
CHAPTER 4 - ANALYSIS 

4.1 Chapter Overview 

This chapter comprises of an in-depth discussion on the distribution of selected 

industries within sample and how well the sample represents the population of the 

research, reliability of the data collection instrument, quality of collected data and 

data analysis for hypothesis testing. 

4.2 Descriptive Statistical Analysis 

The descriptive statistical section provides details about the sample and the 

measures. The survey questionnaire was sent to 90 companies which comprises ten 

industries. As previously discussed within section 3.9 (Population and Sample 

section), order of priorities depicted in descending order are as follows; 

• Banking and financial 

• Trading and government organizations 

• Insurance industry 

• Healthcare, BPO, Education, Hotel and travel 

• Other 

Figure 4-1 displays the number of organizations selected from each industry for the 

purpose of data collection. By observing figure 4-1 depicted below and section 3.9, it 

is evident that Banking, Financial, Government and Trading industries dominate 

within the sample making it an ideal representation of the population. 
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Figure 4-1 : Industry-wise number of organization in the sample 

Further categorization was done based on the type of the organization. Following 

organization types were identified for data collection. 

• Government organizations 

• Semi-government 

• Multinational company 

• Large scale private 

• Medium scale private 

• Small scale private 

• Other 

Similarly, private organizations were given priority over government organizations. 

Figure 4-2 displays the number of organizations which fall under each type in the 

sample. 
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Figure 4-2 : Type of the organization distribution in the sample 

Figure 4-3 depicts the distribution of samples in terms of organization sizes in each 

industry. 
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Figure 4-3 : Industry and organization type distribution within the sample 

The research questionnaire was used to identify personal data collected from each 

industry. Sixteen types of personal data namely Name, Postal address, Email 

address, Telephone no., Mobile no., Gender, Date of birth, Biometric data, National 
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id no., Credit card no., Health records, Bank AC. Details, Criminal records, Tax 

Returns, Asset details and Income details were listed and queries such as "What 

personal data types are collected by them" were inquired. Figure 4-4 illustrates 

personal data types collected by each industry. 
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Figure 4-4 : Type of data collected by each industry 

The graph clearly shows that Banking, Finance, BPO, Insurance and Government 

organizations collect highest number of personal data types. Furthermore, it clearly 

depicts that Banking and Finance industries hold most number of sensitive personal 

as opposed to other industries. In addition to this, Figure 4-4 displays the fact that 

Insurance and Trading industries comparatively collect considerable amount of 
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personal data giving more importance to the above industries in turn helping to 

improve the quality of data collected. 

The sample also consists of organizations that carry out business with both corporate 

as well as the general public such as the Colombo Stock Exchange, SLECIC, 

Securities and Exchange Commission of Sri Lanka and City bank. It is important to 

take note that City bank has implemented a data protection policy. 

4.3 Pilot Survey 

Preliminary survey was conducted to identify vague areas or other concerns of the 

questionnaire to improve the quality of it before conducting the actual survey. It was 

decided to distribute the questionnaire to ten IT professionals. Their responses and 

feedback gathered on the quality, applicability and comprehensibility of the 

questionnaire. Following comments were received at the end of the preliminary 

survey. 

The scale "Very frequently (5), Frequently (4), Occasionally (3), Sometimes (2), Never (1) " 

used to in question numbers 13,16, 17, 18, 24, 22, 37, 38, 39 and 40 were changed to 

"Very frequently (5), Frequently (4), Occasionally (3), Rarely (2), Never (1)" since 

"Occasionally" and "Sometimes" are synonymous and the word "Rarely" provide 

meaning required for the research. 

Most felt that the questionnaire is too long and suggested reduction of the number of 

questions as my target audience is usually busy. Two questions were removed and 

few questions were combined to reduce the length of the questionnaire, i.e. "Does 

your organization collect additional personal information than what is required to 

facilitate services provided by your organization?" and "Do privacy concerns limit or 

curtail your organizations spending on target marketing?" listed as sub sections of 

the question number 40. 
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4.4 Reliability Test 

It is important to test the reliability of data collected by the survey, before further 

analysing them for research conclusions. Therefore, Cronbach's alpha values were 

calculated for each dimension of variables and for variables. 

'Cronbach's alpha is a measure of internal consistency, which tells, how closely 

related a set of items are as a group. A "high" value of alpha is often used as 

evidence that the items measure an underlying (or latent) construct. However, a high 

alpha does not imply that the measure is unidimensional. If, in addition to measuring 

internal consistency, and if one wish to provide evidence that the scale in question is 

unidimensional, additional analyses can be performed. Exploratory factor analysis is 

one method of checking dimensionality. Technically speaking, Cronbach's alpha is 

not a statistical test - it is a coefficient of reliability (or consistency)" [34], (Note 

that a reliability coefficient of .70 or higher is considered "Acceptable" in most 

social science research situations.) 

A commonly accepted rule of thumb for describing internal consistency using 

Cronbach's alpha is as follows: 

Cronbach's alpha Internal consistency 

a >.9 Excellent 
.9 > a > .8 Good 

.8 > a > .7 Acceptable 

. 7 > a > .6 Questionable 

.6 > a > .5 Poor 

.5 > a Unacceptable 

Figure 4-5 : Interpretation of Cronbach's alpha values 
Source : George, D., and Mallery, P. (2003). SPSS for Windows step by step: A simple 
guide and reference. 11.0 update (4th Ed.). Boston: Allyn & Bacon. 
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4.4.1 Cronbach's alpha values for Independent variables 

Cronbach's alpha value for each variable was calculated considering the questions 

prepared to measure dimensions of the variable. "Organizational Aspects" variable 

obtain the highest value as 0.908 whereas the Jurisdiction variable obtain the lowest 

value of 0.718. None of the variables obtained Cronbach's alpha value below 0.70, 

meaning that the data collected to measure variables have relatively high internal 

consistency. The table 4-1 shows the Cronbach's alpha values of independent 

variables. 

Table 4-1 : Reliability test results for the independent variables 

Variable Name Cronbach's alpha 
values 

Data 0.812 
Organizational Characteristics 0.908 
Technology Use of Organization 0.831 
Business Characteristics 0.812 
Customer Characteristics 0.802 
Jurisdiction 0.718 

4.4.1.1 Data 

Variable "Data", is measured using six dimensions as:-

• Privacy Implications of data 

• Purpose of collecting data 

• Who collects data / Data Holder 

• Sensitivity of data 

• Type of data 

Data Holder dimension is used to identify type of the organization and the industry 

that organization comes under. Therefore, five scale measurement is not used in the 

question. Type of data was mainly focusing on identifying what personal data is 

being collected by organizations in Sri Lanka. Thus Cronbach's alpha value will not 

calculate for both dimensions of the variable. On the other hand Sensitivity of data 

related question, focused on identifying how secure the collected data is being 
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handled within the organization. In calculating Cronbach's alpha value such 

questions will not be considered. The Cronbach's alpha values calculated for 

appropriate dimensions are shown in table 4-2. 

Table 4-2 : Reliability test result for the dimensions of data variable 

Variable Name Question Numbers 
Cronbach 

alpha 
values 

Privacy Implications of data 14,17, 18a, 18b, 18c,18d 0.797 
Purpose of collecting data 20b,20c,20d,21 b,21 c,21 d 0.821 
Who collects data / Data Holder 1 N/A 
Sensitivity of data 3,40 a N/A 
Type of data 2 N/A 

Cronbach's alpha value of 0.705 was obtained for "Purpose of collecting data" with 

question Nosl9, 20a, 20b, 20c, 20d, 21 a, 21b, 21c, 21d as shown in table 4-3. 

Table 4-3 : Reliability statistics - purpose of collecting data 
Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha Based on 
Standardized Items N of Items 

.705 .714 9 

The table 4-4 was obtained after calculating Cronbach's alpha value by removing 

20a, 21a questions. It further displays that 0.821 which is the highest value for the 

data set can be achieved by removing question number 19. Therefore, above three 

questions were removed from the final dataset used in hypothesis testing. 

Table 4-4 : Question wise reliability statistics- purpose of collecting data 
Item-Total Statistics 

Scale Mean if Item 
Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Squared Multiple 
Correlation 

Cronbach's Alpha 
if Item Deleted 

Q19 17.3667 24.842 .054 .041 .821 

Q20 b 16.9667 19.561 .580 .653 .689 

Q20 c 16.9444 18.682 .684 .711 .662 

Q20 d 17.3000 20.055 .526 .415 .702 

Q21 b 17.4111 21.368 .597 .681 .694 

Q21 c 17.6556 21.981 .538 .675 .706 

Q21 d 17.6889 22.217 .453 .421 .720 
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Cronbach's alpha value of 0.797 was obtained for "Privacy Implications of data" 

dimension with the question numbers 14a, 14b, 14c, 14d, 17, 18a, 18b, 18c, 18d. The 

table 4-5 displays the Cronbach's alpha value. 

Table 4-5 : Reliability statistics - privacy implications of data 
Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha Based on 
Standardized Items N of Items 

.797 .794 9 

The table 4-6 shows the Cronbach's alpha values that can be arrived at by removing 

individual question. Thus the result indicates that the reliability value could not be 

improved by removing any of the questions. 

Table 4-6 : Question wise reliability statistics - privacy implications of data 

Item-Total Statistics 

Scale Mean if 
Item Deleted 

Scale 
Variance if 

Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 
Q14 a 13.52 31.129 .514 .773 
Q14 b 12.97 27.830 .657 .750 
Q14 c 12.58 29.033 .612 .758 
Q14 d 12.79 28.888 .639 .754 
Q17 13.64 34.591 .485 .781 
Q18 a 14.46 34.947 .312 .798 
Q18 b 14.64 36.344 .305 .797 
Q18 c 14.60 33.726 .445 .783 
Q18 d 14.44 33.238 .402 .788 

4.4.1.2 Organizational aspects 

"Organizational Structure", "Access Control Policies", "Access Control Practices", 

"Security Measurements", "Understanding on business needs", "Capabilities of 

employees", "Employee attitudes" and "Management commitment" were identified 

as the dimension of the "organizational aspects" variable. The table 4-7 display the 

Cronbach's alpha values for each dimension. 
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Table 4-7 : Reliability test result for the dimensions of organizational aspects 

Variable Name Question Numbers Cronbachalpha 
values 

Organizational Structure 4 a, 4 b, 4 c, 4 d, 4 e 0.733 

Access Control Policies 7,8,11a, l i b , 11c, l i d , 12a, 
12b, 12c, 12d 

0.924 

Access Control Practices 9, 12a, 12b, 12c, 12d,40 a, 40 c 0.873 
Security Measurements 10,1 le, l l f , l l g , l l h 0.873 
Understanding on business 
needs 6 c NA 

Capabilities of employees 5 a, 5 b,5 c 0.910 
Employee attitudes 16 a, 16 b, 16 c, 16 d 0.770 
Management commitment 15b, 13 a 0.761 

Question number 16d was eliminated to improve Cronbach's alpha value for the 

"Employee attitudes" data set. The original value for the data set is shown in table 4-

8, 

Table 4-8 : Reliability statistics - organizational structure 

Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha Based on 
Standardized Items 

N of Items 

.696 .675 4 

When considering the table 4-9 it displays the highest Cronbach's alpha value that 

can be obtained by removing Q16d. Therefore, to improve the reliability it was 

decided to remove Question number 16d from the dataset. 

Table 4-9 : Question wise reliability statistics - organizational structure 
item-total statistics 

Scale Mean if 
Item Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Squared Multiple 
Correlation 

Cronbach's Alpha 
if Item Deleted 

Q16 a 10.16 9.391 .592 .515 .554 

Q16b 9.99 9.944 .679 .571 .493 

Q16 c 9.44 11.823 .497 .275 .621 

Q16 d 8.84 16.223 .184 .058 .770 
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4.4.1.3 Technology use of organization 

The variable was measured using three dimensions which refers as "Information 

systems used by organization", "Technological adaption and use", and "Services 

Offered by the organization". The table 4-10 display the Cronbach's alpha values for 

each dimension. 

Table 4-10 : Reliability test result for the dimensions of technology use of 

Variable Name Question Numbers Cronbach 
alpha values 

Information systems used by organization 25 a, 25 b, 25-e, 
25d 

0.829 

Technological adaption and use 26 N/A 
Services Offered by the organization 1 N/A 

The original Cronbach's alpha values obtained for the "Information systems used by 

organization"dimension was 0.779. 

Table 4-11 : Reliability statistics -"Information systems used by organization' 

Cronbach's Alpha Cronbach's Alpha Based on 
Standardized Items N of Items 

.779 .788 4 

The next table 4-12 indicate that 0.829 reliability level can be achieved by removing 

the question number 25b. Therefore, question number 25b was removed from further 

data analysis. 

Table 4-12 : Question wise reliability statistics -"Information systems used by 
organization" 

Item-Total Statistics 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Squared Multiple 

Correlation 

Cronbach's Alpha 

if Item Deleted 

Q25 a 11.59 5.279 .664 .507 .688 

Q25 b 12.23 5.709 .389 .172 .829 

Q25 c 11.64 5.063 .710 .530 .663 

Q25 d 11.93 4.917 .614 .445 .708 
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4.4.1.4 Business aspects 

"Management culture", "Understanding of customer needs", "Customer 

Relationship", "Organizational goals" and "Competition in the industry" were 

identified as the dimension of the "Organizational aspects" variable. The table 4-13 

shown below display the Cronbach's alpha values for each dimension. 

Table 4-13 : Reliability test result for the dimensions of business aspects 

Variable Name Question Numbers Cronbach 
alpha values 

Management culture 6a, 6b, 6c, 6d, 6f, 
15c, 15d, 15e, 15f 

0.855 

Understanding of customer needs 6b N/A 
Customer Relationship 22 N/A 
Organizational goals 13a N/A 
Competition in the industry 4f N/A 

4.4.1.5 Customer related 

"Perceived level of privacy", "Customer attitudes", "Benefits gained by reviewing 

personal data", "Previous Experience" and "Awareness of privacy impacts"was 

identified as the dimension of the "Characteristics of customer" variable. The table 

4-14 display the Cronbach's alpha values for each dimension. 

Table 4-14 : Reliability test resu t for the dimensions o1 • Customer 

Variable Name Question Numbers Cronbach alpha 
values 

Awareness of privacy impacts 24 NA 
Perceived level of privacy 23 a-d 0.819 
Customer attitudes 19,23 a -d ,34 0.807 
Benefits gained by reviewing personal 
data 

20a, 20b, 20c, 20d, 
21a, 21b, 21c, 21d 0.768 

Previous Experience 17, 18a-d 0.777 
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4.4.1.6 Jurisdiction 

Three dimensions were available to measure Jurisdiction variable. To measure each 

variable a single question was used. Therefore, Cronbach's alpha values were not 

calculated for the dimensions. 

Table 4-15 : Relia ?ility test result for the dependent variable 
Variable Name Question Numbers Cronbach alpha values 

Availability of laws 28 a N/A 
Applicability of law 28b N/A 
International issues 28c N/A 

4.4.2 Cronbach's alpha value for dependent variable 

The table 4-16 display the Cronbach's alpha value obtained for the dependant 

variable. 

Table 4-16 : Relia ?ility test result for the dependent variable 

Variable Name Question Numbers 
Cronbach 

alpha 
values 

Impact on Privacy concerns 29,30,31,32,33,37,38,39, 40c, 40g, 40h, 40i, 
40j, 40k, 401 

0.824 

4.5 Qualitative Analysis 

4.5.1 Access control policies and security measures with respect to personal 

data handling 

4.5.1.1 Access control policies 

To test the reaction of the companies to the question on access control policies were 

judged on the answers received from each individual company to following 

questions on employee awareness, ease of practice, support to daily work and 

usefulness to protect data. The answers were given a scale that would enable these 

answers to be categorized as in table 4-17. 
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Table 4-17 : Ratings for features of access control policies 

Do not 
know 

(1) 

Very 
poor 
(2) 

Somew 
hat 

high 
(3) 

Moderat 
ely high 

(4) 

Very 
high 
(5) 

Employee awareness 0.00% 4.44% 26.67% 27.78% 41.11% 

Ease of practice 2.22% 12.22% 25.56% 33.33% 26.67% 

Support to daily work 2.22% 7.78% 23.33% 36.67% 30.00% 

Usefulness to protect data 4.44% 3.33% 16.67% 31.11% 44.44% 

Employee awareness of the access control policies of the company is high in 68.89% 

of companies. Number of companies found that practice of these access control 

policies is easy is as high as 60%. Supportiveness of those policies to daily work of 

the company is shown to be quite high and it reached 66.67%. In fact this it showed 

that such controls supported their daily work in 66.67% in the sample. The access 

control policies also had been very useful in protecting the company data. The 

usefulness if put on a scale appear as high as 75.56% of companies in the sample. 

The figure 4-6 display the responses received at the survey in a bar chart. 

• Do not know 
0) 

• Very poor (2) 

Somewhat high 
(3) 

• Moderately high 
(4) 

• Very high 
(5) 

Employee Ease of practice Support to daily Usefulness to 
awareness work protect data 

Figure 4-6 : Access control policies of organizations 

71 



As per the figures obtained, access control policies of the company have helped them 

in protecting personal data while supporting to daily work. 

4.5.1.2 Security measures 

The security measures, with respect to personal data protection as received in the 

survey are shown in the table 4-18. 

Table 4-18 ; Ratings for security measures 
Never 

(1) 
Occasionally 

(2) 
Sometimes 

(3) 
Mostly 

(4) 
Always 

Encrypt personal data 21.11% 11.11% 14.44% 26.67% 26.67% 

Ensure proper destruction 
of personal information 6.67% 5.56% 17.78% 30.00% 40.00% 

Where data security is concerned encryption of personal data is used to a greater 

extent in more than half of the organizations. About one fifth (1/5) of the companies 

do not encrypt personal data at all the rest resort to encrypting occasionally. Proper 

destruction of personal data is practiced by 70% of the companies where as 6.67% 

never use proper methods to destroyed their customer's personal data. Furthermore, 

occasional habit of proper destruction of data is shown by 23.34% of organizations 

in the sample. 

In general most of the organizations have showed positive trend in attempt to secure 

personal data collected by them. 

4.5.2 Employee behaviour towards personal data protection 

The employee behaviour in the organization with respect to personal data protection, 

as received in the survey is shown in the table 4-19. 

Table 4-19 : Employee Behaviour towards personal data protection 

Action 
Not 

known 
(0) 

Never 
(1) 

Rarely 
(2) 

Occasi 
onally 

(3) 

Freque 
ntly 
(4) 

Very 
freque 

ntly 
(5) 

Do not share customer 
personal information with 
peers 

18.89% 12.22% 12.22% 17.78% 18.89% 20.00% 
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Inform management on 
suspicious behaviour by 
peers 

17.78% 2.22% 10.00% 30.00% 31.11% 8.89% 

Follow policies under 
pressure for high 
performance 

11.11% 2.22% 5.56% 20.00% 42.22% 18.89% 

Take every action to 
protect data 1.11% 1.11% 10.00% 15.56% 32.22% 40.00% 

From the companies who responded, 38.89% mentioned that their employees do not 

share personal data with their peers. However 18.89% of companies are not aware of 

their employees sharing or not sharing that information with peers. Rest of the 

companies was aware that it occurred rarely or infrequently. 

The receipt of information on suspected breach or misuse of personal data by the 

management is effective in only 40% of the companies that responded. 17.78% were 

not aware about this factor within their organization. There is occasional information 

brought in amongst 40% of the responsive companies and 2.22% never had such 

information to their management. 

60% of the companies mentioned that their employees adhered to the company 

policies even though they had to work under pressure for high performance. 11.11% 

of companies were not aware of the employee behaviour under pressure 2.22% of 

the companies said that there is a relaxation of data protection adherent by the 

employees due to work pressure. There is an occasional violation of company 

policies amongst 25.56% of the companies, under similar circumstances. 

In companies where every action to protect personal data is taken by employees, 

62.22% has given positive response. 1.11% did not know about the factor and in 

1.11% of companies there are no such effective personal data protection and 25.56% 

of companies there had been occasional attempts. 

When considering overall picture, the figure 4-7 indicates an unfavourable situation 

with respect to non-sharing personal data among employees. Furthermore the receipt 

of information on suspected breach or misuse of personal data by the management is 
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also shown an unfavourable situation. Thus employees showed positive behaviour in 

following organizations policies and taking actions to protect personal data. 

Do not share Inform Follow Take every 
customer management policies under action to 
personal on suspicious pressure for protect data 

information behavior by high 
with peers peers performance 

Not known (0) 

i Never (1) 

Rarely (2) 

i Occasionally (3) 

i Frequently (4) 

Very frequently (5) 

Figure 4-7 : Employee behaviour towards personal data protection 

4.5.2.1 Type wise employee behaviour of non-sharing of personal data 

The table 4-20 shown below displays the responses obtained from government, 

semi-government, private and multination sector organizations as to non-sharing of 

customer's personal data with peers. 

Govern 
ment 

Large 
Scale 

Mediu 
m 

Scale 

Multin 
ational Other 

Semi-
Govern 

ment 

Small 
Scale 

Do not know (0) 7.14% 18.75% 25.00% 20.00% 20.00% 25.00% 0.00% 
Never (1) 14.29% 15.63% 0.00% 20.00% 0.00% 25.00% 0.00% 
Rarely (2) 35.71% 6.25% 5.00% 10.00% 0.00% 25.00% 0.00% 
Occasionally (3) 14.29% 12.50% 30.00% 0.00% 40.00% 12.50% 100.00% 
Frequently (4) 7.14% 25.00% 20.00% 30.00% 20.00% 0.00% 0.00% 
Very frequently (5) 21.43% 21.88% 20.00% 20.00% 20.00% 12.50% 0.00% 
Total for (4) + (5) 28.57% 46.88% 40.00% 50.00% 40.00% 12.50% 0.00% 

The most positive behaviour was shown by 50% of the multinational companies 

responding very positive to the question. The responds of large, medium and other 

companies were displayed a 40% - 46% of achieving none sharing of personal data. 
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The employees of government and semi-government sector did not appear to be keen 

in non-sharing of the personal information with 28.57% and 12.50% of the 

organizations achieving target respectively. 

Taking the overall picture it could be observed that the companies has not achieved 

the policy of non-sharing customer's personal information by their employees to a 

satisfactory level. 

4.5.3 Frequency of security breaches and type of incidents faced by 

organizations 

4.5.3.1 Frequency of data security breaches 

40% of companies inquired that there were never a misuse of customer data, but 

60% of the companies have experience the misuse of data to a greater or lesser 

extent. The greatest frequency of misuse has occurred in 2.22% of the companies. 

Taking the overall picture it could be said that significant no of companies has faced 

incident related personal data breaches in the sample. Virtually no company is 

absolutely safe from misuse of customer's personal data. Even if a single leak of 

such data could bring in a distress situation to many. Hence, even a minute leak 

should not be considered lightly. 

Table 4-21 : Figures for incident related to misuse of personal data 

Never 
(1) 

Rarely 
(2) 

Occasion 
ally(3) 

Frequen 
tiy (4) 

Very 
frequen 
tly (5) 

Face incidents related to misuse 
of customers' personal data 40.00% 41.11% 16.67% 2.22% 0.00% 

Take actions to inform customer 
about incidents related to 
violation of their privacy 

32.22% 12.22% 10.00% 22.22% 23.33% 

In the event of breach 45.55% of the companies maintained a good practice of the 

informing the customer concerned. 32.22% of the companies do not do so. 

Therefore, confidentiality the customer place in giving their personal information 

does not appear to be maintained by the companies. 
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4.5.3.2 Type of incidents faced by organizations 

Misuse if such customer data would lead to a hazarded situation such as those 

indicated herein table 4-22. 

Table 4-22 : Type of incidents and frequency of occurrence 
Not 

known 
(0) 

Never 
(1) 

Rarely 
(2) 

Occasion 
ally (3) 

Frequent 
iy(4) 

Very 
frequentl 

y(5) 
Financial loss 37.78% 36.67% 14.44% 10.00% 1.11% 0.00% 
Life threat 36.67% 48.89% 11.11% 3.33% 0.00% 0.00% 
Mental stress 45.56% 33.33% 11.11% 10.00% 0.00% 0.00% 
Loss of 
employment 41.11% 32.22% 15.56% 7.78% 2.22% 1.11% 

The frequency of companies being aware of that customers face such situations is 

very low. One third of the companies were not aware such risk exists. 36.67% of 

companies have not caused financial loss to its customers where as 25.55% 

companies have experienced their customers facing hazarded situation. 36.67% 

companies was not aware of a life threaten situation occurring to their customers. 

48.89% said that it never occurred to their customers. 14.44% companies said that 

there has been life threatening situations face by their customers due to personal data 

leak, though not frequent. 

Whether mental stress was occurred resulting the personal data leaks was not known 

to 45.56% of the companies. 33.33% of the companies had never heard of their 

customers suffering mental stress due to personal data leak 23.11% said their 

customers have faced such situation infrequently. 

Loss of employment due to personal data leak was not known by 41.11% of the 

companies. It has never occurred in 32.22% of the companies. But there have been 

instances of loss of employment in 23.33% companies, though this is not happed 

very frequently. 

As shown in the table 4-22 above least number of incidents were reported on event 

of causing life threat whereas the highest number of incidents ware related to causing 

mental stress to the customer. 
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4.5.3.3 Relationship with customer - "Communication" 

83.33% of companies endorse that they maintain good communication / contact with 

the customers. However higher number of companies indicate they were not aware 

of their customers face hazarded situations due to data leak. Table 4-23 displays 

result obtained for frequency of customer contact organization. 

Table 4-23 : Organization and customer relationship 

Never 
(1) 

Rarely 
(2) 

Occasion 
ally 
(3) 

Frequent 
iy(4) 

Very 
frequentl 

y(5) 
Customer contact 
your organization 0.00% 2.22% 14.44% 43.33% 40.00% 

Therefore, it appears that there is no organized procedure for dealing or recording 

such information by the companies that are not aware of customer hazards. On the 

other hand this could be due to customer unawareness of reporting or handling this 

type of issues. 

4.5.4 Customer attitudes towards personal data collection 

4.5.4.1 Purpose of collecting personal data 

When collecting personal data 40% of the companies indicate that people whose 

details are collected is concerned the purpose of collecting the data. 38.88%) of the 

companies showed their customers are marginally concerned and 12.22% said their 

customers are not concerned on purpose of collecting personal data. 8.89% of 

companies do not appear to have an idea of their customer concerns on purpose of 

data collection. 
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Table 4 -24 : Customer concerns and purpose of co lecting data 
Not 

know 
n(0) 

Not 
concern 

ed (1) 

Marginal 
iy 

concerne 
d(2) 

Somewh 
at 

concern 
ed (3) 

Moderate 
iy 

concerne 
4 (4 ) 

Highly 
concern 

ed (5) 

Customer 
display concern 
over purpose of 
collecting 
personal data 

8.89% 12.22% 14.44% 24.44% 30.00% 10.00% 

It can be concluded as that majority of the customers are concerned over collecting 

personal data by organizations. 

4.5.4.2 Impact on benefits gained by reviving personal data on customer 
attitudes 

The willingness to disclose personal information by customers depend on the 

benefits such disclosure would bring in, for example, entitlement for a discounts, 

loyalty schemes, etc. The degree of Customer Corporation is as moderate as 55.55% 

for discount and 54.44% for loyalty schemes. Percentage of companies indicated that 

customers are highly unlikely to be enticed by various entitlements are around 

17.00%. 

Overall picture suggest that customers display concern over disclosure of personal 

information. 

Table 4-25 : Rating br customer willingness to review personal data 
Highly 

unlikely(l 
) ' 

Unlikel 
y(2) 

Somewh 
at likely 

(3) * 

Moderat 
ely likely 

(4) 

Highly 
likely 

(5) 
Entitle for a discount 17.78% 5.56% 21.11% 42.22% 13.33% 
Entitle for other benefits 
(Loyalty Schemes) 16.67% 5.56% 23.33% 40.00% 14.44% 

4.5.4.3 Customer interest shown in personal data protection 

The result obtained for the customer interest shown in finding how secure is their 

personal data is indicated in the table 4-26. 
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Table 4-26 : Cus tomer interest shown on personal da1 a security 

Never 
(1) 

Rarely 
(2) 

Occasion 
ally 
(3) 

Frequent 
iy(4) 

Very 
frequentl 

y(5) 
Enquire about personal 
data security 7.78% 35.56% 30.00% 21.11% 5.56% 

Although companies stated that their customers display concern over purpose of 

collecting personal data, the above result indicate that only one fourth of the 

companies have said their customers are interested in personal data protection. 

Therefore, by considering the overall picture customers have not shown interest to 

enquire about personal data protection practices of the companies. 

4.5.5 Organizational behaviour and impact on privacy concerns 

4.5.5.1 Personal data collection and holding 

Moreover, collection of data than required for the purpose is resorted to by about 

66% of organizations and 15.56% subjected to frequently collect additional personal 

data. Which means that data other than that required too is stored by very great 

number of organizations. One third (1/3) of the organizations collect only the 

required data. 

In the business of providing competitive service to their customers, 33.33% of the 

organizations trend to collect additional personal data than required for the purpose. 

Only 21.11% companies do not use additional personal data to face competition. 

However 40.00% of the organizations strongly believe that the customers are 

concerned in providing additional personal data. Table 4-27 displays the results 

obtain for collection and use of additional personal data by organizations. 
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Table 4-27 : Ratings or colled ion and use of additional personal data 
Never 

(1) 
Occasionally 

(2) 
Sometimes 

(3) 
Mostly 

(4) 
Always 

(5) 
Collect data more than 
required to facilitate services 33.33% 25.56% 25.56% 5.56% 10.00% 
Uses additional personal data 
to provide competitive service 
to your customer 

21.11% 22.22% 23.33% 20.00% 13.33% 

Your customer concerned on 
providing additional personal 
data 

10.00% 12.22% 37.78% 21.11% 18.89% 

Considering the overall picture, it indicates that companies collect additional 

personal data and use them in providing completive service to the customer even 

though companies are aware on customer concerns in reviewing additional personal 

data. 

4.5.5.2 Business decision making and use of customer's personal data 

The importance of personal data in the business environment decision making as 

analyzed shows higher trend in it use for important business decision making at 

62.32% and an equal percentage uses it in the improvement of the business 

processors. This shows that the customer data is essential for business process. This 

fact is recognized by 80.00% of the organizations. Table 4-28 displays the results 

obtain for business decision making and use of customer's personal data. 

Table 4-28 : Business decision making and use of customer's personal data 
Never 

(1) 
Occasionally 

(2) 
Sometimes 

(3) 
Mostly 

(4) 
Always 

(5) 
Depend on customer 
personal data for important 
business decision making 

8.89% 4.44% 24.44% 30.00% 32.22% 

Improved business 
processes using customer 
personal data 

8.89% 13.33% 18.89% 30.00% 28.89% 

Availability of customer 
data is essential for 
business process 

3.33% 1.11% 15.56% 21.11% 58.89% 
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Using personal data to improve business processes could lead to violation of 

customer privacy as it may involve analysing personal information in to a greater 

extent. 

4.5.5.3 Use of information technology in analysing personal data 

Almost always in the understanding of future customer needs 58.89% of the 

organizations have frequently analyzed their customer's personal data. Then in the 

collection and analysis of such data 63.33% of the organizations frequently use 

information technology and in the analysis of data 53.33% trend to acquire new 

information systems and equipment to an increasing trend. Table 4-29 displays the 

results obtain for use of technology to analyse personal data. 

Table 4-29 : Use of tec inology to analyse personal data 
Never 

(1) 
Occasionally 

(2) 
Sometimes 

(3) 
Mostly 

(4) 
Always 

(5) 
Use Information technology to collect 
and analyze personal data 7.78% 0.00% 28.89% 36.67% 26.67% 

Organization acquire new technology 
(information systems or equipment) 
with the intension of analyzing personal 
data 

12.22% 15.56% 18.89% 33.33% 20.00% 

Analyze personal data to understand 
future customer needs 8.89% 12.22% 20.00% 32.22% 26.67% 

Data Mining Techniques 31.11% 25.56% 18.89% 20.00% 4.44% 

Data mining as a means of analyzing data is resorted to by 68.89% of the 

organizations and 24.44 % of this category do use data mining very often. The rest 

resort to it at some point of time though not frequent. 

The result indicate that appreciable number of organizations involve in analysing 

customers personal data and also display trend in purchasing new technology to 

assist them in doing so. Therefore when considering above facts use information 

systems to analyse personal data could lead to serious privacy issues in future. 

4.5.5.4 Selling and purchasing of personal data 

The sale of personal data is not resorted to by a larger number of organizations, as 

high as 88.89% and those who sell personal data is 11.11%. Almost equal percentage 
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is not inclined in the purchase of personal data. Although the trend of selling 

personal data is low, the trend for purchasing seems to be a little higher as 23.33%. 

Meaning 23.33% of the organizations have purchase personal data from third parties 

at least once thus not very frequently. Table 4-30 displays the results obtain for trend 

in selling and purchasing of personal data. 

Table 4-30 ; Trend in selling and purchasing of personal data 
Never 

(1) 
Occasionally 

(2) 
Sometimes 

(3) 
Mostly 

(4) 
Always 

(5) 
Sell Personal Data 88.89% 5.56% 3.33% 1.11% 0.00% 

Purchase Data 76.67% 13.33% 8.89% 0.00% 1.11% 

Taking the overall picture it can be conclude as selling and purchasing of personal 

data is also taking place in the sample though not in higher rate. If the trend 

increases in the future this could lead to serious privacy issues to general public. 

4.5.5.5 Personal data sharing 

4.5.5.5.1 Personal data sharing within the organization 

The results obtained from the survey is tabulated as shown in table 4-31, 

Table 4-31 : Trends in sharing personal data 
Never 

(1) 
Occasionally 

(2) 
Sometimes 

(3) 
Mostly 

(4) 
Always 

(5) 
Share data within organization 11.11% 18.89% 33.33% 22.22% 14.44% 

Prevalence of sharing personal data with the organization exists in 88.89% of the 

organizations where 36.66 % subject to frequent sharing of personal data and 

11.11% confirmed that they do not share. 

Sharing or using personal data within many departments could increase the 

opportunities to misuse or data breaches. Therefore, it also creates privacy issues to 

their customers. 
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4.5.5.5.2 Personal data sharing with third parties 

Table 4-32 : Reasons for s laring personal data with thirc parties 

Never 
(1) 

Rarely 
(2) 

Occasio 
nally 
(3) 

Freque 
ntly (4) 

Very 
frequen 
%(5) 

Marketing communication 55.56% 14.44% 15.56% 10.00% 4.44% 
Analysis for improve products / 
services 37.78% 14.44% 20.00% 16.67% 11.11% 
To enable the provision of a service 
(e.g. Deliver goods) 22.22% 17.78% 22.22% 25.56% 12.22% 
Enable the customization of a service 26.67% 20.00% 22.22% 22.22% 8.89% 

The result tabulated in table 4-32 indicated 55.55% of the organizations have not 

shared their customer personal data for the purpose of the marketing communication. 

44.55% indicated that they shared data at some point of time whereas 14.44% 

indicated frequent sharing of customer personal data with others. 

The personal data is used for the analysis for improving the service or products. The 

results indicate that 37.78% of the organizations have not shared the data with third 

parties for such purposes. Thus 34.44% of the parties have done personal data 

sharing rarely and the balance 27.78% has shared the data more frequently. 

Above tabulation (table 4-32) shows, that the personal data is greatly shared by the 

organization to enable a provision of a service. 37.78% of the parties agreed that 

they share persona data with third parties frequently and another 40% indicated that 

they have done that at some point of time though not frequent. Whilst customization 

of service required 73.33% of the companies to share personal data with others 

rarely or more frequently. 

Therefore, the greater sharing of the personal data is effective in the facilitating a 

provision of a service such as delivering of goods. Customization of services showed 

the next motive for sharing personal data followed by analysis for product or service 

improvement. Finally least number of companies share customer's personal data 

with the intension of marketing communication. 
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Taking in to overall picture it could be inferred that appreciable number of 

organizations share customer's personal data with third parties. 

4.5.6 Legislations to protect personal data 

The privacy data is actively perceived by very high percentage of business 

organizations though there is a concern of negative impact in the compliance with 

the data protection laws and 42.22% of the organizations subscribe to this concern. 

Furthermore, only 15.55% in the sample agreed that the privacy concerned will limit 

their efforts on target marketing while 26.67% of the companies believe that it is not 

a concern for them. Therefore organizations effort on target marketing will direct 

impact customer's information privacy. Table 4-33 displays the results obtain for 

privacy concerns vs. legislations 

Table 4-33 : Privacy concerns vs. legis ations 
Never 

(1) 
Occasionally 

(2) 
Sometimes 

(3) 
Mostly 

(4) 
Always 

(5) 
Compliances with privacy laws 
negativelv impact on organization's 
business activities 

16.67% 13.33% 27.78% 30.00% 12.22% 

Privacy concerns limit spending on 
target marketing. 26.67% 30.00% 27.78% 12.22% 3.33% 

In the protection of personal data within the organization 82.22% of the 

organizations was of the opinion that national data protection laws would be 

effective whilst 67.78% of the organizations also believe with improved application 

of existing laws to cover lacuna of local laws in this field will also help to protect 

personal data. Table 4-34 displays the results obtain for privacy concerns vs. 

legislations. 

Table 4-34 egislations and their impact on personal data protection 
Totally 

disagree (1) 
Disagree 

(2) 
Agree 

(3) 
Somewhat 
agree(4) 

Totally agree 
(5) 

Availability of laws 1.11% 1.11% 15.56% 36.67% 45.56% 
Applicability of laws 2.22% 1.11% 28.89% 38.89% 28.89% 
International issues 4.44% 11.11% 21.11% 38.89% 24.44% 
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Pressurizing to organizations to apply international laws 63.33% of the organizations 

were in flavour. 

4.5.7 Issues related to protecting personal data 

Figure 4-8 display the number of respondent received for issues face by 

management. As per the figures, less knowledge or skills on personal data protecting 

appear to be the most common issue related to the subject. Similarly less awareness 

on the need for data protection and unavailability of data protection guideline appear 

to be major concerns for securing personal data. Results indicate that the companies 

have fewer concerns on available financial resources. 

Issues related to protecting personal data 

Unavailability of data protection 
guidelines 

Difficulties in convincing staff members 

Less awareness on the need for 
protection 

Unavailability of financial resources 

Less knowledge / skilled staff 

1 3 2 

1 2 7 

1 3 4 

1 16 

1 3 7 

\ 1 
10 20 30 

• No of Respondents 
40 

Figure 4-8 : Issues faced by management while protecting personal data 
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4.6 Sample Distribution 

4.6.1 Sample distribution for Data 

The table 4-35 display the descriptive statistical obtained for dimensions of the 

variable data. Both dimensions display a close normal distribution as per the statistic 

shown below. 

Table 4-35 : Descriptive statistics for purpose of data collection 
Statistics 

Purpose of collecting 
data 

Privacy Implications of 
data 

N Valid 90 90 

Missing 0 0 

Mean 3.1309 1.8433 

Median 3.2222 1.8000 

Mode 3.33 1.40 

Std. Deviation .63482 .69120 

Skewness -.576 .175 

Std. Error of Skewness .254 .254 

Kurtosis .586 -.784 

Std. Error of Kurtosis .503 .503 

Range 3.56 2.80 

Minimum 1.00 .60 

Maximum 4.56 3.40 

Standard deviation of the dimension "purpose of collecting data" is 0.63482 which 

indicates 68.2% of the elements in the sample lie between 2.49 and 3.76 values. 

Similarly, Standard deviation of the dimension "privacy implications of data" is 

0.691 which indicates 68.2% of the elements in the sample lie between 2.53 and 

1.149 values. 

The distribution of the sample is shown in the figure 4-9 and figure 4-10. As per the 

diagram it illustrate the sample distribution is normal for the purpose of collect data 

dimension of the data. 
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Purpose of collecting data 
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Figure 4-9 : Distribution of "Purpose of collecting data" dimension 

Privacy Implications of data 

Mean -1.84 
Std. Dev. - .891 
N«90 

Privacy Implications of data 

Figure 4-10 : Distribution of "Privacy Implications of Data" dimension 
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4.7 Hypothesis Testing 

It is important to make decisions using data collected for the research. A statistical 

hypothesis test is used to make decisions using collected data. "In statistics, a result 

is called statistically significant if it is unlikely to have occurred by chance alone, 

according to a pre-determined threshold probability, the significance level" [35], 

This section analyses the data using IBM SPSS Statistic 19 software. Bivariate 

correlation analysis method was used in testing hypothesis. 

4.7.1 Hypothesis testing for Data 

The variable is measured using five dimensions, "Privacy Implications of data", 

"Purpose of collecting data", "Who collects data / Data Holder", "Sensitivity of 

data", "Type of data". Hypothesis testing will be done to understand impact of each 

dimension on good data protection practices. 

Hypothesis: Privacy implication of data 

Hypothesis deals with the "Privacy implication of data" dimension and focus on 

finding whether there is a relationship between impact on privacy concerns and 

privacy implications of data. 

Hlo: Privacy implication of customer's personal data will not directly influence 

the information privacy concerns of customer. 

Hla: Privacy implication of customer's personal data will directly influence the 

information privacy concerns of customer. 

The privacy implication of data obtained a mean value of 1.7177 and a standard 

deviation of 0.70034 while impact on privacy concerns obtained a mean value of 

3.0748 and a standard deviation of 0.53753 as shown in the table 4-36. 
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Table 4-36 : Mean and standard deviation of privacy implications of data 
Statistics 

Privacy Implications 
of data 

Impact on Privacy 
concerns 

N Valid 90 90 
Missing 12 12 

Mean 1.7177 3.0823 
Std. Deviation .70034 .53397 

A Pearson's correlation was run to determine the relationship between Privacy 

implication of data and impact of privacy concerns. There was a positive correlation 

indicated between privacy implication of data and information privacy concerns 

(table 4-37). Strength of the relationship is average with 0.235 with a significant 

level of 0.026. Therefore, the correlation value is significant enough, where the 

result indicates that there is a statistical relationship between privacy implication of 

data and impact on privacy concerns based on the population sampled. 

Table 4-37 : Correlation between privacy implications of data and impact on privacy 
concerns 

Correlations 

Privacy Impact on 
Implications Privacy 

of data concerns 
Privacy Implications Pearson Correlation 1 .235* 
of data Sig. (2-tailed) .026 

N 90 90 
Impact on Privacy Pearson Correlation .235* 1 
concerns Sig. (2-tailed) .026 

N 90 90 

*• Correlation is significant at the 0.05 level (2-tailed). 

Therefore, there are sufficient facts to reject the null hypothesis Ha under 95% 

confidence level. 
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Hypothesis: Purpose of collecting data 

Hypothesis deals with the "Purpose of collecting data" dimension and focus on 

finding whether there is a relationship between "Impact on privacy concerns" and 

"Purpose of collecting data". 

H2o: The purpose of collecting personal data will not impact on information 

privacy concerns of customer. 

H2a: The purpose of collecting personal data will impact on information privacy 

concerns of customer. 

Pearson's correlation was run to determine the relationship between "Impact on 

privacy concerns" and "Purpose of collecting data". The table 4-38 display the mean 

and standard deviations for the two variables. 

Table 4-38 : Mean and Standard deviation values for purpose of collecting data 

Mean Std. Deviation N 

Purpose of collecting data 3.1307 .63495 90 

Impact on Privacy concerns 3.0748 .53753 90 

From the table 4-39, the result indicate that there is a statistical relationship between 

purpose of collecting data and impact on privacy concerns, statistically significant (r 

= 0.21 l , p = 0.046). Strength of the relationship is average with a 0.211 value. 

Significant level of the correlation was 0.046 where the result indicates that there is 

no statistical relationship between purpose of collecting data and impact on privacy 

concerns based on the population sampled. 
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Table 4-39 : Correlation between purpose of collecting data and impact on privacy 
concerns 

Correlations 

Purpose of 
collecting data 

Impact on 
Privacy 
concerns 

Purpose of collecting data Pearson Correlation 
Sig. (2-tailed) 
N 

1 

90 

.211* 

.046 
90 

Impact on Privacy 
concerns 

Pearson Correlation 
Sig. (2-tailed) 
N 

.211 

.046 
90 

1 

90 
*. Correlation is significant at the 0.05 level (2-tailed). 

Figure 4-11, display the scatter plot drawn to illustrate the relationship between 

Purpose of collecting data and impact on privacy concerns. As per figure 4-11, the 

dots are spread across the graph area which indicates that there is no relationship 

among two variables. 

4 . 5 0 -

4 . 0 0 -

£ 3.50 -

3 . 0 0 -

> •c 
0. 

2 .50 -

2 . 0 0 -

Purpose of collecting data 

Figure 4-11 : Scatter plot - purpose of collecting data 
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Therefore there are sufficient facts to accept the null hypothesis Ho under 95% 

confidence level. 

4.7.2 Hypothesis testing for Organizational Characteristics 

The variable is measured using eight dimensions:-

• Organizational Structure 

• Access Control Policies 

• Access Control Practices 

• Security Measurements 

• Understanding on business needs 

• Capabilities of employees 

• Employee attitudes 

• Management commitment 

Hypothesis testing will be done to understand impact of each dimension on 

information privacy concerns. 

His togram 

Organizational Structure 

Figure 4-12 : Distribution of "Organizational structure" dimension 
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Hypothesis: Organizational Structure 

Hypothesis deals with the "Organizational Structure" dimension and focuses on 

finding whether there is a relationship between organizational structure and impact 

on information privacy concerns. 

H3o: Organizations with well - organized and clearly defined organizational 

structure will not impact on privacy concerns of customers. 

H3a: Organizations with well - organized and clearly defined organizational 

structure will impact on privacy concerns of customers. 

Findings (table 4-40) from the result indicate that there is no statistical relationship 

between two variables, organizational structure and privacy concerns of customers. 

Even when there is a Pearson's correlation, at the 2-tailed level shown as 0.103, the 

significant value indicates as 0.332 which is a larger value than 0.05. Therefore, 

there is no sufficient evidence to accept the hypothesis, meaning; the evidence does 

not support to accept that an organization with well - organized and clearly defined 

organizational structure will reduce impact on privacy concerns. Therefore, there are 

no sufficient evidence to accept that there is a relationship between organizational 

structure and impact on privacy concerns. 

Table 4-40 : Correlation between organizational structure and impact on privacy 
concerns 

Correlations 
Organizational 

Structure 
Impact on Privacy 

concerns 
Organizational Structure Pearson Correlation 1 .103 

Sig. (2-tailed) .332 
N 90 90 

Impact on Privacy Pearson Correlation .103 1 
concerns .103 

Sig. (2-tailed) .332 
N 90 90 

A scatter plot was drawn to illustrate the relationship between organizational 

structure and impact on privacy concerns. As per the figure 4-13, the dots are spread 

across the graph area which indicates that there is no relationship among two 

variables. 
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1.00 -

Organizational Structure 

Figure 4-13 : Scatter plot for the organizational structure 

Hypothesis: Access Control Policies 

Hypothesis deals with the "Access Control Policies" dimension and focus on finding 

whether there is a relationship between impact on privacy concerns and good access 

control policies. 

H4o: Organization's well - defined access control policies will not impact on 

privacy concerns. 

H4a: Organizations well - defined access control policies will impact on privacy 

concerns. 

Base on the table 4-41, the result indicate that there is moderately high positive 

statistical relationship existing between well - defined access control policies and 

impact on privacy concerns. From the findings, Pearson Correlation value, at the 2-
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tailed level was shown as 0.497, the significant value indicates as 0.000 which is 

significantly a smaller value than 0.01. Therefore, the alternative hypothesis will be 

accepted and concluded that organizations well - defined access control policies will 

reduce impact privacy concerns of customer as per the sample. Based on the above 

facts, we reject the null hypothesis. 

Table 4-41 : Correlation between access control policies and impact on privacy 
concerns 

Correlations 

Access 
Control 
Policies 

Impact on 
Privacy 

concerns 
Access Control Policies Pearson Correlation 1 .497(**) 

Sig. (2-tailed) .000 
N 90 90 

Impact on Privacy concerns Pearson Correlation .497(**) 1 
Sig. (2-tailed) .000 
N 90 90 

** Correlation is significant at the 0.01 level (2-tailed). 

Hypothesis: Access Control Practices 

Hypothesis deals with the "Access Control Practices" dimension and focus on 

finding whether there is a relationship between impact on privacy concerns and 

proper Access Control Practices. 

H5o: The organization's proper Access control practices will not impact on 

privacy concerns. 

H5a: The organization's proper Access control practices will impact on privacy 

concerns. 

The findings from result (table 4-42) indicate that there is a statistical high positive 

relationship between two variables, access control practices and privacy concerns of 

customers. There is a Pearson's correlation, at the 2-tailed level was shown as 0.557, 

the significant value indicates as 0.000 which is significantly a small value than 0.01. 

Therefore, there is sufficient evidence to accept hypothesis meaning; an organization 
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with proper access control practices will reduce impact on privacy concerns of 

customers. Therefore, we reject the null hypothesis. 

Table 4-42 : Correlation between access control practices and impact on privacy 
concerns 

Correlations 

Access Control 
Practices 

Impact on 
Privacy 

concerns 
Access Control Practices Pearson Correlation 1 .557(**) 

Sig. (2-tailed) .000 
N 90 90 

Impact on Privacy concerns Pearson Correlation .557(**) 1 
Sig. (2-tailed) .000 
N 90 90 

** Correlation is significant at the 0.01 level (2-tailed). 

Hypothesis: Security Measurements 

Hypothesis measures the "Security Measurements" dimension and focus on finding 

whether there is a relationship between impact on privacy concerns and Security 

Measurements. 

H6o: Organizations strict security measurements on information systems will not 

impact on privacy concerns of customer. 

H6a: Organizations strict security measurements on information systems will 

impact on privacy concerns of customer. 

Based on the table 4-43, result indicates that there is a moderately high statistical 

relationship between two variables, security measurements and privacy concerns of 

customers. Even when there is a Pearson's correlation, at the 2-tailed level was 

shown as 0.482, the significant value indicates as 0.000 which is significantly a 

small value than 0.01. Therefore, there is sufficient evidence to accept hypothesis 

meaning; we accept that an organization with strict security measurements will 

reduce impact on privacy concerns of customers. 
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Table 4-43 : Correlation between security measures and impact on privacy concerns 
Correlations 

Security 
Measurements 

Impact on Privacy 
concerns 

Security Measurements Pearson Correlation 1 ,482(**) 
Sig. (2-tailed) .000 
N 90 90 

Impact on Privacy concerns Pearson Correlation ,482(**) 1 
Sig. (2-tailed) .000 
N 90 90 

" Correlation is significant at the 0.01 level (2-tailed). 

Hypothesis: Understanding on business needs 

Hypothesis measures the "understanding on business needs" dimension and focus on 

finding whether there is a relationship between impact on privacy concerns and 

understanding on business needs. 

H7o: Organizations level of understanding on business needs will not influence 

privacy concerns of customer. 

H7a: Organizations level of understanding on business needs will influence 

privacy concerns of customer. 

The results (table 4-44) indicate that there is a statistically significant relationship 

exists between understanding on business needs and privacy concerns of customer. 

At the 2-tailed level with 0.000 significant value, Pearson correlation displays a 

moderately high positive relationship with value of 0.407. Therefore, we conclude 

that, there are sufficient evidence to accept that there is a positive relationship 

between understanding on business needs and privacy concerns of customer, 

indicating that high level of understanding on business needs will increase the 

impact on privacy concerns. 
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Table 4-44 : Correlation between understanding on business needs and impact on 
privacy concerns 

Correlations 

Understanding on 

business needs 

Impact on Privacy 

concerns 

Understanding on business Pearson Correlation 1 .407" 

needs Sig. (2-tailed) .000 

N 90 90 

Impact on Privacy concerns Pearson Correlation .407" 1 

Sig. (2-tailed) .000 

N 90 90 

**. Correlation is significant at the 0.01 level (2-tailed). 

Hypothesis: Capabilities of employees 

Hypothesis measures the "Capabilities of employees" dimension and focus on 

finding whether there is a relationship between impact on privacy concerns and 

capabilities of employees. 

H8o: Employee's capabilities on information technology will not influence 

privacy concerns of customer. 

H8a: Employee's capabilities on information technology will influence privacy 

concerns of customer. 

The results (table 4-45) indicate that there is a statistically significant relationship 

exists between capabilities of employees and privacy concerns of customer. At the 2-

tailed level with 0.000 significant value, Pearson correlation displays a moderately 

high positive relationship with value of 0.415. Therefore, we conclude that, there are 

sufficient evidence to accept that there is a positive relationship between capabilities 

of employees and privacy concerns of customer, indicating that a high level of 

capabilities of employees will increase the impact of privacy concerns. 
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Table 4-45 : Correlation between capacities of employees and impact on privacy 

concerns 

Correlations 

Capabilities of 

employees 

Impact on 

Privacy concerns 

Capabilities of employees Pearson Correlation 1 .415" 

Sig. (2-tailed) .000 

N 90 90 

Impact on Privacy concerns Pearson Correlation .415" 1 

Sig. (2-tailed) .000 

N 90 90 

**. Correlation is significant at the 0.01 level (2-tailed). 

Hypothesis: Employee attitudes 

Hypothesis measures the "Employee attitudes" dimension and focus on finding 

whether there is a relationship between impact on privacy concerns and employee 

attitudes. 

H9o: Employee's positive attitudes towards personal data protection will not 

impact on privacy concerns of customer. 

H9a: Employee's positive attitudes towards personal data protection will impact 

on privacy concerns of customer. 

The table 4-46, displays that there was a positive correlation between employee 

attitudes and impact on privacy concerns (r = 0.028, p = 0.796). Strength of the 

relationship is weak with a value 0.028 whereas the significant level of the 

correlation was 0.796. This result indicates that there is no statistical relationship 

between employee attitudes and impact on privacy concerns based on the population 

sampled. Therefore, there are no sufficient evidence to accept that employee attitude 

and has an impact on privacy concerns. 
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Table 4-46 : Correlation between employee attitudes and impact on privacy 

concerns 
Correlations 

Employee 
attitudes 

Impact on 
Privacy 

concerns 
Employee attitudes Pearson Correlation 1 .028 

Sig. (2-tailed) .796 
N 90 90 

Impact on Privacy Pearson Correlation .028 I 
concerns Sig. (2-tailed) .796 

N 90 90 

Figure 4-14 illustrate there is no proper relationship that could be identified between 

two variables. Dots are spread across the graph area without any specific pattern 

therefore, we conclude that there is not relationship between employee attitudes and 

privacy concerns. 

Employee attitudes 

Figure 4-14 : Scatter plot for employee attitudes 
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Hypothesis: Management commitment 

Hypothesis measures the "Management commitment" dimension and focus on 

finding whether there is a relationship between impact on privacy concerns and 

management commitment. 

H l O o : Management commitment to personal data protection will not impact on 

privacy concerns of customer. 

H10a: Management commitment to personal data protection will impact on 

privacy concerns of customer. 

Based on the table 4-47, result indicates that there is a statistical relationship 

between two variables, management commitment and privacy concerns of 

customers. The Pearson's correlation, at the 2-tailed level was at 0.224, the 

significant value indicates as 0.05 which is smaller than 0.034. Therefore there is 

sufficient evidence to accept hypothesis meaning; privacy concerns of customer will 

increase with the Management commitment to personal data protection. 

Table 4-47 : Correlation between management commitment and impact on privacy 
concerns 

Correlations 

Impact on Privacy 
concerns 

Management 
commitment 

Impact on Privacy Pearson Correlation 
concerns 

Sig. (2-tailed) 
N 

Management Pearson Correlation 
commitment 

Sig. (2-tailed) 
N 

1 

90 

,224(*) 

.034 
90 

.224(*) 

.034 
90 

1 

90 
* Correlation is significant at the 0.05 level (2-tailed). 
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4.7.3 Hypothesis testing for Technology 

Hypothesis: Technological adaption and use 

Hypothesis measures the "Technological adaption and use" dimension and focus on 

finding whether there is a relationship between impact on privacy concerns and 

technological adaption and use. 

H l l o : The level of technological adaption of the organization will not impact on 

privacy concerns of customer. 

HI 1 a: The level of technological adaption of the organization will impact on 

privacy concerns of customer. 

Based on the table 4-48, the results indicate that there is a statistically significant 

relationship between technological adaption and use in the organization and impact 

on privacy concerns. At the 2-tailed level with 0.002 significant value, Pearson 

correlation displays a moderately high positive relationship with a value of 0.317. 

Therefore, we conclude that, there is sufficient evidence to accept that there is a 

positive relationship between technological adaption and use in the organization and 

impact on privacy concerns of customer, indicating that high level of technological 

adaption and use will increase the impact of privacy concerns. 

Table 4-48 : Correlation between technology adaption and use and impact on 
privacy concerns 

Correlations 

Technological 
adaption and use 

Impact on 
Privacy 

concerns 
Technological 
adaption and use 

Pearson Correlation 

Sig. (2-tailed) 

1 .317(**) 

.002 
N 90 90 

Impact on Privacy 
concerns 

Pearson Correlation 

Sig. (2-tailed) 

.317(**) 

.002 

1 

N 90 90 
**. Correlation is significant at the 0.01 level (2-tailed). 
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Hypothesis: Information systems used by organization 

Hypothesis measures the "Information systems used by organization" dimension and 

focus on finding whether there is a relationship between impact on privacy concerns 

and information systems used by organization. 

H12o: The information systems used by organization will not impact on privacy 

concerns of customer. 

H12a: The information systems used by organization will impact on privacy 

concerns of customer. 

Table 4-49 : Correlation between information systems and impact on privacy 
concerns 

Correlations 
Information systems 
used by organization 

Impact on Privacy 
concerns 

Information systems used by Pearson Correlation 1 .321" 

organization Sig. (2-tailed) .002 

N 90 90 

Impact on Privacy concerns Pearson Correlation .321 1 

Sig. (2-tailed) .002 

N 90 90 

**. Correlation is significant at the 0.01 level (2-tailed). 

The results shown in table 4-49 indicate that there exists a statistically significant 

relationship between information systems used by organization and impact on 

privacy concerns. At the 2-tailed level with 0.002 significant value, Pearson 

correlation displays a moderately high positive relationship with value of 0.321. 

Therefore, we conclude that, there is sufficient evidence to accept that there is a 

positive relationship between information systems used by organization and impact 

on privacy concerns of customer. I.e. technology level of information systems used 

by organization will increase the impact of privacy concerns. By considering all 

above factors we reject null hypothesis. 
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4.7.4 Hypothesis testing for Business 

Hypothesis: Understanding of customer needs 

Hypothesis measures the "Understanding of customer needs" dimension and focus 

on finding whether there is a relationship between impact on privacy concerns and 

understanding of customer needs. 

H13o: Organization understanding of customer needs will not impact on privacy 

concerns of customer. 

H13a: Organization understanding of customer needs will impact on privacy 

concerns of customer. 

Based on the table 4-50, the results indicate there is a significant statistical 

relationship between two variables. Thus the relationship shows positive direction, 

meaning, increase in the understanding of customer needs will increase the privacy 

concerns of customer. The Pearson correlation shows value of 0.397 which indicates 

a moderately high relationship of understanding the customer needs and privacy 

concerns of customer. Therefore, we reject the null hypothesis as there is no 

significant statistical evidence to accept null hypothesis. 

Table 4-50 : Correlation between organization understanding of customer needs and 
impact on privacy concerns 

Correlations 

Understanding of 
customer needs 

Impact on Privacy 
concerns 

Understanding of customer Pearson Correlation 1 .397" 

needs Sig. (2-tailed) .000 

N 90 90 

Impact on Privacy concerns Pearson Correlation .397" 1 

Sig. (2-tailed) .000 

N 90 90 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Hypothesis: Customer Relationship 

Hypothesis measures the "Customer Relationship" dimension and focus on finding 

whether there is a relationship between impact on privacy concerns and customer 

relationship. 

H14o: Organization relationship with their customers will not impact on privacy 

concerns of customer. 

H14a: Organization relationship with their customers will impact on privacy 

concerns of customer. 

The result obtained for the hypothesis test between impact on privacy concerns and 

customer relationship is given in the table 4-51. The Pearson correlation value of 

0.276 indicates that there is a positive relationship exists between two variables. 

Therefore, it provides sufficient evidence to conclude that there is a significant 

relationship exists between impact on privacy concerns and customer relationship 

with significant value of 0.008. Thus there is no evidence to accept null hypothesis. 

Therefore, we reject the null hypothesis at 99% confident level. 

Table 4-51 : Correlation between customer relationship and impact on privacy 
concerns 

Correlations 
Customer 

Relationship 
Impact on Privacy 

concerns 

Customer Relationship Pearson Correlation 1 .216 

Sig. (2-tailed) .008 

N 90 90 

Impact on Privacy concerns Pearson Correlation 
_ „ , ** .276 1 

Sig. (2-tailed) .008 

N 90 90 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Hypothesis: Organizational goals 

Hypothesis measures the "Organizational goals" dimension and focus on finding 

whether there is a relationship between impact on privacy concerns and 

organizational goals. 

H15o: Organization will not impact on privacy concerns of customer provided 

their organizational goals include data protection. 

H15a: Organization will impact on privacy concerns of customer provided their 

organizational goals include data protection. 

Based on the table 4-52, the result indicates that there is a significant statistical 

relationship between impact on privacy concerns and organizational goals. At the 1-

tailed level with 0.006 significant value, Pearson correlation displays a weak positive 

relationship with a value of 0.262. Therefore we conclude that, there are sufficient 

evidence to accept that there is a positive relationship between organizational goals 

and impact on privacy concerns of customer, meaning that organizational goals will 

increase the impact of privacy concerns. By considering all above factors we reject 

null hypothesis. 

Table 4-52 : Correlation between organizational goals and impact on privacy 
concerns 

Correlations 
Organizational 

^ o a l s 
Impact on Privacy 

concerns 

Organizational goals Pearson Correlation 1 .262 

Sig. (1-tailed) .006 

N 90 90 

Impact on Privacy concerns Pearson Correlation .262 1 

Sig. (1-tailed) .006 

N 90 90 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Hypothesis: Management Culture 

Hypothesis measures the "Management culture" dimension and focus on finding 

whether there is a relationship between impact on privacy concerns and management 

culture. 

HI 60: Friendly management culture of the organization will not influence the 

privacy concerns of customer. 

H16a: Friendly management culture of the organization will influence the privacy 

concerns of customer. 

Based on the table 4-53, the results indicate that there is a significant statistical 

relationship between two variables. Thus the relationship shows positive direction, 

meaning increase in friendly management culture will increase the privacy concerns 

of customer. The Pearson correlation shows value of 0.500 which indicates a fairly 

high relationship between friendly management culture and privacy concerns of 

customer. Therefore, we reject null hypothesis at 99% confident level as there is no 

significant statistical evidence to accept null hypothesis. 

Table 4-53 : Correlation between management culture and impact on privacy 
concerns 

Correlations 

Management 
culture 

Impact on Privacy 
concerns 

Management culture Pearson Correlation 1 .500" 

Sig. (2-tailed) .000 

N 90 90 

Impact on Privacy concerns Pearson Correlation .500" 1 

Sig. (2-tailed) .000 

N 90 90 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Hypothesis: Competition in the industry 

Hypothesis measures the "Competition in the industry" dimension and focus on 

finding whether there is a relationship between impact on privacy concerns and 

competition in the industry. 

H17o: Industry competition will not influence the privacy concerns of customer. 

H17a: Industry competition will influence the privacy concerns of customer. 

The result obtained for the hypothesis test between impact on privacy concerns and 

industry competition is given in the table 4-54. The Pearson correlation value of 

0.323 indicates that there is a positive relationship between two variables. Therefore, 

it provides sufficient evidence to conclude that there is a significant relationship 

between impact on privacy concerns and industry competition with significant value 

of 0.002. The relationship shows a positive direction, meaning, increase in the 

competition will lead to increase in privacy concerns of customer. Thus there is no 

evidence to accept null hypothesis therefore we reject the null hypothesis at 99% 

confident level. 

Table 4-54 : Correlation between industry competition and impact on privacy 
concerns 

Correlations 
Industry 

Competition 
Impact on Privacy 

concerns 

Industry Competition Pearson Correlation 1 
. • 

.323 

Sig. (2-tailed) .002 

N 90 90 

Impact on Privacy concerns Pearson Correlation .323 1 

Sig. (2-tailed) .002 

N 90 90 

**. Correlation is significant at the 0.01 level (2-tailed). 
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4.7.5 Hypothesis testing for Customer 

Hypothesis: Awareness of privacy impacts 

Hypothesis measures the "Awareness of privacy impacts" dimension and focus on 

finding whether there is a relationship between impact on privacy concerns and 

awareness of privacy impacts. 

HI 80: Customer's awareness of privacy impacts will not impact privacy concerns 

of customer. 

H18a: Customer's awareness of privacy impacts will impact privacy concerns of 

customer. 

The table 4-55, displays that there was a positive correlation between awareness of 

privacy concerns of customer and impact on privacy concerns, which was 

statistically significant (r = 0.285, p = 0.007). Strength of the relationship is 

moderately high with a value 0.285 whereas significant level of the correlation was 

0.007. Therefore the result indicates that there is a statistical relationship between 

two variables based on the population sampled. Furthermore results indicate a 

positive relationship, i.e. increase in awareness of privacy concerns leading to 

increased expectations. Therefore, we reject null hypothesis at confident level of 

99%. 

Table 4-55 : Correlation between awareness of privacy impacts and impact on 
privacy concerns 

Correlations 
Awareness of 

privacy impacts 
Impact on Privacy 

concerns 

Awareness of privacy impacts Pearson Correlation 1 .285" 

Sig. (2-tailed) .007 

N 90 90 

Impact on Privacy concerns Pearson Correlation .285" 1 

Sig. (2-tailed) .007 

N 90 90 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Hypothesis: Perceived level of privacy 

Hypothesis measures the "Perceived level of privacy" dimension and focus on 

finding whether there is a relationship between impact on privacy concerns and 

perceived level of privacy. 

H19o: Customer's perceived level of privacy will not impact on privacy concerns 

of customer. 

H19a: Customer's perceived level of privacy will impact on privacy concerns of 

customer. 

Table 4-56 : Correlation between perceived level of privacy and impact on privacy 
concerns 

Correlations 
Perceived 

Level of Privacy 
Impact on Privacy 

concerns 

Perceived Level of Privacy Pearson Correlation 1 .375" 

Sig. (2-tailed) .000 

N 90 90 

Impact on Privacy concerns Pearson Correlation .375" 1 

Sig. (2-tailed) .000 

N 90 90 

**. Correlation is significant at the 0.01 level (2-tailed). 

Based on the table 4-56, the results indicate that there is a significant statistical 

relationship between two variables. Thus the relationship shows a positive direction, 

meaning increase in perceived level of privacy of customer will increase his privacy 

concerns. The Pearson correlation shows value of 0.375 which indicates a 

moderately high relationship between perceived level of privacy and privacy 

concerns of customer. Therefore, we reject null hypothesis at 99% confident level as 

there is no significant statistical evidence to accept null hypothesis. 
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Hypothesis: Customer Attitudes 

Hypothesis measures the "Customer attitudes" dimension and focus on finding 

whether there is a relationship between impact on privacy concerns and customer 

attitudes. 

H20o: Customer's attitudes towards privacy will not influence the privacy 

concerns of customer. 

H20a: Customer's attitudes towards privacy will influence the privacy concerns 

of customer. 

Table 4-57 : Correlation between customer attitudes and impact on privacy concerns 
Correlations 

Customer 
Attitude 

Impact on Privacy 
concerns 

Customer Attitude Pearson Correlation 1 .358" 

Sig. (2-tailed) .001 

N 90 90 

Impact on Privacy concerns Pearson Correlation .358" 1 

Sig. (2-tailed) .001 

N 90 90 

**. Correlation is significant at the 0.01 level (2-tailed). 

As per the result shown in the table 4-57, there is sufficient evidence for a significant 

statistical relationship between customer attitudes and privacy concerns of customer. 

Pearson correlation with a value of 0.358 displays a moderately high positive 

relationship, meaning customer attitudes towards privacy concerns will increase the 

impact on privacy concerns. 

Hypothesis: Benefits gained by reviewing personal data 

Hypothesis measures the "Benefits gained by reviewing personal data" dimension 

and focus on finding whether there is a relationship between impact on privacy 

concerns and "Benefits gained by reviewing personal data". 
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H21o: "Benefits gained by reviewing personal data" will not influence the 

privacy concerns of customer. 

H21a: "Benefits gained by reviewing personal data" will influence the privacy 

concerns of customer. 

As per the result shown in the table below, there is no sufficient evidence for a 

significant statistical relationship between "Benefits gained by reviewing personal 

data" and privacy concerns of customer. Pearson correlation with a value of 0.185 

displays a weak positive relationship with a significant value of 0.081. Significant 

value indicates that there is no statistical relationship, meaning benefits gained by 

reviewing personal data will not influence the impact on privacy concerns. 

Table 4-58 : Correlation between benefits gained by reviewing personal data and 
impact on privacy concerns 

Correlations 

Benefits gained 

by reviewing 

personal data 

Impact on 

Privacy concerns 

Benefits gained by reviewing Pearson Correlation 

personal data sig. (2-tailed) 

N 

1 

90 

.185 

.081 

90 

Impact on Privacy concerns Pearson Correlation 

Sig. (2-tailed) 

N 

.185 

.081 

90 

1 

90 

Figure 4-16 display no specific relationship between two variables. Dots are spread 

in the chart area without any relationship. 
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Figure 4-16 : Benefits gained by reviewing personal data 

Hypothesis: Previous Experience 

Hypothesis measures the "Previous Experience" dimension and focus on finding 

whether there is a relationship between impact on privacy concerns and previous 

experience. 

H22o: Previous experience related to personal data misuse will not influence the 

privacy. 

H22a: Previous experience related to personal data misuse will influence the 

privacy concerns. 
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Table 4-59 : Correlation between previous experience and impact on privacy 
concerns 

Correlations 

Previous 

Experience 

Impact on 

Privacy concerns 

Previous Experience Pearson Correlation 1 .021 

Sig. (2-tailed) .842 

N 90 90 

Impact on Privacy concerns Pearson Correlation .021 1 

Sig. (2-tailed) .842 

N 90 90 

Figure 4-17 shown below dispay tat there are no relationship between privacy 

concerns and perivous experience related to privacy concerns. 
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Figure 4-17 : Scatter plot for the previous experience 
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4.7.6 Hypothesis testing for Legislations 

Hypothesis: Availability of data protection laws 

Hypothesis measures the "Availability of data protection laws" dimension and focus 

on finding whether there is a relationship between impact on privacy concerns and 

Availability of data protection laws in Sri Lanka. 

H23o: Availability of data protection laws will not impact on the privacy 

concerns of customer. 

H23 a : Availability of data protection laws will impact on the privacy concerns of 

customer. 

The table 4-60, displays that there was a positive correlation between availability of 

data protection laws and impact on privacy concerns, which was statistically 

significant (r = 0.175, p = 0.100). Strength of the relationship is weak with a value 

0.175 whereas significant level of the correlation was 0.100 where the result 

indicates that there is no statistical relationship between availability of data 

protection laws and impact on privacy concerns based on the population sampled. 

Therefore, there are no sufficient evidence to accept alternative hypothesis. 

Table 4-60 : Correlation between availability of laws and impact on privacy 
concerns 

Correlations 

Availability 
of laws 

Impact on 
Privacy 

concerns 
Availability of laws Pearson Correlation 1 .175 

Sig. (2-tailed) .100 
N 90 90 

Impact on Privacy Pearson Correlation .175 1 
concerns Sig. (2-tailed) .100 

N 90 90 

Figure 4-18 does not display any evidence for a linear relationship between two 

variables discussed above. 
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Figure 4-18 : Scatter plot for the availability of laws 

Hypothesis: Improving Applicability of existing law 

Hypothesis measures the "Applicability of existing law" dimension and focus on 

finding whether there is a relationship between impact on privacy concerns and 

applicability of laws in Sri Lanka. 

H24o: Improving the applicability of existing laws will not impact on the privacy 

concerns of customer. 

H24a: Improving the applicability of existing laws will impact on the privacy 

concerns of customer. 

The results shown in below table 4-61 indicate that there is a statistically significant 

relationship between improving applicability of existing laws and impact on privacy 

concerns. At the 2-tailed level with 0.006 significant value, Pearson correlation 

displays a moderately high positive relationship with value of 0.286. Therefore, we 
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conclude that, there is sufficient evidence to accept a positive relationship between in 

applicability of existing laws and impact on privacy concerns of customer. Meaning 

applicability of existing laws will impact privacy concerns. 

Table 4-61 : Correlation between applicability of laws and impact on privacy 
concerns 

Correlations 

Impact on 

Privacy concerns 

Applicability of 

law 

Impact on Privacy concerns Pearson Correlation 

Sig. (2-tailed) 

N 

1 

90 

.286" 

.006 

90 

Applicability of law Pearson Correlation 

Sig. (2-tailed) 

N 

. 2 8 6 " 

.006 

90 

1 

90 

**. Correlation is significant at the 0.01 level (2-tailed). 

Hypothesis: International concerns on personal data protection 

Hypothesis measures the "International issues" dimension and focus on finding 

whether there is a relationship between impact on privacy concerns and International 

issues. 

H25o: International issues related to privacy concerns will not impact on the 

privacy concerns of customer. 

H25 a : International issues related to privacy concerns will impact on the privacy 

concerns of customer. 

The table 4-62, displays that there was a positive correlation between international 

pressure on implementing data protection laws and impact on privacy concerns, 

which was statistically significant (r = 0.175, p = 0.049). Strength of the relationship 

is weak with a value 0.175 whereas significant level of the correlation was 0.049. 

The result indicates that there is no statistical relationship between international 

pressure on implementing data protection laws and impact on privacy concerns 
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based on the population sampled. Therefore, there are no sufficient evidence to 

accept that there is a relationship between international issues and impact on privacy 

concerns. 

Table 4-62 : Correlation between international issues and impact on privacy 
concerns 

Correlations 

Impact on 

Privacy concerns 

International 

issues 

Impact on Privacy concerns Pearson Correlation 1 .175* 

Sig. (1-tailed) .049 

N 90 90 

International issues Pearson Correlation .175* 1 

Sig. (1-tailed) .049 

N 90 90 

*. Correlation is significant at the 0.05 level (1-tailed). 

Figure 4-18 does not display any evidence for a linear relationship between two 

variables discussed above. 
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Figure 4-19 : Scatter plot for the international issues 
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Table 4-63 : Summary of hypothesis analysis 

Hypothesis Accepted Correlati 
on value 

Sig. 
Value 

Relatio 
nship 

Data 
Privacy implication of data HI a 0.235 0.26 
Purpose of collecting personal data H20 0.211 0.46 X 

Organization 
Organizational structure H30 0.103 0.332 X 

Access Control Policies H4a 0.497 0 . 0 0 0 

Access Control Practices H5a 0.557 0 . 0 0 0 V 

Security measurement H6a 0.482 0 . 0 0 0 S 
Understanding on business needs H7a 0.407 0 . 0 0 0 V 
Employee's capabilities on IT H8a 0.415 0 . 0 0 0 V 
Employee attitudes H90 0.028 0.796 X 

Management commitment H10a 0.224 0.034 
Technology 
Technological adaption of the 
organization 

Hl la 0.317 0.002 V 

Information systems used by 
organization 

H12a 0.321 0.002 V 

Business 
Understanding of customer needs H13a 0.397 0 . 0 0 0 

Organization relationship with 
customers 

H14a 0.276 0.008 

organizational goals H15a 0.262 0.006 
Management culture H16a 0.500 0 . 0 0 0 

Industry competition H17a 0.323 0.002 
Customer 
Customer's awareness of privacy 
impacts 

H18a 0.285 0.007 V 

Customer's perceived level of privacy H19a 0.375 0 . 0 0 0 V 
Customer's attitudes towards privacy H20a 0.358 0 . 0 0 1 V 
Benefits gained by reviewing personal 
data 

H210 0.185 0.081 X 

Previous experience related to personal 
data misuse 

H220 0.201 0.842 X 

Legislation 
Availability of data protection laws H230 0.175 0.100 X 

Improving the applicability of existing 
laws 

H24a 0.286 0.006 V 

International issues related to privacy 
concerns 

H250 0.175 0.049 X 
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