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Abstract: Under the impact of digitization, many schools in Taiwan have started to actively operate
social media. Using social media to release important school information can reduce the educational
information asymmetry between schools and students. Educational information asymmetry may
cause problems of adverse selection and moral hazard, and damage the rights and interests of
students. The main purpose of this study is to explore the intentions of high school students to use
school social media as a channel to obtain important information about their schools. A questionnaire
survey was administered to the students of a high school in Taoyuan City, Taiwan, and the collected
data were statistically analyzed. The research results of this study show that perceived usefulness,
subjective norm, and trust had positively significant effects on the intention to use school social
media; however, perceived ease-of-use, and perceived behavioral control did not have significant
effects on the intention to use school social media. Through the operation of social media, schools can
not only eliminate the adverse selection and moral hazard caused by information asymmetry but
also improve their brand images and reduce their marketing costs.

Keywords: social media; information asymmetry; brand image; usage intention

1. Introduction

In recent years, the issue of digital transformation has continued to receive attention
in various fields due to the impacts of globalization and digitalization [1,2]. In addition,
the COVID-19 pandemic has not only accelerated the pace of digital transformation in
organizations but also tested how organizations can respond to various unexpected crises
during the rapid digital transformation process. In this wave of digital transformation,
various companies, including educational institutions, have begun investing in digital trans-
formation hardware and software to actively strengthen their management and services to
students and their parents [3–5].

Most countries around the world agree that a high quality of citizens is a key factor
in the success of a country and that a high quality of citizens comes from a high quality
of education. Therefore, countries around the world are investing resources in education
and innovating teaching methods in order to cultivate high-quality citizens. To this end,
many educational institutions have started to collect and analyze various educational data
and use the results of the analysis to improve and innovate teaching models. They also
provide the results to parents and students so they can understand the effectiveness of
the students’ learning in school and the performance of the schools. This educational
performance orientation has facilitated the extensive use of data analytics and information
platforms in education [6,7].

In Taiwan, when students apply for their high schools, they usually apply to public
high schools first, and then to private high schools. However, due to the low birth rate,
enrollment quotas are much higher than the number of students applying, so the compe-
tition among schools is very fierce. Schools that fail to deliver superior student learning
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outcomes and school performance, and those that do not actively reinforce and market
their brand image, may have the problem of no students applying. In today’s society, brand
image has become an important basis for consumers in making purchasing decisions [8,9].
A good brand image is not only an important strategy for the survival of enterprises but
also an important weapon for schools to face the competition of other schools in the era of
low birth rates.

The rapid development of mobile communication technologies has led to the emer-
gence of new media, such as social media (Facebook, LINE, Instagram, and YouTube),
which allows users to access and exchange important information through the Internet and
information technology, so schools may consider using these new media to release news,
and communicate with parents and students. Especially during the COVID-19 pandemic,
when students were unable to come to school, all teaching activities, announcements, and
the latest measures were released online. Students and parents must obtain the information
released by the school in a timely manner. Real-time communication can avoid educational
information asymmetry between schools and students.

Information asymmetry occurs when the parties involved in a transaction do not have
the same information related to the transaction. Since the information possessed by the
different parties is not equal, the party with the information advantage can use improper
means to gain more benefits, causing the party with the information disadvantage to lose
benefits. Even if the party with the information advantage does not deliberately withhold
important transaction information, the party with the information disadvantage may make
a wrong decision due to having insufficient information, resulting in the loss of benefits [10].

The main problems caused by information asymmetry are adverse selection and moral
hazard [11]. Adverse selection occurs mainly before a transaction contract is signed, when
the party with the information disadvantage is unable to choose the most advantageous
transaction for itself due to insufficient information. In other words, adverse selection
occurs when the party with the information advantage intentionally or unintentionally
hides important information about the transaction, causing the party with the information
disadvantage to make the wrong choice. For example, some schools do not reveal important
information about how many learning resources the schools have before students apply,
causing students to apply to schools that are not suitable for them, such as a school with a
good ranking but fewer learning resources [12].

Moral hazards can arise after a transaction occurs between two parties if the person
with the information advantage tries to harm the other party in order to gain more benefits,
and causes the party with the information disadvantage to lose benefits because it does
not have real-time access to important information. For example, the government provides
funds to require schools to provide remedial programs for students who are not performing
well, but schools may use some of these funds to provide advanced programs for their best
students so they can perform better in the entrance exams for higher education, causing
the rights and interests of underperforming students to be compromised [13–15].

The difference between adverse selection and moral hazard is that adverse selec-
tion arises because people with weak information cannot observe the characteristics of
people with an information advantage, while moral hazard is because people with weak
information cannot observe the behavior of people with an information advantage [16].

As mentioned above, adverse selection and moral hazards arising from information
asymmetry can affect a student’s choice of schools. In order to avoid adverse selection, the
party with the information advantage should provide complete information as much as
possible. For example, schools should disclose data on teacher satisfaction and student
learning outcomes as a guarantee of teaching quality in order to gain parental and student
approval and attract students to apply to the school. To avoid moral hazard, schools should
disclose information about the curriculum and funding sources for the stakeholders’ review
and monitoring to reduce the information gap between schools and students, parents,
and governments.
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With the popularity of mobile networks and handheld devices, people are becoming
increasingly dependent on social media in their lives. Online marketing is constantly
innovating through social media, moving from one-way transmission in the past to two-
way transmission, and from the previous group transmission to individual transmissions.
In this trend, if a company wants to actively manage its brand, it should establish a
communication platform with its stakeholders to transmit its brand image and information
about its products and services. In recent years, many schools in Taiwan have started to
actively operate social media to reveal important information about the school, hoping to
reduce the problem of information asymmetry between the school and the students, as well
as strengthen the school’s brand marketing and enhance the school’s brand image.

Research on social media in education has focused on its application in learning [17–19].
In a study conducted by Liu (2010) [20] at the University of Houston’s Central Campus in
the fall of 2009, students’ uses, perceptions, and attitudes toward different social media
tools, and their preferences for communities were investigated. The results reveal that
the three most popular social media tools used by students are Facebook, Wikipedia,
and YouTube. Furthermore, the study found that students use social media tools for
community involvement, directional communication, speed of feedback, and relationship
building. Evans (2014) [21] conducted a study using Twitter to teach a 12-week course
in which undergraduates majoring in business and management were encouraged to
use Twitter to communicate with the instructor and each other. The results reveal a
positive correlation between Twitter usage and student participation in college-related
activities (including organizing their social lives and sharing information). Kolhar, Kazi, and
Alameen (2021) [22] conducted a questionnaire survey on 300 female university students
in Saudi Arabia on the purpose of using social network websites and their impacts on
their studies. The results show that 97% of the students used social media, but only 1%
used social media for academic purposes. According to a study by Rajeh et al. (2021) [23],
the main advantages of using social media in learning are that it helps to obtain more
information about different subjects, makes education more attractive, provides better
access to new resources, increases creativity and innovation, and improves research skills.
In contrast, the main disadvantages are distractions from learning, increased likelihood
of addiction, increased time spent on using social media, and fears of not having direct
contact with teachers.

There have been many studies on the application of social media in teaching, but there
are few studies on the application of social media in eliminating information asymmetry in
schools, and whether students are willing to use school social media as a channel to obtain
school information. This is the main purpose of this study.

2. Literature Review and Research Model
2.1. Educational Information

With the popularity and rapid development of information technologies, most schools
are continuing to increase the construction of hardware and software information equip-
ment and invest in the construction of digital service platforms to collect, store, and apply
a large amount of data related to the overall educational process [24]. In general, the
data collected, stored, and used in the educational process can be divided into four main
categories [25,26]:

Individual student data: the students’ basic information, learning records, and activity
records, e.g., attendance records, academic performance, student leadership experiences,
activity participation, and library records [27,28].

Course information data: course and assessment-related data, e.g., course names,
syllabuses, assignment topics, and exam topics.

School performance data: data on school management, such as school profiles, number
of teachers, number of students, and competitive programs [29].
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School resource data: data on the resources required to ensure the operation of the
school, such as school fund investments, grant information, and environmental equipment
and maintenance.

Due to the rapid advancement in technology, the cost of collecting, storing, and
applying relevant educational data has been greatly reduced. The data in videos, text,
audio, and maps can all be disclosed to stakeholders, in compliance with government
regulations, to build the school’s brand image and market the school. This allows students,
parents, and the public to clearly understand the school’s performance and increase the
recognition of the school’s brand [30].

2.2. Social Media

A community is a group of people who share a common interest in a subject or hobby
and thus develop interpersonal relationships. Media refers to the materials and tools that
carry, transmit or control messages. Broadly speaking, media includes online videos, online
news, smartphones, and communication software. Social media is an online platform where
users can share ideas, exchange opinions, or engage in various forms of social interaction
that include text, images, audio, and video. On such platforms, users can gather into
communities according to their preferences. Generally, these platforms do not provide any
content; the content is created by users and shared on the platforms [31]. Currently, the
mainstream social media platforms include Facebook, Twitter, Instagram, LINE, WhatsApp,
and YouTube, all of which emphasize different functions and features [32].

According to the Taiwan Internet Report of the Taiwan Network Information Cen-
ter [33], the most common Internet services used by individuals aged 12 to 24 years old in
Taiwan are community forums, real-time communications, and audio/video/live stream-
ing, as shown in Table 1.

Table 1. Web services frequently used by users aged 12–24 in Taiwan.

Ranking Web Service Usage Rate

1 Community forum 95.6%

2 Real-time communication 90.2%

3 Audio/video/live streaming 87.4%

4 Internet news 79.0%

5 Email/search 76.6%

Of all social media, Facebook is social media with users of a wide age range. Facebook’s
popularity was initially because it was used by young people, but gradually more and
more middle-aged people use it. There is a huge amount of news and content on Facebook,
regardless of the accuracy of the information, which is very convenient for people who
need to follow the news every day. While young people are spending less time on it, many
of them still use Facebook to read the news or receive messages [34,35].

Instagram is a very popular platform for the younger generation, and almost every
person of the younger generation has their own Instagram account. In other words, the
time spent on Facebook is slowly decreasing, but it is actually being transferred to the
Instagram platform. Young people today mainly create their own style through Instagram,
share their lives, and let more people know about and see them [36,37].

Twitter is also a platform primarily used by young people. Unlike Instagram, which is
mainly based on pictures, Twitter is a platform based on text. Much of the content is not
about sharing knowledge, but simply expressing emotions. Therefore, many politicians and
entertainers like to use the platform to express their opinions. Compared with Instagram,
which is mainly used for personal image management, Twitter can better express the real
personality of users [38].
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LINE is a popular instant messaging and social media application that was first
developed and released in Japan in 2011. LINE users can send text messages, make voice
and video calls, and share images and other media with their friends and family. LINE has
a feature that allows users to follow and interact with each other, similar to social media
platforms like Facebook and Twitter [39,40]. LINE also includes a variety of features such
as a Timeline, where users can post updates and share photos and videos, and a Sticker
Shop, where users can purchase and download additional emoticons and stickers.

According to the above analysis, it is obvious that the main function of Facebook is
to provide information and news, the main function of Instagram is to manage personal
image, Twitter is mainly used to express self-opinion and emotion, and LINE is mainly
used for instant messaging.

Based on the functions and characteristics of Facebook, many schools use it as a
channel to disseminate important information to parents and students, allowing them to
understand the latest policies, activities, and school-related educational data. If parents
and students can obtain important information about the school in real-time on Facebook,
it will reduce the information asymmetry between the school and the parents and students.

2.3. Social Media Usage Intention
2.3.1. Perceived Usefulness, Perceived Ease-of-Use, and Usage Intention

The technology acceptance model (TAM) is a behavioral intention model developed
by Davis et al. in 1989 [41] based on the theory of reasoned action (TRA). It aims to
explain users’ intention to use new information technologies and to analyze the factors that
influence usage intentions. This model also provides a theoretical basis for understanding
the influence of external factors on users’ attitudes and usage intentions, which in turn
affects the usage behaviors towards new information technologies [42–44].

TAM uses perceived usefulness (PU) and perceived ease-of-use (PEOU) as indepen-
dent variables, with attitudes, usage intentions, and use behaviors as dependent variables.
TAM asserts that perceived usefulness and perceived ease-of-use affect users’ attitudes
toward new information technology, which in turn affects usage intentions. It also asserts
that users’ usage behaviors toward new information technology are influenced by usage
intentions. This model mainly uses perceived usefulness and perceived ease-of-use to
explain and infer users’ attitudes and usage intentions, while perceived usefulness and
perceived ease-of-use are influenced by external variables.

Salloum et al. (2021) [45] explored students’ acceptance of social media applications in
learning and the factors that influence such acceptance. They distributed a questionnaire to
369 students studying at a university and statistically analyzed the results of the survey.
Their findings confirmed that perceived usefulness and perceived ease of use have a
positively significant effect on the intention to use social media. Akar and Mardikyan
(2014) [46] explored the factors influencing users’ behavioral intentions toward the use of
Twitter. They used an online survey service to collect data from Twitter users, collected the
valid data of 462 users, and analyzed the collected data using structural equation modeling.
Their research results confirmed that perceived usefulness and perceived ease-of-use have
a positively significant effect on the intention to use social media. Therefore, the following
hypotheses were proposed:

H1: Perceived usefulness has a positively significant effect on students’ intention to use school social
media as a channel for information acquisition.

H2: Perceived ease-of-use has a positively significant effect on students’ intention to use school
social media as a channel for information acquisition.

2.3.2. Subjective Norm and Perceived Behavioral Control

The theory of reasoned action (TRA) [47] asserts that individuals tend to choose among
many behavioral options to engage in the behavior with the highest desired outcome in
order to achieve the desired goal based on their values, and that individuals’ behaviors
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are determined by their behavioral intentions and influenced by their attitudes and the
subjective norm (SN) towards the behavior. Subjective norm refers to the social pressure
that an individual perceives when performing a particular behavior, i.e., the pressure
that individuals perceive from significant others or groups (e.g., parents, spouses, friends,
and colleagues) as to whether they should perform a particular behavior. The stronger
the positive subjective norm, the more likely it is to motivate the individual’s behavioral
intentions to perform the behavior.

However, predicting the occurrence of a behavior solely from an individual’s intention
may overlook other important influence factors, so TRA may not be able to account for situ-
ations in which individuals are unable to autonomously decide their behavioral intentions
or perform specific behaviors based on their intentions [48,49]. Thus, by adding perceived
behavioral control (PBC) to TRA, Ajzen (1989) [50] proposed the theory of planned behavior
(TPB). Perceived behavioral control refers to the belief that individuals can self-control the
outcome of their behaviors and reflects their experience of engaging in similar behaviors.
For example, the more resources or opportunities individuals believe they have for per-
forming a behavior, the stronger their perception of control over the performance of that
behavior will be. When individuals perceive a lack of resources or opportunities to perform
a behavior, they will be less likely to have a strong intention to perform it.

In their study, Tantiponganant and Laksitamas (2014) [51] explored the factors influenc-
ing users’ selection of universities based on social media. They conducted a questionnaire
survey on 350 freshmen in a university and analyzed the collected data using structural
equation modeling. The results of their study confirmed that self-efficacy and subjective
norms have a positively significant impact on the intention to use social media. Werling
and Barkela (2021) [52] explored the key factors influencing employees’ use of social media
within organizations during the COVID-19 pandemic. They collected data from employees
of four organizations in Germany. These organizations ranged in size from 300 to over
21,000 employees and came from a variety of industries. The employees who were eligible
to participate in Werling and Barkela’s study were those who had access to the internal
social media of these organizations. The valid data from a total of 140 employees were
collected for analysis. Their findings confirmed that perceived behavioral control and sub-
jective norm among colleagues have a positively significant effect on employees’ intention
to use corporate internal social media. Therefore, the following hypotheses were proposed:

H3: Subjective norm has a positively significant effect on students’ intention to use school social
media as a channel for information acquisition.

H4: Perceived behavioral control has a positively significant effect on students’ intention to use
school social media as a channel for information acquisition.

2.3.3. Trust

Trust (TRU) is one of the most important factors influencing users’ use of any infor-
mation technology, especially the use of social media platforms. However, social media
platforms continuously collect information about users. Therefore, it is important for plat-
forms to protect their users’ information and not misuse it. Rauniar et al. (2013) [53] argued
that users post, reply to messages, and interact with other users on social media, and that
social media should not make users worry about privacy and security when performing
these actions. They believed that users’ intentions to use social media are influenced by
their trust in the social media platform. Therefore, the following hypothesis was proposed:

H5: Trust has a positively significant effect on students’ intention to use school social media as a
channel for information acquisition.

2.4. Research Model

Based on the above literature review, it could be concluded that five factors, including
perceived usefulness, perceived ease-of-use, subjective norm, perceived behavioral control,
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and trust had positively significant effects on students’ intention to use school social media
as a channel for information acquisition (Figure 1).
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The variables used in the research model and the definitions of each variable are
shown below:

Perceived usefulness (PU): Students perceive that using school social media as a
channel for information acquisition is useful for learning about the school.

Perceived ease-of-use (PEOU): Students perceive that using school social media as a
channel for information acquisition is easy for learning about the school.

Subjective norm (SN): Students perceive that their friends and family believe that they
should use school social media as a channel to get information about the school.

Perceived behavioral control (PBC): Students believe that they can use school social
media as a channel to get information about the school.

Trust (TRU): Students believe that they can trust using the school’s social media as a
channel to get information about the school.

Usage intention (UI): Students are willing to use school social media as a channel to
get information about the school.

3. Research Method
3.1. Study Context and Participants

To test the research model, we conducted a questionnaire survey of students at a high
school in Taoyuan City, Taiwan. Before the questionnaire survey was conducted, each
participant was asked to browse the school’s official Facebook fan page for one minute
on their cell phone and name the most impressive posting. Each participant was then
asked a question about the content of the fan page and was required to go through the
fan page again to find answers. After this guided process was completed, each participant
was asked to fill out an online questionnaire. The survey was conducted from 1 to 30 June
2022, and the completed questionnaires from a total of 176 respondents were collected. The
demographic information of the respondents is shown in Table 2.
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Table 2. Demographic information (n = 176).

Item Option Frequency

Gender
Male 91

Female 85

Grade

Grade 10 101

Grade 11 70

Grade 12 5

Do you regularly visit the
Facebook community?

Strongly disagree 8

Disagree 16

Neutral 83

Agree 36

Strongly agree 33

Do you know that your school has an official
Facebook fan page?

Yes 153

No 23

Have you visited the school’s official
Facebook fan page?

Yes 130

No 46

3.2. Instrument Development

The questionnaire used in this study was divided into six main parts, representing the
six research variables of this study (PU, PEOU, SN, PBC, TRU, and UI). A five-point Likert
scale was used to measure the strength of each item of the questionnaire, with answers
ranging from 5 (strongly agree) to 1 (strongly disagree). The details of the items in the
questionnaire are shown in Table 3.

Table 3. Research variables and questionnaire items.

Variable Questionnaire Item

PU

PU1: I think I can know what the school is promoting through the school’s
official FB fan page.

PU2: I think I can know about the school’s activities through the school’s
official FB fan page.

PU3: I think I can learn about the school’s awards and honors through the
school’s official FB fan page.

PEOU

PEOU1: I think it is easy to view posts on the school’s official FB fan page.

PEOU2: I think it is easy to find posts on the school’s official FB fan page.

PEOU3: I think it is easy to share or reply to posts on the school’s official FB
fan page.

SN

SN1: I think some students will view posts on the school’s official FB fan page.

SN2: I think some of my classmates’ parents will view posts on the school’s
official FB fan page.

SN3: I think the director, team leader, and teachers would like me to view
posts on the school’s official FB fan page.

PBC

PBC1: I think I can use the Facebook app to view posts on the school’s official
FB fan page by myself.

PBC2: I think I can use the Facebook app to view posts on the school’s official
FB fan page even if no one tells me how to use it.

PBC3: I think I have the knowledge and ability to use the FB app on my own to
view posts on the school’s official FB fan page.
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Table 3. Cont.

Variable Questionnaire Item

TRU

TRU1: I think the information posted on the school’s official FB fan page
is correct.

TRU2: I think there are no fake messages on the school’s official FB fan page.

TRU3: I think it is safe to share the information posted on the school’s official
FB fan page.

UI

UI1: In the future, I will view posts on the school’s official FB fan page.

UI2: In the future, if I want to know about school announcements or events, I
will go to the school’s official FB fan page to view posts.

UI3: In the future, if someone wants to know about the school, I will tell them
they can visit the school’s official FB fan page to view posts.

3.3. Measures

This study calculated the Cronbach’s α value for each research variable to assess
the reliability of the questionnaire structure and ensure internal consistency among the
questionnaire items. The reliability values of various research variables and the overall
questionnaire are shown in Table 4. The Cronbach’s α value for the overall questionnaire
was 0.970 (over 0.8), and the Cronbach’s α value for each research variable was also higher
than 0.8, indicating high internal consistency and good reliability of the questionnaire [54].
The questionnaire items for each research variable were adapted from previous literature
and therefore had good expert validity. In order to evaluate the research model and test the
research hypotheses, Pearson correlation analysis and multiple regression analysis were
used for analysis. Pearson correlation analysis is mainly used to investigate the linear
correlation between two variables, while multiple regression analysis is used to investigate
the relationship between one dependent variable and multiple independent variables.

Table 4. Reliability analysis.

Variable Cronbach’s α

PU 0.932

PEOU 0.876

SN 0.893

PBC 0.921

TRU 0.866

UI 0.932

Overall 0.970

4. Research Results and Discussion
4.1. Descriptive Statistics

The means and standard deviations of the questionnaire items are shown in Table 5.
The mean of PBC was the highest among all the research variables, indicating the students
believed they had the ability to use school social media as a channel for information
acquisition to get important information about the school. The mean of UI was the lowest
among all the research variables, implying the participants were less likely to use school
social media as a channel for accessing important school information.
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Table 5. Descriptive statistics of the questionnaire items.

Variable Questionnaire Items Mean Standard Deviation

PU

PU1 3.84 0.901

PU2 3.89 0.878

PU3 3.99 0.891

PEOU

PEOU1 3.97 0.874

PEOU2 3.88 0.890

PEOU3 3.62 1.024

SN

SN1 3.84 0.912

SN2 3.76 0.980

SN3 3.86 0.934

PBC

PBC1 3.97 0.913

PBC2 3.91 0.919

PBC3 3.98 0.865

TRU

TRU1 3.90 0.869

TRU2 3.99 0.835

TRU3 3.78 0.956

UI

UI1 3.78 0.915

UI2 3.79 0.942

UI3 3.84 0.899

4.2. Empirical Analysis

Before performing multiple regression analysis, we analyzed the Pearson correlation
coefficients among the research variables to understand the linearity between each pair
of research variables, and determine the applicability of regression analysis. The Pearson
correlation coefficients among research variables are shown in Table 6.

Table 6. Pearson correlation coefficients.

PU PEOU SN PBC TRU UI

PU 1

PEOU 0.634 ** 1

SN 0.711 ** 0.747 ** 1

PBC 0.673 ** 0.801 ** 0.732 ** 1

TRU 0.637 ** 0.680 ** 0.705 ** 0.735 ** 1

UI 0.770 ** 0.691 ** 0.751 ** 0.700 ** 0.759 ** 1
Note: *** indicates p < 0.001, ** indicates p < 0.01, * indicates p < 0.05.

Next, multiple regression analysis was used to find the path coefficients of the research
model. The path coefficients were standardized regression coefficients and were used to
explain the direction of the relationships among research variables. The multiple regression
analysis results are shown in Table 7.
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Table 7. Multiple regression analysis results.

Path Standardized
Coefficient (β) t Value p Value Result

PU- > UI 0.368 6.180 0.000 *** Supported

PEOU- > UI 0.099 1.380 0.169 Not supported

SN- > UI 0.188 2.693 0.008 ** Supported

PBC- > UI −0.007 −0.093 0.926 Not supported

TRU- > UI 0.329 5.231 0.000 *** Supported
Note: *** indicates p < 0.001, ** indicates p < 0.01, * indicates p < 0.05.

The adjusted R-squared value was 0.725 and the F-value was 118.171. According to
the multiple regression analysis results, PU had a significant positive effect on UI (β = 0.368,
p = 0.000 < 0.001); SN had a significant positive effect on UI (β = 0.188, p = 0.008 < 0.01);
TRU also had a significant positive effect on UI (β = 0.329, p = 0.000 < 0.001). Therefore, H1,
H3, and H5 were supported.

However, the effect of PEOU on UI was not statistically significant (β = 0.099,
p = 0.169 > 0.05); the effect of PBC on UI was also not statistically significant (β = −0.007,
p = 0.926 > 0.05). Therefore, H2 and H4 were not supported.

4.3. Discussion

According to Table 5, the mean of PBC was the highest among all research variables,
which might be due to the fact that high school students nowadays are generally referred to
as Generation Z, or digital natives, and their information skills are stronger than previous
Generations X and Y. Therefore, most high school students believe that they can use any
information platform. However, among all research variables, the mean of UI was the
lowest. This might be because high school students in Taiwan receive great pressure to
go on to higher education and show high academic performance, and they spend more
than ten hours a day at school. During their time at school, they continuously receive
information from the school units, instructors, and teachers. Therefore, these students are
often reluctant to use their free time to learn related information about the school through
school social media.

In addition, according to the results of the empirical analysis (Table 7), PU, SN, and
TRU had a significant effect on students’ intention to use school social media as a channel
to obtain school information, while PEOU and PBC did not have a significant effect on
students’ intention to use school social media as a channel to obtain school information.
The high school students of Generation Z have been living in both the virtual and real
worlds since childhood. Therefore, they are greatly influenced by technology such as the
Internet, real-time communications, multimedia, smartphones, and tablet computers. As
a result, with their unique culture and abilities, the high school students of Generation
Z receive information in a completely different way from other generations in terms of
learning and life.

In terms of learning and life, unlike other generations who were more regular, high
school students of Generation Z pay more attention to success, and they do not restrict their
use of tools and methods as long as they can complete the specified task, so usefulness is
very important to them. In terms of organization, the high school students of Generation Z
prefer to work together in task and project groups or other random forms of collaboration,
which is different from other generations who tend to coordinate within departments or
units, so peer groups are very important to them. In terms of the communication format,
the high school students of Generation Z prefer to receive instant messages and respond
quickly to messages, unlike other generations who prefer to receive organized and complete
messages. Finally, in terms of information acquisition sources, high school students of
Generation Z rely more on information sourced from the Internet, compared to other
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generations who tend to consult their teachers or experts to obtain information. Therefore,
a fast and reliable information acquisition channel is also important to them.

According to the results of the study, Hypothesis 1 is supported, therefore, perceived
usefulness has a positively significant effect on students’ intention to use school social media
as a channel for information acquisition. Considering the characteristics of high school
students, this study found that they rely heavily on the Internet to get the information they
need. Even though the information they receive online is fragmented and unorganized,
they still prefer to search for the most up-to-date information through this method. The use
of school social media to disclose important information about the school is consistent with
the instant messaging and web-based nature of the information, and therefore meets the
students’ perception of the usefulness of this channel for information acquisition.

In addition, according to the results of the study, Hypothesis 3 is also supported,
therefore, the subjective norm has a positively significant effect on students’ intention to use
school social media as a channel for information acquisition. High school students prefer
to collaborate with each other in task or project groups, and their self-identity is deeply
influenced by the social relationships and values shaped by technological development.
Thus, if all members of a social relationship use social media platforms to share and transmit
information, it will certainly affect the intention of the high school students of Generation
Z to use this channel to obtain information.

Finally, according to the results of the study, Hypothesis 5 is supported, therefore,
trust has a positively significant effect on students’ intention to use school social media
as a channel for information acquisition. One of the most common concerns about social
media platforms is the problem of misleading and false information. Instead of consulting
teachers or experts to obtain information, the high school students of Generation Z prefer to
use online platforms to get real-time information. They also use online platforms to quickly
transmit and share information with different online communities. However, if it is later
found that the shared information is false, the credibility and personal image of the person
transmitting the information will be affected. Therefore, for the high school students of
Generation Z, their trust in the messages they receive through information channels will
affect their intention to use these channels.

Based on the above reasoning, this study made several recommendations for schools
wishing to actively manage their social media accounts to reduce the educational infor-
mation asymmetry between schools and students. Perceived usefulness has a positively
significant effect on students’ intention to use school social media as a channel for informa-
tion acquisition, so, before disclosing information, schools should confirm the correctness
of the information, and then avoid modifying or deleting the information after it is re-
leased. In addition, schools should make school social media platforms the priority for
information disclosure, rather than using social media to disclose information after it has
been announced on the school website, physical bulletin boards, or verbally by teachers;
otherwise, it will reduce students’ perceived usefulness for school social media and affect
students’ intention to use it. Due to subjective norms having a positively significant effect
on students’ intention to use school social media as a channel for information acquisition,
schools should include students as school social media editors to promote students’ in-
tention to use school social media platforms through the influence of peers or community
members. Due to trust having a positively significant effect on students’ intention to use
school social media as a channel for information acquisition, schools must protect students’
personal information and not allow social media to become a channel for the disclosure of
students’ personal information.

5. Conclusions

When adverse selection and moral hazards occur between schools and students due to
information asymmetry, students’ rights and interests will be damaged, and stakeholders’
perceptions and satisfaction with the schools may be affected. With the trend of digitization
and low birth rates, the use of social media to disclose important school information
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can not only reduce the information asymmetry between schools and students but also
strengthen brand management and enhance the brand image of the schools. This study
used a questionnaire and statistical analysis to investigate the factors influencing high
school students’ intention to use school social media as a channel to obtain information.
It was found that perceived usefulness, subjective norm, and trust were the key factors
influencing high school students of Generation Z to use school social media as information
acquisition channels. Based on these findings, this study proposed a set of school social
media management strategies to provide practical reference guidelines for schools wishing
to actively manage social media to build their brand images and use social media as a
channel to disclose important school information.

There are some limitations of this study. This study was conducted using high school
students in Taiwan as the research subjects, and the findings may not be fully applicable to
high school students in other countries or regions, and may not be applicable to college
students or elementary school students. In addition, the high school surveyed in this
study only uses the school’s official website and Facebook fan page as the platform for
publishing important information, thus, this study can only use Facebook fan pages as the
research target, and the findings might not be fully applicable to other social media such as
Instagram or Twitter.

For future research, we propose several directions for improvement. First, because
high school students will use many kinds of social media, each social medium has different
characteristics and functions, and high school students will also use different social me-
dia for different social activities, therefore, we think it is necessary to compare students’
intentions to use different school social media as channels for information acquisition. In
addition, we believe that high school students of the same age may have different habits
and experiences of using school social media. Therefore, if more background information
or social media habits of high school students can be obtained in the future, high school
students can be grouped first, and then future studies can analyze and compare different
student groups to find the key factors influencing the high school students’ intentions to
use various social media.
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