Chapter 2
Literature Review


This chapter will give an overview of literature related to the research problem presented in the previous chapter.  In this chapter, will discuss the concept of the Yellow Economic Circle, literature reviews on the key areas of political consumerism and the important consideration of nonpolitical factors within political consumerism 

2.1  Concepts and definitions
Yellow Economic Circle and Political Consumerism
Political Consumerism refers to the use of the market as a political platform, to express the political opinion, or to reward companies for similar ideology (Stolle and Micheletti, 2013, p.39). Boycott is avoid purchasing from a brand or products as punishment for their unfavourable opinion or actions, while as Buycott is deliberately purchase from a brand, products or service to reward the companies for their desirable believes or practise.  
Political consumerism is more popular in Western and developed countries. About 35% Americans had experience practicing in political consumerism (Endres and Panagopoulos, 2017). According to the study of 2016 European Social Survey, political consumerism practiced in Denmark, Finland and Frances around, 36%, 37%, and 32% respectively. These figures address the worldwide intrigue of utilizing buying capacity to influence political change.

As mention, the concept of Yellow Economic Circle is an extension of supporting the movement against the extraction bill. Although the bill was formally withdrawn on 23rd October, 2019. The protest against the government and police brutality did not stop. Participant of Yellow Economic Circle, boycotting the shop who is supporting the government, and boycotting the shop that is pro-democracy, textbook definition of political consumerism, this action is legal, economical, and at the same time has it power over time.

As of today, Yellow Economic Circle has not been well defined in publish literatures, and within the community, what is the classify as yellow, as discussing in the community, it is clear that Blue Economic Circle, and perhaps Red Economic Circle has been rooted in Hong Kong for a long time. Capitalist, especially for those who support the government and police feels their business being affected by protest and social unrest, shops who is opening support the government are being vanish. As the community investigate more, the whole supply chain is hard to serve a Yellow Economic Circle is. During an interview from RTHK, an online shop owner want to establish his business, received notice from the courier associate warning the member not the provide service for this business. The discussion and estlishment of the Yellow Economic Circle is changing the long monopoly of progovernment business.  

at this moment. In general, while businesses who support pro-democracy is labelled as “yellow shops”, pro-establishment or pro-police is labelled as “blue shops”. And thus, the group of Hongkongers who share a similar political view in pro-democracy, buycott the yellow shops, at the same time boycott the blue shops (Chan and Pun, 2020, p.38; Hui, 2020 p.310). Although the emerging ideology of Yellow Economic Circle is still under development, it has become an atmosphere and integrated into many people’s life.

Buycott vs Boycott
Boycotts and buycotts are often defined as political forms of lifestyle. Lifestyle politics refers to 'everyday politization, including ethically, morally, or politically motivated buycott, goods or services compatible with their beliefs' (Stolle and Micheletti, 2013). The degree to which various micro-level predictors of political engagement matter to political consumerism has been studied by researchers over the last few decades. However, the literature includes a number of conflicting results and several questions remain. Here, we concentrate on whether resource-based engagement models, such as the Civic Volunteering Model (CVM) (Schlozman et al . , 2018; Verba et al., 1995), or lifestyle policy theories better explain why certain people are Nike items.

Political efficacy: While political interest should be linked to political consumerism, the relationship between political consumerism and political efficacy is less clear (boulianne and Copeland, 2020) .There are two aspects of policy efficcy: internal and external. Internal effectiveness refers to the belief that one has the capacity to understand and participate in politics, external effectiveness refers to the belief that the government is sensitive (Verba et al., 1995). Internal efficacy can be important for political consumerism as it gives people a sense of autonomy or empowerment; when people feel that their participation is significant, they are more likely to participate in social accountability and less likely to be free (Arbache, 2014; Stolle and Micheletti, 2013). Both the CVM and the politics of lifestyle regard internal political effectiveness as predictors of participation.
It is more complicated in the relationship between external efficacy and political consumerism. The CVM focuses on state-influencing activities which make a relevant predictor of external political efficacy. However, according to lifestyle politics, people participate in overt, elite-challenging ways of engagement because they think the state cannot solve problems of collective action (Inglehart, 1997). In this viewpoint, external success, as calculated by views on the political system, is irrelevant. Lifestyle politics therefore does not foresee a partnership between external effectiveness and political consumerism.

Political interest: As Verba et al (1995) indicated, a higher rate of political interest showing direct proportion participant to political consumerism. Those who are more interested in politics tend to be more closely watching it and more concerned with political results. It is not, therefore, surprising that political involvement is closely associated with political engagement (Schlozman et al . , 2018; Smets and van Ham, 2013; Verba et al., 1995).

Likewise, lifestyle politics theories argue that political interest induces engagement in actions targeting non-state actors and blurring the boundaries between the public and private spheres. For political consumerism, political interest is significant because political values inspire participation in boycotts and buycotts (Micheletti, 2010; Stolle et al., 2005). As Micheletti (2010: xi) further clarified ‘Political consumers choose products, producers, and services more based on the politics of the product than the product as material object per se.’ Without the motivation, the purchase intention and the reason behind for such behavior would be only for consumption purpose (Micheletti, 2010). In short, both the CVM and lifestyle politics consider political interest to be a driver of political consumerism participation.
Ideology: Both the CVM and lifestyle politics suggest that ideology and its strength is an important factor for political consumerism. People who are committed to a specific concern and perhaps owning a set of values are often more likely to engage in politics, thus political consumerism. In addition, if people have a strong stake in government policy and care deeply about political issues, people are more likely to participate in politics and political consumerism (Verba et al., 1995: chapter 14).

Likewise, lifestyle politics suggest that individuals engage in political consumerism to address concerns about specific issues such as the environment, climate change, animal welfare, racial injustice, fair labor standards, and minority rights (Bennett, 2012; Copeland, 2014; de Moor, 2017). People also support traditional family values or conservative causes through political consumerism. Thus, people who identify as 'very liberal' or 'very conservative' will be more likely to indulge in political consumerism than moderates. In short, both models find political power as a predictor of participation.

Ideological leaning: Although the CVM argues that ideological intensity is correlated with political involvement, it does not determine whether liberals or conservatives are more likely to be involved. Lifestyle politics, on the other hand, argues that leftists are more likely to protest because they are not shying away from conflict (Arbache, 2014). Dalton (2017 ) adds that progressives use protest to question the status quo, especially when elite-driven modes of participation prove ineffective, or when access to electoral participation, such as voting, is limited (for example, the Montgomery Bus Boycotts in 1955–1996). In short, lifestyle policy describes that political consumers would be more likely to connect with the left side of the social spectrum than non-political consumers.

Hedonism
(Digital) media use
The CVM explains resource participation, psychological engagement, and recruitment, are important factor of digital media use but is intangible. It is somewhat surprising since the authors recognize that political knowledge is an important part of psychological participation (Verba et al., 1995), and by following the news online and offline, people acquire political knowledge. 

Digital media also has significant motivating impacts. Schlozman et al . ( 2018, chapter 6) find in their latest work that organizations can use emails and text messages to mobilize members. They do not, however, check whether or not (digital) media use affect participation. However, lifestyle politics heavily relay on the use of digital media. Digital media are 'central to the organization and conduct of collective action' according to lifestyle politics, as they minimize knowledge and communication costs and promote expressive and customized forms of participation (Bennett and Segerberg, 2013: 56). 

Digital media provide cirtical information, such as their political background, their business practice, and their resposnisbles to helps political consumers. People can also use apps on their smartphones to inform their shopping decisions. Similarly, social media helps political consumers to exchange knowledge about products, services, the brands and other customer interests (Gil de Zúñiga et al., 2014). In fact, Gil de Zúñiga et al. (2014) theorize that social influence and information sharing drive political consumerism. Becker and Copeland (2016) add that use of social media empowers people with common values and personalities to build a virtual community in which people exchange knowledge and inspire each other to participate in political engagement, including political consumerism. Finally, the use of digital media facilitates political consumerism, and because people are shopping online increasingly (Kelm and Dohle, 2018; Stolle and Micheletti, 2013). 

Nonpolitical factors
Although the political consumerism is an spending of the lifestyle or action to achieve a political agenda, at the end, it is still a consumerism and the market is the most fair place according to Adam Smith, father of modern economic proposed the idea of an invisible hand—the tendency of free markets to regulate themselves by means of competition, supply and demand, and self-interest. When investigating the important factors of the political consumerism, although the consumer although showing interest during the political consumerism, traditional market regulation, in both supply and demand, traditional marketing mix cannot be ignored. This is supported by Kam and Deichert (2019) stated the decisions to boycott or boycott may be influenced not just by a company’s practices but also by other consideration such as price or convenience. Therefore, the importance on these nonpolitical factors should be addressed.
2.2.  Research findings 

Social scientist has been studying the similar and difference between boycotting and boycotting, many of these reasarch indicate they are the same, however and agreement made by Coplands, saying boycotting is a reward mechanism, and boycotting is a polismust. 

2.3.  Methodology
Q-methodology is developed by William Stephenson in 1953, a factor analysis method that integrates qualitative and quantitative techniques to understand the social perspectives (Webler, Danielson and Tuler, 2009). This method is being used as ipsative approach or relevance research between individuals, which has a history of more than 60 years. The Q method, which is complementary to the factor analysis method to measure the subject and has been used in many areas (REFERENCE).

Q method is applicable to psychological attributes such as attitudes, motivations or needs of the group. It is specifically suitable on research related personal behavior, especially attitudes, ideas, values, or small sample studies (Yang Jialing, Chen Meiling, 2001). Q method is depending on the participant using statements or opinions to define their attitude. The advantage of using Q method to study personal attitudes is even the subject matter is difficult to express by the participant, as the statement has been presented to the individual, their attitude through the statement can be quantify (Stephenson, 1953).
Likert scale is another method that is commonly used in questionnaires to understand the attitude and response on the research topic, as most of the results are based on positive scores, and it is difficult to explore the differences and opinion on the specific subject. A person's consciousness is based on the value and opinion, these values and opinion can only be expressed by the participants, and the Q method is to help individual to transform their value and opinion into a subjective manner. Q method emphasizes that human consciousness can be measured, through appropriate research method, the subjective consciousness of the participants can be determined (Luo Wenhui, 1986; Lo, 1985; Stephenson, 1953).
In a typical Q method research, the researcher will provide some research objects and research topics related declarative sentences, these declarative sentences are called Q-set, and the participants are called P-set. Participants were asked to use these statements based on their subjective judgment or classification by feeling, this step is called Q-sort, there is no correctness in Q-sort and it is also a technical and objective procedure, the participants only need to classify according to their subjective values ​​and opinion, and the respondents it is usually required to distinguish the importance or nature of these declarative sentences in the manner of normal distribution, through this process, the subjective ideas and opinions can be measured (Exel & Graaf, 2005).



2.4.  Summary 

7

