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Abstract

People frequently experience ambivalent sexism, which is prevalent yet unfamiliar in reality.
Two concepts are under ambivalent sexism, separately hostile and benevolent sexism. The
research examined how the consumption space utilized ambivalent sexism to conduct gender
discrimination and reinforced traditional gender notions. Research on ambivalent sexism, mass
media, space, and gender from previous scholars was included in a systematic literature review.
The sample size in the research was 201 participants, while 7 of the participants conducted the
interviews through purposive sampling. Drawing on questionnaires and interviews with both
men and women, the study explored how the consumption space affected people conducting
ambivalent sexism behavior, especially consumption space that existed obvious gender notions.
The research suggested that traditional gender role belief was the main factor, shaping the beliefs
of ambivalent sexism in both men and women and influencing their gendered expectations in
consumption space. Specifically, the study suggested that the education level negatively
correlated with people's gender role beliefs, while low-income and benevolent sexism had a
negative correlation. The research highlighted the environmental design elements, such as
consumption space, media, and spatial pattern design, since it had the importance of
understanding how gender thought and comparison mentality was shaped by urban consumption
space. The consumption space has been empowering the meaning of people's interaction under
ambivalent sexism, especially in intimate relationships. The implications of these findings are
discussed, the study pointed that the need for more gender education to increase the
understanding of gender performance daily; otherwise, people would like to use benevolent

sexism to reinforce and conduct gender discrimination.
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CHAPTER 1
INTRODUCTION

1.1 Gender issue in the world

In recent years, gender equality has become a more urgent problem as awareness of sexism's
prevalent and pernicious effects has expanded. It is essential to address how gender-based
prejudice and discrimination continue to influence our social, economic, and political institutions
to restrict possibilities and sustain inequities, which is at the core of this problem. Despite the
primary social agency's efforts to instill proper knowledge of gender performance among the
population, sexual discrimination continues to persist daily. Society is still less recognized for
ambivalent sexism, which is a phenomenon that involves the concurrent regard in either hostile
or benevolent attitudes toward women. These two types of attitudes are ambivalent sexism which
can be separated into Benevolent Sexism (BS) and Hostile Sexism (HS) Glick & Fisk (1996).

Factually, the overt manifestation of sexism may be simpler to identify and resist in daily life,
while ambivalent sexism is a more subtle form of sexism that ultimately serve to reinforce
gender stereotypes and the “status quo” under seemingly positive or even romanticizing
attitudes. Women can be discriminated against and stigmatized in ambivalent sexism. Hostile
sexism indicates that women are inferior to men in terms of abilities and emotional stability and
even objectifies women, and the idea critiqgues men who express overtly misogynistic emotions
(Glick & Fiske, 1997). Contrasted with Hostile sexism, benevolent sexism demonstrates that
men’s roles are primarily in charge of breadwinners, protecting, valuing, and cherishing women,
while women’s roles and duties are mainly as wives, mothers, and caregivers with the family or
their partner (Glick & Fiske, 1997). It shows the images between both roles of men and women
are seemingly positive, it is worth mentioning that hostile attitudes will not be acted on and
expressed inappropriately. However, according to Hammond and Overall (2015), since
benevolent sexism is attributed to traditional gender beliefs, it itself does not have overtly
offensive or aggressive behaviors. The male-dominated idea has been reinforced by the
interaction between men and women.

It is noteworthy that ambivalent sexism has received relatively little attention in Hong Kong's
human geographical aspect, however, the relationship between gender and space has been
discussed and explored by varieties of western scholars. In fact, in the late 19th century, women
were portrayed as the primary consumers, and their femininity remains a key characteristic of
contemporary consumption conditions in which specific shops in contemporary plazas are
catering to women’s needs and desires, such as beauty and home products (Leslie & Reimer,
2003; Evans, Christiansen, & Gill, 1996). Especially as women’s socioeconomic status has been
enhancing, the positive shopping experience is increasingly valued by themselves. It can
contribute to the formation of a new women's identity under consumerism, particularly the
evolving fashion style (Birenbaum-Carmeli & Carmeli, 2002). However, the line between public
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and private spheres is often indistinct. According to Spigel and Mann (1992), the merchandise in
public dimensions is influencing women's personal needs, desires, and self-awareness. Although
the image of women can be shaped by the consumption space to limit women's choices, both
social culture and family are also the elements that force women's choices in consumption spaces
(Foner, 1997). It illustrates the dynamic connection between an individual's intentions and social
ideas of gender. Personal behavior and society's construction of consumption space is a
significant relationship. Nevertheless, the role of ambivalent sexism and spatial construction in
shaping conventional gender roles remains largely unknown in Hong Kong. Based on the
previous research on gender and space, the spatial element also can be a factor in gender. For
example, it relates to lived and imagined spaces, and the metropolis' spatial implications (Spain,
2002). There is a need to examine how ambivalent sexism has been applied and propagated in
Hong Kong's consumption space, and how traditional gender division is reinforced and affected
by specific surroundings, which is very essential. Hence, this research hypothesized that “when
traditional gender notions are more pronounced in consumption space, men would select to
exhibit ambivalent sexism, while women would prefer to follow men's ideas.”

1.2 Research Purpose

Factually, research on gender geography has been limited in Hong Kong. The research area of
gender and human geography has received little attention in Hong Kong research. Few studies
have connected and examined the concept of ambivalent sexism and consumption spaces. It
represents that Hong Kong has no academic papers explicitly addressing the topic of ambivalent
sexism and consumption spaces. It could not exclude the possibility of entrenched gender
prejudices or the importance of ambivalent sexism not being taken seriously. Nevertheless, the
research is essential for Hong Kong's human geography contribution. As an international city,
the development of Hong Kong itself reveals that it has been attempting to incorporate Western
gender concepts. Therefore, Hong Kong the geography academic domain should be started to
contribute significate study to the world. In previous western research, scholars focused on the
manifestation of ambivalent sexism in the workplace primarily, or only one type of ambivalent
sexism has been examined, such as benevolent sexism and its moderating effects (Fraser,
Oshorne, & Sibley, 2015); some studies have found out the experiences of women in different
space (Nakhal, 2015) or the attitudes toward benevolent sexism from female university students
(Fields, Swan, & Kloos, 2009). Although western researchers have established valuable
contributions to the domain of ambivalent sexism, the association between ambivalent sexism
and consumption space needs to deepen exploration and investigation. Hence, there are different
gaps in the understanding of the gender and space relationship, respectively (1) how the
consumption space influences the establishment of ambivalent sexism between men and women,
(2) The relationship between mass media and consumption space that how it affects ambivalent
sexism reinforcement in consumption space, (3) The hidden meaning of consumption space and
its relationship with gender's relationship, and (4) How the hidden meaning of consumption
space strengthens the ambivalent sexism.




As a matter of fact, the previous research has an emphasis on the perspectives of females. The
limited frame of studies has prompted this research to investigate both genders' attitudes and
explore the notion of ambivalent sexism and its relationship with consumption spaces itself.
Hence, the purpose of this qualitative case study was to investigate the ambivalent sexism in
Hong Kong consumption space and how it promotes gender discrimination and reinforces
traditional gender notions. The Hong Kong residents’ understanding of gender recognition and
sexism was collected and examined the factors that have contributed to the reinforcement of
traditional gender notions in consumption space. The study aspires to shed light on sexist
practices in consumption spaces, and the motivation of the research is to comprehend the
attitudes and viewpoints of Hong Kong residents regarding ambivalent sexism, and how
consumption spaces can be a contributor to perpetuating traditional gender notions under
patriarchy. Ultimately, the study aims to improve the value of gender geography in Hong Kong
and advocate for the inclusion of gender investigation in the geography curriculum.

1.2.1 Research Questions
According to the above research gap, there are three research questions:

1. What are the key factors that shape people’s gender beliefs?

How do Hong Kong residents receive ambivalent sexism through consumption space?

3. What are the significate elements that influence the operation of ambivalent sexism in
consumption space?

N



CHAPTER 2
LITERATURE REVIEW

2.1 The Background of ambivalent sexism

As mentioned above, ambivalent sexism can be divided into two types, respectively benevolent
sexism and hostile sexism. Compared with benevolent sexism, hostile sexism strives to maintain
men's authority over women by highlighting men's strength. Men’s behavior and attitudes
obviously detest women. However, the concept of benevolent sexism is much more common
daily, but it is an unnoticed form of gender discrimination and inequality in society. The main
reason is that society allows men prior social status within the gender hierarchy and holds onto
most of the social resources, while they can neglect any challenge of existing gender inequities to
establish intimate relationships with women (Dardenne, Dumont, & Bollier, 2007). Gender
injustice can be perpetuated by benevolent sexism to replicate and maintain traditional gender
notions in daily interaction. However, individuals’ identity is still based on their sex organs while
society has been continuously arranging different social agents to establish individual ideology
and behavior patterns, where characteristics associated with masculinity and femininity are used
to distinguish between males and females (Spence, 1985). The typical example is that men are
expected to be a role of breadwinners, while the role of caregiver is prospective for women.
Nevertheless, benevolent sexism's detrimental effects on women's freedom in daily life (Huang
et. al., 2014). It is because the mutually beneficial relationship between men and women has
been constructed under benevolent sexism. Both men and women are playing their masculinity
and femininity to fulfill each other and society’s expectations. However, high traditional gender
beliefs can constitute a serious issue in the whole society, such as violence (Fakunmoju et. al.,
2017). The harmful relationship can be continuously influenced women's mental health, even
though women can obtain any reward from men. It reveals that the mutually beneficial
relationship is a surface benefit for both men and women, behind the scenes, women are still a
victim in society. Hence, ambivalent sexism can establish an unhealthy relationship between men
and women in which ambivalent sexism is not only about sexism but also related to both men's
and women's behavior which may affect their daily operations.

2.2 The mass media and sexism

2.2.1 The mass media expanding

Along with the development of technology, the mass media is continuously establishing that it
inputs different elements to attract audiences’ attention. However, mass media is a broad idea
that is related to media. Although the ambiguous definition of “mass media” has been changed
by Potter (2020), Potter based on the different scholars to establish four areas for the new media
environment, respectively “Technological convergence”, “Interactivity”, “Information
saturation” and “Shift in marketing perspective”. Under the new media environment, the
traditional media and emerging media are integrated and converted, the messages are shared in a
common platform which allows users to access text, images, video, and audio on the common




platform (Jenkins, 2006, Nayar, 2010). Along with technological development, the interaction
between virtuality and reality has increased. Rice (1984) indicates that the experience of mass
communication has changed since the distinction between users has been curtailing. The demand
for the potential of technological interaction between sender and receiver has been enhancing
continuously (Potter, 2020). The main reason is that there are different domains of people has
already interacted with the media, such as relationship-building, public activism, and shopping. It
causes the private and public living domains to be ambiguous in which the media platforms’
participation trends to popular in all kinds of activities. For example, eBay, Amazon, Facebook,
Instagram, and different types of games and dating apps. It reflects that the information from
mass media is to be in a big bang since there are a number of information created every day. It
causes accessing information is no longer a barrier, conversely, the issue is how to adjust to a
deluge of signals that are actively vying for the audience’s attention. Even with the data from
Ransford (2005), using media from children have been accounted for 70% of their whole day, so
audiences have been using the mass media frequently (Angwin, 2009). There’s no denying that
the information in media has been increasing, and the marketing strategy is drawing the
audience's attention constantly; different needs of the general population have been identifying
by the marketing (Arens, Weigold, & Arens, 2009; Hirsch, 1981). It causes the population is
controlling by marketing through media platforms, the ideology also can be followed by the
ideas from marketing to create, such as some memes, videos, and games. Integrating the four
elements of mass media from Potter (2020), since the interaction of technology and human life
has been rising, the market can directly consume the public through the media as an agency,
especially gender ideology. Although gender ideology can reflect on mass media, the
relationship between ambivalent sexism and mass media is still unknown.

2.2.2 The sexism in mass media

In recent years, conducting sexism is prevalent that can discover in both virtuality and reality,
especially with the expansion of mass media. The influence of mass media on consumer
behavior regarding ambivalent sexism is frequently not paid attention to. Mass media is
including the production of culture, cultural products, and personal interpretations in media
images (Milkie, 1994). It implies that social ideologies and beliefs can be reinforced and
reconstructed by the representation of media. The various forms of media content can present
opposing views on crime TV dramas, such as gun regulation (Dowler, 2002), while romantic
comedies may depict unrealistic relationship expectations (Segrin & Nabi, 2002). These
examples highlight the connection between media content and attitudes, and the impact of
media’s underlying beliefs can represent through the screen. The perception can be influenced
when the media specifically express and describe traditional gender notions and patriarchal sexist
attitudes (Nelson, Oxley, & Clawson, 1997); however, the investigation by Jha et (2017), the
research reveals that the online media platform demonstrates a less tangible form of sexism.
However, benevolent sexism is a type of sexism that is a less pronounced form of sexism. It is
not a clear relationship between the mass media and ambivalent sexism.




Masculinity and femininity can be presented by the model in the mass media that implements the
ideal and patriarchal conventional gender culture (Milkie, 1994). It causes mass media can be
reflected societal prejudices through media content, which also is an indicator. For example,
hostile sexism can be experienced in video games that are over-sexualized in women, and
violent-hypermasculine in men. (Dill & Thill, 2007). However, past research mentioned that
hostile sexism and benevolent sexism are existing in the different media domains. For instance,
video games mainly occur hostile sexism (Fox & Potocki, 2016), while media and sexist video
games mostly conduct benevolent sexism (Swami et al., 2010; Stermer & Burkley, 2015). It
causes the ideology between men and women may be affected and installed, especially the
romantic relationship between different genders. However, when applying ambivalent sexism
into consumption space, can the media play its function in consolidating ambivalent sexism?

Factually, the sexist content and description of gender roles in media always influence the
public’s attitudes, such as university students between male and female also affected by the mass
media to develop their eating habits and pattern (Wright et. al., 2009). Even though Diekman and
Eagly (2000) mentioned that the media content and their ideas have high flexibility in societal
prejudices, the principles and ideologies have been integrated into most media content and
material itself. It is seemingly their marketing perspective to increase the public’s attention under
the new media environment competition, as the above mentioned regarding the expanding mass
media. However, there should be a positive relationship between ambivalent sexism and mass
media. Except for the marketing reason of mass media, mass media has an “auto-willing” to
establish sexism. Based on Wulandari (2012), the study shows that political news with gender
topics have been constructed by the patriarchal ideology, while, interestingly, there is more
gender bias when mass media over publicity and coverage of different issues of women. There is
a phenomenon of interest that the higher frequency of promotion in women's gender issues can
affect the public’s perspectives. It should be further discussed and explored the factors that cause
the relationship on it. Yet it can't be completely ruled out that the representation of mass media
on women’s news. The main reason is that the biased style is still used by mass media to present
gender notions. For example, biased gender depictions are prevalent across various media, from
children’s books to television commercials (Schwartz & Markham 1985; Furnham and Mark
1999), while ads are a primary tool for promoting traditional gender roles (Saito, 2007). Mass
media as the most frequently used tool, the patriarchal gender notions have been promoted and
continued that further reinforce the public daily behaviour to follow the societal ideology.
However, the limitations of ambivalent sexism in mass media are increasingly apparent. The
main reason is the role of mass media and ambivalent sexism have been less discussed in Hong
Kong. The updated research is the 2014 City University of Hong Kong's gender role and media
image. Hence, although the mass media is a crucial factor in promoting ambivalent sexism, the
research should be more explored the relationship between ambivalent sexism and mass media in
consumption space.



2.3 Spatial construction and gender expression

2.3.1 The connection between space construction and gender performance

As mentioned above, the correlations between ambivalent sexism and mass media, while space
also is an element to affect public behaviors. Previous research has established “Space Theory”
that different people with different living modes can generate their own spaces. It emphasizes the
spaces themselves, internal affairs, and the production process of space (Lefebvre & Nicholson-
Smith, 1991). It reflects that the population can establish their own space to increase their daily
experience, which causes space to be a social product. However, the process of space production
connects the public daily practice to the realm of physical space, it demonstrates that both social
materiality and spatial scale have been intercorrelated from reflecting the human perception of
space and strong personal perspective. Also, Lefebvre and Nicholson-Smith (1991) focused on
the “spatial triad”, separately (1) “spatial practice - how the public practice the space to produce
and reproduce the social practice and spatial pattern”, (2) “representations of space- how the
population demonstrates their meaning of space itself” and (3) “representational space- how the
people use symbols and image to present their living experience”, while these three elements are
essential elements in this research development.

The interaction of consumption space can be illustrated by the concept of the spatial triad,
especially related to gender issues and social relationships that can be experienced by spatial
practices and social order (Van, 2003). It causes gender performativity can be constructed in the
spatial establishment. Factually, individuals passively and automatically learn gender
performativity through "constructed spaces" to respond and integrate into their society in
particular ways. Judith Butler (1990) also explains that sex organ is not related to gender
performativity, while it cannot determine individuals’ gendered practices. However, anyone who
rejects the presupposed gender role according to social norms may be labeled as deviant and
punished. It reveals that society creates a meaningful space to conduct socialization for
individuals' long-term social learning, while the socialized gender performativity has been
stereotyped. Hanson and Pratt (1995) point out that the differences in space of living
environment and working experiences are constructed by space, place, and situated social
networks to segregate both men and women. The spatial construction limits the individual’s
development roles and characteristics to shape their gender performativity in the name of social
constructs. The above research has been carried out on space and gender performativity, it
exposes spatial establishment and gender behaviour in a positive relationship. However,
consumption space also is a created "space” for individual consumption, while the hidden
meaning of consumption space and its relationship with gender's relationship is less certain
understood.

2.3.2 Establishing spatial sexism
Based on the space theory’s spatial triad as above mentioned, the personal experience provided
by a particular space can lead to an embodiment of gender experience. It is because the body is




in a constant state of action and experience. The public’s bodies and the material world can be
established a non-split correlation between the public and space themselves (Young, 2005).
Under the space experience, each person in the space is acting as a single entity, which results in
the creation of gender ideology by the space during the situated embodiment experience.
People’s gender performativity has been encouraged to perform under the constructed space in a
specific way. It is worth mentioning that space is projecting both conscious and unconscious
ideologies (Nakhal, 2015). However, both men and women will have a higher aggressive level
when they experience frustration situations, particularly sex-role is different from their sex
themselves (Towson et. al, 1982). It notices that “space” is an artificial product, which can
reflect the cultures and social norms, while people’s living experiences can be undergone and
formed to distinguish gender notions at the spatial pattern (Falk & Campbell, 1997). However,
spatial sexism is an invisible creation. The past research analyzes that women’s magazines are a
created space to reinforce the identity of women (Hermes, 1995). It demonstrates that
empowerment is an essential part since patriarchal ideology empowers a gendered meaning to
designated spaces and objectives. It further explains how people are learning by doing socially
recognized gender behavior in certain spaces. Both men’s and women’s gender ideologies are
reinforced in the social learning process. Factually, The representation of gender through
distinctive patterns of engagement and specific societal and cultural norms (Brickell, 2005). It
reveals that space and gender have inalienable relationships that will interact and influence each
other to establish sexism. Nevertheless, in contrast to the relationship between space and gender,
the spatial elements are also important to analyze how to strengthen sexism in particular spaces,
especially reinforcing ambivalent sexism; while this issue has received scant attention from
previous researchers. Therefore, what factors promote spatial sexism further also needs to be
concerned.



CHAPTER 3

METHODOLOGY

3.1 Design and Method

The research can be divided into two parts, respectively quantitative and qualitative part. This
study has been developed to evaluate the perspectives of Hong Kong residents on gender
attitudes regarding consumption space in Hong Kong using both quantitative and qualitative
methodologies. The perspectives will be investigated to analyze traditional gender notions in
consumption space, and its discrimination and reinforcement.

A questionnaire was employed to assess Hong Kong residents' attitudes toward gender notions
and provided quantitative results. The questionnaire was released and collected via online and
social media. The study utilizes questionnaire results to conduct a quantitative analysis. The
questionnaire responses were based on the original Gender Role Beliefs Scale (GRBS) to
measure the research’s independent variables (developed by Spence and Helmreich (1978)),
while excel was used to analyze frequencies for statistics. IBM Statistical Program for Social
Sciences (SPSS) Statistics has been operated to assess the score, mean, standard deviation and
skegness values of respondents’ beliefs regarding gender notions, while the correlation of
respondents’ attitudes with respect to their gender, age, education level, occupation and salary
had been analyzed.

Meanwhile, qualitative analysis was conducted using interview content. The research was
conducted with purposive sampling to select 7 respondents for the in-depth interview. These 7
respondents were extremely higher and lower scores as well as average scores in questionnaire
responses and were suitable for the research to be conducted as a consumption space
investigation. The main reason is that those who scored lower or higher on the GRBS were more
likely to adhere or decline to established gender norms (Brown & Gladstone, 2012). Firstly,
under the visual Q methodology, there were 47 statements with images that needed to be sorted
by participants into 11 groupings which started from “Strongly agree” (+5) to “Strongly disagree
(-5). Those 47 statements can be categorized into five categories, respectively (1) Mall Design,
(2) The nature of the shop with gender, (3) The type of store, (4) Media at store/mall and (5)
Consumer behavior and habits. The results are +5, +4, +3, +2, +1, 0, -1, -2, -3, -4, and -5 for the
groupings into 47 grids, in which it almost describes as a normal distribution. Secondly, the
participants clarified and explained their selections after sorting in the visual Q methodology,
specifically extreme scores and nature scores. The interview was conducted using a semi-
structured approach, where a set of open-ended questions were prepared in advance, but the
interviewer also had the flexibility to ask follow-up questions based on the participant's
responses. The interview was recorded and transcribed for analysis. Finally, the questionnaire of
Ambivalent Sexism Inventory (ASI) (developed by Glick and Fiske (1996) was released to those
7 participants to evaluate their ambivalent sexism level as the research’s dependent variables.
The calculation of descriptive statistics also has been analyzed by IBM SPSS Statistics to



comprehend the correlation between respondents’ GRBS score and their ambivalent sexism
score totally. Hence, during the in-depth interview, both the visual Q methodology and
Ambivalent Sexism Inventory (ASI) were used to figure out the concrete consumption space’s
gender notion reinforcement and discrimination.

3.2 Participants in Research

There was a total of 201 respondents in the first part questionnaire (N=201) (male: 97 (48.3%);
female: 101(50.2%); non-binary: 3 (1.5%)). The first part of the research questionnaire is based
on GRBS to measure participants’ gender beliefs which was a full version of the GRBS
questionnaire. There was a total of 20 questions in the GRBS questionnaire. The main function
of GRBS was to observe participants’ level of gender ideology and it can be generated as scores.
Meanwhile, in the second part of the research, the in-depth interview had been conducted via
purposive sampling. The percentage of further Interview willingness was 45.8% (N=92), 7 of the
respondents had been selected based on their questionnaire scores. All individuals also received a
consent letter (see Appendix F) before they conducted the second part of the research,
respectively the visual Q methodology and ASI questionnaire.

3.3 Collection and Analysis of Data

3.3.1 Questionnaire

The theme of research is established by two main concepts, respectively gender belief and
consumption space. However, gender belief is a subjective concept in the human ideological
aspect, while consumption is a physical environment that is interacting with different agents as
the above literature mentioned. It causes the research’s complications to have increased,
especially since there was no particular scale to comprehensively analyze the data in both gender
belief and consumption space. It causes all questionnaires to be mainly determined and analyzed
the gender belief. The first part of the questionnaire included three selections, respectively
demographic information, GRBS, and personal willingness in the further in-depth interview. The
first selection contained 6 questions collecting respondents’ demographic information including
their (1) Nick Name, (2) Age, (3) Gender, (4) Highest Education Level, (5) Occupation and (6)
Monthly Salary in HKD. In the second selection, GRBS has been adopted to determine the level
of respondents’ gender role beliefs, especially Hong Kong is affected by Chinese traditional

ideology, such as Confucianism. Brown and Gladstone (2012) indicate that people’s belief is
constructed on their gender role ideologies with specific characteristic and behavior. There were
applied the full version of GRBS with 20 questions from Brown & Gladstone (2012). The
response range used a seven-point scale which started from 1(strongly agree) to 7 (strongly
disagree). The range of GRBS scores from 20 to 140, higher scores indicate feminist gender role
belief and lower scores reveal their traditional gender role belief (Brown & Gladstone, 2012).
Although the short version could be applied to this research, the full version is finally selected to
use. The main reason is that all gender of participants can be catered for under the full version of
GRBS. It is worth mentioning the reliability of GRBS is higher (o = .81) (Kerr and
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Holden,1996); while the high validity that ensures the data accuracy in this research. In the final
selection, there were two questions to ask for personal willingness in a further in-depth interview
and their contact number.

Also, the ASI format of Glick and Fiske (2001) was utilized in the in-depth interview, while the
ASI questionnaire was arranged to finish after the visual Q methodology. There are 22 questions,
each representing either hostile sexism or benevolent sexism. Numbers 2, 4, 5, 7, 10, 11, 14, 15,
16, 18, and 21 belong to hostile sexism, whereas numbers 1, 3, 6, 8, 9, 12, 13, 17, 19, and 22 are
illustrations of benevolent sexism. The subscale scores are determined by reversing the responses
for items 3, 6, 7, 13, 18, and 21, such that O is replaced with 5, 1 with 4, and 2 with 3. The
resulting scores for the 11 items related to hostile sexism and the 11 items related to benevolent
sexism are then separately averaged (Glick & Fiske, 2001). The response range used a five-point
scale which started from 0 (strongly disagree) to 5 (strongly agree), but the overall ambivalent
sexism score is calculated as the average of the hostile and benevolent sexism scores. There is a
high reliability of ASI that the data replicability of ASI is high (alphas varied from 0.73 to 0.85)
(Glick & Fiske, 1996), and it has significant coefficient alpha reliability (Glick et al., 2000).
Therefore, the questions of ASI were drawn individually to analyze their perspectives and
correlate their responses with in-depth interviews. These two questionnaires can address the
research questions as chapter | mentioned to construct the relationship and explore the influential
factors.

3.3.2 In-depth Interview

Since there were 92 respondents who accepted continuously conducting the second part of the
research, 7 respondents were selected to take the in-depth interview based on their GRBS
guestionnaire scores level. The score was divided into three level scales, respectively low,
average, and high, the range of those three levels was 20-60, 61-101, and 102-140. The picked-
up participants and their scores were 114, 110, 104, 86, 68, 45, and 31. All selected participants
had received a consent letter before they joined the second part of the in-depth interview to
ensure their permission. The interview was more concrete on the consumption space and gender
belief in the Hong Kong situation.

The visual Q methodology is the main method during the in-depth interview. There were 47
statements that participants had to sort into 11 groupings as mentioned above. Factually, the
visual Q methodology can investigate subjective beliefs and personal values, especially
expressing what they experience in a specific environment (Bjorklid and Nordstrom, 2007, p.
391). During the interview, the participants were evaluated for their thought, ambivalent sexism
and physical environment, and individual preferences and personal beliefs’ relationship to
consumption space. However, Hong Kong's consumption space can be categorized into three
categories (Planning Department HKSAR, 2009); while only the territorial shopping centre
(high-quality, international department shops) had been focused on. It causes a part of 47
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statements has input some images that came from Hong Kong’s territorial shopping centre; while
pictures are more acceptable than sentences in Q methodology (Milcu et al., 2014). The diversity
can increase Q methodology conducting (Neff, 2011). When participants finished sorting, the
extreme and natural choices have to ask for further explanation to acquire more information
which could be gathered into the research question and their questionnaire responses. It causes
the outcomes from the in-depth interview can be used for qualitative analysis.

3.4 Procedures of Research

The research started in January 2023 when the ethical review had been approved. Since the
research used purposive sampling to choose the target participants, the questionnaire of GRBS
was started in January while the in-depth interview and ASI questionnaire were conducted in
mid-January. It is worth mentioning that the consent letters were signed by the volunteered
participants when they would like to conduct the in-depth interview and ASI questionnaire. The
in-depth interview lasted for approximately 30 minutes since the participant needed to read 47
statements and sorted them into 11 groupings, whereas they have been asked by different
questions based on their responses. Each participant was questioned with a series of
standardization questions structure. The audio recording was also accepted by participants’
permission to conduct during the in-depth interview, while the audio recording had already been
transferred to transcription.
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CHAPTER 4
RESULTS

4.1 Demographic Description

The first questionnaire (GRBS) of research on demographic description has been demonstrated
in Table 1. Each classified element displays the overall number of responders and the
corresponding percentage. There was a total of 201 valid questionnaires that had been collected
successfully, while the collection rate was 100% (N=201). The majority of respondents were
females (N=101) with 50.2%, and the second high responders were males (N=97) with 48.3%);
whereas, in all respondents, there were 1.5% of respondents (N=3) identified themselves as non-
binary. The main age group of respondents were 25-29 (N=71; 35.3%), the second was18-24
group (N=67; 33.3%), the third group was 30-44 age group (N=45;22.4%), the rest of the age
group was 45-64 (N=17; 8.5%), <18 (N=1; 0.5%) and >65 (N=0; 0%).

Among all respondents, there 58 of the respondents claimed as students (28.9%), 33 were others
(16.4%), 24 were education (12.9%), 22 were business (10.9%) and 22 were service industry
(10.9%), 18 were freelance (9%), the rest of respondents claimed as the healthcare industry
(N=10; 5%), civil servant (N=7; 3.5%), retirees (N=2; 1%) and unemployed (N=3; 1.5%). The
demographic information also showed that there were 103 (51.7%) of respondents maintained a
bachelor’s degree, 43 obtained a foundation diploma/associate degree/higher diploma (21.4%),
and 33 carried a master’s degree (15.9%); the rest were a primary or blow (N=3; 1.5%) and
secondary school (N=19; 9.5%). However, since the education level difference, the distance of
salary of respondents was huge. Most of the respondents” monthly income was $9999 or below
which accounts for 64 of the respondents (31.8%), 62 of the respondents were $10000 to 24999
(30.8%), 60 of the respondents (29.9%) have $25000 to $49999 salary monthly, 14 of the
respondents were $50000 to $74999 (7%), and 1 of the respondents was $75000 and up (0.50%).
Although the respondents came from diverse backgrounds, there were only 92 respondents
(45.8%) who would like to conduct the in-depth interview. The rest of the respondents refused
(N=57; 28.3%) or still considered (N=52; 25.9%) the in-depth interview.
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Table 1

Characteristics n Yo
1. Gender
Male 97 48.3
Female 101 50.2
Non-binary 3 1.5
2. Age
<18 1 0.5
18-24 67 333
25-29 71 353
30-44 45 224
45-64 17 8.5
>65 0 0
3. Education Level
Primary or below 3 1.5
Secondary 19 9.5
Foundation
Diploma/Associate 43 214
Degree/Higher Diploma
Bachelor’s Degree 104 51.7
Master’s Degree 32 5.
Doctoral Degree 0 0
4.  Occupation
Student 58 28.9
Civil servant 7 35
Education 26 12.9
Business 22 10.9
Healthcare Industry 10 5.0
Service Industry 22 10.9
Retirees 2 1.0
Freelance 18 9.0
Unemployed 3 1.5
Others 33 16.4
5. Monthly Salary
$9999 or below 64 31.8
$10000 to 24999 62 30.8
$25000 to 49999 60 299
$50000 to 74999 14 7.0
$75000 and up 1 0.5
6. Further Interview
Yes 92 45.8
No 57 28.3
Still consideration 52 259
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4.2 Statistical Results from GRBS Questionnaire (Quantitative)

4.2.1 One-way ANOVA

Although GRBS uses to determine respondents’ level of gender belief to conduct the purposive
sampling in this research, in response to Research Question 1, Table 2 demonstrated that the
scores of respondents had been employed One-way ANOVA for testing the difference between
their gender, age, occupation, education level and salary (5 variable).

One-way ANOVA was employed to determine the significant differences between GRBS and
the 5 variables, respectively gender, age, occupation, education level, and salary. Those variables
can be a factor affecting people’s attitudes toward gender behavior and performativity. Banaszak
and Leighley (1991) indicate that traditional sex-role attitudes can be altered through
employment.

Based on the result of the GRBS questionnaire, the scores can be divided into three scales,
respectively “Low”, “Average” and “High”. The criteria for the scales were 20-60 for low, 61-
101 for average, and 102-140 for high. There were significant differences found in age and
educational level because of their P value, in which their P value was .031* and .003*
respectively. It indicates that the more mature and higher education level trend toward non-
traditional gender role beliefs. However, it is worth mentioning that there was a respondent under
the age of 18, the mean score from less than 18 was 80 which is the highest ranking. When the
data excludes the mean score of less than 18, the mean score from 18-24 was the highest ranking
which was 73.42, while the lowest ranking was age 45-64 which scored 60.29. Education level
from Bachelor's degree scored 71.88 ranking the most elevated, whereas Foundation
Diploma/Associate Degree/Higher Diploma only scored 61.67 which is the lowest ranking of
education level. Since other variables were not statistically significant, there were no differences
were found.

Meanwhile, Table 2.1 further reveals that the overall mean of the GRBS questionnaire score was
70.01 (SD = 16.38), which indicates moderate feminist gender role beliefs based on the scale
categories. It is close to Brown and Gladston’s research (2012). Although the reliability of the
GRBS questionnaire is oo = .78 (see Table 2.2), it is generally considered to indicate moderate to
good reliability. Table 2.3 revealed that the mean of item-total correlation was .20, which was a
moderate relationship between each item and the overall score, whereas it cannot achieve the
range of optimal level of homogeneity from Briggs and Cheek (1986). However, item-total
correlations between .20 and .40 are often regarded as moderate and may indicate that the item is
making a respectable contribution to the scale’s internal consistency or overall homogeneity
(Floyd & Widaman, 1995). Therefore, these data were worthy of further investigation.
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Table 2

Scale
Variable | n Low | Average | High Mean SD Sig.
Gender
Male 97 28 68 1 68.87 12.498
Female 101 35 63 3 70.62 19.259 .166
Non-binary 3 - 3 86.33 17.786
Age
<18 1 - 1 - 80.00 -
18-24 67 15 51 1 73.42 15.231
.031*
25-29 71 23 45 3 70.66 17.900
30-44 45 16 29 - 67.36 15.351
45-64 17 9 8 - 60.29 13.104
=65 - - - - - -
Education
Level
Primary or 3 2 1 - 67.00 24.434
below
Secondary 19 4 15 - 71.16 16.015
Foundation 43 20 23 - 61.67 14.532 .003*
diploma/Associ
ate
Degree/Higher
Diploma
Bachelor’s 104 27 75 2 71.88 15.112
Degree
Master’s Degree 32 10 20 2 70.01 16.384
Doctoral Degree - - - - - - -
Occupation
Student 58 14 41 3 74.88 16.982
Civil servant 7 3 4 - 64.71 15.808
Education 26 10 16 - 67.46 15.565
Business 22 7 15 - 65.36 14.261
Healthcare 10 2 8 - 75.00 15.011
Industry
Service Industry 22 7 15 - 68.14 16.551 276
Retirees 2 - 2 - 65.50 4.950
Freelance 18 7 11 - 67.39 18.228
Unemployed 3 2 1 - 61.00 16.407
Others 33 11 21 1 69.94 16.407
Monthly Salary
$9999 or below 64 18 43 3 73.81 17.665
$10000 to 62 19 42 1 70.00 17.013
24999 126
$25000 to 60 18 42 - 67.57 13.450
49999
$50000 to 14 7 7 - 63.93 17.036
74999
$75000 and up 1 1 - - 59 -
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Table 2.1

GRBS Scores N Mean Std. Deviation Skewness
Both male and female 201 70.01 16.38 -.011
Male a7 68.87 12.50 392
Female 101 70.62 19.26 -.195
Non-binary 3 86.33 17.79 -1.579
Table 2.2
Reliability Statistics

Cronbach's Alpha Cronbach's Alpha Based on Standardizaed Items| N of Items

0.78 0.753 20
Table 2.3
Summary Item Statistics
Mean
Item Means 3.5
Inter-l1tem Correlations 0.2

4.2.2 Regression Analysis

The dependent variable (GRBS Scores) was regressed predicting on gender, age, occupation,
monthly salary in HKD, and education level variables. The independent variables significantly
predict GRBS Scores, F (5, 195) = 4.489, p<.001, which indicates that the five factors under
study have a significant impact on GRBS Scores. Moreover, the R? =.103 depicts that the model
explains 10.3% of the variance in GRBS Scores. However, there were three variables that had
significance with GRBS Scores, respectively (1) Age, (2), Monthly Salary in HKD, and (3)
Education Level, whereas gender and occupation were not significant (p>.005), it showed that
there is no meaningful association between the dependent variable and gender and occupation.
The regression analysis focused on those three significant variables.

Coefficients were further assessed to ascertain the influence of each of the factors on the
criterion variable (GRBS Scores). First, age negatively affects GRBS. The results demonstrated
that age has a significant and negative impact on GRBS Scores (B = -2.784, t =-2.134, p = .034).
Second, monthly salary in HKD negatively affects GRBS Scores. The results revealed that salary
has a significant and negative impact on GRBS Scores (B =-3.228, t =-2.377, p = .018). Third,
the Education level positively affects GRBS Scores. The results showed that education level has
a significant and positive impact on GRBS Scores (B = 4.068, t = 2.840, p = 005).
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Table 3.1 showed that there was no correlation between different variables, and Table 3.2 P-P
plot demonstrated that it was a normal distribution. The regression results demonstrated that
education level, and age have a significant positive and negative relationship, respectively, with
Both Men's and Women's Scores. Monthly salary in HKD has a significant negative relationship
with Both Men's and Women's Scores. Gender and Occupation, on the other hand, do not show a
significant relationship with the dependent variable.

Table 3
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.

1 (Constant) 65.145 5.298 / 12.296 0.000
Gender 2.016 2.141 0.065 0.942 0.348
Age -2.784 1.304 -0.163 -2.134  0.034
Occupation 0.583 0.420 0.117 1.386 0.167
Monthly Salary in HKD -3.228 1.358 -0.190 -2.377 0.018
Education Level 4.068 1.433 0.223 2.840 0.005
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Table 3.2

Normal P-P Plot of Regression Standardized Residual

Dﬁ))endent Variable: Both Men and Women Socre

0.8
0.6

0.4

Expected Cum Prob

0.2

0.0
0.0 0.2 0.4 0.6 0.8 1.0

Observed Cum Prob

19



4.2.3 Correlations

Based on the One-way ANOVA and regression analyze, age, salary, and education level were
significant differences with GRBS Scores. Table 4 to 4.4 exhibits the correlations between 20
statements and the respondents' age, education level, and salary. However, some questions were
not significant with the variables so that it had been excluded.

Based on Table 4, a Pearson correlation coefficient was performed to evaluate the relationship
between “age” and “homosexual relationships should accept as heterosexual relationships”.
There was a significant moderate positive relationship between age and “homosexual
relationships should accept as heterosexual relationships”, r ([199]) = [.337], p = [<.001].
Second, the coefficient was performed to evaluate the relationship between “age” and “when
women are not financially required to, women should not work”. There was a significant
moderate negative relationship between age and “when women are not financially required to,
women should not work”, r ([199]) = [-.318], p = [<.001]. Third, the coefficient was performed
to evaluate the relationship between “age” and “a husband is the main say-so in family matters”.
There was a significant weak negative relationship between “age” and “a husband is the main
say-so in family matters”, r ([199]) = [-.255], p = [<.001]. Finally, the coefficient was performed
to evaluate the relationship between “age” and “women should not be pushy than men”. There
was a significant weak negative relationship between age and “women should not be pushy than
men”, r ([199]) = [-.253], p = [<.001].

According to Table 4.1, a Pearson correlation coefficient was performed to evaluate the
relationship between “Education level” and “homosexual relationships should accept as
heterosexual relationships”. There was a significant weak negative relationship between
“Education level” and “homosexual relationships should accept as heterosexual relationships”, r
([199]) = [-.182], p = [.010]. Second, the coefficient was performed to evaluate the relationship
between “Education level” and “when women are not financially required to, women should not
work”. There was a significant weak positive relationship between “Education level” and “when
women are not financially required to, women should not work”, r ([199]) = [.270], p = [<.001].
Third, the coefficient was performed to evaluate the relationship between “Educational Level”
and “Women should be grateful for the safety and assistance that men have traditionally
provided for them”. There was a significant weak positive relationship between “Educational
Level” and “Women should be grateful for the safety and assistance that men have traditionally
provided for them”, r ([199]) = [.219], p = [.002]. Next, the coefficient was performed to
evaluate the relationship between “Education Level” and “bus seat should be offered to women
who expected”. There was a significant weak negative relationship between “Education level”
and “bus seat should be offered to women who expected”, r ([199]) = [-.165], p = [.019]. Then,
the coefficient was performed to evaluate the relationship between “Education Level” and
“women can purpose marriage like a men”. There was a significantly weak negative relationship
between “Education level” and “women can purpose marriage like a men”, r ([199]) = [-.160], p

20



= [.023]. Last, the coefficient was performed to evaluate the relationship between “Education
level” and “a husband is the main say-so in family matters”. There was a significant weak
positive relationship between “Education level” and “a husband is the main say-so in family

matters”, r ([199]) = [.220], p = [.002].

Table 4
Correlations
Age
Age Pearson Correlation 1
N 201
Homosexual relationships Pearson Correlation 0.337
should be as socially - -
accepted as heterosexual Sig. (2-tailed) 0.000
relationships N 201
Women with children should Pearson Correlation -0.318
not work outside the home if - -
they don’t have to financially Sig. (2-tailed) 0.000
N 201
Some equality in marriage is Pearson Correlation -0.255
good, but by and large the
husband ought to have the Sig. (2-tailed) 0.000
main say-so in family
matters. N 201
It bothers me more to see a Pearson Correlation -0.253
woman who 1s_ pushy than a Sig. (2-tailed) 0.000
man who is pushy.
N 201
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Table 4.1

Correlations
Education Level
Higest Education Level achieved Pearson Correlation 1
N 201
Homosexual relationships should be as Pearson Correlation 0.182
socially accepted as heterosexual - -
relationships Sig. (2-tailed) 0.010
N 201
Women with children should not work Pearson Correlation 0.270
outside the home if they don’t have to - -
financially Sig. (2-tailed) 0.000
N 201
Women should appreciate the protection Pearson Correlation 0.219
and support that men have traditionally - -
given them. Sig. (2-tailed) 0.002
N 201
Some equality in marriage is good, but by | Pearson Correlation 0.220
and large the husband ought to have the
main say-so in family matters. Sig. (2-tailed) 0.002
N 201
Women should not expect men to offer Pearson Correlation 0.165
them seats on busses. Sig. (2-tailed) 0.019
N 201
A woman should be as free as a man to Pearson Correlation -0.160
PIOpose marriage. Sig. (2-tailed) 0.023
N 201

Seeing to Table 4.2, a Pearson correlation coefficient was performed to evaluate the relationship
between “Salary” and “Women should be grateful for the safety and assistance that males have
provided for females”. There was a significantly weak negative relationship between “Salary”
and “Women should be grateful for the safety and assistance that males have provided for
females”, r ([199]) = [-.206], p = [.003]. Second, the coefficient was performed to evaluate the
relationship between “Salary” and “Several occupations and commercial ventures are better
suited for males than for women”. There was a significant weak negative relationship between
“Salary” and “Several occupations and commercial ventures are better suited for males than for
women”, r ([199]) = [-.274], p = [<.001]. Third, the coefficient was performed to evaluate the
relationship between “Salary” and “The initiative in courtship should usually come from the
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man”. There was a significant weak negative relationship between “Salary” and “The initiative in
courtship should usually come from the man”, r ([199]) = [-.170], p = [.016].

Table 4.2
Correlations
Monthly Salary in HKD
Monthly Salary in HKD Pearson Correlation 1
N 201
Women should appreciate the protection Pearson Correlation -0.206
and support that men have traditionally - -
. Sig. (2-tailed) 0.003
given them.
N 201
There are some professions and types of Pearson Correlation -0.274
business that are more suitable for men
than women. Sig. (2-tailed) 0.000
N 201
The initiative in courtship should usually Pearson Correlation -0.170
CHio el D ] Sig. (2-tailed) 0.016
N 201

Although age, education level and salary were related to different statements positively and
negatively, it indicated that gender beliefs are affected by people's age, education and
salary. The GRBS questionnaire has answered research question 1. However, how people’s
gender beliefs affect their gender performativity in consumption space needs to be further
investigated.

4.3 In-depth interview Summary (Qualitative)

4.3.1 The visual Q methodology

7 of interviewees conducted the in-depth one-on-one interview with the visual Q-methodology
with 47 statements and an ASI questionnaire (see Appendix B & E). These 47 statements were
related to consumption space and gender with five categories as above mentioned (Chapter I11).
The answer to visual Q methodology from 7 participants and their scripts were combined (see
Appendix C & D). Table 4.3 provides information about seven individuals and their scores on
the GRBS scale, as well as their participation, gender, age range, education level, occupation,
income range, and GRBS scale. The GRBS scores are categorized into three scales: high,
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average, and low. The participants in the study comprise four females and three males with ages
ranging from 18 to 64 years. The education level of the participants ranges from secondary
school to a master's degree, with the majority having completed either a university or master's
degree. The participants' occupations include students, educators, and individuals in the service
industry or freelance work. Their income ranges also vary, with the majority falling between
$10,000 to $49,999. In terms of GRBS scores, three individuals scored in the high scale, two
individuals scored in the average scale, and two individuals scored in the low scale. The high-
scale scorers were all students, two of whom were female, while the individual who scored in the
average scale is an educator in the higher education sector. Those who scored in the low scale
include two individuals in the service industry and a freelance worker.

Table 4.3
Participant GRBS Score Gender Age Range Education Level Occupation Income Range GRBS Scale

Anita 68 F 45-64 Secondary Service Industry $10000-24999 Average

Josephine 114 F 18-24 University Student < §9999 High
Kelly 31 F 25-29 dation/Associate/Higher Dip Service Industry $10000-24999 Low

Kenneth 86 M 3044 Master's Education $25000-49999 Average
Paul 45 M 3044 Secondary Freelance $10000-24999 Low

Tiffany 104 F 25-29 Master's Student < $9999 High
Tim 110 M 25-29 University Student < $9999 High

As mentioned above, the visual Q methodology needed participants to sort 47 statements into 47
grids first. Based on the 7 participants’ sorting, there gathered the frequency of participants’
sorting (Table 4.4), although each participant had been arranged a semi-structured interview after
the extreme sorting position. However, Table 4.4 also demonstrated that statements 47 and 33
were the most received three responses on the side of disagree, while statements 14 and 23 were
the most received four responses on the side of agree. The meaning will be discussed in the
following section, while the statements of disagree strongly and strongly agree had already been
asked the reason(s) during the in-depth interview specifically. It is worth mentioning that the
answer of interview (qualitative data) are correlated to research question 2 “How do Hong Kong
residents receive ambivalent sexism through consumption space?” and research question 3
“What are the significant elements that influence the operation of ambivalent sexism in
consumption space?”’.
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4.3.2 Interview

Summarizing participants’ interviews, their answers can be responded to both research question
2 and 3. Firstly, there were two elements that affect the way people receive ambivalent sexism
through consumption space, specifically environmental establishment, media and festival
promotion.

Part of the participants, especially the high scores of GRBS participants, believed that most Hong
Kong shopping malls' environment establishments tend to have a feminine atmosphere, with
bright colours, fashion design and fragrances in the mall, as well as soft music. Additionally,
some shopping malls may have a higher concentration of stores that cater to women's interests,
such as beauty and fashion. They considered that it could further reinforce gender stereotypes
and contribute to the perception that certain spaces are more appropriate for men or women.
Surprisingly, the participant also discussed the relationship between social status and the level of
the shopping mall. According to the female participants, they supposed that people with higher
social status might be more likely to shop at luxury shopping malls. However, women should be
more feminine behaviour and performance that can satisfactorily complement the advanced
shopping mall and higher social status. For example, higher-end shopping malls may have a
higher concentration of extravagant fashion brands, which may be marketed more towards
women. On the contrary, some male participants emphasised that some consumption spaces
cause an “uncomfortable” and “abnormal” experience when they enter a mono-sex store. The
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main reason is that the specific environment does not belong to males, especially the strange
perspective from the clerk and other female consumers. However, they also highlighted that they
will not enter alone except for they can assist and make their girls feel comfortable; they would
like to be willing to enter that mono-sex store; low GRBS scores female participants viewed that
all shops can be entered, especially male can assist them in buying anything. In the aspect of
media and festival promotion, most participants also discussed the role of media and festival
promotion in shaping people's perceptions in consumption space. summarizing from participants,
media representations of men and women often reinforce traditional gender roles and perpetuate
gender stereotypes. For example, women are often depicted as sex objects in advertisements,
while men are portrayed as strong and dominant. Additionally, festivals and events can reinforce
gender stereotypes and perpetuate ambivalent sexism. For example, some festivals may have
activities that are geared towards men or women or may promote certain types of behaviour that
reinforce gender stereotypes, such as valentine's day, and Christmas. They seriously considered
that media and festival promotion enhance and encourages male performance to females, while
some particular products and services for men or women will be introduced at that time.
Interestingly, although low scores participants had the same ideas, it is essential for human
interaction, especially in an intimate relationship.

Secondly, there were two essential elements from participants that can answer research question
3. At first, gender beliefs is the direct factor that affects people's interaction in the consumption
space. The interviewees noted that traditional gender roles still persist in society and can
influence how individuals behave and interact in consumption spaces. However, paradoxically,
some respondents, especially low GRBS scores participants believe that females can be
independent and simultaneously play traditional gender roles based on the situation. For
example, women are often expected to take care of the household and be the primary caregivers,
while men are expected to be providers and protectors. These gender role beliefs can translate
into consumption behaviour, where women feel entitled to certain services or products because
of their contribution, and men feel obligated to fulfil those expectations. It is worth mentioning
that male interviewees mentioned if their partner can feel satisfied with their consumption
behaviour, the feeling of satisfaction can be experienced that increases their consumption
behaviour. Also, female interviewees also highlighted the importance of benefit exchange in
human interactions in consumption spaces. They noted that people often engage in transactions
with the expectation of receiving some benefit in return. In some cases, such as specific festivals,
this benefit may be tangible, such as a product or assistance; while in other cases, it may be
intangible, such as increasing social status feeling or emotional fulfilment. However, they
indicated one important factor is the comparison between peers and themselves. No matter
whether male or female interviewees, they revealed the behaviour of "showing off" and
"comparison mentality" were the main reason causes of benefit exchange.
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The third element is related to emotional value and material value establishment. The benefits
exchange has extended that men expect emotional fulfilment from women, whereas women feel
obligated to provide emotional support to men in exchange for material benefits. The
interviewees discussed the influence of emotional and material value on the operation of
ambivalent sexism in consumption spaces. They noted that women might be more likely to value
material rewards, such as expensive gifts or experiences, while men may value emotional
fulfilment and validation. However, the female interviewees cited that women also need support
and emotional exchange, nonetheless, most of the men cannot perform it. The situation causes
they would choose to utilize the material to fulfil their "emotion™ in contrast with women, men
interviewees believed that support is an essential element in their life, especially in the intimate
relationship. Interestingly, the consumption space and personal value have contributed to a
power dynamic which was related to ambivalent sexism (it will be discussed in Chapter V).

4.4 Statistical Results from ASI Questionnaire (Quantitative)
In order to analyze participants’ ambivalent sexism level, the ASI questionnaire was released
after finished the interview (the name of the participants was code names).

Specifically, Table 4.5 revealed that Paul had the highest total score (75) on the ASI, further to
compare the levels of BS and HS among Paul, it is evident that Paul had the highest score on
hostile sexism subscales, with a score of 50 for HS. It was twice in his BS scores. Also, Anita
had the second-highest total score (68) on the ASI, she had the higher subscale in BS (45) which
is a twice In HS subscale. Josephine had a total score of 61 on the ASI, she had a higher score on
HS (31) than on BS (30), while Kelly had a higher score on BS (47) than on HS (20). Tiffany
and Kenneth had the lowest scores on both subscales, with Tiffany scoring 15 on both HS and
BS subscales, while Kenneth scored 12 on the HS subscale and 9 on the BS subscale. Generally,
there were 3 participants who tended to the ideology of hostile sexism, 2 participants who tended
to the ideology of benevolent sexism, while the ideology of one participant was balanced.
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Meanwhile, AS Scores and BS Scores were the dependent variables. Firstly, there was regressed
predicting on gender, age, monthly salary in HKD and education level variables.

The dependent variable (HS Scores) was regressed predicting on gender, age, monthly salary in
HKD and education level variables. The independent variables significantly predict HS Scores, F
(4, 2) =1.093, p=.529, which indicates that the four factors under study have no significant
impact on HS Scores. Moreover, the R2 = .686 depicts that the model explains 68.6% of the

27



variance in HS Scores. Coefficients were further assessed to ascertain the influence of each of
the factors on the criterion variable (HS Scores). First, age positively affects HS. The results
demonstrated that age has no significant and positive impact on HS Scores (B = 11.618, t
=1.441, p = .286). Secondly, gender positively affects HS Scores. The results demonstrated that
gender has no significant and positive impact on HS Scores (B = 7.673, t =.748, p = .533). Third,

monthly salary in HKD negatively affects HS Scores. The results revealed that salary has no
significant and negatively impact on HS Scores (B = -11.842., t =-1.266, p = .333). Last, the
Education level positively affects GRBS Scores. The results showed that education level has no
significant and negative impact on HS Scores (B = 4.068, t = 2.840, p = .858). The result is
presented in Table 4.6.

Table 4.6
Unstandardized Coefficients Standardized Coefficients
Model B Std. Error Beta t Sig.
1 {Constant) 1.827 23.822 0.077 0.946
Income -11.842 9.353 -0.7 -1.266 0.333
Gender 7673 10.261 0.321 0.748 0.533
Age Range 11.618 8.064 0.886 1.441 0.286
Education Level -0.98 4.819 -0.097 -0.203 0.858

a. Dependent Variable: HS Scores

Also, the dependent variable (BS Scores) was regressed predicting on gender, age, monthly

salary in HKD and education level variables. The independent variables significantly predict BS
Scores, F (4, 2) = 6.088, p=.146, which indicates that the four factors under study have
significant impact on HS Scores. Moreover, the R2 = .924 depicts that the model explains 92.4%
of the variance in BS Scores. Coefficients were further assessed to ascertain the influence of each
of the factors on the criterion variable (BS Scores). First, age positively affects BS. The results
demonstrated that age has no significant and positive impact on BS Scores (B = 3.628, t =.781, p
=.517). Secondly, gender positively affects BS Scores. The results demonstrated that agender
has no significant and positive impact on BS Scores (B = 8.603, t =1.455, p = .283). Third,
monthly salary in HKD negatively affects BS Scores. The results revealed that salary has
significant and negatively impact on HS Scores (B = -17.254, t =-3.202, p = .085). Last, the
Education level positively affects BS Scores. The results showed that education level has no
significant and positive impact on BS Scores (B = 4.309, t = 1.552, p = .261). The result is
presented in Table 4.7.

Table 4.7
Unstandardized Coefficients Standardized Coefficients
Model B Std. Error Beta t Sig.
1 {Constant) 18.397 13.726 1.34 0.312
Income -17.254 5.389 -0.87 -3.202 0.085
Gender 8.603 5912 0.307 1.455 0.283
Age Range 3.628 4.646 0.236 0.781 0.517
Education Level 4.309 2777 0.366 1.552 0.261

a. Dependent Variable: BS Scores
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Based on the provided coefficients and p-values, it appears that the four variables under study
may not have a significant impact on BS Scores and HS Scores. However, the correlation
between four variables and BS Scores and HS Scores had further analyzed.

Based on Table 4.8, a Pearson correlation coefficient was performed to evaluate the relationship
between “HS Scores” and “Income”. The results indicated that the relationship between “HS
Scores” and “Income” was not significant, r([5]) = -.227, p = .625. Secondly, a Pearson
correlation coefficient was performed to evaluate the relationship between “HS Scores” and
“Gender”. The results indicated that the relationship between “HS Scores” and “Gender” was not
significant, r([5]) = .373, p = .410. Next, a Pearson correlation coefficient was performed to
evaluate the relationship between “HS Scores” and “Education Level”. The results indicated that
the relationship between “HS Scores” and “Education Level” was not significant, r([5]) = -.458,
p =.302. Last, a Pearson correlation coefficient was performed to evaluate the relationship
between “HS Scores” and “age”. The results indicated that the relationship between “HS Scores”
and “age” was not significant, r([5]) = .410, p = .361.

However, according to Table 4.8, a Pearson correlation coefficient was performed to evaluate the
relationship between “BS Scores” and “Income”. There was a significantly strong negative
relationship between “BS Scores” and “Income”, r([5]) = -.881**, p = .009. Second, a Pearson
correlation coefficient was performed to evaluate the relationship between “BS Scores” and
“Gender”. The results indicated that the relationship between “BS Scores” and “Gender” was not
significant, r([5]) = .535, p =.216. Next, a Pearson correlation coefficient was performed to
evaluate the relationship between “BS Scores” and “Education Level”. The results indicated that
the relationship between “BS Scores” and “Education Level” was not significant, r([5]) =.356, p
= .433. Last, a Pearson correlation coefficient was performed to evaluate the relationship
between “BS Scores” and “age”. The results indicated that the relationship between “BS Scores”
and “age” was not significant, r([5]) =-.578, p = .174.
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Table 4.8

Correlations
H5 Scores BS Scores

HS Scores Pearson Correlation 1 212

Sig. (2-tailed) G648

N 7 7
BS Scores Pearson Correlation 212

Sig. (2-tailed) SO

N 7 7
Income Pearson Correlation «227 - 881

Sig. (2-tailed) 625 009

N 7 7
Gender Pearson Correlation A73 R b

Sig. (2-tailed) Al10 216

N 7 7
Education Level Pearson Correlation - 458 56

Sig. (2-tailed) 302 433

M 7 7
Age Range Pearson Correlation 410 -578

Sig. (2-tailed) 361 174

™ 7 T
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CHAPTER 5
Discussion

5.1 Findings
5.1.1 The correlation with gender role belief
In order to establish respondents' level of gender belief and its association with demographic
factors such as age, education level, occupation, salary, and gender. The study analyzes data
gathered using the GRBS questionnaire. One-way ANOVA was conducted in order to determine
any differences between the level of gender belief score and the five demographic variables. The
result indicates that age, education level and salary had significant differences with the GRBS
scores. The study's findings show that age and monthly wage in HKD are inversely connected to
the dependent variable, whereas education level is positively related to the total GRBS scores.
Compared to the effects of age and monthly wage, education level has a stronger influence on
the GRBS scores (dependent variable). For example, there was a weak negative relationship
between "education level" and "homosexual relationships should accept as heterosexual
relationships™, r ([199]) = [-.182], p = [.010]; and a significant weak negative relationship
between “education level” and “bus seat should be offered to women who expected”, r ([199]) =
[-.165], p = [.019]. Factually, Eagly and Steffen (1984) indicated that gender prejudices and
preconceptions are strengthened by occupational segregation, whereas the pre-existing gender
ideology also can cause a big impact on people's professional goals and decisions (Williams,
Phillips & Hall, 2014).

Also, age and education level significantly predict attitudes towards traditional gender roles and
gender equality. Specifically, older participants tend to hold more traditional views on gender
roles, while those with higher levels of education tend to maintain more conventional gender
thoughts. Factually, there was a significant weak negative relationship between "age" and “a
husband is the main say-so in family matters”, r ([199]) = [-0.255], p = [<.001]. Unsurprisingly,
compared to earlier generations, younger generations are more prone to reject established gender
conceptions. Mainly, younger people are less likely to subscribe to the conventional wisdom that
males should be the primary breadwinners and women should be in charge of domestic duties
and child raising. Younger generations are also more receptive to non-traditional gender roles
and more in favour of gender equality. (Tolbert & Ramsey, 2008). Worth paying attention,
attitudes towards homosexuality are positively correlated with age, meaning that older
individuals tend to be more accepting of homosexuality (r([199]) = [.337], p = [<.001]).
Although the research does not further continue this phenomenon, generational and period
effects affect how older persons see homosexuality, it is worth continuously analyze in the future
(Reid & Bussey, 2015).

However, interestingly, the study found that participants with higher levels of education tended

to hold more traditional views on gender roles, which seems counterintuitive given the common
assumption that education leads to greater awareness and acceptance of gender equality. This
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suggests that higher education may not comprehensively develop a gender education that
includes progressive attitudes towards gender roles. When seeing ASI correlation data, although
there were not significant between BS and HS scores with education level, it obviously displayed
that benevolent sexism has positively followed the education level, while hostile sexism is a
negative correlation. It indicated that people with higher education levels just used "benevolent
sexism" to promote and implement traditional gender notions. It causes their traditional gender
beliefs have been reinforcing rather than changing into equality. Overview of Hong Kong higher
education, there were different institutions that have been providing related to gender courses but
those courses are always free elective courses (except for The Chinese University of Hong Kong
has a Gender Studies degree). It might be one of the factors that cause the result of the study.
However, the research is not focused on the relationship between education and gender belief, it
can be further studied.

The correlation analysis also revealed that monthly salary is not a significant predictor of
attitudes towards gender roles or gender equality, except for a weak negative correlation between
monthly salary and certain gender-related beliefs, such as the belief that women should be
grateful for the safety and assistance that males have provided for females, and that certain
occupations are better suited for men than for women. However, there arises a question that
should be further analysed on the lower salaries and higher salaries whether correlated with
benevolent sexism or hostile sexism. According to the ASI correlation between BS scores and
HS scores, there was a significantly strong negative relationship between BS scores and income
(p = .009), but not significant between HS scores and income (p = .625). It indicates that income
affects people's gender beliefs and their gendered performance. However, the gendered
behaviour and thought were discussed in the following part of the in-depth interview. It also
exhibited that females with low income would like to have more benevolent sexism, especially
facing their boyfriends.

5.1.2 The meaning of sexuality construction in consumption space

Based on the research, there were 7 interviewees who mentioned that the consumption space
structure has been tending to females. Most of the male participants emphasized that the
experience of shopping in an opposite-sex shop is not satisfactory. The main reason is they
"abnormal™ viewpoints of other consumers and clerks. Meanwhile, most of the female
participants noticed that the consumption space's environmental establishment has been more
fashionable and attractive for women. Factually, some academics have looked at how consuming
places are gendered. For instance, Dyer and Jansson (2013) contend that gender plays a
significant role in influencing shop settings and marketing tactics. One participant mentioned
that some high-class shopping malls had been employing extra and unique gendered signals,
such as perfume, colour, lighting, and music to establish a particular memory for them. It causes
the exclusion of specific customer groups who do not fall into the targeted gender categorization,
such as men. Factually, the female or male participants who tended to the ideology of hostile
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sexism or benevolent sexism, they also avoided entering non-matching spaces since the
environment is not "matching" their sexuality and others' expectation. Interestingly, both men
and women used different methods to integrate into the space. One of the high GRBS female
interviewees mentioned that advanced shopping mall is related to high social status, while
women should be made up themselves to match with the shopping mall (show their femininity);
how men needed a condition that as long as men could provide assistance for their partner or
family, they could enter those mono-sex shops. It reveals that sexuality is frequently managed
and manufactured in public settings (Valentine, 1993; Bell and Valentine, 1995). It indicates that
the design of consuming areas can affect people's perceptions and experiences in relation to
sexuality. It might increase the hostile sexism behaviour from men as two of the high HS
ideology participants also said that "I seldom enter female stores since | am a straight man". It
causes interviewees had been affected by the environment. The consumption environment
establishes a particular binary opposition meaning in the spatial aspects for both men and
women, while their gender performativity has been further followed by their "sex organ” to
perform their behaviour. It also created gendered structures that could cause discriminatory
behaviours that make some groups feel uneasy or unwanted, while the interviewees' experience
revealed that the consumption environments could significantly affect how people perceive and
feel their gender and sexuality. The process reinforces traditional gender notions and gender role
beliefs, whereas ambivalent sexism is also established in embarrassing and uncomfortable
environments.

On the contrary, benevolent sexism was also established based on the attitudes toward men's
muscularity. Some male interviewees mentioned that they wanted their girlfriends and families
to feel satisfied, and they would like to assist them in buying the opposite-sex products alone. It
demonstrated that consumption space reinforced the gender identity to create a traditional gender
ideology. According to Chua et al. (2019), she claimed that malls are not just locations for
making purchases but also venues for the formation and presentation of gender identities. It
demonstrates that the consumption space provides people with a chance to perform their gender
identity and conform to various social standards. The environmental establishment is also a
factor that causes people to receive traditional gender beliefs in consumption space. Both hostile
sexism and benevolent sexism are also created in the environment. Hence, the people's
performance was attempting to fulfil the social expectation of the gender role, and it causes
someone to perform either benevolent sexism behaviour or hostile sexism. These two types of
sexism also can assist people in reducing the deviation in the male gender role.

5.1.3 The establishment of ambivalent sexism via capitalism and consumerism in the
consumption space

Both sex interviewees mentioned the function of mass media and festival promotion during the
in-depth interview. In the consumption sector, festival promotion is the process of positioning
goods and services within a wider cultural framework or story in order to arouse interest in, the
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anticipation of, and demand for them. Mass media and festival promotion can influence
consumers to view products as more than just useful objects but as symbols of their identity and
social belonging by associating them with specific cultural events or symbols. Hirschman and
Holbrook (1982) mentioned that Consumers develop and transmit their self-identities via
products and services. However, mass media and festival promotion can establish the perceptions
for different gender consumers. For example, some male interviewees believed that the media
and festival promotion increasingly caused women's expectations of the "gift", while men
seemed as a vulnerable group to be consumed by capitalism; however, the benefits were related
to stable relationships, and some women traditional image can be enjoyed on that period. On the
contrary, some low GRBS females thought that although the festival days were benefits for
women, they also "played” men's expectations of women's roles, such as being kind and gentle.
According to Lury (2011), companies can instigate new cultural trends or habits to shape
customer perceptions of what is significant or desired by presenting certain items or experiences.
Under capitalism, consuming has grown to be a key component of social identity and self-
expression (Schor, 2016). In order to appeal to their target audience, certain mass media and
festival advertising exploited gender stereotypes and traditional gender roles (such as Valentine's
Day), which can reinforce and perpetuate ambivalent sexism in consumption space. By
highlighting gendered activities or entertainment alternatives, festival advertisements may
promote conventional gender norms (Festinger & Mohs, 2019). Although some interviewees
emphasized that the festival is an interactive day for men and women to exchange their gifts, the
consumption space has been using gender norms and traditional gender roles to appeal to the
consumers, which increases the risk of perpetuating ambivalent sexism.

Also, the commercialization of gender under consumerism might also help ambivalent sexism
persist. The consumerism emphasis on independence and self-expression has resulted in the
creation of gendered goods and services that feed preconceptions and expectations about men
and women. For example, feminine grooming products and men's electric items. (Davis, 2018).
It is related to this research Q-methodology that most interviewees thought men and women had
their "exclusive™ area and shop in consumption space, such as skin care stores for women and
furniture shops for men. It causes men and women will choose the gifts according to their
partner's gender. For example, a high GRBS female interviewee mentioned that she was based
on his boyfriend's interest to determine the gift, while his boyfriend is only interested in the items
of manliness, such as guns. It further establishes traditional gender notions. The reason is that
consumption is viewed as a manner of identity creation and self-expression, with people
employing their buying decisions to communicate their values and ideas (Belk, 1988); on the
other explanation, capitalism continuously creates cultural values and commercial beliefs on
consumerism that further employed and integrate those established values and belief into the
traditional gender notion on the consumption space. It reveals that traditional gender notions are
increasingly reinforcing in the consumption space, while the consumption space is full of capital
meanings and promoted by media and festival promotion. According to Kilbourne (2000),
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advertising can support negative preconceptions about women, such as objectification and
sexualization, which can help sexism become more accepted in society. Both men and women
utilize established ideologies to fulfil the constructed ideal image of capitalism, while ambivalent
sexism has been promoting furthermore. Therefore, in the ideological aspect, the consumption
space can embody the ambivalent sexism that is long-term reinforced by the festival and mass
media, while the traditional gender performance of both men and women consolidates
ambivalent sexism behaviour.

5.1.4 Beneficial exchange in consumption space

Except for the physical surrounding established strongly traditional gender notions, the "reward
exchange system" also developed in the romantic relationship in which it is beneficial for
consumption space to create the gendered environment. According to an in-depth interview,
more than two interviewees had high scores in benevolent sexism. Based on their discussion,
interestingly, they mentioned a similar concept which was related to emotional value and
material value between men and women. They pointed out that most men were not express their
feeling and did not understand how to care for women; while women comprehended what men
needed and wanted, they could provide for them, such as a good personality and a perfect image.
It causes the "equality” women seek in a relationship, and men can easily achieve it with
monetary things. Factually, it is accurate to mention that women can offer more emotional worth
in a relationship than males can. Both men and women in relationships need emotional support
and connection, but they may express and seek it in different ways, which are influenced by
social and cultural factors. However, socialization consolidates the traditional gender notions in
the ideological aspect. It is because socialization is one aspect that may play a role in men's
perceived incapacity to offer emotional support in partnerships. Males are frequently
"brainwashed" to value qualities like strength, independence, and self-reliance while stigmatizing
emotions and weakness (Addis & Cohane, 2005). Thus, men may feel awkward asking for or
showing emotional support, which might give the impression that they cannot add emotional
worth to a relationship.

However, the concept of "emotional value can be exchanged through consumption™ is not
contributed by socialization only while there were different factors that should be further
investigated. Back to the research interview, the comparison mentality is the main reason in this
research that causes women would like to utilize the material for replacing men's emotional
value, and men would like to show off to peers via their girlfriend's behaviour and image. The
consumption space has provided an environment for both me and women to conduct a "reward
exchange system". Based on the correlation between income and BS scores, income and BS
Scores have a strong negative correlation, indicating that higher income may be associated with
lower BS Scores (p = .009). Interestingly, the concept of emotional value and material value was
mentioned by a low-income female participant. Income might be a factor that increases their
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benevolent sexism behaviour since females can obtain the material from men, while women just
only play the “traditional gender female role” to fulfill male expectation.

In fact, a comparison mentality could influence buying decisions, especially when it comes to
high-end goods. Women would contrast themselves with other women who own luxury items
and view those items as a status and success signal (Wu & Chang, 2012). It is similar to Belk
(1988) mentioned that consumption behaviour establishes people's sense of self and social status.
However, social comparison can cause emotions of anxiety and envy in love relationships, which
can alter the relationship’s dynamic. The interview results showed that most male interviewees
believe that "gift" is a "stabilizer" in their romantic relationship which can fulfil their partner's
emotions and desires. According to Sibley's and Perry's research (2010), social comparison
processes can benevolent sexism; Women would contrast themselves with other women who are
given preferential treatment by men, such as presents or protection, and view these actions as
benevolent sexism. In order to feel unique and cherished by their partners, women may
sometimes request that their partners buy them expensive goods. However, media and
advertising can impact social comparison, leading to women feeling under pressure to live up to
unrealistic beauty and lifestyle standards (Festinger, 1954; Grabe & Hyde, 2009). On the
contrary, the "reward exchange system™ is a "stabilizer" for maintaining the traditional gender
belief between men and women. It is beneficial for both capitalism and patriarchy, especially
from benevolent sexism. Based on a study by Glick and Fiske (1996), traditional gender beliefs
can be maintained by benevolent sexism; since males are supposed to be dominant and women
are expected to be loving and supportive. Kwon and Armstrong (2002) declared males felt under
pressure to buy presents for their female partners in order to keep the relationship going, while
they thought their partners expected them to spend more money than they had. However, this
pressure to provide can be seen as a manifestation of benevolent sexism, which reinforces the
notion that men should be the primary providers in relationships. Even both male and female
interviewees with high scores of AS, they also would like to accept the "reward exchange
system". It reveals that a comparison mentality can foster the desire for conventional gender
roles by making people compare themselves and their relationships to social standards and
expectations. Nevertheless, consumption space is a carrier that is full of elements that affect
people's ideology, so as media and festival promotion and the environmental design as
mentioned above. The experience of a "reward exchange system™ can be experienced in the
consumption space, while the elements of consumption space may increase the comparison
mentality that further stimulates the ambivalent sexism to perform in the consumption space. The
power dynamic between men and women created a “reward exchange system”, while it is a
personal value that is established by comparison mentality and capitalist element in consumption
space. Therefore, under the benefits exchange, women are automatically willing to be victims
that conducted ambivalent sexism by men and the consumption space.
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5.2 Limitation

The sample size is one of this research’'s limitations. The quantitative part of the study had a
sample size of 201, which may be representative of only some of the population. Only seven
individuals participated in the study's qualitative portion, which may not have adequately
represented the complete variety of viewpoints and experiences on the subject because it
depended on quantitative data. It is because ASI data is extremely small, which makes it difficult
to draw any meaningful conclusions from the results. Moreover, the small sample size of the
qualitative data collection. The research only included seven participants, which restricts how
broadly the results may be applied. However, it is related to a low response rate to in-depth
interviews. If the population size of the second part in-depth interview can increase the research
representation.

5.3 Future Implications

5.3.1 Gender education should be popularized

The result of the negative correlation between education level and GRBS was out of expectation.
It may indicate that the education situation in Hong Kong is not enough which causes the
traditional gender belief still affects the population's gender performativity. Therefore, this
research recommends that more courses on gender issues should be included to various academic
programs.

Nigerian author and feminist activist Chimamanda Ngozi Adichie has contributed significantly
to the discussion of gender education. Adichie makes the case that gender education is crucial to
building a more just and equal society in her TED Talk, "We Should All Be Feminists." She
thinks gender education should start early and encourage kids to challenge gender norms and
appreciate variety. Therefore, students should be better equipped to examine the effects of
gender on various facets of social life as a result, expanding their awareness of gender issues.
Since social construction is based on gender, the importance of gender is essential in different
daily aspects, no matter the spatial environment and human ideological aspect. It is essential to
incorporate gender-related courses into different academic programs. For example, such courses
will help students understand how gender shapes different aspects of social life, including
education, geography, economy, and culture. By increasing the courses related to gender in
different academic programs, we can equip students with the knowledge and skills needed to
address gender-based discrimination, violence, and inequality.

5.3.2 Increasing the importance of gender geography

The development of gender geography was the study's second major finding. The study
discovered a connection between gender and consuming space. This finding emphasizes how
gender must be taken into account in urban planning and spatial design. In Hong Kong, gender
geography is not a popular topic in the secondary school and higher education curriculum.
However, gender geography can be related to the different essential topics in both physical and
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human geography. Although higher education in Hong Kong has few courses are associated with
gender geography, gender also affects different spatial and physical issues. For example, climate
change and gender inequality, city design, and urban planning and design recognize the impact
of gender on urban life. Despite the increased awareness of gender issues in Hong Kong, there
hasn't been much research on gender geography in Hong Kong. In order to create successful
policies and interventions to advance gender equality and empowerment, more study is required
to comprehend the intricate relationships between gender, space, and place in Hong Kong.
Gender geography research's possible influence in Hong Kong. Studying the gender geography
of Hong Kong may help shape practice and policy in a number of areas, such as housing,
transportation, and urban planning. Gender geography study may contribute to making policies
and interventions in Hong Kong more equitable and sensitive to the needs and experiences of
various gender groups by exposing the gendered effects of those policies and initiatives.

5.4 Conclusion

In conclusion, the research findings indicate that ambivalent sexism is still reinforced by
different consumption elements. It identified that the traditional gender ideology higher in
consumption space increases both men's and women's ambivalent sexism. According to
regression and interview analysis, the consumption space is influenced by various factors, such
as environmental design, mass media and festival promotion and people's gender beliefs.It is no
denying that consumption space has a specific design to cater for both men and women, but
people with higher scores of the GRBS still engage in ambivalent sexism within the consumption
space. Based on the regression analysis revealed that salary has a strong negative correlation
with benevolent sexism. Under the people's gender ideology, although people realized that
consumption space is a gendered issue, the surroundings and the “reward exchange system"
between men and women further cause women would like to be willing to become victims in
relationships to fulfil the men's expectations, especially lower salary women.

On the contrary, even though men's hostile sexism attitude is higher than women, as long as
women would like to follow their ideas and are willing to make compensation to make up for the
emotional value of women's needs. It causes the consumption space full of compensation
mechanisms between men and women, while qualitative data shows that the traditional gender
belief further reinforces their ideology via mass media and social surroundings. The findings of
this study provide insights into the ambivalent sexism and consumption space. The research
results in support the relationship between consumption space and ambivalent sexism. However,
gender beliefs are not positively correlated with education level based on this research results.
The further interview also demonstrated that interviewees with high education levels still had
higher ambivalent sexism ideology. Therefore, the correlation between education level and
gender role beliefs can be further researched and analyzed.
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Appendix A
Questionnaire of Gender Role Beliefs Scale
(Spence & Helmreich, 1978)

Please use “v” to fill in the following information.
sEE DL NER - AR ZEARAREE v FRoR BT R

Section 1 (Demographic & A\ &#:})

1. Nick Name F(|44:
2. Age

O <18 O 18-24 O 25-29 O 30-44 O  45-64 O >64

3. Gender
O He HBM4: O She Z % OO0 non-binary O Others HAtr
FE TRl
4. Higher Education Level
CIPrimary or [Secondary [Foundation CIBachelor’s  [OMaster’s [ODoctoral
below /NEE i Ed diploma/Associate ~ Degree X Degree Degree
EN Degree/Higher =} oA/ /2
diploma K2 RE+ 7

5. Occupation
OStudent 24 [OCivil servant OEducation ¢  [OBusiness p§3¢ [Healthcare

NN =N Industry BT
e
OService ORetirees 2K  OFreelance H OUnemployed OOthers HA
Industry JR7%51T A+ P SRR/ R

o

6. Monthly Salary in HKD
[0$9,999 or below —&  [0$10,000 to $24,999 —& & [0$25,000 to $49,999 — & 71T

TTA R ZEUENTUT TENENT LT
[J0$50000 to $74,999 7 [0$75,000 and up +& 77T

HBLEtTEINTIL EDN

+ot
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Section 2

The@oncept@f@enderPerceptionthasbeenlintegrated@ntoheMollowingBtatement.
Pleasefillin®ased @nBrour®wnlideas,And@hednformationBvillbeHept@onfidential.

LU HBl &) 2 B R E7A R - s IERIEE CIVAER - &g R -

Thelfollowing@umberis&epresentedo:
1= Strongly Agree (FEFEEE)

2 = Moderately Agree ( EL#Z[EE )

3 = Slightly Agree (FEL[E)

4 = Undecided (“REETE)

5 =Slightly Disagree (ABEAREE)

6 = Moderately Disagree ( FL#ER[EE )

7 = Strongly Disagree (JFHER[EE)

Howmuch@oA&AgreeBvith@heMollowingBtatement,Athink...l
B NYIBRy FEREE - .0

QL. It is disrespectful for a man to swear in the presence of a lady.

BENELNERSH A B ENT R

10 20 30 47 50 61 70
Strongly on on on on on on onr | Strongly
Agreel Disagreeli

Q2.MVomenBhouldfot@xpectienfodffer@hemBeats@nbusses.
LA EZIEE R NEE L B -
1 2 3 4 5 6 7

Strongly | O o) ) O ) O O [ Strongly
Agree Disagree

Q3.Momosexual@elationshipsBhouldbe@sBocially@ccepted@stheterosexual @

relationships
MR R 2 RO R e -
1 2 3 4 5 6 7
Strongly O O O @) O @) O Strongly
Agree Disagree
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Q4. helnitiativeln@ourtshipBhould@sually@omefrom@he@nan
KIBH EEMEEERE S °

1 2 3 5 6 7

4
Strongly @) @) @) O O O @) Strongly
Agree Disagree

Q5.0tothersfefnore@oBee@BvomanBvholsfushyBhan@fanBvholsfushy.
EEIE U EGERY 2 A\ PEE FI 2 R 55 SRR -

1 2 3 4 S 6 7

Strongly @) @) @) O O O @) Strongly
Agree Disagree

Q6.MVhenRBitting@own@At@BheMable,Broper@espect@emandsthat@he@entlemanl

hold@hefady’s@hair.
BT MHERZ AT DUREE -
1 2 3 4 5 6 7
Strongly @) @) @) O O O @) Strongly
Agree Disagree

Q7.MWomenBhouldhave@sinuchBexualfreedom@EsEnen.
L NEZMB N A ER -

1 2 5 6

~

3 4
Strongly O O O O O O O Strongly
Agree Disagree

Q8.MVomenBhould@ppreciate@herotection@ndBupportdhat@nenthave
traditionally@iven@hem.

LNEZ A 5 N &E T4ty — SR e R AT S 5

1 2 3 4 5 6

~

Strongly @) @) @) O O O @) Strongly
Agree Disagree

Q9.MVomenBvith@hildrenBhouldBotBvork@utside@hetomeffhey@on’ttaveiol
financially

B R EER ERVERCK > BT B R ESNE TAE -

1 2 3 4 5 6

~

Strongly @) @) @) O O O @) Strongly
Agree Disagree
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Q10.ABee@othingBvronglvithARBvomanBvho@oesn’tlike@oRvearBkirts@ra
dresses.[

A EEFFIEEE TN EMHE -

1 2 3 4 7

5 6
Strongly @) @) @) O O O @) Strongly
Agree Disagree

Q11.fhefusbandBhouldbefegarded@s@helegal@epresentative@fhefamilyfn
allMatters@fdaw.
FEREEESEST  IREHAARENEAEE -

1 2 3 4 5 6 7
Strongly @) @) @) O O O @) Strongly
Agree Disagree
Q12.AfikeBvomenBvho@re@utspoken.?
WEECERIRERTZA -

1 2 3 4 5 6 7
Strongly O O O O O O O Strongly
Agree Disagree

Q13.Exceptherhapsinfrery@pecial@ircumstances,A@EentlemanBhouldfever
allow@Rhdyfofaythelaxi,Buyihefickets,Briayhe@heck.
PRIEEIFERFIARIIEI T SRS/ A e R L S R~ AT
AT S8 -

1 2 3 4 5 6 7

Strongly @) @) @) O O O @) Strongly
Agree Disagree

Q14.Bome@qualityin@narriageds@ood,butby@AndRarge@hefusband@ughtioll
havehefnainBay-sonMamily&natters.

— LB IR TR BRIEAER - IRIERR EREE ST > HEE EEA
HERE

1 2 7

3 4 5 6
Strongly @) @) @) O O O @) Strongly
Agree Disagree

Q15.MenBhould@ontinue@oBhow@ourtesies@oRvomenBuch@sholding@penhel]
door@relping@hem@nBvith@heir@oats.

BNEZFHE R L NG » LEABRM T SE MM EANE -

1 2 3 4 S 6 7

Strongly @) O @) O @) O O Strongly
Agree Disagree
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Q16.MtAksAidiculousfor@Bvoman(@oftun@locomotiveAnd@or@A@nan@o@arn@ocks.
2N EBE - B AR ERS 2 -

1 2 3 4 5 6 7
Strongly @) @) @) O O O @) Strongly
Agree Disagree
Q17.ABvomanBhouldbe@sfree@s@ARnan@ofroposelnarriage.
MR AR B VAR B iR

1 2 3 4 5 6 7
Strongly @) @) @) O O O @) Strongly
Agree Disagree

Q18.MVomenBhould®e@oncernedBvith@heir@uties@f@hildrearing@ndfousel
tending@ather@hanBvith@esiresfor@rofessional@ndbusiness@areers.

L REZ B E N R T AR R BB > A ERE TAEAE -

1 2 3 4 5 6 7

Strongly O O O O O O O Strongly
Agree Disagree

Q19.Bwearing@nd@bscenity@smorefepulsive@ntheBpeech@f@ABvomanihan @R
man.?

Ut AT Mtk an A EE B A S AN

1 2 3 4 o) 6

~

Strongly O O O O O O O Strongly
Agree Disagree

Q20.fhere@reBomeMrofessions@ndlypes@fusinesshat@re@noreBuitable@or
menihanBvomen.

R B R B A -
1 2 3

[]

4

(6)]
(o]
\'

Strongly | O O O O O O O Strongly
Agree Disagree
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Section C

ThankBrouflor@ompleting@hefirstart@fhe@uestionnaire,heBecondpartBvillbe

conducted@hroughBystematicBampling,And@heBecondpart@fhe@uestionnaire

willbbe@onductedbyface-to-face.ARAlsoBincerely@hankBrouflorFourfarticipation.

FSZnET TSRS f‘BﬁEI’JF‘nﬁ% FEEEBRGHRET B MEEE
AR Y T ZIKJ\JTE%/L\FSZ:ETMB’J%@ °

1. R RBEEETSE o GHEE ?
O YesFa=E

O No AFHE

O Under consideration =& -

2. 4% 5ERE Contact method (Phone number)
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Appendix B
The questions for the visual Q methodology, categories and grid

(1) B AYS SHA R IUEY —T T -

The shops in the picture have a strong binary opposition.

(2) Bl RS RERET » AR - L AR B LT -
The floor design of the mall in the picture has clear category segmentation and is segregated
by gender.

21 N

)
16 AT e

| 8n1D.0905

b

(3) 4 ERERYTE AR - BYEAVRIATEE BB R 2t - S MERIA P -
Based on the mall’s signs in the picture, the number of men's and women's toilets is severely
imbalanced which is gender inequality.

(4) BT ARG BN - EEA—EEFHHERFEE - EEHEEEXL
e

The Langham Place mall in Hong Kong as shown in the picture, it is a centralized beauty

area and the main customers are women.
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(5) Bl RESHIE R - HEA L EEEEE S -
The signs in the mall in the picture show that the women's section of the department store is
more than the men's section.

by B

5 R

BEALITY SALON

S AR MR
HOME & rEETYLE
SIOME APPLUATCES & AUTHO VISUAL

RN N
HOME EECORATION - L

(6) FE&k TGS S S st ELL L MR 5 1

The advertising design for supermarket shops should focus on women and families.

(7) B @Ry E ST~ e E LA -

The black and gold shop design is not suitable for women.

(8) MRS S AL AL B A LAY -

As shown in the picture, the seating area in the clothing store is for men.

(9) EF AT IS A% - BEPEIPERIA AR - 1S IR B 2R -
The second floor of Times Square shown in the picture features internationally renowned
brands, and this area is for women.

10w

(10) JESHBRCEETRIZE R Et > 8 o BRI Ry S A LRR LM RS - (eff
M
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The white and red shop design and elegancy female advertisement encourage women to
shop.

(11) HE#FERSMEREERBERET T & AT -
The equipment display area in the sports shop, as the picture shows, should be a place for
men to display their masculinity.

(12) HEHHEE—MERRE SRS -

It makes you feel awkward to shop in stores that only sell to one gender things.

. -

(13) RBJEEVEN T - (R EEEE e ABLRM R RIE ENGA FIRY 5 5 ©
You would choose to avoid entering stores that give you the impression that they are not
intended for your gender.

(14) BASETEanEEEEL - B R IBRMHE A SR S=AL s -

Compared to electronics stores, men are less willing to enter drugstores and beauty shops.

(15) BASEAEERR: - L EREA IR AT TS -

Compared to beauty shops, women are less willing to enter electronics stores.

(16) AHECACZERL)E » SR B2 o] DAURIR S AT
Compared to beauty stores, home appliance stores are a place where men can show their
charm.

(17) EEEREE Y SR s | B -

Shops that sell skincare products are more attractive to men.

(18) AHEEZ N » Bhl o SEE AN EH SR -

On the other hand, men prefer to enter shops that sell watches more than women.

(19) BARSEEE RS ST AR -

Men are not willing to shop alone in stores that only sell women's clothing.

(20) FHEBEGASNLNE - HtrimE

I am very satisfied with women who would like to shop at supermarkets.
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(21) AHanfEAY R EEREE R > EMERIR R -
The primary customers of boutique stores are women, while men are responsible for
payment.

(22) H#EEBILH ERVCEE AR - e

Promoting independent women's cosmetics brands is very strange.

(23) B AESHSEELESENRSE > L gEEEmnE T -
When going to high-end malls with higher-income men, women will try to dress more
beautifully.

(24)  ZMERIRESRRE SR TIEERY SRR -

The soft and gentle temperament of women is admired in beauty stores.

(25) mSHEEEERE LSS BE

The stores in malls are mainly targeted towards female consumers

(26) JEHHHVESTAERI S EE SR E M -

The gender in the store's advertisement will affect one's willingness to purchase.

(27) TR E AN ISEYEY » EEA —HEET I EEEREE - fERRIEH
A HRR R AT E S S S

In the Langham Place mall shown in the picture, there is a concentrated area selling beauty

products. During special holidays, men are more willing to enter and buy products in this

arca.

g

(28) ORI & A 5 e e 5 -

Romantic mall advertisements make it easy for me to buy gifts for my partner.

(29) PEEINETH SRR - G ERESBME AN - 5 A -
The festive atmosphere in the mall will encourage men to consume for women, such as
Valentine's Day.

(30) HeAtSRTEE R SE SR B IR S E RO E) -

The models with perfect figures displayed in clothing stores make me feel tempted.

(31) (&ALl HEECUERHT AR M - mT LIRS /f2 R E -
If possible, I hope to be able to display a masculine/feminine temperament like the models in
the store

(32) FEETIRENRIAEHEENVIEE - (E 855 Ry 55 20 BR
The romantic relationship in the advertisement is my ideal idea, such as the male and female
models displayed in the wedding shop in the picture
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(33)  (REA S P BT e L A Ay -

You will buy what your partner wants if they perform well.

(34) HERREHL S AR (A IHE -

Consumer desire is related to the relationship with your partner.

(35) WEH—HIEEYIGHE -

You hope your partner will give you gifts.

(36) HEGHEIRIEM S A/ R R EEE O -
You will try your best to show your best side to your partner in daily life, hoping that the
relationship can be happy and great.

(37) WARAKRAEE L - BTG XIS /i -

Since you want your partner can feel great, you would like to give him/her gifts.

(38) A Ruftht/#hAE H AT T S HAVIHE > A& ket /4 -

Because your partner meets your expectations in daily life, you will give him/her gifts.

(39) FgHEIwE /MBI - NERAERTEST R - e -
You will try to meet your partner's expectations as much as possible, because you know you
will benefit from it, such as receiving gifts.

(40) FAEAE BT » B S HIESIAT R RS -

You hope to easily get what you want in the relationship.

(41) FENEIR » HERRBLF » R NG EEENI - Fr A B e PR (R L
It -

Since your childhood experience makes you believe that as long as you perform well, your

family will reward you which causes you to think it should be the same in a romantic

relationship.

(42) FEPHETLCMER SIS - EERREEE O EIERR

Going to a women's product store makes you feel disgusted and annoyed.

(43) EIREABRE SAIMERINE EIRMERVISSH - g REZ -

When you enter a store that has the same impression of your gender, you will feel relieved.

(44)  ZotEabE T A DU R P2 MsaE

The supermarket can be shown female’s femininity.

(45) fE—EcRifad - ZMEEMER TR E C - R SR E Ca B
SR -
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In a relationship, women buy makeup products are not only to please themselves, but also to
show a flawless self to their boyfriend or the opposite sex.

(46) SUIERELEE G IDHERE M E S 2 T IRS RIRSE /IR EARE
b

A sense of recognition and praise will increase the desire of consuming to satisfy the other

partner, such as "you are beautiful today / you are really strong".

(47) HER[DUESIE - RgHmEmRE S VI -

I will try to meet my partner's expectations as long as I can get what [ want.
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Q Methodology Question Categories

**Belongs to
Questions 1- 10

B ETE IR - AR RTRTEL BE EE 2%
fr > BRI P
TRTREARNSEDEY - BEA %
hHY SRR - 1 AR A

[ R ISH R A EIRY 2 R L
B

B AR TSR I S E o i T HE AL e g
RyE

R OHEEsGETAaELE -

WE R - AREfER IR E LA I A+
iy o

& o A R RS Y A B BRI
mmh > A I R Y LAY -
JESHER (R s AN ZE il asest - AiE s ANl
YIS SHEG T RUESR MRS (efE e

=

Cantonese Version English Version
PR | - Hh S S SRS T Ear - - The shops in the picture have a strong binary
Mall/Store - EPRESMEREE » RAUEEAEES | opposition.
Design W H BRI B L4y TT o - The floor design of the mall in the picture has clear

category segmentation and is segregated by gender.

- Based on the mall’s signs in the picture, the number of
men's and women's toilets is severely imbalanced which
is gender inequality.

- The Langham Place mall in Hong Kong as shown in
the picture, it is a centralized beauty area and the main
customers are women.

- The signs in the mall in the picture show that the
women's section of the department store is more than
the men's section.

- The advertising design for supermarket shops should
focus on women and families.

- The black and gold shop design is not suitable for
women.

- As shown in the picture, the seating area in the
clothing store is for men.

- The second floor of Times Square shown in the picture
features internationally renowned brands, and this area
is for women.

- The white and red shop design and elegancy female

advertisement encourage women to shop.

PR e Y A B
Gl

The nature of
stores and gender

FEgh L st R R B R T
& By -

AE S B B — PR A S S IR R ETE T -
REBHEIT - Irgiseisne oo AL iR
T ETGRA [R5 S -

- The equipment display area in the sports shop, as the
picture shows, should be a place for men to display
their masculinity.

- It makes you feel awkward to shop in stores that only
sell to one gender things.
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**Belongs to
Questions 11- 16

EARE TR an/ G EEHE > BB L ECAN B AR
SEALIE

EASEHG SRR > LA B A E T
[E o

MHECHEEERL L > e AT PR R B MRk T IHY
#hg o

- You would choose to avoid entering stores that give
you the impression that they are not intended for your
gender.

- Compared to electronics stores, men are less willing to
enter drugstores and beauty shops.

- Compared to beauty shops, women are less willing to
enter electronics stores.

- Compared to beauty stores, home appliance stores are

a place where men can show their charm.

R AR
The type of stores

**Belongs to
Questions 17- 25

EE S T E S | T -
FAEE T+ St o B A B B SRR
S -

5 R BRI 5 HE S A M R -
BRI - B 5 -

RS E A S SEREARAC: OB A
# -
HERBITLE T I 5 BT

B AT T M B R - o
BRI -

A T U RSB G S PR -
PR S ] 2 e o

- Shops that sell skincare products are more attractive to
men.

- On the other hand, men prefer to enter shops that sell
watches more than women.

- Men are not willing to shop alone in stores that only
sell women's clothing.

- I am very satisfied with women who would like to
shop at supermarkets.

- The primary customers of boutique stores are women,
while men are responsible for payment.

- Promoting independent women's cosmetics brands is
very strange.

- When going to high-end malls with higher-income
men, women will try to dress more beautifully.

- The soft and gentle temperament of women is admired
in beauty stores.

- The stores in malls are mainly targeted towards female

consumers.

PG/ P 5 B e
Media in
malls/stores

**Belongs to
Questions 26- 32

JESHRE S TR B E B E R -
FRORE BRI R BEA—(EET
Ay SR Al > FERFRIETH M AL R
T AR A5 & S P i
RENFES RS ERESRE G -

- The gender in the store's advertisement will affect
one's willingness to purchase.

- In the Langham Place mall shown in the picture, there
is a concentrated area selling beauty products. During
special holidays, men are more willing to enter and buy
products in this area.
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PIEIVETH RS - R R RN E
LUIEPN-(E

ARz G PR R 58 2 AT RIS S s P LB -
BRI Ll > S H C s S AR i > |
PAUgRIGl/f22rm & -

& RSB GRZ TRERAERVARE - AIE TS
95 i SR Y 55 T 5

- Romantic mall advertisements make it easy for me to
buy gifts for my partner.

- The festive atmosphere in the mall will encourage men
to consume for women, such as Valentine's Day.

- The models with perfect figures displayed in clothing
stores make me feel tempted.

- If possible, I hope to be able to display a
masculine/feminine temperament like the models in the
store.

- The romantic relationship in the advertisement is my

ideal idea, such as the male and female models
displayed in the wedding shop in the picture

HETT RELEE

**Belongs to
Questions 33- 47

RGNS — IR LA Bt/ R

iy -

HE RS B —HERY B (AR -

TS S AE T -
HEGHRIFART—masm—H > mEf/
SAERE (T EEIRA L -

R R AT E TR - BTG X @aa L/
o

N R fth/ 2t HE A0S+ e FREVIE - A
PIIg s @msat /i -

WG FERme /WA IAVHE > [N ATHIE
WESI IR - 1Y) -

AR EAE—EBGR  BEOHIEGIRATEED
R

WE/NEPR > HEEEI » A G TR
AT LABEE A2 R MERR (A t e Bt

BRI TCMEA A o BEBEEE C ELERR -
B R ABLIRE SHE R R EIR A RIS

- You will buy what your partner wants if they perform
well.

- Consumer desire is related to the relationship with
your partner.

- You hope your partner will give you gifts.

- You will try your best to show your best side to your
partner in daily life, hoping that the relationship can be
happy and great.

- Since you want your partner can feel great, you would
like to give him/her gifts.

- Because your partner meets your expectations in daily
life, you will give him/her gifts.

- You will try to meet your partner's expectations as
much as possible, because you know you will benefit
from it, such as receiving gifts.

- You hope to easily get what you want in the
relationship.

- Since your childhood experience makes you believe
that as long as you perform well, your family will
reward you which causes you to think it should be the
same in a romantic relationship.
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5 (REREIL -
MR o DR T M M U

B R 2B AR THUREC > 1

e e S RIRGY B C48 B I SR
oA R e B R E A e S —

4TRSS RIRSE /IR E AR RS | -

HER[ LS EY - RGHEME S —H

AYIIEE -

o

- Going to a women's product store makes you feel
disgusted and annoyed.

- When you enter a store that has the same impression
of your gender, you will feel relieved.

- The supermarket can be shown female’s femininity.

- In a relationship, women buy makeup products are not
only to please themselves, but also to show a flawless
self to their boyfriend or the opposite sex.

- A sense of recognition and praise will increase the
desire of consuming to satisfy the other partner, such as
"you are beautiful today / you are really strong".

- I will try to meet my partner's expectations as long as I

can get what | want.
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The grid of Q methodology

-5 -4 -3 -2 -1 0 1

-5 — disagree strongly; 0 — neutral ; 5 — agree strongly (-5 - &FIE¥ : 0- f21r: 5 - &IIEE
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Appendix C
In-depth Interview Guild

There are SIX interview questions, while interview questions depend on what statements have
been put in the extreme boxes. Although it is semi-structured questioning, it also can follow
some guild to ask for the interviewees.

. What is/are the reasons that cause you to put No. X statement in -5&5 box? (G {f/#5H X

HEREERUSPR LA E-5&5 AR |)
a. Do you have any daily experience(s) about that statement -5&5? ({/x H & A F1-5&5
YRR AL 4L B 7))

. What belief(s) promote(s) you to choose No. X statement in -5&5 box? (&&= & e 5K
BEAE USRI A E-5&5 B 1)

. What is/are the reasons that you put No. X statement in 0 box? (/5 {85 [RZE 2 (R 3EE =T
B BRI AE 0 HYAS F)

. What belief(s) promote(s) you to choose No. X statement in 0 box? (& (/&= (e 15

FERCERIL A E-0 YRS 1)
a. Do you have any daily experience(s) with that statement? ({/K H F A E1-1&1 AT
HJELERS 7))
. What belief(s) promote(s) you to choose No. X statement in -0 box? (& {T/EZ R {E[HE R
FERUE BRI E-0 AURS F)

. Do you think that female is more easily get whatever they want when they just follow
males’ expectations (s)? ({RE2 A2 AIERNFTE SRR IS 525 S 15 SRR AT R PE1E)
a. Why? (R(1/E)
b. Do you think the male is staying in a bad situation nowadays? ({Rs8 B4 N EER
FHE ?)
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Appendix D
Interview Script (Cantonese Version)

Interviewee: Kelly (Pseudonym)

Q. AMEIR REE RS BRI 7 fAE-5& 5 A& 1 7

Kelly: FA 39 F1 41 JAE 5 AURS L > 11 9 A 22 JRAE-S IS I - oA B AR 2 B Ry 2L AT
o (BRSO R —(E A B - (B AV ] LR S Beay % « AL - &
i —Lb B RS AIE R EAVASR - BIEMA T A - R B A S S SR E - T
TEPIF LB A A BRIt - Z/EEEBORFE LEIZE o FRFR R IE/ NETRAYAERE » EHGE
Fyta¥e—tEn] DUEE M N RS2 F12 B aVHEEE - PTG BB A EZ BeMsE 2k - 55—
> RyHEREHE 22 BUE-S g E - BRI FFAES AT B A BIFE R A4 o
BRI R (BRBAE e iE(E =M - B E FEFERZR S EEEE
Va2 > G IR B A G R RER - BIATE Bl - B3R - TR IS EBE 4
JREETE - FTDABEPAAE FECURZOMEZER] - B BRI RIR 2 B EZERIH A - 1
9 JBAE-5 WS ER N Ry ead R A AR B2 o] AR Ry — (B4 81T N » BEZR AR n] DU
7 ABEARFAII g AIE P DA [ERYMEARS » BT ARG R 2 AR Z Ry 5R U [E A BR

aEIEESE o N Ry E BB A AR T AR - Mtz R EiE — ey - B4 2 ANE
E2)

Q: BRI » VR8BSR ?

Kelly: H8 X2/ B IR TR VDl ol UE S A S L AR+ 034 - [FllF
[N A o] DL B SRR RV B - 183 T2 > ML MTRA T G EERER AL > FrlA
FERFB LR - WGEHRECHKR "N -

Q: A1 R B fRA8e 45 37 1 38 Jibtia B ] AT O AYA 1 2

Kelly: A AHEGHRELNH T > FrUAIRRELMENT HIABERYE L - MEAER
L o B ] DARE 285 58 A B ey A A AT Al R R e —2t - Fr AT G E L
AR DTHEY > FrEAEAEPE E - N RSB AN BRI A S E B E SE B RUE
{H - FrPAYYE BRI LU LEERiE - N R — B A B RE A > FrLA A REE I T %
LR RERIAREREY - BT LASS A ARG (B E T T Ry 2

Q * IREAGZCIELNRIE G F RIS A S5 ST AR 2

Kelly: Zag[FIHY - AR S I 2R R ELEINEIERI S E 1 B4 B SRR /ey
&) PrnREE - S EE TR TR - ERFENEREEHAEEE T HIEEE -
Q * IR FHER a5 I ?

Kelly: AR B LRI 555 - IENFFTER BAGEMMIEZEAVFEEE - IR
MECRAVEEE S BN ENRTER iR B AEAGREMITREN 55 - NN
HEAEYE B B EI RSB -
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Interviewee: Josephine (Pseudonym)

Q. BT R R EE RS 23 1 25 Bl A AE 5 AUAg I 2

Josephine: R RHESAIRMANA S atas AR G this - AT DUE M o8 A—
SRR LA FERZ A T T 2 T RS, o T e\ SRS
G  FialE — SRS RA S ERA TSk o [FFF - BUEATRGIS A i = 4R e
TR Mt Rk mAY - R AL ER » (A EIRERHEA [FIHY A e
T EH O EEE - B CEI TSR - FiERZ RS BT - IR Z 58
AR AL - BECEMEE AR R 10 7357 EE -

Q. AT MR S B B W AR S BN M A S R E R A IR Tin e —5

9

Josephine: /2HY » KRRl F # g UMMM NRVARDE » FrllE #E A — e S 4R G I T
FHERETMEC - HE VFHEEEDEIHER A O e - HEORDARS
PEAVREES - (5141 K11 MUSEA, F g A8 @ ra s a2 -

Q. (HEMEZE "4k, ?

Josephine: =4k ELFEMLFIHVERSEIRET » BIAI4FERE » NEEEA— e oM —SLEAE0E

BFraea tHIRS TR © NEE B MRS - 0a2% » EEIE S NHER 1225 —
TEE/KHIERE BT ARG ZE ekt s — RS RAVEEE - S8 E S GEE
B - B2 ERREERINRRFIEK - bt mAIEERS S &t fevEE Tt A5
HfE e T oI [P A MR RS - & 2 ey R ] e R fE R R e (e PR
FREERS A S AE - I HEEE S A E

Q A MTEIRRE R EESE 42 F1 47 R AJHE 5 BURS 2

Josephine: A FZZME » AT ATREL R #E A LRSS A G AR o B2AH RS R
EFERE - TS ESFER - RAEIESHNATEN B LM mAYRHE - Mfigse
Ry o NEEMEEERER E(E 2 - BTl ErY B e 2= [E - 55—
[HIAE 47 BBRAEILE] F 10 0 AEE » RRZ AR DUETLE £ - 1 5 A PR e A A
ERAIAES— Y - KA ERE IS AEYEH - EERFEILA Tt =BT R
7H - A g s H R RO EE e i - st i L — A Re Y mdat - BERA
FHER SR F ARG —EES » PIORGai T TH - AEM SR AREERAK

= o ([HIRZ e A e -

Q. AR NEEIREEE 34 > 21 FUSFRAL A HUE 0 AYkg 2

Josephine: R B Fead Ry HBE AR A B B Ss—FIMEARY » =B SRREHDHEIRELM
L PIIESNEIES N EE —EE HAE - B S ETE - AMEER—
SRR Rl ZE Pt & B AR e T Y 55 BR A Ay AT A & 7 S A B L BT P LR (S 4a 1 - 24

i B EEANEBEN AR » AR AmEthA —SBENER T8 - HEA
RHEE RAR S L AR B IHA B 700 H A —4 0 » T 024 80E B CRYETL
REIA—E BRSER AL - (HAF Rt aEENE - HEERRF B - EHEAT
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R BAENRETT Rl ERE ) - &E —HEE s - MARAEIIRS BAERES -
HARE AP R ATAIE ERY > [N R R/D F AT 18R - AR Rt F SR A 2
fitMIHIRE

Q. IFal R B AE R Y 75 HENG 2

Josephine: fEFZEHY » A Ry— e Z= ] th PN B s g an S AV SHEH - BAEMTERPR T2 oM
ESUMCZER A3
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Interviewee: Kenneth (Pseudonym)

Q AR AEEIREESE 19 10 47 BRACEHAE 5 898 E 2

Kenneth: R 2% 5 -#N G AREE B —(E A AF ST MM VIR S - Blan i & — 20
WERHmEE - FEENBIMRDERABA—BEATASL » ZEEEE S —F XNESE LA
RAZE » W ez IEE -

Q : VA LA B LA ?

K R RHPIAE A GEER B E R A g i A — g infs o B2 E LN mEHE
KT M ES EEEE N BEE LM - AT AT R is Ll (R MY » (6
R R IA T EE - FrlOE NS EEE R E R T AN H IS TR fRAE - -

Q : B 47 Bt a1 R RS s R S R =

K : 1 47 BaEF » BEAFRI AN e —(ESREYERIA - (EE R EF 2 e s — P
¥ WGMEE LM = EAYRPY - Rt — i RIS - P e n e tAYZK - i
AR LA TREM) ) o BT & R 20— 2 55/ E - NEEFREHE - FE
W S ERATHASE. - ATRERREE R R B AR R TYYE 2N A H i S — PR E LR

YN

Q : BTEIFRRNEEREEE 42 F1 46 [ A E-5 BIRE E 2

K PSR EIRI R AR R R 2B AT DAGERY » R R —RIRE B EERE T 0 (H2
JRAZESEM T AR e B RIRETES - B2 ERE 7 HERIRES - A
+orERE  HEIGIAMIRE TIRZE » T IGlEEEERRAN I IFEELES

b o U7 TG Ry E N EA RERHE AR FIMERRYRSIE - SE2NA TS & & -
BRRA R EE YRS —PE R AE — S A (BRI +0
ZAMER - AR PRI B S & & B AR CE R LT B - 20O TE M MIE % 230
Ry PIEERE -

Q : AMHEFHNEIIREERE T THE—MERIEIRER , PFZCERE 0 Ay 1 ?

K : BLAEMIA R - RRTA A GEHEEE - PR R A — 5 s - 8E7R
{1 A B B BHVIREELE AT BE - ([HE R B E T E(E = M a e R - N
el Bt B CEERVERN - f1 ERA S - FrblREROZES - AeseRRtE L
B SE RV REZ AR AR AL > P DATRAH (I g o] R R B H SRR, - (B2 3] T R
HIBHE T LA BT PeR i/ 0/b » R R4 +-00 ZHEEA - BsnIkayiEie » A2
FEEEdE R DN - FRERE 1B B 2R A — 8 - NEEEZE - DAIRAIIEN - R EHk
M — SRR E RS AR AVEE S o - IR IR A RSB EAM A r = (HE R ZA R
B - Pt g -

Q. IRE8 R B RR I 25 THI ?

K : WHEMER - FELBBEREN SN - TEFERERERS R RENHEET - B4
g - W HARZEIHT - 2R Y) NECEFIRAIA - FIaniE gl - BEFEE
% o > MR EENY > (HRREEAER B RAN I T LEAEERE o FTM
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B e T APy W BEN R R - ERREIHEEY - FAETE
MR BRI > B2 DERY - T IIER R E Ry o FTRARGEE R R R Y S5
o BEERERER - HELEAVEE LB E Mg thidER - RERE - Bl
siEEHERN S TR -
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Interviewee: Tiffany (Pseudonym)

QB (R RIEE R I8E4E 37 1 36 B alt A HUAE 5 RS L 2

T B U EHSYIR A SESRE & IR LY « TIPS — PRz - BR T4AHZ

Gh > Pt gt —Lt MEVISEHL -« FAR(E ME A FEEERYIF 2 Bk B O P DAl & S 20w 2
HOTHVEAE M R e (R R ARG R EMBE L ©

Q : B ITRENHEY) » IRE e M 2 i T — 2 e IRAVHHEY -

T TRt T = T AT T - R E—/NEY) » A ERAE TG - HE
TR PR U Ry T B L > AT DARZ @A b R R 1 - AR B A A DU Fde At
TRERVIBEEE - TAHEHRME B

Q: ATE R R B REEE 47 F1 41 BRALEICE 5 B9FE F 2

T @ SREMER > Bl A Eime — B A HRAVIAE - FlansnsE 7 iFaE - R Eg—Lt
JRARF AT LMV - G2 AT - Wl BB A EETR - W R AT N — Tk
F5—77  FrDATRER Ry Wit 2 I fEZ e P RY - H B A ge e/ NETREN R B G B N EE

i P AR R tME (E R I H RS T BT » Al RE RSN ARSI EE A —
TERVHASY - PB4 < R E4E EEFE M EESE 10 225 -

Q: AR R B R R EEHE 28 1 27 Rl A)iiAE O HyA% 1 2

T R R RerESIEE 2SR ES P ED - TEEMMrEE A%
HY - R A g AN EES R E A E - REEEBNRECKEENES RN
= (HEREEFHINEZEFE WW~%ﬁﬁ&mF%XTﬁ%$ﬁ$%ﬁéoﬁ

27 AL > BRAIRENHE - BACKHEEZEE N b - A0

Q: FREFHRIRHIC 25 BRALATIAE 4 HkS b S 2RA S AR s & ﬁﬁ@%
& TR R BEGBEENFES ?

T : IHEBAERRGES REVA 6 2 7 NS BE ZLMIERS - BER AR BB ERRNS
21y - FEFREEGHAE RIS - BB EWAE A DISEH ] DU - fla]—L
FHIE - EE—ELBAENHESHIELAERX -

Q AR By R TE B AN HE SRR LR ?

T : TREAAFIE - ([HE AR At EL A CALER G E - NEERRGE LK
2R - R IA — A M E W RSB AR HI1EY) -

Q * IR BV AR A LLE 2

T : BEAATCA 2 GLLEL - (EEFAR R R AT & R IR an - Bl e
HVVWEE - (HZHIAN BB RLLEIAGY)  BRIRAEN - SRR -

Q * A ZEH & ?

T : FRAVIAE RO Y 55— T TR BV st 2 R o o BEZAR BN 2 B AAE
fTHEsE - [BIAMEER AT M EEEE EEEET R EE S T Bl E i iR
FEHEMAF -
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Interviewee: Paul (Pseudonym)

QA TR RS2 IR EEFE 4 B ) iAE 5 HIAE 1?2

P: (R Ry i Se S bt m B I ARER B AR AT » Pl A g A -

Q © IRH RV A HE A ?

P A EHEA  TAREENTREE T —IR - RAMFIRIEETT0 200 » ik ELs
HEYG A BUE T SR - R Ryis te 2 BN 2 A aY - (A - i3 222 i 2 B 204 /Y » Tt
ERV B GRE LA ?

Q : AREFHFKNZEMESEEEHEBI L
PARAILE—FEWER - 4850 Beauty » 122 /@M 2L EAEERE - FrMRE A5 T]
DAGERT 2 bR T VB F IR E BB S BN L B AV ZER 2 4h » MRy ZE B RETINETA
A - TEFRERLE "ERE ) /1 T B8 BN EBAERA - MR 22
EREGEEEBLEA -

Q : AR ANEEIREERE 9 BRI A AE 5 HIAS E 2

Pt KRR T 2 A, HALMEE - iRy HEREtT - g~
* o

Q:FRTHE "L AW, EEIRAEHEL SN » HHMFRLE ?

P: Wi - PR SRR 22 NI - 87 BN T L ARYsRE | -

Q : A ERRERREERE 12 BRI AE-5 B9 | 2

P:[R Ry P A\ —Sb S22 R FIA H B0E AR - fetirysliss - el R SR & -

Q : AR MERIAYREEE LM IREERS 2

P: & BAZBNAEGTFE - GIAIHEZLERNREHE - IEGEAFE - A FTREHEA
EEEEE -

Q  BEZARERIREAE—MERIEREE R E A REE AL ?

P BoE e T ORER - ATRER &5 E -

Q: AT NEEREESE 7 B AT 0 RS £ 2

P R ABIE ET RS HTER L BRSO 10 7258 RSB ABEEHES
Bt WA ZAEHESEERHEEY TREBFEENHES -

Q : RUEHZEE e - HECRHELMM S » RE# AL ?

P: EE—F  HIEAGHEA > #EN—a » T2 A, -

Q: ATV R R B R R 545 34 BRAICHIIAE O AYARS £ 2

P IR R HE R E G ol — LA HHRARVRE G G0 E — L HEN K -

Q: R BWAMEE ? IRVERE M ?

P AR [E SRR e Bt —EIFT o KAt R L ARYRPE « AR 2 I E]
ey MR IRAVEREE - MBI E BRI TS -

Q : IR BAE G BRI HES ?
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P2 HERIGELNE - M SRR E SRR E R E M A o HEOR
BERIGYIGEM -

Q * IRA LGS IR AN ?

P GHY > WHEEGVGEERIIR -

Q  RftHERE SV B IR ER G BN 5% ?

P NARGHEGMR "9, - REYFERZELE " & - N2 A PAR thHI I 5 1
R ABURHEIERAAE

69



Appendix E
The questionnaire of the Ambivalent Sexism Inventory
(Glick & Fiske, 2001)

Section 1

1. Nick Name:

Section 2

The following Statements are related to gender perception. Please fill in according to your
own ideas, and the information will be kept confidential. DL Ay e a2 B I B A AH RS -

A IR 5 CRVAER - ERE RS -

0 - disagree strongly; 1 - disagree somewhat; 2 - disagree slightly; 3 - agree slightly; 4 - agree
somewhat; 5 - agree strongly

0 - 5RFURCES » 1-ARAEE © 2-BAERE © 3-B8MERE  4-AHEE 5-3UEE

* |If there are any differences between the English and Chinese versions of the questionnaire, the
English version must take precedence.

The statements about the relationship between men and women in modern society are listed below.
Use the scale provided to indicate how much you agree or disagree with each statement. [~ /&[]

RERME B LR HBR R — 25 Gl - FEEA T mEEHERP S R LA RE FERE -
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0- disagreel

1- disagreel
somewhatl

2- disagreel
slightly

3- agreel?
slightly®

4- agreel
somewhatl

5- agreel
stronglyl

1. No@natterthow@ccomplishedl
helts,@fhanfs@otEruly@ompleteQ
asfhlBpersonlunlesshelhasfthel
love Df@ABvoman. HE 5 —{[E 5B A
HEEHE M —EZA
E > il A FE—(E5e B
N

2. ManyBwomenf are@ actuallyl
seekingPspecialPfavors,ZsuchlhsQ
hiring@olicies@hat@avour@hem§B
overPmen,BunderfthelfguiseFofQ
askingforPequality”.ZF % 2 EE
P& F R ZR R AR I - il
ffm [ RIS BER » $13 T F
F ) RT -

3. InFaldisaster;,Zwomenfoughtl
notBnecessarily@tofbellrescuedH
beforeBnen.B{E SE & - KRl
A—TEHIRLN -

4. Mostll womenl interpretQ
innocentPremarks@orRactskasl
beingBsexist.BIA & 7 2. M & fi2
S S B BT Fo Rl S MR Al
A

5. Womenl arel tool -easilyQ
offended.BZ M K& 5 #: § L
T
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0- disagree

1- disagree
somewhat

2- disagree
slightly

3- agree
slightly

4- agree
somewhat

5- agree
strongly

6. People are often truly happy in
life without being romantically
involved with a member of the

other sex AMFEAETETEH G
A R MR E A T EE
HIFHYEREE -

O

O

7. Feminists are not seeking for
women to have more power than

men. 2 EEA WA BET KL
ML E MR E SR -

8. Many women have a quality of
purity that few men possess.zF%%
A — AR E R
HEMEE -

9. Women should be cherished
and protected by men.ZZ A fE%
B ANFEERRE -

10.Most women fail to appreciate
fully all that men do for them &

E4 TR e V= C IV
FIpr ey —1) -

11.Women seek to gain power by
getting control over men ZZ A

i e e 2 5B A SRAE (ST -
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0- disagree

1- disagree
somewhat

2- disagree
slightly

3- agree
slightly

4- agree
somewhat

5- agree
strongly

12.Every man ought to have a
woman whom he adores. 5[ &

NEDREZ A — {8 B SRFFRY 2L
A e

O

(©)

13.Men are complete without
women. 55 \i%H LA E5E
gy -

14.Women exaggerate problems
they have at work. 2455 A4 {f9
TELAERBFHIRIRE -

15.0nce a woman gets a man to
commit to her, she usually tries to
put him on a tight leash.— H—{f
U NE—EBNREM -
TR B EGRE -

16.When women lose to men in a
fair competition, they typically
complain about being
discriminated against. & Z M 1E
TR S R4S SR
HE AR -

17.A good woman should be set
on a pedestal by her man FZ4: A

JE % e s B9 55 N TBCAE — {8 8
E e
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0- disagree

1- disagree
somewhat

2- disagree
slightly

3- agree
slightly

4- agree
somewhat

5- agree
strongly

18. There are actually very few
women who get a kick out of
teasing men by seeming
sexually available and then
refusing male advances - HZ
b ROUMEEB/ERES
REH TR AR A - A
RIBSEFERKE - BLEA
{1

o}

@)

0]

19. Women, compared to men,
tend to have superior moral

sensibility. B B M AHEL » 20t
FFEEAE S ENEERE
J:E o o

20. Men should be willing to
sacrifice their own wellbeing
in order to provide financially
for the women in their lives 5

NHEZREE R T M4 E T HY
LM LCR BRI AR -

21.Feminists are making
entirely reasonable demands

of men. % # ¥ FHE H B
HTE2EENEX -

22. Women, as compared to
men, tend to have a more
refined sense of culture and
good taste fHEEFE M » ZHEE
A SRS SV BRT R Y ik
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Appendix F

THE EDUCATION UNIVERSITY OF HONG KONG

Department of Social Sciences

CONSENT TO PARTICIPATE IN RESEARCH

“Ambivalent sexism in consumption spaces: Exploring embodied processes of gender

discrimination and reinforcement in Hong Kong shopping plaza”

I hereby consent to participate in the captioned research supervised by Dr. Pei Qing and conducted
by Lam Wing Fung who are students of the Department of Social Sciences in The Education

University of Hong Kong.

I understand that information obtained from this research may be used in future research and may be
published. However, my right to privacy will be retained, i.e., my personal details will not be

revealed.

The procedure as set out in the attached information sheet has been fully explained. | understand

the benefits and risks involved. My participation in the project is voluntary.

I acknowledge that | have the right to question any part of the procedure and can withdraw at any

time without negative consequences.

Name of participant

Signature of participant

Date
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INFORMATION SHEET

“Ambivalent sexism in consumption spaces: Exploring embodied processes of
gender discrimination and reinforcement in Hong Kong shopping plaza”

You are invited to participate in a project supervised by Dr. Pei Qing and conducted by
Lam Wing Fung, who are students of the Department of Social Sciences in The Education
University of Hong Kong.

Introduction of the research

This paper would like to conduct research that concentrates on the understanding of
gender concepts from both men and women, how the consumption space establishes the
ambivalent sexism environment and how Ambivalent sexism reinforce the traditional
gender ideology in the consumption space.

Research Methodology

This research will invite approximately 7 Hong Kong residents aged 18 or above to
complete an interview that takes around 30 minutes. This research does not collect personal
information.

Potential risks

This research has no potential risk and will be started after the consent by participants. Your
participation in the project is voluntary. You have every right to withdraw from the study
at any time without negative consequences. All information related to you will remain
confidential, and will be identifiable by codes known only to the researcher. If you would
like to obtain more information about this study, please contact Lam Wing Fung at
telephone number or their supervisor Dr. Pei Qing at telephone number

If you have any concerns about the conduct of this research study, please do not hesitate to
contact the Human Research Ethics Committee by email at hrec@eduhk.hk or by mail to
Research and Development Office, The Education University of Hong Kong.

Thank you for your interest in participating in this study.

Lam Wing Fung
Principal Investigator
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