related tasks, including gathering news materials, assisting in
news reporting, and generating news content. Grounded in this model, we
propose the following research hypothesis:

H7: Perceived ease of use will enhance both the perceived usefulness
and the perceived acceptance of Al technology, which will in
turn influence AI adoption behavior among Taiwanese
journalists.

Figure 1 The Structural Equation Model

“hinese University of Hong Kong Press
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Note: *p < .05, **p < .01, ***p < .001.
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Methods

Sampling

This study targeted frontline news professionals, including reporters,
photojournalists, editors, and their supervisors, as the primary survey
respondents. It excluded individuals involved in post-production work, such
as graphic designers and engineers. Given the increasing diversity of media
types under the digital convergence and the difficulty of obtaining
journalists’ personal information in Taiwan, this study adopted two different
sampling strategies, based on media market share.

First, since newspaper and television journalists still make up the
majority of the profession, we aimed to collect a more comprehensive
sample. Therefore, we adopted a quota sampling-style approach. We first
determined the number of eligible respondents at 16 television stations and
three major newspapers and then calculated the required sample size based
on one-third of the quota.

In the television sector, the target sample was set at 749 out of 2,247
eligible journalists, and 727 valid responses were ultimately obtained. An
additional 24 valid responses were obtained from journalists working for
smaller newspapers using a self-selection sampling approach, bringing the
total newspaper sample to 339. As for the three leading newspapers, the
target was 320 out of 960, with 315 completed questionnaires collected.
The same procedure was applied to Taiwan’s national news agency, yielding
58 valid responses out of a target of 60.

In addition, for other types of media—radio, online media, magazines,
and so on—the number of journalists was comparatively smaller. Therefore,
a self-selection sampling approach was adopted. Through this method, we
collected 175 responses from online media journalists, 28 from radio
journalists, 58 from magazine journalists, and 5 from independent media
workers.

The survey was distributed through multiple channels to encourage
participation among journalists. Although the survey was voluntary, for
television and newspaper outlets—where the eligible population was clearly
defined—questionnaire distribution ceased once the target sample size was
reached. The survey was conducted from July 1 to August 31, 2024, and

252 yielded a total of 1,391 valid responses.
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Of the 1,391 respondents, 53.7% were male and 46.3% female. The
average age of the respondents was 39.72 (SD = 8.79, ranging from 22 to
70). A total of 98.3% indicated they had received some level of college
education. Specifically, 6.3% held a three-year college degree, 67.7% a
bachelor’s degree, and 24.4% a graduate degree.

Measurement of Key Variables

Perceived ease of use. Based on previous studies (Urdan & Masson,
2024; Zhang & Chen, 2022), perceived ease of use was measured using
three items. Respondents were asked to indicate their level of agreement on
a five-point Likert scale ranging from one (strongly disagree) to five (strongly
agree) with the following statements: (1) “Proficiently using Al is very easy
for me,” (2) “Learning to use Al is very easy for me,” and (3) “Learning
the various features of Al is very easy for me.” A principal component
factor analysis suggested that the three items were grouped into one factor
(eigenvalue = 2.70, explained variance = 89.89%). Therefore, the three
items were combined and averaged to form the composite measure
perceived ease of use (M = 3.06, SD = .85, Cronbach’s o. = .94). The higher
the score, the greater the perceived ease of Al use.

Perceived usefulness. The perceived usefulness measures were
adapted from Davis (1989) and comprised five items. Respondents indicated
their level of agreement with each statement using a five-point Likert scale
ranging from one (strongly disagree) to five (strongly agree): (1) “Using Al
makes my work more efficient,” (2) “Using Al makes my work more
convenient and hassle-free,” (3) “Using Al enables me to report news more
quickly,” (4) “Using Al can improve my workflow,” and (5) “Using Al
allows me to report more news.” Principal component factor analysis
showed that the five items were grouped in a single factor (eigenvalue =
4.03, explained variance = 81.27%). A composite measure of perceived
usefulness was computed by combining and averaging the five items (M =
3.09, SD = .85, Cronbach’s o = .94). Higher scores indicate greater
perceived usefulness.

Perceived acceptance. To assess perceived acceptance of Al
technology in journalism, respondents were asked to rate the level of
acceptance of Al among the following media professionals: (1) their
supervisors; (2) their colleagues; and (3) peer journalists. The response
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categories ranged from one (very low) to five (very high). Principal
component factor analysis showed that the three items were grouped into
one factor (eigenvalue = 2.19, explained variance = 72.95%). Therefore,
the three items were summed and averaged to form a composite measure of
perceived acceptance (M = 2.99, SD = .75, Cronbach’s o. = .80). The higher
the score, the higher the perceived acceptance of Al among journalists in
Taiwan.

Adoption of AI technologies. To construct the Al adoption scale, we
reviewed existing literature on the use of Al in journalism (Cools &
Diakopoulos, 2026; Shi & Sun, 2024) and conducted interviews with seven
journalists who have incorporated Al into their work. Based on insights from
the literature review and those interviews, a 13-item scale was developed for
this study. Respondents were asked to indicate how frequently they used Al
to perform the following news-related tasks using a four-point scale ranging
from one (never) to four (frequently): (1) “Searching for news materials,” (2)
“Finding sources of information,” (3) “Verifying information,” (4) “Looking
for supplementary information,” (5) “Assisting in organizing data,” (6)
“Assisting in analyzing data,” (7) “Helping translate report materials,” (8)
“Transcribing interview audio into text files,” (9) “Reproducing news
content,” (10) “Creating news headlines,” (11) “Editing articles,” (12)
“Generating various content,” and (13) “Enhancing pictures and images.”

A principal component factor analysis of these items with varimax
rotation led to a three-factor solution, accounting for 76.04% of variance.
The first factor was comprised of items (1) to (4), reflecting the use of Al
to find news materials (eigenvalue = 3.49, explained variance = 26.81%). A
composite measure of gathering news materials was computed by
combining and averaging the four items (M = 1.62, SD = .76, Cronbach’s o
= .92). The second factor consisted of items (5) to (8), which reflected
using Al to assist in news reporting (eigenvalue = 3.44, explained variance
=26.46%). These items were combined and averaged to form the composite
variable assisting in news reporting (M = 2.02, SD = .90, Cronbach’s a =
.88). The third factor consisted of items (9) to (13), reflecting the use of Al
to generate news content (eigenvalue = 2.96, explained variance = 22.77%).
These items were combined and averaged to form the composite variable
generating news content (M = 1.39, SD = .60, Cronbach’s a. = .89). Higher
scores indicate higher Al usage.
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Control variables. Respondents were asked to report their gender,
age, education, and income. These demographic variables were included as
controls in the regression analyses because previous studies have shown
that they are associated with journalists’ adoption of new technologies (Lo
et al., 2007). In addition, organizational Al adoption in newsrooms was also
included as a control variable, as prior research has indicated that
organizational adoption of new technologies is a critical factor influencing
their adoption by individuals (Rogers, 2003).

Results

The first stage of the analysis addressed RQ1la by examining the news-
related activities for which Taiwanese journalists most frequently used Al
As shown in Table la, the most common uses were transcribing interview
audio into text (M = 2.23, SD = 1.16), translating materials (M = 2.14, SD
= 1.08), organizing data (M = 1.90, SD = 1.00), and analyzing data (M =
1.80, SD = .96). By contrast, Al was less frequently used for tasks such as
searching for supplementary information (M = 1.80, SD = .95), fact-
checking (M = 1.58, SD = .83), searching for news materials (M = 1.57, SD
= .81), and finding sources (M = 1.51, SD = .78). The least common uses
included enhancing images (M = 1.35, SD = .71), editing articles (M = 1.36,
SD = .70), generating content (M = 1.37, SD = .70), creating headlines (M
= 1.39, SD = .72), and reproducing content (M = 1.46, SD = .77). Overall,
the data indicate that AI adoption among journalists remains limited,
especially for content creation tasks.

To examine whether journalists working in different types of media
and occupying different job positions varied in their frequency of Al use, a
series of one-way ANOVAs were conducted. The results, presented in Table
1b, reveal notable distinctions across media categories. In particular, online
journalists reported significantly higher levels of AI use than their
counterparts in other media outlets. They were more inclined to employ Al
for gathering news materials (M = 1.89, SD = .79), assisting in news
reporting (M = 2.65, SD = .87), and generating news content (M = 1.88, SD
= .77). By contrast, journalists working for newspapers, television, radio,
news agencies, and magazines did not differ significantly from one another
in their reported use of Al across these tasks.
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Table 1a Frequency of AI Usage in News Reporting by Journalists in Taiwan

AT usage items Never Rarely Sometimes Often Mean (SD)

Searching for news materials 848 (61.4%) 306 (22.2%) 196 (14.2%) 30 (2.2%) 1.57 (0.81)
Finding sources of information 890 (64.5%) 306 (22.2%) 153 (11.1%) 31 (2.2%) 1.51(0.78)
Verifying information 851 (61.7%) 303 (21.8%) 185 (13.4%) 41 (3.0%) 1.58(0.83)

Looking for supplementary 720 (52.2%) 291 (21.1%) 294 (21.3%) 74 (5.4%) 1.80 (0.95%)

information

Cornposne. measure: Gathering / / / / 1.62 (0.76%)
news materials

Assisting in organizing data 657 (47.6%) 316 (22.9%) 296 (21.4%) 111 (8.0%) 1.90 (1.00%)
Assisting in analyzing data 720 (52.20%) 303 (22.0%) 273 (19.8%) 84 (6.1%) 1.80 (0.96)

Helping translate report materials 543 (39.4%) 282 (20.4%) 378 (27.4%) 176(12.8%) 2.14 (1.08)

Transcribing interview audio into

text files 538 (39.0%) 240 (17.4%) 343 (24.9%) 258 (18.7%) 2.23 (1.16%)

Composite measure: Assisting in

news reporting / / / / 2.02 (0.90%)
Reproducing news content 948 (68.9%) 268 (19.5%) 121 (8.8%) 39 (2.8%) 1.46(0.77%)
Creating news headlines 1,009 (73.1%) 234 (17.0%) 111 (8.0%) 26 (1.9%) 1.39 (0.72%)
Editing articles 1,026 (74.3%) 236 (17.0%) 89 (6.4%) 29 (2.1%) 1.36 (0.70%)
Generating various content 1,029 (74.6%) 214 (15.5%) 116 (8.4%) 21 (1.5%) 1.37(0.70%)

Enhancing pictures and images 1,057 (76.5%) 184 (13.3%) 115 (8.3%) 25 (1.8%) 1.35(0.71%)

Composite measure: Generating / 1.39 (0.60%)

news content

/ / /

With respect to job position, the findings were somewhat different. No
significant differences emerged among reporters, editors, and photographers
in the use of Al for gathering news materials or supporting news reporting.
However, a clear distinction was observed in the use of Al for content
generation; editors were more likely to rely on Al tools (M = 1.55, SD =
.66) than reporters (M = 1.33, SD = .55) or photographers (M = 1.39, SD =
.60). This finding implies that editors, given their focus on refining and
producing content, are more likely to find opportunities or reasons to use
Al in content generation.
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Table 1b  Frequency of AI Usage in News Reporting by Media Type and Journalist Job Position

Al usage Gathering news Assisting in Generating
materials news reporting news content

Media types N=1378 M (SD) M (SD) M (SD)
Newspaper 337 1.55 (.75) 1.83 (.85) 1.27 (.46)
Television 719 1.59 (.77) 1.94 (.86) 1.32 (.55)
Radio 28 1.30 (.57) 1.75 (.79) 1.20 (.40)
News agency 58 1.66 (.74) 1.98 (.92) 1.35(.52)
Online media 179 1.89 (.79) 2.65 (.87) 1.88 (.77)
Magazine 57 1.59 (.69) 2.28 (.94) 1.53 (.60)
F Value 6.33%** 24.99%*%* 33.65%**

Job Positions N=1379 M (SD) M (SD) M (SD)
Reporters 765 1.59 (.75) 2.04 (.92) 1.33 (.55)
Editors 229 1.65 (.75) 2.04 (.87) 1.55 (.66)
Photographers 300 1.61 (.79) 1.93 (.78) 1.39 (.60)
Others 85 1.78 (.86) 2.08 (.97) 1.44 (.68)
F Value 1.76 1.35 8.25%#*

Note: Journalists with missing responses to two questions were excluded from the analysis. ***p < .001.

The second stage of the analysis involved testing the seven research
hypotheses. HI proposed a positive relationship between Taiwanese
journalists” perceived ease of use of Al technology and their perception of its
usefulness. To evaluate it, a hierarchical regression analysis was conducted.
As shown in Column 2 of Table 2, after controlling for demographic variables
and the organizational Al adoption in newsrooms, perceived ease of use
emerged as the strongest predictor of perceived usefulness (B = .49, p < .001).
This finding suggests that the more journalists perceive Al technology as easy
to use, the more useful they believe it to be in their professional work.
Therefore, H1 was supported.

H2 predicted that the perceived usefulness of Al technology among
Taiwanese journalists would be positively associated with their AT adoption
behavior. To test this hypothesis, three hierarchical regression analyses were
conducted. As shown in Table 3, after controlling for demographics,
newsroom Al use, and perceived ease of use, perceived usefulness remained
a significant predictor of Al adoption for gathering news (B = .19, p <
.001), assisting in news reporting (8 = .19, p < .001), and generating news
content (3 = .15, p < .001). These findings indicate that higher perceived
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usefulness is associated with greater Al adoption across various journalistic
tasks. Thus, H2 was supported.

H3 and H4 proposed that perceived ease of use and perceived
usefulness of Al technology would be positively associated with the
perceived acceptance of Al in journalism. To test these hypotheses, a
hierarchical regression analysis was conducted. As shown in Column 3 of
Table 2, after controlling for demographic variables and organizational Al
adoption in newsrooms, perceived ease of use was significantly associated
with perceived acceptance (B = .07, p < .05), with perceived usefulness also
a significant predictor (8 = .23, p < .001). These results suggest that higher
levels of perceived ease of use and perceived usefulness contribute to
greater acceptance of Al in journalism, underscoring the importance of
accessible and practically valuable Al tools in facilitating their integration
into newsroom practices. Therefore, H3 and H4 were supported.

Table 2 Hierarchical Regression Analysis Predicting Perceived Ease of Use, Perceived
Usefulness, and Perceived Acceptance

Independent

. Perceived ease of use  Perceived usefulness Perceived acceptance
variables

Block 1: Demographics

Gender (male) .07* .01 — 13%%%

Age —.10%* .00 -.05

Education .03 -.00 -.02

Income .031 -.04 .01

Adjusted R* 1.3% 0.6% 3.2%
Block 2: Organizational Use

Organizational Al 5% 15%E* 29%%%

adoption in newsrooms

Incremental adjusted R 2.3% 5.1% 11.8%
Block 3: Perceived Easiness

Perceived ease of use / 49k .07*

Incremental adjusted R / 23.4% 3.3%
Block 4: Perceived Usefulness

Perceived usefulness / / 23wk

Incremental adjusted )ia / / 3.6%
Total adjusted R 3.6% 29.1% 21.9%

Note: Cell entries are standardized regression coefficients from the final regression equation with
all blocks of variables in the model. Respondents with missing data on the variables used in the

regression analysis were excluded from the analysis. N = 1,348; ***p < .001; **p < .01, *p < .05.
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Table 3 Hierarchical Regression Analysis Predicting Gathering News Materials, Assisting in
News Reporting, and Generating News Content

Independent Gathering news Assisting in news Generating news
variables materials reporting content

Block 1: Demographics

Gender (male) .00 .01 .04

Age L] 2k —.09%* -.03

Education -.03 .03 —-.06*

Income —.06%* .02 -.01

Adjusted R’ 0.0% 2.9% 0.9%
Block 2: Organizational use

Organizational Al 2T7EEE 32k 36FH*

adoption in newsrooms

Incremental adjusted R 11.6% 17.9% 18.3%
Block 3: Perceived easiness

Perceived ease of use .03 5% .08%*

Incremental adjusted R 1.8% 6.8% 2.5%
Block 4: Perceived usefulness

Perceived usefulness 9 Bl 5%

Incremental adjusted R 2.9% 3.2% 1.8%
Block 5: Perceived acceptance

Perceived acceptance 10%* 2%k 08#*

Incremental adjusted R 0.7% 1.1% 0.41%
Total adjusted R® 16.9% 31.9% 23.9%

Note: Cell entries are standardized regression coefficients from the final regression equation with
all blocks of variables in the model. Respondents with missing data on the variables used in the

regression analysis were excluded from the analysis. N = 1,348; ***p < .001; **p < .01, *p < .05.

H5 predicted that Taiwanese journalists’ perceived acceptance of Al
technology in journalism would be positively associated with their Al
adoption behavior. As shown in Table 3, after controlling for demographic
variables, the extent of Al use in newsrooms, perceived ease of use, and
perceived usefulness, perceived acceptance remained a significant predictor
of Al adoption. Specifically, it was significantly associated with gathering
news materials (8 = .10, p < .001), assisting in news reporting (B = .12, p <
.001), and generating news content (B = .08, p < .0l). These findings
indicate that higher levels of perceived acceptance are linked to increased
Al adoption across various journalistic tasks. Thus, H5 was supported.

“hinese University of Hong Kong Press
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Table 4 The Indirect Effect of Perceived Usefulness of AI on Its Adoption Behavior among
Taiwanese Journalists

Mediator: Perceived acceptance Effect  Boot Boot Boot
SE LLCI ULCI
Perceived usefulness — Gathering news materials .0507 .0091 .0342 .0700
Perceived usefulness — Assisting in news reporting .0855 0114 .0641 .1084
Perceived usefulness — Generating news content .0458 .0070 .0326 .0602

Note: Bootstrap resample = 5,000; Estimates were calculated using the PROCESS macro (Model 4).

H6 predicted that perceived acceptance of Al in journalism would
mediate the relationship between perceived usefulness of Al and Al
adoption behavior. To assess the mediating effects of perceived acceptance
of Al technology, we employed a bootstrapping procedure developed by
Hayes (2022), using 5,000 bootstrap samples along with a 95% bias-
corrected bootstrap confidence interval. As shown in Table 4, results
indicated that the perceived usefulness of Al technology was indirectly
related to gathering news materials, (b = .0507, SE = .0091, 95% CI = [.0342,
.0700]), assisting in news reporting (b = .0855, SE = .0114, 95% CI = [.0641,
.1084]), and generating news content (b = .0458, SE = .0070, 95% CI =
[.0326, .0602]), with perceived acceptance serving as a mediator. H6 was
supported.

Finally, to address the second research question, which explored the
relationships among perceived ease of use, perceived usefulness, perceived
acceptance, and journalists’ Al adoption behavior, we conducted structural
equation modeling using Amos 21. The results indicated that while the chi-
square for the model was significant (¥2 = 1,225.24, df = 224, ?/df = 5.47,
p < .001), other fit indices, including the comparative fit index (.97),
normed fit index (.96), Tucker-Lewis index (.96), and root mean square
error of approximation (.057), demonstrated an acceptable overall model fit,
based on Hu and Bentler (1999).

As illustrated in Figure 1, perceived ease of use positively influenced
both perceived usefulness (B = .53, p < .001) and perceived acceptance (B =
12, p < .001). Furthermore, perceived usefulness was positively associated
with perceived acceptance (B = .34, p < .001). Perceived usefulness also had
significant direct effects on gathering news materials (B = .20, p < .001),
assisting in news reporting (B = .25, p < .001), and generating news content

260 (B = .21, p < .001). Similarly, perceived acceptance significantly impacted
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gathering news materials (B = .22, p < .001), assisting in news reporting (B
= .31, p < .001), and generating news content (B = .27, p < .001).

These findings from structural equation modeling provide strong
support for the proposed theoretical model. They emphasize how perceived
ease of use impacts perceived usefulness and perceived acceptance, which
subsequently drive key behaviors such as gathering news materials,
assisting in news reporting, and generating news content. The relationships
among these variables underscore the pivotal role of perceived ease of use
in shaping perceived usefulness and acceptance, which in turn act as crucial
cognitive mechanisms for understanding journalists’ adoption and
application of Al technologies in their reporting practices.

Discussion

This study makes several important contributions to the literature on
Al in journalism. While much existing research remains conceptual or
focused on industry-level expectations, this study offers empirical,
journalist-level evidence, identifying specific Al functions currently used in
daily news production. The findings indicate that Taiwanese journalists are
more likely to adopt AI for logistical and support tasks—such as
transcribing interviews, translating materials, and organizing data—than for
more creative tasks like editing, writing headlines, or generating content.
This suggests a functional divide in how Al is perceived and used: primarily
as a tool for enhancing efficiency rather than for creative innovation.

These findings align with previous research on the adoption of new
technologies in newsrooms, which consistently identifies efficiency
enhancement as a primary motivation for journalists’ use of technological
tools (Ekdale et al., 2015; Fridman et al., 2025; Moon & Hadley, 2014).
The limited use of generative Al for creative or content-producing purposes
likely stems from concerns that such practices may conflict with
journalism’s core principles of accuracy and truth-seeking, thereby raising
ethical issues (Van Dalen, 2024). Consequently, journalists tend to regard
Al mainly as a tool to assist in reporting and news production—an
important finding highlighted in this study.

Although AI is often viewed as a driver of newsroom innovation
(Diakopoulos, 2019; Shi & Sun, 2024), the concept of “innovation” remains
ambiguously defined across studies. During the survey design stage,
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interviews with six journalists revealed that functions such as data analysis,
speech-to-text transcription, and content generation were already considered
innovative compared with previous tools. This suggests that A’s innovative
uses have become integrated into the routine work in journalistic practice.
Future research may refine the concept or conduct in-depth interviews to
further explore how journalists apply Al innovatively.

A major contribution of this study is the formulation and empirical
validation of an integrated journalistic Al acceptance and adoption model
that explicates the relationships among perceived ease of use, perceived
usefulness, perceived acceptance, and Al adoption behavior. Drawing on the
TAM and the TRA, the model received strong empirical support. The
results show that perceived ease of use significantly predicts perceived
usefulness that—along with ease of use—influences perceived acceptance.
Perceived acceptance emerged as a critical determinant of journalists’ actual
Al adoption behavior. These findings highlight the importance of these
cognitive factors in shaping technology adoption in journalism.

The study highlights perceived acceptance as a critical mediator
linking perceived usefulness to Al adoption behaviors. Perceived usefulness
was found to be directly associated with journalists’ use of Al for core
professional tasks, including gathering news materials, assisting in
reporting, and generating content. These findings suggest that the more
journalists recognize Al as beneficial in facilitating news production, the
more inclined they are to integrate it into their work practices. Beyond this
direct effect, perceived usefulness also shaped adoption indirectly by
enhancing perceived acceptance. In other words, journalists’ perceptions of
ATD’s utility not only encourage immediate use but also foster broader
acceptance of the technology, which in turn strengthens their willingness to
adopt it. This mediation effect underscores the importance of both cognitive
evaluations and social acceptance processes in amplifying the influence of
perceived usefulness on Al adoption in journalism.

The importance of perceived acceptance can be understood through
both cultural and organizational lenses. Taiwan’s cultural context is strongly
influenced by Chinese collectivist traditions, where the attitudes and
behaviors of significant others serve as key reference points for individual
decision making. For journalists, supervisors, colleagues, and industry peers
represent these important others in their professional environment. Although
journalism values professional autonomy, interactions with supervisors and
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colleagues are frequent in media organizations. Supervisors’ attitudes and
actions often signal implicit organizational policy directions, and when
acceptance among colleagues becomes widespread, it can further reinforce
the organizational culture. Consequently, when journalists perceive that
their supervisors and peers hold positive attitudes toward Al, they are more
likely to be influenced in their own adoption behavior.

By extending established theoretical frameworks to the journalistic
context, this study helps fill a gap in empirical research on Al adoption in
newsrooms. The proposed journalistic Al acceptance and adoption model
provides both theoretical and practical insights: ensuring that Al tools are
user-friendly and demonstrably beneficial can facilitate their wider and
more effective integration into journalistic workflows. For media
organizations and technology developers, these findings suggest that
improving usability and ensuring that tools meet journalists’ needs are
essential for fostering responsible adoption.

In practical terms, media managers should establish clear guidelines
for the use of Al to ensure that journalists understand the ethical boundaries
that must not be crossed. As Al tools continue to evolve and reporting
practices become increasingly diverse, regular training programs and
workshops can create shared spaces for reflection and dialogue on
appropriate use in dynamic news environments, while reinforcing
professional norms.

Moreover, technology developers should work closely with media
organizations to co-develop and optimize Al integration based on
newsroom-specific needs and workflows. This collaborative approach
reflects strategies already adopted by several leading media brands and can
help minimize potential risks while maximizing the benefits of new
technologies in journalistic practice.

Like all research, this study has certain limitations. Because a
complete list of journalists was unavailable, a combination of quota-like
and self-selection sampling was used, which limits the representativeness of
the sample. Future research could adopt stratified sampling by media type
and collaborate with news organizations to obtain journalist rosters for a
more proportional selection. Another limitation is that while the study
argues that perceived usefulness influences perceived acceptance of Al
technology, it is also plausible that journalists’ perception of peers’
acceptance could shape their perceived usefulness. However, the cross-
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sectional design limits our ability to test this possible reverse causality.
Future research should examine the causal direction between these two
constructs.

Moreover, past research suggests that affordance can influence
technology adoption by shaping perceptions of usefulness, ease of use, and
relevance. In the newsroom context, journalists are more likely to adopt Al
when they perceive it as affording functions that enhance news production,
reduce costs, and foster journalistic innovation. Future research should
further examine the relationships among perceived ease of use, perceived
usefulness, perceived acceptance, perceived affordance, and Al adoption
behavior. Finally, as this study was conducted in the specific cultural and
media context of Taiwan, its findings may not be readily generalizable to
other regions. Cross-national comparisons are needed to examine how
differing media systems and newsroom cultures shape Al adoption.
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