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ABSTRACT 

 

“How to produce a popular TV program?” has been the most important and 

fundamental question whirling in the minds of all the TV production personnel of all 

generations when they are producing new TV variety programs. Especially under the 

current unstable economic environment, it is crucial to explore the factors leading to 

the success of popular productions so that production personnel and investors can 

minimize the losses and investment risks as well as maximize the returns of the 

investment. Yet, there have been a limited number of researches that analyze the 

mechanism behind successful TV programs, and it can be said that no systematic 

method or model are developed to help production personnel to ensure the programs 

they produce will eventually become popular. Previous studies have briefly touched 

on basic factors that help construct a successful TV program. Yet, most of these 

studies have been constructed from the point of view of the production personnel and 

the characteristics of the TV program itself. Little if not none scholarly work has 

recognized the importance of market orientation behind successful TV programs in 

our everyday lives.  

 

This research is aiming at examining, identifying and verifying those successful 

factors in order to provide guidance to production personnel to create popular 

productions, in the hopes of reviving the Hong Kong TV production industry that has 

been going downhill due to new competitions from surrounding regions and emerging 

online streaming platforms.  

 

To analyze the rise and fall of Hong Kong variety TV shows, an exploratory study is 

conducted in this research for identifying the relationship between the TV program, 

and program factors that have an impact on the audience, which in turn contribute to 

the consequential success of TV programs. This research is confined to a designated 

geographic location (Hong Kong), delivery medium (TV) and program type (TV 

variety programs) (1970-2020). I interviewed more than a dozen senior associates in 

the Hong Kong TV industry to understand their experiences and opinions on my 

research topic.  

 

After analyzing the qualitative data given by all the interviewees, a research model is 

developed to explicate the influence of five key factors, namely fun, family, 

information, long-term focus and positive element, on the success of TV programs 

and how the influences are moderated by technology and economic development. 

This model will advance our theoretical development and filled the knowledge void in 



 

the literature. The model explains why the five factors contribute to a good program, 

yet at the same time explains the reasons behind other failures. In other words, both 

the rise and fall of the Hong Kong TV industry can be explained by this model in 

different angle of developments. I hope the original and new model derived from this 

thesis will provide a backbone for future variety TV show production in Hong Kong. 
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Chapter 1 : Introduction 

1.1 Background of the TV industry in Hong Kong 

The issuance of free TV licenses by the Hong Kong (HK) government in 1967 

marked the beginning of the free TV era in HK. Before the commencement of free TV, 

TV was viewed as entertainment for foreigners living in HK. The establishment of the 

Television Broadcasting Company (TVB), which was one of the first wireless free TV 

stations in HK, reshaped the HK TV industry and citizens' daily lives. Since then, TV 

has then been popularized and has become a major channel for entertainment as well 

as for information.  

 

Nevertheless, although TV programs have become a free and major source of 

entertainment in everyday lives, the return of a TV program is never guaranteed, 

regardless of the size of the budget and investment. It is common for TV programs 

with huge production budgets, as well as casts with top actors and actresses, to end up 

losing millions of dollars after they are aired. Television Broadcasts Limited (TVB) 

announced its EBITA in 2013 with a profit of HK$2.1 billion. In its 2021 annual 

report, the company’s total operating costs increased by 14% year-on-year due to 

continuous investment in content production; talent cultivation and resource 

allocation increased to 14% (3.707 billion dollar); and losses attributable to 

shareholders reached $647 million dollars, an increase of 1.3 times year-on-year. The 

EBITDA loss of ViuTV was $165 million dollars ending on December 31, 2020. 

Phoenix TV (02008.HK) announced its 2021 annual results, with a revenue of $3.159 

billion dollars and a loss of $456 million dollars. It is painfully plain to see that the 

prosperity of the TV industry in Hong Kong is in decline. This study will explore the 

reasons behind.  

 

With the popularity of TV programs since its launch, scholars around the world have 

tried to unlock the secret behind successful TV programs and enhance the standard of 

the overall quality and popularity of TV programs. For instance, scholars have 

discovered that some factors, such as family-friendliness (Henry & Rinne, 1984) and 

fun (McGuire, 1974), lead to the success and high popularity of a TV show. As time 

goes by, it is important to recognize other factors that lead to the success of 

modern-day TV programs, in particular the role market orientation plays in helping 

TV programs attract viewers and make a name in history.  
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1.2 Focus of the research 

 

To conduct adequate research with manageable scale under limited manpower 

resources and in a reasonable timeframe, this research focuses on studying successful 

TV variety programs between 1970 to 2010 in Hong Kong.  

 

TV variety programs are composed of various types of entertainment and 

performances, such as singing, dancing, short drama, or skits. The major goal of 

variety programs is to entertain their audience. Based on the great variety of 

entertainment and performances one can put into the variety TV program category, 

there are different dynamics of variety program formats and large variations in 

content. Three examples of popular TV variety programs in Hong Kong are ‘Enjoy 

Yourself Tonight’, ‘Showbai Showbai’, and the Super Trio series. 

 

The scope of my research is focused on the so-called golden period of the TV industry 

in Hong Kong, specifically during the years 1980–2010. During that time, Hong Kong 

TV programs were the golden standard of the Chinese TV industry and the top 

choices for most Chinese audiences. It was also during this period that the Hong Kong 

TV industry grew rapidly thanks to China’s economic boom that led to a surge of 

consumer goods production, which in turn created a large number of product 

advertisements and brought sufficient income to the Hong Kong TV industry. This 

was also a time before the Internet became prominent, and most families spent their 

time watching the TV during prime time as a family, in contrast to modern days when 

personal devices have become more popular and families are spending less time 

enjoying the TV as a family unit.  

 

 

1.3 Shrinking of real-time TV viewing population in Hong Kong  

 

Since 2010, there has been a significant decline in the Hong Kong TV real-time 

viewing industry. The average prime time ratings of TVB
1
, a major TV station in 

                                                
1
 The issuance of a Free TV license from the Hong Kong (HK) Government in 1967 marked the beginning of the Free TV era in HK. Before the 

commencement of Free TV, TV was viewed as entertainment for foreigners living in HK. The establishment of the Television Broadcasting 

Company (TVB), which was one of the first wireless Free TV stations in HK, reshaped the HK TV industry and the daily lives of  HK citizens. Since 

then, TV has been popularized and has become a major channel for both entertainment and information in Hong Kong. Quickly, TVB is becoming 

the dominant TV station with over 80-90% market share in Hong Kong. 
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Hong Kong with over 80% station share, has dropped from around 30 viewership 

rating points to only 20 points in the last 10 years. 

 

Another factor that has led to the decline of the real-time TV viewing population is 

the rise of online viewing opportunities. In the past decade, globalization, blooming of 

internet penetration and usage, the growing usage of personal devices, and the 

advancement of online streaming technology have caused significant changes in the 

ecosystem of the entertainment and production industries. A survey by Google 

indicated that in 2016 approximately 60% of people preferred online video platforms 

over live television (Moller, Baumgartner, Kuhne & Peter 2021).  

 

Such a phenomenon has also made an impact in Hong Kong, though the Hong Kong 

TV industry and local movies enjoyed their golden era between 1980–2010. 

Thereafter, internet video entertainment surpassed TV as the most popular medium in 

Hong Kong
2
. Furthermore, severe competition from overseas TV programs have also 

contributed to the decline of the real-time viewing population in Hong Kong. Such 

programs have become a great threat to the local TV industry, as they consist of a 

huge variety of programs, including drama series, movies, sports, and global news 

that are produced with a relatively large budget compared to local TV programs; thus, 

overseas programs have become more appealing to the local audiences when such 

audiences are given a choice. 

 

Nevertheless, the Hong Kong TV industry has not ceased its efforts to revive their 

own productions to a higher standard to win the hearts of the audience back and retain 

their business. 

 

                                                

2
 Source: HK-Nielsen Index (Oct 17- Sep 18), 2020 TW Nielsen Media Index (Apr 18 – Sep 18), 2020 

           Internet Y’d TV Y’d Press Y’d Mag PW/PM Radio Y’d 

HK 

Reach (IYA) 95% (103) 93% (100) 57% (100) 41% (100) 19% (103) 

Time Spend % (vs YA)  56% (+2pts) 25% (-2pts) 7% (-) 1% (-) 10% (-) 

TW 

Reach (IYA) 92% (104) 85% (99) 24% (92) 17% (97) 20% (97) 

Time Spend % (vs YA) 52% (-1pts) 35%  (+1pts) 4% (-) 0.3% (-) 9% (-) 
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A number of studies have shown that tailor-made localized advertisements are far 

more effective than global versions of the advertisements in the local market, due to 

the culture discrepancies across the countries resulting in differences in media and 

technology usage behaviors (De Mooij & Hofstede, 2010). By the same token, TV 

programs with local relevance are more likely to appeal to local audiences and thus 

drive the viewership of the programs. Therefore, programs including local news, 

financial news, local entertainment news, and variety show/programs are the types of 

programs with which Hong Kong TV stations can still enjoy an advantage over 

overseas productions with manageable investments.  

 

Furthermore, in the most recent decade, TV stations in Hong Kong as well as other 

Asian countries are putting more efforts into producing variety programs
3
 to attract 

audiences. For instance, the Korean variety TV program ‘Running Man’ as well as 

Chinese variety TV program ‘The Voice’ recorded significant success in terms of 

ratings and influence; whereas, the rating and influence of HK TV variety programs 

have declined in the same period of time due to strong regional competitions. 

Therefore, it is crucial for HK TV stations and production houses to identify a way to 

ensure that the production of these types of programs is appealing to local viewers to 

obtain higher ratings and secure stable income sources.  

 

 

1.4 The research problem: inadequate research & studies into the success of TV 

variety programs 

 

                                                
3
 Variety TV programs first emerged in Hong Kong in the 1950s on Radio Rediffusion, which was a subscription 

cable television station. At that time, Radio Rediffusion broadcast variety shows were produced in Europe in 

order to suit the taste of the Englishmen living in Hong Kong at that time. Variety TV programs were not 

welcomed by HK citizens until the 1960s, the time when TVB decided to produce its own variety TV program. 

‘Enjoy Yourself Tonight’ (EYT) was the first locally produced variety TV program on Free TV stations in Hong Kong, 

and it was also the first live variety show in HK. Since its first broadcast in 1967, EYT has accompanied the growth 

of many HK citizens, making it one of the most popular TV programs in HK and laid the foundation for other TV 

variety programs. With its widespread influence, the EYT cast rose to frame and became iconic idols in the 

Chinese and Asian markets. EYT continued to run until 1994, a total of 23 years. It has been the longest-running 

TV variety show in HK as well as the world. Variety TV programs is a broad category of TV programs broadcasted 

on TV, and it can come with all types of formats. Basically, variety programs are programs that comprise different 

types of entertainment and performances, such as singing, dancing, short drama, or talking, with a major goal to 

entertain the audience. 
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Scholars have tried to create different models and formulas to ensure a satisfying 

outcome for tasks and projects in different fields. For instance, scholars have tried to 

study the factors leading to the success of small businesses (Atamian & Vanzante, 

2010; Hormozi, Sutton, Mcminn & Lucio, 2002); new products development (Connell 

et al., 2001; Florén, Frishammar, Parida & Wincent, 2017); and transforming 

creativity into sustainability in a business organization (Przychodzen & Lerner, 2016). 

Small businesses can be used as reference to business of the TV industry, new 

products give hints to new program development, sustainability of a business gives 

insights into how creativity can drive the success of a long-term program.  

 

 

1.5 Significance of this research 

 

1.5.1 To fill the literature gap 

 

To revive the Hong Kong TV industry, variety programs should be the focus of Hong 

Kong TV operators. The local relevance and relatively low production cost makes 

variety programs ideal to attract more viewers in comparison to other types of 

programs, such as sports and drama as mentioned in previous section. 

 

As there is a trend of declining popularity of HK TV variety programs from 2010 

onwards, it is important to improve the attractiveness and competitiveness of TV 

variety programs. Therefore, TV producers need to understand and master the factors 

contributing to the success of producing TV variety programs. However, the literature 

review shows that there is limited academic research focused on the HK TV industry 

development. As detailed in the Literature Review in the next chapter, whereas a bulk 

of marketing literature and motivation theories explain most kinds of consumer 

behaviors (e.g., Fiore, Jin, & Kim, 2005; Holbrook, 1986), marketing scholars have 

also pointed out that TV program viewing behavior is dissimilar to general 

consumption behavior in our daily lives (Murry, Lastovicka, & Singh, 1992). In other 

words, the extant consumer behavior theories would hardly answer the research 

problem of identifying the factors of success for TV variety programs. 

 

In sum, there is a potential knowledge gap in the extant literature. By drilling into this 

knowledge gap, it is expected that the understanding of viewing behavior of TV 

audiences as well as the nature of variety TV program can be deepened.  
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By identifying the factors of success for guiding the production of potential popular 

variety programs in Hong Kong, local TV investors as well as producers can have 

greater confidence and higher possibility in creating popular variety programs to 

compete with foreign and online entertainment programs, and thus create new 

opportunities for the Hong Kong TV market. 

 

It is expected that the findings and model of this research could provide a knowledge 

foundation for producers to produce popular TV programs in general, not just variety 

programs. This research will also illuminate areas for future academic research and 

theoretical advancement which would fill the literature knowledge void, since there is 

none that address TV variety program directly, and I believe the model I developed 

will explain both the rise and fall of the TV industry as a whole too.  

 

1.5.2 To Advance the Market Orientation Theory For Further Theoretical 

Contribution    

 

The original model of the antecedents of market orientation (Kohli & Jawrosk 1990) 

are mainly categorized under 3 different dimensions: senior management factors, 

organizational and institutional factors, and structural and system factors. This three 

dimensions focus on the internal factors of a marketing firm. However, these three 

factors do not cover an important element“partial employees”the audience which 

co-produce the ratings with TV producers for the benefits of advertisers (Mills and 

Morris 1986). In this thesis, I argue that the market orientation of TV producers would 

also be affected by audience in addition to the three original factors. The preference 

and habits of audience drive the changes of market-orientation and mindset of TV 

producers. I challenge the previous market orientation theories with a new model 

which is more relevant in the context of Hong Kong TV industry.   

 

Apart from the factors leading to the success of the Hong Kong Variety TV programs 

in 1980-2010, this research also aims to highlight the major situation factors for the 

decline of the industry after 2010. The aim of this research does not only seek the 

most suitable theory from a business point of view that can be applied to the TV 

industry and explain the mechanism of the market orientation on one side, but also 

came up with some new insights to advance theoretical contributions of the Market 

Orientation Theory.  

 

The situational factor in environment have also directly revolutionized Hong Kong's 

family structure, attitude towards entertainment and leisure, the way of consuming 
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information and viewing habits. In addition, the rapid development of different 

markets in Asia has brought new challenges to the Hong Kong TV industry. Hong 

Kong's TV industry had no advantage over other markets in Asia anymore, in 

particular, mainland China's rapid development of variety TV shows through the huge 

consumer market has dwarfed Hong Kong's market position. 

 

Without a doubt, majority of the audience has switched to new media platforms, such 

YouTube, Facebook and Twitter, all able to stream any content online at any location 

and time to the convenience of the audience. And since some streaming content is 

now made available at once, instead of releasing the content episode after episode, 

this hugely affected the way traditional TV station count the view rate per episode, 

hence also erased any possibility of strategically planning sustainability to achieve 

business success.  

 

The insight of this research is expected to help develop a theoretical model of a 

successful TV program within the framework of market orientation theories.  

 

1.6 Research objectives 

 

The purpose of this research is to discuss the reasons behind the rise and fall of 

popular TV variety programs and identify a possible formula to produce successful 

TV variety programs. This study consolidates experts’ opinions and insights to 

provide TV variety program production personnel with a better understanding of the 

success and failure factors of variety programs. This study has the following three 

specific objectives: 

 

1. To explore and identify the potential antecedent factors leading to a popular 

TV variety shows; 

2. To describe the impacts of the potential antecedent factors on the popularity of 

TV variety programs; 

3. To develop a theoretical framework/model for explaining and predicting the 

success of popular TV variety shows; and 

4. To offer managerial insights for improvement of the existing practices of TV 

variety program production. 
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1.7 The organization of this research proposal 

 

This dissertation first briefly introduces the TV industry’s situation and market needs, 

the challenges stakeholders encounter, the knowledge gaps, and eventually identifies a 

potential solution for variety programs. Specifically, Chapter 1 provides a background 

of the development of the Hong Kong TV market, the challenges that the TV vendors 

and producers encountered, and the significance of this research. Chapter 2 reviews 

the existing literature, which provides clues for identifying the knowledge gaps and 

key research areas for further investigation. The methodology of the research is 

presented in Chapter 3. Chapter 4 offers a summary of the research findings. Chapter 

5 discuss the implications of research findings and suggests guidance for producing 

popular TV variety programs in Hong Kong. The final chapter reports the limitations 

of this research and suggestions for future research directions, especially in the cyber 

arena.  
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Chapter 2 : Literature Review 

2.1 Knowledge void: Previous research attempts to develop models and formulas 

to explain the successful outcome of a variety TV programs 

 

Different scholars around the world have tried to study successful TV programs and 

analyze the key success factors of TV programs. Some scholars have believed that the 

success of a TV show cannot be predicted. For instance, scholars have pointed out 

that even experienced producers and insiders could not effectively predict the success 

of a TV program (Gitlin, 1983; Bielby & Bielby, 1994).  

 

On the other hand, there are scholars who believe that there are apparent factors that 

help a TV show to be successful. For instance, a prior study analyzed the success of a 

Filipino variety TV show, named Eat Bulaga (Periterra, 2018). The authors revealed 

that the success of the show in the Philippines was mainly attributed to the inclusion 

of the element of joy as well as hope. A similar study was also carried out in the US. 

Henry and Rinnie (1984) tried to predict the rating of a new prime time TV program 

in the US. They found that informative as well as family-friendly TV programs tend 

to have a higher rating among all the prime-time TV programs. However, based on 

the literature review, no prior research has developed a model that explains and 

predicts the popularity of TV programs. 

 

While some prior studies have attempted to reveal individual factors that might 

contribute to successful TV programs (Periterra, 2018; Henry & Rinne, 1984), no 

research known to the author has developed a model for explaining and predicting the 

popularity of TV programs. 

 

In addition, how successful factors can be used to make a popular TV variety program 

remains one of the most challenging questions faced by the TV industry. In addition, 

the extant literature mainly focused on the US market. The TV market situation of 

Hong Kong as well as the local consumer behavior has been largely neglected in the 

literature. Therefore, previous literature remains inadequate to explain the success 

factors of TV variety programs in the HK market.  

 

Furthermore, those existing studies on revealing the success factors of TV programs 

are mainly focusing on programs such as drama series. A successful drama series 

primarily based on a successful plot, it does not require a collective successful factor 

to make it a success, thus they cannot be used as reference to TV variety programs, 

therefore I must explore in my own terms and come up with a new model.   
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Research and studies that have been looking into TV variety shows are rarely 

observed. This dissertation aims to fill this potential knowledge gap. 

 

While researchers have different perspectives on possible successful factors for TV 

programs, one perspective in common is market orientation ― researchers 

unanimously have suggested a number of factors which center on the needs of the 

audience. Following the clues given by previous researchers, this chapter reviews the 

theories of market orientation and the relevant literature of a number of possible 

successful factors.  

 

2.2 Studies of market orientation and performance  

 

2.2.1 Market orientation studies 

Market orientation is essentially an informal organizational culture, a shared mindset 

assuming that value creation for customers is the key driver of business profitability 

(Froŕen, 2017). Matsuno, Mentzer and Rentz (2005) argued that market orientation can 

be conceptualized as a culture (Narver and Slater, 1998); or, as implementation of the 

marketing concept in production of services and goods (Kohli and Jaworski, 1990). 

In a general business practice sense, marketing is a process of identifying the specific 

needs and expectations of the target recipients so that the business can produce the 

products or services that meet the required expectations and ensure maximum 

commercial returns. Marketing concept in business practice is about the coordination 

of different functions for profit and can be regarded as “a corporate state of mind that 

insists on the integration and coordination of all the marketing functions, which in 

turn, are melded with all other corporate functions, for all the basic purpose of 

producing maxim long- range corporate profits” (Felton, 1959). McNamara proposed 

that the principles guiding the coordination and profit-making roles of marketing is 

market orientation―“a philosophy of business management, based upon a company 

wide effort of integrating customer orientation and profit orientation to achieve the 

goal” (McNamara, 1972). 

 

2.2.2 Antecedents and consequences of market orientation 

 

Previous research evidence showed that the market orientation of management would 

improve the innovation capability, human resources capability, capability to maintains 

customers, and the overall business performance (Hooley et al., 2005). 
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The seminal paper by Kohli and Jawoski (1993) characterized market orientation as a 

universal market knowledge from top to bottom in an organization, where market 

intelligence are acknowledged and responded to, meeting the needs and expectations 

of the customers in a sustainable fashion. In this way, the organization will be able to 

deliver the most needed service to its clients with the best performance (Kohli & 

Jaworski, 1990). Kohli and Jaworski proposed a modified model where there are three 

antecedents to market orientation, namely management at the top level, 

interdepartmental factors, and organizational systems. These antecedents contribute to 

the loyalty of the employee, the working morale, and business yield.  

 

2.2.2.1 Management at the top level 

 

Management at the top level assumes a critical role in forming the values and vision 

of an organization. Unless top chiefs underline and build up the significance of being 

receptive to client needs as an association’s complete business reasoning, an 

organization could not be satisfied. Many prior studies have reaffirmed the major role 

senior management can play in building a market direction culture (Webster, 1988; 

Felton, 1959). Senior executives’ commitment to the significance of market direction 

is of prime significance. If the top management shows a readiness to face market 

challenges and to acknowledge setbacks in adverse market situations, their 

organization is bound to be market-arranged. As clients' requirements change, the 

organization is required to change and improve. Senior management’s inspirational 

perspective towards change has a positive relationship with the advancement of the 

organization along the lines of market direction. Senior management’s capacity to 

acquire the trust of junior directors likewise is important for the organization to 

advance with market direction (Argyis, 1966; Webster, 1988; Kohli & Jaworski, 1990; 

Hambrick & Artisan, 1984). 

 

2.2.2.2 Interdepartmental factors 

 

Connection and disagreement between departments in an organization can either 

enhance or obstruct the sharing of market ideas. If departments are willing and able to 

connect with each other, then the market intelligence can be circulated among 

departments. Subsequently, all departments of the organization can respond to 

changes, in particular, opportunities and threats, from the market quickly. On the 

other hand, power struggles, and differences in values can obstruct the circulation of 

market intelligence, hence, hamper the organization to maneuver toward the market 
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orientation. If the organization takes into account everyone’s thoughts, the 

organization transformation and market orientation will be enhanced. (Felton, 1959) 

 

2.2.2.3 Organizational systems 

 

Kohli and Jaworski (1990) found that the formalization and centralization of an 

organization determines the organization’s ability to develop a market orientation. 

The researchers referred to formalization as the degree to which rules define roles, 

authority relations, communications, norms, and procedures. Centralization refers to 

the delegation of authority and the extent of participation by staff members in 

decision making (p. 10). Formalization and centralization derived from the practice of 

departmentalization make the rules above the roles and obstruct the circulation of 

market information, hamper individual units in reacting to market changes, and 

restrict inter-departmental cooperation toward building a market-oriented 

organization.  

 

Another organizational characteristic that influences the adoption of market 

orientation in an organization is its employee compensation and reward framework. 

Kohli and Jaworski (1990) found that organizations that compensate their employees 

based on customer satisfaction and market performance indicators are more likely to 

stay market oriented. It is also important for the top administration to compensate the 

employees based on long-term customer satisfaction instead of short-term customer 

satisfaction.  

 

In addition to the seminal work by Kolhi and Jaworski (1990), a number of studies 

proposed and found other antecedents to market orientation. These antecedents 

include the role individual leaders play, the preferences of the customers, the spirit of 

the business and the behavior of the competitions. The structure and system of the 

organizations, together with conflicts and cooperation between departments were also 

studied (Hurley & Hult, 1998; Matsuno & Mentzer, 2002; Verhees & Meulenberg, 

2004).  

 

2.2.2.4 Consequences of market orientation 

 

Regarding the outcomes of adopting market orientation, prior research has showed 

that market-oriented organizations have better business performance in terms of 

profits, sales growth, market share, and sales volume (Naver & Slater, 1990). In 

addition, market-oriented organizations are more likely to enhance employee’s sense 
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of satisfaction and loyalty with their work (Zeithaml, Leonard, & Parasuraman, 1988). 

As for the customers, organizations that adopt a market orientation are more likely to 

generate a more satisfactory consumer experience, which in turn, drives repeated 

purchases in the future.  

 

The effects of market orientation vary in different market environment situations 

(Kolhi & Jaworski, 1990). Kolhi and Jaworski (1990) found that the influence of 

market orientation on business performance becomes more obvious in more volatile 

markets (such as changing client needs or inclinations) and more competitive markets. 

 

Since the publication of the two seminal papers of the principles of market orientation 

by Kohli and Jaworski (1990) and Narver and Slater (1990), many follow-up studies 

have affirmed the positive relationship between the adoption of market orientation 

and business performance (Day, 1994; Day & Nedungadi, 1994; Kumar et al., 2011; 

Matsuno & Mentzer, 2000; Taghlian & Shaw, 2008). Narver and Slater (1990) 

designed a set of criteria of market direction to examine its impact on organizations' 

business performances and execution. Their findings confirmed that organizations that 

execute market orientation yield more profits. Similarly, Kumar and his colleagues 

concluded a positive relationship between market orientation and business 

performance from a 9-year study of the top directors from 261 organizations during 

the period from 1997–2005 (Kumar et al., 2011). Similar observations were made in 

more mature industrial sectors. Kirca, Jayachandran and Bearden (2005) found a 

strong connection between market orientation and performances in regards to both 

cost and revenue.  

 

Even though a few follow-up studies found a weak connection between market 

orientation and business performance (e.g., Diamontopoulos & Hart, 1993; 

Deshpande, Farley, & Webster, 1993; Golden, Doney, Johnson, & Smith, 1995), the 

effect of market orientation on business performance is still largely considered to be 

affirmed and valid. Without doubt, market orientation offers organizations a unique 

advantage in the market (Day, 1990; Day & Nedungadi, 1994; Day & Wensley, 1983; 

Porter, 1980; Prahalad & Hamel, 1990; Shapiro, 1988). 

 

2.3 Market Orientation and TV Variety Program Successful Factors 

 

 

2.3.1 Program Contents 
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Prior research has demonstrated a strong connection between market orientation and 

business performance. In the TV industry, business performance can be defined as 

viewership, ratings, and advertising incomes. After a throughout review of the 

literature in market orientation, five antecedents to some successful market-oriented 

TV programs were identified for investigation of their impacts in the Hong Kong TV 

market context: fun, family factors, information, long-term focus, and positive 

elements. These five factors were further studied following the established market 

orientation research framework proposed by Kohli and Jaworski (1990). Following is 

a literature review of these five factors. 

 

2.3.2.1 Fun  

 

The literature review showed that ‘fun’ has been widely considered as a key 

market-oriented factor to meet the needs of a TV program audience. Fun was studied 

in different fields and aspects. Scholars proved that ‘fun’ is an important factor in 

determining one’s consumption pattern, for instance, shopping (Arnold & Reynolds, 

2003; Tews, Michel & Noe 2017). Different scholars have proposed different 

concepts of ‘fun’. Fun can be viewed as a type of value in consumption that a 

consumer perceives to have gained from the consumption behavior (Arnold & 

Reynolds, 2003; McGuire, 1974) or as an emotion and subjective feeling state 

perceived by consumers (Chtourou & Souiden, 2010; Fiore, Jin, & Kim, 2005). 

Details are discussed in following sections. 

 

2.3.2.1.1 Fun as a consumption value 

 

In the discipline of marketing, fun refers to the enjoyment derived from a product and 

the resulting feeling of pleasure that it evokes (Holbrook & Hirschman, 1982:138). 

The enjoyment of fun is a discrete experience that has the potential to increase 

positive motivation with a defined duration (Tews, Michel, & Noe 2017). In other 

words, fun is not enduring. Scholars have tried very hard to identify the possible 

motives of people watching TV programs. McGuire (1974) attempted to explain the 

audience’s motivation in watching TV programs. He found 14 possible motives for 

watching TV programs, one of which is tension reduction. Under this motive, the 

audience mainly views a TV program as a means to relax and rest. McGuire (1974) 

further explained the motive by using the example of a violent TV program. Many 

viewers see the consumption of violent TV programs as a tool to release their stress. 

The same logic can be applied in the consumption of other types of TV programs, 

where audiences choose to view a show to relax and release their stress. Tension 
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reduction is a value an audience gains from consuming a TV program, and this can be 

considered as a kind of ‘fun’. Under this perspective, fun is one value the consumer 

gains from their consumption behavior that can be a factor determining and affecting 

their consumption behavior.  

 

From another perspective, fun has proved to be a major hedonic value and 

experiential outcome derived from shopping behavior in addition to the tangible 

benefits from a purchase (Holbrook & Hirschman 1982). Scholars have identified that 

hedonic motive, which is driven by fun, is another key factor in driving shopping 

behavior apart from the traditional utilitarian motives (Arnold & Reynolds, 2003). 

This school of thought considers fun as a consumption value that drives people to 

shop. Shoppers engage in the shopping behavior partly due to the fantasy and fun they 

obtain in the shopping process.  

 

Psychologists have showed that when individuals engaged in a task that ostensibly 

passed more quickly than had actually occurred, the hedonic value of the task 

increased (Sackett, Meyvis, Nelson, Converse, & Sackett 2010). A funny TV program 

engages an audience in a pleasant experience and often makes the audience feel that 

time has passed quickly. Logically, funny and pleasant elements of TV variety 

programs bring a higher hedonic consumption value to an audience. 

 

To conclude, scholars in different fields have tried to view fun as a value the 

consumers are able to obtain in the consumption process, and this will drive them to 

continue the behavior.   

 

2.3.2.1.2. Fun as an emotion state  

 

When we focus on the subjective feeling of the audience, fun can be perceived as an 

emotional state. From this perspective, ‘fun’ is no longer treated as a value the 

consumer gained from consumption behavior, but purely their subjective feeling.  

 

Psychologists have shown that when individuals experience a positive effect with 

funny and enjoyable stimuli, their experience makes time seem to pass faster and lets 

individuals take a break from irrelevant stimuli and trivial daily matters (Gable & 

Poole 2012). Viewing a funny TV program with funny stimuli likely brings a pleasant 

emotional state to the audience.  

In the information system discipline, scholars have employed the technology 

acceptance model (TAM) to explain the popularity of upcoming new technology 
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(Chtourou & Souiden, 2010). However, other scholars think that the TAM is not able 

to fully explain consumer behavior and have tried to include the element of ‘fun’ into 

the TAM to predict the user’s acceptance of new technology in the information 

system field (Chtourou & Souiden, 2010). In the enhanced version of the TAM, 

Chtourou and Souiden (2010) tried to include the user’s subjective feeling into the 

model. They proved that if the users feel fun when using the new technology, the 

probability of the users accepting the new technology will increase. By the same 

token, fun would enhance the adoption of a new TV variety program in daily life in a 

short period. From this interpretation of ‘fun’, only the subjective feeling of the 

viewers in the consumption behavior has been taken into account, but not the value 

that the viewers gain from consumption behavior.  

 

2.3.2.1.3. Fun from pains of others  

 

Sometimes, fun may come from the misfortune or ill-treatment of others. Early 

research proposed a psychological concept known as ‘schadenfreude’, which 

describes the enjoyment people derive from the misfortunes of another, in particular, 

when an antagonistic relationship exists (Leach et al., 2003). Producers often create 

negative outcomes for disliked characters in TV dramas to entertain the audience and 

to maintain their loyalty to the program (Dalakas & Langenderfer, 2007:50). 

 

2.3.2.1.4 A working definition of fun 

 

With the two different perspectives in viewing ‘fun’, it could be potentially 

misleading to the audience of this research paper and other audiences if a working 

definition of fun is not clearly defined for this research paper. Putting TV programs in 

a business perspective, TV programs can be treated as products and TV audiences are 

consumers consuming the products (i.e. the TV programs). In this research, the 

‘consumption value’ approach to ‘fun’ is adopted due to the nature of TV programs 

and previous literature support. In the previous section 2.2.1.1.1., it is clearly outlined 

that previous scholars, such as Arnold and Reynolds (2003) and McGuire (1974) 

adopted the perspective of fun as a consumption value in their studies of TV 

consumption behavior. Based on these two reasons, this paper refers to fun as a 

consumption value ―Fun TV variety programs refers to the programs with which the 

viewers are able to relax and reduce their stress through watching the corresponding 

programs.   

2.3.2.1.5 Fun as a factor of successful market-oriented HK TV variety programs 
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As reviewed by the above extant literatures, scholars have proved that fun has been an 

important factor in meeting the needs of audiences and fitting their consumption 

behaviors. In this thesis, primary research will be conducted to evaluate the 

importance and relevance of fun leading to the success of market-oriented TV variety 

programs in Hong Kong.  

 

2.3.2.2 Family factors 

 

Family has been a popular subject studied by marketing scholars due to its prominent 

role in consumer behaviors (Murphy & Staples 1979; Wagner & Hanna 1983). 

Members of families at different stages of family life cycle have different needs and 

concerns in social life (Wells & Gubar 1966). The literature review hints that the 

ability of TV variety programs to provide diversified contents to meet the concerns of 

different family members at all life cycle stages may be a clue to its success. Family is 

considered one of the major antecedents for the development of successful 

market-oriented TV programs. 

 

During the golden era of the TV industry in Hong Kong (i.e. the research period of 

this thesis, 1980–2010) and before the rise of internet entertainment, TV viewing was 

the most popular form of entertainment in Hong Kong. At that period of time, TV 

viewing was consumed at home via TV sets and antennas. Especially during prime 

time, the whole family would watch TV together at home. The literature review above 

reflects that family may be another key factor predicting the success of a variety TV 

program. 

 

2.3.2.2.1 What is family-friendliness? 

 

Following the work of Henry and Rinne (1984), family friendliness in this research 

refers to the TV variety programs that contain elements appealing to the entire family, 

including all members within the family. Family-friendly TV content should be 

appealing to all people regardless their demographic profile. As there are various 

types of variety programs, variety programs with a broad spectrum of viewers are 

classified as family friendly. 

 

 

2.3.2.2.2 Reference group influence in consumer behavior 

 



18  

Studies have indicated that reference group influence has a huge impact on consumers 

in their selection process of brands and products (Bearden & Etzel, 1982). Family is 

one of the key reference groups that affect values, information search, price–quality 

beliefs, and media reliance of people (Childers & Rao, 1992). Members within a 

family affect each other on brands and product selection. As family members share 

similar values and perception and towards brands and products selections, TV 

programs with contents that are appealing to all the members within a family are more 

likely to have a higher viewership.  

 

2.3.2.2.3 Family viewing leads to higher viewing 

 

With reference to the study of family-friendliness of the program (Henry & Rinne, 

1984), family-friendly TV programs are often more popular, as the TV program can 

be consumed by all members in the family during the prime time. Scholars proposed 

and developed a formula to predict the rating of a TV program in the US in the 1980s 

and found that family-oriented shows have a significantly higher rating (Henry & 

Rinne, 1984). The scholars proposed two possible reasons for explaining the 

phenomenon. One is the existence of children in the family structure, while the other 

reason is the preference of viewing behavior of the whole family. There were 

similarities that could be seen in Hong Kong for the same period of time.  

 

2.3.2.2.4 Family as a successful factor for market-oriented TV variety programs 

 

Being one of the most important reference groups in any societies, the influence of the 

family on TV program viewership may go beyond what was found in the extant 

literature review. This research extends the work of previous researchers and reveals 

the extent of family influence by a primary study. The life cycle and consumer 

behavior shows different steps in purchasing behaviors (Wells & Gubar 1966). 

 

In sum, the insights offered in the literature indicate that family-oriented themes and 

contents are more appealing to our community. Yet, since family is a dynamic social 

reference group that evolves every day, how a TV variety program can grow together 

with the families remains a challenge not yet answered by the extant literature. This 

knowledge void requires further exploration in the present primary research in the 

next stage. 

 

2.3.2.3 Information 
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In addition to fun and family, another possible factor identified in the literature review 

that relates to the audience’s TV consumption value is information. Scholars in 

advertising research have defined informative commercials as ‘commercial that 

contains information that is truthful, complete, intelligible, relevant, unknown and 

substantial enough to warrant processing’ (Aaker & Norris, 1982). Whereas TV 

commercials are much shorter than a variety program, the attractiveness of the 

informative factor in commercials is logically applicable to variety programs by a 

similar token. This section provides a review of the information factor in the 

literature. 

             

2.3.2.3.1 What is an informative program? 

 

Scholars in advertising research have defined an informative commercial as a 

“commercial that contains information that a truthful, complete, intelligible, relevant, 

unknown and substantial enough to warrant processing” (Aakar & Norris, 1982). As 

informative commercials are also broadcasted on TV, just like the TV variety show, 

Aaker and Norris’ definition of the informative commercials can be adopted to define 

an informative TV variety program. In this thesis, informative variety TV programs 

refers to ‘TV variety programs that contain information that is truthful, complete, 

intelligible, relevant, unknown and substantial enough to warrant processing’. 

Moreover, the program contents should also be provoking, inspirational, and have 

deep meaning.  

 

2.3.2.3.2 Informative programs portray positive and favorable images 

 

Henry and Rinne (1984) proposed that informative TV programs would have a higher 

rating than entertaining or relaxing TV programs. They found that informative reality 

format TV programs have a significantly high rating based on a dataset from the three 

major TV networks in the US in the 1980s. They believed that informative TV 

program viewers wanted to portray an image to others that they preferred informative 

TV programs and were more knowledgeable. Under such portrayal, viewers would 

prefer informative TV programs over other TV programs. Henry and Rinne (1984) 

revealed that even the most unsuccessful informative TV programs can have a 

preference score as high as other successful TV programs.  

 

2.3.2.3.3 Watching TV programs not just purely for leisure 
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Television is commonly classified as passive ‘lean back media’ (Nielsen, 1999). 

People consume television as a form of entertainment after work or school mainly for 

relieving pressures from their daily lives. They try to escape from a full day of hard 

work and study to relax. However, scholars have argued that this assumption is 

oversimplifying the reasons and motivations of the general TV audience. To watch a 

TV program or movie, people may be driven by their hedonic motivations 

(pleasure-seeking) and eudaimonic (truth-seeking) motivations. Some people may 

watch a TV program or a movie just for fun and relaxing while others may consider 

acquiring additional and new knowledge (Oliver & Raney, 2011). This explains why 

not only fun, leisure, and happy-ending TV programs and movies are popular. A lot of 

variety shows without fun and leisure elements, such as documentaries about disasters, 

are also popular.  

 

Knowledge acquisition provides reasons for people to watch those serious and 

inspirational contents in order to acquire extra knowledge and skills for personal 

growth. People treasure and search for inspirational and deep-meaning TV program 

content to satisfy their needs of self-enrichment and personal growth (Greenhaus & 

Powell, 2006; Mikołajczyk, 2021). Informative programs can draw the attention of 

those audiences. 

 

2.3.2.3.4 People have high motives for sharing valuable and unique information 

 

People acquire information throughout activities in their daily lives. Watching 

informative programs is one of the many sources for people to acquire valuable and 

impactful information. In order to obtain valuable information, there is a motive for 

people to watch programs with valuable, unique, and impactful content. Once the 

audiences obtain valuable and impactful information from the programs, they will be 

eager to share with others, which in turn will create the noise towards the 

corresponding programs and encourage others to watch the programs. Various 

scholars have suggested that people, to improve their social status, get other people’s 

recognition, make one seem knowledgeable, have common social topics with friends, 

and establish uniqueness among their peers, have a high tendency to share valuable, 

useful, and impactful information with friends, family, schoolmates, and colleagues 

(Ho & Dempsey, 2010; Lee & Ma, 2012; Lovett, Peres & Shachar 2013; Tellis, 

Macinnis, Tirunillai, & Zhang 2019). People also share information for the sake of 

encouraging others to share information (Lovett, Peres, & Shachar, 2013; Syn & Oh, 

2015). No matter the motive of watching programs with valuable information or the 
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consequences after sharing about the programs, they drive more attention towards the 

programs and thus enhance the viewership of the corresponding programs. 

 

2.3.2.3.5 Information as a factor of successful market-oriented TV variety 

program 

 

The reason audiences watch a program are complex and not simply due to fun and 

leisure (Moller, Baumgartner, & Peter 2021). There are various types of variety 

programs, and each type provides different elements to satisfy audiences’ diverse 

needs. Informative programs are programs fulfilling audiences who are thriving for 

inspiration and personal growth. Although information is likely one of the 

market-oriented factors leading to the popularity of TV programs, there is little 

research on this aspect, particularly for variety programs. It is not certain if the 

findings from previous studies of informative programs can also be applied to the 

situation of Hong Kong due to the potential cultural differences and differences in 

consumer viewing behavior on variety programs. Through this research, the relevance 

and importance of the information factor in the development of market-oriented TV 

variety programs will be further examined. 

 

2.3.2.4 Long-term focus 

 

2.3.2.4.1 What is long-term focus? 

 

The market orientation theory centers on the construct of long-term focus (Narver & 

Slater 1990). Long-term focus is related to the profit and implementation of three 

focal components of market orientation. The three focal components, namely 

customer orientation, competitor orientation, and inter-functional coordination, are 

indispensable for any business to survive and succeed in the long run. Long-term 

focus of a market-oriented business refers to the constant discovery and 

implementation of additional value for customers by a range of appropriate 

investment and coordinated business tactics (Narver & Slater, 1990, p. 22). Narver 

and Slater (1990) advocated that long-term focus enables businesses to maintain their 

superiority in the market and avoid being overcome by competitors. In line with the 

market orientation approach, TV producers who aim to maintain long-lasting 

popularity among a target audience should adopt a market-oriented long-term focus to 

constantly discover and create value in their TV variety programs for their audiences. 

 

2.3.2.4.2 How can long-term focus of market orientation lead to success? 

 

2.3.2.4.2.1 Adaptive learning and continuous innovation 
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Extending the seminal work of Narver and Slater (1990), Atuahene-Gima and his 

collaborator (1996, 2001) elaborated that market orientation engenders: a) product 

innovation behaviors that focus on the changing needs of customers and b) a unified 

focus coordinating the efforts of different production units for performance superior 

to competitors. Market orientation therefore mirrors a long-term adaptive learning by 

which business executives regularly challenge previously held assumptions about 

customers, competition, and the environment that led to previous success 

(Atuahene-Gima & Ko, 2001). Accordingly, a long-term focus on continuous 

innovation in content to meet the ever-changing audience needs is essential to TV 

programs and their producers.  

 

2.3.2.4.2.2 Maintaining popularity by long-term connectedness  

 

Dennis and Gray (2013) argued that the attractiveness of a TV program to an audience 

should not be episodic. Audience satisfaction derived from an individual show, or 

episode, cannot be long lasting unless audiences are able to obtain satisfaction 

continuously from a series of episodes or even an entire drama series. To maintain 

long-term popularity of a TV program, Dennis and Gray (2013) advocated that TV 

producers are required to carefully plan for their investment and business execution 

for the creation of value to audiences before, during, and after the program exposure 

on TV. Audiences should be engaged across three stages of consumption experience, 

namely expectation stage (pre-consumption), involvement stage (program 

performance consumption), and connectedness (post-consumption behavior). Among 

these three stages, connectedness manifests the intensity of the relationship between 

an audience and the TV program or its key characters (Lu & Lo, 2007). Prior research 

has shown that many audiences were hooked on a TV program because those 

audiences had a strong feeling for, or against, the characters of the TV program 

(Dalakas & Langenderfer, 2007). Therefore, long-term connectedness is regarded as a 

crucial factor to get an audience hooked on the program, which in turn maintains the 

popularity and success of a TV program. 

 

To connect with audience, a TV program must keep the audience satisfied in every 

episode. Audiences dissatisfied with an episode may not be hooked on for the entire 

series of a program. To explicate how a TV program can continuously satisfy and 

maintain audience, Lu and Lo (2007) identified seven key production elements that 

determine the popularity of a TV program: (1) topic, (2) theme, (3) scriptwriting and 

plot design, (4) dialogue and language, (5) casting and performance, (6) photography 

and visual effect, and (7) music and songs. Their research findings reflected that the 

negative performance of an attribute may outweigh the positive performance of other 
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attributes. Specifically, Lu and Lo (2007) revealed that while audiences may accept a 

broad range of topics and themes, they are less tolerant toward poor plot design, poor 

photography, and poor music of any TV program. Hence, long-term connectedness 

should not only focus on attracting audience, but also on avoiding turning an audience 

away.  

 

2.3.2.4.2.3 Long-term focus as a factor in the success of HK TV variety shows 
 

In sum, the insights from previous research suggest that long-term focus is 

quintessential to the continuous popularity and success of TV variety programs. First, 

long-term focus ensures a continuous adaptive learning capacity, which enables TV 

producers to be innovative to meet the ever-changing needs of audiences and 

competition in any volatile environment. Second, TV programs not only require 

continuous superior values, but also need to avoid dissatisfaction elements in every 

episode to maintain connectedness with its audience for the entire program. These two 

insights offer directions for further exploration in the primary research in the next 

stage. 

 

2.3.2.5 Positive elements 

 

2.3.2.5.1 What is a positive element? 

 

A review of the literature hints that positive elements in TV programs would be 

another factor attracting and keeping audience. Positive elements refer to TV contents 

or expressions that are able to stimulate positive perceptions, emotions, or behaviors, 

including but not limited to bringing fulfillment, kindness, happiness, hope and 

confidence, sense of self-determination, and bravery, to the viewers (Olsen & 

Pracejus, 2004; Park & Peterson, 2008; Vale, Mullaney, & Hartas, 1996).  

 

2.3.2.5.2 Why audiences look for positive elements in TV programs 

 

Grounded in the Disposition Theory of Entertainment (Zillmann, 1996) and Balanced 

Theory (Heider, 1958), Dalakas and Langenderfer (2007) argued that when audience 

feels positively toward an individual or a group shown on a TV program, they would 

maintain interest in the program and closely follow its story development. On the 

contrary, when an audience has unfavorable feelings toward the individual or group, 

the audience will lose interest in the TV program. To restore justice and balance the 

harmony in lives, audience generally hope their liked characters have good fortune 

and misfortune will be avoided. The converse is true for their disliked characters. The 
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positive emotional responses and affective intensity of audience disposed on the TV 

characters determine the popularity of the TV programs. Producers of reality 

programs understand that the creation of disliked characters is essential to stimulate 

the need of positive outcomes for the liked characters, which in turn maintains the 

audience’s desire to keep watching until a happy outcome is experienced by the liked 

characters. In short, the desire for positive feelings to balance the life of the audience 

is a key factor maintaining the success of a TV program.   

 

 

 

 

2.3.2.5.3 Positive mood promotes positive behaviors of TV audience 

 

Programs with positive value and positive emotional content induce a positive mood 

among audiences. Scholars have studied the impacts of positive mood on prosocial 

behaviors and have found that they are positively related. Positive mood enhances 

people's prosocial behaviors. People with a positive mood are more likely to share 

their values with others and care for others (George, 1991). They are also more likely 

to make friends and share their daily lives with others. During their daily social lives, 

they share books, TV programs, and movies, etc. with their peers, schoolmates, 

colleagues, and friends. When audiences experience positive moments, they are more 

likely to develop a positive attitude toward the TV program and then share their 

word-of-mouth and viewing experiences to their friends (George, 1991; Wu, 

Tipgomut, Chung, & Chu 2020). This in turn, increases the awareness of the program 

and attracts more people to watch the program. Therefore, the viewership of the 

program will be increased. 

2.3.2.5.4 Positive elements are suitable for TV viewing at home 

 

For the period covered by this thesis research (1980–2010), most of the TV viewing 

was done at home and usually with the whole family together, especially during prime 

time. Positive experiences brought by TV programs promote good characters, 

connects viewers with others, and improves the psychological well-being of the 

audience (Park & Peterson 2008; Sheldon, 2005). Across eastern and western 

societies, TV programs with positive elements are considered more suitable to 

children in a family than programs with negative content. Therefore, programs with 

positive contents are more likely to be viewed by the whole family at home. This 

family collective viewing behavior causes those TV programs to have higher ratings 

and be more popular.   
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2.3.2.5.5 Positive elements as a factor of successful market-oriented TV programs 

 

To sum up, the desire of positive entertainment elements by the audience to balance 

their emotion and life harmony and their need for bringing happiness and kindness to 

their family and friends makes positive content indispensable elements in popular TV 

programs. Positive TV program contents are considered one factor in the popularity of 

market-oriented TV reality shows. 

 

 

 

 

2.4 Concluding the literature review 

 

The above literature review shows that ‘fun’, ‘information’, ‘positive elements’, 

‘family’ and ‘long-term focus’ are five market-oriented factors that are potentially 

related to the success of Hong Kong TV variety programs. These five factors will be 

further studied in the primary qualitative research, and they will help create a market 

orientated program The data collected in the primary research are analyzed for the 

development of a theoretical framework that explicates the creation of popular TV 

variety programs in Hong Kong. 
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Chapter 3 : Methodology 

 

3.1 The case-based research methodology 

 

The case study approach was considered particularly useful for explaining certain 

phenomena and generating further theories for empirical testing (Sekaran, 2003). The 

analysis deals with how things occurred and why they occurred. The technique 

included interviewing TV program producers, advertisers, hosts, and TV executives 

about market orientation to figure out how it is embedded in some of the TV variety 

programs in Hong Kong. 

 

As many details of the TV industry are unable to be explained via quantitative data, 

the case study methodology was chosen to conduct a more comprehensive evaluation 

of TV variety programs in Hong Kong in a qualitative manner. 

 

According to Stake (1998), there are three types of case studies: intrinsic, instrumental, 

and collective. In a collective case study, the researcher studies a number of cases in 

order to inquire into a phenomenon or general condition (Stake, 1995; Yin, 2003). 

This is considered as the most suitable methodology adopted for this research.  

 

This research focused on TV variety programs in HK as a bounded system (Smith, 

1978). Each program was treated as an individual unit of analysis. The collective case 

study approach (Stake, 1995) treated five programs and compared them with each 

other.   

 

3.2 Selection of cases 

 

3.2.1 Sources of cases 

 

The best way to perform an in-depth study into the rise and fall of Hong Kong TV 

variety programs was to conduct interviews with workers in the industry. The author 

has worked in the variety programs production industry for over 30 years and has 

come across different stakeholders in variety program production industry. In this 

research, the samples were selected by the researcher from his business and social 

network based on the accessibility and relevance of the targeted cases. Although 

the samples were regarded as ‘convenience cases’, the researcher is aware that a 

variety of samples with different characteristics is essential for exploring the 

common patterns behind them. The five case studies used in this research reflect 
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elements of successful variety programs, and, therefore, the respondents chosen were 

able to represent the TV industry. This allows the author to identify and examine 

success factors from the five chosen programs, as well as evaluate how market 

orientation can be used to understanding the rise and fall of Hong Kong TV variety 

programs. 

 

This study chose to interview producers, hosts, and other staff members of TV variety 

programs instead of viewers as it is more informative to discuss with those who are 

involved in the production process, since they always have more first-hand 

information on what advertisers like and details on viewing habits of viewers, which 

are used to create new TV variety programs that can attract viewers. 

 

3.2.2 Case selection criteria 

 

Each sample case was chosen according to a set of criteria. The sample case 

selection criteria were pre-determined based on the research objectives. The 

criteria of choosing these five programs were first based on their ratings, and the 

revenue rate was then analyzed. The actual number of episodes produced also 

continued to increase during the broadcast of the program as it continued to show 

popularity among the audience. 

 

Five TV programs were selected with a high representativeness of Hong Kong variety 

shows in different periods in history. By collecting views and data from 

respondents of these representative cases in the Hong Kong TV industry, the 

discoveries will reflect unique differences and common patterns in the industry 

(Creswell, 2005). 

 

3.3 “TV program” as a unit of analysis  

 

Table 13 reports and summarizes the profile of the selected cases of this research. The 

TV programs chosen to be studied here are unique in different ways, each reflecting a 

wide variety of program formats, content, and styling, each with its own iconic 

representativeness. 

 

"Movie Buff Championship" was a successful game show with more than 100 

episodes. This program invited famous artists to participate in different games and 

brought joy and fun to the audience. "Am I Healthy?" was a program that aimed 

to publicize health-related informative knowledge to the audience. It produced 

more than 35 episodes, where each episode introduced the causes and treatments 
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of various diseases as well as the latest health products. "Cantopop At 50" was a 

music program with 160 episodes. That program invited famous singers to 

reinterpret classical pop songs from the past 50 years in Hong Kong pop music 

culture. "Be My Guest" was a talk show that produced 133 episodes. The host, 

Stephen Chan Chi Wan, was the general manager of TVB. In each episode he 

interviewed a prominent artist or socialite to share their life stories with positive 

messages to the audience. "Enjoy Yourself Tonight" is a comprehensive program 

that started broadcasting in 1967 covering singing, comedy, games, and product 

advertising. It was the longest-running variety show targeting a family audience 

in Hong Kong TV history, with a total of 6,613 episodes produced. All five 

variety shows were popular long-term market-oriented programs airing during the 

past few decades. Studying these five cases provided insights for understanding 

the factors behind the rise and fall of TV variety programs in Hong Kong.  

 

Table 1 Characteristics of the TV Programs sampled 

TV 

Programs 

Cantopop  

At 50 

Movie Buff 

Championship 

 

Am I 

Healthy? 

Enjoy 

Yourself 

Tonight 

Be My 

Guest 

Total 

episode 
160 31 

Season 1: 15 

Season 2: 20 
6613 133 

Date of 

broadcast 

23
rd

 April, 

2017 

20
th

 December, 

1995 

9
th

 March, 

2015 

20
th

 

November, 

1967 

3rd June, 

2006 

Ratings      

Host/ 

Hostess 

Nancy Sit, 

Michael Lai, 

Raymond 

Cho etc. 

Eric Tsang, 

Jordan Chan, 

Jerry Lam, Chin 

Ka Lok, Wong 

Cho Lam, Louis 

Yuen etc 

Lawrence 

Cheng, 

Steven 

Cheung, 

Leung Ka Ki 

Gigi Wong, 

Carol Cheng, 

Liza Wang 

etc.  

Stephen 

Chan Chi 

Wan 

Types of 

TV 

programs 

Music Entertainment Lifestyle Entertainment Talk show 

 

3.4 Research procedures and design  

 

3.4.1 Respondents of each case study 
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Information of each sample was gathered through various websites, annual reports, 

video tapes, and video clips from different media. After analyzing those 

information, in-depth interviews were conducted with personnel related to each TV 

program. Two respondents were interviewed for each case study of a TV program; 

one was the host responsible for the front-end performances and the other was the 

producer behind the scenes. The same interview protocol was used in all 

interviews.  

 

3.4.2 The interview protocol 

The fundamental research question was: How is market orientation understood and 

implemented in TV variety programs in Hong Kong? The interviews were comprised 

a semi-structured questionnaire that allowed the interviewees to respond with 

flexibility and beyond surface responses (King, 1994). 

The interview protocol was broken down into three parts. The first part initiated 

with warm-up questions to break the ice and build an interviewer–interviewee 

relationship (Creswell, 2005, p. 140). Questions included asking about the 

interviewee's background, the length of their service in the respective positions, and 

the reasons behind their participation in the various TV programs. Details of the list of 

questions are available in Appendix 1. 

The second part of the interview focused on in-depth questions about the particular 

TV program each interviewee represented. The interviews were semi-structured in 

nature to establish the facts first then also allowed different interpretations to be 

made according to the responses of the interviewees. Factual questions asked 

included: "What are the factors that led you to produce this TV program?" and “How 

do you determine success for the TV program?” The more interpretative questions 

included: "How would you define performance and success?"; "How would you define 

operational efficiency?"; "How are objectives and strategies set during the process?"; 

and "Why is the production of the program currently structured as it is?" followed 

by extensive follow-up questions that emerged as the interviews went on. Details 

of the list of questions are available in Appendix 2. 

Each interview concluded with the question "In your opinion, speaking in your 

capacity, do 2 FLIP apply to your program?" This specific question was intended to be 

interpretive, and by explaining their answers, the interviewees shed light on what 
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they thought of market orientation and its impact on the TV program that they 

were part of producing.  

An initial interview protocol was first tried with a pilot test. Then the protocol was 

altered to enhance the flow of the interview process. In the pilot interviews, the 

questions were posed in the following order: 

1. How do you practice in the TV program? 

2. What are the factors that led you to produce this TV program? 

3. How do you set your objectives and strategies? 

4. How do you determine success for the TV program? 

5. How do historical changes influence TV programs? 

6. How do political factors influence TV variety programs? 

7. How do cultural and regional factors influence TV variety programs? 

8. How do technological factors influence TV programs nowadays? 

9. How do five factors, including “fun”, “family”, “long-term focus”, “positive”, 

and “information”, influence TV program success? 

 

After the pilot test, the sequence of the questions was amended, and two other 

questions were added to improve the flow of the interviews: 

1. What do you think are critical success factors or barriers to success for 

achieving good performance? 

2. Can you briefly describe the current trend of TV programs and what leads 

to success? 

The interview protocols before and after the pilot interviews are shown in Appendix 

1 and 2. 

3.4.3 Procedures for conducting the interviews 

 

All respondents have worked in the industry for over 20 years, and most of them are 

well-known knowledgeable leaders in the TV industry. After confirming the list of 

respondents, the research began by inviting the respondents through email for an 

interview that would last for approximately 1.5 hours. The questions were given to the 

respondents for their approval prior the interview. The date and location of the 

interviews were then set after the questions were approved. 

Since this research involved Hong Kong TV variety programs and all of them were 

broadcasted in Cantonese using slang within the industry, the interviews were all 

conducted in Cantonese. The interview language of Cantonese was used to allow the 
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respondents to express their ideas using their mother tongue and to ensure the 

narratives were correct. The interview data were then translated into English by a 

research assistant. The translated scripts were reviewed by the researcher to ensure 

all information provided by the respondents was included and truly reflected the 

Cantonese messages of the respondents. The researcher read the scripts and adopted 

the data in a subsequent analysis. The first stage of this research involved in-depth 

interviews with the Television Hosts of each of the five TV programs in February of 

2022. The same interview protocol was then used in March 2022 with the producers 

or executives who were involved in the behind the scenes production of the TV 

programs. Each interview lasted approximately for 1.5 hours. 

During each interview, the researcher was accompanied by a research assistant who 

played the role of an observer to enable triangulation. Throughout the interviews, 

the researchers paid detailed attention and took extensive notes to record the events 

to provide a relatively incontestable description for further analysis and reporting 

(Stake, 1995). The interviews were also recorded using an audio recording device 

for later review and translation and transcription. 

Before the interviews took place, the researcher explained the research plan and 

the purpose of the research in full to the interviewees. Informed consent was 

obtained from each of the interviewees prior to the interview. All respondents 

participated in this research voluntarily without receiving any incentive for participation. 

Appendix 3 shows the consent form. Confidentiality and participant anonymity was 

maintained throughout the research process. 

For Case Study 1 (EYT), Robert Chua was the executive producer while Nat Chan 

was the host of the program. For Case Study 2 (Cantopop At 50), Ho Lai Chuen was 

the program controller while Shirley Cheng was the creative director. For Case 

Study 3 (Movie Buff Championship), Johnny Yau was the marketing director while 

Allen Chan was the producer. For Case Study 4 (Am I Healthy), Sherman Lee was 

the regional manager while Lawrence Cheng was the host. For Case Study 5 (Be my 

guest), Lee Kai Cheung was the program controller while Stephen Chan was the host 

of the program.  

The fundamental purpose of the interviews was to gain insight into the complicated 

structure of a TV program and the context in which they interacted and produced to 

result in an extensive set of unique values and thoughts. Table 4 is a summary of the 

interview transcripts with script numbers. 
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Table 2 Summary of the Interview Transcripts 

TV Program Interviewees Script No 
Appendix 

Number 

1 (EYT) A Robert Chua TV1-A 14 

1 (EYT) B Nat Chan TV1-B 14 

2 (Cantopop At 50) A Ho Lai Chuen TV2-A 19 

2(Cantopop At 50) B Shirley Cheng TV2-B 19 

3 (Movie Buff Championship) A Johnny Yau TV3-A 28 

3 (Movie Buff Championship) B Allen Chan TV3-B 28 

4 (Am I Healthy?) A Sherman Lee TV4-A 15 

4 (Am I Healthy?) B Lawrence Cheng TV4-B 15 

4 (Am I Healthy?) C Barry Mok TV4-C 23 

5 (Be My Guest) A Lee Kai Cheung TV5-A 23 

5 (Be My Guest) B Stephen Chan TV5-B 23 

 

3.4.4 Other sources of information 

 

In the context of case study approach, different sources of information were used. 

Observation data was gathered from audio-visual materials, artifacts, documents, and 

archival data that were available (Yin, 2003). Promotional leaflets, websites, artist 

profiles, ratings reports, and annual reports were studied, including a review of TVB 50’s 

Anniversary Special Report. These additional materials helped the researcher understand 

the studied issue from a different perspective. Table 5 summarizes the sources of 

secondary information collected for the case studies. 

 

Table 3 Sources of information in the data collection process  

In-depth interviews Documents AV materials 

Annual reports X X 

Company brochure X  
Promotional materials X  
Website  X 
Documents X  

TV Programmes X X 

   

 

3.5 Validity and reliability  

 

It is critical to note that the researcher has been working in the TV industry for more 

than 40 years first as a producer and then eventually an investor, and therefore is likely 

to be biased towards the commercial benefits and reputational gains of being 
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market-oriented when producing a TV program. For someone with this background, it 

is understood with insights and experiences the eagerness for TV industry personnel to 

discover a formula that might elevate the industry as a whole from its downfall in the 

past decade. Having had the experience of producing a TV program from scratch to 

finish as a producer responsible for designing the flow of the program, picking the 

hosts, and pitching ideas to potential buyers, it is important to remember the researcher 

might have biased understandings and evaluations when analyzing the qualitative data.  

 

Crucial steps were taken to guarantee the legitimacy and dependability of the 

information gathered. Legitimacy is only available when it can guarantee that 

discoveries from the research are valid and precise. Dependability is related to the 

authenticity of the information gathered. With these in mind, throughout the data 

analysis process, triangulation was carefully applied. 

 

Further precautions were taken to minimize the bias of the researcher, such as adopting 

an active listening technique. Objectives and questions of the interviews were also 

carefully explained and shown to the interviewees in advance. Interviewees were only 

asked open-ended questions that were prepared prior to the actual interviews to enable 

a free flow dialogue between the researcher and the interviewees.  

 

The interviews were led and recorded in Cantonese and later translated to English 

directly from the audiotapes by a research assistant. To cross check the accuracy of the 

transcriptions, random passages were selected and back-translated into Cantonese, then 

compared with the original audio tapes. 

 

From this practice, a separate set of audited transcripts and interpretations were 

available for cross reference. This limited the probability of misapprehension by 

providing different insights to explain implications and to confirm the repeatability of 

any perception (Denzin & Lincoln, 1998, p. 97). For each interview, for instance, the 

researcher kept write-ups of the meetings and later sent them to the observer for 

examination. 
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Chapter 4 : Results and Findings 

 

4.1 Findings about the background of the five case studies  

 

Rating is the most basic and universal indicator in the TV industry for measuring 

whether a TV program is successful. High ratings attract more advertisements, and, 

hence, create more profit and have a higher commercial value. Rating mirrors the 

effectiveness of market orientation in generation profit and driving business 

performance of TV variety programs. 

 

The history of variety shows in Hong Kong started from Enjoy Yourself Tonight in 

1967, and 55 years later there have now been over 100 popular variety shows made. 

To study the rise and fall of variety shows in Hong Kong, five case studies were 

selected for in-depth analysis to determine the factors of their successes. All five cases 

studies are variety shows of different categories, which include singing (Cantopop At 

50), games (Movie Buff Championship), health information (Am I Healthy?), talk 

show (Be My Guest), and the ultimate representative of a family fun variety show 

(EYT). Table 5 summarizes the key background information of the five selected cases 

given by the respondents.  
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Table 4 A Summary of the data 
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4.2 Background information of the selected five cases 

 

4.2.1 Program for Case Study 1 - Enjoy Yourself Tonight 

 

Program 1 Enjoy Yourself Tonight (EYT) was the longest-running variety show in 

Hong Kong TV history. The program was born in the same month and year as TVB, 

which started broadcasting at 9:00 pm on November 20, 1967. EYT was broadcasted 

throughout the 1990s and came to an end on October 7, 1994, resulting in a total 
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number of 6,613 episodes. For 27 years, it was broadcasted 6 nights a week, greeting 

millions of Hong Kong viewers nearly every night in the week without fail, and 

eventually was awarded a world record for the longest-running variety show in the 

world. 

 

EYT was very rich in content. Its program included singing, games, social information, 

and short dramas. In the first 20 years of broadcasting, it was a must-see variety show 

for Hong Kong people every night. Because the content was most suitable for the 

whole family to watch together, it was the most popular TV program at that time. In 

its beginning, YET was coordinated and prepared by Robert Chua Wah Peng, who 

was only 21 years old then. TVB’s first general manager, Colin Bednall, expressed his 

desire to produce a variety show similar to Australia's In Melbourne Tonight, so Chua 

spent five months investigating Hong Kong food and life culture, resulting in a 

popular TV program that influenced generations.  

 

"I make it late in the day, and I'm relaxed and scared when I get home. After dinner, I 

have to rest for a while. Everyone gathers together. TVB has a good program, have 

fun, laugh and talk, and we will accompany you together!" Such were the lyrics of 

EYT’s theme song, written by Eunice Lam and composed by Joseph Koo Kar Fai. The 

lyrics of this theme song highlighted how the program is primarily produced for fun to 

be enjoyed by the whole family and is among the best examples of market leadership. 

At the end of the show, all the actors and performers sang a goodnight song together. 

The two simple lyrics, "Enjoy Yourself Tonight, good night," is a goodnight song that 

Hong Kong TV audiences must sing every night. 

 

Enjoy Yourself Tonight was broadcast in black and white for the first five years on the 

air and by 1971 became a color production show. This epoch-making initiative of 

"upgrading from black and white to color" increased the attractiveness of the program 

and attracted more TV viewers to watch it. The advertisements performed by the 

actors every night drew parallel to the popular internet advertisements in mainland 

China nowadays. Thanks to the support of advertisers, Enjoy Yourself Tonight 

eventually was a variety TV show with a very strong continuation force and 

eventually became the longest-lived variety TV show in the world. 

 

The birth of Enjoy Yourself Tonight is an excellent example of market dominance. 

The very first production was based on the actual living environment in Hong Kong at 

that time. Because there were not many alternative entertainment options on the 

market at that time, and the public was desperate for simple entertainment after a long 
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day at work, it became an obvious TV program to turn to without hesitation every 

night, for it was one that could be shared and enjoyed with all family members.  

 

The success of Enjoy Yourself Tonight was without a doubt derived from the utmost 

joyful impact it had on family units at the time, as reflected by its high ratings for over 

12 years. Clients were also willing to place advertisements whenever it was aired, 

making it a TV program that brought great commercial revenue.  

 

EYT was TVB’s long-lasting variety program and was broadcasted successfully for 

over 20 years, from November 20, 1967 to October 7, 1994, with a total of 6,613 

episodes. EYT set a world record of the most episodes of a variety program at that 

time. The gradual decline of attractiveness and ratings were the main reasons for its 

suspension. After broadcasting over 25 years, the program had created countless 

classic characters and popular projects. These were then being expended to different 

independent variety shows, including different games, singing, and travel programs. 

EYT had a successful retirement and became a glorious page in Hong Kong TV 

history. 

 

4.2.2 Program for Case Study 2 - Cantopop at 50 

 

Cantopop at 50 was mainly a singing program produced by Television Broadcast Ltd. 

It was a long-lasting music program with over 100 episodes produced from 2017 to 

2021.   

 

Chinese and foreign pop music circles have produced countless golden songs over the 

years with dedicated fans. Cantopop at 50 invited original singers or leading singers 

to re-interpret those popular classics that spanned multiple generations, bringing high 

quality musical enjoyment to the audience. In addition to weighty artists, many 

singers who have not appeared in a long time were also invited to appear on the show, 

presenting multiple surprises to the audience.   

 

The ratings of Cantopop at 50 were far better than another other music program at the 

time, Jade Solid Gold, which lasted for 30 years on the Jade Channel of TVB. The 

ratings of Jade Solid Gold dropped to single digits in 2021, and the program was put 

on a fringe time schedule. 

 

When comparing the content of both programs, the reason behind the respective 

success and failure are obvious. While Cantopop at 50 only included music that was 
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popular and had a great fan base in the past decades, Jade Solid Gold only promoted 

new songs and new records. Yet, it is important to note that in the past decade, the 

Cantonese pop music industry shrank due to competition from other industries and 

online streaming services. As a result, fewer investors were willing to invest in new 

songs and musical work. In turn, Jade Solid Gold only featured less popular new 

singers and songs that had not yet become hits. For audiences that would always look 

for guaranteed fun and entertainment that can be enjoyed by the family unit, 

Cantopop at 50 became the obvious choice because they looked for and enjoyed hit 

songs from Hong Kong's golden age (1980–2000). The nostalgic music brought by 

Cantopop at 50 fit the market orientation of the TV variety program and helped 

explain its ultimate rating success.  

 

The studied case show started in 2017 and had been broadcasted for more than 160 

episodes. The show was suspended in 2021 mainly due to a decline in ratings, with 

20.4 in the first season to 14.3 in the last. This rating change directly affected 

advertising income. Furthermore, this show greatly relied on Cantopop classics and 

singers’ performance, and the options for Cantopop classics and singers were a lot 

less after 160 episodes. With the introduction of non-local music shows, such as Sing! 

China and Super Girl, which were very popular among Hong Kong audiences, this 

directly caused a decline in the popularity of Cantopop at 50. 

 

4.2.3 Program for Case Study 3 - Movie Buff Championship 

 

The game show, Movie Buff Championship, was launched in 1995 with Eric Tsang as 

the host. This show was only intended to air 13 episodes, but ultimately increased to 

31 because it was well-received by the audience. After that, a new TV game show 

was released every other year, and the audience looked forward to the return of the 

series. 

 

While the Movie Buff Championship series was dedicated to entertaining family 

audiences, it is also hoped that the games that appeared in it could be used by family 

audiences at parties or for fun. As all the guests were engaged for fun in the show, 

there were many real temperaments that are usually invisible to the audience, with 

many soundbites that were made memorable to the audience. Artists who were invited 

to engage in the games were also encouraged to let themselves loose, and audiences 

often enjoyed watching another side of these artists who were otherwise more serious 

while performing elsewhere.  
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In the past 20 years, every time the host returned with a new name, there would be 

new “elders” (co-hosts) to join, but Eric Tsang was always the permanent host.  

 

The central attraction of the show itself was the games, which were often adopted by 

Hong Kong citizens to play at family or friends’ gatherings, or even company 

anniversary parties, such as "Super Invincible Marathon", "Super Invincible Kick 

Slippers", "Super Invincible Kick Slippers", "Super Invincible Tennis Ball", and so on. 

It can be said that the master program became a part of many viewers’ daily lives, 

bringing joy to everyone. 

 

Most of the games in the program were revealed to be suspected of plagiarizing the 

same type of variety shows from Taiwan and Japan. However, due to improved game 

play and successful localization, some games (such as "Big TV", "Cobblestone road", 

etc.) were adopted to give the audience a sense of freshness, reviving their popularity 

with every return. From the year it was broadcast, the show lasted for more than 12 

years, and the audience's impression of this show has always been on the fun side. 

 

Movie Buffet Championship started its successful broadcast in 1995 and lasted for 

over 20 years. Officially stopped in 2014, with over 11 seasons, this show had 

unprecedented success in Hong Kong TV history. Hong Kong families’ structural 

changes in the past 20 years was the main reason for the show’s suspension. Large 

families reduced to small families with only 2–4 family members, and technology 

development and different media options contributed to a decline in Hong Kong TV 

ratings overall. Moreover, with new media providing shows with similar content, 

audiences started to find a lack of freshness in Movie Buffet Championship. The 

transparency of new media also brought a negative image to the program. Therefore, 

TVB stopped the declining show after a successful 20-year run. 

 

4.2.4 Program for Case Study 4 - Am I Healthy? 

 

Am I Healthy? was a variety program produced by Television Broadcast Ltd, starting 

in March 2015. It was the first healthy information program broadcasted within the 

prime time schedule and lasted for two series with a total of 35 episodes. The average 

ratings of the program was over 20 points, and this program was the only 

information-based TV program among the five case studies. 

 

Am I Healthy? was hosted by Lawrence Cheng, Leung Ka Ki, and Steven Cheung. In 

each episode, artists were invited to serve as “health challengers” to conduct a health 
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quiz, and then Chinese and Western medical doctors or related experts were invited to 

explain the scenarios presented with expertise knowledge. Famous filmmaker Yim Ho 

was known for his experience in trendy diet therapy, so he often joined the program to 

share the health benefits of various ingredients, cooking methods, and to talk about 

health perseveration. The program also brought bite-sized health information related 

to daily life to enhance the general public’s health knowledge.  

 

Health information has appeared in different media formats over the past 10 years, 

which is correlated with the aging population of Hong Kong. Market orientation thus 

indicated there was a continuous and rising demand from the audience for accurate 

health information, especially when the COVID-19 pandemic hit. As a result, the 

proportion of health products in TV advertisements also increased and in turn made it 

possible for Am I Healthy? to be aired during the golden hour of the Jade Channel, 

now with a high demand from the audience.  

 

Am I Healthy? stopped after a successful two years. The main reason for stopping the 

show was because Lawrence Cheng, the host, thought that even though the ratings of 

the TV station were not bad, there was much more expansion capacity in new media. 

With him being the sole host of the show, TVB decided to stop the show after his 

resignation. Lawrence then started his own YouTube channel called “HiEggo” in 

2019, which has attracted over 400,000 subscribers and is now one of the most 

popular health-related channels on YouTube. This has proved that technology 

development and the rise of new media has directly affected the traditional TV 

audiences’ viewing habits. 

 

4.2.5 Program for Case Study 5 - Be My Guest 

 

Be My Guest (Chinese: 志雲飯局) was a television program produced by Television 

Broadcasts Limited in Hong Kong. It was originally broadcast on TVB Lifestyle 

Channel of TVB Pay Vision in 2006, and later as aired on certain Cathay Pacific 

airline flights. Stephen Chan Chi Wan, then General Manager of TVB, was the host of 

this show. He interviewed notable celebrities, politicians, business people in Hong 

Kong on the show. 

 

The Chinese name of the show literally means that the host and the guest chat while 

eating at a restaurant. The venue of the interview was different every time based on 

the choice of the interviewer. The foods were usually featured as a medium for 

conversational breaks, and many of the episodes featured fusion cuisine. 
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Be My Guest was the first long-lived talk show in the history of Hong Kong variety 

shows. It was broadcast from 2006 to 2010, with a total of 80 episodes in four series. 

From the show, the audience was able to see another side or even learn of stories of 

the guests that were never known before. The candid interviews of some popular 

celebrities were well-received by the audience. Since most of the interviewees were 

elites or prominent figures in society, they achieved success through dedication and 

perseverance, and thus the interviews often projected a very positive energy, making 

it a positive program to be enjoyed by audiences of all ages. This resulted in its high 

rating and long run.  

 

With 133 episodes in total, Be My Guest was one of the most popular interview 

programs. After over 100 episodes, there were fewer guest options that were attractive 

enough to continue the series. Since substantial guests and themes are the utmost 

factors for the continuous production and broadcasting of a successful TV variety 

show, the ratings for Be My Guest started to decline. At the same time, Stephen Chan, 

the host, was also the Managing Director of TVB at that time. His schedule became 

too busy to host this popular variety show. Therefore, the production of this program 

was terminated. 

 

4.3 Analysis of key words in the narratives 

 

Contextual analysis of the data collected was performed by doing an initial coding 

and then using categorical aggregation to establish keywords. Comparison of the 5 

chosen variety programs was conducted to identify keywords and themes that were 

common and consistent in all of the five programs. The aim was to identify and 

understand common patterns, themes, behaviour, issues and contexts with regard to 

TV programs’ market orientation (Stake, 1995).  

 

In this research, the translated interview transcripts were reviewed by the researcher. 

The research assistant counted the most frequently mentioned keywords describing 

the success factors of TV variety programs in the interview transcripts. Among all the 

keywords identified, we grouped all the keywords and get the top ones. As the top 

five identified keywords were mentioned very frequently in the interviews, and were 

at least 3 times more frequently mentioned than other keywords. 

  

Five antecedents of success in a TV program: fun, family, long-term focus, 

information, and positive elements were identified as keywords from the interviews. 

Additionally, keywords related to the phenomena of five success factors were 
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classified as sub-factors which are shown in Table 5. Grouping all keywords 

frequently mentioned by the interviewees and classifying them under the five 

antecedents to market orientation for success of variety TV programs enhances further 

discussion on this topic. 

 

Furthermore, throughout all the interviews, the interviewees always mentioned some 

keywords that highlighted the fall of the Hong Kong variety TV programs studied. 

Grouping these keywords and classifying them under two situational factors 

(technological change and social economical change) can outline a conclusion for the 

downward trend of Hong Kong variety TV programs in the next chapter.  

 

Table 5 Keywords highlight phenomenon of 5 antecedents to market 

orientation for variety TV Programs 

 

Antecedents Key words 

Fun Fun is not enduring, brainstorming, live broadcasting, Fun is 

relax and rest, Content Creativity, Negative fun, host personality, 

comedies, ratings 

Family Whole family watching, family size, rating surveys, Interaction 

between members, Family-friendless 

Long term 

focus 

A sustainable theme, long-term resources, music library, copyrights, 

episodes, long-term business performance, Advertising sponsorship, 

worldwide distribution  

Information Acquire new knowledge, information in different themes, social 

information, government announcement 

Positive Positive emotional content, positive attitude, whole family watching, 

negative messages, positive programs 

 

Furthermore, throughout all the interviews, the interviewees always mentioned some 

keywords which highlight the phenomenon of fall of the Hong Kong Variety TV 

programs. Grouping this keywords and classify under two situational factors 

(Technological Change and Social Economical Change) can trace out a conclusion for 

the down trends of Hong Kong Variety TV programs in next chapter.  
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Table 6 Keywords highlight phenomenon of 2 situational factors for the 

downtrends of Hong Kong Variety TV Programs 

 

Situational factors Key words 

Technological 

change 

Family members with own device, video contents can be 

watch anywhere and anytime, new functions of social 

media, upgrade of video transmission, emerge of new 

media platform, invention of new devices 

Social-economical 

change  

Change in family size, competition from greater China 

market, the rise of social media, Lacking of TV talents, lack 

of creative producers 

 

4.4 Factors and sub-factors 

 

After 10 interviews and preparation of the transcripts, the data were analyzed and 

classified to identify major factors and their respective sub-factors. Information from 

the interviews were then grouped and re-grouped for analysis on a small and 

manageable scale. 

 

Table 7 presents the initial findings showing clusters of information demonstrating the 

common factors relevant to the popularity and high ratings of successful 

market-oriented TV variety programs. The initial grouping and classification of the 

data obtained from the 10 interviews clearly revealed correlations between the 

performance of variety TV program and five groups of antecedent factors, namely fun, 

family, long-term focus, information, and positive elements. Each factor contains a 

few sub-factors (see Table 7).  
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To obtain further insights from the interviews, the findings of the groupings were 

organized in a matrix with five columns for the antecedent factors and the respective 

sub-factors on the row. Table 7A to Table 7E present a clear picture of the frequency 

of mentions by respondents to all the factors and sub-factors. Those matrices 

presented in Table 7 also apply to explicate the fall of Hong Kong variety TV 

programs.  

 

4.4.1 Findings about the factor of fun 

 

Three sets of antecedents to market orientation were proposed by Kohli and Jaworski 

(1990): (1) senior management factors, (2) interdepartmental cooperation factors, and 

(3) appropriate system factors (Stables & Philips, 1997; Kotler & Andreasen, 1991; 

Kohli & Jaworski, 1990; Narver & Slater, 1990). The data collected in this study 

suggest that the extant model of market orientation in the literature requires 

modification for adoption to explicate the rise and fall of the Hong Kong TV industry.  

 

The market orientation in the extant literature (e.g., Kohli & Jaworski, 1990) was 

made from the point of view of an organization, in which joint efforts from different 

departments are essential for business. Nevertheless, in the present research context, 

the production of a TV program often only comes from a more linear set of 

departments and personnel.  

 

While business in a commercial corporation requires cooperation among a number of 

departments, the production of a TV program often is produced single-mindedly by a 

producer who has multiple roles when producing a variety show. The producer alone 

must conduct market research, design content of the program, pitch their idea to the 

sales representative, scout for appropriate hosts, be on track with the budget, and 
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eventually lead the team made up of assistants and cameramen to carry out the actual 

filming of the show.  

 

Therefore, the study of market orientation in the Hong Kong TV industry is usually 

based on one department and/or limited personnel but remains crucial when designing 

the content of a variety program. It is just a matter of the producer alone being 

responsible for constructing the program based on factors gathered from market 

orientation.  

 

The findings reported in this chapter show that a successful market-oriented TV 

program includes five factors: fun, family, information, positive elements, and 

long-term focus. Based on the findings discussed, a theoretical model is proposed that 

summarizes the key insights derived from the interviews given by top industry leaders 

in the TV industry (see Table 9).  

 

As shown in Table 7A below, 10 respondents gave different degrees of evaluation of 

the factor of fun and its sub-factors. More than half of the respondents agreed that fun 

had a key impact on the success of variety TV programs. Some sub-factors of fun 

were even considered by 90% of the respondents to be the success factor of variety 

TV shows. 

 

Table 7A: Correlation between fun factor and the TV program performance  

 

 

 

 

4.4.1.1 Fun is not enduring 
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In the principle of marketing, fun refers to the enjoyment derived from a product and 

the resulting feeling of pleasure that it evokes (Holbrook & Hirschman, 1982, p. 138). 

The enjoyment of fun is a discrete experience that has the potential to increase 

positive motivation with a defined duration. In other words, fun is not enduring. 

  

1. 

“Happiness is the biggest success factors, everyone want to be happy. It is so simple 

to watch variety show, which provides “happiness” to you, unlike a series.” 

Nat Chan, Host A-P 4 

  

2. 

“When I design the program, the main purpose is providing instant happiness to the 

audience. It is paramount to provide rewards and prizes to the audience for both 

guests and audiences. Therefore, both of them will be happy in the game show.” 

Allen Chan, Executive Producer A-P 1 

  

3. 

“The success of Enjoy Yourself Tonight is just like the name of the show, providing 

instant joy to the audience. That kind of happiness doesn't have to last, so we 

designed a lot of short comedies to make the audience smile after watching it. Making 

them happy is our ultimate goal.” 

Robert Chua, Founder of EYT A- P5 

  

4. 

“The definition of "happiness" is that it doesn't require too much thinking. The 

programs we produce are not very great, and they do not necessarily have social 

significance. It is purely to provide a program to make TV viewers happy. It doesn't 

need to take long and then goes to sleep.” 

LC Ho, Production Controller A - P3 

  

5. 

“When he goes home to watch TV, it is very important to be happy. He has 

experienced many unhappy things outside, and he does not want to be unhappy when 

he returns home. So hopefully this time brings happiness, even if it's for a short time.” 

Sherman Lee , Marketing Controller A- P 8  
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Respondents said, “audiences prefer not to use their brain, laugh without cognition, 

and forget everything after viewing”. The evidence from the interviews explicitly 

shows that fun was not enduring in the shows. 

 

Most of the audiences watching a game show or fun comedies without much thinking 

just want instant happiness. The producers of the TV programs always use this instant 

fun to catch the audience’s eye and make the program market-oriented.  

  

4.4.1.2 Fun is relax and rest, stress relief 

 

Scholars have tried very hard to identify the possible motives of people watching TV 

programs. For example, McGill (1974) attempted to explain the audience’s motivation 

in watching TV programs. In this research paper, he found 40 possible motives for 

watching TV programs, one of which was tension reduction. Under this motive, 

audiences mainly view TV programs as a means to relax and rest. 

  

McGuire (1974) further explained the motive by using the example of a violent TV 

program. Many viewers see the consumption of violent TV programs as a tool to 

release their stress. The same logic can be applied in the consumption of other types 

of TV programs, where audiences choose to view a show to relax and release their 

stress. The tension reduction is a value that an audience gains from consuming the TV 

program, and this can be considered as a kind of ‘fun’. 

 

Our findings show many audiences are very tired after a long working day, especially 

in a crowded city like Hong Kong. They just watch TV for relaxing purposes. To 

meet the need of that audience, many producers put fun elements to reduce the stress 

of targeting audiences and make the program market-oriented. 

 

6. 

“Apart from entertainment, I do think audiences are willing to get some relaxation, 

which tends to forget annoyance and become cheerful when watching the show. 

Moreover, they are not required to ponder too much by enjoying the show. “ 

KC Lee, Program Controller A-P.1 

 

7. 

  “I agree, TV is the media, and it is also a kind of entertainment industry. The 

purpose of entertainment is to make the audience happy, especially when we do 

variety shows; the biggest purpose is to make the audience happy. The public works 
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every day who feels tired after working and they relax and laugh when they back 

home. Forget the troubles at once, you said that we have a mission, this is not a 

mission but a purpose, I do think this is what the audience needs because we have 

grown up and don't want to talk when we come home after a day of work, especially 

male, They cannot express their emotions well, and they can't bring stress home. It's a 

good thing that TV shows let him smooth his emotions, I think so.” 

Allen Chan, Producer of Movie Buff Championship’ A - P. 2 

  

8. 

“I think the most important thing about watching TV is to be happy, especially 

because Hong Kong is an economical system. Everyone is under a lot of pressure 

from work every day. After work, they go home to watch TV, some variety TV shows, 

such as the Movie Buff Championship, the content of the show is a bit crazy, and even 

a little violent, but the audience can not only enjoy watching it, but also reduce stress, 

so the "happy" element is very important” 

Johnny Yau , Sales Controller A- P 5 

  

9. 

“We bought a game show with a Japanese copyright, and we pushed the props used 

by the artists into the pool, and asked the artists to fight each other until one of them 

fell to the ground. The audience saw scenes of violence and joy when these artists 

fought each other. , which naturally reduces mental stress, especially in the 

fast-paced society of Hong Kong.” 

Allen Chan, Executive Producer A-P 5  

 

4.4.1.3 Content creativity 

 

A funny TV program engages audiences in a pleasant experience and often makes the 

audience feel that time has passed away. Logically, funny and pleasant elements of 

TV variety programs bring a high hedonic consumption value to audiences. 

 

Most producers are trying to create the funny and pleasant elements through jokes, 

games, and punch lines of the short comedies. Therefore, a successful interesting 

program requires a large number of high-quality screenwriters to create comedy 

elements, and interesting game programs are also an element of success. In order to 

increase the appeal of the program, many TV stations now purchase the copyrights of 

successful game programs from overseas and adopt those games in their own 

programs. 
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Due to keen competition from different forms of entertainment such as movies and 

karaoke, TV producers need to create new programs and interesting topics that the 

audiences haven’t experienced before, which will attract the audience to continue 

watching the programs and make the program market-oriented.   

  

 10. 

“The show's success is due to its ability to combine elements of shows from different 

regions, including China, Hong Kong, Taiwan, Japan, and Korea, which takes 

inspiration from these places and make it success through localization. “   

LC. Ho , Production Controller A-P. 4 

   

11. 

“That’s happiness, I also feel joyful as audience smile naturally after watching this 

show. It attract their interest to watch through the screen of television, which draws 

higher attention. This is the most difficult, but you can achieve it. It is amazing.” 

Nat Chan, Host A- P. 7   

  

12. 

“The production of variety shows requires a lot of talents, because a lot of new ideas 

are needed, and it is best to concentrate on one program to enrich the program. 

Whether it is a screenwriter and director, the creativity can achieve a lot of content 

that the audience likes to watch.” 

Sherman Lee , Marketing Controller A. P 7 

  

13. 

“Because the program needs to be diversified, we need to keep thinking and creating 

new games. We mainly conceived a game with a lot of action, and also added the 

games that Zuo played when he was a child. It is necessary to constantly create new 

games so that the audience can have a fresh feeling and experience the joy that the 

game brings to them.” 

Allen Chan , Executive Producer A- P 1 

  

14. 

“How to produce” happy”? The most important thing is creativity. Creativity has 

different life experiences in different eras, and cultivates an ideology that reflects 

people's livelihood and people's conditions. This aspect is especially important in 

variety shows, because the shows can reflect the living needs of the people and bring 

joy to TV audiences.” 
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Sherman Lee, Marketing Controller A- P 1 

 

 

 

 

4.4.1.4 Host personality 

 

Viewing a funny TV program with funny stimuli likely brings a pleasant emotion 

state to the audience. Therefore, the host or VIP entertainer plays a very important 

role in bringing out the joy in variety shows. A successful host can bring endless 

laughter and entertainment to the audience through his personal character and charm. 

Whether it is a game show or a music show, the host can use speaking skills or body 

language to make the audience feel happy through the screen., putting TV programs 

into a business perspective. TV programs can be treated as products, and TV 

audiences are consumers consuming that product. The host acts as the salesmen or 

marketing executives to search or provide customer focus through different market 

intelligence in the TV industry, putting all the elements together to produce high 

ratings programs to build profitability for the company.  

 

With track records, a program host can attract a certain amount of loyal audiences, 

just like singers have a group of loyal fans. TV producers will cast the best host for 

the variety TV programs, which guarantees ratings and makes the program 

market-oriented. 

 

15. 

“The interaction between the artist and the audience is very important, which is vital 

to make audience happy. The reason for the audience to watch the program is for 

entertainment. The television industry is a media, and this media is the “media of 

entertainment”.   

KC Lee , Programme Controller A- P. 3 

  

16. 

"In addition to the hilarious character and happy image of the host, we design 

exaggerated laughing shapes for the host. Different shapes can bring freshness. We 

hope the audience will immediately feel happy and happy when they see the host's 

shape I will have a good impression of the show and become a loyal supporter of the 

show.” 

Allen Chan, Executive Producer, A-P 2 
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17. 

“Nancy Sit has a very high status in the music and film circles and TV, and is a 

respected artist. She has hosted many successful programs before, and she has a 

happy and laughable image. In addition, the two young hosts cooperate with ease. 

This combination is very chemical and has become the main factor for the success of 

the program.” 

Shirley Cheng , Creative Director A-P 1 

 

18. 

"The image of the show host is very important, because the audience usually has a 

preconceived feeling. If he always gives the audience a happy image, the audience 

will easily associate the happy side when watching the show, so designing the host 

image is a very profound knowledge. It is also the character and trait that a 

successful show host must have.” 

Nat Chan, Host A-P 9 

  

4.4.1.5 Negative fun 

 

Psychologists have showed that when individuals have a positive experience with 

funny and enjoyable stimuli, their pleasant experience makes time pass more quickly 

and lets individuals take a break from irrelevant stimuli and trivial daily matters 

(Gable & Poole, 2012). Viewing a funny TV program with a funny stimuli likely 

brings a positive and pleasant emotional state to the audience. But not all kinds of fun 

are positive; some can be negative. 

 

Some VIP artists with a positive image can make the audience feel happy when they 

participate in game shows by having hard moments or being tortured in the game 

performance. As discussed in section 2.3.2.1.2, this is known as schadenfreude in 

literature (Dalakas & Langenderfer, 2007).  

 

From our interviews, our respondents reported that producers sometimes used this 

technique as a gimmick to create an element of fun where the audience enjoys fun in a 

negative way. Although the TV program may occasionally receive complaints from 

the audiences or broadcasting authorities, it doesn’t stop the ratings to continue to 

soar. 
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The producers sometimes will make use of negative fun (schadenfreude) to attract 

audiences, as the audience likes to watch superstar artists be abused or having a 

difficult time on the show. The more the superstar is bullied, the happier the audiences 

appear, making the program market-oriented. 

 

 

 

19. 

“When you see the artists, such as Lydia Sum, Liza Wong, Kelly Chan and Jacky 

Cheung, were being pranked in the variety show, audience would be surprised and 

felt joyful. As an audience perspective, artists should be respected. The greater the 

difference between expectation and reality, the happier the audience felt.” 

LC Ho, Production Controller A- P. 6 

 

20. 

I am happiest when making a game show. There is a part called "The Big Roll". The 

two actors roll together while holding each other. At the same time, they need to be 

quicker. Even Kelly Chan is willing to participate, because a superstar artist is 

abused, and the audience is very small. Opportunities will be seen, so the more you 

see, the happier you will be. This is the success factor of negative fun. 

Allen Chan, Executive Producer A- P 7 

 

21. 

"The biggest credit for success is the host. Eric Tsang’s image is very funny and very 

suitable for the role of "elder" in the show host. Chin Ka Lok and Jerry Lam are his 

assistants. They often beat and scold by Eric Tsang in the show, and sometimes even 

being abused, but the more they are bullied, the happier the audience is.” 

LC Ho , Production Controller.  A- P 4  

 

In terms of variety show content, whether the performance of the show host or the 

performers is a decisive factor for the success of the show, the respondents all think 

that a host with a happy image is very important; whether in speech dialogue or 

performance behavior, they can bring joy to the audience.  

 

4.4.1.6 Concluding the findings about factors of fun 
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The above four respondents agreed that fun in TV variety programs is equivalent to 

rest, relaxation, and stress relief. The evidence from the interviews point out that 

audiences want relaxation, soothed emotions, and sometimes even release pressure by 

watch artists fight against each other in games. The outcomes match the concept of 

fun as discussed in the reviewed literatures.   

  

In the success of Hong Kong TV industry, especially in the development of variety 

shows, fun is very important and is also a factor that fosters market orientation to raise 

TV ratings. The fun factor has been applied by several successful TV programs, 

including Enjoy Yourself Tonight, The Hui Brothers Show, Splendid Motherland, 

Twinkle, Twinkle Lucky Star, Movie Buff Championship, and Beautiful Cooking 

Series. 

 

With the case studies in the present research, in addition to the traditional concepts of 

fun, some respondents also highlighted new insights of fun. These new findings are 

organized into to two sub-factors: content creativity and host or VIP personalities. 

This review identifies fun as a substantial element in producing TV programs and 

enriches the literatures of previous scholars. 
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4.4.2 Findings about factor of family  

 

Table 7B 

 

 

 

4.4.2.1 Family-friendliness of the program 

  

With reference to the study of family-friendliness of the program (Henry & Rinne, 

1984), family-friendly TV programs are often more popular, as the TV program can 

be consumed by all members in the family during prime time. Family-friendly TV 

content should be appealing to all people regardless of their demographic profile. As 

there are various types of variety programs, variety programs with a broad spectrum 

of viewers are classified as family friendly. 

  

22. 

“For a variety program, it is best to reach family audiences, like “Enjoy Yourself 

Tonight”. Families around after dinner, and watches shows that entertain all ages.” 

Sherman Lee A-P3 

  

23. 

“I think it is important for a program to be able to entertain all ages. As in Free 

Television, we use 4plus for viewership statistics, which means audiences above the 

age of 4 will be counted into. We should, therefore, target the whole family as our 

audience. It will be dangerous for a program to be only suitable for one age group, as 

(1) viewership is to compare the family-friendliness of a program; (2) advertisers will 

be reluctant to sponsor these programs and that directly affects the TV station’s 

income. So, the first choice will always be producing family-friendly programs.” 

Johnny Yau, Sales Controller A-P 7 
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 24. 

“TV is a media and is also an entertainment business. Entertainment business is all 

about making the audience happy. Especially the biggest goal of variety programs is 

to make family audiences happy and be family-friendly. Audiences being able to relax 

and laugh out after a long day from work and school. This is not only a mission but 

also a goal. I think this is what the audiences need and that is why we need to design 

a prime-time program which favours all ages and fight for the best viewership.” 

Allen Chan A-P4 

  

The three respondents commonly showed that a TV program suitable for all ages is 

important for gaining high ratings and more advertising revenue. The evidence from 

the interviews explicitly points out that family friendliness is vital in TV production. 

  

4.4.2.2 Family viewing leads to higher viewing 

  

In the 1980s, scholars proposed and developed a formula to predict the rating of a TV 

program in the US. They found that family-oriented shows have a significantly higher 

rating (Henry & Rinne, 1984) than other shows. The scholars proposed two possible 

reasons for explaining the phenomenon. One is the existence of children in the family 

structure while another reason is the preference of viewing behavior of the whole 

family. Similarities could be seen in Hong Kong for the same period of time. 

 25. 

“Because Hong Kong people are very pure and hardworking, when they go home for 

dinner at 8pm in the evening, they will watch TV together. The only entertainment is 

TV. At that time, there was not so much multimedia and no online media, a lot of 

information was depended on Jade Channel.” 

Nat Chan, Host, A-P.1 

 

26. 

“The living environment in Hong Kong is crowded, and drama series may not be 

suitable for children to watch. In the past, our show was broadcast on Saturday or 

Sunday, which increased the time for the family to watch game shows and enhanced 

their relationship.” 

Allen Chan, Executive Producer, A-P.2 

 

27. 

“From 4 p.m. to 8 p.m. is the family viewing time. Besides from coordinating with 

Government policies, TV stations are also willing to provide such time slot and 
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produce family -friendly programs in order to strive for higher viewership. In fact, the 

most popular variety programs are usually broadcast during this time slot.” 

KC Lee, Programme Controller, A-P4 

  

By examining the case studies, the respondents stated consistently that family viewing 

variety TV programs together generates high ratings, and TV stations are willing to 

produce family-friendly programs scheduled in the family time slot as required by 

government policy. 

 

Besides focusing on family factors as a marketing concept to deal with market 

orientation, two sub-factors can also be identified as cited by the respondents that also 

make family a success factor in the rise of Hong Kong variety TV programs. The two 

sub-factors are family size and interaction between family members, which can enrich 

the evidence seen in the existing literature. 

  

4.4.2.3 Family Size 

  

Being one of the most important reference groups in any society, the influence of the 

family on TV program viewership may go beyond what was found in the extant 

literature review. This research extends the work of previous researchers and 

discusses in detail how family size in Hong Kong affects TV viewing habits. Family 

size in terms of each household area is a special feature in the case of Hong Kong.   

  

Regardless of whether Hong Kong people live in public or private estates, the average 

living area of households in Hong Kong is very narrow. Between 1980 and 2010, 30% 

of Hong Kong residents lived in public housing estates. The characteristic of the 

estates is a small area, and most can only contain one living room, one bedroom, and 

one bathroom. Family members often have to take turns taking showers, so the edited 

cut-up variety shows are more suitable for such a living environment. Most Hong 

Kong families have only one TV, and people are used to watch TV while eating, so it 

leads to the success of golden time TV shows. 

 

28. 

“Some people's living environment at that time was not very good. There may only be 

one washroom and only one bath. The advantage of variety shows is that they can be 

watched at any time, while they will be unable to stop watching series. Audience is 

not willing to miss those 15 minutes. That’s the biggest difference.” 

LC Ho, Production Controller A-P 2 
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29. 

“Hong Kong households' living areas are mostly very narrow, almost 50% of the 

people from Hong Kong families do not have their own room. This situation is 

especially notable in public housing units. Nearly 30% of the Hong Kong population 

live in public housing estates and quite a number of people are living in subdivided 

units, which are very small with a shared living room and usually have only one 

television. Watching variety programs together becomes the only entertainment for 

many citizens. And it is this geographical characteristic that lead to high viewership 

of TV programs.” 

Johnny Yau, Sales Controller, A-P 7 

  

 

30. 

“With the crowded geographical characteristics, most Hong Kong families only have 

one television. Family time will be gone if the parents are watching variety programs 

that are not suitable for children. This is why variety programs that fit all ages are 

popular and such geographical characteristics a rare reason for the success of 

variety programs.” 

Allen Chan, Executive Producer. A-P 9 

  

The respondents showed the opinion that families living in small household areas are 

more easily affected by each other. They watch the same TV programs that share 

similar values and perceptions. TV programs with contents that appeals to all the 

members within a family are more likely to have high viewership. 

  

4.4.2.4 Interaction Between Members 

  

Following the work of Henry and Rinne (1984), family-friendliness in this research 

refers to the TV variety programs that have contents that appeal to the entire family, 

including all the members within the family. Family-friendly TV content should be 

appealing to all people regardless of their demographic profile. 

 

In the cases studied, a successful program must be one that the whole family can 

watch together and can also develop interactively with the content of the program. For 

example, parents can play games at home with their child. Moreover, some programs 

also have prizes for outstanding audience, which is of great benefit to the program. 
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31. 

“A challenge for an adult and a child to play a game is to play the " Movie Buff 

Championship" game. I think we are successful in this place, that is to say, this game 

does not rely on physical strength, but on comprehension, such as playing table tennis, 

although it is only a common game. But we need to think about the questions. 

Children can come up with them to test adults, and adults can also think of questions 

to test children. They consider each other, and the distance between everyone is also 

narrowed.” 

Allen Chan, A-P .2 

 

32. 

“With a family of three, you can play within your family to enjoy family fun, and you 

can play with your classmates when you are at school. I think that is why the show is 

so successful, and we will want to keep doing game content.” 

Allen Chan, Executive Producer A-P. 2 

 

33. 

“Audience participation is very important, not only do they watch TV, but they can 

also play together. This is the reason how a variety TV program success and become 

long lasting. Another successful example is, “Who Wants to Be a Millionaire?”, 

audiences can guess the answer together with the guests, who will also being excited 

by watching the TV. Therefore, the interaction with audience leads to the succession 

of both variety TV show and game show.” 

LC Ho, Production Controller A-P.5 

 

 

34. 

“That’s what you said, consciousness is very important. They can sing together if 

there is no generation gap.” 

Shirley Cheng, Creative Director A-P.2 

  

A narrow living environment creates a strong bond between families. Family 

members will interact when there are games or singing parts when watching variety 

programs. The respondents agree that interaction between family members positively 

affects viewership of variety programs. Program content can also lead to interaction 

between sections of the program, making a positive impact on the program’s 

universality. 
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4.4.3 Findings about factor of Long term focus  

 

Table 7C 

 

 

 

4.4.3.1 Long-term Business Performance 

 

Long-term business performance refers to programs that are popular, have a 

production format that can be easily repeated, and that have an influence on the 

audiences’ daily lives. Ultimately, the purpose of producing a popular program is to 

have higher viewership and thus generate more advertising revenue and maximize 

business return. Long-term sustainability is crucial to ensuring that reproduction of 

the same format of program is easy and improves the return on investment. Moreover, 

it can ensure consistency on the production quality.  

 

35. 

“Just like the enthusiastic and warm atmosphere “Movie Buff Championship” brings 

to families. The program has enhanced the traditional games we play when we were 

little and by inviting celebrities and singers to join, it created a resonance with the 

audiences. We also realised that Chinese in other countries are fond of the program's 

style when we brought the program to other countries. It was just simple games they 

used to play when they were small but with a jolly atmosphere. The program has been 

able to have new, trendy elements by bringing new guests and games to its audiences 

for the 25 years of time it was on air.” 

Sherman Lee, Marketing Controller A-P 12 

36. 

“It has already been 25 years since 1996 when “Movie Buff Championship '' 

started.  In the games we designed, not only adults can beat children, but vice versa 

is also possible and can be played even with only 3 people. These simple games create 

family time and fun time at school. I think this is the reason why the program is such a 
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success. Furthermore, we keep thinking of new content and games and try to create 

games that are fun and creative, which people can play at school or parties.” 

Allen Chan, Executive Producer. A-P 5  

  

37. 

“Long Term Focus is very important when we are designing games. We always try to 

have season 2 after the first for the same program. Besides using the same resources, 

this is also very crucial when we are laying down the marketing plan. As advertisers 

will be more confident and are more willing to sponsor programs with good 

viewership.” 

KC Lee, Program Controller. A-P 8   

 

 38. 

“Long Term Focus for designing programs is very important. Because TV stations 

are a business organization and how to raise advertising income is a key point. If a 

program has sustainability, meaning there will be several seasons. The producers will 

then be able to reuse the existing resources, and the production costs will be less. The 

pressure on scheduling programs will also be reduced because there is no need to 

find a new program. From the advertisers’ point of view, they are more confident on 

putting resources on viewership guaranteed programs.” 

 

Barry Mork, Executive Producer. A-P6 

  

The respondents have indicated that sustainability is an absolute necessity when 

designing variety programs. Hong Kong has created so many successful variety 

programs that have sustainability, for example, Enjoy Yourself Tonight, Movie Buff 

Championship, and Be My Guest, which all gained great success commercially. Enjoy 

Yourself Tonight even achieved a world record as the longest variety program in TV 

program history. Therefore, it is very valuable to study how sustainability contributes 

to the success of Hong Kong variety programs. Moreover, it was learned from the 

respondents that sustainable long-term resources and a sustainable time are also two 

sustainability factors that are worth studying. 

 

4.4.3.2 Long-Term Resources 

  

When producing a variety program with long-term focus, the respondents pointed out 

that there are some sustainable long-term resources in Hong Kong as the reason why 

the success of variety programs are worth studying. The example chosen for this study 
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reflects how the history of the Hong Kong entertainment industry allows for variety 

programs with fruitful resources such as comedians, singers, songs, and MCs, which 

are all reasons for the success of Hong Kong variety programs. 

  

The golden age of the Hong Kong TV industry started in the 1970s, after the local 

entertainment industry was dominated by Cantonese movies previously. With the 

rapid development in the 1970s, many of the Hong Kong movie comedians had 

switched to the TV industry. TV stations had started courses to nurture lots of TV 

performance talent, with many excellent singers and songs from the singing contests 

in the 70s and the Hong Kong economic take-off. Hong Kong citizens therefore had 

more demand and desire for consumer goods, which encouraged the TV stations to 

promote products through advertisements. The increased advertising income allowed 

TV stations to have more financial resources to improve the sustainability of program 

production, which resulted in a rapid growth period of the Hong Kong TV industry. 

  

39. 

“The format of “Enjoy Yourself Tonight” is similar to Australian TV’s. Different 

popular aspects are gathered in one program, including skits, singing, comedy and 

social information, etc. And by inviting popular MCs, who are already famous 

Cantonese movie stars with a stable fan base. This helped the program to become 

very popular with the Hong Kong audience.” 

Barry Mork, Executive Producer, A-P 7 

 40. 

“People watched “Enjoy Yourself Tonight” for the celebrities. Many movie stars with 

a huge fan base had started performing in the show, this brought the fans to watch the 

program. Moreover, TV stations had started nurturing a new generation of actors and 

had a long-term plan of training talents. These factors allowed audiences to keep 

seeing new elements from the program and become an icon of variety programs.” 

Robert Chua EYT Founder.  A-P 5 

 

41. 

“ “Enjoy Yourself Tonight” was TVB’s iconic program. It had the best team of 

famous movie stars such as Leung Shing Po, Adam Cheng, Bowie Wu and Lydia 

Shum and well-known producers Robert Chua and Michael Hui. Also, the program 

kept training new celebrities and creating new contents and therefore constantly gain 

high viewership,” 

Nat Chan, Host A P 2 
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42. 

“The songs are the reason for “Cantopop at 50” to become successful. The program 

gathered all the best songs in Cantopop history, people will recognise the song with 

only the intro. Nowadays, it is hard to sing along with the new songs, but you will 

always remember the songs that grow with Hong Kongers, like the songs of Jacky 

Cheung, Leon Lai, Andy Lau, or even Leslie Cheung and Anita Mui. 

Together with this “music treasure box” and the live performance, it creates a 

resonance with the audiences. Therefore there is high viewership season after 

season.” 

LC Ho , Production Controller.  A-P 9  

  

43. 

“The most glorious time of Cantopop was from the 1970s to the 2000s, lots of classic 

hits and singers were born and people started using the word “Song of the Era”. It is 

not just a song, but a song that represents an era, with deep cultural meaning and 

most importantly, speaks to the audiences’ mind. Audiences become loyal supporters 

as they can listen to the classic hits they like from the program. Therefore, these 

sustainable long-term resources are vital aspects to the success of a program.” 

Shirley Cheng , Creative Director A-P 3 

 

In sum, the respondents agreed that the production of TV programs requires 

sustainable long-term resource investment, whether in financial resources, song 

library, or different scope of talents. Furthermore, TV programs require a sustainable 

theme that is popular and long lasting for the audience. 

 

4.4.3.3 A long-term focused sustainable Theme  

  

To secure and sustain the returns of the TV productions, every program should be 

treated like a long-term investment with sustainable financial resources. Thus, when 

deciding the program content and format, the production should be able to be 

replicated easily. Therefore, the selection of the program content and format is 

extremely critical during the program creation stage. 

  

Setting a sustainable theme is very important when developing a variety program with 

long-term focus. Movie Buff Championship, Enjoy Yourself Tonight, and Cantopop at 

50 are examples of successful themes that brought great commercial profit. Every TV 
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producer will follow the principle of market orientation and try their best to create a 

sustainable theme that can be a foundation of a variety program. 

 

44. 

“The original concept of “Movie Buff Championship” was to create a joyful game 

show that allows families to watch while playing the games during the family viewing 

time. After confirming the theme, the production team will start creating content and 

conduct research to identify audiences’ preferences on games and have learnt that 

Hong Kong audiences like action-oriented games more, for example, “Ping Pong Ball” 

and “Slipper Penalty Shootout”. As there are various kinds of action-oriented games 

on the list, we can spread the games across 100 episodes and invite different guests to 

join the program. This theme lasted the program for over 25 years. Therefore, it is 

necessary to choose a sustainable theme.” 

Allen Chan, Executive Producer. A-P 7 

 

45. 

“Building audiences’ habits is very important to the long-term success of a program. 

We have always scheduled “Movie Buff Championship” at 8:00 p.m. on Sundays, 

because the sustainability of games and new guests bring new elements to the 

audiences in every episode. Watching the program at 8:00 p.m. on Sunday became the 

audiences’ habit and eventually became first in viewership. 

KC Lee, Program Controller, A-P 9 

  

46. 

“Sustainability is crucial to a successful program and there must be sufficient content 

for the audiences. “Am I Healthy?” is a very good example.  Due to the aging 

population in Hong Kong, there is a great demand for health information. The 

production team creates content with the endless health information that matches 

audiences’ preference. The program has more than 4 seasons, therefore we can see 

that choosing the right sustainable theme is a big part for variety programs.” 

Lawrence Cheng, Host A-P 7 

 

There is no doubt that the respondents were positive about a sustainable theme being 

essential to the success of a variety program. Finding the right direction on this topic 

will allow the production company to have positive commercial results. TV producers 

will need to put more effort in this area to create a product with commercial value. 

Although sustainability is an important aspect to the success of a variety program, 

similar to the previous factors, i.e. fun, family, and information, the Hong Kong TV 
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industry is still being greatly impacted by the two situational factors, namely 

technological change and social-economic change, and causing a decline. 

 

4.4.4 Findings about factor of information  

 

 

Table 7D 

 

 

4.4.4.1 Acquire New Knowledge 

  

The reason for the audiences to watch a program is complex and not simply due to fun 

and leisure (Moller, Baumgartner, & Peter 2021). There are various types of variety 

programs, and they can provide different elements to satisfy audiences’ different 

needs. Informative programs is a type that fulfils audiences who are thriving for 

inspiration and personal growth. 

 

Knowledge acquisition in specific topics provide reasons for people to watch those 

serious and inspirational contents in order to acquire extra knowledge and skills for 

personal growth. There are a large number of people that treasure and search for 

inspirational, meaningful content to satisfy their needs of self-enrichment and 

personal growth (Greenhaus & Powell, 2006; Mikołajczyk, 2021). Besides fun, 

informative programs can provide strong and solid motivation to draw the audience’s 

attention. 

  

47. 

“I think it is important for audiences to find the program useful after watching. For 

example, informative programs may interact with audiences by asking them to guess 

and then revealed the answers. Audiences will be able gain new knowledge from the 

program and find it interesting. It is, therefore, very important for variety programs 

to bring new information and knowledge to audiences.” 
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Sherman Lee, Marketing Controller A-P 12. 

  

 

 

48. 

"The information programs that Hong Kong audiences love are mostly quiz game 

shows hosted by famous entertainers or guests, such as “Who Wants to Be a 

Millionaire?”, “Movie Buff Championship”. The answers from the guests often make 

the audience laugh and learn knowledge." 

Johnny Yau, Sales Controller A-P 9 

  

49. 

““Movie Buff Championship” brings out a lot of existing information. It provides 

some new information, which requires audiences and participants to think about it. 

For example, in the "Super Invincible Big TV" segment, the host Eric Tsang would 

ask questions in an interesting way, which can foster audience to learn new 

knowledge.” 

Allen Chan, Executive Producer A-P.5 

  

The interviewed experts pointed out that people consume television not only as a form 

of pressure relief after a long day of work and school, but they also want to acquire 

additional and new knowledge. 

 

The respondents also reflected that those two sub-factors can be sorted out as 

antecedents to market orientation in the Hong Kong TV industry. Information variety 

programs in different themes and social information are the two sub-factors. 

  

4.4.4.2 Information in Different Themes 

  

How to properly integrate information and entertainment into variety shows has 

always been the goal of TV programmers. To divide information into different 

programs, add appropriate entertainment, and turn it into a high-rated variety show 

has always been the biggest challenge for TV programmers in Hong Kong. 

  

Informative variety programs hold a very crucial place in the Hong Kong TV industry, 

especially thematic programs. Many classic information programs have excellent 

viewership. For example, Cantopop at 50 in the music category, Am I healthy? in the 

health information category, and Splendid Motherland in the Chinese history category. 
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The respondents all agreed that informative programs are one of the characteristics in 

the Hong Kong TV industry that is indispensable. 

 

 

 

50. 

"When we design variety shows, we will add appropriate information according to the 

type of the program. Due to the high growth of the adult population in Hong Kong, 

the demand for health knowledge has greatly increased, so the program "Am I 

healthy?" appeared in the market." 

Barry Mork, Executive Producer.  A-P 8  

 

51. 

““Movie Buff Championship” brings out a lot of existing information. It provides 

some new information, which requires audiences and participants to think about it. 

For example, in the "Super Invincible Big TV" segment, the host Eric Tsang asked 

questions in an interesting way, which can foster audience to learn new knowledge.” 

Allen Chan, Executive Producer A-P.4 

 

54. 

“With the aging population in Hong Kong, the demand for health knowledge 

increases, so health information programs have high ratings. There are also many 

advertisements on the health products which bring new health information to the 

audiences.” 

Lawrence Cheng, Host A-P 3 

 

52. 

"Entertainment information programs are very important. “Enjoy Yourself Tonight” 

had several items that are particularly popular with audiences, such as “Eye Thorn”, 

“Street Sweeping”, which allow audiences to complain about social injustices and 

help citizens to relive dissatisfaction.” 

Robert Chua A- P. 3 

  

In addition to quiz game shows, respondents consistently pointed out that variety 

shows on health information and music information are very popular among Hong 

Kong audiences. Different themes of informative programs always hit the TV market 

and get higher ratings on Hong Kong TV Channels. 
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4.4.4.3 Social Information 

  

In addition to providing different types of information screens for viewers to choose 

from, Hong Kong variety shows also provide a platform for government and 

non-official organizations to distribute timely official information, social services, 

charity fundraising, and different types of community activities. 

 

Using the audiences’ favorite actors, celebrities, and singers to produce different 

variety shows brings various entertainment performances and effectively integrates 

social information into the shows and brings them to family audiences. These variety 

shows also have high ratings. 

  

53. 

“The variety shows produced by TVB over the years, such as “Tung Wah Charity 

Show”, “Gala Spectacular”, and “Enjoy Yourself Tonight's special fund-raising 

program”, have been supported by many celebrities, and have achieved high ratings. 

They also provide various types of information and community services to audiences 

from all walks of life.” 

 LC Ho, Production Controller A-P 5  

 

54. 

“The Hong Kong government did sometimes use "Enjoy Yourself Tonight" to promote 

and publicize official information, and through variety programs, it uses the 

information and entertainment features of " Enjoy Yourself Tonight" for some 

national activities implemented by the government, such as the “Keep Hong Kong 

Clean” and the “Sport For All Day”, to promote it to all TV viewers in Hong Kong.” 

 Robert Chau, EYT Founder A-P 4 

  

In addition to distributing official information, variety shows also serve as a bridge 

between citizens and government agencies. Family viewers who are dissatisfied with 

the home environment, people's livelihood, and social status can lodge complaints 

through TV programs, providing citizens with a channel to relieve their emotions. It 

also achieves very high ratings. 

  

TV workers always know how to make a satirical variety show to attract TV 

audiences, express the audiences’ voice and information through the production of 

program content, and strive for the audience's recognition, so they have created many 

classic TV characters and brought high ratings over the years. 
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55. 

“Hong Kong's variety shows have featured classic characters in different eras, such 

as Uncle Maw in “The Hui Brothers Show,”, Sweeping Mao in “Enjoy Yourself 

Tonight”, Miss 701, Country bumpkin and the head and hosts of the “Movie Buff 

Championship”. These classic characters represent the voice of the citizens and will 

always be remembered in the hearts of the audience.” 

Shirley Cheng A- P. 4 

  

56. 

"The satirical session design of Enjoy Yourself Tonight is very successful. In addition 

to bringing out the voices of the public, the show is also very popular with the 

audience." 

KC Lee A- P 6 

  

The respondents all agreed that satirical content, government information, and content 

helping society are all viewership guaranteed content and are vital aspects of 

marketing orientation. In the period of 1970–2010, Hong Kong’s thematic informative 

programs consistently achieved excellent results and viewership. But it was still 

greatly impacted by technology development, and the respondents have shared their 

insights. 

 

4.4.5 Findings about factor of positive elements  

 

 

Table 7E 

 

 

4.4.5.1 Positive Emotional Contents 

Programs with positive value and positive emotional content induce a positive mood 

among audiences. Positive mood then enhances people’s prosocial behavior. When 

audiences have a positive mood, they are more likely to develop a positive attitude 
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toward the TV program and share their word-of-mouth and viewing experiences with 

their friends (Wu, Tipgomut, Chung, & Chu, 2020). This, in turn, increases the 

awareness of the program and attracts more people to watch the program. Therefore, 

the viewership of the program will be increased. 

In view of the knowledge void in the extant research for the effect of positive stimuli 

TV content, similar to ‘informative’, the possibility of finding a positive correlation 

between ‘positive stimuli’ and the popularity of the TV variety programs in Hong 

Kong is high. The interviewed experts shared different aspects in their experience on 

this factor. 

  

57. 

“We always try to be as family-friendly as possible, as simple and positive as possible 

when designing programs.” 

KC Lee, Program Controller A- P 5 

  

58. 

“We hope to bring positivity to the audiences when designing the programs. 

Sometimes, little things will cause bad mood. By producing positive programs can 

enlighten the audiences’ mood, spreading positivity will help seeing things from a 

different perspective. Our ultimate goal is to bring joy to audiences.” 

Allen Chan, Executive Producer A-P 4 

  

59. 

“Hong Kong families main entertainment is watching TV and I value the positivity of 

the program a lot. Inserting positive information when designing helps foster the 

program’s good image   and a constant viewership from audiences.” 

Lawrence Cheng , Host A- P 3 

  

The respondents pointed out that when designing programs, they paid a lot of 

attention on inserting positive elements into the programs. Because audiences are 

happy with the optimistic and positive energy, which can steady the inertia oof 

viewership, producers value a program’s positivity a great deal. Other than the 

positive element itself, the respondents also pointed out that the government broadcast 

policy of family viewing time can consolidate viewership. 

  

4.4.5.2 Whole Family Viewing 
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With the Hong Kong government’s policy of family viewing time from 4 p.m. to 8 

p.m. every day, Hong Kong TV stations must create family-friendly programs. 

  

Most TV viewing is done at home and usually with the whole family together, 

especially during prime time. In both eastern and western societies, positive TV 

programs are considered more suitable for children in the family than programs with 

negative content. Therefore, programs with positive content are more likely to be 

viewed by the whole family at home, which will lead to higher ratings. 

  

60. 

“One of the Government policies is the family viewing time, from 4 p.m. to 8 p.m., 

which is quite long. I think TVB has never abandoned this position and has always 

produced positive programs.” 

KC Lee, Program Controller A-P4 

 

61. 

“We used to have a program called “Happy Family”. We hoped audiences could 

gather around and watch TV together during dinner and relax during that one-hour 

time.” 

LC Ho , Production Controller A-P6 

 

62. 

“TVB has stood strong on family viewing time for all these years. For example, 

“Come Home Love” is a sitcom designed for family viewing time, “Movie Buff 

Championship” was also scheduled on 8 p.m. to 8:30 p.m. Because the household 

living area are generally small in Hong Kong, and with the limitation of family 

viewing time, family-friendly and positive energy are always the priority elements 

when producing programs for us, and it is also viewership guaranteed.” 

Barry Mok, Executive Producer. A-P 3 

  

The respondents agreed that it has been Hong Kong producers’ code for many years 

to produce positive, family-friendly programs for the family viewing time. Due to 

characteristics such as the Hong Kong government’s broadcast policy or the living 

environment, drawing up the family viewing time is a guarantee to viewership. 
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Table 8: Correlation to fall of Variety TV Program between the 5 Antecedents and two 

Situational factors to Market Orientation 

 

Table 8A: FUN FACTORS 

 

 
 

4.5.1 Situational factors to Fun Factors 

 

The success of Hong Kong's television industry, especially in the development of 

variety shows is very dependent on the fun factor, and TV workers also understand 

that this element constitutes the market orientation to strive for the highest TV ratings. 

The most successful variety shows in Hong Kong, from the earliest Enjoy Yourself 

Tonight, The Hui Brothers Show, Splendid Motherland, Twinkle, Twinkle Lucky Star, 

Movie Buff Championship, and Beautiful Cooking Series, etc., are all based on the 

theme of fun, and their TV ratings were very successful. 

  

The golden age of Hong Kong’s variety TV shows was from 1970 to 2010, but since 

2010, variety TV shows with fun elements have begun to decline. Hong Kong’s 

leading advantage in the Greater China region was gradually caught up to by other 

regions. The reasons for the respondents' opinions can be divided into two factors, 

technological innovation and social economic transformation, for in-depth discussion. 
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4.5.1.1 Technological Change of Fun 

  

With the enhancement of technology, the content of laughter that TV audiences can 

obtain from different media has changed to a great extent. In the past, TV audiences 

have mainly watched laughter content from variety TV programs, but with the 

popularization of the Internet and the development of different online new media, 

viewers can instantly see a huge amount of laughter content on different platforms, 

such as cable TV, YouTube, Facebook, websites, Google search, etc. The content is 

divided into categories, the choices are very diverse, and the viewing time and place 

are not limited. Compared with traditional TV, it has the characteristics of timed 

broadcast, which has a higher comparative advantage. 

 

In addition, because the Internet is connected to the world, Hong Kong TV viewers 

can easily watch other fun content from all over the world. The extensive choices 

given due to geographical expansion are much better than the previous TV programs 

with laughter content that were only broadcast on Hong Kong TV station on a regular 

basis. 

 

63.  

"The current viewing behavior has changed a lot. Today's TV is not a traditional TV. 

It is a Monitor, especially a Smart TV. When you press it, you don't necessarily go to 

a TV station. The next TV station was ranked first. It's so important, you hook it up as 

soon as you open it, you have to watch the laughter content, there are different TV 

stations and Apps in the world than you can choose." 

Stephen Chan, General Manager. 

A-P 12 

  

 64. 

“I have creativity, I have ideas, I want to talk jokes. Those contents only required 

lessthan 9 minutes, and there are no restrictions on time. Those ideas could be 

uploaded on Instagram, Facebook, TikTok, Google and YouTube. These platform are 

free in charge, which allows younger to do what they like.” 

Sherman Lee A-P 5 

 

65. 

There are a lot of entertainment media appearing now. For comedy content, you can 

watch Tiktok, Instagram, and Youtube. People like watching different information, but 

not watching TV. Moreover, there used to be only one TV station, but now there are 
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many. In fact, this phenomenon is not only in Hong Kong, but also in other places, 

which are all affected by this. 

LC Ho A- P 12 

  

Three professionals shared the same view and agreed that technological innovation 

has had a great influence on the decline of traditional variety shows, including 

programs with laughter content. In the face of different competitors around the world, 

it is necessary to strengthen the technological strength of the TV station itself to 

compete with the market. 

 

4.5.1.2 Social Economic Change of Fun 

 

Changes in social and economic structure also have varying degrees of influence on 

the factor of fun.  

 

Firstly, the number of family members per family in Hong Kong has reduced from big 

families to less than four in a family. Because there are fewer opportunities for the 

family to watch TV together, the contagion of common laughter is less. 

 

Secondly, in the past, because the audience's absorption of laughter content mainly 

came from TV, with the emergence of a large number of new media, the audience's 

requirements for laughter are relatively simple, and the previous methods of attracting 

laughter with entertainers' physical actions or abusive games can no longer be 

satisfied.  

 

Thirdly, TV stations need more talent on the stage and behind the scenes to create 

more high-quality comedy content, but TV stations have been suffering from a serious 

loss of talent in the past decade. Further, many outstanding comedy producers have 

transferred to the film industry, resulting in a lack of sufficient production resources 

for Hong Kong variety TV programs, including front and back talent to create 

excellent laughter content. In the end, Hong Kong variety show TV programs are 

arranged to have fewer shows with live audiences. The appeal of the live audience to 

the variety show is very important, because the audience can feel the laughter of the 

audience through the TV camp light curtain, and they will naturally feel the joy that 

attracts home TV viewers to enjoy TV programs, thereby increasing the ratings of TV 

programs. 

 

66. 
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“The change in the family structure is one of the factors. It is not a big family now, 

the average family size is less than three, and they rarely watch TV together. Comedy 

shows are so interesting. They will automatically laugh together, so they are very 

susceptible to infection, and the whole family will watch together, the atmosphere is 

much worse.” 

Stephen Chan A - P 10 

 

 

  

 67. 

“Variety shows require a large number of production talents. In the past, they all 

concentrated on one show, and the show became richer, creating an endless stream of 

laughter content. Now most screenwriters and directors have left the TV industry and 

turned to the film industry.” 

Sherman Lee A-P 7 

  

68. 

“This program was broadcast from the beginning until the occurrence of social 

events, and it lost the live audience. The live audience is a very important factor in a 

variety show, because there are live audiences, and the happy atmosphere that the 

audience infects in the present arena, whether it is a comedy, a music show or a game 

show, will directly transmit the atmosphere through the screen to the family audience. 

Now There is a lack of programs with many existing audiences, and the joyful 

atmosphere of the program has lost a lot of color, which also directly affects the 

ratings of the program.” 

Shirley ChengA -P 4 

  

The above interviewees all pointed out that changes in the social and economic 

environment will affect the impact of variety TV programs on program yield and 

market orientation, leading to the decline of Hong Kong variety TV programs. The 

topic of personnel training and strengthening of audience participation adding 

laughter content is very interesting. 
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Table 8B: FAMILY FACTORS 

 

 

 

 

4.5.2 Situational factors in Family Factors 

  

Traditional big families and living environments in Hong Kong also benefit the 

development of variety programs. Between 1970–2010, a lot of popular and 

all-age-friendly variety programs were produced with very high viewership. Based on 

the principle of market orientation, Hong Kong TV producers will always consider 

producing variety programs that are family-friendly and strive for higher viewership. 

But with the change of technology and social economic environment, the impact of 

the family factor as a market orientation aspect is weakened. This also causes 

immediate effects in the development of Hong Kong variety programs, with a 

constantly decreasing audience and viewership size, which ultimately affects the TV 

station’s advertising income. It is very important to explore the effects of the change 

of the family factor on the development of variety programs. Respondents generally 

agreed that technology and social economic changes are correlated with the change of 

Hong Kong family structure. 

  

4.5.2.1 Technological Change in Family Factors 

  

Since the year 2000, the popularization of the Internet has caused evolutionary 

changes to the global entertainment information, and the role of television media as 

the sole public entertainment has greatly changed. Rapid technology development has 

also derived different entertainment tools and platforms. There is much less time and 

opportunity for families to watch TV variety programs together. The study 
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respondents, who are all experienced workers in the industry, held the same views on 

the impact of the family factor on the decline of Hong Kong variety programs. The 

opinions from the respondents are substantial to the relationship between 

technological changes and the future development of the Hong Kong TV industry. 

 

69. 

“With the rapid development of the Internet from 2000 and the birth of new media, 

people have many more options on what to watch. The impact to Hong Kong variety 

programs has been especially severe in the past ten years as people get to watch 

Mainland China’s variety programs online. This does not mean Hong Kong variety 

programs are in bad quality, but when compare to the resources advantages for 

China variety programs, Hong Kong’s competitiveness on viewership will be much 

lower.” 

LC Ho, Production Controller A-P 3 

 

70. 

“The main reason will be the change in family environment and structure. Families 

used to watch TV together, but with technology development, there are different tools 

and ways of watching TV And without time restriction, people can watch whatever 

and whenever they want. Nowadays, even if I have missed a variety program, I can 

still watch it online after a week. Also, TV stations have provided different platforms 

for audiences to re-watch the programs. Technology development also allows new 

media to provide a wide range of variety programs for audiences with different 

interests to choose from. These are also the factors that hugely affect viewership.” 

Johnny Yau, Sales Controller A-P 10 

 

71. 

“Many traditional TV variety program audiences have switched to using new media. I 

think starting from the Internet development in 2000, new media has a variety of 

platforms, such as Youtube, Facebook or Smart TV. Contents in these platforms are 

not limited to traditional TV contents. Due to changes in family factors and time 

constrain, people might spend more time on video games instead of watching TV 

together. With many more options nowadays, such as products of video games, 

families may not watch TV together and that affects the viewership.” 

KC Lee, Program Controller A-P 10 

 

72. 
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“Technology development has provided people with options on the tools of watching 

variety programs and may have therefore changed their interests. And with different 

online platforms, we can now watch programs whenever suits us. I think this causes 

the biggest damage to viewership. It is very rare now for people to be able to sit 

around and watch TV together.” 

LC Ho , Production Controller, A-P 10 

  

The respondents all agreed that the decline of Hong Kong TV variety programs is 

affected by technology change. The family-led viewing habits in the past have been 

gradually eroded by new media. Since the causality is known, it will be an important 

chapter of whether Hong Kong producers will be able to take advantage of combining 

traditional and new media with the foundation of the family factor and market 

orientation and draw a new conclusion. 

 

4.5.2.2 Social Economic Change to Family 

  

Other than technological changes, social economic changes also have a direct impact 

on Hong Kong families’ structure, lifestyle, and TV viewing habits. For example, the 

change in family structure to smaller sized-families, as well as long working house 

and commute times for many people, reduces opportunities for family members to 

watch TV together. It is worth discussing how the family factor becomes the push 

factor of the declining Hong Kong variety programs in market orientation approach. 

Interviewing experienced workers in the industry is a direct and effective way of 

doing so, as their views are worth looking into. 

  

73. 

“Family factor is a crucial factor. People in the old days were used to go to bed after 

watching EYT “Enjoy Yourself Tonight” as it was part of their lifestyle. But 

nowadays, people finish off work very late and with a long commute hour, it is very 

rare for a family to have dinner and watch TV together. Furthermore, family members 

having different routine also makes it hard for families to watch variety programs 

together, causing a decrease in the general viewership.” 

LC Ho, Production Controller A-P 9 

  

74. 

“Change in family structure is one of the factors. Family sizes are rather smaller now, 

generally within three people. In my opinion, I do not think family members nowadays 

will watch TV together. People are usually watching things they prefer on gadgets 
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even if they are home at the same time. This therefore affects the viewership of 

general TV programs, as well as variety programs’.” 

Stephen Chan, General Manager A-P 10 

  

 75. 

“As the young generation has different family value, the norm of 4-people family is 

gone. According to statistics, it shows that in it takes around 4 million HKD to raise a 

child in Hong Kong. New generation couples will rather be getting a pet than having 

children for much less financial burden and responsibility and therefore, creates 

many two-people family. This phenomenon does not only lessen people watching TV 

as a family, but also directly affects the viewership of variety programs.” 

Barry Mork, Executive Producer A-P 4  

 

76. 

“In recent years, even when it is typhoon day or during the pandemic, we still will not 

have 30 points of viewership. As younger generations prefer to watch different 

content with their smart phones or computers or play video game. Even parents will 

have different choice of content to watch. With much less time for families to watch 

TV together, causing a constant decrease in viewership of variety programs.” 

KC Lee, Program Controller. A-P 9 

  

The respondents in this study pointed out that the social economic factor has greatly 

affected the time families spend watching variety programs. Also, a decrease in 

family size, different family values, different lifestyle routine, and a wealthier society 

are all factors that affect the time a family spends watching TV together. Future 

producers should be aware that social economic changes in the family factor are 

largely related to the decline of variety programs. 

 

 

Table 8C: LONG-TERM FOCUS FACTORS 
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4.5.3.1 Technological Change in long-term focus  

  

Hong Kong TV audiences have always watched variety programs according to TV 

stations’ schedule. Normally, there is a new episode every day or once a week. But 

technological changes and the rise of the Internet has changed the global 

entertainment information in the way audiences take in infotainment. Advanced 

technology has been derived from different entertainment platforms and tools, and 

on-demanding playback is very common. The sustainability of a program has also 

changed the way audiences watch. According to their experience, the respondents 

pointed out and agreed that technology changes have changed the long-term focus of 

Hong Kong informative variety programs. The previous advantages are being 

threatened and are causing the decline of Hong Kong variety programs. 

  

77. 

“Nowadays, there are more options on watching tools and people have different 

preferences. We get to watch whatever and whenever we want. This is the biggest hit 

to TV viewership and the variety program view rate.” 

LC Ho, Producers Controller.  A-P 10 

  

78. 

“I think the development of technology has made it convenient for a lot of people to 

watch TV and variety programs around the globe. And most importantly, there is no 

time restriction. It allows you to watch it in the office, e.g. the white-collar ladies, they 

can watch during lunch break period. But watching through smartphones or tablets 

does not count as viewership.” 

Barry Mork.  Executive Producer. A-P9 

  

79. 



82  

“It is the fact that many audiences have switched to new media. New media has many 

different platforms, such as YouTube, Facebook and Twitter, which do not only play 

TV content and have no time and location restrictions. Also, I think as there is limited 

time but unlimited content for the audiences, they can choose to watch many episodes 

at one time. This breaks the TV station’s practice of counting view rate per episode 

and the strategic arrangement on sustainability cannot be used anymore. Many 

popular programs were discontinued due to this change.” 

KC Lee, Programs Controller.  A-P 11 

 

 

 80. 

“Nowadays, TV production programs are not the only option of transmitting 

information to audiences. A big part of traditional TV media is being replaced by the 

Internet. Almost everyone has a smartphone and a tablet, showing the extensiveness 

and popularity of new media. Moreover, the young generation is very creative, online 

contents do not require sustainability and have no time requirement. Platforms such 

as, Instagram, Facebook, TikTok, Google and YouTube provide a free way to compete 

with traditional TV and result in decline of TV variety program and the whole TV 

industry.” 

Sherman Lee, Marketing Controller.  A-P 5 

  

The respondents stated that technology development has changed the way audiences 

view programs, especially when new media allows them to watch without time and 

location restrictions and therefore acts in direct competition with traditional TV 

programs. Furthermore, with the change in social-economic environment, the 

importance of market orientation being TV program sustainability is decreased. This 

also directly affects the inertia ratings of variety programs and contributes to the 

decline of the TV industry. 

 

4.5.3.2 Social Economic Change in long-term focus 

  

Other than technological innovation, traditional Hong Kong TV production is also 

changed by social-economic changes. The Hong Kong TV industry used to rely on the 

advantage of market dominance in the Greater China area, but is being caught up by 

other Asia countries, such as Mainland China, Korea, Taiwan, and Japan. Fierce 

competition and Hong Kong families’ structural changes have caused a big difference 

in how variety programs use sustainability as a successful market orientation factor. 
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Interviewing senior TV industry workers is the most direct and efficient way to study 

their valued opinion. 

 

81. 

“While the Hong Kong audience is shrinking, the TV industry in the Great China area 

is rising, especially in Mainland China. Due to rapid economic growth, the consumer 

market soars, necessities demand a lot of advertising marketing. Under this snowball 

effect, the Mainland China variety programs developed rapidly. When compared to 

the small local market in Hong Kong, Mainland China variety programs have 

sufficient resources and high quality, therefore, many Hong Kong audiences have 

switched to watching Mainland variety programs. Having such intense competition, 

the pattern of having season after season for Hong Kong TV programs does not work 

anymore. TV producers are forced to be challenged  by the market.” 

Lawrence Cheng A- P2 

 

82. 

“With the birth of new media, people have more opinions on what to watch. 

Especially with the rise of China variety programs in the past ten years, it has done a 

huge damage to Hong Kong variety programs. It does not mean Hong Kong ones are 

of bad quality, but in terms of the amount of resoucres. In China, they use over twenty 

cameras for one program, but Hong Kong only uses four to five. It is non-comparable 

when it comes to the local market size, this greatly reduces Hong Kong variety 

programs’ competitiveness and also influences TV producers on how to plan 

sustainable marketing strategies.” 

LC Ho, Production Controller A-P 3 

  

83. 

“Change in Social Economic Environment will affect the TV program 

Sustainability.  Family sizes are rather smaller now, generally within three people. In 

my opinion, I do not think family members nowadays will watch TV together. People 

are usually watching things they prefer on gadgets even if they are home at the same 

time. This therefore affects the viewership of general TV programs, as well as the 

sustainability of TV variety programs’.” 

Stephen Chan, General Manager A-P 10 

  

The respondents indicated that social-economic changes affect TV producers on the 

importance of sustainability to variety programs. The TV industry development in 

other Asian countries has brought new challenges to Hong Kong TV industry; 
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changes in lifestyle between family members and a wealthier society also affect the 

chances for family members to watch TV together. These factors are making 

sustainability in TV programs more difficult and confusing to producers. The 

influence of social-economic changes is directly related to the decline of variety 

programs and is also what future TV producers need to be aware of. 

 

 

 

 

 

 

Table 8D: INFORMATION FACTORS 

 

 

 

4.5.4.1 Technological change in Information 

  

The global entertainment industry has been changed by technology innovation and the 

development of the Internet. People who used to treat TV as their sole method of 

entertainment have changed how they obtain information, as technology has derived 

many new entertainment platforms and tools. Based on their experience, the 

respondents pointed out their views on what technology innovation has to do with the 

decline of Hong Kong informative programs. 

  

 

84. 

“Technology has changed the way on how people obtain entertainment information. 

For example, you might only get to listen to a song you like on the TV once only, but 

with the data base on the Internet or the social media you will be able to access to 
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other songs and is not limited to only one time. Technology innovation allows 

audiences to have more options, and this is a big downside for TV variety programs 

and affect its viewership.” 

Shirley Cheng, Creative Director A-P 15 

 

85. 

“Interest in information is very personal, some may like health related programs, and 

some may like music programs. Unlike TV, new media is not constrained by 

timetables. People can watch whenever they want. Moreover, new media can be 

watched through different tools, people do not have to share the TV anymore. Some 

platforms even have “Push Function”, allowing you to receive information that you 

are interested in, which is something traditional TV lacks. This change in the ecology 

of the industry is a big blow to variety programs.” 

Stephen Chan, General Manager A-P9 

 

86. 

“With technology innovation, there are better and newer options, causing tradition 

TV audiences have different request on information. For example, we were very 

satisfied with watching Hong Kong football through TV broadcast in the old days. But 

with the raise of new media, including pay television programme service, we are now 

able to watch football from different countries, and even the World Cup. And then you 

will realise the quality difference between Hong Kong football and other countries’. 

With advanced technology, people have broadened their horizons and are less 

satisfied with the way traditional TV provide information, which directly affect 

viewership of variety programs.” 

Sherman Lee, Marketing Controller A-P 6 

 

87. 

“Technology innovation allows tools of watching TV to be more diversify. There used 

to be only one television, but people can now choose to watch TV programmes from 

smart phones or tablets or computer, etc. Family members get to choose programs 

they like to watch, for example, elderlies like health information, the younger ones 

like travel and sports information and mothers like cooking programs. And this 

freedom has impacted on the viewership of traditional TV programs.” 

LC Ho, Production Controller A-P 10 

  

The respondents believed that the development of technology has changed how the 

audiences of traditional TV programs gain information. The advantages of 
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diversifying choices, the push function, and not being limited to time are obvious 

advantages of new media. These new competitors have had a great impact on variety 

program viewership and have contributed to the decline of Hong Kong variety 

programs. 

 

 

 

 

 

 

 

 

Table 8E: POSITIVE FACTORS 
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Table 9 

  

 Case Study 1: Enjoy Yourself Tonight (EYT) 

 
Rise Fall 

Fun factor •       As an early TV variety show, 

there were not many comedy shows 

in 1960. General audience felt fresh 

to this kind of TV show. The 

humorous dialogue and the punch 

line setup of the story make it 

interesting for the audience. 

Since most of the early 

EYTs were transferred from 

film actors to the TV circle, 

including outstanding 

comedy characters, such as 

MBE, Lydia Sum, and 

Natalis Chan, the lack of 

actors led to the decline of 

comedy appeal in the show. 

•       The real reaction of live 

audience can become part of the 

interesting elements of the program. 

Audiences have fun when they see 

the reaction of the live audience on 

TV. Audiences were infected by the 

cheerful atmosphere from the live 

audience. It makes the program more 

funny and successful. 

 

Lack of behind-the-scenes 

talent to write great comedy. 

•        Live audience has fun when 

they get prizes or souvenir. In 

addition to watching the show, the 

live audience can also participate in 

the lucky draw in person. Audience 

looking forward to winning. They 

will be delighted if they have won a 

prize. The lottery section added 

interest to the program. 

 

 

    

Family factor •        Different program segments 

draw different audiences. Enjoy 

Yourself Tonight has various types of 

sessions, such as short comedy, 

music, games, skits. There is 

TV station provides 

different formats of 

programs to serve different 

age groups. 
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everything suitable for all ages, 

young and old. 

 

•       The show has created 

mini-games. Audiences play the 

games with family members at home, 

which increase connections among 

family members. The games are 

suitable for all ages. For example, 

Happy Cards are easy to learn and 

only need simple props. Mini games 

make the show more popular with 

family audiences. 

Family size breakdown to 

small family after the 

1990’s. 

 Improvement of 

household environment, 

different members using 

different devices for 

entertainment. 

Positive factor •        The hosts and guests 

released positive energy through the 

show and brought joy to the 

audience. The program is broadcast 

in the evening hours, suitable for 

adults to watch the program after a 

long day of work. Spend the evening 

time easily, and eliminate the fatigue 

of life or work. 

 

Because this show is a 

combination of different 

projects, some of which are 

very ridiculous, and some 

projects have negative 

messages and are 

complained by the audience. 

 

•       Enjoy Yourself Tonight often 

focuses on charity fundraising, such 

as the “Tung Wah Charity Show", 

which praises good people and deeds 

in society and reflects social values, 

such as the spirit of Lion Rock, 

which represents Hong Kong people 

standing with each other. 
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Informative factor •        Audience receives new 

information from the quiz game. The 

quiz game involves different areas of 

knowledge, and the audience receives 

information in a fun way. 

 

Due to the appearance of 

other programs, such as 

news albums or urban 

pursuits, the role of EYT in 

providing social information 

is relatively less important. 

•        Obtain government 

information from inside program. 

Since “Enjoy Yourself Tonight” has 

great influence in the society, the 

government likes to use EYT as a 

platform to deliver positive health 

messages by soft means, such as the 

opening of the Cross-Harbour 

Tunnel, Po Leung Kuk fundraising, 

cleaning up Hong Kong, fighting 

crime, anti-drug abuse, etc. 

 

  

Long-term focus factor •         Make a history of forever 

long lasting variety TV program. EYT 

is the longest-running variety show in 

Hong Kong and also in the world. It 

has been included in the world record 

and has broadcast 6,613 episodes for 

more than 27 years. 

 

Over time, different 

content of EYT was split into 

different shows, so the 

attractiveness of the show 

continued to decline, and it 

was finally stopped 

production. 

•         No fix segments can 

generate different new audiences. 

The program content and format are 

diversified, which can attract 

different audiences. In the early days, 

there were interesting dramas, music, 

and games, and later added, short 

dramas, current affairs programs, 

historical series. Different sections 

meet the needs of different audience 

preferences. Continue to bring 

freshness to the audience and 

EYT lost many 

outstanding 

behind-the-scenes staff, 

affecting the quality of the 

production of the show. 
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maintain program viewing. 

 

•         Well-produced segments 

are transformed into independent 

programs and continues to develop in 

different forms 

 

  

 Case Study 2: Cantopop At 50 

 
Rise Fall 

Fun factor •        Live audiences have 

enjoyment of live performance from 

singers. Now there are fewer 

opportunities to hear the golden 

oldies of the past. Cantopop At 50 

provides a platform for audiences to 

enjoy live performances and relive 

the golden oldies. 

 

Young audiences 

gradually feel that the 

program format is 

standardized, mainly singing 

nostalgic golden songs, and 

lacking entertainment. 

•        Audiences can sing along at 

home with good memories of the 

golden oldies. Audience can relive 

and listen to music without leaving 

home as long as they turn on the TV. 

 

Due to changes in the 

social structure, the happy 

time of chorus songs is 

relatively reduced when the 

family is watching TV. 

    

    

Family factor •        Parents can sing along with 

the kids at home. Parents and 

children watch programs together to 

increase parent-child communication. 

Parents share their good memories of 

golden oldies with children, increase 

parent-child connection, and spend a 

good parent-child time. 

 

Decrease of young 

audience as they have their 

own interest and taste of the 

song. 
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•        Live audiences come 

together with family members to 

enjoy the show. Live performance 

becomes a family activity to increase 

conversation and connection among 

family members. 

Teenagers use new ways 

of handles to listen music; 

they prefer using social 

media to choose their 

favorites. 

   

Positive factor •        The host, Nancy Sit, set a 

good example of positive to elderly. 

Nancy Sit was 71 years old when 

filming the final season of Cantopop 

At 50, she set an example for the 

elderly that they can still work and 

bring happiness to the others. Nancy 

often gave audience a happy image in 

front of TV, set a good example of 

positive to elderly 

 

Music programs usually 

do not involve action and 

story content, and this part 

has less impact. 

  

Information factor •        Learn the history of HK 

music scene. Different singers 

perform golden oldies of the past. Let 

audience to know the golden songs 

and singers of different eras. 

 

Nostalgic music history is 

not to every audience, 

especially younger 

audiences. 

•        Origin of the golden oldies. 

The host interviewed the singer after 

the performance. Singer introduced 

the story behind the song.  Let 

audience have a deeper 

understanding of the golden oldies. 

 

The history of music in 

Hong Kong is always limited 

to fifty years, so a lot of 

information has been quoted. 

Long-term focus factor •         A huge golden oldies 

library can last for many series. 

There are countless golden oldies that 

can be sung on the show, enough to 

produce many series. 

 

Because it mainly focuses 

on the nostalgic golden 

songs of the 70s and 90s, the 

number of them decreases 

over time, and the 

attractiveness of the program 
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decreases, resulting in a 

weakening of its 

sustainability. 

•         Hong Kong music industry 

produces a lot of famous and hit 

singers. There are countless local 

singers, old and new, enough to make 

multiple series. Many famous singers 

start their career from TVB, the 

program can invite them back to the 

place. 

Attracting singers, young 

singers cannot attract loyal 

fans of the show because 

they are not available. 

  

 

  

 Case Study 3: Movie Buff Championship 

 
Rise Fall 

Fun factor •        Create many success games 

of Hong Kong TV industry. 

Audiences have enjoyment when the 

guests lose from the game. For 

example, they have to eat wasabi 

sushi as a punishment. Audiences 

have fun when the guests have to 

accept punishment. 

Need to develop new 

games, lack of enough new 

games leads to lack of 

attraction. 

•        Live audience laugh 

together create great advantages. The 

reactions of live audience become 

part of the program. The reaction and 

sound of laughing infect audience 

through TV, which give great 

advantages to the program. 

The funny image of the 

host "Eric Tsang" is deeply 

rooted in the hearts of the 

people and is difficult to 

replace, but his work was 

very frequent at the time, 

because he had other jobs 

and the production of the 

show had to be stopped. 

•        Different styling of hosts 

makes funny scenes. Hosts have 

different theme for each episode, 

which makes the picture more 
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interesting and the program more 

watchable. 

 

•        Super prizes for the guest. 

Guests compete for prizes. The 

process of playing games adds 

excitement to the program. 

 

  

 

 

 

 

Family factor •        The kids have fun through 

the game segment. Movie Buff 

Championship is suitable for all ages. 

Kids like games. They have fun when 

the guests perform ridiculously. 

 

Shortage of new games 

will lose attraction to family 

members. 

•        Play the game at home 

among family members. Increase the 

bond between family members by 

playing games appeared on the show. 

The games are easy to learn, which 

suitable for all ages. For example, the 

big TV. 

 

Chance of all family 

members join to watch TV 

decline in recent years. 

•        Home size in Hong Kong is 

limited. All family members share 

the same TV. They get common topic 

by watching the same program. 

Increase family connection and 

interaction. 

 

Social activities change 

the timeslot of family 

members watch TV 

schedule. 

Positive factor •        Emphases social 

responsibility, edit out negative 

behavior or wordings of the guests. 

For example, foul language or 

inappropriate clips will be deleted to 

make the show more family-friendly. 

Because some game items 

are more rambunctious or 

even indecent, they give 

people a negative impression 

and are complained about. 

  

Information factor •        Games with funny answers. 

The quiz game contains information 

on different aspects of knowledge, 

The program is mainly in 

a fun and interesting form, 

and the part that provides 
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such as common sense, language, 

geography, herbal medicine, etc. The 

information is brought out in an 

interesting way. Audience can watch 

the program and absorb new 

knowledge at the same time. 

 

information is not obvious. 

As long as this part of the 

information is brought out 

through some games. 

  

Long-term focus factor •        Movie Buff Championship 

was on air for 25 years. Since the 

show is suitable for all ages, diverse 

formats and suitable for different 

advertisers, the show has been 

sponsored by different advertisers for 

25 years. The profit from advertising 

becomes part of the production 

expenses, which sustains the 

production of the program. 

 

Lack of enough new 

games to sustain the 

production demand of the 

show, and the show lacks 

freshness over time. 

•         Need different new games 

for new series. The program needs to 

add new games to maintain the 

audience's freshness to the program. 

For example, every time a new series 

is filmed, new games are added to 

replace the old ones, or games that 

caused controversy. Maintaining the 

audience's freshness to the program 

will help maintain the program's 

ratings. 

The lack of attractive 

guests is also the reason for 

the decline in the ratings of 

the show. 

 Changes in the family 

structure in Hong Kong, the 

number of large families is 

gradually decreasing, and the 

time spent watching TV 

together is decreasing. 
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 Case Study 4: Am I Healthy? 

 
Rise Fall 

Fun factor •        Host makes jokes with their 

live audience. The live audience can 

not only watch the live show, but also 

interact with the host, making them 

happy. They also have fun when they 

get chances to be on TV. 

 

Hong Kong lacks the 

behind-the-scenes talents for 

infotainment. Compared 

with health programs in 

Japan and Taiwan, Hong 

Kong is inferior in this 

respect. 

•        Audiences have fun when 

the guest cannot perform well with 

checking bodies movement. The 

more the guest’s performance is off 

the standard, the more interesting the 

audience will be 

 

  

    

    

Family factor •        Checking health for 

different family members. Be more 

concern about family members’ 

health. Increase the bond between 

family members 

 

Youngsters and kids 

neglect the importance of 

health, declining of new 

audience. 

•        Target different family 

members with doctors and 

specialists. Older audiences may 

have an urgent need for health 

knowledge. Young audiences want to 

know health information mainly for 

prevention. 

Inactively in providing 

health information, cannot 

attract all family members 

and lack of entertainment. 

    

Positive factor •        Promote health concerns to 

citizens. Raise public awareness of 

health and wellness. The program 

promotes physical and mental health 

and has a positive effect on public 

health. 

Health information is very 

important because it involves 

physical health, and the 

authenticity of the content 

must be carefully reviewed, 

otherwise it will have a 
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 negative impact on the 

program. 

  

Information factor •         Consists of a lot of health 

information. Doctors or specialists 

provide a lot of professional 

information, such as common 

diseases, diseases of various parts of 

the body. Audiences learn a lot of 

health information from the program. 

 

Health information is the 

success factor of this 

program, but the demand for 

information changes with 

time, and different times 

have different needs for 

information. 

  

Long-term focus factor •         Defends the health 

consciousness of Hong Kong 

citizens. The more Hong Kong 

people pay attention to health, the 

greater the demand for health 

information. The program can focus 

on health topics that many people are 

concerned about. Invite experts to 

answer the public's questions about 

health, so as to keep the topic hot and 

maintain program ratings. 

 

Because health 

information is constantly 

increasing over time, it is 

very important to select the 

correct information, which is 

a key factor in the continuity 

of the program. 

•         Numerous content for 

health issues. Health is a big topic, 

which can be divided into different 

smaller topics and discussed from 

different aspects. Health information 

programs have rich content and can 

be continuously produced. 

 

Most of the health 

information is for different 

grades, and the proportion of 

information suitable for the 

whole family is small. 
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 Case Study 5: Be My Guest 

 
Rise Fall 

Fun factor •        Artists perform fun during 

interview. Using the artist's own 

charm to attract audiences to watch 

the program. Artists tell their own 

stories in a lively and interesting 

way, attracting audiences to watch. 

When they create sparks with the 

host, making the show more 

interesting. 

 

The laughter of Be My 

Guest is mainly brought out 

by the performances of the 

guests. If there are no 

outstanding guests, the 

joyous part will be relatively 

reduced. 

•        The fans of guests have fun 

when they see the idols on TV. Fans 

get to know more about their idols 

from interviews with first-hand 

information about idols and get 

satisfaction. If the artist's storytelling 

skills are appealing, audience will 

enjoy watching the program more. 

 

  

   

   

Family factor •        Different family members 

target their own idols or guests. If 

family members have the same idol, 

they can share the same topic and 

increase connection between family 

members. 

 

Changing of the family 

structure, chance to watch 

the programs together is low. 

The guests of the program 

cannot attract to family 

members, different age 

groups have different idols. 

  

Positive factor •        Guests share experiences 

can give positive direction to the 

fans. During their acting career, 

guests must have many stories worth 

sharing with the audience. From the 

experience of the artists, audiences 

can learn a lesson, and get some 

Negative impression of 

the show due to the 

invitation of some guests 

with poor image or boycott 

by the audience. 
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positive messages. 

 

Information factor •         Insights or ideas from the 

guests. Learn from the life experience 

of others and inspire thinking.  

 

The importance of 

information occupies a high 

position in the sharing of the 

guests, but at the same time 

is subject to the guests' 

ability to express and their 

own experience. 

  

Long-term focus factor •         Hot social topics generate 

new guests. Every once in a while, 

new topics are popular in the society. 

Host can invite topical guests to 

appear on the program. Program 

maintains a stable source of guests 

and topic popularity to maintain 

stable ratings. 

 

The biggest attraction of 

this show lies in the sharing 

of guests, and being able to 

invite enough guests is the 

main reason for the 

continuation of this price. 

•         Very dependent on Stephen 

Chan’s relation for inviting guests. 

Stephen Chan, as the former senior 

executive of TVB, has many years of 

experience in the entertainment 

industry and has accumulated a lot of 

personal connections. It is not 

difficult for him to invite artists to 

appear on the show. As a big figure 

in the entertainment industry, he has 

a certain influence and fame in the 

society. It is also not difficult to 

invite political celebrities. There are 

numerous artists can be invited to the 

program. 

 

The content of the 

program only revolves 

around the sharing of guests, 

the content is relatively 

monotonous, and it is 

difficult to attract young 

audiences. 
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The operation patterns of the Hong Kong TV industry have changed a lot since 2010 

due to a drastic decrease in show revenue and advertising income, resulting in a 

decline at several TV stations. Television Broadcasts Limited (0511) (TVB) 

announced its EBITA profit in 2013 was HK$2.1 billion, while in 2021, the EBITA 

was a loss of HK$6.47 billion. As for ViuTV, their EBITA was a loss of HK$1.65 

billion through December 31, 2020, while Phoenix Television had a loss of HK$4.56 

billion. 

  

The above data shows that the Hong Kong TV industry is declining. Other than the 

five factors that lead to the success of variety programs, the respondents from the five 

selected TV programs also indicated the reason for the decline of the business.  

 

To conclude, technological changes and social economical changes are the two main 

situational factors that changed the operation patterns in the Hong Kong TV industry. 

For an indication, this study used a high-medium-low-no index to sort the relationship 

of the five success factors and the two situational factors. 
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Chapter 5 : Discussion on Rise and Fall of Popular Variety Programs 

 

Market orientation as originally expanded by Kohli and Jaworski (1990) and 

subsequently by other scholars has three core pillars: customer focus, coordinated 

marketing, and profitability.  

 

Customer focus involves anticipating and satisfying customer needs, which means 

focusing on what audiences want from watching TV variety programs. Coordinated 

marketing recognizes the roles played by the departments within the organization who 

are responsive to market intelligence and competitor information for the satisfaction 

of customer needs, including TV executives, producers, and hosts all working 

together to variety TV programs according to the audience’s preferences. Matching 

the audience choice generates high ratings for the variety TV programs, which attracts 

more advertising income. Profitability is more of a consequence that will follow with 

correct market orientation. A market orientation entails interdepartmental 

coordination in generating and disseminating the information in response to the 

market intelligence to ultimately achieve profitability. 

 

From the five programs studied, the respondents pointed out that the five factors of 

fun, family, information, positive elements, and long-term focus influence the view 

ratings via a market-oriented program production. If the producers can appropriately 

manage these five customer focus factors, through combining casting, the program’s 

style, creative ideas, and production resources when producing a program, they will 

be able to produce a high viewership program and bring generous advertising income 

for the company. The successful market-oriented factors of the five case studies are 

summarized in the following sections. 

 

5.1. Successful market-oriented factors of the five case studies 

 

5.1.1 Enjoy Yourself Tonight 

 

EYT is a truly market-oriented program. EYT contains fun, family, information, 

positive elements, and long-term focus more than any other case study in this research, 

because it includes all elements and is a classic variety program. The name of the 

show has already positioned itself to be dominated by fun and family and aims to 

bring laughter and joy to Hong Kong families. The program nurtured many talented 

comedians and created many classic characters. In the early days, EYT was used as a 

bridge between the government and the citizens. Much social information was 
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delivered to the people in an entertaining way and received positive feedback. 

Because this was a family-friendly program, the TV station valued the positive 

message that EYT delivered. These factors allowed the audiences to focus on the 

program, resulting in a long-running program. Starting from November 20, 1967 to 

October 7, 1994, the show had 6,613 episodes in total, setting the record for the most 

episodes of a variety show at that time. EYT gained great success commercially and 

became a foundation of Hong Kong variety programs. 

  

5.1.2 Movie Buff Championship 

 

The success of Movie Buff Championship (MBC) as a market-oriented program is 

very similar to EYT’s. Respondents agreed that the program was market-oriented 

because MBC put fun and family as the priority, could attract families to watch 

together, and was also able to introduce games into people’s daily lives. The program 

was very popular and could be seen at family gatherings, school activities, and social 

environments. Although some of the games were a little bit vulgar and received some 

negative reviews, the actors were so popular that it increased the audiences’ desire to 

watch. The high viewership had brought a big amount of advertising revenue to the 

company. The show aired for over 25 years with various new names, which is a 

successful example of sustainability. 

  

5.1.3 Cantopop at 50 

 

The respondents agreed that the classic Cantopop songs in the program were the main 

reason this program was successful. Audiences received a lot of music information 

from the playlist, and family members were able to sing along, enhancing the family 

bonding. At the same time, the songs could reflect social status, and audiences could 

understand the development of Hong Kong society through the classic Cantopop 

songs. The host used a positive, light, and humorous way to introduce the singers and 

songs, adding a lot of substantial content to the program. These are the 

market-oriented drivers that made the program able to continue being produced for a 

number of seasons. 

  

5.1.4 Am I Healthy? 

 

The respondents believed that providing audiences with a huge amount of health 

information is the key to market orientation. Am I Healthy? invited doctors and 

professionals from different sectors to provide correct health information. The 
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program also invited celebrities to share their own health tips and teach people ways 

to check their body. In the pursuit of health around the globe, the light, humorous tone 

and the positive health information it provided allowed the program to attract a group 

of loyal audiences and a considerable amount of advertising customers. The program 

lasted for four seasons and was very strong in long-term focus, adding stable revenue 

for the company. 

 

5.1.5 Be My Guest 

 

This is one the most successful market-oriented talk shows in Hong Kong TV history. 

By My Guest lasted for over a hundred episodes. Stephen Chan, the host, invited 

celebrities for interviews. Having a sufficient guest list not only can infuse a program 

with different topics, but guests from different sectors can provide information from 

different societies. Most of the guests’ stories of success were very positive. The 

diversity of guests and their stories appealed to audiences from different market 

segments. Moreover, the guests invited all had their own existing fan base, which 

guaranteed viewership. The above factors were the reasons the program was sustained 

for over a hundred episodes.  

 

The five variety programs were products of the golden time of the Hong Kong TV 

industry. Although every program had its own characteristics, they were all bonded 

and characterized with the five factors of fun, family, information, positive elements, 

and long-term focus, which attract advertising income and bring long-term profits to 

companies. 

 

The operation pattern of the Hong Kong TV industry has changed a lot since 2010 

due to a drastic decrease in show revenue and advertising income, resulting in the 

decline in several TV stations. Television Broadcasts Limited (0511) (TVB) 

announced its EBITA profit in 2013 was HK$2.1 billion, while in 2021 the EBITA 

was a loss of HK$6.47 billion. As for ViuTV, their EBITA was a loss of HK$1.65 

billion as of December 2020, while Phoenix Television had a loss of HK$4.56 billion. 

These numbers show that the Hong Kong TV industry continues to decline.  

 

While the five factors lead to the success of variety programs, the respondents also 

indicated the reason for the decline of the business. Based on the findings in Chapter 4, 

it is proposed that the technological change factor and social economical change 

factors are the two main situational factors of the five factors behind the rise and fall 

of the TV variety programs. 
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5.2 A proposed theoretical model  

 

After aggregating the valuable opinions shared by the interviewees, the researcher 

evaluated the information obtained from the interviews and developed a model to 

properly explain the rise and fall of Hong Kong TV variety programs, which can 

contribute to filling the literature gap in this area in the academic world.  

 

5.2.1 Five antecedents (2FLIP) led to the success of variety TV programs 

 

Based on the interviewee’s analysis of successful TV variety programs, five factors, 

namely fun, family, information, positive elements, and long-term focus, were 

identified as the key success factors of Hong Kong TV variety programs. These 

elements will be referred to as “2FLIP”. These five factors appeared frequently in the 

opinions and information shared by the interviewees, and sub-factors were also 

identified from the interview content. The interviewees mostly agreed that these five 

factors and associated sub-factors contribute significantly to the success of Hong 

Kong TV variety programs.  

 

In general, market orientation has been proven to be a successful indicator to help 

businesses in different industries elevate their performance. Therefore, this study used 

market orientation as the theoretical model and used the five 2FLIP factors and 

sub-factors as antecedents of market orientation of the TV variety programs. Those 

working in the Hong Kong TV industry can use this model as a reference when trying 

to develop successful TV variety programs.   
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5.2.2 Two situational factors lead to failure of variety TV programs 

 

The Hong Kong TV industry had a 40-year golden period and has led to other Greater 

China areas to gain huge successes. The respondents agreed that a combination of the 

five factors is the variety programs’ key to success. But, since 2000, the 

popularization of the Internet has changed entertainment information, and the 

character of TV as the sole mode of entertainment has changed. Different 

entertainment tools and platforms have been derived from technology development. 

The time for families to watch TV variety programs has decreased. New media is able 

to provide entertainment, joy, information, and positive elements anytime and 

anywhere. TV is not the only way to watch variety programs anymore, which directly 

changed the viewing habits of audiences. The respondents all agreed that technology 

development is directly related to the decline of Hong Kong variety programs. 

 

Besides technology development, changes in social economic environment have also 

brought evolutionary changes to Hong Kong family’s structure, attitude towards 

entertainment, the way of taking information, and viewership habits. The respondents 

indicated that changes in social economic environment have greatly affected the time 

families spend watching variety programs together. Also, smaller family size, 

different family values, diversity of life style, and wealthier society bring more ways 

to receive entertainment information. Moreover, rapid development in other Asian 
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countries brings new challenges to the Hong Kong TV industry, causing a decline in 

Hong Kong variety programs. 

  

The respondents agreed that the viewing habits of Hong Kong variety programs are 

being eroded by technology innovation and social economic environment changes. 

Therefore, these two factors are put forward as situational factors of the influence of 

2FLIP on the market orientation of programs, which in turn adversely affects TV 

programs’ ratings. It is an important lesson for future Hong Kong TV industry 

workers to follow the principle of market orientation and combine the elements of fun, 

family, information, positive, and long-term focus with the development of new 

media and use each other’s advantages to reverse the decline in Hong Kong variety 

programs. 

 

With the inclusion of the two situational factors, the rise and fall of TV variety 

programs are explicated. The proposed full model is shown in Table 12. 
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Chapter 6: Conclusion 

 

6.1 Application of Market Orientation Model 

 

The fundamental purpose of this research is to evaluate how market orientation can be 

used to help understand the rise and fall of the TV variety programs in Hong Kong. 

The evaluation will trace five successful variety programs and examine the five major 

factors that made them a success.  

 

In general, market orientation has been proved to be a successful indicator to help 

businesses in different industries to elevate their performance. Studies have examined 

factors from different points of view over the years, such as in the scale of an 

association as a whole or from a more personal point of view focusing on the spirit of 

the leaders. While the focus might be different, it is broadly agreed that the more 

focused the market orientation is within a business, the more likely it is to ultimately 

yield success.  

 

Nevertheless, there is a very limited number of studies that have analyzed the market 

orientation and mechanism behind successful TV programs. To some extent, it can be 

said that no systematic method or model have been developed to explain or facilitate 

the making of a successful program, because the TV industry is a complex and 

ever-changing industry. To produce a successful TV program, there is a chain-link 

interaction involving creativity, production, distribution, advertising distribution, and 

dissemination. In addition to proposing five reasons for 2FLIP to discuss instant 

success of variety shows, in terms of academics, it is impossible to find a theory that 

is 100% applicable to the rationale of variety TV programs.  

 

However, in accordance with the principles of the capital market, having carefully 

examined various theoretical frameworks, this research proposed using market 

orientation as the basis of the argument. Although it is impossible to tailor-make one 

that fits the TV industry seamlessly, it has been agreed that the ultimate purpose of 

market orientation is the business performance, which is the same goal behind the 

production of TV program management: to win the hearts and minds of the audience 

and generate high ratings to guarantee advertising revenue. 

 

Therefore, it is most appropriate to utilize market orientation in this research as the 

discussion basis. Having accessed numerous academic journals on market orientation 

and combined insights from the interviews conducts, it is reasonable to conclude for 
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the scope of the TV industry studied in this thesis that a methodical explanation and 

moderation of market orientation is explored and established. 

 

6.2 Theoretical Contribution of this research 

 

There is a lack of academic research on TV variety shows, especially the Hong Kong 

market. This research proposed a model derived from market orientation theory to fill 

the knowledge void.  

 

The five antecedents (2FLIP) contribute to the success of Hong Kong TV variety 

programs. Fun which is not enduring, is relax, rest, and stress relief. Family 

friendliness generates interaction between family members. Audience needs to 

acquire new knowledge from TV programs. A sustainable theme carries long-term 

business performance with long-term resources. Lastly with positive emotional 

content and positive attitude, all of the above five factors contributes to the success of 

Hong Kong TV variety programs.  

 

Furthermore, two situational factors (technological and social economical change) 

were identified which contributed to the fall of Hong Kong TV variety programs.  

First, since 2000, the popularity of the Internet has changed how entertainment 

information is consumed, and TV is no longer the mode to consume entertainment 

and new media provide entertainment anywhere and anytime. Secondly, changes has 

happened to Hong Kong’s family structure, attitude towards entertainment, modes of 

taking information, and viewership habits, which greatly affect the time families 

spend watching TV together. Also, rapid development in other Asian countries also 

increases the competition for the Hong Kong TV industry. 

 

This study therefore provides an explanatory qualitative research with a revised model 

for further direction of qualitative study to affirm the antecedents in affecting the TV 

programs performance. In short, this research has answered the research objectives 

put forward in the beginning of this dissertation. This research bridged a gap in 

previous literature by offering a theoretical model which explains the rise of TV 

variety programs due to market orientation provided by the 2FLIP factors, including 

fun, family, information, positivity, and long-term focus. Simultaneously, the 

proposed theoretical model also explains the fall of the TV variety programs due to 

the moderation influence of technology and social economic factors on the early 

influences of 2FLIP on the performance of the TV programs. 
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6.3 Managerial Contribution of this research 

 

After a detailed explanation and analysis by elites in the TV industry, technological 

innovation and changes in social and economic structure are two obvious situational 

factors that have led to the decline of Hong Kong variety shows. Finding solutions to 

reverse this situation is an urgent issue among the workers in the Hong Kong TV 

industry today.  

 

6.3.1 Contributions of practical insights to TV producers for production of 

successful market-oriented TV programs 

 

It is expected the findings and proposed model of this research can provide a 

knowledge foundation to local TV investors and producers in how to produce success 

variety TV programs. Funny topics, family topics, information, positive elements, and 

long-term focused production direction are indispensable to making a market-oriented 

program that appeals to audiences from all walks of life in Hong Kong. 

 

In general, market orientation has been proven to be a successful indicator to help 

businesses in different industries elevate their performance. Therefore, market 

orientation was used as the theoretical model of this research, and the five 2FLIP 

factors and sub-factors were used as antecedents of market orientation. Those working 

in the Hong Kong TV industry can use this model as a reference when trying to 

develop successful TV variety programs. 

 

6.3.2 Contributions to avoid the fall of TV programs 

 

Extended from the research findings, this proposed model offers a remedy to the fall 

of TV programs caused by the two situational factors. These solutions mitigate the fall 

of Hong Kong variety TV programs by cross-platform ratings and co-production with 

TV stations in China. 

 

6.3.2.1 Cross Platform Ratings 

 

Technological innovation and the Internet have revolutionized the global 

entertainment industry, and TV is no longer the single way of consuming 

entertainment and information for the audience. Because of the rapid development of 

technology, different entertainment viewing tools and platforms have emerged, which 
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in turn have influenced the standards the audience look for when they seek 

entertainment and information.  

 

Faced with the challenges of technological innovation, this study proposes changing 

the traditional TV viewing calculation method, from a single calculation of TV home 

audience viewing to a cross-platform ratings calculation. Nowadays, most TV 

programs will be replayed on different new media platforms immediately after the 

live broadcast on TV, yet the ratings of these rebroadcast programs are not counted in 

the TV station’s advertising revenue, thus affecting the TV station’s business 

performance. Thus, it is necessary to change the calculation of TV ratings to reflect a 

more accurate picture of the TV program performances. The new rating method will 

require a consensus of different TV stations and advertisers to jointly formulate a set 

of recognized platform viewing methods. Combining traditional TV and new media 

viewing is a reasonable principle for calculating program revenue, which is conducive 

to the future development of variety TV programs. 

 

 

6.3.2.2. Co-production with China TV Stations 

 

The changes in the socio-economic environment have also directly revolutionized 

Hong Kong's family structure, attitude towards entertainment and leisure, the way of 

consuming information, and viewing habits. In addition, the rapid development of 

different markets in Asia has brought new challenges to the Hong Kong TV industry.  

 

Hong Kong's TV industry had no advantage over other markets in Asia; in particular, 

mainland China's rapid development of variety TV shows through the huge consumer 

market has dwarfed Hong Kong's market position. Facing the challenges of other 

rivals in Asia, expanding Hong Kong's local market would be positive. Since 

mainland China has always had a deep recognition and love for Hong Kong's 

performing arts culture, it therefore can cooperate with mainland Chinese TV 

platforms to develop new variety programs. 

 

Hong Kong variety programs have cultivated many outstanding talents on the stage 

and behind the scenes over the years. With the advantages of Hong Kong’s 

international financial center, the resources from China can be combined to create 

new variety programs and expand the audience market in both areas. As a result, the 

revenue of the TV stations will be increased.  
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Although two solutions have arisen from this research, it is important to note that 

since this research was confined to one single location and a specific time frame only 

due to the limited resources available. The original intention of the research was to 

shed light on a success formula in general for all TV programs universally. It is the 

researcher’s utmost belief that no matter how and how quickly technology and 

innovation evolve in the years ahead, TV programs will always be a form of media 

that serve as a medium of family entertainment, informative content, and even elevate 

a positive and balanced way of living. Thus, it is important to those who work in the 

industry to stay focused on the ‘what’ and ‘how’ behind every production they 

operate, specifically, what to include in each program and how to win over the hearts 

of the audience.  

 

6.4 Limitation and Future Suggestion of this research 

 

First, the limited time, manpower, and research resources resulted in only interviews 

with a handful of TV executives who were involved in one way or another in the 

successful TV variety shows. Although a few comparisons were made with the 

variety shows in neighbouring countries, there were no connections with which to 

interview the personnel for more insights. The research could be conducted with more 

comparisons with programs in other countries to give a more universal assessment on 

the elements that help maintain a healthy TV industry.  

 

Second, although this research set out to study the TV variety shows only, other TV 

programs such as drama series or news programs can also be assessed when 

discussing the rise and fall of the TV industry. Future research on other types of TV 

programs may be helpful to provide a complete understanding of the successful 

market-oriented factors in the TV industry. 

 

Third, this research lacks direct inputs from audiences. As audience behavior 

determines rating and success of TV programs, their views may provide more direct 

insights to enrich my proposed theoretical model. Looking from the perspective of the 

audience may give new insights of how to produce successful variety TV programs.  

 

6.5 Towards a final word : TV industry will never DIE 

 

To some extent, it can be said that no systematic method or model has been developed 

to explain or facilitate the making of a successful program, mainly because the TV 

industry is a complex and ever-changing industry. To produce a successful TV 
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program, there is a chain-link interaction involving creativity, production, distribution, 

advertising distribution, and dissemination. In addition to proposing five reasons for 

2FLIP to discuss the instant success of variety shows, in terms of academics, it is 

impossible to find a theory that is 100% applicable to the rationale of variety TV 

programs. 

 

Success is not a matter of luck; the same applies to TV programs. It is not fair to 

assume successful TV programs rely only on the support of the audience. The 

researcher studied and strongly believes that successful TV programs rely on 

well-planned content and strict operation that respond to the needs and desires of the 

markets themselves. This research aims to be a humble beginning of more studies in 

this field and to serve as an example that inspires those who work in the industry all 

around the world to never cease looking for the objective factors that make TV 

programs great. This research will help creators to continue to make a difference in 

audiences’ everyday lives.  
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Appendix 

 

Appendix I: Interview protocol before the pilot interviews 

 

 

_____________________________________________________________________ 

HONG KONG BAPTIST UNIVERSITY INTERVIEW PROTOCOL 

INTERVIEW PROTOCOL 

 

Project: The rise and fall of popular variety programs - A Hong Kong case study 

 

Date of Interview: 

Time: 

Place: 

Interviewer: 

Interviewee: 

Position of Interviewee: 

 

Warm-up Questions: 

1. What do you think are critical success factors or barriers to success for achieving 

good performance?  

2. Can you briefly describe the current trend of TV programs and how to lead to 

success? 
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Appendix II: In-depth questions during interviews 

 

 

_____________________________________________________________________ 

HONG KONG BAPTIST UNIVERSITY INTERVIEW PROTOCOL 

INTERVIEW PROTOCOL 

 

Project: The rise and fall of popular variety programs - A Hong Kong case study 

 

Date of Interview: 

Time: 

Place: 

Interviewer: 

Interviewee: 

Position of Interviewee: 

 

Questions: 

1. How do you practice in the TV program? 

2. What are the factors that lead you to produce this TV program? 

3. How do you set your objectives and strategies? 

4. How do you determine success for the TV program? 

5. How do historical changes influence TV programs? 

6. How do political factors influence TV variety programs? 

7. How do cultural and regional factors influence TV variety programs? 

8. How do technological factors influence TV programs nowadays? 

9. How do six factors, including “FUN”, “FAMILY”, “LONG-TERM FOCUS”, 

“INFOMATIVE” POSITIVE, AND “POTENTIAL” influence TV program 

successful? 
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