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” said the sage

T2 & Staff reporter

mportant though it is to a publication, reader feedback is
often hard to get. Some publications choose to lure their read-
ers into filling in a questionnaire by promising some little gifts,
and some employ professional polisters to do the job. The results
of these efforts are varying, however. So, it was quite a stroke of
genius for the Editorial Board of The Voice to come up with a
clever way to solicit readers’ opinions.

Although The Voice has a wide readership, which in-
cludes tourism partners of various countries and places,
local tourism educators and legislators, etc, the members
of the TIC make up a major component of its readership.
And as such, getting to know what they think of The Voice
is essential to producing a magazine aimed at creating a
bridge between the TIC and its members. With such a clear
group of targeted readers in mind, the Editorial Board decided to
conduct a readers’ survey at the TIC Annual General Meeting (AGM)
on 16 November 2004. Questionnaires were thus distributed to
TIC members who attended the AGM that day.

A total of 112 valid questionnaires were received. Among
the 112 respondents, 100 people (89.3%) said that they had
read The Vbice, of whom 77% were company owners or directors,
22% were department heads or managers, and 2% were offic-
ers or supervisors. That most respondents are senior man-
agement of their companies is no surprise since AGMs are
supposed to be attended by them. That 84% of those who
had read the magazine said they circulated it to their
staff is somewhat of a pleasant surprise, which may
reflect, though indirectly, its value in their mind.

Which columns draw the most readers? The answers are,
again, a little unexpected. Whereas “Travel Newsflash” and “Cover
Story” topped the popularity listing with almost equal ratings,
“Executive Director’'s Message” came in third lagging consider-
ably behind the top two. Table 1 shows the rankings.

Answers to those questions directly related to the quality of
The Voice as a trade magazine are indeed very encouraging: 83%
and 90% of the respondents thought highly of its layout
and content respectively. It is remarkable that none of them



(ZT)) 2—K%x &— BZEEBRLHMAE Table 1: Popularity of various columns

R MEhENE B £ Ranking #E Column S EGD 158 Popularity rating
BEHEE  FEmER 1 Hik % # B R Travel Newsflash 85.0
ZESNEE : BHS 2 FEHWE Cover Story 82.5
Nt=HELZHN+ 3 % 55 Executive Director's Message 69.5
HSHESRSE (= 4 5% / HR8 Feature / Special Topic 66.9
HY REHEERNRE 5 # & ¥k Council Bulletin 66.0
HREE o 5 - #EFT 6 & 815 Membership Update 61.8
(EF)) HEREREEERM 7 % B gE#H Committee Reports 58.5
WA [ZRE3| | % 8 9T ¥ #1 Academic Findings 58.3
HE—EELER 9 B % {5#8 Readers’ Feedback 58.0
—MBE=) - 10 B & iR Association Members’ Activities 51.3
I — B=: i found these two aspects “very poor” (see Figures 1 and 2).
Figure 1: Layout Figure 2: Content ) )
From day one, the target readership of The Voice has been
17% 9% 459, 10% 9% 419 managers of TIC members and tourism organisations. That is why
it often publishes articles taking a wide perspective on Hong Kong's
travel and tourism industry as well as on the policies and mea-
sures taken by the TIC, in order that its managerial readers can
benefit from the insights of the articles. It was confirmed in the
survey that The Voice has got it right with this target readership
68% 79% and approach: 87% of the respondents totally or partly agreed
[ 3E# %3] Very Good [ A% Good that The Voice should be targeted at managers, and 85%
[ FAR2| Poor (] &Rz Very Poor of them totally or partly agreed that it should keep its ex-
isting style. Figures 3 and 4 show the results.
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iR TR o Y - (BT FFRBHYE  BR so of respondents who indicated areas for improvement
. R o X in the survey, even though over 80% of them gave very
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RNEENRED W EBORESE - hE TP NEGPTIE good marks to The Voice. T8
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FHNAREEHER : BaZNTENZHEXEREY BBEl ? Figure 4: Do you agree that “The Voice

EEE%EIE <<§:HJ>> m%%ﬁ%%%%%ﬂﬂ%@ , l—ﬁﬁﬁz Figur:ei:d[;o)'ou agr;ethat“The V(;I'CE should keep its existing style”?
should be targeted at managers”?
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B - O RARE Partly disagree [] JFETFE Totally disagree
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