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Introduction



Based on the Q-Sort dataset collected in the two similar
surveys conducted in 2020 and 2025, this study aims to see if
there has been a change in major perception types of
political consumerism in Hong Kong’s catering sector before
and after the enactment of the National Security Law for
Hong Kong in 2020.



Political consumerism can be defined as market-oriented engagements
emerging from societal concerns associated with production and
consumption. Acts of production and consumption are, therefore,
considered as more than purely private matters about business profit-
making and individual consumer preference based on cost-benefit analysis
when buying goods. Most prominent therein is the relationships among
goods offered on consumer market and political events and developments,
environmental and human rights problems and worries, and the ethics of
production and manufacturing practices.

Bostrom, M., Micheletti, M., & Oosterveer, P. (Eds.). (2019). The Oxford handbook of political
consumerism. Oxford University Press.



Political consumerism includes the related acts of boycotting
(punishing businesses for unfavorable behavior) and buycotting
(supporting businesses that exhibit desirable behavior).

Neilson, L. A. (2010). Boycott or buycott? Understanding political
consumerism. Journal of Consumer Behaviour, 9(3), 214-227.



Q-methodology is used to investigate the perspectives of participants
who represent different stances on an issue. The instrumental basis of Q
methodology is the Q-sort technique, which conventionally involves the
rank-ordering of a set of statement from agree to disagree. Usually the
statements are taken from interviews and literature.

Brown, S. R. (1996). Q methodology and qualitative research. Qualitative health
research, 6(4), 561-567.



Cluster analysis is aimed at uncovering as-yet-unknown groups of
objects; with analogous concepts being unsupervised pattern
recognition or numerical taxonomy. It is an exploratory technique, and
thus its primary aim is not to infer anything about population
parameters as most statistical methods do.

Landau, S., & Ster, |. C. (2010). Cluster analysis: overview. A A, 11(x12), x1p.



The practical steps in conducting cluster analysis using Q-Sort data

To compile a Q-population (Concourse) on the basis of literature review and expert opinion

U

To extract the Q-samples (49 statements) from the Q-population

U

To select 36 participants in the P-samples (P-set)

4

To generate the Q-Sorts using the Q-Sortware program

{

Custer analysis by using the SPSS program

{

Interpretation of the findings




Q-sort Dataset

The Q-sortware is a very easy to use tool for on-line data collection mainly based on Q-methodology.
https://gsortware.net/
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The P-Samples

(It consists of 36 respondentsby using purposive sampling technique)

Age Female male Total
Below 34 6 5 11
34 and under 55 9 7 16
50 and above 5 4 9
Total 20 16 36

Note:The sex-ratio in each age bracket is aligned with the respective figures in Hong Kong Population
Census 2021.



The Q-Samples

(The set was extracted from a concourse of 97 statements to 49)

Perception type

Q-Statement and code

Digital Media Use

DMUS9, DMUS24, DMUS26, DMUS31,
DMUS32, DMUS37, DMUS40, DMUS48

Hedonism HS16, HS17, HS21, HS25,
HS33, HS35, HS45, HS49
ldeology IS43, IS1, IS6, IS7,

IS13, 1S20, 1S22, IS34, 1S46

Non-political factor

NPFS3, NPFS5, NPFS8, NPFS10,
NPFS14, NPFS18, NPFS41, NPFS44

Political efficacy

PES11, PES12, PES15, PES19,
PES23, PES28, PES36, PES47

Political interests

P1S2, PIS4, PIS27, P1S29, PIS30,
PI1S38, PIS39, PI1S42
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Two selected percept types with their Q-Statements and with source references

Perception Code Q statement Reference
type sources
I will post pictures on social media if I participate in political consumerism Becker and
DMUS9 L
activities. Copeland (2016)
DMUS24 | I like to share political consumerism information on social media. Expert Comment
DMUS26 I participate in political consumerism activities for or ggalr'lst a particular | Copeland (2014)
restaurant (or a group of restaurants) is based on my friend's recommendation.
Before I made my choice of restaurants, I always used social media to check their | Hong Kong and
political background. Macao Affairs
DMUS31 Office of the
Digital State Council
Media Use (2020)
DMUS32 I bpycott or buycott a restaurant. because ce1§br1t1es w1t.h different political Expert Comment
opinions promote or degrade this restaurant in the media.
DMUS37 |1 always follow IG or Facebook with a similar political background restaurant. Becker and
Copeland (2016)
It 1s important to get information about the restaurant's political background from |Becker and
DMUS40 : :
social media. Copeland (2016)
DMUS48 I share my political consumerism experience on social media. Becker and
Copeland (2016)
Hedonism | HS16 Being able to Participate in political consumerism activities is part of my happy Hoffmann et al.

life.

(2018)
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Perception

Code Q statement Reference sources
type
NPFS3 I am more likely to eat at a restaurant with strong political affiliations even if I | Kam and Deichert
disagree with their politics because of their food tastes. (2020)
NPFS5 When I participated in political consumerism activities, the menu pricing of a | Kam and Deichert
restaurant is important to me. (2020)
NPFSS A variety of food selection is also an important consideration in political Kam and Deichert
consumerism. (2020)
NPFS10 |Restaurant service is also an important consideration in political consumerism. g%r;;;nd Deichert
Non- Political consumerism, which could be considered as a form of political | Liaison Office of
political abduction, signals a tear in Hong Kong’s social fabric. the Central People’s
factor NPFS14 Government in the
Hong Kong S.A.R.
(2020)
NPFSI8 Hong Kong's over-reliance on' fooc'l impor.ts from mainland C.hina, making it RTHK (2020)
difficult to become self-sufficient in running a restaurant business.
NPFSA1 When I participate in political consumerism activities, I do not mind waiting to Expert Comment
be seated longer than other restaurants.
NPFS44 Restaurant location is an important consideration in political consumerism Kam and Deichert
activities. (2020)
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Screenshot of a the Initial soring of the Q-Sortware survey

W @ QSortWare x @ QsortWare x + — X
« > C 2% application.gsortware.net/user/Checheongpoon/ s 7} o :
A survey of perception of political consumerism in HK / Step 1 of 2... &
Please put the following automatically pop-up sentence by clicking and dragging them to the correct box. It does not matter how many are in each box. You will do a more refined sort of these sentences in the next session after you complete this
activity.
Drag the following item inte one of the boxes below:
Disgree Neutral Agree
1 531 am more likely to eat at a restaurant with strong political affiliations evenif| ' 1 59 will post pictures on social media if | participate in political consumerism < ISy 51 Particiéatirég in political consumerism activities is purposeful. 2MEGEHETE
disagree with their politics because of their food tastes. H & Al sz AfE7NELE activities. HEEEEHERE LSRR LEEEARTRTHNRR - EEEA R -
HEHREZER - EMERRB AN RN R T REARNEUGHRE - 2 510 Restaurant service is also an important consideration in political 2 52 Hong Kong people believe in economic rationality; restaurants should use the
2 57 Since | have limited resources, | can only exercise mgurchasin ower to consumerism. EEEFETEESHETENEEER - uality of food and service rather than their political stance to atiract customers. &
BAMR  ERAEERAR MEERERY - #ERZUEWHESNGHE » T EBUE1EHRRS M -

support people with a similar political ideology. H3A¢HY
E‘J%}H:’:‘BE FAREREa SRR =

3 517 Itis impaortant to gnjg?]y the dinin e)%erience wimﬁeople of a similar political
stance. EEGAUIEEENA —E=2RASRRIEREEE -

3 511 Restaurant owners should use part of theirgr_oﬂts to support social
movements. EEEEEEZRIESFEESEHSES - 3 54 Participating in political consumerism is._g_(_:}#st lo express values and influence
4 512 Participating in political consumerism activities can express our concern about %%ﬁ?g%ﬁ;}g&%eﬁgg;g?ﬁ%%%@ﬁﬁ ,iﬁﬁ'” HHEREMTERAT
the current social situation. £ EHE & F B FE o] LAFEHMIE S THRAE - et

4 518 Hong Kong's over-reliance on food imports from mainland China, making it o 4 85 When | participated in political consumerism activities, the menu pricing of a
difficult to becomccle self-sufficient in running a restaurant business. HEEE 5 S13lktis ih a restaurant is important to me. ERSHEGESTEIER  BEMNEECEEE
‘:ij?t‘lﬁﬁljﬁun 2 @iﬂﬁﬂ¥§ﬂu&% E = restaura First snrling iscnmﬂete, dle Continue W‘hEﬂ you are real:h'. E;EE!‘J - ﬂﬁﬁifﬂﬁ_ﬁ' =

5 519 When | participate in political consumerism activities, | can help others outside & 514 Poli litical 5 56 Restaurants that promote political consumption bear a heavy economic and
of institutionalized processes Di;oliticalﬁconﬂid. ERSHBIAEETERTER 2 abducﬁ; ggﬁ%— political cost. fRSRELETHERIE ERIREIERMEFNBUERE -
ﬂuﬁ&_"?f'{t?gafnﬁ%@&z h"'m}]f ;fﬁl)xlo. . . EEAL ; : . 8 S8 Avariety of food selection is also an important consideration in political

g gt.?o?]g’;reu[ﬁlpgm IQ.E:?%'%;'%%;%E&%%T&&“E%%E%Cb”ng LECEHED I 7 515 Participating in political consumption activities is one of my ways of . consumerism. SAF{CHRIPEEERBGANIRNEREE -

S o - - ex%essin%dissatisfaclion with the government. £ EEGEH S FSMEHRHBMAERE 7 522 | have made a special effort to try to participate in political consumerism

7 526 | participate in political consumerism activities for or aglainst a particular i TRNALZ— = activities because it Ecnnducivgp social advancement. HIFFBHER S EEGE
gﬁﬁ'&@ﬂ%‘g; r%" Q,f g?‘%ﬂaﬁnﬁ I%bésﬁed ?&T fr%iel%)s ggg%%%%gg% 2 8 516 Being able to Participate in political consumerism activities is part of my happy AHEREE  AREAEES
o o - ' o life. £223 5ﬁ}.ﬁiﬁ$§ﬁ%]x'=eﬁ WEFEN—EG - 8 523 Whenl pagicipate in political cgrswﬂg%ﬁtﬁige%ilg ir%tql;nc;%g}j?gﬁlg
= P - : e . company to perform more responsibly. E3 &H EEIRT  HIETTE

& S27 To support or oppose political consumerism activities is as important as ¢ 820 Participatin |n=|§%htlcal‘£gpsumensm activities is my social responsibility. £ AT %g‘EEﬁJHﬂlﬁ$ = ! B h
political voting. S:i a0 H I B & B RS BB e ST BB - BUEHA T REMERE B AT - o | 529 Particioating it b . e

e S 10 521 When | participate in political consumption activities, on top of the cost of the ﬂamg)am%n Dy{cort!_s an unconventional way of palitical participation. 2

9 528 Political consumers’ decisions to eat at or not to eat at a restaurant can affect U U[EE ILEREUE I P : [pauuy SR —IBIEERNECEEER -

its political stance. B N & E 2SR S S EENN R RS S SR ENEES meal, | give additional tips to express my support to the restaurant with the same

- CEs - . = - olitical stance. T2 EHEH ﬁpﬁﬁﬂ-*- R TEESN  ESTIMETE - LIFE 10 530 Boycotting is as important as buycotting. &5 EZ| SESREEE -

i P 1
10 534 Paricipating in political consumerism aciivilies is to express my freedom. S8 EF—BUAIGRIBREERTSER - N 11 531 Before | made my choice of restaurants, | always used social media to check

T 5ﬁ5ﬁﬁ$§,§ﬁ%ix%?%_fﬁﬁﬁﬁ{]ﬁ B - ; 11§24 | like to share political consumerism information on social media. FHEETE3 their political background. FEiRIREEE > Al > HMEFE R FEERESHMANECE
11 835 | feel bad b td i t it t with diff t political id E—=HE FUELAERARE RS - -

zel bad about dining at a restaurant with different political ideas. F—3¢ e - - R ; ST, (e
= ey s £ b Fh S e oo 12 532 | boycott or buycott a restaurant because celebrities with different political 12 533 | feel safe when | participate in political consumerism activities. B 32 HE]
FRIBER AR - ARERTER h opinions promote or degrade this restaurant in the media. FHESIsZE M —=8E ~ HEFE TR - é’t;@ﬁ%ﬂﬁg ° B

Continue =P 15
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Screenshot of a final sorting in the Q-Sortware survey

v D QsontWare x + - fe ) X
<« > C 2% application.gsortware.net/user/Checheongpoon/ FY ) ‘
A Q-Sort survey of the perception types / Step 1 of 1... &%

Now do a more refined sort by clicking and dragging each of these initial sorted sentences to the correct box. It is easiest if you sort the More disagree sentences first, then the MORE agree, then the somewhat uncertain sentences. Since I want to see
vour ranking of the 49 sentences in a normal distribution form, you are kindly required to put the number of sentences in each box as indicated in parentheses.

-

Drag the items to the boxes below:
' Strongly Disagree (2) Dbag;:u(;:z"‘me Moderately Disagree (6)  Mildly Disagree (8) W‘grm %‘v?::(?. Moderately Agree (6) Agree (4) | Strongly Agre (2)

1 S481sh medi “~ 1 S46| boycott A 1 S28 Political - 9 | resources, | =~ 1 S31am more ik 4~ 1 $10 Restaurant A 1 S5Whenl! -
political o ﬂﬂi é&‘ ?gg restaurani Deceuse consumers’ institutionalized - 3: ;‘;dy o my Beatata Nﬂm:"“ sarvice is also 80 participated in
consumerism AHF agu the celebrities with decisions 1o eat at or processes of poitical purchasing power to with strong political important ical

EAT J:l'gg poltical stance not to eat at a conflict FI=AER support with affiiations even if | consideration in consumerism
media. BT EVVAR Qfgﬂggg- . different from mine restaurant can affect g"n?i“ ey a similar disagree with their I activities. the menu
ERFROEAAR have dined there its gollﬂul stance 3 2“614&,“@9& ; am%a.qu pom" se of % gofa
ERITE - 2 $31 Before | made before. amwagz & mag%ﬁgx AREEEZ R 5& P RIS their food tastes_3i EHORAART restavrant is

2 $40 tis important to my cholce of 18 AALINA A2 Gp sl RO ° HHREHAA HEIEGE AN AT - nt to me. &

. restaurants, | always HEAUMTMNE ESEESNEN 2§21 KA ETHES HAHIRNHR HEEABER
gotinformation aboul | \iseq socal media fo REmAmE A - paricipmein podtical || - & o@Aate | 2 S44Restauant Fma . HENE
polical background gheck their poliical | | 2 S351felbadabout | 2 $25Partcipating in consumption 3 $12 Participating in 3ok E important o e

om social media_ & . ﬂi at a restaurant political activities, on top of political consideration in
HEVER R A g ﬂ ,“55 with different consumerism the cost of the meal, consumerism 2 S14 Political political 2 S8 Avariety of food
BECH I ROOEMIE 89&5{!5! -  E-FHAUT activities can bring | give additional tips activities can consumerism, which consumerism selection is also an
REE - | e Hﬂﬁg%ﬁﬂl% me a sense gﬂ » aw?m @Xpress our concem could‘ob:nm lmggﬂ‘ MM .

aaw s.w 1Gor 5 < nrs aztoa . ‘ang restaurarll‘wih the ::g'u;l %‘m s - mm. Do a % S44 wmt Ioubon I; an W consideration in

F with a 3 S21h do ﬂ—%‘ﬁ e same political _ BAAR '8‘3 tear in Hong Kong's 3 gz Poial consumersm actrabes. RAMIBRIARAER

o] v spodalmo ™ 3 S241like to share %‘i‘% ?-mna'fs u&%?!i{'! uw sodial fabric. E64 pe SRPNEBES - =

beckground e~ narticinate in nolitical ~ nolitical R4 s 3 ankg ¥ LB Y RINCIegAc ~ aconomic rtionality + || G TR

9 o @ oK O ox Qo @ oxt 9 o © oK @ ox Qo
Continue <
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A Q-sample completed by respondent 7 (R7)

9 HS49
8 HS45 PES47 1S43
7 PIS42 PIS39 PIS30
6 1S46 NPFS41 1S34 PIS29 PIS38
Q-sample 5 HS35 PES28 HS33 PIS27 PES36
(Stat‘;m)e“t 4 DMUS37 | DMUS26 HS25 HS21 PES23 | NPFSI8 || NPFS44
code
3 DMUS32 1S22 DMUS24 1S20 PES12 NPFS14|| NPFS10
2 | IDMUS40 |DMUS31 HS17 IS13 PES19 IS7 PIS4 IS6 NPFS5
1 | |IDMUS48 || DMUS9 PES15 PES11 HS16 IS1 NPFS3 PIS2 NPFS8
Score -4 -3 -2 -1 0 1 2 3 4
. Strongly : Moderately Mildly Neither Agree  Mildly  Moderately Strongly
Rating scale Disagree Disagree Disagree Disagree  nor Disagree = Agree Agree Agree Agree

The respondent claimed that her perception type was “Non-political factors”. However, the average score for
this perception type is (4+4+3+3+2+2+2-1)+-8=2.375; and the average score for “Digital Media Use” , which she
was disagree and even strongly disagree with, is (-4-4-3-3-3-3-2-1)+-8=-2.875. And thus, the respondent’s Q-
sample shows a fusion of the six perception types. | would call her perception type as “Politically Taciturn ano1l7
Economically Rational .



: Respondents)

Cases

Statements;

The original Q-Sort dataset 2025 (Variables
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The Q-Sort dataset Transposed 2025

Variables: Respondents; Cases: perception types (The average of statement in each of the six perception types)

Obs | Rl | R2 | R3 | R4 | RS | R6 | R7 | R§ | R9 | R10 | R11 | R12 | R13 | R14 | R15 | R16 | R17 | R18

DMU |-2.75/-2.00|-0.13|-3.00 | -1.25|-0.75|-2.88|-2.50|-2.50|-0.63 | -2.38 |-1.50 | -2.00 | -0.13 | -1.88 | -1.88 | -1.25 | -1.63

H [-0.50]-0.75]-0.75|2.88 | 0.50 | -0.25|-0.75|-0.88 |-0.25 |-1.38 | -1.00 | 0.38 | 0.38 [-0.13|-0.50| 0.13 | 1.00 |-0.13

| 0.22 | 0.67 |-0.78 | 0.67 | 0.44 | 1.00 | 0.11 | 2.22 | 0.89 | 0.11 | 0.11 | 0.00 |-0.33|-0.22|-0.33 | 1.00 | 1.11 | 0.56

NPF | 1.63 1 0.50 | 1.25 | 0.75 | 0.75 |-1.13 | 2.38 | 0.13 | 0.50 | 0.88 | 1.13 | 1.00 | 0.50 | 0.00 | 1.13 | 0.88 | 0.00 | 0.13

PE | 0.63 |-0.13] 0.88 |-0.63 |-0.75|-0.13| 0.00 {-0.13 |-0.25| 0.88 | 0.50 | 0.63 | 0.25 | 0.75 | 0.88 | 0.38 | -0.38 | 1.50

PI |[0.75)1.63|-0.38/-0.75]0.25|1.13 | 1.13 | 0.88 | 1.50 | 0.13 | 1.63 |-0.50| 1.25 |-0.25| 0.75 |-0.63 | -0.63 | -0.50

Obs | R19 | R20 | R21 | R22 | R23 | R24 | R25 | R26 | R27 | R28 | R29 | R30 | R31 | R32 | R33 | R34 | R35 | R36

DMU |-1.75]-2.25|-1.00 | -1.75|-2.50 | -3.00 | -2.25 | -2.38 | -2.25 | -2.63 | -2.88 | -3.00 | -3.00 | -2.75 | -1.38 | -2.75 | -2.88 | -3.00

H 0.38 |-1.13|-2.13 |-1.00|-1.25|-0.75|-1.00 | -1.00 | -1.25 | 2.50 | 2.50 | -0.25|-0.13 | 0.00 | 0.25 | 1.25 | -0.75 | -0.25

I 1.11 | 1.44 | 1.00 | 0.11 | 0.33 | 0.33 | 0.67 | 0.78 | 2.44 | 0.33 | 0.11 | 0.89 | 0.56 | 0.67 | 1.44 | 0.22 | 0.67 | 0.33

NPF | -0.88| 0.50 | 0.88 | 0.00 | 2.63 | 2.25 | 2.00 | 1.75 | 0.25 | 0.00 | 0.63 | 2.13 | 2.13 | 1.50 | 0.00 | 1.13 | 2.63 | 2.63

PE | 0.63 | 1.25|-0.38| 1.25 |-0.13| 0.00 |-0.13 | 0.38 |-0.38 | -0.50 | -0.38 | -0.63 | -0.25 | -0.13 | 0.13 |-0.25|-0.13 | -0.13

PI | 038 000|150 138|088 | 1.13|0.63 | 038 | 0.88 | 0.25|0.00 | 0.75 | 0.63 | 0.63 |-0.63 | 0.38 | 0.38 | 0.38
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The Q-Sort dataset Transposed 2020

Variables: Respondents; Cases: perception types (The average of statement in each of the six perception types)

Obs | Rl | R2  R3| R4 | RS | R6 | R7| R8 | R9 | R10 | R11 | R12 | R13 | R14 | R15 | R16 | R17 | R18

DMU | -0.25 | 0.75 |-0.50| 0.38 | 0.50 |-0.38 | 1.00 | -0.63 | -1.50 | 0.00 | 1.25 |-1.13| 0.25 |{-0.88 | 0.13 |-0.50 | -0.75 | -0.38

H 1.63 1-0.25]0.13 |-0.13|-1.00| 0.63 |-0.50| -0.13 | -0.88 | -0.88 | -1.38 | -0.25|-1.13]-0.63 [-0.50|-1.25|-1.13 | -1.00
I 0.33 10.67]0.56| 0.56 | 1.00 | 0.11 | 0.22 | 0.78 | -0.44 |-0.22|-0.56| 0.11 | 1.00 | 1.22 | 0.56 | 0.22 | -0.33 | -0.78

NPF | -1.00 |-0.63 {-0.50|-0.38 | -0.50 | -0.25 |-1.88| -0.88 | 1.00 | 0.63 | 0.38 |-1.00|-1.13 |-1.25|-1.88| 0.75 | 1.13 | 0.38
PE | 0.00 |-0.13]{0.00 | 0.13 |-0.50{-0.63]0.63 | 0.75 | 0.75 | 0.88 | 0.13 | 0.38 | 0.25 ] 0.00 | 1.38 |-0.38 | 0.13 | 0.25
PI |-0.751-0.50|0.25-0.63 | 0.38 | 0.50 | 0.50 | 0.00 | 1.13 |-0.38| 0.25 | 1.88 | 0.63 | 1.38 | 0.25 | 1.13 | 1.00 | 1.63

Obs |R19| R20 | R21 | R22 | R23 | R24 | R25| R26 | R27 | R28 | R29 | R30 | R31 | R32 | R33 | R34 | R35 | R36
DMU |0.75(-0.38|0.25 |-0.25|-0.75|-0.75|-1.50{ -0.13 | 1.00 | 1.25 | 1.13 | 0.63 | 0.25 | 0.50 | 0.13 | 1.00 | 0.00 | 0.63
H |-0.88 0.00 | 0.25(-0.13/-0.88|-1.380.13| 0.00 |-1.00|-0.75|-0.50 | -0.38 | 0.13 | -0.75 | -0.50 | -0.63 | -0.50 | -0.13
I [033]-0.11/044|0.44 |-0.11{-0.56(0.00| 0.33 | 1.11 | O0.11 | 1.67 | 1.00 |-0.11| 0.89 | 0.11 |-0.22|-0.33| 0.11
NPF |-0.88|-1.13|-0.38| 1.88 | 0.63 | 1.25 | 0.25|-0.25 |-1.25|-0.38 | -1.00 | -0.88 |-1.25|-0.88 | 0.00 | -0.25| 0.00 | -0.75
PE [0.63]0.50 |-0.38|-1.25| 0.25 | 0.63 {0.50| 0.38 |-0.13| 0.63 |-0.75|-0.50 | 0.38 | 0.00 | 0.25 |-0.38 | -0.25 | 0.38

PI 0.00|1.13 |-0.25/-0.75| 0.88 | 0.88 | 0.63|-0.38 | 0.13 | -0.88 | -0.75| 0.00 | 0.63 | 0.13 | 0.00 | 0.50 | 1.13 | -0.25
20




Dendrogram of
Hierarchical Cluster Analysis



2020 Perception Types (Z Scores)

Dendrogram Average Linkage (Between Groups): Rescaled Distance Cluster Combine
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Average score for the six typical perception types by respondent clusters

in 2022
Average score
Cluster A (21) Cluster B (2) | Cluster C (12) | Cluster D (1)

DMU 0.27 -0.31 -0.31 -0.25
H -0.40 1.13 -0.85 -0.13

I 0.59 0.22 -0.27 0.44
NPF -0.90 -0.63 0.51 1.88
PE 0.19 -0.31 0.23 -1.25
PI 0.17 -0.13 0.73 -0.75
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2025 Perception Types (Z Scores)
Dendrogram Average Linkage (Between Groups): Rescaled Distance Cluster Combine

Cluster D_2025
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Cluster B_2025 Cluster C_2025
= o o og g 8 B B B OB E E e o2 2 2oz B8 E

R20
R17
R33

R28

R29

R4

R3

R34

R

R19

R3




Average score for the six typical perception types by respondent clusters
in 2025

Average score

Cluster A (24) | Cluster B (7) @ Cluster C (2) | Cluster D (3)
DMU -2.33 -2.16 -1.25 -0.29
H -0.61 1.55 0.06 -0.75
I 0.64 0.62 1.06 -0.30
NPF 1.30 0.46 -1.00 0.71
PE 0.20 -0.39 0.25 0.83
PI 0.72 -0.16 0.75 -0.17
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Average score for the six typical perception types
by the two largest respondent clusters in 2020 and 2025

Average score

2020 2025
Cluster A (21) Cluster C (12) Cluster A (24) Cluster B (7)
DMU 0.27 -0.31 -2.33 -2.16
H -0.40 -0.85 -0.61 1.55
I 0.59 -0.27 0.64 0.62
NPF -0.90 0.51 1.30 0.46
PE 0.19 0.23 0.20 -0.39
Pl 0.17 0.73 0.72 -0.16
Ideological Bounded Rationality zz(llltéfglll};i?g:ﬁm Politically Taciturn
Communitarianism Rational Y and Hedonism
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Conclusion
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1.

Two major perception types of political consumerism in Hong Kong
Catering Sector are “Ideological Communitarianism” and “Bounded
Rationality” identified in the 2020 survey.

Two major perception types of political consumerism in Hong Kong
Catering Sector are “Politically Taciturn and Economically Rational” and
‘Politically Taciturn and Hedonism”

A significant changes in the major perception types of political consumerism,
especially in “Digital Media Use DMU”, such changes may be due mainly to
the enactment of the National Security Law for Hong Kong on 30 June 2020.

Since most of the people participating in political consumerism activities

were economic rational, the adverse business impacts on restaurants were
limited.
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Thanks
for your attention



A 10-minute open floor discussion
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