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My research will critically examine young financial planners' characteristics, particularly Generation Z, as they respond to external rewards.  This study aims to evaluate the efficacy of extrinsic motivation in driving them to achieve desired goals within the Hong Kong insurance industry.  It is widely accepted that motivation theory, with its two central components, extrinsic and intrinsic motivation, plays a crucial role in propelling individuals towards their goals.  Extrinsic motivation is characterized by an individual's drive for external rewards.  These rewards can be tangible, such as monetary compensation, promotions, or benefits, or intangible, such as recognition or fame.  In contrast, intrinsic motivation originates within an individual and includes purpose, a sense of accomplishment, and job satisfaction.  This study intends to shed new light on the traditional extrinsic motivation theory and explore how generational divergence and global perspectives have influenced its effectiveness and appeal.  The research question will be how the characteristics of Generation Z impact the effectiveness of extrinsic rewards in the Hong Kong insurance industry.  This research will not only delve into the degree of extrinsic motivation but also aim to redefine its role in the modern, dynamic workspace dominated by younger demographics.  


[bookmark: _Toc144479757]Significance of the study

Hong Kong has been grappling with a severe manpower shortage since 2020. As per the data from the Census and Statistics Department of the HKSAR government, the age structure of the Hong Kong population has undergone significant changes, particularly evident in the age dependency ratios. The child dependency ratio has plummeted by 44% due to low birth rates, while the elderly dependency ratio has escalated by more than 138% over the past 30 years ((Census and Statistics Department, 2023)Census and Statistics Department, 2023). The median age has risen from 44.3 in 2016 to 47.3 in 2021. In the percentage distribution of the population in 2021, there was a marked decrease, particularly in the 15-24 (-2.9%) and 24-54 (-2.1%) age groups. A plausible explanation for this could be the significant social and economic impacts Hong Kong has experienced following the social unrest in 2019 and the subsequent three-year battle with the COVID-19 pandemic. Noteworthy migration movements occurred during this period. Records show that between 2020 and 2021, approximately 75,000 to 88,000 individuals migrated out of Hong Kong in 2020 and 2021 respectively (Chan et al., 2022). As noted in the 2023 Hong Kong Policy, the local workforce has diminished by 140,000 over the past two years. In a 2022 study by the Hong Kong Institute of Asia-Pacific Studies on emigration views, it was discovered that 28.4% of respondents would relocate overseas given the opportunity, a figure significantly lower than the 42.0% recorded in 2021. Among those willing to relocate, 34.0% were prepared to do so, accounting for roughly 9.2% of the total respondents (Hong Kong Institute of Asia-Pacific Studies, 2022).


In response to the significant manpower deficit, the HKSAR government has taken steps, including establishing new institutional frameworks and launching a series of initiatives. These efforts aim to attract businesses, investments, and talent, bolstering community competitiveness. The government remains committed to solidifying Hong Kong’s position as a one of influential international financial centre and the world’s preeminent offshore RMB business hub. The financial services sector, a mainstay of Hong Kong’s economy, is expected to influence the insurance industry positively. The government also focuses on strengthening asset and risk management, identifying family offices as a key growth area within the asset and wealth management industry. In 2022, Hong Kong managed over 1,700 billion in relevant assets, including those for private trust clients (Hong Kong Policy, 2023). Furthermore, the government plans to introduce a bill in 2023 offering tax concessions for qualified family offices. This initiative is expected to provide insurance companies with opportunities to develop their high-net-worth businesses and seek out top-tier talent to capitalize on these opportunities.


The Hong Kong Policy (2023) also sheds light on the “trawl for talents” initiative, which is anticipated to affect the insurance sales industry positively. In addition to fostering and retaining local talent, the government is actively pursuing a strategy to attract and recruit talent globally. Specifically, they will roll out the Top Talents Pass scheme for a period of two years. This scheme is designed to lure young professionals and high-quality talent from the top 100 universities, provided they have at least three years of work experience in the last five years. The government also plans to adjust the Immigration Arrangements for Non-local Graduates (IANG) by extending their stay limit from one to two years, offering them greater flexibility in seeking employment opportunities.  Following the policy’s launch, population movement statistics as of August 2023 indicate a surge (see Appendix 1) – an 80% increase in 2023. This increment can be attributed to various factors, including the reopening of borders, the talent mentioned above import scheme, and the return of international organization setups.


Amid recent socio-economic shifts in Hong Kong, the insurance industry faces a multifaceted set of challenges in leading and managing its sales force.  These challenges include not only retaining the current Hong Kong-based salesforce and equipping them with skills to sell the concept of family offices but also attracting and recruiting top talent from Mainland China to amplify business growth in the high-net-worth segment.  These developments create a dilemma for executives regarding how to effectively motivate the sales force to achieve the desired business outcomes.  It’s crucial to recognize that the median age in Hong Kong is 47.3 (Census and Statistics Department, 2023).  This demographic factor brings its own set of difficulties as sales executives struggle with generational differences and diverse backgrounds within their teams.  These differences can significantly influence the attractiveness and effectiveness of extrinsic motivation, work values, and organizational culture.

Sales executives must navigate the complex terrain of multigenerational workforces.  For instance, what motivates a millennial may not necessarily motivate a generation Y.  The younger generation may value personal development, work-life balance, and positive work culture, while the older generation might prioritize job security and monetary incentives.  Similarly, cultural differences between the local Hong Kong salesforce and recruits from Mainland China can also impact workplace dynamics.  These differences can manifest in variances in work styles, communication, and perceptions of hierarchical structure, potentially leading to misunderstandings or conflicts if not managed effectively.

To tackle these challenges, sales executives need to develop a comprehensive understanding of their team’s motivations and needs, foster a culture of continuous learning and adaptation, and implement a flexible and inclusive leadership style that respects and values diversity.  Ultimately, effective sales management in this complex environment requires an appropriate approach that considers both the individual and collective needs of the salesforce while aligning these with the strategic goals of the organization.

[bookmark: _Toc144479758]Traditional Motivation and Goals attainment theories

According to Salter and Olsen (2000) argued that organisational effectiveness, from the perspective of sales executives, is influenced by business strategy and management control. Larkin et al. (2012) highlight the importance of compensation as a key factor in effective business strategies, impacting talent attraction, employee motivation, and talent retention. However, the agency theory (Jensen & Meckling, 1976(Angwin, 2015; Tate et al., 2010) was insufficient in predicting strategic compensation choices for sales staff. Empirical evidence strongly supports three predictions: 1) sales professionals increase their effort in response to incentives; 2) "gaming" incentive systems can harm sales performance; and 3) incentive systems create a sorting effect based on sales skill levels (Larkin et al., 2012).   Recognising the significant correlation between compensation and sales performance, executives must understand the essential elements when designing compensation systems that drive desired employee behaviour. It is important to consider psychological factors, such as individual motivation toward strategic compensation, as human behaviour is often overlooked in economic theory.

Motivation is a cornerstone in the human performance paradigm, and sales organizations must comprehend how motivation promotes autonomous performance among salespeople to achieve desired business goals.  Research mentioned that performance is a behaviour related to achievement that can be evaluated and monitored (Motowildo, Borman & Schmidt,1997, Deci et al., 2017, Manganelli et al., 2018).  Previous studies aim to establish and comprehend the relationship between motivation and goal performance. Cerasoli et al. (2014) state that motivational forces can be extrinsic or intrinsic, guiding performance behaviours' direction, intensity, and persistence (Kanfer et al., 2008).  Cerasoli et al. (2014) suggest that extrinsically motivated behaviours can be managed through monetary gains and losses, while intrinsically motivated behaviours are self-driven and self-determined. However, conflicting questions arise regarding whether extrinsic rewards, such as incentives, increase an individual's autonomy to achieve goals or reduce self-determination to attain assigned goals. The interactive relationship between extrinsic and intrinsic motivational forces becomes crucial in designing and developing effective business strategies.

Extrinsic motivation pertains to external factors that positively influence an individual's performance.  The common view is that money is companies' most commonly utilised and effective incentive.  However, it is worth noting that promotions, upgrades, awards, health benefits, praise, and recognition correlate significantly with performance and are deemed effective in driving desired behaviours.  Greene (2011) defines incentives as predetermined plans with criteria, standards, and policies for allocating rewards. Research indicates that variable pay systems yield higher productivity than fixed-wage structures (Dohem & Armin, 2011).  Competent salespeople often opt for variable pay schemes and exert more effort to achieve desired objectives.  Sales organisations invest substantial resources in designing incentive programs to encourage favourable sales behaviours and enhance overall performance, generating increased sales volumes.  This "carrot and stick" approach aims to achieve optimal performance.  Traditional theory suggests that extrinsic incentives effectively motivate individuals when they perceive these incentives as valuable in their daily lives, such as enabling car purchases, housing, or personal enjoyment (Vroom, 1964).  Consequently, many sales organisations strive to boost sales by offering monetary rewards through variable pay schemes.  However, Kehr (2004) argues that tangible rewards can undermine intrinsic motivation, particularly when highly competitive and subject to evaluation.  Thus, comprehending the effects of monetary rewards on individual goal attainment is essential.

Establishing a correlation between goal setting and outcome performance is crucial in understanding the impact of extrinsic motivation. Dholakia and Bagozzi (2002) argue that the desirability of goals enhances an individual's motivation to pursue and accomplish assigned tasks. According to Ryan's goal-setting theory (1970), conscious goals are vital in driving actions and achieving specific proficiency or task performance standards within a defined timeframe. Evidence suggests that higher or more challenging goals lead to better performance, while lower goals result in lower performance levels (Locke, Motowildo, and Bobko, 1986).  However, if the goals are challenging and complex, incentivising individuals to achieve such stretch goals could have adverse effects. When people perceive themselves as not making progress or having a low probability of obtaining the reward, their self-efficacy may decline, negatively impacting performance.  This is often observed among young financial consultants when the incentive goals are stretched or with complicated rules.  Their responses to these campaigns are slower and low.  Several studies cited in Locke and Latham (2002) argue that this drop in efficacy may not occur when goals are moderately complex or when individuals are rewarded based on performance to achieve challenging goals.  Therefore, sales organizations must carefully calibrate the delicate balance between achievable objectives and desired results.

[bookmark: _Toc144479759]Business Challenges

Eisenberger and colleagues (1999) propose that rewards have the potential to enhance individuals' perceived self-determination, which contradicts cognitive evaluation theory. The recipients themselves influence the response to a reward, and those providing the reward have no control over the ultimate performance outcome. Recipients exercise their perceived autonomy and act according to their own will, thereby increasing their sense of autonomy through rewards (Eisenberger et al., 1999).  A performance management gap becomes apparent as the salesforce population, predominantly Generation Z, becomes younger. Traditional theories appear insufficient in explaining the daily challenges sales organisations face as the number and frequency of tactical monetary reward campaigns increase. Monetary incentives become more extensive and attractive, while business and marketing strategies focus on short-term and quick wins. However, monetary rewards only prove effective if the recipients value and perceive them as easily attainable. One plausible explanation for this behaviour can be attributed to a characteristic of Generation Z - instant gratification. Instant gratification is the desire for immediate satisfaction or reward without delay or deferment. It involves prioritising immediate pleasure or fulfilment over long-term or delayed rewards. This characteristic leads to a situational performance deviation where overall productivity decreases once incentive campaigns end, until the next incentive campaign is rolled out.  This cyclical pattern often fosters what can be described as a 'spoon-feeding' approach, where rewards are continually needed to maintain motivation. This stands in contrast to an extrinsic motivation approach, where the motivation is sustained by the potential benefits and rewards in the long run, fostering a more consistent performance over time.

Traditional theories have emphasised that rewards diminish self-autonomy and decrease intrinsic motivation (Deci et al., 1999). Recent research has also indicated that extrinsic rewards can generate controlled motivation and reduce autonomous motivation (Gagné & Deci, 2005). In essence, controlled environments can shape and influence an individual's behaviour. However, self-determination theory posits that uninteresting tasks or unimportant activities can undermine an individual's motivation to achieve desired goals unless tangible rewards are provided. Thus, incorporating meaning or personal values into the desired goals helps establish their relevance. Gagné and Deci (2005) referred to this phenomenon as internalisation, which encompasses three distinct processes: introjection, identification, and integration. It should be noted that these processes do not necessarily occur sequentially.

Introjected regulation occurs when individuals feel compelled to behave in a certain way to maintain self-worth and involuntarily perceive assigned goals as self-selected. On the other hand, identified regulation occurs when individuals experience a greater sense of freedom and align their behaviour with their goals, values, and identities. Integrated regulation, the third process, transpires when individuals fully embrace and integrate goals within themselves, exhibiting authenticity and passion for their life goals. Although individuals demonstrating integrated regulation share qualities akin to autonomous motivation, it is still classified as extrinsic motivation, as highlighted by Gagné and Deci (2005). It is crucial to comprehend the impact of this internalisation process in real work situations and observe which processes exert a more significant influence on individual goal attainment.

Based on these traditional theories, interesting observations arise when the primary demographic of a sales workforce belongs to Generation Z. There is compelling evidence to suggest that work values may differ or align across generations. Work values are individuals' perceived preferences and goals to associate with their work (Yang et al., 2018). There is a notable correlation between work values and work outcomes, such as job satisfaction, employee retention, organizational commitment, organizational behaviour, and work motivation (Yang et al., 2018). Numerous studies highlight the importance of understanding these work values, as they can help shape more effective HR practices that address the escalating workplace challenges of age diversity.  Certain research posits that an individual's socio-economic environment and the availability of resources can significantly influence their value preferences and behavioural styles (Yang et al., 2018). For instance, those raised in an unstable environment, especially financial instability, may be more inclined to embrace material values, such as materialism, respect for authority, and a high savings rate. Conversely, generations raised in environments characterized by social stability and improved living standards are more likely to espouse post-modernist values, such as independence and self-expression (Inglehart & Welzel, 2005).  

Generation Z seeks purpose and meaning in their lives, driven by a desire to positively impact the world and align their actions with their values. Adding meaning to their daily tasks is essential in creating a sense of responsibility for achieving desired goals.  However, another observed characteristic of Generation Z is their perception of well-being, which presents challenges for sales executives.  Generation Z considers well-being a multifaceted concept encompassing various aspects of their lives. They emphasise mental health as a crucial component of overall well-being. They prioritise mental well-being and are more open about discussing mental health issues than previous generations. Seeking support, practising self-care, and reducing the stigma surrounding mental health challenges are all important to them.   With this well-being mindset, sales leadership found managing a team of young financial consultants exhausting and heavy workload. Generation Z also values work-life balance, striving to maintain harmony between their personal and professional lives. They prioritise personal time, hobbies, relationships, and career aspirations. This generation takes advantage of flexible work schedules, particularly as financial consultants. However, time management and self-determination difficulties have become increasingly major performance issues and challenges for sales management, leading to performance issues such as a low monthly active ratio.  Generation Z values self-care practices like mindfulness, meditation, and relaxation techniques. Work-related stress can be particularly challenging for most Gen Z individuals.  Sales leaders must conduct regular business coaching and establish a buddy system to enable them to perform and achieve their goals.

Additionally, Generation Z places a strong emphasis on social connections and relationships. They value meaningful connections with friends, family, and communities. Maintaining strong social ties, both online and offline, contributes to their sense of well-being. They seek authentic and genuine relationships that provide a sense of belonging and support. Therefore, organisational culture is critical in positively influencing their working style and goal attainment. When they feel valued and cared for within the organisation, they are more willing to invest effort and dedication into achieving goals.

However, over the past 15 years, the Hong Kong insurance sector has heavily relied on businesses driven by Mainland Chinese Individuals (MCIs). Concurrently, there has been a substantial increase in recruits through the Immigration Arrangements for Non-local Graduates (IANG). These shifts have resulted in a polarised team culture within the sales force, necessitating the creation of tailored management strategies and incentive schemes to cater to the diverse backgrounds of sales executives.  It is important to highlight that for Hong Kong's Generation Z, financial stability is a key determinant of their perceived well-being. They are acutely aware of the significance of financial security and are driven to achieve economic self-sufficiency. Their well-being is underpinned by their ability to manage finances effectively and lay a solid economic foundation. In contrast, IANG recruits exhibit an amplified inclination towards personal growth and financial success.  Comprehending the differences in backgrounds between these two groups within the workplace is critical. This understanding can provide the sales management team with valuable insights that can guide the development of effective compensation strategies, ultimately helping to drive desired business outcomes.

According to social identity theory (Hogg & Abrams, 1988; Hogg et al., 1995; Turner et al., 1987; Stets & Burke, 2000), individuals acknowledge their belonging to a social group and develop a social identity. A social group is characterised by shared social identification, where individuals view themselves as members of the same social category. Turner et al. (1987) noted that individuals who categorise themselves as part of the same group are referred to as the "in-group," i.e. Hong Kong team, while those who perceive themselves as different from the group are considered the "out-group", i.e. Mainland team.  The categorisation of sales office members into these in-group and out-group dynamics further complicates routine operations and sales management.  Different backgrounds necessitate different leadership approaches, communication methods, and customised incentive schemes.  

The conceptual framework of this research can be interpreted as in Figure 1.   One of the independent variables affecting goal attainment is an individual's goal-oriented mindset and self-determination, which also influence the effectiveness of extrinsic rewards. However, it is crucial to consider the mediator effect of instant gratification, as well as the duration and frequency of incentive schemes.

H1: Short-term extrinsic rewards are positively correlated with goal attainment.
H2 : Frequency of incentive schemes is positively correlated with goal attainment.

Furthermore, emphasising the significance of adding meaning to work is crucial, particularly among the Gen Z population, and plays a vital role in achieving desirable goals. However, it is important to acknowledge that the perception of well-being among Gen Z individuals also influences their level of effort in the workplace. As a result, the perception of well-being can be seen as a mediating factor in goal attainment.
H3: Perceiving one's job as meaningful is positively related to goal attainment.
H4: Achieving well-being is positively linked to goal attainment.

The organisational culture is crucial in establishing a socially connected and supportive work environment for Gen Z individuals.  Feeling recognised and having a sense of belonging to a specific social group positively impact goal attainment. Moreover, it is essential to note that individuals from diverse backgrounds may exhibit a moderating effect on goal attainment.
H5: Having a strong and recognised group identity is positively correlated with goal attainment.
H6: Background difference is positively correlated with goal attainment.


This research initiates with an in-depth examination of the foundational theories related to long-standing concepts of extrinsic motivation and their implications on sales management.  The study will then extend to highlight how these theories fall short in fully capturing the dynamic and intricate nature of the work environment within the insurance sales industry in Hong Kong.


Figure 1:  Conceptual framework 
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This study will utilize a mixed qualitative and quantitative approach to design, sample, construct surveys and semi-structured interviews, facilitate collaborations, and analyse data to explore and enhance the research findings.  Mixed methods are well-suited for studying human developmental science (Yoshikawa et al., 2008).  Qualitative approaches encompass a wide range of information gathered through texts, narratives, and observations.  This approach can provide significant insights and give meaning to the collected data.  The qualitative data collected can be analyzed with the same reliability as quantitative data.  For instance, interview transcripts can be reliably coded to identify the frequency of mentioned themes and sub-themes, keywords used, and vocabulary complexity, which can then be subjected to statistical analysis. Qualitative data analysis does not rely on numeric representation, unlike quantitative data analysis, which collects information in numeric form (Yoshikawa et al., 2008).  In contrast, quantitative method could help to understand the adoption of specific behaviours, detect anomalies, and measure the reciprocal causal association changes over time.  

As this research aims to observe human responses to extrinsic motivation, such as monetary rewards, a combination of methods will be employed.  This will include semi-structured interviews with sales leaders, focus group sessions with financial planners, and questionnaires or surveys administered to members of the Life Underwriters Association.  Adopting this holistic approach aims to maximize the reliability and validity of the research findings.  Yoshikawa et al. (2008) argue that combining words and numbers helps explain developmental change's complexity by providing divergent and convergent data.  This integration of methods also enhances the believability of the research among wider audiences, as it represents the majority perspective.  Studies further suggest that studying culture in human development can be better understood by integrating symbolic aspects (beliefs, goals, rules) and behavioural aspects (customs, behaviours) of cultural communities (Shweder et al., 2006).  Integrated methods have been recognized for their valuable contributions, particularly in conducting close observations of behaviour and activities within natural settings and exploring beliefs, intentions, meanings, and other temporal aspects (Weisner, 2002).  Hence, this research will undertake a comprehensive examination of Generation Z's behavioural patterns and belief systems, alongside their diverse backgrounds, by leveraging both qualitative and quantitative research methodologies.  

[bookmark: _Toc144479761]Research methods

Therefore, the study attempts to substantiate its hypotheses by employing three research methodologies: questionnaires, semi-structured interviews, and focus group sessions.  This diverse approach is planned to augment the reliability and robustness of the findings.  Initially, data will be collected through two questionnaires.

The first questionnaire will focus on gathering personal and demographic details of the respondents, in addition to information about the companies they are associated with.  This will encompass factors like age (indicative of generation), gender, educational background (including the level of education and experience of studying abroad), country of origin (either Hong Kong or China), current job role, years of professional experience, and the scale of the salesforce in their respective companies.

The second part of the questionnaire will request respondents to rank the top five factors they believe to be most effective in driving them to accomplish their business objectives within their current organization.  For instance, attracting factors such as the range and frequency of monetary gain, the number and timing of contest campaigns, recognition and awards, business travel incentives, a sense of achievement, opportunities for learning and growth, potential for promotion and career advancement, and the fulfilment derived from helping others.

Following this, an open-ended questionnaire will create an opportunity for respondents to articulate, in their own words, what they appreciate most and least about a specific topic.  This method captures nuanced responses, providing deeper insights that may not emerge from more structured queries.

After identifying the top five motivating factors for each age segment and country of origin, we can discern the key attractors for each demographic group.  However, this questionnaire has certain limitations, particularly in relation to the respondents' job position and tenure.  This is due to the overbearing influence of the compensation structure on sales leaders.  Senior sales figures are less likely to personally achieve campaign goals as they focus predominantly on leading and motivating their team members to meet targets. Consequently, when interpreting the collected data, it is essential to take into account the variables of job position and tenure.

The second methodology involves conducting semi-structured interviews with selected sales leaders with experience managing both Hong Kong-born and Mainland China-born financial planners.  Applying the six-step Interpretative Phenomenological Analysis (IPA) process will facilitate a deep understanding of the actual work situations and real-life experiences (Alase, 2017).  This approach also enables the researcher to delve into the interviewee's personal experience leading teams of differing cultural backgrounds and their chosen management style in terms of activity management, work habits, and agency-based training.  

The third methodology will involve conducting focus groups with two distinct segments: individuals under the age of 40 and those either from Hong Kong or Mainland China, both groups being financial planners based in Hong Kong.  This approach explores their direct experiences with extrinsic motivators such as monetary gain, promotions, business travel, and workplace values. The researcher can discern the differences between the two work cultures and their respective aspirational states through this method. According to Wallace et al. (1999), an organization's culture is a cognitive system that informs how people think, reason, and make decisions. It is recognized that different cultural levels embody a unique set of values, assumptions, and beliefs that dictate an organization's operations.

[bookmark: _Toc144479762]Considerations 

However, certain limitations are associated with semi-structured interviews and focus group sessions, primarily concerning the small and selective sample size. A small sample size could lead to overgeneralization of the findings, thereby reducing the reliability and validity of the study. Questions may also arise regarding the selection criteria for the interviewees, as this could introduce a research bias towards certain groups. To mitigate these anticipated concerns, employing a truly random sampling strategy with a larger number of participants could be beneficial. This approach contributes to the content validity of the research. It is important to note that developing a comprehensive and well-structured interviewing guide and questionnaire is paramount. Both semi-structured interviews and focus group sessions demand strong facilitation skills from the interviewers or facilitators to ensure the quality of the interviews, effective time management during the focus groups, and the impartiality of both methods.  

In addition, balancing the perceived burden on participants engaging in questionnaires, interviews, and focus groups with their level of engagement and involvement is a critical consideration. A lengthy and rigidly structured closed-end questionnaire could negatively impact participants' engagement and willingness to respond thoroughly. On the other hand, interviews or focus groups, while potentially more engaging and allowing participants to voice their opinions, could be time-consuming and inconvenient for some. Therefore, Yoshikawa et al. (2008) recommend providing small tokens of appreciation, meaningful compensation, and offering flexibility in scheduling to maintain participant engagement throughout the process.

Secondly, the researcher needs to develop mastery in crafting assessment and measurement tools within a specific methodological framework, such that evidence from one method can inform and reinforce another. As Yoshikawa et al. (2008) elaborated that data analysis from mixed-methods research can be sequenced in various ways. This is significant because mixed qualitative and quantitative methodologies are often regarded as the most effective means to evaluate the human developmental process.

Besides, any divergent findings from the mixed methods do not necessarily signify a "problem" with the data (Yoshikawa et al., 2008). Instead, these divergent insights can be instrumental in challenging existing hypotheses, establishing theories of change, and unveiling a diversity of values among the involved stakeholders. However, successfully integrating these two methodologies and interpreting the data with precision and meaningful context necessitates the researcher's high level of technical acumen and skill set. The researcher must possess a comprehensive understanding and capability in each method used for data collection and analysis and the aptitude for unearthing new findings and insights.

Another practical concern is the potential strain on the researcher when managing multiple data collection and analysis modes. Therefore, partnering with trained developmentalists specialising in these techniques can be highly beneficial. Such collaboration can further bolster the research's content validity and augment the data's reliability.

In summary, the researcher should employ random sampling with a larger sample size to enhance reliability and validity, and carefully develop structured interview guides. The researcher should balance participant engagement with the burden of lengthy questionnaires. Mastery in crafting assessment tools within a methodological framework is essential, as is the ability to integrate mixed-method data. Collaborating with specialized developmentalists can help manage various data collection modes and bolster research validity.

[bookmark: _Toc144479763]Appendix 1 (Census and Statistics Department, 2023)
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Births Deaths Natural change (1) Population growth Population growth rate

('000) ('000) ('000) ('000) (%)

Total Total Total Inflow of One-way Permit holders Net movement of others Total Total Total

Year Reference time-point

Mid-year

49.5 49.5 0.1

22.1 -49.1

-27.0 -26.9 -0.4

Year-end

43.0 50.7 -7.6

10.1 -96.4

-86.2 -93.9 -1.2

Mid-year

38.5 51.1 -12.6

13.9 -69.2

-55.3 -67.9 -0.9

Year-end

37.0 51.2 -14.2

17.9 -28.9

-11.0 -25.1 -0.3

Mid-year

35.1 61.6 -26.5

18.3 -58.7

-40.4 -67.0 -0.9

Year-end

32.5 62.1 -29.5

21.2 79.4

100.6 71.0 1.0

2023

Mid-year p

32.6 54.6 -22.0

31.0 143.0

174.0 152.0 2.1
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1 Births less deaths

2 Inflow less outflow

p Provisional figure

 

Source:

 

Note(s):

Population growth (sum of natural change and net movement); refers to growth between same reference time-point of preceding year and designated year.

The figures from 1961 to 1996 are compiled based on the "extended de facto" method and those from 1997 onwards are compiled based on the "resident population" method.

Figures may not add up to the total due to rounding.

Type of movement



2020

2021

2022

Table 110-01003 : Population Growth by Component
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