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The Impact of Intelligent Academic Content Supported by Artificial Intelligence on Building

Digital Trust and Academic Loyalty among International Students: A Comparative Study of the
Malaysian Experience
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Abstract:
Between 2015 and 2025, higher education has experienced rapid digital transformation
driven by artificial intelligence, reshaping the relationship between universities and
international students. This study examines the impact of intelligent academic content
supported by Al on digital trust and academic loyalty, using the Malaysian experience
as a comparative model. The research relies on secondary data from UNESCO, OECD,
QS, and HolonIQ reports for the period 2015-2025. Results show that the quality and
credibility of intelligent academic content significantly enhance digital trust, which
serves as a key mediator in developing academic loyalty. The study recommends
integrating Al-based strategies into academic content design to ensure deeper and more
sustainable engagement with international students.
Keywords: Intelligent academic content, digital trust, academic loyalty, artificial
intelligence, Malaysian higher education..
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Deloitte(2018) 44 56 59 54 2018

OECD(2020) 50 62 67 61 2020

Q5(2023) 58 68 74 69 2023

ICEF(2025) 61 72 79 73 2025
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Deloitte Global Education Survey (2018); OECD Education Digital Confidence Report (2020); QS
Intelligence Unit (2023); ICEF Digital Trust Barometer.(2025)
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{Faadel

Joal sl i) jind 5 (5 sinall 253 (end ga in ) Ui sy Sl BN 3k (o jela (el
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OECD Education Digital Engagement Report (2024); QS Global Student Survey (2024); Statista
Digital Marketing Insights.(2025)
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QS Intelligence Unit (2024); OECD Education Digital Report (2024); ICEF Monitor (2025);
ALESCO Regional Education Report (2024); UNESCO Global Higher Education Outlook.(2025)
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