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Abstract 
The demand for cybersecurity solutions had been rising world-wide under the COVID-19 

pandemic. The market size growth 7.6% in 2020 and would reach USD 366 billion in 2021. 

Although the world-wide SMEs market had an increasing demand for end-point security 

solutions, for example anti-virus and email protection, Hong Kong SMEs market seem 

didn’t share the same trend. The cybersecurity readiness of Hong Kong SMEs had 

decrease 2.4 points in 2020. This study aim to explore factors that affect the purchase 

intention of Hong Kong SMEs toward cybersecurity product and service in order to help 

local service and product providers forming a better marketing plan to develop Hong Kong 

market.  

This dissertation had included first-hand and second-hand researches. Three factors, 

perceived value, perceived risk and word-of-mouth had been identified would affect 

purchase intention of SMEs. Following up, there was a survey conducted which targeted 

the managements of SMEs in Hong Kong. In the process of developing the survey, focus 

group discussion and pilot test had been performed which helped the full scale survey 

conducted successfully. The survey collected responses from 126 managements from 

Hong Kong SMEs and the data had been fully analysis using SPSS with different statistical 

tools. The positive liner relationship between all three factors and purchase intention had 

been confirmed during the correlation analysis. In regression test, there were regression 

relationship found between perceived emotional value and perceived conditional value.  

The recommendations to local cybersecurity product and service providers were to use 

more visualise materials in the sales process and to do more case study sharing on 

pervious attack in Hong Kong. For further study, the suggestion would be explore 

purchase intention by industry as this area of study was also important for local service 

and product providers to formulate marketing plans for SMEs market in Hong Kong.  

Keywords: Cybersecurity, Purchase intention, Perceived value, Perceived risk, WoM 
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1. Introduction 

This introduction explained fundamental information and background of the topic. Within 

the first part of the introduction session, an industry overview of cybersecurity had been 

covered. Also current market size, market players and elaboration of a few cybersecurity 

cases had been discussed. After that, there were some definitions of key concepts and 

news that would help readers who are not familiar with the topic to have a ground of 

understand. Then it reviewed the research rationale and research question by looking into 

some facts of Hong Kong Small and Medium size Enterprises with other trends. 

1.1. Industry overview 

The demand of cybersecurity solutions had been rising world-wide under the 

COVID-19 pandemic. Governments and large enterprises promote Work-form-

home policy to protect staff from getting inflated (News HKGOV, 2020; Davis, 2020). 

For example 75% of staff in Standard Charter bank had been work from home 

during the pandemic. The arrangement has increased the cybersecurity solution 

needs world-wide (Fortune Business insights, 2021).  

The impact of pandemic created an opportunity for companies to speed up their 

digital transformation (German Industry and Commerce Ltd., 2020). Companies in 

all different size were getting their business operations more relay on computer 

systems and moving faster to setup online stores that keep customers engaged. 

The cybersecurity risks for companies were increasing as the number of systems 

and customer’s information were growing towards their business growth. In details, 

adopting new technologies such as machine learning, internet of things (IoT), cloud 
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computing and big data had increased the needs of cybersecurity solutions for all 

size of companies.   

Recent researches supported the forecast about the pandemic, the market size 

growth 7.6% in 2020 and would reach USD 366 billion in 2021. The growth not only 

reflected in enterprises but more on SMEs. The world-wide SMEs market has an 

increasing demand for end-point security solutions, for example anti-virus and email 

protection, which has seen to be one of the major driving forces to the industry 

growth (Fortune Business insights, 2021).  

Looking into regional growth, Asia Pacific was expected to have the most 

compound annual growth rate in 2021 - 2028 which meant the SMEs market in Asia 

Pacific were expected to have a high growth rate in coming years.  

Hong Kong is an international city with the largest stock market in Asia. However, 

the SMEs market of cybersecurity in Hong Kong seems not share the same trend 

with the rest of the world.  

The cybersecurity readiness of Hong Kong SMEs has decreased 2.4 points in 2020. 

In an annual survey, conducted by HKPC, indicated that the Hong Kong SMEs only 

have 56.3 point in the readiness of cybersecurity and only less than 60% of SMEs 

think they can handle a cyberattack (HKCERT, 2020a). The readiness of basic 

element were decreasing by 2.4 point compare to 2019 (HKCERT, 2020a). That 

meant over 343,313 small and medium sized enterprises (SMEs) in Hong Kong 

were not quite ready for cyber attack. 
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Figure 1.1.1 Financial loss from cyberattack in Hong Kong


Sources: Lai (2020) 

The Figure 1.1 provided a concept of the overall cybersecurity environment in Hong 

Kong. The total cost of cyber crime in 2018 was the record high since 2009 (Lai, 

2020). The reported loss growth over 300000% in the past 10 years. 

Figure 1.1.2 Cyber Security incident reported to HKCERT

 

Sources: HKCERT (2020b) 

Table 1.1.2 showed that the reported cybersecurity cases in Hong Kong. the 

number of attacks handled by HKCERT reached 9,458 in 2019, draped 6% 

compared to 2018 as shown in figure 1.2. The dropping is caused by the attackers 

shifted their focus from mass volume attack to attacking for profit which meant their 
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attack methods changed from malware to Botnet and Phishing email (HKCERT, 

2020).  

Table 1.1.1  List of some international cybersecurity service and product providers that 
provide service in Hong Kong 

 Sources: Writer construct the table  

There were cybersecurity service and product providers operating in Hong Kong 

and there were more companies put their focus in Hong Kong market. 

The importance of cybersecurity is also recently reflected in the stock price in major 

market players in the industry, such as Splunk, Cloudstrike and Cloudflare, all have 

reached their record high in number of transitions and company valuations (Cohen, 

2021). Table 1.1.1 showed some of the international cybersecurity service and 

product providers that provide service in Hong Kong. 

Company name Head office location

BM Corporation United States

Check Point Software Technologies Israel

Cisco Systems Inc. United States

Cloudflare Inc. United States

Cloudstrike Inc. United States

FireEye Inc. United States

Fortinet Inc. United States

Kaspersky Lab Russia

McAfee Inc. United States

Oracle Corporation United States

SonicWall United States

Splunk Inc. United States
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Table 1.1.2 List of some local cybersecurity service and product providers

 Sources: Writer construct the table  

Apart from international enterprises, there were also some local companies 

providing cybersecurity services and products in Hong Kong as list in table 1.1.2.  

Both international firms and local firms were now looking for ways to take full 

advantage of growth of SMEs cybersecurity service and product market in Hong 

Kong (Goldstein research, 2020). 

Company name Head office location

Binary Solutions

Hong Kong

Digitpol

Dual Layer IT Solutions

Edvance International Holdings

EIRE Systems

Ensign InfoSecurity

Maximus Consulting

Nearby

Nexusguard

StormEye.io

Velocity Technology

Page  of 5 118



1.2. Cybersecurity  

Cybersecurity was a concept to protect information being unwanted access. The 

industry had began in 1990s, which meant to provide services to protect client’s 

systems and databases not to damage and misuser by attackers (Cisco  2021). The 

first cyber threat started at 1978, a programmer found a way to access a mainframe 

data base without permission. The area of cybersecurity had changed a lot since 

then.  

There are many literatures discuss and define the concept of cybersecurity. 

Definition of cybersecurity was a discipline base on computer that use different 

technology, people, information and process to make sure system information is not 

being misused (CISA USGOV, 2019). The process involved creation, operation, 

analysis and testing a specific system. Von Solms and Van Niekerk (2013) 

suggested the definition of cybersecurity was more than the boundaries mentioned 

above, it also included personal asset in digital forms. 

As one of the uniqueness of cybersecurity, attackers were able to laugh attacks 

beyond organisational and geographical boundaries, and often untraceable (, their 

risks and impacts were more far-reaching (Jaccard-Jaccard and Nepal, 2014; 

Hovav and Gray ,2014).  

Common types of attacks included Phishing, Ransomware, Malware and Social 

engineering. “I Love You” virus was one of the well known virus in 1990s, it gained 

access to victim contact lists and forward a simple wording of “I Love You” with a 

phishing link and cause chain damaged. 

Cyber attack was a potential threat to all companies and/or organisations. 

According to a report from Rudow (2020), there were 205,280 organisations had 

been successfully attacked by hacker be ransomware, compared to 2018, that was  

41% increased with average payment of USD 111,605. Not like the virus or attack 
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like “I Love You”, attackers found ways to damage victim’s systems and gain 

financial benefits from the attack. Acer, a Taiwan computer manufacturer, faced with 

a USD 100 Millions Ransomware attack recently and it was the largest reported 

(Mathews, 2021). It showed that hackers are spending more effort and resources to 

attack enterprise and/or organisations as they tend to be willing to pay for ransom 

demand in order to reduce damage. 

Backed in May 2017, a cyber attack targeted on Windows operation system 

“Wannacry” spread in over 150 countries worldwide and costed USD 4B losses 

across the globe.  

Guta (2019) state that the trend of cyber attack were switched to very small and 

medium size enterprises as targets. In 2019, Broadcom reported at least 4,818 

different business websites have been form jacking each month in 2018. SMEs may 

face different types of threats, both direct or indirect in nature which increases the 

challenge to get ready and identify attacks (Ilvonen and Virtanen, 2013).  

The range of cybersecurity products and services were relatively wide, compared to 

other commodity products. Firewall and anti-virus software are some of the 

examples that SMEs’ owner had knowledge of.  

Cybersecurity products and services were limited to computer base software and 

hardware, policies, law and regulation are equally important in this study (Kosseff, 

2019). 

1.3.Small and medium enterprise (SME) 
  
International companies and/or listed companies had more resources to handle 

cyber threat, yet for SMEs cyber risk was challenging issue due to limited 

resources. This research focused on the decision makers in SMEs . There were 

definitions of Small and medium enterprise in different countries. 
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Table 1.2.1 The definition of SMEs


Sources : Table construct by writer  

The definition of SMEs varies by country, in European Union companies had under 

250 employees were categories as SME. In America, SMEs were the backbone of 

U.S. Economy, 30 million of SME created 2/3 of new jobs created in last decades 

(Office  of the United States Trade Representative, 2021). While in USA, the limite 

was up to 500 employees, Hong Kong set the SME definition to a company has less 

than 50 employees for non-industrial and less than 100 for industrial companies 

(TID HKSAR, 2021). In Hong Kong, there were more than 95% of the total company 

was SMEs (SUCCESS HKSAR, 2021). 

1.4. Research rationale 

In Hong Kong, there were lots of international and local market players as 

mentioned. They both have certain groups of target audiences. For international 

cybersecurity firms like Splunk and IBM, their primary target segments were 

enterprises with different operation locations and using lots of systems to run their 

businesses. Their primary target were local public listed companies and/or large 

enterprises.  

For local cyber security enterprises, they might had insufficient resources to serve 

those large organisations and usually placed themselves as a system integrator 

who helped to resell and implement security products. SMEs were their target 

customers. HKCERT (2020b) stated that there are 51% more phishing cases in 

2020 compared to 2019 due to the pandemic. Most of the phishing emails used 

The definition of SMEs

Companies have under 

Hong Kong 50 employees for non-industrial 100 for industrial companies

European Union 250 employees

USA 500 employees
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fake government funding site to attack SMEs. And the fundings were often for 

support SMEs this indicted that hackers are targeting on SMEs. Thus, more 

cybersecurity service and product providers tended to target the same group of 

people as the demand in SME market is increasing.  

There were more than 340,000 of SMEs x in Hong Kong, constituting more than 

98% of business unite and 45% of workforce in private (Kosseff, 2019). As a result, 

SMEs could be one of the most potential market for the industry to explore and 

invest for.  

In today’s competitive business environment, the industry should understand the 

target segments purchasing behaviour in order to differentiate their marketing 

strategies. 

This study aimed to explore factors that affect the purchase intention of Hong Kong 

SMEs toward cybersecurity product and service in order to help local service and 

product providers forming a better marketing plan to develop Hong Kong market.  

1.5.Research question 

This dissertation would like to use different research methods to find out what is the 

factors that affect the purchase intention of SME in Hong Kong toward cybersecurity 

products or services. The research questions of the discretion would focus on three 

areas to provide full picture for readers.  

To be more specifically answering the research questions, the dissertation will try to 

answer the questions below.  

a. What is the driver when SMEs purchase cybersecurity products or service? 

b. How those factors affect the decision make? 

c. What are the motivations to attract SMEs to purchase cybersecurity product and 

service ?  
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1.6. Objective of the research 

The main purpose of this research was to explore the factors that affect purchasing 

intention of small and medium size businesses towards purchasing cybersecurity 

product. To answer the research question, the objective expended into the three 

objectives accordingly. 

a. Identification of the concepts and components of factors that affect purchasing 

behaviour of SME in cybersecurity product.  

b. To identify the relationship between factors that apply to SME market in Hong 

Kong. 

c. Development of recommendation of effective market expansion plans. 

To achieve the above objective A, the dissertation first performed literature review 

on some factors that might relate, for example, perceived value, perceived risk and 

word of month. For objective B, some hypothesis would be formulated that act as 

an independent variable which affect purchase intention of SMEs. By using 

quantitive research such as questionnaire, there would be some relationships that 

affect purchase intention that identified. From the results of the factors and 

hypothesis, this study provided some suggestions for cybersecurity service or 

product providers that can help them to promote more effectively.  

1.7.Contribution of research 
  

There were contributions this research aimed to provide that benefit different parts 

of the society. There were three layers of stake holder might benefit from this study.  

1.7.1. Contribution to individual   

The purchase discussion of SMEs was decided by a few management, as 

their companies structure were less complicated compare to larger 

enterprises. For the management of SMEs, there would be time-consuming 
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to read through all marketing material from cybersecurity service and product 

providers Ozmen (2014). This study provided the necessary information for 

cybersecurity service and product provider to simplify their sales process and 

promotion materials. Also, the findings would help the sales process more 

focus on the topics that managements concerned about. It would help the 

management of SMEs to save time and more easy to make a purchase. 

1.7.2. Contribution to company 

Cybersecurity service and product providers in Hong Kong had faced hard 

time to promote cybersecurity service and products to local SMEs, as the 

readiness of them is not high and the business forecast was not good (HKE 

HKSAR, 2021). Together with the impact to the business from the COVID-19 

pandemic, the service and product providers were seeking ways to improve 

their sales effectiveness. This research would help them understand the 

most important factor that SMEs concern about and adjust the marketing 

angle accordingly. As the SME market in Hong Kong was big and not yet fully 

developed, local service and product providers might get benefit from the 

market development and kept their business growth.  

StormEye as an example, they were a local start-up supported by Hong 

Kong Cyberport incubation program, they faced difficulty in developing new 

sales lead as they didn’t understand what the client needs (Capital, 2020). 

Marco and Windham stated that they were looking for new tech angles to 

attract new clients (Capital, 2020). This study can help them to understand 

what was the client needs.   

1.7.3. Contribution to industry 

Cybersecurity was one of the most important topics to concern in this high 

digitalise business environment. The product and service development 
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required the most up-to-date front line information as the threat from hackers 

was changing every day (Kaspersky, 2021). To encourage more SMEs using 

their service and product, there would collect different information by the 

network traffic generated by SMEs. A large amount of traffic would provide 

important sources of threat for service and product providers to update their 

threat database and lead to more secure protection to their service provided. 

1.8. Structure overview  

this research performed a classic 5 chapters structure in the dissertation in order to 

best demonstrated this MBA program study target.  

Chapter 1 was the introduction which provides essential information for readers to 

understand the research topic and the rationale behind. Some definition of terms 

and concepts stated in this chapter. The main research question with objective were 

also be discussed in this chapter.  

Chapter 2 was literature review, there was 4 major research areas. The main focus 

designed according to the review result. The first review highlight is on research 

method, review article and peer reviewed research which provide some insights to 

find out how this discretion questionnaire should design. The second review 

highlight focused on different factors, as there are many factors would affect 

purchase intention in certain market. This review aimed to find out some of the most 

important factors we should focus on. At the end of the chapter, there would be a list 

of hypotheses formed in the process of literature review. 

Chapter 3 discussed the methodology of this dissertation from the result of the 

literature review. This chapter provided a clear plan for readers to understand how 

specific studies were valid to answer the specific research questions. Next, 

research methods such as which type of data and target segment classification 

would be discussed. To answer the research questions there were discussions on  
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major factors that this dissertation concerned, and how the factors would be 

construct along the research and analysis. Each of the hypotheses examined and 

properly define with literature support. After the hypotheses discussion, there we re 

information that stated the statistical support on in the proposed questionnaire 

questions. At the end of the chapter, there were lists of questions used in the 

questionnaire provided with proper explanation.  

Chapter 4 is the chapter performed a data analysis on the survey, SPSS would be 

used as a main analysis tools. Different methods would be consider according to 

result of literature review. At the end of this chapter, the result of the factors that 

affect SMEs purchase intention were stated. 

Chapter 5 was the chapter to conclude the assessment of the dissertation. 

Suggestions for industry players and further research were elaborated in this 

chapter.  

1.9. Summary  

This dissertation introduction provided essential background knowledge of the 

research topic, by highlighting key industry trends, like market size and recent trend 

of growth. These showed the importance of the research and the research 

rationale. The research aimed to provide supports to answer three research 

questions and its objective accordingly. Next, there was a showcase that explained 

overall roadmap of the process and method needed to be taken to achieve the 

result. In the next chapter, literature review chapter would identify academic 

supports of different factors and components that used to answer the research 

questions. 
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2. Literature review 

This part of the dissertation explored a wide range of literatures that related to the 

research topic to find a suitable angle on how should the topic be better discussed. After 

that, three factors that affected purchase intention were discussed. The discussed factors 

also helped to form the hypotheses at the end of this literature review session. 

During the research, there were lack of literatures focus on purchasing behaviour on 

cybersecurity services and products. As a result, this review section reviewed the general 

review purchase intention.  

2.1.Perceived value  

The terms perceived value had been mentioned in an article in 1960 (Levitt, 1960), 

it defined as base functions of a products. Despite there were lots of researches 

under the topic, the concept of perceived value has often being confused with other 

similar words. Khalifa (2004) stated that the concept has become one of the most 

overused and misused concepts in social sciences field and in the management 

literature.  

2.1.1.Definition  

Berry and Yadav (1996) pointed out that perceived value was described as the main 

consideration when purchasing a product or service. The following table summaries 

some of the definitions made by different literatures.  
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Table 2.1.1 Definition of perceived value  


Sources : Table construct by writer 

As showed in table 2.1.1, Zeithaml (1988) stated that the perceived value was not a 

textbook theory, but a list of considerations and comparisons between the value and 

the costs they need to pay. Consumers took all the sub-value in to their 

consideration, such as internal and external value toward the service or product. As 

a result, There were particle usage in the real-world.  

Kotler (1994) suggested the value can be gain socially. It means that individual or 

group could fulfil their needs and desire by share value among them. It also  

suggested that when consumers choosing products or services, they would always 

try to reach the highest value with the lowest cost (Kotler, 1994).  

Woodruff (1997) defined that value is customers overall assessment of a perception 

of what was received and given by providers. It also mentioned that the perceived 

value was unique and personal (Woodruff, 1997). According to the definition, 

consumers would have different considerations when they were given different 

Literture Definition 

Zeithaml (1988) A list of consideration and comparison between the value and 

the costs they need to pay

Sheth, Newman and 

Gross (1991)

The perceived value appears when customers are 

considering their purchase on a service or product

Berry and Yadav  (1994) It is the main consideration when purchasing a product or 

service

Kotler (1994)  The value can be gain socially

Woodruff (1997) Customers overall assessment of a perception of what is 

received and given by providers

Snoj, Aleksandra,and 

Mumel (2004).

Perceived value can be tangible and intangible
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scenarios. The same product or service would have changed its value with the 

usage of the consumers. 

Snoj, Aleksandra and Mumel (2004) gave a different dimensions to perceived value 

that were tangible and intangible. Sheth, Newman and Gross (1991) did a 

comprehensive summary research and study on this topic. They suggested that the 

perceived value appears when customers were considering their purchase on a 

services or product and it can divided into five constructs. They brought up a clear 

view on how study could effectively measures and increases the value of  a 

product.  

2.1.2. Measurement  

Different literatures pointed out some different angles of perceived value, some of 

them suggested that the perceived value should be divided into several elements.  
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Table 2.1.2 Measurement of perceived value  


Sources : Table construct by writer 

Table 2.1.2 listed some of the measurement. Sheth et al. (1991) said that the 

perceived value was construct by five elements which included functional value, 

social value, emotional value, epistemic value and conditional value. 

Functional value should be defined as the actual usage of the product. This value 

was presumed to be the major driver of the customer choice and can be measured 

on a serious of choice attributes.  

Holbrook (1999) elaborated value as consumer value and proposed a framework of 

the nature and types of consumer value, which included interactive, relativistic, 

preferential and experience. 

Literture Definition 

Sheth et al. (1991) 1. Functional value 
2. Social value 
3. Emotional value 
4. Epistemic value  
5. Conditional value

Hallowell (1996) 1.  Economic benefit 
2.  Perceived benefit 
3.  Emotional benefit

Holbrook (1999) 1. Interactive 
2. Relativistic 
3. Preferential 
4. Experience

P a r a s u r a m a n a n d 

Grewal (2000)

1. Acquisition value 
2. Transaction value 
3. In-use value 
4. Redemption value

Sweeney and Soutar 

(2001)

1. Emotional value 
2. Social value 
3. Functional value (price/value for money) 
4. Functional value (performance/ quality)

Petrick and Backman 

(2002)

1. Quality  
2. Monetary Value  
3. Behavioural price  
4. Emotional response 
5. Reputation
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Social value means a service or product helps customers to enhance their social 

acceptance when using the product or service (Holbrook, 1999). Social acceptance 

could further expend as the sense of belonging to a specific groups of people. 

Customers would focus more on social value if a product is visible or can be share 

to others, like jewellery and video games. 

Emotional value can be interpreted as the feeling that associated with emotional 

responses and it is usually intangible (Holbrook, 1999). In some cases, emotional 

values can be tangible, for example souvenirs  in tourist attraction point.  

Epistemic value is described as the value fulfil customers curiosity, satisfy and 

desire for knowledge (Holbrook, 1999). A customer might purchase similar products 

with new brands or new taste. The value can be measured by questionnaire items 

that referring to curiosity, knowledge and novelty.  

Conditional value related to a situation or a serious of circumstance to the 

customers (Holbrook, 1999). The conditional value can related with different kinds 

of circumstances including physical or social contingencies which enhance its 

functional or social value of a product or service.  

Parasuraman and Grewal (2000) proposed that there are four constructs, including 

acquisition value, transaction value, in-use value and redemption value.  

Acquisition value described as the consumer believe they gain by acquiring a 

product or service. Transaction value means the happiness of getting a good deal. 

In-use value can interpreted as the actual usage value from using a product or 

service. Redemption value represented the remind value when a product in the 

end-of life state. Those values are used to study the relationship between 

customers loyalty, reliability, product quality and price.  
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2.1.3.Summary  

All the above values mentioned are independence in most cases, customers were 

likely to accept less of one of the above values to obtain more of the rest (Seth et 

al.,1991). At the same time, some customers would consider all five values, when 

the product or service is a major decision to make, like buying the first car or renting 

an office for his new start-up. After the overview of literature above, Seth’s (1991) 

proposed five ways of construct would be used in the following discussion. 

2.2. Perceived risk  

The concept of perceived risk was first presented in the 1960s, Bauer (1960) 

described perceived risk as a sense of unpleasant feeling that customers would feel 

before they took the action to purchase a service and/or product. The feeling came 

from uncertainty some factor of risk. Since the first introduction, the researcher 

almost obsessed with exploring the concept. In this part of the review, we looked 

into some concept worth discussing.  

2.2.1.Definition 

The perceived risk appeared whenever consumers could not subjectively 

make their purchase decisions. Cox (1967) divided the risk into two parts, 

before purchase and after purchase. Consumers would have different 

feelings in these two parts. Before purchase, consumers could only guess 

what would happen and hope it would not happen. After purchase, 

consumers would see and feel the risk happened, which made them 

subjectively evaluate the consequences. The following table surmises some 

of the definitions made by different pieces of literature. 
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Table 2.2.1 Definition of perceived risk


Sources : Table construct by writer 

As Showed in table 2.2.1, Cunningham (1967) added two more parts to the 

definition. He suggested one part of the risk is related to the chances of 

happening, another part is related to the consequence of the damage 

caused.  

Murray and Schlachter (1990) examined the perceived risk in the area of 

service marketing, showing evidence of linkage to such topics. Einhorn and 

Hogart (1985) proposed the following factor that builds perceived risk. They 

started by measuring the expected product or service damage with how likely 

it would happen. Following by if the damage occurred, would it do the same 

damage as expected. Last to examine there any unforeseen damages and 

ask if the damage is controllable. 

Stone and Grønhaug (1993) pointed out that the perceived risk is talking 

about the expected loss of each purchase, the higher the expectation, the 

higher the perceived risk. 

Literture Definition 

Bauer (1960) A sense of unpleasant feeling

Cox (1967) Before purchase, consumer can only guess what would 
happen and hope it would not happen.  
After purchase, consumer can see and feel the risk happened

Cunningham (1967) The risk is related to the chances of happening, another parts 
is related to the consequence of the damaged caused

Stone and Grønhaug 
(1993) 

The expected loss of each purchase, the higher the 
expectation, the perceived risk would be higher

Sheth and Parvatiyar 
(1995)

The greater perceived risk, the easier for consumer to 
manifest behaviour

Sweeney et al. (1999) The relationship between perceived risk, value and quality is 
negative related

Tzav lopou los e t a l . 
(2019)

The higher the perceived risk, the more likely the customer 
would play their second visit to the same service 
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Some other studies about the perceived risk suggested the relationship 

between perceived risk, value and quality are negative (Sweeney et al., 

1999). A study by Sheth and Parvatiyar (1995) shared the point of view that 

the greater perceived risk, the easier for consumers to manifest behaviour.  

Tzavlopoulos et al. (2019) suggested that the higher the perceived risk, the 

more likely customers would play their second visit to the same service 

provider that fulfil their satisfaction. In contrast, if the service or product has a 

relativity low perceived risk, customers would be more likely to switch their 

option to other product or service providers when the option has better 

quality or at a more attractive price. 

2.2.2. Measurement 

There were different ways to measure which involved different constructs to 

form perceived risk. The following table summarised some constructions.  
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Table 2.2.2 Measurement of perceived risk

Sources : Table construct by writer 

As listed in table 2.2.2, Cox (1967) suggested the perceived risk included 

financial risk and social psychological risk, which meant putting the perceived 

risk into two constructs. Different literature adopted the concept. Jacoby and 

Kaplan (1972) proposed five dimensions categorised construct in the 

perceived risk. The constructs are performance risk, financial risk, time risk, 

social risk, psychological risk and privacy risk. Peter and Tarpey (1975) 

added time risk in the measurement. 

According to Stone and Grønhaug (1993), there was a full discussion on all 

risks that would be used in the study. As this study was about cybersecurity, 

the physical risk would not be discussed. 

Literture Definition 

Cox (1967) 1. Financial  
2. Social-psychological

Perry and Hamm (1969) 1. Psychological consequences 
2. Social consequences

Roselius (1971) 1. Time loss 
2. Hazard loss 
3. Ego loss 
4. Money loss

Jacoby and Kaplan (1972) 1. Financial Risk 
2. Functional/Performance Risk
3. Physical Risk
4. Psychological Risk
5. Social Risk

Peter  and  Tarpey (1975) 1. Financial Risk 
2. Functional/Performance Risk
3. Physical Risk
4. Psychological Risk
5. Social Risk
6. Time Risk

S t o n e a n d G r ø n h a u g 
(1993)

1. Time Risk

2. Privacy Risk

3. Financial Risk

4. Functional Risk 

5. Psychological Risk 

6. Physical Risk
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Time risk defined as the time consume may lose when making the purchase 

decision, also included the time to use the product and/or service. We can 

explain the concept of time invested as the time customers spent to 

accomplish a specific goal (Carter. and Belanger, 2005). The time risk might 

appear in different steps in the purchasing process. The communication lead 

time would be the most significant in this researches.  

Privacy risk included the potential loss of the right to control their personal 

information. In other words, the risk described the protection level of a 

product and/or service categorised the risk of losing their self-identity as 

privacy risk (Aimeur and Schönfeld, 2011) . The sense of privacy risk would 

be developed and identified when there are different managerial and 

technological tools are implemented to protect customers during the 

purchasing process and which gain their trust to lower privacy risk (Pavlou 

and Reichiert, 2004).  

Financial risk included the potential of paying extra cost apart from the initial 

cost and also the potential loss due to fraud (Grewal, Gotlieb and 

Marmorstein 1994). Zeilke and Dobbelstein (2007) explained financial risk is 

the chance of a monetary loss from a poor purchase. The extended meaning 

of the financial risk is share as the product’s quality does not match its price 

(Schiffman and Kanuk, 2000).   

Functional risk is further associated with the possibility of product 

malfunctioning or not work as it was designed and advertised to (Gerwal et 

al., 1994). The risk can also be described as functional risk and expressed 

as the uncertainty of products or services purchased would not meet 

consumers expectation. 
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Psychological risk is the potential loss of self-esteem after purchasing a 

product (Mitchell, 1992). A related concept suggested by Shareef et al. 

(2018) further elaborated the concept of psychological risk as anxiety risk. A 

similar feeling would appear in e-commerce purchasing processes which 

demonstrated the feeling produced in customers mind to certain degrees 

(Anderson et al., 2008). We can also put the state of consumer’s 

disappointment in making a bad selection of products as a psychological risk 

(Ueltschy et al, 2004).  

2.2.3.Summary 

After this literature review, there was a larger range of literature thought 

differently on preceded risk. Stone and Gronhaug (1993) pointed that the 

perceived risk would adopt in this dissertation. Their point of perceived risk 

provided a suitable discussion ground for further data analysis. As this study 

was about cybersecurity, the service and product usually wouldn’t involve 

daily usage of hardware, the physical risk would not be discussed. 
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2.3.Word of mouth (WOM) 

There are some studies provided factors forming the word of mouth, as the volume 

of information of a product can be relatively high for one product, consumers cannot 

read all the comment or statement posted. 

2.3.1.Definition 

The word Word of Month (WoM), is defined as how consumers share 

conversation about a product and/or service experiences (Sen and Lerman, 

2007).  

Table 2.3.1 Definition of WoM


Sources : Table construct by writer 

As shown in table 2.3.1, the earlier definition was defined by Arndt (1967), 

which meant informal communication on product information. Richins (1984) 

used another point of view to describe WoM, which proposed WoM was the 

information exchange process that initial by consumers. Westbrook (1987) 

Literture Definition 

Arndt (1967) The informal communication on product information

Richins (1984) The information exchange initial by consumers

Westbrook (1987) An informal communication between consumers and the 
company 

Bone (1995) WoM contribute toward consumer purchase behaviour

B a l a s u b r a m a n i a n a n d 
Mahajan (2001)

WOM appear in different forum, comment section under 
specific online shop or products

Bickart and 
Schindler (2001)

WoM is convenient and perceived to have higher credibility

Hennig-Thurau et al. (2004) The statement of comment made in a publicly available 
platform about a product or service

Dellarocas and 
Narayan (2006)

WOM behaviors satisfied their need to share something 
important with other consumers

Sen and Lerman, (2007) How consumers share conversation about a product or 
service experience
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suggested that all informal interactions between companies and consumers 

can be one of WoM behaviour. Bone (1995) stated that WoM contributed 

toward consumers purchase behaviours.  

Hennig-Thurau et al. (2004) gave us a definition of WoM as all comments 

gave by potential, actual or former consumers toward a product and/or 

service via internet platforms.  

With technological platforms taking over the marketing channels, the 

meaning of word of mouth expanded to the internet and defined as a 

statement of comments made on a publicly available platform about a 

product and/or service and the comment can be positive or negative 

(Hennig-Thurau et al., 2004). 

2.3.2. Measurement  

There are numerous researches suggested that WoM played an important 

role in forming the purchasing behaviour of a customer. Studies showed 

customers would intend to be involved in the process of contributing to WoM 

because of the desire to help others make better purchase decisions and 

avoid unwanted experiences (Dellarocas and Narayan, 2006). The 

summarised review has listed in table 2.1.3 for further discussion. 
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Table 2.3.2 Measurement of WoM


Sources : Table construct by writer 

As listed in 2.3.2, Hovland, Janis & Kelley (1953) suggested WoM can be 

measured by the source of information, the quality of information and the 

receiver factors which may lead to a long discussion after that. Gilly et al. 

(1998) suggested a similar concept with the authoritative of source, the 

personal character of source and receiver and the receiver preference to 

WoM. 

Goyette et. al (2010) listed out a range of measurement on WoM and 

suggested the WoM can be measured by the intensity of the discussion, the 

positive valence of the company, the negative valance of the company and 

the content discussed in a conversation.   

Other literature like Silverman (2001) suggested WoM should measure 

informal communication, non-commercial comment and the flow of 

information exchanged. Sweeney, Soutar and Mazzarol (2008) proposed that 

Literture Measurement

Hovland, Janis and Kelley 
(1953)

1. The source of information  
2. The quality of information  
3. The receiver factor

Gilly et al. (1998) 1. The authoritative of source  
2. The personal character of source and receiver  
3. The receiver preference of WoM

Silverman (2001) 1. Informal communication 
2. Noncommercial comment 
3. The flow of information exchanged

Sweeney, Soutar and Mazzarol 

(2008)

1. Personal  
2. Interpersonal  
3. Message characteristics  
4. Situational characteristics 

Goyette et. al (2010) 1. The intensity of the discussion,  
2. The positive valence of the company,  
3. The negative valance of the company, 
4. The content discussed in the conversation
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WoM should be measured by personal, interpersonal, message 

characteristics and Situational characteristics.  

2.3.3.Summary  

There were different definitions of WoM that might consider to include in this 

study. Dodds, Monroe and Grewal (1991) point of view was the one using in 

the following discussion. The measurements were suitable for performing the 

survey via electronic methods, as there was less information needed to 

provide to participants. 

2.4.Purchase intention 

When performing a wide range of literature review, researchers reference a wide 

range of articles and studies about factors that affect customer purchase behaviour 

and intention. 

2.4.1.Definition 

Ajzen and Fishbein (1975) stated that purchase intention is a prediction of 

the chance  that customers would buy a product or not and the intention is a 

subjective concept. Dodds, Monroe and Grewal (1991) described the 

intention included elements like satisfaction toward a product and/or service. 

Mazumdar and Monroe (1992) pointed out that the intention should be a 

subjective feeling but not an objective feeling, which can be influenced by 

external factors. 
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Table 2.4.1 Definition of purchase intention  

Sources : Table construct by writer  

Table 2.4.1 listed some of the definitions of purchase intention. Purchase 

intention defined as the preference of consumer to buy a product or service 

(Keller, 1993). To further explains, it means the evaluation before customers 

decided to do the purchase. Shah et al. (2012) described purchase intention 

as a decision-making process behind consumer’s mind when they buy a 

particular brand. A different view from Morinez et al.(2007) suggested that 

the purchase intention was a situation when a consumer more willing to buy 

a certain product in a particular situation.   

Purchase intention discussed above can be summarised as a subjective 

feeling that measurement of the chance of a consumer buying a specific 

product and/or service. 

  

Literture Definition 

Ajzen and Fishbein (1975) A prediction of the chance to purchase

Dodds et al. (1991) A subjective feeling to choose a service or product 

Mazumdar and Monroe 

(1992)

A personal feeling that might affect by external factor 

Keller (1993) A preference of consumer to purchase a product or 

service 

Morinez et al.(2007) A situation when a consumer more willing to buy a 

certain product in a particular situation

Shah et al. (2012) A kind of decision making process behind 

consumer’s mind
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2.4.2.Measurement  

Different literature suggested different methods to measure purchase 

intention from customers. Table 2.4.2 listed some of the literature 

suggestions by the year published.  

Table 2.4.2 Measurement of purchase intention


Sources : Table construct by writer  

Dodds, Monroe and Grewal (1991) suggested asking three target questions: 

would they consider buying, would they buy, would they recommend to 

others, that could measure the level of purchase intention. Zeithaml (1988) 

used different approaches to measure the level of intention by asking: are 

they considering, willing or might buy a product. Heskett et al. (1994) 

proposed a statistical measurement tool like customer retention rate, re-visit 

rate and recommendation rate to calculate intention level. Schiffman and 

Kanuk (2000) developed another measurement tool base on the Likert scale 

(Likert, 1932). The tool used a 5-point-scale to measure the purchase 

Literture Measurement

Zeithaml (1988) 1. Are they considering to purchase 
2. Do they want to purchase  
3. Are they going to purchase 

Dodds, Monroe and Grewal 

(1991)

1. Would they consider to buy  
2. Would they buy 
3. Would they recommend to others

Heskett et al. (1994) 1. Retention rate  
2. Re-visit rate  
3. Recommandation rate 

Schiffman and kanuk (2000) 1. They would purchase  
2. They are likely to purchase  
3. They are not sure would they purchase 
4. They are not likely to purchase  
5. They would not purchase 

Zia (2012) 1. Website quality  
2. Commitment factor 
3. Customer service 
4. Security
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intention of an audience. Zia (2012) did an investigation on the main factor 

which would influence customer behaviour and stated that overall website 

quality, customer service, commitment and security are the most important 

factors when customers consider their purchase decision.  

2.4.3.Summary  

The purchase intention in this study referenced the point of view and 

measurement by Dodds, Monroe and Grewal (1991) as the measurement 

method have a wider range of answer. The questions included the “Would 

they consider to buy?”, “ Would they buy?” and “Would they recommend to 

others?”.  

2.5.Relationship with purchase intention  

From the point of view by different literature, different factors affected the purchase 

intention of customers. This session provided a detailed explanation of the 

relationship between the mentioned factors. 

2.5.1.Relationship between perceived value and purchase intention 

Payne and Holt (2001) described that perceived value is one of the factors 

that related to consumer’s purchasing intention and a product. Tung (2013) 

provided a conclusion that perceived value and purchase intention has a 

strong positive relationship. Dodds, Monroe and Grewal (1991) proposed a 

conceptual model in willingness to buy and a linkage between perceived 

quality, evaluation and choice has been found. Similar to the statement 

previous made, the perception of value would directly turn in to willingness to 

buy (Dodds, Monroe and Grewal, 1991). 

2.5.2.Relationship between perceived risk and purchase intention 

There is a weak direct relationship between perceived risk and purchase 

intention found in the Malaysian e-commerce sector (Mei, Ling and Piew, 
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2012). However, when purchasing online airline tickets, Kim, Kim and Leong 

(2005) found there was a strong negative relationship. Kim, Lennon (2013) 

proposed similar results that customer purchase intention would decrease 

when perceived risk is relatively high.  

2.5.3.Relationship between WOM and purchase intention 

Sa’ait, Kanyan and Nazrin (2016) provided a good view on a strong positive 

relationship between WOM and purchase intention as it is one of the most 

effective ways to influence other purchase intention. The same result 

appeared in the local culinary business sector in the Indonesian SMEs 

market (Hamdani and Maulani 2018).  

2.6. Literature review summary  

In previous literature research, three independent variables that proposed to affect 

purchase intentions of SMEs cybersecurity were identified, they were perceived 

value, perceived risk and WoM.  

Different literature’s point of view on the above three independent variables and one 

dependant variable had been discussed. After the discussion, the relationship of 

each factor with the dependant variable has been reviewed. There were different 

research conducted by literature that suggested that the perceived value and WoM 

formed a positive relationship with purchase intention and the perceived risk 

negativity affect the purchase intention.  

Furthermore, among all point of view studied in this chapter, many of them 

promised some factors to construct those factors. Perceived values were suggested 

to have five constructs (Seth et al.,1991; Stone and Gronhaug, 1993). David, 

Bozkurt and Russo (2019) stated some ways of measuring WOM.  
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3. Methodology  

This chapter further developed the research questions by using some of the basic 

concepts explored in chapter two. Firstly the hypotheses were introduced. Secondly, a 

questionnaire and research framework would be discussed. The result of the hypotheses 

discussed in the next chapter.  

3.1.Research framework  

Figure 3.1.1 Research framework

 

 

 

 

Sources : Figure construct by writer  

The research framework, shown in figure 3.1.1, was drafted according to the 

research rationale and objective in chapter 1 and the literature review in the last 

chapter. Perceived value, perceived risk and WOM are independent variables while 

the purchase intention is the dependant variable. The following session discussed 

their relationship.  

3.2.Hypotheses 

After the literature review, this dissertation suggested the hypotheses below.  

H1 : Perceived value positively influence the purchase intention of SME in 

purchasing cybersecurity products or services (Payne and Holt, 2001). 
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H2 : Perceived risk negatively influence the purchase intention of SME in 

purchasing cybersecurity products or services (Kim, Kim and Leong, 2005). 

H3 : WOM positively influence the purchase intention of SME in purchasing 

cybersecurity products or services (Sa’ait, Kanyan and Nazrin 2016).  

3.3.Research type 

There were two common methods of research that is qualitative and quantitative 

research. These two research method would be used in this dissertation and the 

result discussed in different chapter accordingly. 

Qualitative research aimed to research by looking into a problem without an actual 

number (Emmel, 2013; Bernard, 2017). Not using number doesn’t mean qualitative 

doesn’t apply in the real world. These methods put focus on relating different 

theories and develop an academic system by different means like literature review 

and second-hand data analysis. This method required the researcher to clearly 

understand the research topic and form an opinion by cross-reference a wide range 

of peer-reviewed paper written by experts from their specialities (Queirós et al., 

2017). Other qualitative research methods included focus groups interview and 

experimental research.  

The quantitative research method adopted statistical analysis to study social 

phenomena (Brannen, 2017). There were some common applications in quantitive 

research, for example, a questionnaire would be used to collect comments and 

point of views from a specific target audience; experimental was eliminating the 

influence of disturbing variables when collecting data; structured observation 

provided an event or a series of event that observe participant react and behave to 

study (Rahman, 2017).  

This research involved both qualitative quantitative research methods.  
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3.3.1.Data type  

For qualitative research, this dissertation used literature review and analyses 

second-hand data. For quantitative research methods included a 

questionnaire that collected first-hand data that helped understand the 

purchase intention for SME business in Hong Kong towards cybersecurity 

products.  

3.4. Research target  

The research question of this research was the purchase intention for SME 

business in Hong Kong towards cybersecurity products. Most of the company 

nowadays used computer system and network to process clients request and daily 

operation, there were no differences in terms of cybersecurity risk, the research 

object was the SME in Hong Kong of any industry. The questionnaire would be 

answered by the management of SMEs in Hong Kong.  

3.4.1.Sampling method 

Blumberg, Cooper and Schindler (2014) stated that sampling is the choice of 

sub-set of examples of a large number of units the can interpret the choice of 

the population. When performing research with a large population, two 

sampling methods can effectively draw a sample from a large population, 

that was probability sampling and non-probability sampling. Probability 

sampling picked samples from the whole population, usually required the 

researcher had access to the full list of the population. In this dissertation, a 

non-probability sampling method would be used. There were 4 major 

sampling methods for non-probability sampling, convenience sampling, 

quota sampling, snowball sampling and purposeful sampling (Cochran, 1977, 

Setia, 2016).  
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Convenience sampling helped the researcher to do sampling quick by 

access the easiest to reach the target. Quota sampling picked a sample 

within a specific segment of the whole population, this method first placed 

the entire population into several groups. purposeful. Purposeful sampling 

was the methods that the targets would be picked by the researcher by their 

judgement. The Snowball sampling method would require the researcher to 

reach the first tier of their targets and leverage their network to reach more of 

the samples until the sampling size target met. Snowball sampling was 

suitable for the list of population is not available.  

To understand the purchase intention of SMEs in Hong Kong, the best choice 

is to send a survey to all SMEs in Hong Kong. The total number of SMEs in 

Hong Kong was over 340,000, which was almost impossible to ask all the 

companies on this research considering the resources involved in this 

dissertation. Therefore, the snowball sampling method would be used to 

support this study.  

The upcoming questionnaire used Google form as a tool to collect feedback 

from SMEs managements response.  

3.4.2. Sampling size 

In the most recent data, there were over 350,000 SMEs in Hong Kong 

(SUCCESS HKSAR, 2021). The sampling size was calculated by the 

formulation below (Cochran, 1977). 

Where n is sample size, 1- e was the confidence level and p is the sample 

ratio. Confidence level mean the probability  of samples will fall in to this 

n = [Z2 * p * (1 − p)]/e2
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sample range. When confidence level set to 95%, e = 0.05, z = 1.96 and p = 

0.5.  

The equation was 

 

 

The number of samples targeted to collect would be 384 under Cochran 

(1977) suggestion.  

Green (1991) suggested an alternative method to calculate the sample size. 

The method had considered the sampling size calculation for multiple 

regression like the case in this surveys.  

The equation is :  

 

Where n was the sample size, p is the number of predictors involved in the 

calculation process. This research defines three hypotheses, which are 

perceived value, perceived risk and WoM.  

The equation became :  

 

 

The suggested sample size is larger than 74 according to Green (1991) 

suggestion.  

Combining both sampling methods, the most ideal target sample number in 

this survey was larger than 384. 

This survey designed to collect purchase intention on cybersecurity product 

or service of SMEs in Hong Kong. The questionnaire filtered participant in 

serval way to achieve the goal. In the stage of invitation, the invitation 

message specific defined the audience. The audience limited to who has the 

n = [1.962 * 0.5 * (1 − 0.5)]/0.052

n = 384

n > 50 + 8p

n > 50 + 8(3)

n > 74
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right to make the discussion on buying new cybersecurity service or 

products. As the survey is anonymous which aim to protect the participants' 

identity, there was no method to prevent different participants fill in the survey 

on behalf of the same company.  

To ensure the participants’ company is SMEs, there is an introduction and 

question to ask whether their company size falls into the SMEs category. If 

their company doesn’t, they cannot continue the surveys.  

3.5.Analysis methods 

The questionnaire result was analysed using SPSS version 27. The following 

section had discussed some critical tools. 

3.5.1. Descriptive statistics 

Descriptive statistics used to describe the data in many ways (Bickel and 

Lehmann, 2012). The tools measures of central tendency included the mean 

and average, at the same time measures of variability include standard 

deviation. This study used descriptive statistics to present data.  

Means and standard deviation were used to describe the data collected from 

the survey. Means reflected the targets opinion towards the questions asked. 

In some questions, there was a comparison between means. Standard 

deviation showed the diversity of the answer, the ideal value of standard 

deviation is less than 1. The larger the value, the more diverse the data was.  

3.5.2. Reliability test 

To ensure the survey was properly developed and the data collection can 

represent a certain level of the truth, reliability test considered one of the 

most important tests every survey should pass (Fink and Litwin, 1995). 

Cuieford (1965) set up a scale to define the internal consistency of the 
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survey questions. In this reliability test, Cronbach’s alpha methods would be 

used.  

Table 3.5.1 Relationship between Cronbach's alpha and internal consistency 

Sources : Cronbach (1951) 

  Table 3.5.1 showed the relationship between Cronbach's alpha and internal 

consistency, the research question had to reach 0.7 to prove the internal consistency. 

3.6. Correlation  

Kafle (2019) and Aboubaima et al. (2020) pointed out Pearson correlation is a good 

tool to analyses the correlation relationship between two or more variable in the 

same data set. The tool was used to analyse the relationship among three variable 

and one independent variable.  

Internal consistency of the scope Cronbach's alpha
Excellent 0.9 ≤ α
Good 0.8 ≤ α < 0.9
Acceptable 0.7 ≤ α < 0.8
Questionable 0.6 ≤ α < 0.7
Poor 0.5 ≤ α < 0.6
Unacceptable α < 0.5
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Table 3.6.1 Relationship between Pearson coefficient and r  

Sources : Pearson  (1938) 

Table 3.6.1 listed of the meaning of the relationship according to a different value in 

the range 1 to -1. As our variable content both positive and negative relationship, 

the result of the survey fell into this range.  

3.7. Regression  

Regression analysis was a statistical tool used to estimate the relationship between 

a dependent variable and independent variables (Brook and Arnold, 2018). There 

were three sets of regression, linear regression, multiple linear regression and non-

linear regression.  

Linear regression meant to estimate the relationship with the single dependent 

variable and single independent(Long and Ervin, 2000). Multiple linear regression 

was used to handle the estimation of more than one independent variable with a 

single dependent variable (Baños et al.,2019).  

Y = a + bX1 + cX2 + dX3 + … + ϵ

Pearson coefficient Relationship
r = 1 Perfect positive relationship 

0.7 ≤ r < 1 Strong positive linear relationship

0.3 ≤ r < 0.7 Moderate positive linear relationship

0 < r < 0.3 Weak positive linear relationship

r = 0 No linear relationship

0 > r > - 0.3 Weak negative linear relationship

-0.3 ≥ r > -0.7 Moderate negative linear relationship

-0.7 ≥ r > -1 Strong negative linear relationship

r = -1 Perfect negative relationship
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Where Y = Dependent variable, X1  ,X2 , X3  = dependent variable, a =  coefficient, 

b,c,d = regression coefficient,  ϵ = error.  

3.8. Questionnaire design 

Related to the research framework of this study and literature reviewing, the 

construct of dependant variable would be discussed in the following sections 

(Baños et al., 2019). For easy reference and process using SPSS, this study 

assigned a number for each construct. 

3.8.1. Screening questions  

The questions confirming the participants’ suitability to join the survey was 

placed at question 1. The question asked about the number of employees 

and the industry of the company they worked in.  

Table 3.8.1 Screening questions


  Sources : Table construct by writer  

The target of the survey were those working in SMEs in Hong Kong. For 

participants who answered answer number 2 or 4, the survey came to the 

end as showed in table 3.8.1. 

3.8.2. Perceived value 

Related to Chapter 2.1, this research took Seth et al.(1991) point of view to 

design the questionnaire. Seth et al. (1991) suggested 5 constructs from 

perceived value. 

No. Number of employee Industry 

1 1-49 Manufacturing firms

2  over 50 Manufacturing firms

3 1-99 Non-manufacturing firms

4 over 100 Non-manufacturing firms
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Table 3.8.2 Questions on perceived value


Sources : Table construct by writer  

As showed in table 3.8.2, there were fifteen questions asking the perceived 

value in the questionnaire. 

3.8.3.Perceived risk  

Related to Chapter 2.2, this research took Stone and Grønhaug (1993) point 

of view to design the questionnaire. There were 6 constructs that form 

perceived risk.  

When I purchase a cybersecurity product/ service for my company, I expect, the 
product/service is/are/will  :

Functional  
Value

VF1 Ease to use. 

VF2 Increase the productivity of my company. 

VF3 Enhance our service quality.

Social value

VS1 Increase our acceptance by clients. 

VS2 Differentiate our product/ service from the competitors. 

VS3 Build a positive image.

 Emotional 
value

VE1 Provide a safety feeling.

VE2 Provide a joyful experience.

VE3 Provide a new service environment.

When I purchase a cybersecurity product/ service for my company:

Epistemic 
value

VEP1 I am willing to try a new product/service

VEP2 It will satisfy my curiosity.

VEP3 I am willing to try new auxiliary product/ service.

Conditional  
Value

VC1 If my company was being hacked, we will be more willing to try a 
cybersecurity product/ service.

VC2 If there is a promotions campaign, we will be more willing to try. 

VC3 If there is news about the hacking of companies,  we will be more 
willing to try. 
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Table 3.8.3 Question on perceived risk

Sources : Table construct by writer  

To simplify the analysis process, the questions used a reverse format. All the 

questions were asked in negative wordings as showed as 3.8.3. 

When I purchase a cybersecurity product/ service for my company, I am afraid I will /
there is: 

Time Risk

RT1 Spend lots of time to look for a suitable product/ service. 

RT2 Take me lots of time to communicate with the supplier.

RT3 Take lots of time to install. 

RT4 Needs lots of time to learn how to use. 

Privacy Risk

RP1 Share my company information to others without our consent. 

RP2 Our data will be out of control after installation. 

RP3 Our client’s data will be stolen.

RP4 Insured on the online payment method

Financial Risk

RF1 Pay a higher initial cost than the market price. 

RF2 Pay a higher maintenance cost than the market price

RF3 Unexpected huge surcharge on additional service.

RF4 Pay more than the market price.

Functional Risk 

RFC1 Insufficient in technical support while facing a technical issue. 

RFC2 Different product/ service in the promotion martial.

RFC3 Insufficient network protection of my company. 

RFC4 Difficult to compare the product/service before purchase.

Psychological 
Risk 

RPC1 Dislike the product/service 

RPC2 Have an unpleasant feeling when my company is using the 
product/service. 

RPC3 I will feel the anxiety to install the product/service.
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3.8.4.Word of mouth  

According to Dodds, Monroe and Grewal (1991), there were 4 questions 

exploring the relationship in the objective of this research.  

Table 3.5.2 Question on WoM


Sources : Table construct by writer  

As showed in table 3.5.2, there were four questions asking the WoM in the 

questionnaire. 

3.8.5.Purchase intention  

After the discussion on the literature review, this research will use the 

reference from Dodds, Monroe and Grewal (1991) in the questionnaire 

questions. 

Table 3.5.3 Question on Purchase intention


Sources : Table construct by writer  

As showed in table 3.5.3, there were three questions asking the purchase 

intention in the questionnaire. 

When I purchase cyber security product/service for my company,

WOM

W1 I will seek advice from my friends.

W2 I will seek advice from my business partners.

W3 I trust the comments from different social media. 

W4 I trust the user comments from the official website of the product/
service provider.

Purchase 
intention 

PI1 I will purchase a cybersecurity product in the near future.

PI2 I will recommend my friends or partners to purchase 
cybersecurity product/service in the near future. 

PI3 I will purchase a cybersecurity product in the near future, even 
when the price goes up.
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3.9.Survey  

In the survey, there were be five options for most of the question which is the Likert 

scale (Likert, 1932). From 1-5, that meant strongly disagree, partly disagree, 

neutral, partly agree and strongly agree. 

After drafting the questionnaire, there are different process and tools had been used 

to improve the accuracy of the data to be collected. In the below section, we will 

discuss the focus group test, pilot test and other tools in SPSS that show the survey 

results are correct.  

3.9.1.Focus group  

O’Brien (1993) suggested that focus groups help develop a quantitative 

survey in two ways. Focus group can provide an idea of how to improve the 

word choice and content to fit the style of the targeted audience. These 

provided a better understanding and better delivery of the key message of 

the questionnaire and gain better results. 

During the focus group discussion, participants suggested some changes to 

the numbering methods made confusion when answering the questions. 

Some wording, like question 4, which was “ I will believe the comments from 

different social media”, was changed to “ I trust the comments from different 

social media”.  
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Table 3.9.1 Focus group study result


Sources : Table construct by writer  

In this surveys, there was one round of focus group performed. The six focus 

group participants were members of the Junior Chamber of Commerce, they 

provided some key improvements to the survey questions. For example, they 

suggest replacing most of the question with more simple wordings to make 

them more reader-friendly. Table 3.9.1 showed some of the examples of the 

changes.   

3.9.2. Pilot test 

A pilot test was an invaluable component of survey research that helped 

researcher avoid error, reflected their questions and wording before official 

launch (Rothgeb, 2008). The pilot test could perform in different research, for 

example, experimental research would do several rounds of tests to test if 

the briefing notes were clear and easy to understand base on the 

educational background of the participants. 

Questions Before After Improvement 

4 I will believe the comments 

from different social media.

I trust the comments from 

different social media.

Deliver the message in. 
a more direct way.

8 The product/service will take 
lots of time to install. 

Take lots of time to install. Shorten the sentence 
and make it easier to 
read

11 Once we installed the product/
service, our data will be out of 
control. 

Our data will be out of control 
after installation

Shorten the sentence 
and make it easier to 
read  

18 My company will not get 
technical support while facing 
a technical issue. 

Insufficient in technical 
support while facing a 
technical issue. 

Replace “will not get” 
by “insufficient” to 
provide more accurate 
meaning

31 The product/ service brings a 
sense of safety to my 
company 

Provide a safety feeling. Use direct sentence to 
send clear message. 

33 My company staff will feel 
confident about network 
safety. 

Provide a new service 
environment.

Replace the staff’s 
feeling using the new 
service environment.
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In this surveys, the pilot test had been performed 1 month before the official 

launch.  

Table 3.9.2 Reliability test result of pilot test 


Sources : Table construct by writer  

There were 20 participants in the pilot test (Isaac and Michael, 1995). The 

result was positive and passed the reliability test as showed in table 3.9.2.  

3.10.Summary  

This chapter showcased the tools used to design the survey to collect the data from 

targets. From the questions asked, the analysis methods and the survey drafting 

process. The survey had been translated to Traditional Chinese to provide a better 

understanding of questions to targets. After the translation, the question had been 

turned into digital formation and uploaded to google drive and sent out.  

Cronbach's α Number of items

Perceived Value 0.902 15

Perceived Risk 0.919 19

WOM 0.745 4

Purchase intention 0.857 3
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4. Research Results  

In this chapter of the study, the tools mentioned above was used to bring out the result of 

the survey done. The survey conducted from January to March 2021. There are a total of 

126 responses collected from targets. There are no missing data or answer in the 

samples.   

4.1. Descriptive statistics 

Due to COVID -19 and the lockdown of Hong Kong, the chance of having business 

or social meeting decrease, the ways of collecting response is limited. The sample 

size of the survey failed to reach the ideal target, which was larger than 384.  

Refer to section 3.4.2, Green (1991) suggested the sampling size had to be larger 

than 74 in the context of this survey. As the total number of responses is 126, which 

is larger than 74, the sample counted as an effective sample.  

The case summary showed the mean, standard deviation of the constructs 

proposed to put an effect on purchase intention. The average of all questions had 

been used to provide a better picture in further discussion. 

4.1.1.Demographic  

There were questions of the survey to understand the industry and company 

size of the participants. All the participants that finished the surveys were 

assumed to work at SME in Hong Kong and had the right to decide which 

cybersecurity product or service that their company might purchase. This 

was the filtering question to only allow the participants were answering on 

behalf of a Hong Kong SME. The results listed as follow.  
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Figure 4.1.1  Distribution of the participants




   Sources : Figure construct by writer 

For all participants who joined the survey, 97 (77%) of the participants’ 

company is non-manufacturing firms and 28 (23%) is manufacturing as 

shown in figure 4.1.1. Compare with the data listed in SUCCESS HKSAR 

(2021), there were 2.8% of the whole pool of SMEs is manufacturing firm in 

Hong Kong.  

4.1.2.Perceived value 

The result of each construct was discussed separately to provide a better 

understanding to readers. The summary listed at the end of this section. 

 Table 4.1.1 Descriptive statistics of perceived functional value


Sources : Table construct by writer 

Listed in table 4.1.1, there are three questions asking the participants about 

the perceived functional value with the average range of 4.29 to 4.35. The 

higher average score was “ VF1, Ease to use” which meant user-friendly is 

Code Questions Mean Standard deviation 

Functional  
Value

VF1 Ease to use. 4.35 0.823

VF2 Increase the productivity of 
my company. 4.3 0.879

VF3 Enhance our service quality. 4.29 0.859
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important for cybersecurity product or service. The range of standard 

deviation was 0.823 to 0.79, which was in the acceptable range (Ali and 

Bhaskar, 2016). All result are high, meaning functional value was an 

important concern in cybersecurity service/ product.  

Table 4.1.2 Descriptive statistics of perceived social value


Sources : Table construct by writer 

As shown in Table 4.1.2, three questions were asked about the perceived 

social value that the participants perceived. The range is 4.07 to 4.18 with 

the highest average is VS3 Build a positive image. The standard deviation 

ranged from 0.871 to 0.956, which is lower than 1. The result is acceptable 

(Ali and Bhaskar, 2016). As the means of all 3 question is above 4, meaning 

more than average participants think social value is a concern when making 

discussion.  

Table 4.1.3 Descriptive statistics of perceived emotional value 


Sources : Table construct by writer 

For emotional value, there are also 3 questions, the range is between 3.72 to 

4.4, with the standard deviation ranged 0.792 to 1.017. For “VE3 Provide a 

new service environment “, the standard deviation is higher than 1 and the 

lowest mean among these three questions. As shown in table 4.1.3, the 

Code Questions Mean Standard deviation 

Social value

VS2 Differentiate our product/ 
service from the competitors. 4.18 0.871

VS3 Build a positive image. 4.17 0.956

VS1 Increase our acceptance by 
clients. 4.07 0.931

Code Questions Mean Standard deviation 

 Emotional 
value

VE1 Provide a safety feeling. 4.4 0.792

VE2 Provide a joyful experience. 4.06 0.927

VE3 Provide a new service 
environment. 3.72 1.017
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standard deviation of emotional value is under 1, the case classified as 

acceptable (Ali and Bhaskar, 2016).  

Table 4.1.4 Descriptive statistics of perceived epistemic value


Sources : Table construct by writer 

For epistemic value, 3 questions had been included in the questionnaire 

listed in table 4.1.4, the range is between 3.37 to 3.94, with the standard 

deviation ranged 0.817 to 1.085. In these three questions, there are two 

questions “ VEP1 I am willing to try a new product /service” and “ VEP3 I am 

willing to try new auxiliary product/service” with standard deviation higher 

than 1, which mean the distribution was widen but acceptable (Ali and 

Bhaskar, 2016) . 

Table 4.1.5 Descriptive statistics of perceived conditional value


Sources : Table construct by writer 

There were 3 questions that had been included in the questionnaire for 

conditional value as shown in table 4.1.5, which set the range between 3.82 

to 4.33 and the standard deviation ranged 0.810 to 1.023. The question” VC2 

Code Questions Mean Standard deviation 

Epistemic 
value

VEP3 I am willing to try new auxiliary 
product/ service. 3.97 1.085

VEP1 I am willing to try a new product/
service 3.94 1.017

VEP2 It will satisfy my curiosity. 3.37 0.817

Code Questions Mean Standard deviation 

Conditional  
Value

VC1

If my company was being 
hacked, we will be more willing 
to try a cybersecurity product/ 
service.

4.33 0.810

VC3
If there is news about the 
hacking of companies,  we will 
be more willing to try. 

4.17 0.728

VC2
If there is a promotions 
campaign, we will be more 
willing to try. 

3.82 1.023
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if there is a promotion campaign, we will be more willing to try” had a 

standard deviation larger than 1, the result means the data is disturbed in a 

wider range and acceptable (Ali and Bhaskar, 2016). The question “ VC1 If 

my company was being hacked, we will be more willing to try a cybersecurity 

product/ service.” had the highest mean that participants took this conditional 

seriously.  

Table 4.1.6 Descriptive statistics of perceived value


  Sources : Table construct by writer 

Table 4.1.6 showed that the means of all results related to perceived value is 

4.16 and the standard deviation of the sum of all questions is 0.58, which is 

less than 1, state that the distribution of the answer is normal. Among all the 

individual questions, some of those had a standard deviation of over 1. The 

maximum mean of all question under perceived value is 4.4 and the 

minimum is 3.37, which made the range is 3.37 to 4.4.  

4.1.3. Perceived risk 

The result of each construct was discussed separately to provide a better 

understanding to readers. The summary listed at the end of this section. 

Mean Standard deviation 

Social value 4.14

4.16

0.780

0.58

Functional  value 4.13 0.761

Conditional  value 4.11 0.694

 Emotional value 4.06 0.767

Epistemic value 3.76 0.757
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Table 4.1.7 Descriptive statistics of perceived time risk


Sources : Table construct by writer 

Time risk was measured by 4 questions and the result listed in table 4.1.7. 

The range set between 3.33 to 3.94. The lowest value is “RT3 Take lots of 

time to install”. The question asked them about the time might spend got the 

highest mean among these 4 questions reflecting the importance. The 

standard deviation value is from 0.842 to 1.164, which can support the 

analysis(Ali and Bhaskar, 2016).  

Table 4.1.8 Descriptive statistics of perceived privacy risk 

Sources : Table construct by writer 

There were four questions measuring privacy risk in the survey and the result 

listed in table 4.1.8 with the range between 3.37 to 3.56. The largest value is 

“RP2 Our data will be out of control after installation” while the lowest is “RP4 

Insured on the online payment method.” The standard deviation value of all 

four questions was higher than 1, which is from 1.151 to 1.306 can be used 

in further analyses (Ali and Bhaskar, 2016). 

Code Questions Mean Standard deviation 

Time Risk

RT1 Spend lots of time to look for a 
suitable product/ service. 3.94 0.842

RT2 Take me lots of time to 
communicate with the supplier. 3.67 0.978

RT4 Needs lots of time to learn how 
to use. 3.52 1.164

RT3 Take lots of time to install. 3.33 1.003

Code Questions Mean Standard deviation 

Privacy Risk

RP2 Our data will be out of control 
after installation. 

3.56 1.197

RP1 Share my company information 
to others without our consent. 

3.52 1.249

RP3 Our client’s data will be stolen. 3.37 1.306

RP4 Unsecured online payment 
method

3.17 1.151
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Table 4.1.9 Descriptive statistics of perceived financial risk


Sources : Table construct by writer 

The financial risk was asked through 4 questions in the questionnaire as 

showed in table 4.1.9. The highest average is 3.63 and the lowest is 3.46. 

Participants were most concerned about the unexpected cost of 

cybersecurity product and service. The standard deviation of RF1 and RF2 

were lower than 1 and higher than 1 in RF3 and RF4. All four result were in 

the acceptable range for analysis (Ali and Bhaskar, 2016). 

Table 4.1.10 Descriptive statistics of perceived functional risk


Sources : Table construct by writer 

Table 4.1.10 showed that functional risk was asked through four questions in 

the questionnaire. The highest average was 3.64 and the lowest is 3.46. 

Overviewing the standard deviation, all 4 questions’ standard deviation value 

is around 1, the answer was representing the population (Ali and Bhaskar, 

Code Questions Mean Standard deviation 

Financial Risk

RF3 Unexpected huge surcharge 
on additional service. 3.63 1.108

PF2 Pay a higher maintenance 
cost than the market price 3.61 0.980

RF1 Pay a higher initial cost than 
the market price. 3.51 0.970

RF4 Pay more than the market 
price. 3.46 1.025

Code Questions Mean Standard deviation 

Functional Risk 

RFC1 Insufficient in technical support 
while facing a technical issue. 3.64 1.099

RFC3 Insufficient network protection 
of my company. 3.56 1.121

RFC4
Difficult to compare the 
product/service before 
purchase.

3.52 1.122

RFC2 Different product/ service in the 
promotion martial. 3.46 1.017

Page  of 54 118



2016). In functional risk, participants were seen to care about the technical 

support most as the mean value was the highest. 

Table 4.1.11 Descriptive statistics of perceived psychological risk  

Sources : Table construct by writer 

The psychological risk was asked through four questions in the 

questionnaire. The highest average is 3.10 and the lowest is 3.33. The 

question asked about unpleasant feeling had the highest mean compare to 

the other two questions. As showed in table 4.1.11 that overviewing the 

standard deviation, all 3 questions’ standard deviation value is near 1, the 

answer can use the represent the population (Ali and Bhaskar, 2016). 

Table 4.1.12 Descriptive statistics of perceived value 

Sources : Table construct by writer 

Table 4.1.12 shown that the means of all results related to perceived risk is 

3.46 and the standard deviation of the sum of all questions is 0.691, which is 

less than one, state that the distribution of the answer is normal. Among all 

the individual questions, some of those had a standard deviation equal to 1. 

Code Questions Mean Standard deviation 

Psychological 
Risk 

RPC2 Have an unpleasant 
feeling when my company 
is using the product/
service. 

3.33 1.049

RPC1 Dislike the product/service 3.10 1.155

RPC3 I will feel the anxiety to 
install the product/service.

3.07 1.121

Mean Standard deviation 

Time Risk 3.61

3.46

0.764

0.691

Financial Risk 3.55 0.88

Functional Risk 3.55 0.867

Privacy Risk 3.36 0.984

Psychological Risk 3.16 1.00
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The maximum mean of all question under perceived value is 3.61 and the 

minimum is 3.16, which made the range is 3.16 to 3.61. The time risk had the 

highest mean of all construct which is 3.61.  

4.1.4.WoM 

Table 4.1.13 Descriptive statistics of WoM


Sources : Table construct by writer 

Table 4.1.13 shown that the means for WoM is 3.95. The standard deviation 

of all four questions is under 1, that means the data is in acceptable range in 

term of distribution (Ali and Bhaskar, 2016). The range of mean is from 3.63 

to 4.29. The WoM factor defined in chapter 3 related it to 4 questions. 

Questions W1 and W2 had a higher mean which is above 4.2 compare to 

W3 and W4 which is around 3.63.  

4.1.5.Purchase intention 

Table 4.1.14 Descriptive statistics of purchase intention


Code Questions Mean Standard deviation 

W2 I will seek advice from my business 
partners. 4.29

3.95

0.747

0.566

W1 I will seek advice from my friends. 4.26 0.671

W3 I trust the comments from different social 
media. 3.64 0.805

W4 I trust the user comments from the official 
website of the product/service provider. 3.63 0.758

Code Questions Mean Standard deviation 

PI1 I will purchase a cybersecurity product in the 
near future. 3.89

3.83

0.751

0.730PI2
I will recommend my friends or partners to 
purchase cybersecurity product/service in 
the near future. 

3.90 0.798

PI3 I will purchase a cybersecurity product in the 
near future, even when the price goes up. 3.80 0.858
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Sources : Table construct by writer 

Table 4.1.14 displayed the descriptive statistics of the response of purchase 

intention. The mean of the purchase intention is 3.83, with the range of each 

question is 3.8 to 3.9. The standard deviation of the average purchase 

intention is 0.73, the distribution is a normal distribution as the value is under 

1 which is acceptable (Ali and Bhaskar, 2016).  

4.2. Reliability  

There are in total 42 questions asked in this survey, forty-two questions fell into 3 

independent variable and one dependant variable. The result of all four independent 

variables passed 0.7 at the reliability test. The result was consistent with the data 

collected from the pilot test performed before the surveys. Cronbach's α was the 

tools used to test the reliability. 

Table 4.2.1 Reliability test result on perceived value


Sources : Table construct by writer 

As shown in table 4.2.1, there are 3 questions for each construct to develop the 

factor of perceived value. In total 15 questions, the range of the Cronbach’s α value 

was 0.727 to 0.872. The reliability of the perceived value is 0.920. For all the value 

result that passed 0.7, the result stated to be reliable.  

Construct Number of Question Cronbach's α 

Functional value 3 0.872

0.920

Social value 3 0.805

 Emotional value 3 0.788

Epistemic value 3 0.787

Conditional value 3 0.727
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Table 4.2.2 Reliability test result on perceived risk


Sources : Table construct by writer 

In table 4.2.2, we can see there are in total 19 questions asked about perceived 

risk. The range of the Cronbach's α value is from 0.758 to 0.887, while the value of 

time risk is the lowest. The Cronbach's α of the perceived risk is 0.926 so that all the 

result passed the reliability test.  

Table 4.2.3 Reliability test result on WoM


Sources : Table construct by writer 

Table 4.2.3 showed there were four questions to review the point of view on WoM 

related to cybersecurity product or service. The question passed the reliability test 

with Cronbach's α value higher than 0.703.  

Table 4.2.4 Reliability test result on purchase intention


Sources : Table construct by writer 

Listed in table 4.2.4, there are three questions asked the participants about their 

view of purchase intention. As a dependant variable, the reliability test result shows 

the Cronbach's α is 0.828, passed the test, implying that the result was consistent 

with the pilot test result.  

Construct Number of Question Cronbach's α 

Time risk 4 0.758

0.916

Privacy risk 4 0.815

Financial risk 4 0.887

Functional risk 4 0.806

Psychological risk 3 0.871

Factor Number of Question Cronbach's α 

WoM 4 0.703

Factor Number of Question Cronbach's α 

Purchase intention 3 0.828
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4.3. Correlation analysis 

This chapter explored the correlation between the independent variable and 

dependant variable. Pearson 2-tailed analysis was used in this analysis. 

 Table 4.3.1 Correlation analysis between perceived value and purchase intention


Sources : Table construct by writer 

Table 4.3.1 showed the correlation between all construct that forms perceived 

value. All the construct appeared to have a relationship with perceived value, as all 

the sig. (2-tailed) value is 0.000. The result showed all the proposed are relevant to 

the purchase intention of the participants. Among all the constructs, conditional 

value showed the highest relationship with perceived value with the value 0.536.   

There was also a strong correlation between individual construct. As the relations 

had no contribution to the research topic and objective, there would not be any 

discussion about those relationships.  
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 Table 4.3.2 Correlation analysis between perceived risk and purchase intention


Sources : Table construct by writer 

Table 4.3.2 listed the correlation between all constructs that form perceived risk 

suggested in chapter 2. The only correlation that showed a positive relationship is 

the relationship between perceived financial risk and purchase intention. The 

Pearson correlation value is 0.269, interpreted as a weak positive relationship 

between perceived financial risk and purchase intention. Same as perceived value, 

this section was not meant to discuss the relationship among all the constructs 

under perceived risk.    

Table 4.3.3 Correlation analysis between WoM and purchase intention


Sources : Table construct by writer 
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Table 4.3.3 showed the correlation between WoM and purchase intention. As the 

Sig. value was 0, there was a correlation relationship between WoM and purchase 

intention.  

As there were different construct involved in this surveys and the above correlation 

test supported that not all the construct in a single factor have correlated with the 

purchase intention. In the coming discussion, the average value of all the construct 

of perceived value and perceived risk would be used. For the test of significance, a 

two-tailed analysis would be performed. 

 Table 4.3.1 Correlation analysis of all independent variables and purchase intention


Sources : Table construct by writer  

The statistical result shown in 4.3.1 provided an overview of correlation among all 

the variable. The purchase intention as a dependant variable had a positive 

relationship with both WoM and perceived value by having 0.000 in Sig. (2-tailed) 

which is less than 0.05. The relationship of both WoM and perceived value with 

purchase intention is a moderate positive linear relationship. There was a 

relationship between perceived risk and purchase value which were a weak positive 

relationship, with the Sig ( 2-tailed ) was less than 0.05. As the questions of 
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perceived risk were in reserve as mention in chapter 3, the relationship was a weak 

negative linear relationship.  

Other than purchase intention, there was also a strong relation between WoM with 

perceived value and perceived risk with perceived value. The Pearson correlation of 

WoM with perceived value was 0.590, with Sig. (2-tailed) 0.000.  

4.4. Regression analysis 

This section presented the regression analysis from the data collected in the 

surveys. Building a regression model helped to achieve the research objective, to 

identify the relationship between factors that apply to the SMEs market in Hong 

Kong. There were three rounds of a regression performed in this section and all the 

regression used the average value of all the factors. 

Table 4.4.1 Model summary for regression analysis (First-run)


Sources : Table construct by writer 

The first step of performing a regression is to check the data variation that could be 

interpreted by the model. As shown in Table 4.4.1, the R2  value was 0.332 which 

imply that the model had 33.2% of data that could be interpreted by this regression. 

 Table 4.4.2 ANOVA of the regression analysis (First-run)


Sources : Table construct by writer 
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The next step was to check the Sig, as showed in table 4.4.2, the Sig = 0.000, 

which was less than 0.05 as shown in table 4.4.2. The regression medal was overall 

significant in this study.  

Table 4.4.3 Regression coefficient of analysis (First-run)


Sources : Table construct by writer 

In table 4.4.3, the regression model showed the only average condition value had a 

sig lower than 0.05, which implied the result was not significant to the regression 

model upon purchase intention. Some element was deleted in the next round of 

regression analysis. Due to the number of element, the first element perceived 

epistemic value which had the Sig value as 0.940 would be deleted in the re-run. 

Table 4.4.4 Model summary for regression analysis (Second-run)


Sources : Table construct by writer 
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Table 4.4.5 ANOVA of the regression analysis (Second-run)


Sources : Table construct by writer 

In the re-run test result showed in table 4.4.4, the R2 was valued 0.338, similar to 

the first run, which implied the regression result can represent 33.8% of the result. 

With the Sig value was 0.000 as showed in table 4.4.5, the re-run test result was a 

result is significant in this run.  

Table 4.4.5 Regression coefficient of analysis (Second-run)


Sources : Table construct by writer 

Table 4.4.5 listed the result in the re-run. The Sig value of all the elected elements 

was higher than 0.05 except the perceived conditional value, which was not 

significant to the model. All the elements that had over 0.05 Sig value were be 

deleted one by one in the coming regression test. For the clear presentation, the 
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process would not be shown in the coming section, only the final result would be 

discussed.  

Table 4.4.6 Model summary for regression analysis (Final-run)


Sources : Table construct by writer 

Table 4.4.7 ANOVA of the regression analysis (Final-run)


Sources : Table construct by writer 

Table 4.4.8 Final Element eliminated from the regression test


Sources : Table construct by writer 

Order to eliminate Construct 

1 Perceived Psychological Risk 

2 Perceived Social Value

3 Perceived Functional Risk

4 Perceived Privacy Risk

5 Perceived Financial Value

6 Perceived Time Risk

7 Perceived Financial Risk

8 WoM
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Table 4.4.6 showed the final run result of the regression analysis, the R2  value is 

0.328, which meant 32.8 % of the result can be explained by this analysis. The Sig 

value showed in table 4.4.7 stated that the regression is 0.000, which meant the 

model can represent the data. The order of element deleted as shown in table 4.4.8 

Table 4.4.9 Regression coefficient of analysis (Final-run)


Sources : Table construct by writer 

In the final run analysis test result listed in table 4.4.9, the perceived emotional 

value had a perceived conditional value from regression relationship with the 

purchase intention with the Sig value 0.002 and 0.00. In this case, the question of 

the analysis presented as below :  

PI = 1.064 + 0.251VE + 0.425VC  

Where PI = Purchase intention,  VE = Perceived Emotional Value and VC = 

Perceived Conditional Value. 

Figure 4.4.1 Re-run correlation analysis of construct of perceived risk
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Sources : Figure construct by writer 

Figure 4.4.2 Re-run correlation analysis of construct of perceived risk


Sources : Figure construct by writer 

Figure 4.4.1 showed the distribution of the result. By observation, the result was 

appeared to be right skewness. The skewness was caused by one outliner on the 

left. Apart from the outliner, the distribution appeared to be a normal distribution. 

Figure 4.4.2 showed the scatterplot graphic is averagely spread in the session. 

There was no significant linear relationship shown in figure 4.4.2.   

4.5. Hypothesis 

Figure 4.5.1 The research framework 
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Sources : Figure construct by writer 

Table 4.5.1 Research hypothesis test result 


Sources : Table construct by writer 

Figure 4.5.1 showed the summary of the surveys. Table 4.5.1 showed the result of 

the test, H1: Perceived value positively influence the purchase intention of SME in 

purchasing (Payne and Holt, 2001) was partially passed the assumptions. However 

others two ass H2: Perceived risk negatively influence the purchase intention of 

SME in purchasing (Kim, Kim and Leong, 2005) and H3: WOM positively influence 

the purchase intention of SME in purchasing cybersecurity products or services had 

no data to pass the regression test (Sa’ait, Kanyan and Nazrin 2016).  

Code Research hypothesis Test result 

H1+ Perceived value positively influence the purchase intention of 
SME in purchasing

Partially Passed 

H2 - Perceived risk negatively influence the purchase intention of 
SME in purchasing

Not Passed

H3+ WOM positively influence the purchase intention of SME in 
purchasing cybersecurity products or services

Not Passed
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5. Conclusion and recommendation 

The research question of this dissertation was to explore the factor that affects the 

purchase intention of SMEs on cybersecurity product or service. In chapter 1, the 

background overview with the research question had been stated. The literature review 

discussed different literature point of view on factors related to the research topic. A survey 

was designed that aim to collect first-hand data of SMEs on the purchase intention about 

the research questions.  

In chapter 4, SPSS was used to perform a series of analysis to test the reliability and the 

relationship of all 3 independent variables with dependant variable. There were 

recommendations and a summary of this dissertation presented in this chapter. The 

detailed summary of surveys, research objective and research questions were presented 

in the coming section. 

5.1. Conclusion 

The research questions had been answered throughout this dissertation. On the 

question “Which was what is the driver when SMEs purchase cybersecurity 

products or service?” By industry overview and literature review performed in 

chapter 1 and 2, the key driver of SMEs to purchase cybersecurity intention are 

perceived value, perceived risk and Word-of month.  

On how those factors affect the decision making, there was a hypothesis setup 

which is perceived value and WoM form a positive relationship with purchase 

intention yet perceived risk form negative relationship with purchase intention. In the 

survey performed to test the hypothesis, the survey supported that there was a 

strong regression relationship between perceived value and purchase intention. 

That meant for more value SMEs perceived to have the higher the intention for 

them to purchase such service. Looking into the survey's result of 5 constructs of 
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perceived conditional value and perceived emotional value appeared to forms the 

strongest positive relationship with the purchase intention. The question VC1, which 

is “If my company was being hacked, we will be more willing to try a cybersecurity 

product/ service.” show the highest marks among the three questions asked. For 

perceived emotional value, the question “VE1 Provide a safety feeling.” ranked the 

first among the three questions asked. 

The result showed SMEs might only consider investing more on purchase 

cybersecurity if they got hacked by hacker and need a sense of safety, which 

consistent with the behaviour described in different news and research. Trend Micro 

(2020) shared the same insight, which was company will only realise the 

importance of enhancing cybersecurity after they faced the loss of cyberthreat. 

Former FBI director Stacy Cowley used the statement to warn the company saying 

that there were two types of company in the worlds, those have been hacked and 

those will be (Cowley and July 2012). The result of the research aligned with the 

point of view of different service provider and regulator worldwide. 

There was a recommendation on each factor that service provider should consider 

take to help them promote cybersecurity service more effectively.  

5.2. Recommendation  

As there are proofed relationship between purchase intention and perceived value, 

service or product provider are suggested to take a deeper look of the benefits 

customer can feel before their purchase.   

The topic ranking related to the perceived value was feeling safe in emotional value 

(4.4) and consider to purchase if they got hacked in conditional value (4.35).  

For the emotional value, the service provider can consider doing more case sharing 

of existing customer. Take Hong Kong Hospital Authority as an example, in 

February 2019, they got an organised cyber-attack (Hospital Authority HKSAR, 
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2019). They successfully stop the attack after two weeks of searching and system 

upgrade. While they are busy handling the event after the attack, they give out their 

case details for the public to study and investigate. Case sharing is one of the tools 

to make the potential client trust their brand and work (Liou, 2016). Also, they can 

consider setting up a physical area to provide a sense of safety when a client 

comes to visit their office.   

Figure 5.2.1 Network attack map


 Sources : Checkpoint (2021) 

Companies can consider building more visual effect on the protection model. Take 

Checkpoint, DDoS data and FireEye as an example, they provide a live map for the 

public to see the attack happening. This live attack map is like eye candy (Ragan, 

2017). Ragan also suggested that a map is a good tool to helps the potential 

customer visualise the attack to increase their sense of perceived conditional value.  

To add the above element into sales flow, service providers can consider doing 

more visual demo on the attack flow, the live demo not necessary a system, but can 

be recording stream video. The streaming video will help non-industry customer to 

understand the real-life case happing in the world. 
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To provide a further sense of safety, service and product providers might consider 

getting certificates to accredit their service and staff level.  

Table 5.2.1 List of accreditation to enhance customer sense of safety  

Sources : Table construct by writer 

As listed in table 5.2.1, getting the accreditation would help customer to understand 

the skill level of the service provider’s staff, which would enhance the sense of 

safety.  

There were many others action could be taken to tackle the customers' needs. One 

of the key elements was to educate customers on the cybersecurity industry and 

events that happened in other countries, which overall increased the awareness of 

SMEs.  

5.3.Limitation of the study 

There are some limitation and factors that might affect the result of the study, To 

highlight them in this section would provide suggestion to improve the accuracy of 

the research. 

First, the research topic is the purchase intention of SMEs toward cybersecurity 

service or product in Hong Kong. The number of literature and news about the 

Name Content For 

Offensive 
Security Certified 
Professional (OSCP)

A certification that focuses on hands-on offensive 
information security skills.

Staff

Certified Information 
Systems Security 
Professional (CISSP)

an information assurance professional who defines 
the architecture, design, management and/or 
controls that assure the security of business

Staff

Certified Information 
Systems Auditor (CISA)

A globally recognized certification for IS audit 
control, assurance and security professionals. 

Staff

ISO 27001 A widely known ISO, providing requirements for an 
information security management system (ISMS), 

Company
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market of Hong Kong is limited. Since most of the purchase intention study in Asia 

were focus on China or Southeast Asia market, the differences in culture and 

business operation will lead to not accurate target factor to consider.   

Secondly, the sampling methods may not be generalised according to a specific 

population. Other factors such as the industry of the company, the actual size of the 

company might also affect the answer of the questionnaire. Some study suggested 

that the education background, company cybersecurity history will also affect the 

purchasing behaviour of companies(Madahi and Sukati, 2012). Yet, due to the 

limitation of scale and research method, the detailed relationship between these 

factors will not be discussed in this dissertation.  

The year 2020 to 2021, the business sector was heavily impacted by the 

COVID-19. The impact on the business can seriously affect the purchasing 

behaviour of service and product. As the impact on the company will be different by 

industry, this research will not be cover the impact of COVID-19. Further research 

on COVID-19 should be conducted since the pandemic of COVID-19 is one of the 

biggest game changers in the last decades. 

Also, the researcher conducted these experiments by using hypothetical scenarios, 

it may not fully represent purchasing behaviour on cybersecurity product and 

service. Other researchers are suggested to conduct more related research using 

other hypotheses. 

5.4. Impact of business 

The I.T. industry of Hong Kong has always been left behind (Hammond and 

Ruehl,2020). Together with its cybersecurity education, Hong Kong Government 

had been promoting public awareness of cybersecurity (CIFO HKGOV, 2021). 
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However, the cybersecurity readiness of SMEs in Hong Kong is decreasing (Chik, 

2019).  

This dissertation would provide insights that benefit product and service providers, 

for examples StormEye.io, Maximus Consulting and Guardforce. The insight 

included the key movers of the purchase and concerns. Furthermore, this 

dissertation also helps to eliminate some factors the general public may think will 

affect purchase intention, like the time risk and financial risk. Service and product 

provide wouldn’t have to consider to put sales and promotion on their service as the 

result of this discretion.  

For service and product provider currently not in Hong Kong, this insight can help 

them to put a key element on their overall planning to start a business in Hong 

Kong, for example, Splunk and IBM. When they consider expanding the Hong Kong 

market, they might consider their perceived value toward the SMEs market.  

As mentioned, local company like Stormeye can take a deeper look into this study 

and help them to better develop their business and take advantage of the potential 

growth of the cybersecurity industry.  

5.5. Recommendation on further study   

There are a few recommendations for further study, the first few will be on the 

sampling method and some will be on other researchers who want to explore more 

in some idea inspired by this discretion.  

For sampling methods, rather than using snowball methods to collect a sample, the 

further researcher should consider engaging with a larger business organisation in 

Hong Kong, for example, Hong Kong Chinese Industry & Commerce Association or 

Hong Kong Management Association. With their help, the survey can collect 

response from the more specific target and make sure there is a unique response 
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for each company. They can also help to increase the sampling size, reaching 385 

as mentioned in chapter 3.  

Another suggestion would be to perform a focus group test to collect response from 

the management of SMEs with more background information. The test suggested 

the aim to find the relationship between cybersecurity knowledge and purchase 

intention. For example, there should be a 5-10 minutes video before the focus 

group test, explained the financial impact and related law and regulations. As 

Aggarwal et al (2020) suggested that the knowledge of customer would affect the 

purchase intention from cybersecurity product.  

For a new angle to study, further studies were recommended to study the 

relationship between industry and company size. Also, the relationship between the 

number of exiting product and service with purchase intention can be studied in 

order to help business to expand in the Hong Kong SMEs market.  
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Appendix ii Details of Focus group interview 

Details of the focus group  

Interview questions 

Questions revised 

Date conduct 8 November 2020

Venue An office in Lai Chi Kok

Participant 6 People 

Duration 1 hour

Questions Answer summary

Question 
asked

1. Do you understand the instruction of the survey? The instruction is clear and easy to 
understand

2. Do you understand this survey target audience are 
the manager of Hong Kong SMEs? 

Yes, the inviting message by 
Whatapp is clear and polite

3. Do you understand all question clearly? Questions are too long and 
meaning might be confused. 

The details comment list in the 

4. Are there any improvement ? Suggested that the survey should 
add some wordings that state the 
participants can leave the surveys 
anytime they feel like too

No. Draft After adjusted Improvement 

4 I will believe the comments from 

different social media.

I trust the comments from 

different social media.

Deliver the message in. a more 
direct way.

8 The product/service will take lots 
of time to install. 

Take lots of time to 
install.

Shorten the sentence and make it 
easier to read

11 Once we installed the product/
service, our data will be out of 
control. 

Our data will be out of 
control after installation

Shorten the sentence and make it 
easier to read  

18 My company will not get 
technical support while facing a 
technical issue. 

Insufficient in technical 
support while facing a 
technical issue. 

Replace “will not get” by 
“insufficient” to provide more 
accurate meaning

31 The product/ service brings a 
sense of safety to my company 

Provide a safety feeling. Use direct sentence to send clear 
message. 

33 My company staff will feel 
confident about network safety. 

Provide a new service 
environment.

Replace the staff’s feeling using 
the new service environment.
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Appendix iii Final questionnaire 
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Appendix iv Proposal 
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Appendix v Ethic Form 
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Appendix vi Media article by Capital Magazine 

  
 Sources : Capital (2020)
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