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Introduction 
 

In the Asia-Pacific region, increasing competition in 
higher education has elevated the importance of 
institutional reputation. While many universities are 
investing in AI-related infrastructure and education, it 
remains unclear whether these efforts translate into 
improved university image or stakeholder perception.  

This study explores the role of AI literacy as a 
strategic factor in shaping university reputation, 
addressing a critical research gap in the intersection 
between digital capabilities and brand equity. 

Research Questions 
 

Main RQ: Does AI literacy influence students’ 
perception of university reputation? 

Hypotheses 
H1: Affective AI literacy positively impacts 

university reputation. 
H2: Behavioral AI literacy positively impacts 

university reputation. 
H3: Cognitive AI literacy positively impacts 

university reputation. 
H4: Ethical AI literacy positively impacts university 

reputation. 

Methodologies 
 

Sample 
480 valid responses from undergraduate and graduate students in Taiwan.  Data collected via online survey. 
Instruments 
AI Literacy: 4 dimensions based on Ng et al. (2024) – Affective, Behavioral, Cognitive, Ethical 
University Brand Equity: Based on Pinar et al. (2014) – Awareness, Reputation, Trust 

 
 

 
     

 
    

 
         

 
 

Figures 
 

 
 

Figure 1. Research hypothesis model based on AI literacy (ABCE) 
 

 
 

Figure 2. Structural equation modeling results 
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Implications and Future Work 
 

    Implications 
    Cognitive AI literacy significantly shapes students' 
perception of university reputation. Universities should 
emphasize conceptual AI education to enhance brand 
value and future readiness. 
    Future Work 
    Future studies may compare countries, academic 
disciplines, and institution types. Longitudinal and 
investment-based models are also recommended. 

 
 

               
                

Conclusion 
 

This study confirms that only cognitive AI literacy 
has a significant impact on university reputation, while 
affective, behavioral, and ethical dimensions do not. The 
findings highlight the need to differentiate AI literacy 
components in educational research. Due to the cross-
sectional design, causal inferences are limited, and 
further validation across diverse contexts is needed.  

This aligns with recent conceptualizations of AI 
literacy (Ng et al., 2024) and university brand equity 
theory (Pinar et al., 2014), supported by global skills 
frameworks (OECD, 2023). 
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Table 2. Descriptive  statistic 
 
 
 
 
 
 
 
 
 
 

Table 3. Discriminant validity 
 


