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years ago, there was only one
television channel in India, Doord-
arshan. Back then, if wewanted TV
news, we had to tum on Doordarshan at
nmmﬁru'ymlﬂm.iiscun—

ist hasa 24x7 channel.

Non-stop commerclals
Television channels have two types of ad-
vertisements. One is called the commer-
cial. Commercials are themselves of two
kinds. One is called commercial break
They surface between two ostensibly se-
rious programmes. Every15-minutetele-
castincorporates athree-minute commer-
cial break. Therefore, the total duration of
commercial breaksina 24-hour telecast is
slightly below five hours!

The second type of commercials run
concurrently with other programmes.
Then, the TV screenlooks like a philistine
collage of confusing displays, moving in all
directionswith different velocities. Some
pop up one moment and vanish the next,

abruptly, asin a magic show!
The second kind of advertisements is

self promotion- declaration of their own
channel rank based on some unknown,
perhaps hypothetical, surveys. Some
channels declare the upcoming pro-
grammes intheir headlines. Theallocated
programme now gets restricted to barely
30-40%o0f the TV screen!

Frivolous debates, bookshelr
backgrounds
All 24x7 news channels spend a substan-
tial amount of airtime on so-called de-
bartes, irrespective of whether thereis a
debatable issue or not. Many debates are
anchored by impolite, aggressive, and ar-
rogantpeoplewho seemtodervepleasure
by insulting their guests. Some anchors
are experts in all subjects from politicsto  scholars.
science, economics tomedicine, arttoed-
ucation, sports and what have you.
Many programmes are titled as “The
Righ:Sund “India’s Agenda”, “Frankly
Speaking”. Asifthese anchors decide the
country’s agenda by ‘frankly’ discussing
nel screams, for instance, *“Who is lead-
ing Delhi's Corona Fight- Amit Shah or
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24x7news or frivolous debates and propaganda?

Arvind Kejriwal?™ - politicising a non-is-
sue. Thenthere are programmeswith au-

dacious titles such as “Decoding China's
Global Design™. They fail to understand
that sucha topic requires elaborate global
mearchbrumlhbdﬂaimuim:]uhmd

Sﬂualmw&dihﬂuﬂymdnlg
inverbal fights, in
bels, with anyone with a d:ﬂmmt
ofview by arbirrarily changing the topic,
bringing in extraneous issuesand blaming
everybody else other than the ones that
theyworship as their political masters.

“The nationwants to know " debates are

ipants keep looking at their mobiles nerv-
ouslywaiting, perhaps, fora prompt from
thw'wmmpplmuny‘hnﬂs."lm
coming, ] amcoming..” - frequentlyheard
for questions begging a crisp answer— af
fer monotonous narration of unconnect
ado:d\;mnghmmrydamabackmuﬂ

Thentherearethe “I donot knowmuch
about the topic, but.." type participants.
High decibel cacophony continues for the
entire duration - multiple speakers speak
simultaneously. Their backgrounds are
decorated with bookshelves with tighty
stacked books that look long untouched.

News or propaganda?
Newsisofleast priority, bothin qualityand
quantity. Headlines and stories, even in
prime time, uresn cl:rer:' eas
Eﬂ.edw:thu]:mmnsufpullﬁm]lmd:ts al-
lowing longer airtime to their favourites,
showing long footages of press conferenc-
esand campaign speeches.

They invent disappointingly ludicrous
phrases (Dragon Border Dare, RaGa,
NaMo, etc.) to deliberarely mislead view-
ers. Some unhesitatingly spread fake

Hudlnumd'h'ruhlgnews’aisplly:
travel in all directions invarious fontsizes
~ they look like running arrows in battle
scenes from TV serials Ramayana and
ual:ul;han:a.w‘llha&'bneorm

bottom.
ly, raversing in different paths. Besides,
at least two posters occupy a large part of
the screen concurrently. Consequently,
60-70% of the screen is engulfed with ex-
hibits unrelated to the main programme.
On-field reportersreport their interpre-
tarions. Their questions to a passer-by or
pre-selected interviewee are ridiculously
stupid.
Thqlska.dausmwbnummmm

miles back home, “What is your take on
that?* They ask a destitute farmer, ‘Aap
salhrsekyachhteyhay?[wtutdnm

a narural calamity, “Why is thewell-being
of people good for business, in general?™

Theyaska toppolitical leader, “Doesyour
pammnmmdmoamuﬂy?'

The sartorialindulgence ofthe anchors
ranges from unknown ethnic styles toul-
tra-modern western fashion, competing
with celebrities. Thishappens more often
3 whentheyvisit,ona most expensive-look-

motorbike or a car, some never-visited
ﬁgﬂmrepmﬁmmndm Thevil-
lagerslook intimidated by their presence.
Their bewilderment knows no bounds
when they encounter the most idiotic
questions of their life from these aliens.

Some senior journalists act like “Messi-
ahs”, seemingly suffering from the Atlas
Syndrome. They self delegate themselves
with the task of “uncluttering” the news
andgiving a “complete picture”, asifview-
ers are ignorant fools. I‘hﬂrmse]m bﬂh;:
issues for “unchattering™i
aﬁnmmrdsapuhnm]ﬂ

From the viewers' pﬂ'spedi\re, con-
sidering the commercial breaks and the
concurrent advertisements together,
these news outlets have metamorphosed
into nofrstop commercialswith a smidgen
of shoddy debates and an apology of news.

(The writer is a Professor at the Indian
Institute of Management-Bangalore)



