PUBLIC RELATIONS MEDIA

Course Il

Unit 4 PR- Photography

Unit 5 Electronic Media

DR. B.R. AMBEDKAR OPEN UNIVERSITY

HYDERABAD -
1994



COURSE TEAM | |

Sri . S. Bhargava Editar . |
Prof K. Venkatachari Language Editor

Sri C. V. Narasimha Reddi  Course Writer | |
$ri P, Mchan Rao P. R. Assistant |

Sri L. Raghava Rao Course Coordinator

Cover design: Chandra : |

Dr. B.R.A, Open University, H
Second Published in 1984

Copyright (© 1986 % B.R.A. Open University

. . |
Alirights reserved N art of this book may be reproduced in aén!y
form without permission in writing from the University |

) |
This text forms part of the Open University Course: : I

Thz comolzte syliabus for thz course appears at the end of the [ast
instaiment of the text of this course. -

turthar information on Open University Courses may be obtained
froam the Director, Dr. B.R.A. Open University, Jubilee Hills, :
Hyderabad. (A.P.} ' |

Printed at Twin Cities Offset Printers, H.No.3-6-744/E/6, 12th Street, Himayat Nagar, |
Hyderabad - 500 029. for Di, B.R.A.O.U. : |



PREFACE

Public Relations as a profession has made rapid progress during the
past two decades. The major public sector and private arganisations today
. have recognised the importance of Public Relations, thereby creating naw
job opportuaitiss for young men and womzan, Mareover, Public Relations
as management function is fast gaining recognition in aur country. Fur-
ther, there is a wide scope for Public Relations Censultancy Service. The
nun{ber of new openings advertised in the mass media makes
-one optimistic about the growth of the profession. The next decade with
its over all progress in agriculture, industry, commerce and greater aware-
ness among the masses owing to incteased exposure to mass media will
calt for greater two-way Commupnication and Public Relations than have
hiitherto been needed.

The social responsibility of @ Public Relations practitioner is greater in
a developing country fike gurs than the developed countries. The profes-
sion will have a crucial role 1o play in the near future, whether it is that
of tighting against untouchabifity, pofiution or campainging for atforeste-
tion, small family, or for bringing irn Computer technology.

Editing and Production of Corporate Publigations, and
5. Advertising

In the paper, Public Relations Medis, the student is taught about
the characteristics, selective advantages, functioning af various media
and their prefessional organisations. The importance of films, photogra-
phy, exhibitions, media refations and Government Informaton agencies
es Public Relations Media is discussed. The course teils the student how

to use the different madia for public relations, how to write for ¢ifferent
media and how to organise media evears.

The Post-Graduate Diplema Course in PubMg Relstions offered by the
- Dr. B.R.A. v Open University aims attrain sons as Public Relations
Professionals. The Course covers all agpects ublic Relations keeping
in view our social, political, cultural a pomic imperatives It into-
duces the students to the basic pejggibles and practice of Public
Relations, v
The Diploma Course ¢ s of the following five papers
1 Principles of Commiigication and Public Relations. _
2. Public Relati edia
3. Public Relations Management
4,

| In this text, Public Relations media, Photography, history, growth and
? the role of (Electronic Madia) Radio, TV in India are disussed, Though a tase
| starter, TV in India has made rapid Progress covaring nearly 70 per cent

of the population. The impact.of TV can be seen and felt all over the co-

O
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|
.un't y. Radio and TV provide good opportunities for a Public Relations
Professional to spread the message. The lessons help a student to
understand the use of Photographs, Radio and TV for public relations.

. : |
The students by listening and watching the various programmes can

benefit themselves in a practical way, _ |

The text deals with the topics included in the syllabus for the Post-
Graduate Diploma Course in Public Relations offered by the !
Dr. B.R.A.Open University. The syllabus, for the sake of convenience, is divi-
dad into units, sash of whish conp-ises a number of lessons. Each Unit
general'y covers a specific area of the subject. The lessons are prepared by
specialists in accordance with a format intended to enable the student lto
read and understand them without much difficuity, Each lesson begins
with a sta'ement of its objectives followed by synopsis and has at its el{d
assignments, aimed at testing the student’s .comprehension of the subject
maiter. |

The University hopes that this matarial would help the student to gst
acquaintad with the basic principles of Public Relations Media, _ |
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UNIT: 4 PR PHOTOGRAPHY
Lesson 9: Photogra phs

Objective _

To discuss the importance of photography as an aid to Pubfic
Relations and to study the varieuws uses of photographsin conveying
messages to the target audierce.  The relationship between the PR
practitioner and the photographer is 2lso described.

Synopsis
1. Photographic Communication

2. Photo journalism

3. Characteristics ®f Photography, advantages, Emitations.
4. Use of Photegrephs

5. Spot-news photos
6

7

8

Photo Features )
Phote Editing
. Caption writing 0
g, P.R. Manager and photograp

10. Do's and Don’ts in P.R. Phot;@

11. Photo Library ' _

12. - Photo division. ?‘ .

1. Phot@?ﬁic Communication

'Ons picture. is @ a thousand words’, is an old Chinese saying.
Apisture easily attralygthe attention ofthe readers. Many persons
who may not care even to read a news -item in a newspaper will
ook at a picture or pictures published in the same newspaper. This
is  bacohuse, photographs have immense eye-appeal and attractive
photographs are described as ‘inner poems of permanance’, which
can be heard, feit or reczived on the retina of the eye. Research
into the ~editorial contents has revealed that four out of five persons
tooked at the pictures. Being one of the most versatile and effec-
tive visual media, photography offers many opportunities for its use
. in Public Relations.

Photography : The process by which pictures are made by the che-
mical action of light on a photo sensitive surtace or filmis known as
photography. The Camera is the main tool of photography. Con-
veying messages of telling Stories with photographs is called photo-
graphic communication. . :

2. Photo Journalism

Newspapers, as we know, carry both written words and photbh
graphs to present the news of the day. Both have equal importance in



. |
prasenting the news. A picture in a newspaper requires all the qua-
lities of a good news item. Thare is, therefore, as much jownaklism
in photography as there is i the written word. One who reports “zo:
the newspapers with the helpof a camera is 3 phote journalist "It
is his job to “cover’ events of news value ard present them jo the
readers in a visual form. ‘Covering” an event means seposting it
graphically or in words. The camera, is thus am important tool of
the photo-journalist. Photo Journalism is 2 new trend in our country
and it has a bright future. :

A PR Photogracher should have the qualities of @ photo jour-
nalist. But the PR practitioner need not be 2 professiomal photo
journalist. [tis enough it he has a thorough knowledge of the wvari-
ous aspects of photography and Hs wuses in public relations.

In short the PR sman should know: |
. !

1. How to commuimicate & message with pictures 7 |
2. What type of pictures are reguired by nawspapar ? |
3 What are the various uses of p otographs ? |
4 How to work with a photographer ' ' |
. . |
These techniques are required for the actitioner to make 1he
best use of photography. Q ' I
|
3. Characteristics hotography C
Photography has certain sic characteristics which make this

medium work advantageou, : |
‘ I

Thay are: . . [
1. Photogr% basically a visual mediun. : |

2. Photography has been dascribed as the most ‘Universal
' of all fanguages’ in the sense that photographs are not
foreign to any one, to whatever country or language

one may belong.
|

3. Photography knows no barrier of iltiteracy. Even ‘illite:
rate person can easily understand the story in a picture

bacause it is seif explanatory..
|

4, Fhotographs ¢gredate an immediate impression because of
thelr intrinsic value. They always present the truth or
reality. :

8. Photographs ‘spell out’ a message more quickly, cle-
arly and powerfuily than other means of commumcatlon
because of their ability to evoke an emotional response
They. create human interest. :

2 o



Limitation . . .

€ach medium hasits own advantages and disadvantages. The Thmi-
tation of photography is that it cannot be used for treating .aware-
" ‘riess among the people as radie -and television can be. It is static,
lacking movement . .

| Helatwa appeal

1. Photographs have advamages over l‘hepnmed messages. They
enhance the “meaning of the printed wotd making it clear to
both literate and llhterate persons, '

2, Photographs are more fiexible and less cosﬂy than the printed
word. : :

'3, Photegraphs cut down a news story or Teature,

4. Photographs can also be used by o_thzer media such as the televi-
sion, films, newspapers, cinema, exhibition etc.

5. Photographs are more “useful for influencing and persuading
individuals rather than -mass audiences, Photographs- are more
useful in organising displays and demonstratio

. Why should a Public Refations practitio e photographs? There .

are several factors which dets'rminé eed for pictures in PR mes-
sages . . . .

human beings not only the pictures but also enjoy them.,
They affer refief from They attract readers,

" f- The audience enjoy tha piotl? _ ' ' -
Most of the pictute@‘ uman activities. Thus, people as
tony. o

2. The audience u nd the picr_ure_s

Pictures tell stories very clearly. It is, therefore, easy for the
poople to trecognise and understand -the pictures of their fellow beings.

3. The audience remember the pictures .

~ One may not remember the words but one cannot easily Iorgetthe'
pictures, The picture of Squadron Leader Rakesh Sharma who
went into outer space will always be green in the memories of the

pecple. -
4. The audience believe the pictures

‘Seeing is believing:. Pictures are the next best things to the
peaple being present at the place of an occurrence. Photographs
tell what has actually taken place. By iooking at pictures, people
.can form their own idea about the event instead of depending
on what has bean described in ‘second hand’ written words. o

3
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. _ X . [
In view of the merits of photography as an aid to Public Refa.
tions, the PR practiioner must decide where, when and ht:ow
photographs should be used. Though photographs have a vital
role in conveying PR messages, they are mot being used as expe-

nsively as they ought to be. [

Hlustrations !

|
Other. iltustrations used as visual media include cartoons, diagrams,

maps, drawings, graphs, charts and sketches.

4. Use of Photographs o

Photographs are used in several ways. _ o - |
1. Some are used for shooting the technical operation of the machi-
nery in instructional manuals, Pictures of the company's prf)-

-ducts are used in trade shows or technical publications Theise _
photographs are intended to show a product's performance or
the working of a machine.” In such photographs, technical
accuracy and clarity are required rather than human interest. i

products are used for illustrating ¢ talogires, promotional:iitera'n-
ture, etc They are - called product. ogues. These photo-
graphs highlight the selling points product, :

2, ’Photo-graphs ~are ussd in sales promg% Photographs of the

bli

Thare are other ways 6f using phi raphs for PR cove'ragel.
Phdtographs are used in Pu i?

elations to: _ i

a) 1llustrate news stoNgs or events, , S

b)Y Nustrateco '& by’s progress through photo feature in news- !
" papers and q@ nes,

i) lHustrate reports in booklets, house journals, folders. o
~ d) Hlustrate press advertising and posters. _ .
¢} MNlustrate manuals, han1books. _ o

fy lllustrate record albums which are a permanent record,
9} lustrate newsgasts in television,
h) Hiustrate exhibition and other outdoor publicity material, |

What makes an interesting photograph? Public Relations -plnoto_-i
graphy needs to be a ‘stopper’, that means there should be something;
in it to make the reader pause and sven ponder ‘This is possible
. only when human interest is created. ' !

The test of a good portrait photograph for use in publicity is the
facial expression of the subject. Product illustrations should’ be!
¢loso-ups using the hand or a part of the hand as a centre of interest’

4



There is scmething about the hand, espesially a woman's hand, that
interests people. The human hand affords a.wonderful oppertunity

for a:disp!ay'o-f the photographic skill,

' 5. Spot-news Photographs

A PR Practitioner must invariably illustrete with Photographs
the press release on important events such as an inaugural function,
a major conference and visits of VIPs to the company. its chief aim
is to present an event in the form of a picture. :

. Every PR picture must convey a message News reports sent
without photographs do not always evoke reader interest snd the
desired impact is not created. Every major news release shculd te

accompanied by a photograph.

6. Photo Features

Like feature articles, thete are pictoria! features also. The story
is presented through pictures arranged in a suitable order and  with
appropriate captions, Some magazines devoge their ceniral pages
exclusively to photo features. The weekly m zine sections of lea-

ding daily newspapers are full of picturesN\ Igffact, photo features
are a kind of dessert or sweet dish afte@d inner,

Hzre isan axample of a photo ra.  Pandit Jawaharlal Nehru
had laid the foundation stone f world's tallest masonry dam at
Nagarjunasagar, on Decempgr 14 1955 Photographs of the fun-
cl'ion were published alo ith the reports of the event as news
pictures.

The dam was @ed and water. was let out for irrigation.
The gigentic project ught about a revolutionaty change in the
rural area. The areas under the Nagarjunasagar ayacut have been

transformed into smiling villages with green lush fields, rural indu-
stries and contented families.

It was a good opportunity for the Public Relations man to
present the 'story’ in a variety of ways, one of them being a picto-
riaf featura, Photographs of the labourers who built the modern
temple as Mr. Nehru called it, views of the lake, green fields, new
industries,. vignettes of tourist spots and . of happy and prosperous
couples, formed the basis for the feature. newspapers and magazi-
nes at home and abroad carried such photo-features.

Lively Pictures

The Hustrated Weekly of India always carries photo features.
Qut of four ordive pages of such features, there are hardly 10 to 15
sentences or words. The rest are photographs. There was a superb
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nhoto feature once on such a subject as trees by one of the courn-

try’s leading photographers. It Br2sented a selection of his remar-
kab'e photogranhs of trees taken in fore- s ’
: [

Dense forests, solitary branches reaching inte the sky, -half
hurnt, torrely rumps of trees, tress in many moods and many fasci.
nating . insights formed the theme of this - feature, An interesting
- aspect of this photo-feature was that every phote used was self-ex.
planatoty and individual captions were not necessary except for =
geneizl introduetion of about five lines, !

Photo  featu-es on important activities and ackievements of
comganies can be published in house journals besides being econtri-
buted teo the daily press and the magazines. i

7 Photo Editing

Like rews, a photo s also elited. Editors want pictyres which
improve the layout and impress the readers, They require pictures
which reproduce well in theijr respective printing processes and on
ths papzr used by them They want sharp_ well focussed, glossy
prints.  The pictures should not be of cnapsholy size or too large so
ihat the subject matier can  be  accommodi¥gd i) the space available:

A weli-edited photograph meets the uireients of editors. 1t has
great reproduction value, 6 . |

Photo editing includes the Wion of the photo, touching of

the print to eliminate irrelevant d and highlighting of light and
shade contrasts, The pho phs¥ should be like a ‘red traffic Jight"
or ‘stopper’. How a phot u.es also should be considered be-,
fore it is used. Phglpgra with 8 dominart white background
should be avoided, re with plenty of dark and light contrast

i good for reproductio 0 |

a) Cropping

- Efiminating unnecessary portions or pruning at the top and. the
bottam 1o focus a*tention on the central theme is known as ‘eropping’ A
phota has to be cropped well before it is published, Extimneous portions;
not required for the photo to convey its meaning are eliminated n cropp-
ing. The aimis to highlight the essential and discard unnecessary!
details . _ _ o ' :

‘b) Size i

{1 is usually betterto g0 iIn  for largsr pictures and then reduce’
them . to the required dimensions Reduction in size is easier :¢hani
entargement in block making. Glossy prints (for TV) of 8 “x 107,
and 5~ x 4 should be preferred. The normal size is 6 x8°" Sq:uare
shaped photographs should be avoided, : B '

6



8. Caption ertlng

A ctommon lapse of PR practitioners is send:rg ot phblegra-
phs without proper captions. As in the case of 2 ’lead” in a neas
stery, the five Ws* “WHO, WHAT, WHEN, WHERE WHY . and
HOW chould be reflected in the caption. 'The eaption should say
what the picture - cannot say for -itsetf.  If it is the pictura of 3 shi-
itis no use merely mentioning the name of the ship in the caption. .

_ It should indicate other details such as, who owns the ship,
what its tonnage is, where it is, whatitis carrying ete. Tha ¢aption
should be brief and inrormative. ldentification of” people in a photo-
graph has to be from left to right after mentioning the most important
person at the outset. For example, if the photo is of the Chief Minister

being received on amival at & district -heod Quarters, the caption
should begin with the Chief Minister and then name the others
from feft te ‘right. The caption shou'd not be written on ﬂle teverse

of the print but should be duplicated on a piece of paper firmiy atrached
. to the print after numbering. . '

‘9. PR Manager and the-Photographar

Almost ol organisations which hawg P ahagers also have
photographers on their staff. So, itis nec to understanl the
refationship between a PR Manager an photographer,

: The photographer is a technica gon well versed in the ~art
of photography. He. is respong for taking photegraphs ~ kewping
in viaw the technical aspects.%as_ light, angle, distahce, com-
position, stc, The phot er & not a mind-reader of the audie-

nce. He does not kno@m pictures serve the cause of public

relations most, Thergfare, t PR Practitioner who knows what  ha

wants would propa jef* the photographer. If a building is 10

be constructed, the ar tis consulted about its design, elevatior

etc. Then the engineer constructs the house. Similarly, it is use-

less sending a phothgrapher to take pictures without the PR practite-
ner gwmg him a thorough brief. _

‘Though the PR practitioner is not an expert in the technical
aspect of photography, he 1is expected to have genetal idea of
photography and its uses in Public Relations. His job is more of
organising  the ‘photographic work. In fact, the PR  pragtitioner
should accompany the photographsr on his assignments 16 help him
shoot the pictures required for corwe_wng PR messages. Given .
mutually cooperative relations .between the photographer and the
PR practitioner, the lattercan also help in the focussing of the
camera by looking through the view finder to see the composition "of
the picture

The major job of the PR pracfitiqnér Is.to brief (explain) the -
photographer on the type of picture required. The photagrapher

7



has then to concentrate on the subject with his profsssionat :abil’iiy._
The professional independence of the photographer should never be
trampled upon aithough the photographer functions wunder the
overall supervision of the PR practitioner, Cordial relations bet.
ween the two will result in the production of ideal piciures,

10. Do’s in Photography _

1. Caption your photographs, regardless of whether they alre
aceompanied by a press release or not. : .

2. Secure or engage a good photographer-give all facilities to hinfr-
‘brief the photographer properly. -

3. Use imagination in your photographs. A little extra tﬁouglilt

7 rnay be the prime factor in getting your photo into print !

4. Retouch the photos, if necessary. :

5. Mske your pictures believable-don‘t put fashion models in - PrlR
‘photos, ) E
Indicate the source: on the reverse even | _captions are attached.
Ensure best results by cropping the Wpotdy for block making.

Depending on the paper used, sglectt est screen for block
making. ’ :

lIse stiffeners while sending photos. - C

9. Make captions easy o re from photogréphs. The beS‘it

1hing is to have Capti hee¥s perforated so that they cam be
neatly tora off from theNghotds. !
|

10 fdentify pe?son photograph  from leit to right. Mention
~ the names of the i ant persons. o
Don‘ts in Photography '

1. Do not use paper élips or staples on your photographs.

2. De not ask the aditor to return photographs, when not used. _ i

3. Do not send group photos where everyone is looking at thq
camera, : . :

Do not furnish product data on the backside of the photo

5. Do not send photos separately from the release which they intended_;
to illustrate

3

6. Do not send matted brints‘ Always use glossy print for better
results. o : -

7. Do not use photosin a press release which willbe used in
advertisements. ' ' ' ;

8



11. Photo Library

A photographic library is &= essential as « reference library 1o
the PR Manager. Sometimes, media men ask for photographs
without giving advance intimation, Photographs of earlier fune-
tions or photographs of permanent value will be required now and
then for use in PR coverage. A record of all photographs taken s
also to be maintained for future use,

Against this background, it is essential that a photo, library s
developed in the Public Rslations Department, A subject wise alb-
um of contact prints should be maintained. Important photographs
which are af psrmanent wvajue “should be pasted in the contact prints
album. Each contact print is given a number for the purpose of
identification and the same number is to be assigned to the concer-
ned  negative. A particular photograph can be thus selected from
the contact prints album. The numbered negatives should be prese-
rved carefully free from dust, scratches etc. A well developed
Photo ' library is an aesset to a Public Relations Department.
{t should be updated fiom time to time. :

12. Photo _Divi ion

The Ministry of Information apdw, Bro#dcasting, Government of
India, has established a separate ment for each medium . of
communication. . ' :

The Photo Division is one of%edia units. Its main function is to
document photographicall important national and international
events. The Photo Divisi “the biggest of its kind in the country
eatering to the photo hic meeds of different media units both for
national and extern ity. :

It supplies news and feature photegraphs to the newspapers and
individual accredited correspondents through the Press Information

Bureau, Government of I ndia.

The State Governments also have. their photographic sections in their
respective |nformation and Public Relations Departments. Similarly,
the major public sector and private sector enterprises have photo divi-
sions in- their PR Departments. Necessary budgetary provisions
should be made for photography as a separate promotional element.

Author of the Les_son: Mr. C.V. Narasimha Reddi.



Suggested Reading

1, Photo journalism : Pictures for Magazines and Newspapar

Chilton
2, Time-Life Books: Photo Journalism

3. Public Relations by Herbert Lloyd

by

Agssignments
Answer the 'followi_ng in 30 iines each.

1. ‘One picture is worth a thousand words’. Discuss photogra-
~ phyasan aid to PR. Give Examples :
2. Explain the various ways in which phetographs are used in PR.

3. Photographs enhance the valus of a story in the printed word.
What points would you keep in mind to make them effective?

4, Explain the Do’ s and Don'ts in PR Photography.
6, What is the sole of Photographic Library?

s
A

10



unr 5 ELECTRONIC MEDIA

Unit Introduction

. In the previous lessons, we hsve seen how print
medium (newspapers) can. be utilised in public
relations, Similarly in this unit, we will study the
Electronic Media with particular réference to Radio
and TV as PR vehicles of communication, 1 he Radio,
even today has the maximum reach and numbet of
listeners in our country due to coertain factors like

low litarscy rate, its sasy reach and portability,

The following lessons deal with the advantages
and limitations of radio and TV, types of pro-
‘grammes, snd their relative appeal, The genesis and
growth of All India Radio (AIR) and TV, Audience

ing the radic and TV, we proceed to gtudpessontials

- profile and impact are discussed, _A!%darstmd- '

of writing for radio.. As the radio anl

are state-

_owned, PR practitioners in sector have a

better access to them.

v~
Y



Lesson 16 Radio as PR Medium

Objective .
To describe the advantages and limitations of. radio as a vehicle

of Public Relations. The opportunities that the radio provides. for PR
coverage are outlined. ' :

Synopsis. _

1 Radio asa PR vehicle and its significance.
2, Characteristics, advantages and limitations.
3. Relative a‘bpeal of the Radio

4. Differant Fypes of Radio Services

1. The Radio asaPR Vehicle and its Significance

The radio is described as the electronic magic carpet that carriés mes-
- sages around the worid in the shortest possible time. It transcends all
other media in speed. Being a Twentieth Cen y innovation and a vehi:
cle tor spreading information; the radio haa@‘a great impact on our
social, political.” economic and cultural iifeNwhe radio, thersfore, is
called ones of the most powerful - insfymBpts for informing, educating,
entertaining and influencing the -@ n a developing country like
India, where television is yet to ire & predominant position, the rddio
is the narve cell of communicatio%holds the society together.

The radio belongs to ory of audio media which appeal to ithe

sensory organ-ear. ILis sallthat if ‘we hear, we forget’. Uniike the
printed messages, bfogigast messages are difficult to retain. iIn fact,
electronic media are t nt (lasting only for a short time) unless recot-
ded on an audio cassette. The message transmitted through the radio
has te be absorbed at the time of broadcast. One has, therefore, to be
satisfied with the instant impact, bearing in mind that the ‘message can,
of course, be misunderstood or forgotten. But, because people tend to
forget radio messages, we cannot afford to ignore the radic as an audio
medium.

|

As long as the aar has a role to play as a partof the human body,

the radio ‘continues ta be a medium of communication. The electronig

medium wili, therefore, be extremely valuable in PR programmes, if it is

understood and used properly, especially when the radio audience
exceeds the readership of newspapers. :

~ In our country, where about 84 per cent of the population is illiterate
and where there are only 1,264 daily newspapers (1981), with a total
ciréulation of no more than 1,52 crorg as against the total population of

12



abeut 70 crores, the radio is the only vehicle with- an adequate reach fot

transmitting information or (PR) messages. | _ |
prirt medium, others are

No message, therefore,
Thus

While some people are exposed only to the
perdominantty affected by television or the films,
can reach ali the people if communicated through a single medium.
a media gap is creaied. The radio helps in tilling the gap.

2. Characteristics, Advantages and Limitations

The radio has certain special characteristics. They have been discris
bed as: (1) Universality, (2) contemporaneous nature, (3) direct and
individual appeal, and usefulness in the social context.

There are other distinct features also of the radio. They are:

i} Human voice

In contrast to the Visual nature of television, radio hes the intimacy
of human voice. The voice of a Melville d* Mellow or Lotika Ratnam on
All India Radio enlivens the listeners. The listeners are eager to hear them.

ii}. Portable o ; ' _
The radio is @ portable medium, thapks t transistor revolution.

it can be carried from place to place. #ftclg be fitted into motor cars or
installed at public places for communi ening. The mobility enables

‘the radio to be listened to whilegage is attending to one's ‘chores in
offices, factories or even in the %’lt can be heard on buses, trains

or even while walking. -
iii) Variety in audienge i

The radio has a ’ Bnge of listeners. True to its versatility asa
medium, it offers a vari®y of programmes.to suit different tastes and
temperaments and reaching housewives, businessmen, children, youtl
farmers, industrial workers and soldiers, among others. The radio.
audience differs from television viewers.. The PR manager should bear this
in mind while selecting the material for use an the broadcast medium.

iv) Development input

The radio is a prime communication input for development. As a
medium of mass communication, it is a good substitute for personal visits .
by communicators to the far-flung villages. It comes closest to perfec-
tion in its ability to penetrate homes, farms and factories, o

v) Instantaneous

_ The radio is an instantaneous medium. . At the time of natural cala-
mities like cyclones and storms or during civil disturbances it comes in
extreme'y handy. For instance when curfew was clamped in large parts "
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of Hyaerabad ¢ity in September 1984 on account of communal distur-
‘Danices and remained in force for days on end, the people depended
on the radic for important and urgent communications from Rutside,
, Telegrams addressed to the residents of the curfew-bound areas ware read
‘out on the radio. ' :

| vi) Emotional impact

A very important characteristic of tha radio is, as already stated, its
ability to touch the hsart of the listener who is stirred by his or her
tavourite speaker,

-vii} World news . : o i

.The radio is the chief window on the world for news from sutside.
Itis also the source of information from India to the outside world. The
External Services of All India Radio broadecast programmes round-the-
clock in 25 languages for listeners in different parts of the world,

So do other radio networks like BBC, Radio Moscow - and the Voice

-of America, As the radio provides round-the-clock news coverage by

. many stations, the people have got accustomed to rely on it for the
latest news and weather reports.

viii) illiteracy

The radio knows no illiteracy, &Qc communicate messages

thiough the radio both to the literate and e illiterate. Illiteracy is not a
barsier to the radio as itisin the ¢ newspapers. o

Limitations

~The radio has its tiens. A PR manager has to understand and
. keep these limitations d while using the radio.

1) It lexks personal contact compared to face-to-face or group com-
munication. The PR manager has no direct touch with the
receivers of the message. He does not know how the listener

\ ' reacts to his message. This creates 8 gap between the broad.-
5 caster and the receiver,

2) One cannot get immediate feedback from the listeners as -is .the
case with the newspapers with their editorial page and letters to
the editor column, :

3) A radie message usually cannot be repeated. If the listensr
misses or misunderstands a part of a broadcast there is no ramedy,

4) The radio audience may not concentrate on listening as the
television viewasrs do.. '

§) There is relatively less sdop_e' for creativity in radio programmes.
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6) Sometimes radio programmes are subject to mterference from
others orfionic disturbances.

3. Relative Appeal of tho Radio

There are certain similarities between the radio and a newSpape'r. as

both media offer almost simitar though not identical services. - The simil-

arities are;

1} The broadcasts have headlines for dlfferent items in the news bulle-
tins.

2) It has its own correspondents at home and’ abroad for reporting
events,

3) M reviews books and provides comrhents. by experts and othsrs.

4) It gives maximum sports coverage, '_

B) Itprovides features, interviews, stories, serials eto.‘

6) It broadcasts letters from the listeners (feedback).

7} It carries advertisments.

Howsever, the radio dlffers frem the prin media in the following kev,
sectors:

1. Itputs the maximum emphasis on entegtainment through musis,
humour, drama_ete, About 35 per cent of%he broadcasts of AR is
devoted to the music, according to the . uaf report 1983-84, Mini-
stry of Information and Broadcastipe C

2. The Broadcast signal has a very shg e, while the newspapers have
a longer readership valug - _

3. The PR massages on the radig 3re, less susceptible to promoticnal
use. Newspaper articl nd Yeatures can be easily reprinted and
distributed, < E ' .

4. While the impact of a bfaadcast is paramount, its intangible quality

does not enable R managet to demonstrate the resitlt to his -
clients immediate r the broadcast. '
Hewever, the basic ditference between the radio and the newspaper
is that the former appeals to the ‘ear’ while the latter reaches the
‘aye’”. The listeners far outnumber the newspaper reading public,

b) Difference between Radio and Television

1.

The radio appeals enly to the ear, whlle the TV caters to the aye and
ear (audio-visual), .

Whila tefevision is mostly confined to indoor sudiences, the portable
trapsistcr radie Is ppen to both indoor and outdoor audiences.
Television viewers are mate gttent|ve and creative than radio listeners,
The radia Is more Instantaneoys thap television. Radio programmes

can not only be preparad at shart nqtlces hut can alsg be breadcast
instantaneously.

The tadio does not possess the realism and entertainment value of
TV with its visual, cqlour and movement.
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4. Different Typeél of Radio Senrices

anore we study the different 1ypes of programmes broadcast by Al

India Radio, it is necessary to have an idea of the vatious radio serviges.
" The radio services are broadly of four categories. :

1) The National Service: These programmes are broadcast from New

Delhi on the nationa! hook-up and mmullaneously relayed by all
reglonal stations. The Prime Minister's address to- the natien is

broadcast from this service.

2) The Regional Service : Radio stations located in each State capital |
and other places arginate programmes in the language of the region. -

They are thus different in scope from the national programmes,

- 3) The External Services : As already stated, the External Services

Division of All India Radio broadcasts programmes round-the: clock
in 26 languages for listeners in different parts of the world, The
main objective is to project the Indian point of view on world affairs
and acguaint the listeners with developments in lndia, along with

 information on various facets of Indian life, :ought and culture,
4} The Vividh Bharathi Service : The Vividh rathi Service provide?_s

light entertainment to the listener ty per cent of the time is

deveted to fitm' music and the rest vered by devotional] light

of short plays, interviews etc,

time from various centre he
_ viai advertisements. _
Different Program The prmcrpal ingredients of the autput
of the AIR network ar usic, spoken word, programmes on gurrent

affairs in the form of talks, discussions, interviews, plays and features,
documentaries, newscasts, educational broadcasts, services for special
interest groups like farmers, industrial workers, wemen and children,
youth, the tribals, the armed forces, -and commercials.

music and a certain amount of W word programmes .in the form
vid

idh Bharati is allotted to commer-

Music : AIR stations devote about 35 per cent of their broadcast time to

.music programmes which include classical, folk, light, devotional film

and western music,

Spoken word : Memorial lectures on illustrious persanalities, talks and
discussions on a wide fange of topics like population control, featums
on development -programmes as also the somal and cultural life of the
country, and radio plays are among the aspects covered in the spoken

word sectlon.

' Speucml Audiences : The Yuva Vani ‘sarvice is geared to the .vou:h

similarly, lhe AIR network has 64 farm and heme units in salected
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stations 1o disseminate information and advica to therural' population
‘Diverse topics Kkke poultry, savings, cooperation,. animal - husbandry,
storage of foodgrains, public health. and nutrition, child “rearing, mother
"gare and literacy are covered. Farm School on the AIR is yet another
special programmse broadcast from 31 stations.

Educational Broadcasts: Seventy one AIR stations put out education:t
‘programimies in 16 fanguages. The school broadcasts cover the syllabus
~ prescribed in the respective States. The emphasis is on primary and non-
_ formal education to support the unjversalisaticn of primary ecu:zation.
Correspondence courses of some Universities are also broadcast from
certain stavons, :

- §ports : Sporis events are covered by All India Radic both in the

national hook up and from the regional stations through running conirrs
entaries, resumes, radia reports, spofts magazine, talks and interviews.
Sports news is |ncluded in the central and regional news bulletins.

News Services: The News Services Division of All India Redic

broadcasts every day 254 bulletins for over 35 hours in its home, externat.

and regiona!l sesvices, Bixty eight nationalqpuiletins are put out in 19
fanguages from Belhiin the Home Service #gr ovgr 10 hours aaily. |n the
regional service, 123 regienal bulletins, incNgiffg 1hree from Dethi, arg
broadcast daity in about 60 languagBs apd dialects for ower 16 hours
About 23 percent of AlIR's broad_cas

~ The current affairs program deast from Delhi includs; Spotiight
{English), Samayiki, (Hindi ab ra (Urdu) and a weekly half-an-houe
discussion in English und "Current Affairs’, '

News Service ision: - The Director of News Servic:s (DNS)
who is notmally a’ er of the Central Information Service (CiI&) is
responsible for th= enttre news output of AIR  The DNS is astisted by
Joint Directors, Daputy Directors, news editors, senior corresponcents
and correspendents. The editors are responsible to the DNS for theis
professional performance. The general newsroom in New Delhi operates
round-the-clock in shifts usualiy headed-by a News Editor. He or she is
responsible for prepasing the newspool copy and for cheosing items fer
the different target areas in the home and external serviges,

Regional News Units: The regional news units f.om regional sta-
tions put out two to three bulletins daily in addition to a weekly or bi-
weekly newreel. '

2R Correspondents: The AIR has correspondents at home and
abroad besides a number of ‘stringers’ (A stringer is a part time corres-
pondent). The AIR foreign correspandents are currently stationed at
Hongkong, Cairo. and Dacca.
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Programmea Pattern: The percentage of time devoted to dnfferem
programmes in 1983 was as follows:

. Musie - 35% 2. Programmes for special &ud:banc:es 247{,
3. News bulleting - 23% 4. Spoken word programmes - 10%
5. Rural programmes - 6%.

The broadcast time. akotted to the rural programmes cump;:ecf ter
its sudience potential is insignificant. Potential audience includes the vast
rurdl myasses w0 can bl reachad through thry medium of radio.. There
has beeri lately a progressive decline in the quantum of music and a ©
proportionats increase it the duration of the spoken word and speciab '
broadcast programmes for she rural listeness  This is a desirable change.

Opportunity for PR Coverage: The Radio understandably pro-
vides ample opportunity and wide scope for PR coverage. The various
types of programmes broadcast by All india Radio can be advantageausiy
utilised by PR managers for projecting the activities of their organisations,
particularly the Goverrrment and the Pub'ic sector establishments Like
the newspapers, All India Radio also welcomes news stories from PR
managers for inclusfon in its nationat and regjonal news bulletins, PR
managers can send news releases direct tg th iR cosrespondents at
Delhi, ar those at tha regionat head quarters® regionai correspon-
dents feed news to the general newsrg®n, in Delhi for inclusion in the
national bulfetins. News of nationa? i @ nce is thus transmitted.

News intended for the radio 2 conveyed over the telephone or
by telegram. : ' :

_ Better coverage by Al R news 15 possible, if th2 reports are
nawsworthy and the martgars have a good rapport with the AIR
correspondents, Pﬂ%ars should maintain close liaison with the
AIR corraspondants justNds they de in the case of other press coriespen-
dents. . ' :
‘Talks, Discussion and interviews: PR managers can also avail
themsselves of the programmas of taiks, discussion, and interviews so
that their respective org:nisations are covered in them. Talks by, and
itterviews with comaany chairman and chief executivescan be organlsed :
by the PR managers on important occasions. They can also participateiin
discussions, - Producers from the radio may be invited to visit the projects
for specia! reports A PR manager working in an industrail undertaking can
‘gontribute programmes for industrial workers. Similarly, District Public
Relations Officers of the State Government can produce programmes
through AIR for rural audiences, Exclusive programmes highlighting the
best Gram Panchayat or th2 bast Panchayath Samlthl can be recorded
and sent to the AIR. ;

Radio Nowsreels: The newsreal programmes of the regional sta—-
tions cever palitical, sooial and cultural events of the week including
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functions of statewide xmthrtance TnEERRews wnth eminent persona]lte
seminars, sports and games and other mattess of topical interest. The
newsreel is a "mews digest of imporfant gvents of the preceading week.

This provides a geod apoortunity for the listeners to know about the
events which may not be reported by the print media. PR managers can
make v3e of this programme by either sending their recerded cassettes
to the radio or inviting AIR teporters 10 their functions. o

Newsree! programmes are aiso bloadcasl by the All lnd;a Rzdio ot
the nauonal hook-up.

Broadcasting in India is a Central sutject administéred by the Govern.
ment of {ndia. But it is expected to represent in its national and regionaf
programmes the attitudes, aspirations and achievements of difierent
sections of the people. ' :

Publicity : Without adequate publicity, radio programmes gesrad
to PR messages are _ineffecti\?e. The publicity for such programmas -
sponsored by PR managers has to be before and after the broadcasts.
Alter the programme, whether it be a talk, discussion interview or feature
vecorded and included in the schadule for bregdcast, it can be handled as -
news. A press release giving the‘time, date anth topic of the radio ‘pro-
gramme, the name of the participant or parti i and the identification
of the radio station are to' be’ released 2 spapers and broadcast -

in advance.
Circular letters to _employee's§ade unions and others and announce- -

ments on the Aotice board of establishment will also help., This

helps 1o increase th2 audie or fhe programme,  both quantitatively and
qualitatively, - '

After the Bro it - Immediately after the programme is broad-
"gast the scriptcan ed by the PR manager both for internal and
external publics.. A gist of the programme “highiighting points of public’
interest can ba reieased 10 the press as 8 REWS story. The text aiso can -
be released to the newspapers and magazines for possible publucauon
‘acknowledging Ail Indaa Radie. _

The scripts can be publlshad as folders for distribution among opinion
Isaders and customers. The pragramme journal of All India Radio may
be interested in reproducing the programme with appropriate photographs.

Programme Journals : The AIR-publishers fostnightly programfna :

journals in gight languagses, Hlndl [English, Urdu, Tarml Telugu, Bengali,
Gujarati and Assamese, Folders are publnshed in ten foreign {anguages
besides English. The journal in Telugu is ‘Vani® PR managers may sub-
scribe to and make use of journals of their cho:ce

Author of the Lesson : Mr. C. V. Narasimha Reddi
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Suggested Readmg

1). Broadcasting and the people by Mehra Masanl ' P
~(National BookTrust) :

2).. Mass Communication in Tndia by Keval J. Kumar.

3).- Akash Bharati Report (I & |1t} Ministry of Information & Broadcasimg

4). The Communication Revelution by Menon V.K. Narayana.’

. {National Book Trust) .
Assignmerits _ o i
I Answer ths following ir 30 lines each o !

1. What.are the characteristics and advantages of the Radio over the ‘
newspapey (Print medium)?

2. - What are the the limitations: of the Radio as a medium ? :
3. Asa P R, Manager of a Public Sector Undertaking, say NTPC whach

|
radio programmes (national and local) do you plan 1o utilise to get

coverage regarding the steady progress, and new achievements made .
. this year, future plans (expansion), waorkers participation, ‘weifare
“measures for workers and their family etc. iscuss briefly why you

. choose a particular programme ? -

4, Discuss b iefly the relative appe f theradio compared' to the
newspaper ¢ ' ' :

Il Answer ths following in ?‘a&s each _
1. What are the adv_antagQ;he adio over the T.V.ir Indian ciontea;(t?



tesson 11 Broadcasting in India
0bjective
To explain the genesis and growth of All India Radio, importance

of radio audience profile, Indian brosdcasting as seen today and the
impact of the Radio. .

Synopsis
1. Genesis and growth of All India Radio
2 Indian Broadcasting today
3 ‘Radio audience profile in India
4. Impact of the Radio on the Indian public.
1. All India Radio: Genesis and Growth

All India Radio celebrated its Golden Jubilee (50 years) in 1977.
Broadcasting in India is thus 58 years old now (in $985).

As elsewhere, the credit for starting broa@xg goes to amateurs,
A Radio Club was established in Bomay in JuneN@23, while the Calcutta

Radio Club came into being five month - The Madras Presidency

Radio Club was also started in the same wgavon July 31. The first iadia
programmes including music and afe broadcast by these poineer-
ing clubs. The Madras Club glasedfdown in 1927 owing to financia
difficulties but the Madras inal Corporation took over the servige

from April 1, 1930 and continted it till Al India Radio assumed the. res-
prnsibility in 1938 @ ' :
Bombay Station

‘Meanwhile, a few enterprising business-men in Bombay floated the

Indian Broadcasting Company (IBC) whose first radio station was inau-
qurated by the then Viceroy, Lord Irwin, on July 23, 1927. This marked

the beginning of organiseéd broadcasting in India. The second regular

radio station was opened in Calcutta on August 26 in the same year.
india, thus joined the world of broadcasting. But the IBC went into pre-
mature liquidation in 1930 for financial reasons. By 1928 there were .
about 6, 000 radio receiving sets primarily in the metropolises because the
range of the radio stations was extremely limited.

Government Control

After the liquidation of IBC, several iepresentations were mads to fhe
Government to resume the broadcasting service, The Government of-
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fndia then took over the radio staticns in Rombay and Calcutta ' m Apnl
1931. Laterin 19352 Controller of Broadcasting assumed charge of the

stations.

" A new service callcd the Indfan State Broaduasting  Service ((ISBS)
was established under the Department of Industries and Labour to operate
proadcasting. A Central Broadeasting Advisory Committee was set up ito
‘advise the Government on matters relating to the management and
growth -of braadcasting in tadia. The number of receivers was 16, 000

by the end of 1934.

A radio station with the name of Akashwani (the voice from tjh'e sky)
was set up in the then princely state of Mysore duwring September 1935.
it was run by the Mysore Municipality and was taken over by the [Mysore
Government in 1841, : ; .

The Dethi Station of iSBS went on the air on January 1, 1936 from
temporary studios. The 1SBS was given its present.name, All India Radio
(AIR) on Jure 8, 1936. Since then, broadcasting in the country made

rapid strides.

Second World War - :

. During the Secand World War (1§539%5). All India Radio got. fur-
ther fillip. As the Government's war effgrt ifitensified, so did the AlRt's
rolé as a-vital source of news andgjaws covering events at home and

abroad. People looked to the radi wvar news. Additional transmittt%ars

were installed. A special unitNfor @xiernal services was organised, the
news services were expan transmission hours were increased.

News bulletins in. Tamyl, GuJgati and Marathi, were started from Delhi

-on October 1, 1939 i
Benga:i broadcasts,

djtion to the existing English, Hindustani and

‘e
2. Indian Broadcasting Toda.y

After Independence, when the Ministry of Information and Broadcas-
ting was set up on October 24, 1941, Al India Radio bécame a part oflit.
Ths AIR network then had nine stations of which six - Delhi, Cslcutta
Bombay, Madras, Lucknow and Tiruchi remained with India; Laho;re,'
Peshwar and. Dacca went to Pakistan, with the merger of Princely Stafes
into the Indian Union, five more radio stations at Bangalore, Triva’ndru:m', :
Hyderabad, Aurangabad and Baroda were taken over by the Go'varnme:nt
of India in 1960, All India Radio acquired the name of “Akashvani®
in 1967 - - B

All India Radio had 86 stations covering, 89 per cent of the population
living in about 79 per cent of the geographical area of the cohn'try' L
1983. There are 126 medium wave, 36 short-wave and three FM trans-
mitters spread over the country. The external services are beamed.
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from 15 short-wave transmitters in 26 languages 10 §6 countries for more
than 56 hours a day.
Vividh Bharathi ' _
A land maik in the history of Indian Broadcasting was the inaugura-
non of the variety programme “VIVIOH BHARATHI” from Madras and
Bombay in October, 1957. 1t was launched oo the lines of the comme-
rcial service of Radio Ceylon., Commercial advertisements were intro-
duced in November, 1957 on the Vividh Bharathi medium wave -channet
on Bomb y-Pune-Magpur heam. Later itwas extended to other sta-
tions. There were 29 commercial broadcasting centres . in 1983, Ten -per
cent of the “atal broadcasting time from these centres is aliotied to adver-
tisement. £. commercial service was introduced on the primary channel of
AIR stations from April 1982,

Television

Television had a late start in India when an experimenta. TV -centre
was established in Delbi in Seprember, 1959. Jtwas upgradedto a re-
gular stationin 1965 as part of Al India Radio. '

Radio Rural Fo_rums-1 956

An experiment called Radio Rural 6ToMs was sponscred jointly Ly Al
india Radio and UNESCQ in 1956 in ages of five districts of Mi_aha-
vastra. Staried by the Pune stagiqn of All india Radio, it was called
community Iistening-cum-dis‘cus%ﬁnm-action group to provide two-
way communication betwe e radio and its tural listeners. A country-
wide radio rural forums pr@-e was launched on November 17, 1959.
¥t was patterned on t armWadio Forums in Canada. Special progra-
mmes were broadca sively for members of the forums establist.ed
in villages. it resulte many a_ctjon-orienled development schemes,

* particularly in agriculture, '

Chanda Committee

The Government of India appointed a Comniittes to recommed tha
ownership and control pattern for broadcasting in 1964 under the Chair-
manship of Sri Ashok K. Chanda. The first ever body to review broad.
casting independently, th_e Committee gave its report in 1966, It recome.
mended, among other things, the seiting-up of twa autonomous Corpe-
rations for Radio and Television. Its other recommendations included;

Manufacture of low-cost radio sets.
Establishment of an-audience research wing

taunching of commercial servige, and .

A

Separation of tetavision from All India Radio.
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The recommendation for introduction of a commercila broadczsting
-$ervice was accepted but the other, recommendation - especiaily the estab.
_lishment of -an autonomous corporation were rejected by the Government

All I?ndia Radio Code (1967)

The most important development of 1267 was the introduction of ‘a
nine-point ¢ode for individual broadcasters This followed a dispute bet-
ween the Labour Minister of then Left Front Government and the Directgr
‘of the Calcutta Station of All India Radio over a passage in the Mirister's
broacélcaast script considered objactionable by the official .The ‘Al india

~ Radio Code approved by Partiament in 1967 is given here in briet:
All lndia- Radio will not permit '
Criticism of friendly countries

Attack on religion or communities

- Anything obscene or defamatory

N LR

] - - !
Incitement to violence or anything g
-against maintenance of law & order 5

Anything amounting to cbhtempr of court . '
Aspersions agamst the integrity of the Pr@ Coverrors end 1he.

Judiciary

Attack on a political party by name : ' !
Hostile criticism of any State orghg Centre, and |
Anythirig showing disrespegy to tAE Constitution or advocatuig changel*
in ths Constitution by vi gans, |

.Ti:ha Code applies to j 'divi | broadcasters as well. P

While a Station Dif ‘could reject broadcast which does nof res-
Pect the code, any disputeMinvolving a - Minister in & State Government
‘and ttie officials has to be referred to the Union Minister for Informa-
tlon and Broadcasting for afinal decision. ' ; '
Yuva Vani

A separate chanrei Yuva Vani (voice of the . youth) was t:ornrniésio-;
~ned in Dlhi on July 21, 1969, Jtis intended exclusively for the youth.

- A-slow speed news bullétin in English was also introduced m the
.same year for the benefit of small hewspapers which could not afford to
subscribe to a news agency. : '

Television Separated.

Television which was part of Al India Radio was formaily separated
in April 19786, as recommended earlier by the Chanda Committee, -
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Verghese Committee {1977)

The Janata party which came 10 power in 1977 appointed in August
that year @ working group consisting of twelve members under the chair-
. manship of Mr. 8 G. Verghese to examine the functioning of the AIR lend
Doordarshan and make recommendations regarding thelt future set- -up.
The party had promised-in its election manifesto to give “genuine™ auto-
nomy 10 Akashvani and Doordarshan. The setting up of the Vewghess.
Committee was in pursuance of that committment.

The wcrklng group recommended in its report given in Febtuary 1978,
the creation of a Statutory National Broadcast Trust of 12 to 2% members,
free of Gevernment administrative control. The trust to be named ‘'Akash
Bharati” was to be responsible both for radio and television. The Contro-
iler General of Broadgasting was to be the Chief Executive of the .Execu-
tive Board of 12 Directors. The Bill, which was presented to Parfiament
zarly in 1979, sought tb create a corporation on the lines of the BBC in Bri-
tain with a Chairman appointed by the Goverament. The biil lapsed when
Parliament was dissolved later that year '

Parthasarathy Advisory Committee—1980 :

- In 1980, the Ministry of information an
vess-1 Governmentsetupa 14 ‘memjfer Qdvisory: committee hezded by
Sn G. Parthasarathy to took inte the % g of the various media units
of the ministry. One of jts majogecorn Rendations was to convert - staff

dcasting_ of the Cong-

artists into reguler Government s

Audiimcs Research Uni

The Audience Regeych URit caters to the fesearch requitements of
Akashvani, There ar ch units attached to the different stationms,

The functiohs.of the uﬁits ate summarised here:
1. To.provide quanhtatwe and qualitative teedbagk. for policy formula-

tion and lmprovement in the programmes.

2. To find out audience size, teach coverage etc, of mdwidunl progra-
mmes as well as general transmission of stations.

' To provide a research base for-developmental broadeasting:

4, To maintain different types of data for ready reference by ptogramme
- makers, . '

The organisation is headed by the Director of Audiehce Rasearch,

3. Radio Audience Profile
_ Acc‘ordin_g to an. estimate, thare sre about 50 crore potentisl listeners
of All India Radio, These can be satergorised into four groups,
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7 Upper Class

~ Fhe fitst category belorgiitg fo*thie upper cfass: arg Righty- ediicatedd
and inffuential and-demahd: programmes which stimulate and alse enter- -
thirs.  Academics, lawyers, docters. engineers, jpurnalists etc, falliirs.
this dategory. TFhey have access to other media including televizjon, - be—
sides the guality newspapers.. They are intarested in.speken. ward. pro-
~ dramphes and music. - ' '

2) Urbam Wfiddle Class |

e second-eategory of urbdn' mitidie class peoplswhio' e adugated..
flougts not highly, seek popular entertaimment besides Rews and: infor-
maticn arfd commerits- om sperts:  They reed: newspapers and are expaselt
i g cir?emm: ' '
_ l.. _ |
3} Working Cfass |

The third category dre ifdustdal workers and’ skilled arvd’ semi ahilfes

taboyrers whose interest is-basically erim:tainmem.ior which. they mosthy
took ter cinema music. :
) Ruraf Listaiers

'IjF'ﬁe' fe_mr ard the mdst fmpartant categary Vg t rural audisnge : far-
wiers: agricultural labourers, village aQ? etc. :

- They listefi to programmies oft -dgr yre, animaf Busbandry raral

- ndustries, pouftry farming eté. w with theis occupation. Pa. this-

" category are potentiat Histengg whi kave yet to be tapped for educationad

- purpgses. A vast majori sa listeners is net exposed te other

 Aiedia.  The radio provides We best maans for reaching the susab mMasses.
Intpact of Radio

{Where abaut 60 per cerit of the population is ifiterate as it our caun-
try. the radic fs dn important source of information, education and moti-
vation, BHesides wholesorie entertaiiment. The printed word does mnot
fedch far eriough. While the fotal circutation of afl the newspapers and
petiodicals s a fittle over five crore opies {which can be 1aken as a rea-
dership of 80 crores #t the rate of ten readers fof each copy), the poten--
fial listeners 6f All India Radio are many times more. This beass eloqu-
@it proof of the importance ¢! the radia.

. Hete is an intetesting’ ex_amp_l'q from Tamil Nadu:'- A-new va.rﬁety of
paddy popularised through the radio is called ‘radio rice” in Tamil Nadu
dnd is nt known by its gerieric or miarketing name. :

The Hydetabad Station of AIR through its Negaravani: programme
has successfully brought. about greater @wareness among the p_e'aople
Sbout the merizae of stray dogs in the city. Subsequently, following @
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ccampmgn ‘by i‘trszumclpai “Cor;mratlun n 1‘975 “the number of ‘Hog Tieen-
eces iissued rose from & mere 300 to 6,000, The -incidents-of dog hites
ifell sharply frem 200 a Hey in 1874 'to 60 a Bayin 1976. These two
«axampies clearly s"':ow tha rampaot of the «adio on both sural and urban
audiences.

_ -'eFacts at a Glance
EFirst Radio Station gt Bombay~ -Juky 23,1927,
-'Number of Radio Statmus _ _
1On August 15, 1947 I - B

On Miatch 34, 1983 ' - 86
Number of Transmitters _ R ) .
Medivm Wave ) - 126
‘Short Wave _ : .- 36
F. M. S~ 3
-Audience Coverage B 0 .
" Population ~ BY. 65%

Area . | .O. _. i)

No. of B. R. Licences as®n 31 -‘mv «  1,01,78556

iEstimate of potential ‘iistene% ~ 40 érotes. '
Potential q_istehers-inc% bose rural audiences who have wot yel
- ‘besn tapped for radio mes, : '

Au;hd of the lessen: MIr. C. V. Narasimba Reddi
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Suggested Reading

1. This is Alf India Radro
By U.L. Baruah, Publications Dmsmﬂ
. Ministry of Information and Broadcasting,
Government of India, New Delhi. ;

2. Public Relations by Herbert & Loyd. i
Assignments
Answer the follawing it 30 lines each

7. What do you understand by Radio as @ medium of mass commumca—
tion? Describe its characterlstlcs and limitations.

2. Discuss with examples the refative appeal of the Radio wher compared
to Newspapers.

3. The Radio provides an ample oppeortunity for PR coverage, Drsu..uss

4. What impact does the radio create on the Indian mind i ;ural .aseas?
5. Describe the origin and growth of All. In@di&

Answar the following in 10 tines each

1. Chanda Committee, o

The All Indis Radio
Verghese Committee (1 7);

Audience Research U

‘tmpact of the R%
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Lesson 12 Writing for the Radio

Objective

To enable the student to- acquire the basic skiils of writing for the
“radio. it also explains the difference between the print medium and bro-
‘adcast media writing. '

Synopsis

Writing' for the Radio; Various Forms.
Essentials of writing for the Radio. -
Script for a Radio-talk. '
Checklist for a Radio-talk.

IR

1. Writing for Radio : Various Forms

The P.R. Practitioner is expected to write scripts for broadcasts in
order to project his organisation through the medium of the radio, The’
Chairman of the company or the Chief Executive may be invited 10 give

. a radio talk, join a panel discussion or be interyjewed. In such situations.
it is the job of the P.R. Manager to prepare the 3§iipts or notes. Besides
talks, panel discussions and individual intervigsgthe broadcast medium
provides scope for documentaries, radi tures, etc. The PR manager
has to be equipped to prepare readv~@ ‘material for these different
types of programmes, besides tryipg to an item or two from time 1o

time about his institution into the wg,bulleting. Opportunities for such
use of the medium do not arjgg by themselves; they have to be created. In
short, the art of writing is ntial quality of a PR manager. It one

is adept at writing, one can Wite for any medium, the radio or the news-
papers. :

The Difference

Writing for the broadcast media, however, differs from writing for
the newspapers. Radio writ\ing is intended for the ear while newspaper
writing is meant for the eye. The receiver in a broadcast is the ‘listener’,
whereas in the case of a newspaper, the receiver is the ‘reader’. The radio
script is written for ‘hearing’ while the script for a newspaper is prepared
for ‘reading’  This is the difference between the radio and the rewspaper.

One can afford to write long sentences with tewer paragraphs in a
newspaper. The writing can be descriptive, dwelling on details. Colour
can be imparted to the theme, as in an account of the “Beating Retreat”
spectacle or the Republic Day parade on Sanuary 26. The radio cannot
compste with the newspapers in such "Swories”, There is first, the cons-
traint on time. The sentences have to be short and crisp. I the listener
misses a point In a radio programme, there is no possibility of its bsing '

‘repeated. whersas a newspaper reader can re-read a paragraph or a sen-
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tence. (The cassette_technolog’y overcomes this problem but all radio
Programmes-are not recorded by listeners). More importantly, the broad-

cast has to arrest and hold the listener's attention at that particular

moment of time. A newspaper reader may read a report or a feature any
time he likes.

The inverted pyramid structure used in newspaper writing is  avoided

in broadcast news. Therefore, writing for the radio as a technique diffe-
" rsin style, aporoach and rationale from writing for the print media. '

2. Essentials of Writing for the Radio
1. Gonvérsational Style
One should bear in mind that any ﬁwessage through the radio is ess-
entially intended for the individual listener. The basic princigle, therefore,

is to write as you talk. It should be written in a conversational style as
if one is informally speaking 1o the other person. One must always pie-

ture his listener and catch his attention and hold it. The script should

sourid ss though oneis talking te every ong of the listeners,

Against this background the sentencss raglio writing should be
shott, straight ard to the point. The agedgmic style should be avoided
and simple and familar words and phré4 bed. Unfamiliar or long and
bombastic expressions are difficult to pRemBunce clearly and they jar on
the listener’s ears. : B ' '

Once a PR manager portunity to broadcast a talk in a pro-
gramme intended for villagerS\_ !t was his first radio talk- He todgk great
care in preparing the @ which was duly broadcast. But as pointed
out by a radio critic in Iumn, the script was highly literacy and writt-
en in an academic style,Mhe rural listeners could not fellow. If the P. R,
practitioner had kept in view the literacy level and capacity for comprehe:
nsion of his target audience and used the spoken word instead of the style
favoured by the literary minded, his labours would not have gone in vain

2. Prbnouns

One should be carefu! in using pronouns in radio talks, Personal
pronouns like ‘he’ or ‘she’ may be avoided. If necessary, the name of
the person can be repeated.

3. Numbers

Numbers one to nine should be written in words, As far as possible:
figures should be rounded off. For irstance, it is better t6 say “‘about
13 crores rather than 13. 01 crores even if the later figure is accurate.
Wiite “one thousand’ rather than 'a thousand’. ‘A’ seunds like eight.
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4. Abbresviations _ _ S _
Only widsly known abbreviations like U N. 0., Y.M.C.'A. and the

like should be used. " If possible, abbreviations may be expanded. -

5. Name and titles

Never begin a stery with a name. “For example, one should say
“Prime Minister of India Mr. Rajiv Gandhi” instead of “Mr. Rajiv Gandhi,
Prime Minister of India™, s I
6. Time _ .

tn referring to time, Don't uvse figures. Use ‘this morning’, ‘this

afternoon’, 'this evening’, ‘late last night’ etc.

7. Quotations .

It is  advisable to évoid_ Ieng't'hy'quotations and instead give the gist
of the quoted matter, IR =

8. "Wordsmith’

Finally, more than a newspaper man, tharadio script writer has to be
a ‘wordsmith’. One has to convey myekyjn a Wmited time by sconomi-
sing on words without . diluting the 'g.. Writing for the radio is
highly professional and demanding. OWeefirse, the thrills are there as -
compensation. . . :

3. ScrjfY fot a Radio-taik

A script for a radio tatk Skouid b_é written in such a way as to hold
the listener’'s intere ehattention. - The interest is bound to stray if
the talk goes into too ‘Q details. :

The radio script can be divided into different sections to sustain the
interest of the listeners. The duration of a talk ganerally is 9 to 14 minu-
tes. during which period much can be conveyed if the listener’s interest
is held. For this purpose, as already stated, the language and style have
to be atruned to the audience for whom the tatk is intended.

The main sections of the talk may be broadly divided as follows'

Opening

The opening section should not only introduce the theme of the talk
but must stimujate the listener's interest. Think of an arresting quota-
tion or incident that will seize the listener's attention. Human interest
stories will always hold the listener’s interest. Every sentence must have
a.clear meaning to generate 'istener interest because the ‘ear’ will take in
information which the ‘eye’ cannot, Try to sum up the case -you inten-

ded to make in one sentence of reasonablo length,
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Analysis

~ The second section of the talk should analyse the subjectby giving
facts and figures, Each thought should be confined to one paragraph,
This ‘section should also contain the thrust of the taik. '

Mora details

in the third section more details of the subject can be given to sub--
tantiate the facts and figures mentioned earlier. The points raised in the
earlier section may also be put across to clinch the issue for the listener.

Summary _ :

In the fourth and final section one can summarise the essentlal
~ points disseussed in the talk which should end with an appeal 1o the lis-
teners. The appeal should result in acton A radio “talk not only
communicates ideas but also educates and motivates the listeners,

4. Check-List for a Radio Talk

What - is the objective of the taik ?
Who are your listeners ? (__Educated,@e “irban or rural, literate

N

or illiterate) _

Would your talk E:nte'rest manygigteners ?

Is the talk exactly of the I ht % ?

l::s it simple enough for er to follow ?

Does it contain 8 new by way of information or 'knowledgfe
for the listener ? - S

o o b w

~

Would the opening sentence catch the listerner’s attention ?.
Are the main points stressed enough and repeated ?

Is the end effective to {eave a lasting impression ?

Author of the Lesson: Mr, C.V. N_érasimha Reddi
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Suggestedl Reading

1. Broadcast Journalism : An introduction to News wiitirg, Tominoei-
cation Art Books, New Yok . .

2. PublicRelations by Herbert lloyd

Assignmenits

I Answer the following in 30 Tines each.

‘1. How does wrifing for the Radio ditfers from  that Yor wewspapers?
Explain with-examples

2. Descyibe the essentials of the art of wiit'my for radio.

3. Write a five-minute script for.a radio talk.on.a topical suhject of your
daterast,
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Lesson 13  Television as PR tool

Objective

'We shall discuss in this lesson television as a medium of mass comm-
unication and a catalyst for socio-economic development. The charac-
feristics  and limitations of television, TV compared with other
atzdia,  ths impact of tslesision on th2 viewsr's mind is also covered.

Bynopsis

1. Telavision

2. Iis characteristics and fimitations
3. Contpariston of television with other media

4, Impact of television
1. Television

elévisiofi fs the production, transmigsiqp and’ receptian of iniageq
énd sounds by means of electric impulsﬁe word ‘television’ of.-TV
Is a combirtation of Greek and Latin expr s. The Greek werd 'Tele’
mearns at # distance. ‘Vision’ mmw the Latin word Videe' meaning
‘I See’. In other words it is ‘distantigbeing’, :

As a medium of mass ¢ fcation, tolevision enjoys an unrivalied
positipri. Having the ingmgdiach of radio and the mobility of the camera,
T V comibines the sdva of other media involving the printed word
and spoken word, the ion picture, colour, music, animation, and
- sound. Thus it is the best medium, Telsvision combines ; information.
education and ertertfinment. : ' i

s inipaét is more powerful than that of the radio dnd the printed’
Word, as it commands imniediate attention of the eye as well as the ear,
* Ms realism is such that nothing ean be hidden from the searching eve of'
the T. V. cameras. TV has a very useful role as a oatalyst in speedy socio--

économic development. '

While laying thie faundatiof of 4 felevision transmitter at Allahabad
6n August 19, 1983 Smt. indira Gandhi, the then Primve Minister of
India desotibed TV as an essential instrument of natioral integration as:
well @s a powerful teol to fight poverty and ignorance. Television is @
visual means to make the people awaie of the ceuntry's. rich cultu--
tal, religious, social and political heritage, its past as well as the saga of -

its freedor struggle. .
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2. Characteristics and Limitations
Television has its own chatacterisiics which make it distinct from

other mass media.

1 Visual Medium

Basically the messages of television appeal 1o the eye and form part
of the Visual medium. Viewers tend to.watch rather than listen to televi-:
sion. The eye is the key factorin attracting television programmes.
2. Creative Flexibifity

@y virtue of its Vsion, sound and movement, television offersa high
‘degree of creative ftlexibility. - A television programme offers pleaty of
scope for bringing creativity to bear on a selected subject.

3. Retaxed and receptive audience

An interesting feature of television is that’its. audience are always
in a receptive moed. This enables the communicator te

velaxed and are t
achieve the maximum possible or optimum effegct ia transmitting the

messege. The audience being ready to watc programme  become

uncomscious padticipants im the communicati ropess.

4. Realism ' QE ' o
Television programmes a7 angiiave 10 . realisfic. Life cannot be
hidden from the television camesa. .

5. Blend of many media

The greatest meri revision isthat it is the blend ©f several e~
Jdia-sigth, seund and ent, This makes it unique.

6. Wea];on against llliteracy

Television is a potent weapon 1o combat itliterasy. T 2 country like
india whare the percentage of {literacy is on the high side, the viewers
can be educated thyough the medium. 1ts reach is also larger than that of
any other single medium like the newspapers and is comparable to that ai

" the radio.
Limitations
Television has its limitations Yoo. They ate:

1) The cost of production of TV programines is highs

2) It is very difficult to present 2 detailed arqument on TV td clanfy
ccmplicated issues. Apert fiom the tonstraint of time, viewer inte-
rest declines whe_n the programmes are leng and setious.
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3) iTelevision pregrammes rc duire 'acilities like proper and realistic back -
|[ground and mobility of the camera. !
4 The comiaon man in Fadia cannat siford & telavision set. As such.
|wnwnuni ¥ viewing. has 12 be organised.
5; The television sciezn is comparatively smaller. The visusls, thenefore,
Iare: minizture compared ta the original. : ;

- 8¥ " Though the 1glevision aucience is generaliy in a relaxed mood, ]hévf
;m-éy rot concentrat: o the programmes because they areroften in a
'mood for entertainmennt, |

#: :Television programme productiort is time consuming doth in ches;gnn

.mg and actual production. Many hours are spent in designing a pree
‘gramme, on thg refiearcals and the ultimste fiming followed b
editing. The programime itself lasts only afew minutes. Howevér,

'rhls is to e weighed against the size of the audience.

& Sometrme, television is considered & wasteful medium for pebiic re:-
fations pirpese as oy popular programmes are screeried at peak via-
wing time. Ev.ry one einmot have an opportunity for peak hotw

nrolectlorr
4y Iwis essentiglly a gne-wiy mediuny,  F\canlet receive smmediate:
feedback.
|
Having d/icussed the advintages a tatrons of televisian, lat us

gomdare this medivm with other madea ik € railo and newspapess.

53. Coniparigon of Jels sion with other Media
|
Televisiofi Varsus Hadio

1. Television fs confi indoor viewing, white radio pregrammes can
bre listened to at b o7 In a running bus or traim.

| . .
Television viewers are more attentive than radio listeners.

Fiadm IS more instantanec us than television. News can be f!asl‘ed on

Ime radic ‘whereas a prop2r TV programma requires preparation of
vislais,

4. Radio prograntmies cdn be produced at short netice and in a shorter
duraucn whereas TV programmes vsually require advance prepara-
tion involving leng and production time and effort. Radio is
chaaper '

Television Versug Newspaaers

1. Newscasting on television differs from Newspaper journalism in
several ways. Television news is in the form of visuals and appeals to
the éye as well as the ear while in newspaper reports even i illustrated
afe limited in their impact. '
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2. The power of television-rests in its capacity to comblne rews and
moving pictures. Television and radio are faster media. The bulk of lhe -
newspaper news is about the previous day’s developments, whetess radio
and television can handle spot news However, television and radio
news bulletins are limited in their duration whereas newspapers iike the
New York Times have scores of pages.

3. There is room perhaps for 20 reports or stoties at the most in -a
news bulletin. Some of them get 2 mere 3¢ seconds. Wherever there
is need, a newspaper can add pages 10 its regular edition. 8pecial supp-
lements of newspapers are brought out on such occasions. '

4. Newspapers can be preserved and indexed. News items and arti-
cles are clipped and filed for reference, This is not possible in -radio and
television newscasis. ‘However, radio and television news can be taped
and stored, This can be done only in properly equipped studios. Video
cassette and audio cassette recorders are required for the purpeses.

4. Impact of Telcvision

The importance of communication through eye and the ear is indi-
cated in a famous Chinese quotation. The tafion runs thus ;

CIfLhear .. . L. @gel
Nflsee ., ., ... . . member

If 1 do .o . ; I know"

This adage highlights pportance of medium which appeals 1o the
eye. M | seel remember, Rlevision belongs to the audio visual medium

which is a blend of e eye and the ear. It has therefore, great im-.
portance in c¢reating consciousness among the public in a coun-

try like India

The T V pregrammes have appeal to both rural and urban audiefces.
Ruraf audiences find TV as a mini-cinema and are deeply staired by its
programmes TV has the greatest impact on rural audiences as an instru.
ment of social change, This has been proved beyond doubt By the Sate-
lite Instructional Television Experiment (SITE) launched in 1975.

In & country like Indiz TV, though a costly medium has a bright futu-
re Itis not possible for individuals to own television sets especially in
the villages but community sets for village panchayat-in the first instance
and fater for every village will facilitate farge scale Wewmg. The State
Information Ministers Conference heid in July 1985 in New Delhi resolved
that during the Seventh Five year Plan every village panchayat should be
provided with a community TV set  With community viewing in opera-
tion, it is possible to communicate messages on rural development to. the _
mass of our people to bring about a change in their outiook and invoive
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thelm in national devlopment, Similarely slum dwellers who constitute
om' fifth of the population in major cities can be educated through the
medlum of TV by prowdlng community TV sets in the slum areas.

Peu formance

' Let us how analyse the impact of television programmes on the
people with the help of the following examples :

| The SITE (Satellite Instructional Television Experiment, programmes
are a case in point. Tha impact of takirg television to the rural areas was
tremendous. SITE was more effective than all the other media in attrac-
ting audiences, including the traditionally home bound women. it was
found that the gains of this programme were more for the underprivileged
sections of the rural population such as women and illiterates, In some
cases, the farmers adoptad new agricultural practices 'shown on telews:o_n,
Whlch did net require additional expenditure or infrastructure. ;

Kheda Communication Project .
A

. There is one more example. For ten yearsithe people of Kheda Dist-
rict of Gujarat State avidly watched indepegden® television programmes

telecast by the Space Applications Cemre (S eamed from a transymi-

tter in PiJ Village. The programmes d from a local station to lhe
651 community TV sets (installed by boperatives and district pan- -

chayats) focussed on developmegl issueS"to induce awareness among
the vitlagers. The Kheda Commu n Project (KCP) was an undolib-

ted SuUCcess as developm catglyst. The experiment continued i till
Ju!y 25. 19335 when the ent closed the PiJ transmitter as a high

powered Doordarshan transnitter was installed in Ahmedabad.

However, the exp ent had gained worldwide recognition and the
prmect raceived the prestigious UNESCO prize of 20, 000 dollars (Rs. 2. 4-
Iakhs) for rural communication effectiveness. Its programmes in 10 years
have helped the local community to improve their lot and learn news skills.
The praducers would go into the villages of Kheda and let the pedple
Speak out about their problems and progress.

A study on the benafits of the project by a SAC research cell showed
'tha't the villages having community TV sets had a greater level of aware-
ness than those villages which were not covered by the KCP. It was feund
tha} 95 percent of those who- watched PiJ transmission knew of the
advantages ol immunisation, as opposed to 24% of those who did nhot
walch the transmission. The farming commu nltv greatly benefited by the
pro[grammes and if thay are well-to-do today, it is because of the project.
Among the KCP programmes, "Daad Fatiyad’, a weekly feature took up &
specific problem every week and discussed it in detail with interviews with
affécted villagers and Government officials. The producers also worked
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to solutions to the prbblems and followed up the programme till decisi-
ons wers implemented,

The SAC also took up issuse of social importance. A programme
entitled (wae shall not telerate sins any moie} in Gujarati was a serialisa-
tion of features on the exploitation of Harijans by highcaste farmers. it is
a case study to indicate how television programmes create impact on the
Indian mind.

Author of the lesson : Mr. C. V. Narasimha Reddi

Suggested Reading

Mass Media in India 1983 compiled by Research and Reaference
Division, Ministry of Information and Breadegsting, Government of India.

Assignments

I Answer the following in 30 Iich

1. Define television, What ar@itg chatacteristics and limitations a3 2
medium of mass communica

2. Compare television w media like the tadio and the newspaper.
Explatn its rela@m with comparision to other media.

television on the Indian mind ¢ Discuss with

3. What is the impa
examples.




Lesson 14 Growth of TV in India

|
Objective

]The genesis and growth of television in India is discussed in this
lesson. It afso covers important landmarks in the history of television in
India such as SITE, Satetiite Commurication and the main objectives .of

Doordarshan
i

Synopsis
M. TVin lndia
2. Boordarshan- A New Era

!3. Verghese Committee Report
!

1. Television in india

ETeIevision has had a late start in India, with an exparimental TV Centre
established on September, 15, 19569 in New Delhi to telecasi programmes
for adult education  Its main object was to assBgs the value of telavision
as 3 medium of mass communication both foRgdudational and rural deve-

loprln(snt purposes.

|While inaugurating the programm Rajendra Prasad the then
Presidert of India said "I hope telgyjsion wili go a long way in broadening
'popiular outlook and bringing 'pe%in line with scientific thinking.
That is the greatest advanta f schyntific disceveries. They project the
capacity and prowess of m eaking through the limitations of human
knowledge” ' ?
' 'The programme wa§ girted with 30 TV receiver, sets and- tele-clubs
werk organised around ihese sets with a convener for each club. |
School Television ' !

:The success of the experiment led to the start of the scheol Talevision
Pra'ject in October 1961, The middle and higher secondary scheols run
by the Delhi Adminisiration were over crowded, the space and equipment
in the laboratories were scarce and trained and qualified science teachers
were iri short supply. Televisien came forward to provide the answer.
Leszons basad on school cutriculum: were telecast. The School television
directly benefited over 12. 000 students. Today over three lakh students
in D3elhi are being exposed to these telecasts. Commending the project,
a UNESCO -experi, Paul Neursth, observed ‘Television proving as .a
useful aid to teaching and students are learning better with TV. Those
who have TV in their schools feel that their students would lese some-

. thing valuable if it were taken away, and those who doé not have if, want

it..”
| , 40
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The restricted use of television tor vchools whetted the users’ appsti-
e, A general TV service was, therefore introduced in April, 1565 with
entertainment and information besides education as the main purpose.
1t started as a one- hour programme for four days a week and its freque-
noy was increased 10 seven in 3 week or a daily progizmme fiom
August 15, 1965,

¥rishi Darshan

India fives in its villege and-since agriculture is the mein stay of the
people, a special programme for fa:mers called “Krishi Darshan” was
taunched on January 26, 1967. The basic objectives of the "Krishi Dars-
han™ programmes are to educate the rural masses in the late<t farming
‘techniques and impart scientific know-how on farming, agricuitural imple-
ments, fertilisers, weather forecasts eic., The fealth and family welfars
aspects were also covered S

The second TV Station (in Bombay) was commissioned on October 2,
1972 thirteen years after the Deihi station was established. It was
followed by Srinagar and Amritsar. in 1973, and Calcutta, Madras and

Lucknew in 1975,
SITE
The Satellite Instructional Te! Expenment {SITE) started

on August 1, 1875 was an important fag k in the history of tetevision
in India. it was the first experimgnt in’ developing world o use a
. satellite for telecasting educationakaPuentertainment programames 10 far-
flung ruraf areas ' '

UNESCO recommende at since the conditions were  favburable
in India the satellite ¢ be ed for national development In 1969
the Department of‘Ai%hetgy entered into an agreement with the
NATIONAL AERONAU AND SPACE ADMINISTRATION” (NASA}
of the USA for the loan of a satellite, free nt cost for one year from.
August, 1975 1t was the first effort’ to relay educational 1V progra-
mmes direct from Satellite to recewers. As many as 2, 400 villages
enread over six States-Orissa, Madhya Pradesh, Rihar, ‘Rajasthan, Anidhra
>radesh and Karnataka - spanning four finguistic groubs were goveréd by

site,

SITE was described as “"the biggest communication expetimeht of its
xind in the world”. The satellite had 8 powerful transmittér which
enabled it to be used with inexpensive moveable *Chickenmesh” ground
antenna. No costly stationary relay station as commonly, uced in conven-
tioral communication network were réquired. The SITE bearhed four-hour
programmes every day, from.earth stations at Delhi and. -Ahmedabad on’
_education. agricuiture, health and :!-a_mily.'-planning._ One-hour. a_nd"s'
half daily was devoted to programmes for pre-primary and-primary school
children in Telugu, Oriya, Kannada and Hindi languages.




SITE Results
Several studies lauded SITE for having contributed substantially to a
gain iln knowledje and a positive change in the attitude of the viewers.
Its success can be jiiustrated by one example. A fire broke out in Khedle
village in Rajasthan, When people started running for water, an illiterate
farmer. who was ¢ xposed to SITE telecast shouted “throw some sand.
Didn't you see it on TV?'* : !
| ' |
One of tha failures of SITE was its limited teach. There were only
tloee base productian centres at Delhi, Cuttack and Hyderabad to pro-
duce the bulk of the programmes for villagers with varied linguistic and
cultu!ral backgrounds and spread over many states. As a result, cnly a
few larea specified programmes in the refevant local dialect could be

telecast.

However, India being the first country to try this experiment and do
it sucl:cessfuliy inspired other developing countries to draw on its experience
i plinuing programmes for their socio-economic develepment,

The end of SITE on July 31, 1976 did not end television programmes
in India. A new SITE Continuity Project wasSpitisted. This provided
for the installation of six terrestrial transmi@w far-flung backward
areas, besides the one at Pij in Gujarat. The transmitters covered
not only 954 of the earlier 2400 viltag also extended the coverage
10 about 8000 additional villages '

|
2. Doordarsh?-ﬂ\ New Era

;knother'landmark cam il, 1976 when television was separated
from All India Radio. TeleviSign was made a seperate department of the
Ministry ef informatio Broadcasting of the Government of India. ;It
was considered necess. r providing “more specific attention to the
growth of this medium in" the country”. Just &s All India Radio has its
indian name “'Akashavani’ {the voice from the heavens) television was
named as “Qoordarshan (views from afar or seeing from distance). Its
signature tune is an orchestrated version of the opening line of Mohamma-!
_Iqbail's poem saying that ‘India is peerless among nations’, The inslt--.'
rumental music was composed by Pandit Ravi Shankar, the sitar maesiro

Commercial TV

'Doordarshan went commercial in January 1976, Advertisement
spets as well as series of programmes and family sesials are sponsored by
advertisers  Doordarshan earned an advertisement revenue of Rs.16.85
croTs in 1983-84.

Ancther milestone in the history of TV in India was August 15, 1982 -
when the nationa! network became operational with the establishment
of satellits finks. INSAT-1 A which was launched by NASA on April 18,
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1982 became operational on that day. Doordarshan had gons colout on
the same day with the then Prime Minister indira Gandhi's Indepedence
Day address from the Red Fort in Delhi. That historic event was indeed a
"ted letter day for Doordarshan. It was the t_a_ke-,off point fot four diffe-
tent projects, Colour TV, Microwave linkege National network progra-
mmes, and oparationalisation of INSAT-1 A. :

SITE to INSAT

The introduction of satel’ites was a big leap forward in the cc_:mmuni-
tations system of the country. india fabricated its own multipurpose
sateilite callad INSAT. Following the success of SITE in 1975, the
Government of india went in for multi-purpose Indian national satellites
{INSAT). One of the objectives of the INSAT system was to prﬂ\:ldo
nationwide direct TV broadcasting to the rural communities on education,
social awareness, health, family welfare and rural development. The
other objective was to use INSAT for relay of TV programmes through
its national network to a large number of tersistrial TV transmitters which
.do not have any facilities for the preduction of their own programmaes.
INSAT-1 A became operational on August 15, 198¢. Unfortunately, the
satellite had to be abandoned due to a technical defect invoiving deple-
tion of fuel, 'That was on September 6, 19§2. $oon after, 1the Govern-
maat hired a transponder from INTELSAT an inued transmissions of
the Ninth Asian Games held in Newsf Déhi from November 19, 1982
“through Satellite. INSAT-i B was 1a %’ in October 1983 from the
-cargo hold of the space shuttle, w:;; % from the Kennedy Space Cen- -

“tre in Florida USA. This was des to serve the needs of telecommu-
nication, meteorology a ass $ communication. A combination of
direct receiving sets (DRS@"!W high frequency (VHF) sets was made
possible and they wegenget uvin the villages.. It has helped the’ re_cepgion
of the "Rediffused s ‘ by an ordimary set. All this ensures greater
‘utilisation of INSAT%S for larger educational PUDOSEs. )

‘Asiad 1982. _

The coverage of the Ninth Ashm (ames hosted by india in .

. November, 1982 was a challenge for Doordarshan. Doordarshan lived

.up to it and showed that it was possible for India to telecast such progra-

_mmes. The images produced by Doordarshan on the TV screen turned
“out to be as colourtul and exciting as the games.

_ Silver Jubilee

The Doordarshan cslebrated its Silver Jubilee .in September 1984, lt
“was the occasion for launching a second channel commissionad in New
Delhi on September 17,1884, The channel caters to local viewers who
have the option of alternats programmaes,

The second channel facility is also'extonded to Bombay. '
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l
Exptanslcm Network

A plan for expansion of Doordarshan envisaged setting up 13 hlgh-
power ‘transmitters and 113 low-power transmitters in the country during
1984. Doardarshan nov has'a fotal of 180 -transmitters which reach
about 70% of the country‘s popultation. There was simultaneous expan_
qon of the.scopa. of work ot Docharshan and its activities.

|Thg,'r_na_?n .6bjéctives of Doordarshan are : {
8 To‘ act as a-gatalyst for secial change

b} . Tc promote nafions! mtegranon
¢) |To stimylate a sgientifiz tenper in the minds of the pecrple

d) To disseminate the.message of family planning as a means ~of po;iu,-_
| latior~ control-and family welfare _

e) i To'proviae essertial information and knowledge -in order to strmulate
greater agncultural production

f) uTo. ptomote and,help preserve environmental ang ecological balance

| _ .
g) To highlight the nieed forsacinl welfa@.magsues ,including welfdre
of womemn. children andthe less priiﬁle@ !

h) :Tq, promote fnterest in aames and spgrts,
}) [Fo create vaiues:of appraisal-_of:,artd cultural heritage.

3. Verghcse Committ zport - Akash Bharati

It 1977, the Governs f India appointed a Warking Group with
B.G. Verghese @ welikrown Wournalist as Chairman to examine the fune-
tim'ing of Al India-H y aad Doardarshan and make racommendations
regarding thsir future @. Tha miin term -of reference 'of this Group
was to study the furctichal, financial and:legat aspects of: the proposal
to give fuil dutonomy to All India Radio “ant Doordarshan, -consistent
with accguntability ‘to  Parliament, - keeping- in mind the different forms of
autonomous organisations - existing--in other: democratic -countries in the
matters of broadeastirg. ) !

|The group in its 418 page_report (2 viiumes) recommendad that an
autonomous.. National Tiust should be constituted for the growth of
Akashavani and ‘Doordarshan, The group named it as *Akash Bharatlf -
the.National. "Broadcast Trust to be responsible 1o the Parliament,” The
wm'kmg group recomeided constltutlonal amendment so that all broad.
casﬂngrshOuld be organised and. conducted exclusively under the autho-
rity of an autonomous and tngependent Public COrporatlon aéting impat-
tial| as & Trustee in the Public fnterest -as, Akash Bharati, the National
' Broadcast Trust, The appomtment of Chairmar and other Trustees shall
be made by the President of India fioh eut of a list 6f names ‘to be for-
walded by a nominating panel daly constituted by law. 1t was sugges-
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ted that the autonomy of th2 Corporation and its independence from
Government control should be guarantezd by the Constitution.

However, the group did not recommend two separate corporations
for Akashavani and Doordarshan, :

Though a biil was introduced in the Parliament to give effect to the
recommendations of the Verghese committee, it was later dropped by the
Government which came into power in January 1980. The question of
giving autonomy to Ali India Radio and Doordarshan is still being
discussed.

Author ofthe Lesson ; Mr. C. V, Narasimha Reddi

Doordarshan - Landmarks

1 Inauguration of TV experimental

service September 15, 19589 -
2. Schoaol television project. October 23, 1961
3. Daily one hour general service August 15, 1965
4, Krishi Darshan Programme

{Rural. Service) 0 January 26, 1967
5. Second TV Station in Bombay Cctober 2, 1972
6. Satellite Instructional O '

Television Experiment (SITE August 1, 1975
7. Commercial TV )v January 1. 1976
8. Doordarshan as a sepa

Government Departme April 1, 1976

9. First post-SITE @ g at March 1, 1977
Jaipur ’

16. Commencement of national
programmes : Conversion of
black and white to colour :
Use of INSAT-1 A for

nationa! network August 15, 1982
11. Direct telecast of IX Asian

Games November 19, 1982
12. Coverage of non-:ligned nations

conference in New Delhi March 7. 1983
13. Ogerationalisation of INSAT-1 B ' October 15, 1983

14 Coverage of the Common Wealth
Heads of Government Meeting
(CHOCM) in New Delt.i November 22, 1983

15. ‘Second Channel in Delhi September 17, 1984,
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Suggested Reading

1. l:Vlass Media in India 1983: Compiled by [Research and Reference
Division, Ministry of Information and Broadcasting, Government

af India. .

2 The latest Annual Report of the Ministry of Information and B'roa_gi»
tf':dsting, Government. of india.

3. Verghese Committee Report “Akash Bharathi’’.

Assignments
| .
. Answer the following in 30 lines each

1. When was talevision started in India? Mention the 'impurtam: land-~ |
fnarks in the histary of Indian television with brief descriptions.
2. What do you mean by SITE? Dascribe the role played by SITE in 't;he

development of communications in India.
3. How.is the satellite useful in transmitting television programmes?
Elucidate on Satellite Communication in lndia? '

4. What are the main objectives of Indian teleWgion or Doordarshan. |
iWrita-briafly on autonomy for Doordarsh . : 5

i S
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Lesson 16 TV Programmes-PR Opportumtles-

ijectlve

In this lesson we discuss the various types of pregrammes that are
telecast by Doordarshan, It will also give an idea as to how the PR
Manager can utilise these programmes for communicating PR messages

Synopsis
1. TV Services
2. PR Opportunities '
3. Video Technology
4, Video for PR

1. Television Services

Before we attempt to examine the various types of programmes that
are telecast by Doordarshan, it will be appropriate to have an idea of the
TV network and its services.

The TV Services are broadly divided into\hpee categories : National

. network or nationai-hook-up, Regi ervice and Second Channel
service.

1. The National Network ? :

Under Natienal netweot ostyef the programmes originate 8t Door-
darshan, New Delhi. Pt s are relayed by the regional kendras
and other highpower and lowApower transmitters located throughout the
country. Program ountry-wide importance and natlonal news
buligtins are telecast | national hook up service,

2. Regional Service

The Doordarshan Kendras lacated in some State capitals where there
are production facilities originate some programmes of relevance to the
local languape group or groups inhabiting the areas within their transmi-
ssion reach. These programmes are different in scope from the national
network programmes. Regional programmes are about activities of local
viewers interest as far as current affairs are concerned. They also
encompass cultural and other matters of limited regional interest.
However, some repotts from the regional centres are also fed into the

national bulletins. The films and tapes are also sentto New Delhi by
tlights.

31 Second Channel

~ With a view to catering to viewers in metropolitian cities like Deibu.
Doordarshan start2d ths s220nd channel service-the first of its kind-on
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Seot-:ember 17, 1984. The channel is intended for Delhi based viwers and.
telecasts locai programmes. The sécond channel programmes: are diffe-
rentfirom these of the natienal netwotk and the regional seyvice. Bombay
has also a seccnd channs

A
Programme Content

i : :
€' There is TV transmission fn the morning and evening as well.-4 The
moming transmission s for children of various age groups. Some of the
everiing programmes are produced jointly by Doordarshan and the various
ministeries Soncerned with agriculture food, rural development, health
and family welfare. These prograimnes cater fo the needs of different
tections of th: society.

|

[The principal features of the television programme _include 1 Nati- na
and Regional news bulletins. panet disscussions and interviews, "Focus’
on |current affairs, World of Spert, dance, drama. music. folklore
seridl stories, quiz time, Blin - songs,” Science and Sports quiz, Krishi

’,};ﬁhaﬂ for._tarmers, sommercials, replies o0 viewers letters, feature
and |documentary. films of the Films Rivision, TV short films made fos or
by Doordarshan, cartoon films, puppet shows magazine programmes
of special interest to children, women, yom@ribals.

|

| 3. public’ B lations @ srtunities’

|
Television provides a wide sc or PR coverage of important events
#ndl activities of different 'deerﬂ%epanrhéhfs and public séctor un-
dertakings. Such events fin a.in®national and regional news t’@!lgjiﬁs.
‘PR Managers can send theiNgle veloases direct to -the news units of
Dodrdarshan in New Dghy and%the regional centres  Fhotcgraphs 87x10
oms size of the evant%o well with the news. items and should be
sent along with the repoNd” : Visuhls, - as the pietures arg.catled, «dd to
_the news interest and value of the reports. - Public Relations Manageis
get:groater mileage if the press releases are news worthy. '

_Itis necessary for the Public Relations Manager 16 have aclear idea
of the ditferent types of programmes that are telecast so that he or she’
cg_r;? plan the programmes, for acceptance by Doordarshan. Comméicials
qn. TV is another avenue available to the Public Relations Manager for'
p_rmlmolih'g ‘a produtt or an idea. ‘Documentarias and featurettes or small’
features produced by different organisations on subjects like family plafn-
ing, _h’ealth," rufal develapment, national i;n'g_ggréti.dn, _etc.can be telecast’
by Doorddrshan. Apart from sponsonng progrgmmes like live coverage
or review Bf sports events and soap opera items ike "Khandan® and “’Hum

Ly, the industrial houses and public service organisations can on . their
own produce programmes on ‘India’s “cultural heritage, pollution control
etc!, for telecast by Doordarshan. Then there are “Spots’ or advertisem-

érits running {0 @ minute of two.
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Features

~ Like Features in nawspapers, there are the Radio and Television fea-

tures. They are an integral part of the TV programmes. Television featu-
res are becoming very popular with the viewers,

Television Documentary

As in the case of films and the radio, television also produces docu-
mentaries of its own. Besides feature films, filmbased programmes like
Chitrahar and Documentary films produced by the Films Division are regu-
larly telecast by Doordarshan.

A Documentary is described as a dramatic representation of
facts and events '

TV documeniaries deal with a variety of subjects. The daily routine
of fishermen is an instance in point, The documentary on it depicts the
life and activities of the hard working fishermen right from the early mor--
ning-boats going into the sea to the return to the shore in the evenings
braving the hazards of the wsather and the sea. The paltry earnings bro--

ught by their catch at the end of the day is the'glimax. :

The TV documentary is information orienty r explores in @ dramatic
fashion a topical issue. It deals withffactys! material. There are various
types of television documentaries, Th y be classified as :

1. Topical Generally mated by the news and current
affaipmy seclions of Doerdarshan

2. Personal Higwlfghting achievements and attainments of

notable personality
'3. Factual isciing important facts or happeninas

4. informational With a bearing on educatian, séience_,l sports etc.

5. Social Dé'aling ‘with themes of sbcial relevance.

Some of the documentaries produced by eminent film makers include:
'The Trees’ by Hirshikesh Mukherji, ‘Known yet Unknown” on Indian
handicrafts by Bhattacharya. Television documentarics usually go well
with viewers,

3. Video Technology

As an e'xtensibn of television, video technology has come to stay in
India. |t is yet another medium which can be exploited by PR for creat-
ing social cansciousness among the people, particularly the rural masses.

What exactly doas Video m_éan? Video in Latin language means ‘| see’,
Video thus belongs to the audiovisuat medium which reaches (a blend of)
both eye and the ear.
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Video Library ' i

-1 Video is the pracass by which television or cinema programmes can
be reco:ded on a cassette tape. Besides, programmes can be independ-
ently produced and taped with the help of video cassette recorders or
VCHs Such programmes can be screened and preserved in the library for
future use. Video is interlinked with TV and Cinema. This technique has
proved to be one of the most popular innovations devaloped in recent
times. Video cassette recorders have entered Indian homes in the 1980's
in lhe wake of a phenomenal increase in the use of alectronlcs ;

|

| The Video camera is much_ lighter and easily portable than traditional
cine cameras and are cheaper to buy and easier to operate. The play-back
facility is an additional attraction. Well-to-do famlies have video tapes
of marriagas and other auspicious events which can ba reviewed at will
like turning back the pages of the family photo album.

Video casettes, Video cassette recorders and video cassette players
havle flgoded the Indian market. There may perhaps be more than
thirty 1akh video cassette recorders in India in 1985. Restaurants, hospi-
tals, hotels and tourist buses are fitied with videos tor the entertainment
of their customers. Railways are planning to i oduce the facility in run- -
ning trains ~ Almost all major cities have ber of video cassette
libraries which hire video films, X

| Having looked at the technology & ructure of the video, let us
now turn to its utility, The new géhno Oy can be exploited with advan-

tage in many useful ways, as alr xplained. Butit has its negative

sids too. Its misuse tor scyeepingyand propagation of pornographic or
obslscene films is widely kn :

Video Piracy |
Video piracy is an r. Video piracy means recording of pragra-

'mnlmes, especially movies, without the permission and knowledge of the
producers and seiling them, 1t is like pirating copy righted books and
marketing them. It is an offence under the law. Though attempts to

curb video piracy have not been very successful so far, we cannot on
th:tt score, however, deny the video's role as a communication tool

i The Indian Film Industry is much perturbed over the huigh mc:dance of
vicieo piracy of feature films. According to industry sources, video plracy
has resuited in decreased audiences in cimema hialls and they are tosing
buginess worth crores of rupees annually. With a view to combating
videe piracy, the Government of India and the State Governments have
already taken a number of measures for punishing offences relating 1o
exhlbltton of uncerntified commercial and video -films. If implemented.
effectively this should arrest the negative trend of this medium.

| Thete are three views on the emergence of video technology and |ts

prlnmlse
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1. Some feel that the Video is yet another source 0! entertainment ond
income

2. Some others feel that the emergence of this technology has ruined
the film industry by vsay of video piracy and that it has an illegitinate
hold on entertainment business,

3. The third view is that the video can be used for the wansformation of
our society through education and motivation,

Video should be used for both entertainment and education, Just
because piracy has eatered the video field, we cannot condemn the tech-
nology itself. :

4. Video for Public Rslations

The video as a medium for communicating PR messages is relevant
for this {esson. It provides immense PR oppoftunities or more corfectly
a combination of the advantages of tefevision and cinema. Though the
video hias made invoads into the indian market, the medium has not heen
exploited by the PR profession in the country. Every PR department
should be equipped with a video cassette recorger (VCR), a Video camera,
casselte players and monitors. 5o far as GgverMment departments are
congerned, they can noi onlv record prograwlevam ta thier public
but also show them by playing the ca as part of their publicity.
The recorded cassettes can also be uti % television for telecasting -

programmes, _
The videa can be utilisegs seEra! ways by PR departments particu-

tarly in the field of E s communication, Customer relations,
Shareholder's and Dealer’s rélgtions, Business proamotion etc. la fact it
could be used in eve of human relations.

Prospects

After going through the promise and performance of the video. let us
now study its prospects in India. #t may be relevant 1o mention here
that in the 1984 Lok Sazbha election many political parties used audio
and video cassettes as substitutes for the physical presence of their lea-
ders at public meetings. These cassetles proved effective in politi-
cal communication.

Video and tape recorded speeches of the leaders of the Assam Gana -
Parishad (AGP) relayed through ampllfiers and video cassette players wers
a new feature of the Assam election campaign in December 1985 The
cassettes were distributed in the districts.

if audio cassettes could be successfu!!v uysed in the 'eiqhth general
elaction to the Lok Sabha in 1984, there is no doubt that video casseites
would be iused on a large scala in the naxt general election. The video
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t':as:lsettes dre undoubtedly more relevant for communicating social, edu-
cational and developmental information.

| As apart of its social responsibility, every orgamisation can produce
programmes on the video tape for promoting social consciousness among
thelpeople and cembating social evils like dowry, zaste and the group
violence etee and for propagation of national integration, familly plann-
ing, pollution control ete. - -

| It is said that removal of information poverty is a pre-requisite for the
removal ef economic poverty. "Against this background, every mediuim,
inclading the video, has its role in bridging the communication gap bet-
ween welfare schemes and their target, ' ' :

|
| Author of the Lesson : Mr, C.V. Narasimha Reddi

Suggssted Reading |

1. iMa'ss Me is ininiia 1983 and 84 (Compiled by the Reference and
IResearch Division, Ministry of Infermation and Broadcasting,

New Delhi) C
2, dBroadcasting and the People by Dr_Mehs asani National Book
iTrust
Assignments _
i Alnswer the following i liges each
1, \Wh&t are the various PR unities avaitableon TV ? :
2, IIEkaain the vari pes of programmes that are telecast _Bv
Boordarshan

| .
3. kl'\frita short notas on {10 line sach
- 21) Television Documentary o

Ii:) Video tschno[ogv,
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Suggested Reading

1.

10.

11.

Mass Communication and Journalism in India by D. S, Mehta, Allied
Publishers '

Mass Communication in tndia by Keval J. Kumar, Jaico Publishing
House, Bombay :

Mass Media (Annual 1983, 84) published by Reference/Reseérch
Division, Ministry of {nformation snd Braadcesting, New Delhi

Public Relations in India by J. M. Kaul, Naya Prakash, Calcutta

Public Relations in Municipal Government by C. V. Narasimha Reddi,
Sharada Publications, Panjagutta, Hyderabad

Practical public Relations By Sam Black, Universal Book Stall, 5,
Ansari Road New Delhi-2

How to be a good PRO by C. V. Narasimha Reddi, Sharada Publica-
tions, B-21, Udyognagar Coleny, Panjagutta, Hyderabad

Lectures on Applied public Relations by f K. R. Balan, Suitan -
Chand&Sons, New Delhi '

prise, Chandralok, 36, Janapeth, ihi

Public Relations by Herbert | sach yourself Books,) St. Paul's
House Warwick Lane Lgndon

‘Public Relations-A Scientific Appr® Badeo Sahai Public Enter-
e

Effsctive Public Relat Cutlip and Centre Prentice Hall,

New Jersey, @
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