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Chapter 1: Introduction 

This chapter explains the primary objective of this study. A description of the 

theoretical framework is presented as the first step. Furthermore, the motivation 

of this study is shown in terms of redesigned strategies, marketing, and the impact 

of AI trend. Discussed why this topic has been selected for study and the 

relevance of this study’s conclusion. The study’s objectives and limitations are 

also outlined. 

 

1.1 Research Background 

Living in the year of 2025, we are many benefited from AI development. The AI 

trend booms in 2024 when the announcement of several AI channels, especially 

CHATGPT. It brought the world’s technology development history to a next level.  

 

This AI trend a^ects every industry in the world. A McKinsey global survey reports 

that 78% of organizations worldwide used AI in at least one business function in 

2024, a sharp rise from 55% the previous year, with generative AI adoption 

reaching 71% of organizations. AI is most prevalent in IT, marketing, sales, product 

development, and service operations, demonstrating broad cross-sector 

integration (McKinsey, 2025). 

 

In Terms of Hong Kong, AI adoption in Hong Kong has accelerated significantly 

across multiple sectors in 2024 and 2025. A study by the Hong Kong Institute for 

Monetary and Financial Research (HKIMR) found that in 2024, 75% of financial 

institutions in Hong Kong had implemented, piloted, or explored generative AI use 

cases, a significant rise from 38% in 2023. This adoption rate is expected to 

increase to 87% within three to five years (Fintech News, 2025). Furthermore, The 

Generative AI segment alone is expected to reach US$517.51 million in 2025, 

driven by demand for AI-powered virtual assistants, chatbots, and collaboration 



tools that cater to Hong Kong's fast-paced lifestyle and preference for 

personalized, e^icient services (Statista, 2025). 

 

1.2 Research Motivation 

People are well-benefited by the AI development. We have AI assistants such as 

APPLE SIRI and SAMSUNG BIXBY before the AI Boom, indeed it was limited in 

information searching, IOT switching, and functions used on the mobile device. 

However, we could use it in image processing, researching, programming, 

machine learning and more nowadays. Works which takes 12 hours in the past 

may only cost only 5 minutes nowadays.  

 

With the assistance of AI tools, we could do work with a faster speed, better 

e^iciency, more accurate and more comfortable. In terms of being a student, 

students in the past have to find references for their assignments from the internet 

search engines or even physical books in the library, which took from days to 

weeks. AI tools helps students proofread articles, researching and generate 

graphics just in minutes, which reduces their workload and time wasted. In terms 

of being a marketer in workplace, marketers may need to produce promotion 

materials such as social media post, leaflets, banners, advertising videos by 

design software or outsource service. These could either take quite lots of time or 

expense in marketing. However, we could create those marketing materials by AI 

which reduces and money. Other than that, AI could be used to assist daily 

administration work, such as writing emails, proposals, and reports in a short 

period of time.  

 

Showing the usefulness of AI tools, people started to use AI tools to support their 

daily work. A survey of 1,000 knowledge workers in Hong Kong found that 86% 

admit to bringing their own AI tools to work, indicating widespread personal 

familiarity with AI applications (China Daily HK, 2025). Despite high 

usage, according to personal knowledge that over 90% of the people didn’t make 



good use and full potential of the AI tools, their knowledge and usage of the AI 

tools remain in basic workload, majorly in copywriting. Also, 40% of enterprises 

believe their employees are not proficient in using AI tools, highlighting a 

significant skills gap and the need for more training (HKPC Digital Transformation, 

2024). 

 

Also, companies started to adopt AI tools in their operation and recruitment 

consideration. A McKinsey global survey reports that 78% of organizations 

worldwide used AI in at least one business function in 2024. AI is most prevalent 

in IT, marketing, sales, product development, and service operations, 

demonstrating broad cross-sector integration (McKinsey, 2025). A survey of 1,000 

knowledge workers in Hong Kong found that 77% of business leaders prefer hiring 

less experienced candidates with AI skills over more experienced ones without 

them, highlighting the growing premium on AI competencies (China Daily HK, 

2025).  

 

Therefore, this study would be showing the usefulness of AI tools, how people 

could benefit from the AI tools.  

 

  



1.3 Research Problems 

It is important to identify the research problems, which leads to the expansion of 

the study. This serves as the main guiding principle throughout the whole research 

process. A topic of study is discussed as a hypothesis in sociology. Therefore, the 

question is relevant as a study topic (Pardede, 2018).  

 

This research examines the following research problems: 

l Should AI tools be used in workplace? Does it create any problems for either 

the employee or the company? 

l Does people agree AI tools is useful? How does AI tools help people in 

workplace? 

l How does AI a^ect people in workplace? Would their working position be 

replaced by AI?  

l Does AI a MUST-ability in workplace? Is it important for employees to learn to 

use AI tools in workplace? 

 

1.4 Research Aim 

Mentioned with the AI Boom in 2024, AI become a significant and important tool 

for employees and companies. AI tools are applied to di^erent industry to 

achieve automation and unmanned operation. Also, people use AI tools in 

workplace. Indeed, most of the people uses AI tools only for copywriting work. 

Many people doesn’t know how to make good use and full potential of the AI 

tools.  

 

This study could provide insight for companies and employees the importance 

and advantages of using AI in the workplace. They would understand applying AI 

in their workplace could help them save time, workload, manpower and money. 

Additionally, this study could provide insight for employees to realize the threat 

that AI may possibly replace their working position. Also, this may encourage 

employees to learn using AI tools to equipped themselves in workplace. 



1.5 Research Objectives 

This study identifies problems, finds information and evaluates alternatives. It 

helps to examine people’s usage of AI tools, determine the possible usefulness 

of AI and also the possible treat of AI in workplace.  

 

The study would show step by step about this followed by questionnaire and 

research, asking employees how often and the usage of AI tools in workplace. 

Firstly, the study would be defining the meaning, background, measurement and 

association of the main components. It paths how the questionnaire could get 

accurate data from recipients. The questionnaire would reflect the importance of 

AI in their workplace and also their consideration of AI’s threats. Also, references 

would be used to support the statements. 

 

1.6 Research Direction (TBC) 

1.7 Research Limitations (TBC) 

1.8 Summary (TBC) 

 

  



Chapter 2: Literature Review 

The literature review shows if the questionnaires, research and information 

aways from the path of the research. It guides study design and research 

methods development. This chapter presents the definition of the factors, 

including Perceived Ease of Use, Perceived Usefulness, and Threat in 

Employment. 

 

2.1 Perceived Ease of Use 

2.1.1 Definition of Perceived Ease of Use 

Perceived ease of use (PEOU) is defined as the degree to which an individual 

believes that using a particular technology would be free from e^ort (Davis, 

1989). In other words, it reflects how easy and e^ortless users expect the system 

to be when interacting with it. This concept is a core component of the 

Technology Acceptance Model (TAM) and plays a crucial role in shaping users’ 

attitudes toward technology and their intention to use it. When users perceive a 

system as easy to use, they are more likely to adopt it, as ease of use often 

enhances perceived usefulness and reduces resistance (Davis, 1989; Venkatesh 

and Davis, 2000). 

 

2.1.2 Measurement of Perceived Ease of Use 

Perceived Ease of Use is typically measured via questionnaires based on the 

Technology Acceptance Model (TAM). Common items assess how e^ortless 

users perceive the technology to be. Responses are usually collected on Likert 

scales (e.g., 1–5 or 1–7). 

 

2.2 Perceived Usefulness 

2.2.1 Definition of Perceived Usefulness 

Perceived Usefulness is defined as the degree to which a person believes that 



using a particular technology would enhance their job performance (Davis, 

1986). In other words, it reflects how much a user expects that the technology 

will help them perform their tasks better or more e^iciently. This concept is also 

linked to the Technology Acceptance Model (TAM), which posits that higher 

perceived usefulness leads to a more positive attitude toward using the 

technology and a stronger intention to adopt it.  

 

2.2.2 Measurement of Perceived Usefulness 

Perceived usefulness is often measured through questionnaires assessing user’s 

beliefs about the benefits and e^ectiveness of technology in improving their 

work outcomes.  

 

2.3 Threat in Employment 

2.3.1 Definition of Threat 

Threat refers to an individual’s perception that using a technology may expose 

them to potential harm, risk, or negative consequences. In technology 

acceptance research, it often involves the belief that a new technology could 

harm one’s job security, require di^icult skill acquisition, or lead to adverse 

outcomes, thus creating anxiety or resistance toward adoption (Pavlou, 2003; 

Schnall et al., 2015). Specifically, threat perception includes both susceptibility 

(the belief that one is vulnerable to the negative impact) and severity (the belief 

about how serious the consequences would be) (Liang & Xue, 2010). 

 

In the Technology Threat Avoidance Theory (TTAT), threat appraisal is the 

cognitive process where users evaluate these factors to decide whether to avoid 

or adopt the technology (Liang & Xue, 2010). Higher perceived threat tends to 

reduce behavioral intention to use the technology unless mitigated by coping 

mechanisms or organizational support. 

 



2.3.3 Measurement of Threat in Employment 

Questionnaires are used to measure by assessing employees’ perceived risk, 

anxiety, or fear regarding AI’s impact on their job security and required skills. 

These often derive from cognitive appraisal theory, measuring threat appraisal 

(perceived severity and susceptibility to harm). 

 

2.4 Trust 

2.4.1 Definition of trust 

Trust is needed before people to use AI tools. Trust is a combination of 

behaviour, perspective, personality and connection with others. It is also defined 

as conceptual, empathetic or consequential (Alpern, 1997). It is curial and 

important in relations and teamwork. It is built over time, but also could be 

damaged easily.  

 

According to Jacovi, Marasović, Miller & Goldberg (2021) , Trust is a central 

component of the interaction between people and AI. People have di^erent 

considerations on using AI tools, such as information privacy and data accuracy. 

 

2.4.2 Measurement of trust (TBC) 

2.5 Factors associated with Demographics and the Hypotheses (TBC) 

2.6 Summary (TBC) 

 

  



Chapter 3: Research Methodology 

Chapter 3 conducted a qualitative analysis regarding the processes and 

methodologies employed to identify, compile and evaluate information to 

establish its reliability and consistency.  

Focus Group is organized to show respondents’ direct feedback and opinions on 

this study. A Google form is also conducted to get a overview of the situation for 

this study. 

 

3.1 Research Model and Hypotheses 

 

 

3.2 Triangulation 

Triangulation combines at least two or more research approaches, analytical 

approaches, source of information, researchers, or analytical methods. Using 

triangulation could improve the capability to evaluate research outcomes 

(Thurmond, 2011) 

3.3 Qualitative and Quantitative Research 

3.3.1 Qualitative Research 

Qualitative research is a methodological approach that seeks to understand 

human experiences, behaviors, and social phenomena through rich, detailed, 

and contextualized data rather than numerical measurement. It is particularly 

useful for exploring complex questions about "how" and "why" people behave or 

think in certain ways, providing depth and nuance that quantitative methods may 

overlook (Malterud, 2001). The core of qualitative research lies in collecting non-

numerical data such as interviews, observations, documents, and media, which 



are then analyzed through coding, thematic analysis, or narrative techniques to 

identify patterns and meanings (Creswell, 2013). 

3.3.2 Quantitative Research 

Quantitative research is a systematic approach that focuses on collecting and 

analyzing numerical data to describe, explain, predict, or control phenomena. It 

emphasizes measuring variables using structured methods such as surveys, 

experiments, and observations, and applies statistical or mathematical 

techniques to test hypotheses and draw generalizable conclusions about a 

population (Scribbr, 2023; Researcher.life, 2025). Unlike qualitative research, 

which explores meanings and experiences, quantitative research seeks to 

quantify relationships between variables and often involves larger sample sizes 

to ensure statistical validity and representativeness (UTA Libraries, 2018). 

3.4 Focus Group 

A focus group is a qualitative research method that gathers a small, diverse 

group of people to discuss a specific topic under the guidance of a trained 

moderator. Typically, the group consists of 6 to 10 participants selected based on 

predefined demographic or psychographic traits relevant to the research 

objective. The moderator facilitates open-ended discussions, encouraging 

participants to share their opinions, experiences, and attitudes, which helps 

uncover deeper insights and social dynamics that might not emerge in individual 

interviews or surveys (Scribbr, 2023; B2B International, 2022; Trymata, 2023). 

3.5 Questionnaire Survey Method 

A questionnaire is a research instrument consisting of a set of questions or items 

designed to collect data from respondents about their attitudes, experiences, or 

opinions. It serves as a tool within the broader survey research method, which 

involves collecting and analyzing data from a group of people. Questionnaires 

can gather both quantitative (numerical) and qualitative (textual) information, 

often using a combination of closed-ended and open-ended questions to 

capture measurable data and richer, descriptive responses (Scribbr, 2023; 

Simply Psychology, 2023). 



3.6 Pilot test  

A pilot test, also known as a pilot study or feasibility study, is a small-scale 

preliminary investigation conducted before the main research or project to 

evaluate the feasibility, design, and procedures of the larger study. It serves as a 

trial run to identify potential problems, refine methods, and ensure that the full-

scale research can be conducted e^ectively and e^iciently (Dovetail, 2023; 

Simply Psychology, 2023; CASP UK, 2024). 

3.7 Final Survey (TBC) 

3.8 Data Analysis Technique (TBC) 

3.9 Research Method Limitations (TBC) 

3.10  Research Ethics (TBC) 
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