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PREFACE

It is no surprise that CMS meet on TV Viewership ratings has
generated so much interest among so many different people. For
it was the first time that a open forum had brought together rating
agencies on one platform and also because the meet considered the
concerns of general public rather than confining to the business
interests of advertisers and TV channels. No one disagreed at the
meet that rating of TV viewership should be preferably by
independent agencies and that the process should be transparent
and that since it is bound to have a say on the scope and schedules
of contents of channels, the perspective of larger public cannot be
ignored. That is how CMS initiative was appreciated and the meet
felt that further initiatives are required by an independent group
to examine issues to do with standards, regulation and technology
of ratings. Because it felt that in the context of fast evolving
technologies at the viewer end and emerge of a second rating
agency, it is high time that a range of issues involved are further
deliberated by those who have been seriously involved in shaping
national policies as well as by those who are actually using the
ratings.

It is astonishing that despite ratings have become the
benchmark for the priorities and pre-occupation of TV in India, no
basic research of any significance to validate or even assess and
appraise the methodology, outcome and the role of ratings has been
there. Perhaps because only a fraction of about two percent of
revenues of TV, as spent in some countries whose viewership
“market” is much smaller than India’s, is being spent on research.
This perhaps also explains why despite realization, even channels
and advertisers, of limitations of “TRPs”, they are contend with a
service which hardly covers a quarter of population and even



viewers and reflect any qualitative dimensions involved in viewing.
It was also felt that the practice is without coming under any
independent scrutiny at a time when every other such practice is
being brought under a regulator and assuring transparency in the
process.

It is heartening to see that both the old player (TAM) and the
new player (aMap) shared their outlook and approach at this CMS
Meet. aMap presentation included an overview of global scenario.
It is obvious that the competition between the two is already
causing a relook and revamp of the sample size and even the
methodology. One issue which could not be deliberated at this
meet however was to do with the “use of TRPs” by channels,
sometimes denting the credibility of very rating. The other issue
not discussed was about conflict of interest aspect of rating
agencies.

In this monograph on the proceedings of day long CMS Meet
we tried to present the discussion in verbatim to most extent. This
publication is expected to help take the debate forward and also,
in the process, sensitize more people about pros and cons of
viewership rating operations and their implications to the kind of
television channels and programme options we should have in the
country. Your suggestions in this regard are welcome.

P N Vasanti
Director, CMS
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l. INTRODUCTION

Welcome & Introduction

Dr. N. Bhaskara Rao, Chairman, CMS: Welcome to all
participants. This meet has been organized independently, and
there is no conflict of interest. CMS has played a pioneering role
in readership and viewership studies in India. It has organized
several discussions and workshops on research methodologies, and
written extensively about audience measurement.

In fact, more than a decade ago, CMS had developed (in
collaboration with ECIL, Hyderabad), a meter and methodology for
studying television viewership patterns. However, after an initial
demonstration the experiment had to be discontinued due to
reasons of viability

Allocations and efforts must be increased in order to produce
reliable and durable/long-term research in viewership studies.
Ratings are certainly beneficial for advertisers and advertising
agencies, since they simplify their work and optimize the
advertiser's spend. But when they are publicized as national
benchmarks, concerns arise as to their inclusiveness or
representativeness, and the implications of ratings for a larger
context. It is these concerns that led CMS to take the initiative of
organizing this meet.

Thanks are due to TAM’s L.V. Krishnan and aMap’'s Raviratan
Arora for traveling from Mumbai and Ahmedabad to give a
presentation on their rating services, and to Amitkumar Dev of
Time Broadband. They are all concerned about the limitations of
the current system, and are trying their best to overcome these
limitations by coming up with a more reliable ratings system.
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However, they alone cannot be blamed for the fact that ratings have
become a part of public relations and aggressive marketing by
television channels But since such use will affect the very
credibility of ratings, there should be concern about such a trend,
and efforts should be undertaken to ensure that they are used more
responsibly and objectively.

The purpose of the meet is not to condemn everything
about ratings. Rather it is to facilitate a more reliable and repre-
sentative system, and to help speed up the growth of television in
India in a more inclusive fashion.

Over the years, CMS has been analyzing news trends at macro
level. CMS Media Lab has in fact been conducting a daily content
analysis of news channels. The analysis demonstrates clear
evidence of the role played by ratings in the content priorities of
channels. Of late, TV ratings are used more by channels than by
advertising agencies. This finding prompted CMS to open up the
topic of ratings for a general debate in the public interest, instead
of confining the discussion to channels, advertising agencies,
market researchers and P.R. agencies.

The media scene is changing because of proliferating
technologies like CAS, DTH, IPTV and cell phone. What impli-
cations and challenges will these emerging technologies have on
measuring viewership?.

Over the years, CMS has compiled some basic concerns of
informed people about TV viewership ratings. These are presented
here as “some posers”. These are meant to provoke a debate on
ratings services so that we can evolve a more reliable, relevant,
responsible, representative, and objective analysis of viewership.

CMS has invited CEOs of most TV companies, many
advertising agencies, some advertisers, media experts and
academics. At least a couple of representatives from each
organization are expected at the meet during the course of the day.
Dr. Abid Hussain, former Indian Ambassador to US and a former
Member of the Prasar Bharati Board, is invited to preside over the
morning session.
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2. LARGER CONTEXT

Dr. Abid Hussain: Bhaskar, thank you for asking me to preside
over this meet. | request Bhaskar Ghose to make his presentation.

Bhaskar Ghose: When | was Director General of Doordarshan
many decades ago, there was no such thing as ratings, all we had
was audience surveys done by Doordarshan itself. Obviously
because it was a monopoly, we didn't really require a particular
agency to conduct any particular analysis of viewership. But as the
years went on, one saw the emergence of market surveys. This
happened in a very limited way to begin with and increasingly
became more complex, resulting in the present system and the use
of the people meter to which Dr. Bhaskara Rao has referred. 1 know
he doubts its infallibility and nobody I think, not even the rating
agencies would claim otherwise.

Ratings become important to channels, which depend on them.
They also become important to advertising agencies, which also
depend on the ratings and the figures shown through the ratings
which influence the amount of money they spend. Therefore, every
channel has a big unit studying these figures, and there are people
who sometimes use the figures to shape their own programme
content. But although this is not right, it is certainly not right in
my opinion to demonize ratings although this may be very easy.
They serve a very useful purpose and they need to continue to be
there, but we need to keep looking at them very carefully and we
need in fact to urge the agencies to enable us to help them and
support them in trying to fine tune the methodologies. At the same
time we also need to see where the limits can be drawn.

At the moment I am heading a very small television channel
called Lok Sabha Television, which is owned and operated by Lok
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Sabha and is quite independent of any other agencies. | was quite
gratified to hear that we have made it to Limca Book of Records as
the only channel in the world which is owned and operated by
Parliament. Recently, we had a field survey conducted by an outside
research agency which in its report talked about the “TRP Trap”.
But they used it in an extremely supportive sense. They said that
the channel ought not to let itself be pushed in any direction by
these ratings, important and invaluable though they are. The
research agency was right. | think it is important that we keep that
in mind. We need to see that content of the channel is not totally
in the hands of TRPs. TRP ratings should not be the last word in
determining the contents.

But, that is unfortunately the trend. The whole process of
dumbing down which one sees not just in India, but across the
world. This phenomenon of ratings has taken roots. Unfortunately
TRPs have not only become the single largest factor in the market
in so far as programming is concerned but they actually influence
the kind of programmes, the formats, the techniques, and even the
content.

This is not true in the case of certain big public service broad-
casters as in the UK. There, what the main public service
broadcaster does necessarily influences the styles followed by the
smaller channels or the private channels And the decisions are
taken on a variety of factors, not just ratings. So this | think it is an
example of what can be done here.

Unfortunately, in India that is not the case at all. Perhaps this
is because at present television is a “communication business,”
where earning of money is the big factor, as much as in the case
producing steel or producing consumer goods or whatever.

In the end, one has to give ratings their due but also “preserve
the balance”.

Dr. Abid Hussain: Thank you Bhaskar! Bhaskar Ghose has
made three very important points. One thing which he has said is
that ratings or the marketing surveys are extremely important in
any service where communication with the people is concerned.

10 CMS



The second is that while he recognizes that some aspects of ratings
are not very satisfactory, it should not be demonized. The third
point is about the broadcaster, who has got to play an important
role in understanding the “television sense”. Accordingly content
priorities should be formulated rather than primarily based on
ratings.

B G Verghese, Centre for Policy Research, former Prasar
Bharati Board Member: | do not know how ratings are measured
but if one goes back to the cinema of the early days there used to
be the box office hits where people would roar and scream with
approval until Satyajit Ray and others came along and suddenly
taste began to change. And you found therefore, that you could
compete because people wanted different things. So one aspect of
rating is about what tastes and standards you want to foster in our
society. Of course everyone wants entertainment but entertainment
is not merely what we commonly understand as entertainment —
fun and slapstick and so on. Entertainment is a vital part of creating
interest. That is what entertainment is, the creation of interest in
a good programming.

But in the process, the media has instead trivialized views,
tastes and standards through its own conduct so we only want more
of this or that and the other. In the news side we have the 24-hour
channels. I think this is a great menace because it has made news
shallow, you have to spin it out and all sorts of people endlessly go
on talking on the air with very little to say. This has dumbed down
the whole issue of news, information and communication, which is
extremely dangerous.

When | was on the Doordarshan Board, we were always told
with an element of truth that since cable operators were crowding
out Doordarshan and giving preference to private channels, ratings
could be manipulated. | would like to know if that is the case, and
to some extent I think that this is true. I would not like to venture
a guess about what the degree of truth may be, but ratings can be
manipulated. Moreover, subjective factors can creep into what is
then sold as an objective ratings. That is something that needs to
be watched and corrected.
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Of course, we need ratings, we need to rate things to under-
stand what is it that we are watching, as a feedback. They should
look not merely at how many people are watching and who they
are, what age groups and what time of day but how far did the
programme register, are the programmes making sense particularly
in context of information and education. If that kind of an element
could be introduced, it would be worthwhile. But in the current
system this is not happening.

Dr. Abid Hussain: One very important issue George has raised
is about how citizens can be enlightened, especially in a democracy
where the citizen is extremely important. Hence, it becomes
necessary to ensure that mass media are used in such a way that
citizens become enlightened. Whether ratings help or harm such
a process should be a criterion in judging their larger relevance.

Mahesh Prasad, Sahara TV: After the merger of TAM and
INTAM, TAM has virtually emerged as a monopoly service. Now,
without transparency and some regulation, a monopoly in any
system is not good, particularly in a democracy. So there is a need
for two television rating agencies which are equally respected and
honoured with choice, both for consumers and advertisers.

The second point | wish to make is in regard to the TAM’s
peoplemeter. The size of the television audience is estimated at
approximately 110 — 120 million homes. Out of these about 60
million are supposed to be the cable homes. The TRP virtually
pertains to the cable homes. But nobody has carried out a survey
to know the exact number of cable homes. The cable operators are
always under reporting. So the figure could well be above 60 million.
But even assuming this figure, 7000 peoplemeters for 60 million
homes seems to be grossly inadequate.

The third point is about the secrecy about homes with meters.
While it is up to the television rating agencies to install meters
wherever they like and to choose homes for installation, the point
remains that this list of sample households should remain secret .
These homes should also be active and adhere to the specifications
about the use of the meter by everyone in the family. Some time
ago some broadcasters claimed that they had the entire list of
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sample households. Now if somebody can access the names of the
people in whose homes the peoplemeter has been installed, it
means that the outcome can be manipulated. This is a danger to
which a reference was made earlier. There should be no
manipulation. The process should be fair and transparent.

The next point that 1 wish to make is in regard to the location
of these meters. The emphasis of TAM is basically on metropolitan
areas and class | towns. But we know that class Il and 111 towns do
matter just as much, and then there are the vast rural areas which
need to be covered as well. TRPs are being used by the television
channels for rating their own programmes, and for excluding those
that are not receiving good ratings. But TRPs are also used by the
advertisers as the currency to choose the channels in which they
would advertise and also to choose the programme. Now here my
point is that the television audience does not comprise merely of
the metro or Class | towns. While Kanpur and Lucknow are given
separately, the “rest of UP” is clubbed together. So what will
happen for regional channels dishing out regional news and regional
information, especially since the number of such regional channels
is proliferating. The regional channels being run by various
broadcasters like Sahara , Sun, ETV, etc. What is the currency that
they can follow? And what is the method by which they can seek
to attract advertisements or the attention of the advertisers? In
choosing these locations for peoplemeter, the concentration should
not only be on the metropolitan areas or class | towns. | expect
Krishnan to respond to these limitations of TAM.

Dr. Abid Hussain: Mahesh has drawn our attention to the
inadequacies which are very much present in ratings. For example,
the sample size is not very satisfactory as it omits a large section
of the country both in terms of the geographical area and the
interest of people.

Bejon Misra of Consumer Voice: Thank you very much. The
views shared by the earlier speakers have been very enlightening.
It is very kind of CMS to invite us to this consultation. As a
consumer organization, we have always tried to empower citizens
and consumers by giving them some kind of an informed choice. And
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what we have learnt from developed countries is that in order to
do that, we have to get into the business of rating ourselves from
within. So the first thing we did was to build in-house capacity in
order to be able to provide unbiased, honest, technically sound
information to consumers in a language they can understand, so
that we could create intelligent and discriminating consumers in
the market place. We also wanted to make all service providers,
whether public or private, accountable to the consumer in terms
of value for money. After learning this science we understood that
the very first thing a consumer organisation must do is create a code
of conduct which will not only look but is unbiased. And in order to
do that we intentionally took a decision to not take any funding
from any for-profit organisation. We only take resources from either
citizens or consumers. Even though our international consumer
code does not allow to take funding from the government, we had
to convince them that in order to survive and sustain our deficit
we have to go to the government in order to use public money
efficiently and effectively. So we are working with the government
in order to fulfil this objective. We started publishing a magazine
called Consumer Voice. We learnt there that the methodology we
adopt has to be very transparent, and all stakeholders must be
involved before deciding the sampling and taking the study forward.
And at every step forward, we have to ensure that stakeholders are
well informed about the study which we are conducting. We have
to allow them to come in with their inputs if we are going wrong at
any time. If we do not feel that some inputs are useful for us, we
still share it with our readers in order to make it as transparent as
possible. In the last nine years, we must have rated more than 50
categories of products. Last year we started ranking services like
banking and insurance, and this year we are planning to include
telecom and health.

What we learnt from our survey and the outcome was that the
most advertised products need not be the best, something that has
come out very clearly. An equally clear finding was that some of
the least advertised products are the best. When we went and met
those manufacturers or service providers, we learned that they are
so focused on their business in terms of quality and consumer
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satisfaction, and they are so happy with the segment to which they
are catering, that they want to use the least resource or budget in
terms of publicity and promotion. This is because they believe in
word of mouth publicity.

We are trying to encourage more and more independent
agencies that work with resources from not-for-profit organizations
to be highly autonomous, scientific and to at every stage consult
all the stakeholders who are being measured. This is extremely
important.

What we want to share here today in this CMS Meet is that
we should engage whatever science is available with us today in
the rating the TV viewership. | really admire what Maheshji has
said. You know we have to bring in an element of impartial rating.
If we do not bring in that element and credibility, 1 do not think we
are doing our job well. I do not want to comment on TAM because
as he very rightly said there should be multiple agencies who can
be accessed so that this information can be communicated to the
consumer in a correct fashion. What we have always encouraged is
to have fierce competition at the market place with a very
responsible regulator. It is really time for the Information and
Broadcasting Ministry to bring a regulator into place. It is
extremely important at present. While creating this regulator, the
Information and Broadcasting Minsitry must understand—and this
is something | am repeating because we strongly feel this—that
while the government is responsible for putting the regulator in
place, in terms of effectively structuring the regulatory mechanism
there can be no influence from the political system or the
government. The people appointed within the regulatory
mechanism should be people of eminence who have got a standing,
credibility and know the subject. They should be left on their own
to handle this business and also to protect the consumers. So we
are waiting to understand when such a regulatory mechanism will
come into place in the context of television in India, and how the
consumer groups can get hooked onto issues like ratings and
communicate this to the consumers in a honest fashion instead of
with commercialization or profit In mind.

Television Viewership Measurement: Dilemma & Challenges 15



Dr. Abid Hussain: Mr. Misra made the point very strongly that
the rating system has got to be impartial and at the same time very
open, and that multiple agencies could also exist. There is no doubt
that government has a certain responsibility by way of setting a
regulatory mechanism. It cannot abdicate that responsibility.
Surely the viewer should be made more intelligent and
discriminating. Also, there is concern that certain serials and other
contents are propagating ideas of a certain culture and certain
models of TV. Going by the ratings you might get a sense of what
the majority of viewers would like to see and then emulate what
they see, but these are not the value that we would like to see as
informing the development of television.
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3. PRESENTATIONS OF RATING AGENCIES

Dr. N. Bhaskara Rao, Chairman CMS: Thank you very much
Bejon Misra! Mr. Krishnan of TAM has been there for long time and
he has developed personal relations with many channels. Mr.
Raviratan Arora has pioneered a new rating mechanism - aMap-
and it is has subscribers. They are waiting to make their
presentation on their respective rating systems.

L.V. Krishnan of TAM: We have been working on ratings of TV
viewership for the last 8-9 years. The data tells you the “entire
picture about the consumer (viewer) in every nook and corner of
the country”. Just to introduce ourselves, since many of you may
not know what TAM is all about. TAM stands for Television
Audience Measurement and in this country it is run by two research
agencies called AC Nielsen and IMRB, these are the two companies
that own TAM — it's a 50:50 joint venture and it is further owned by
Nielsen which is operating across many countries and IMRB, which
is owned by a research agency called Kantar Media Research. These
two put together helped us in organizing TAM and we have been
running this for the last 8 years or so. Across the globe we have
almost 48 countries where we have the service rolling in. And in
most of the countries we use the same kind of technology and the
same kind of processes except the fact that it is localized to the kind
of environment that's required. Our entire focus is on the fact that
the data that comes out has credibility and talks about what is
happening around in the market place.

We work with the industry body which is called the “joint
industry body”, they are the ones who actually monitor us. All the
decisions that we take with respect to the panel, its expansion,
putting the processes in place, is all worked out along with the
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industry body which gives us the green signal. The industry body
comprises three sets of people. It is basically led by the advertisers,
the broadcasters and the media agencies. These are the three sets
of people who work together to take decisions on most of the
aspects. So every step that we have taken in the last seven or eight
years, could not have been taken without the help of the people who
are on the governing body that dictates how the measurements need
to be done within the country. So most of the policies about markets
and sample sizes are passed through this body.

The set-top box cannot be used as a way to measure viewing
behaviour reliably. Because what it does is it that it works as a
set meter rather than as a peoplemeter. A peoplemeter is supposed
to do two things; first, it is supposed to pick up who is watching at
a particular point of time and second, it is supposed to pick up what
is being watched at a given moment of time. A set meter like a set-
top box can tell you what is being watched as a channel if you have
a reverse key from a set top box, but it will never tell you who is
watching it per se. So that's one point about the set-top box. The
second is that consumers tend not to switch off set-top boxes from
the main plug. What they do instead is use the remote of the set-
top box to switch off the set-top box. When that happens the last
channel watched on the set-top box continues to be picked up as
being on at that moment of time, and continues to be played on a
minute to minute basis until the next time the TV is turned on or
the set-top box is put off completely. This means inflated viewing
during a time when there was no viewing at all. So these are two
issues that arise from set-top measurements. There are trials
across various countries on the use of set-top boxes, but finally what
is working is the peoplemeter in conjunction with the set-top box—
this is the way that movement forward has actually happened. With
this, the set-top box can help you in mass sampling, and people
meter data can be modelled acording to that of the set-top box to
give you even more refined viewership information.

The only other problem is that the set-top box is a purchase
made by the consumer in place of the cable operator. So it can skew
data towards a specific socio-economic group or MHI group, or in
terms of geographical area which can result in inaccuracy in terms
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of the overall measurement of the city. But apart from these lacuna,
using set-top box data is not a problem.

The peoplemeter, on the other hand is one of the most advanced
technologies. Across the world television is measured largely
through the peoplemeter. It picks up the switching on and off of
the TV, the point of time that the channel was on, the channel
change and simultaneously gives information on the person who
watched it. simultaneously with information about the person who
watched it—which household member has actually watched, and
when he commenced and ended the viewing. The household is
given a remote that works on the basis of the peoplemeter buttons
on it, this allows you to monitor the information completely.

The meter is able to pick up the information from the channel
that’'s pressed on the remote and passes it on to the meter which
records that this is the channel that has been watched. The remote
actually helps the audience in the home who is watching record the
same information, by pressing his or her button assigned on the
meter. Each button represents each individual in the home. When
the individual presses the button, it enables the meter to know who
is watching at a given moment of time. Therefore we know from
the peoplemeter who is watching at a given moment of time, second
by second.

The TAM panel is spread across 148 towns of Class | in urban
markets. It comprises 6917 meters overall. And there are around
30,000 individuals that we pick up on a minute to minute basis, 365
days of television watching over 300 odd TV stations. We measure
home viewing. We do not measure anything out of the home. So it's
a fact that we do not measure out of the home, we do not measure
rural, we don't measure any town with less than 1 lakh population.
So any assumptions that we measure the entire country, that we
represent the entire universe is completely wrong. We only measure
what is called the Urban class | towns as of today. We also do not
measure all the states of India. We do not measure Jammu and
Kashmir, Bihar, Jharkhand, and we do not measure North East and
Assam. So it's clear that any data that comes out of TAM never
represent these markets.
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What are the steps that are involved in sampling? The first step
is actually estimating the universe size. How many television
homes or “television universe” do we need to measure completely?
For that, we use NRS as an established study as it is done every
year and from where we pick up information in terms of TV holding
homes, cable and satellite homes and demographics for cable and
satellite homes. City related aspects like power cuts, cable operator
charges etc are also captured. It enables us to define which are the
key variables that influence television viewing and therefore how
should we go about picking up the homes for the sample. The second
step is the fact that once we have done that census-like study to
understand the TV universe itself, the next step is to understand
which towns we need to select in each state. So in each state we
break the entire state into what is called as socio cultural regions
or SCRs. For example Maharashtra has 5 Socio-Cultural Regions.
Each Socio Cultural Region is then broken down to individual
towns, and those towns are selected on the basis of cable and
satellite penetration as well as availability of terrestrial channels.
We see to it that there is enough representation of towns that have
cable and satellite penetration and enough representation of towns
that only have high terrestrial transmission. And all that is based
on the SCR classification that we do in each state. The third step
once we decide which town to include in our sample is combining
the multiple SCRs to give the state representation.

Once you pick a town, in each town the home that is selected
is based on the primary control variables and secondary control
variables which allows you to actually sample a particular type of
home to represent a particular community to project it to the
overall city level. Each node has one representative home that is
used to collate and to project it to the entire universe. And that is
classified into socio-economic age and gender classifications. These
are statistically worked out so that sample is representative to each
geographical area, in each geographical town and each nodal point
within.
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Dr. Abid Hussain: Thank you for a very well researched
survey. The next speaker Arora of aMap should concentrate on the
ratings per se.

Dr. N. Bhaskara Rao: Krishnan of TAM has taken a lot of time
and instead of talking of methodology of TRP, he has given an
overview of the TV scenario, a good one at it. The Secretary of
Ministry of Information & Broadcasting, Mr S K Arora, has an
urgent meeting so, although 1 wanted him to see aMap
presentation, he has to go. We request the Secretary to speak.

Mr. S.K. Arora, Secretary, Ministry of Information &
Broadcasting

Thank you very much Mr. Chairman. | would like to start
by thanking Dr. Bhaskara Rao for having invited me to the
meeting. | appreciate Mr. Krishnan for an extremely educative
exercise. We have all known about the functioning of TAM.
He has given a good response on some of the criticism about
TAM. | would have preferred that in the context of the theme
of the meet he had taken as much time as he has on the last
bit which is the methodology and we would have probably got
much more insight into the actual functioning of the TAM
rating system. But be that as it may we have benefited from
his intervention on the overall analysis of the Indian TV
market. | have just a couple of comments to make in terms of
how government receives these activities. Let me first take
up the point which some of you have mentioned. Television,
as well as the print medium is no longer merely freedom of
expression, freedom of the press and journalistic activity. It
is now more business and commerce in the field of journalism.
Even more so in the case of electronic media and the internet.
As business and commerce has taken over the electronic
media, Mr. Krishnan of TAM is the most sought after person,
because he can provide the data which can determine
commercial decisions whether it is advertising or it is
programme content, placement of promotional material and
advertising material in programmes. So | think today TV is

Television Viewership Measurement: Dilemma & Challenges 21



22

essentially about advertising interspersed with some progra-
mming. And programming has its own value because unless
the programme is interesting and has a TRP rating the
advertising revenue will not flow in. And therefore it is not
the quality of television programme, but how many people are
likely to watch that programme is more important. | think
CMS has done a large study on this subject of how media are
of late further consolidating. It is only a few families or a few
newspapers or a few channels which get the mind share, and
that is what Chris Anderson calls “The long Tail”. You have a
very huge high end of the graph which covers 80% and it is in
the 80:20 ratio. It is now almost 90:10 where 90% of all the eye
balls or all the revenue or all the channels are covered in the
top end of the graph and then you have a huge tail running
into 300 channels, niche channels and niche programming. And
therefore the TAM system which Mr. Krishnan has explained
is extremely relevant for that long tail apart from being very
important for that high end. More and more revenues are being
cornered by less and less TV programmes and TV channels and
still there are more and more channels coming in.

I would also like to respond to Mr. Bejon Misra’s plea that
the government should intervene. | think we in the Ministry
are extremely careful not to tread into this mine field. We don’t
wish to regulate because as we say, Miya Biwi Raazi to kya
karega Quazi?—if the broadcasters, advertisers and the
sponsors are happy with what is being given to them.

A more learned and well informed debate on this methodo-
logy of ratings is called for. As far as methodology is concerned
my only comment to Mr. Krishnan is while 6197 is the number
he has mentioned as a representative sample, I am not too sure
about it. | think India is too large, huge, diverse and stratified
into several socio economic categories that to be able to get a
stratified sampling is very difficult, and size of sample will
have to be far larger than what 6197 may represent. | think
that extrapolation over a billion population is far-fetched on
the basis of such a sample. And therefore stakeholders should
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put in more money to get a bigger sample. They need to make
the exercise more transparent for the consumers. | would
welcome more rating agencies. It does not however mean that
I am looking for competition for better pricing, but competition
is required because the enormity and complexity is such that
one system may not be able to capture all that. The more
services are available for more clients, | think it would be good
for the industry. The government’s perspective on this is that
we would like to see it happening as it has happened so far in
the private sector. We don't as of now believe that there is any
need for the government to intervene or to regulate this sector.
It should be left for a public debate and public discourse on
the subject.

Dr. Abid Hussain: Well thank you very much Secretary
Mr. Arora for sharing your ideas and insights with us and reflecting
the government perspective in this particular context. A point
which has come out from discussions so far is that television has
been taken over by business and commerce interests. If that is so,
the corporate sector all over the world including in India is being
asked to take on Corporate Social Responsibility. We could expect
a similar outlook and concern from the ratings exercise also,
because good business can become a great business when profit is
combined with social programmes.

Dr. Bhaskara Rao: | must introduce Raviratan Arora of
aMap. Unlike TAM which originated from market research firms
and from an advertising perspective, Arora has an altogether
different background of analytics and | think this is an Indian
initiated project — home grown from Ahmedabad and with IIM
background.

Raviratan Arora of aMap: The presentation today would
make a point on what the television audience measurement
industry suffers from, what we call in game theory “the co-
ordination failure”. Every body knows what is wrong with the
system but nobody knows where to begin.
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Today morning before coming here we read Dr. Rao's note
again which said Mr. Krishnan of TAM and Raviratan Arora from
aMAP would present their services. Though we will present some
facts about our service, we wish to present the structural problems
and solutions to address the larger issues at hand in the industry.

Globally Television Audience Measurement is a very big
business and although India is the first market where aMap has
established a ratings service, we have managed to put the world’s
largest overnight ratings panel. Further we have just signed a
contract in Pakistan to help set up rating in Pakistan and we have
been invited to pitch for BARB’s rating contract for the system that
is going live in 2010. There are broadly four different models that
are used to run a ratings service:

OS: That is owner service, which is run by a private player that
provides the ratings for a fee and also owns the data. This model
that is being used by both the service providers, as they both own
the data and provide it to the subscribers for a fee.

MOC: Media owner contract , that is prevalent in Europe.

Joint Industry Committee: All the constituents of industry
come together. They pool money and they run the rating service
and own the data. They break up the entire process into various
sub-sections and invite research agencies to bid for all or parts of
the contract.

When we started to set up a ratings service in India we talked
to a number of industry professionals in the country and all of them
wanted a change in the manner television viewership was being
measured in the country and wanted fresh investments into this
crucial component of communications industry. The problem was
each person was feeling individually insignificant to bring about
any change. There was a co-ordination failure.

There are too many people who erroneously believe that the
industry was instrumental in bringing a single ratings to India by
forcing TAM- INTAM merger. The fact is that the merger took place
because the parents of TAM and INTAM became one entity abroad.
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The question that I want to raise is “Is there any principle in
economics that media rating is the only business in which monopoly
is the best state for the consumer? Another point that | wish to
make is that when the stakes are high in the game one needs a
reliable system of checks and balances. If one suffers from the
common cold he goes to a chemist and picks up a pill, but if he has
blood cancer, he may go to four doctors to be sure of the diagnosis.
Today, in media business the stakes are very high. We definitely
need to ensure that what is coming out is correct. Too many people
in this conference have been saying that the ratings should be
impartial, transparent, and fair. The underlying messages in these
statements are that at present these are not partial, not fair, and
not transparent. If these are just doubts, we must find a way to
address them.

My view has been that there are two possible ways to address
them. One is regulatory interventions, and the second could be
efficient market dynamics. In terms of regulatory interventions we
can look at the formation of Media Ratings Council that is there in
USA. This has been mandated by the regulators way back in the
1960s and has been reaffirmed in 2005. There is full industry
representation and experience.

The secretary of 1&B stated that there should be multiple
ratings agencies in the country and the market forces should decide
the rest. Where are the market forces today?. Today, too many of
the stake-holders in media ratings are unhappy with the existing
state-of-affairs but are not sure how to go about correcting them.
The point is, are the market dynamics correct? Are they geared
towards inducing efficiency into the market space? In today’s
technology driven world, legacy has become a major disadvantage.
Late entrants come with the latest technology, better processes,
better systems and a different kind of mind-set can make a huge
difference. Interestingly India is one of the very few countries
where data from the legacy system comes once in a week. aMap,
being the latest entrant, brought the most expensive technology to
India. Investments into new technology and innovations cannot be
expected from a monopoly player.
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Everyone says yes, we must have competition for common
good but feels individually insignificant to ensure it. This is a
coordination failure and it can only be corrected by the regulator.
Not that the government must get into the business, but they still
have a responsibility. In terms of regulatory interventions we can
look at the formation of Media Ratings Council that is there in the
USA. This has been mandated by the regulators way back in 1960’s
and has been reaffirmed in 2005.

The rating scene is changing in the US too. TNS has ended AC
Nielsen’s monopoly. AC Nielsen faces a number of court cases for
monopolistic practices. The monopolistic practices that AC Nielsen
is accused of are making pre-announcements, pre-emptive moves,
and staggered contracts. The moment a new player comes in they
say we'll change the world for you. In India, till two months back
AC Nielsen used to claim 4500 meters. aMap came in and they
brought in elite panel, and claimed 6900 meters. What they have
not told us here is that that till recently they had 4500. | therefore
say that the elite panel and the 3000 extra meters are aMap’s gift
to the industry. The market forces have brought those additional
efficiencies.

Dr. Abid Hussain: Krishnan’s and Arora’s presentation really
give us an idea as to how we should look at ratings and what is it
that we should improve. Because by the end of the day we must be
able to have some ideas of the correctives to be provided. I entirely
agree with Raviratan Arora that however efficient a system may
look, in the very process of working if it starts manipulating in such
a way that it distorts what you call the social benefits, then we need
to pause. Today, business and commerce, whether it is free or
whether it is under the government control or the public sector,
will not be able to get the support of the people unless it serves
certain values. So therefore, |1 agree with Mr. Ravi Arora that
ultimately the values really matter with which the things grow.
Because however efficient a product may be, if it does not really
gel with the values of a society it is of no use.

Dr. N. Bhaskara Rao: Mr. Amitkumar Dev, who is pushing
IP TV in India, has a proposal to indicate how in the emerging
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technological scenario, the ratings could be looked at. Thereafter,
Dr. P.V. Narayanamoorthy, who is a senior media planner and head
of Strategy Resources division of Carat — the big agency specializing
in space and time buying, will chair the next interactive session.

Amitkumar Dev of Times Broadband: This IPTV box called
AMINET 125 has the capability to send back a 2 Mbps signal to the
server and accept a 24 Mbps service which will give two little
channels on the TV screen, one on a projector screen and one on a
PC screen. And all the data on every transaction, every time the
button is pressed in the system, the whole thing is recorded in the
server. The solution to reduce the time lag to zero is difficult as we
have to capture the raw data, process, analyse and create structured
results— it calls for much more than data capturing. But | would
like to show you what is “Digital Empowerment”.

The presentation has two small parts, one is on what is IP TV
and how it is relevant in content, and the second is how online
monitoring is possible and how research experts could utilize this
as a tool. IP TV is like a tool, but here instead of a sample of 5000
or 7000 sets, millions could be covered. Earlier the delivery has
been one-way through satellite or cable or terrestrial, but now new
technology is taking over and for the first time the customer has
his remote and he takes the control and decides what he or she is
going to see and at what time. And the concept of prime time which
was some fixed hours is also getting blown apart. Now anybody’s
own convenience is prime time.

We have two things. One is multi-cast— here we add the time
switching and the ability to record it, and we are adding VOD
content coming from different multiple sources. The beauty is that
each time a content is utilized in our system the content producer
will have a screen at his place to monitor how many TV and how
many PCs are working. The idea is that people used to see
something on TV and something on PC but now with the IP TV
technology everything that the TV could do is now coming to the
PC and everything that the PC could do is now possible on TV. It is
the real marriage of the two devices on the front end because of
the convergence at the back end.
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IP TV fulfils some of the voids in the established research
methodology and the current ways the data are collected, since
they are received with minimum delay. We will have real time
online analysis that can be done by experts. There is a global trend
in collaboration because some people who are good at doing
research may not be good at collecting data and someone who
collects data may not do good research, as it should be in the larger
interest. We should harness the high tech power where one could
get real raw information, the value that can be unlocked through
this TV and PC. Both can be usefully utilized by the whole
community, by advertisers and the content creators, not by any one
group of stakeholders as it is right now.
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4. INTERACTIVE SESSION

Dr. P.V. Narayanamoorthy of Carat: Thank you Dr. Rao. | was
just a little confused today morning because the discussions were
around the social implications of rating system. A lot of those points
are valid. But a rating agency is supposed to do the rating by way
of an analysis of how many people view by the demographics
attached to it, and deliver it to a set of interested parties. That's
about it that a rating agency does. It cannot influence content, it
cannot influence what a channel owner does. | presume this is
coming out for a debate at this point of time because of the
introduction of CAS and the popularity of Satellite TV which is
throwing up new challenges in the measurement system. There is
now even aMAP, as a second system. Earlier things were fairly
simple but with this move for CAS and penetration of satellite TV
one of the things which is happening now in particular is that the
consumers are losing choice. Earlier under the cable system they
had choice, now what is happening is that the consumer is being
forced to choose what is being beamed out to them much more than
the earlier regime. That is something nobody has talked about, and
the rating agency should be able to capture that. For example, the
cost of a set-top box is something many people can't afford. People
are still opting for the cable route and continuing with free to air
channels. So CAS is not being implemented there. Now when you
get a dish TV the objective of the government was to pay Rs.5 per
channel and get as many and whichever channels. But that is not
what is happening. Both Tata Sky and Dish TV say we will give you
a package, that's the only package you are allowed to accept. If you
want another package sometimes it might be possible sometimes
it might not. So you don’'t have a choice of choosing channels that
you want. Therefore viewership patterns are being decided by the
newer system and consumers are being forced to view channels
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which are pre-decided by somebody else. And that throws up unique
challenges in the measurement of ratings. Therefore what
methodology to use? We have seen three technologies one from
aMAP, one from TAM and another IP TV. There are lots more
technologies available in the world and the question is what is
relevant for India? If we adopt a certain technology, what are the
research issues that we need to address in delivering the technology
effectively? This would include things like sample size, which has
always been an issue in the Indian market. As the Secretary | & B
has said, everyone recognizes that with a sample of 6000 it is not
possible to reflect the viewing pattern of India. The point is that
the 6000 meters cost a lot of money and a few people pay for the
technology. The rest of them don’t. So where is the business model,
who is going to pay for this technology? We can all ask for the best
technology, but where is the money coming from to pay for such a
technology? How many villages would you cover? | know there is a
dire need to reflect the viewership patterns of rural India. But the
point is, there will be black holes in the coverage — it's the question
of how much money you have. And how important that market is
for the primary constituency who is using it. So those are the other
issues that need to be taken up.

Arising out of that, do we need a single system or a multiple
system?. What are the pros and cons? What kind of a body should
be involved in organizing ratings? Many countries have a joint
industry body including Britain. Many countries don’'t. America has
devised its own system. Do we need regulation? How will
regulation help? We need to debate this. Do we need advisory
bodies? Do we need technical bodies, because the technology is
changing all the time? So it's not just saying we need regulation or
we don’t need regulation. There are a lot of other issues involved
here which we need to debate. A TRP in five years time will be dead.
There will be no more TRPs. The way the world is moving today,
anything is a medium. As such we must debate how TV
measurement is going to grow and change.

Dr. R.N. Choubey of TRALI: I have come here essentially to
learn and | must say | have learnt a lot already. As far as the
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regulatory side is concerned there are a couple of things which |
think are interesting. One is that the CAS which has rolled out in
a very small part of the C& S universe has opened doors for an
extension of CAS, and now that is going to have a very significant
impact on the assessment of TV viewership and on the ongoing
arrangements. One thing that | see straightaway is that the TRPs
of channels can certainly be validated by the subscribers’ choices
as reflected in the CAS. Would this kind of validation be done by
the rating agency? But the more interesting thing | have learned
is that in IP TV for example it is possible to do something like a
real-time online viewership assessment. Now one thing which |
would ask, if someone can reply to that: is it possible to do that with
about six lakh set top boxes which are already in consumers homes
today in the CAS areas of the four metropolitan cities? Is it
technologically possible? What are the costs involved? So that is
one thing which I would like to learn today. The second is so far
our regulatory framework has not addressed TRP issues, as TRAI
is not a content regulator. We are essentially a carriage regulator,
but while that may be the case, the fact remains that providing
content on different platforms is an issue, it is an issue on DTH
where there are court cases pending about contents being provided
on different DTH platforms. So there are certain contents which
are obviously more popular than other contents. Is there some way
in which TRAI can recognise this fact and perhaps mandate that
certain content which are popular and therefore must necessarily
be provided? So can we think of a regulatory framework which is
based on TRPs and GRPs.

Col. V.C. Khare, Reliance Communications: In the ongoing
references on TV delivery “CAS Vs DTH” connotation is incorrect.
CAS is not a technology peculiar to TV on Cable. The right
terminology now should be ‘Addressability on Cable’ and not ‘CAS'.
Conditional Access is mandatory on DTH all across its national
footprint, while in the Cable environment it is mandated only in
selected and notified territories.

Dr. R.N. Choubey had queried whether it is possible to have
a common set top box for all three platforms, viz. DTT, DTH, IPTV
and CAS? It was clarified that it is possible to fabricate a set top

Television Viewership Measurement: Dilemma & Challenges 31



box with multiple tuners and CIM, but then the cost would far
exceed the expectation of the consumer which is around Rs 2000/-
. The issue of inter-operability of set-top boxes was also raised. It
was clarified that this issue is to be viewed from two angles. The
first is technical inter-operability, which is not possible because
every service provider is using a proprietary encryption at the head-
end. Hence, the STB at viewer end has to be compatible to
decryption for that particular access. The second is commercial
interoperability, which is a convenient model for the user. Any user
subscribing to a particular CAS service provider can obtain a STB
against a non-interest bearing security deposit, and can secure
release of that deposit upon returning the STB, when changing
residence to an area of a different service provider. Another issue
requiring clarification was whether STBs on Cable would enable
viewership logging of content. It was clarified that on bi-directional
TV on Cable systems with interactive SMS, this data would be
possible. But in the present scenario, only consumer choice statistics
could be used as popularity indicator.

L.V. Krishnan: There are experiments in UK and in US to use
STB for logging viewership. Experiments to use the set top box to
bring in PC and TV together into the television screen has never
succeeded in a big way. When you get into this mode of trying to
capture data, now what is it that the service provider is interested
in actually? Is he wanting to make money out of the service that he
is providing to the customer through content, or is he looking at
data to be created so that he can sell and make money out of that?
These are two different divergent purposes. You can't have a content
provider or a broadcaster start looking at data information, because
there is every chance of influencing this. It has to be two different
separate parties. Hong Kong has well-networked IP TV and it is
doing pretty well in terms of the business model too. But they never
looked at internet coming on to television. They focused on
television content , on IP TV, on the television screen and allowed
shopping channels to come on that particular platform. Now when
they looked at viewership information coming out from the set-top
boxes the first thing they realized was the fact that there was a 24-
hour viewing that was happening on television sets. That was
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because the set-top box never got switched off, people used the
remote to switch off the TV and used the remote to switch off the
set top box. But the main switch was never switched off. So the last
channel that came to the set top box and that was watched lingered
on, and the set top boxes were still getting the feed for the particular
channel. So at 10:30, when actually the TV was shut off, as per the
data connected it showed that viewing still continued until 6 o’clock
in the morning. So there are a lot of issues with using set-top boxes
for primary data.

Anil Prakash of ITU-APT Foundation of India: | do agree
and beg to differ on some of the points of Col Khare and
Mr. Krishnan of TAM. Basically we are currently into push services
like broadcasting or television. What we are talking about here, IP
TV and other forms of DTH are pull services.

Rajiv Kumar of Doordarshan: What we are discussing in
today’s context is just a question of eye balls. Is the advertiser
getting the message that it is X number of eye balls that are
watching his channel or watching a particular programme that he
is putting his money on, or is he getting a very refined research
where perhaps the other parameters come through and define the
profile of the viewer? So what is it ultimately that the advertiser
is getting? It is a picture of just the eye balls, and whether | am
advertising Surf or I am advertising automobiles, in what way am
I taking a decision, if it is only a question of eye balls? This is because
of the limited concerns of ratings.

I would also like to state that in most cases Doordarshan has
been taken for granted as a non-existent phenomena which is not
the case. In fact, 56% of eye balls are still with Doordarshan, no
matter how much noise any other channel makes by citing ratings.
And the fact remains that if the advertiser was really going by the
value for the money that he is spending or the cost effectiveness of
an advertisement, then a large share of the advertising revenue
should by default go to Doordarshan.

A Participant...: What Rajiv is saying was what Mahesh
Prasad said early in the morning, the whole lot of rural audiences
are yet to be measured. Although the coverage is still not 100%,
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Doordarshan covers a large segment. The onus currently has been
put on the rating agencies, as if it is their responsibility to rate even
the rural audience. But what effort has Doordarshan itself made?
For instance | had a very heavy media budget that was entirely
dedicated to Doordarshan. | forced a research on this. | said, | want
the concurrent monitoring for a period of one year. Since
Doordarshan is one of the players in the South, | said I'll concentrate
only on the North. Ten Hindi speaking states. We did a research,
which clearly showed that Doordarshan had the pulling power.
Doordarshan had made the impact but then it is DD’s job as a part
of its marketing to initiate that kind of research and take it to
various advertisers. We should not leave it to the rating agencies.
That is one question Dr. Narayanmoorthy asked. If they are not
putting the money, why can’'t Doordarshan put it, because today
Doordarshan is getting Rs 200 crores from Government
Departments for social communication. None of the departments
are happy, they feel Doordarshan is not accountable. So I think
somebody has to address this question from Door-darshan itself
rather than putting the onus on rating agencies.

Rajiv Kumar: No it's not the question of putting the onus. |
am accepting the fact that Doordarshan has to be more aggressive
in its marketing. It's a sleeping giant with tremendous potential.
I am not looking after marketing but the fact is that the potential
has not been realized. What has happened is that unfortunately
the reality is that there are big bucks in this area. When media buys
space that is where Doordarshan is obliterated. This is a fact. | am
giving you one example because | was studying the research that
was brought to us by a motorcycle company which had put money
on the Star group of channels and on Doordarshan. The returns in
sales which they got with the little money that was put on
Doordarshan was phenomenal, whereas on the money that was
spent on the other channels the return in sales was minimal. The
advertiser was taken for a ride, the truth of the matter was not
revealed and this is what is prevailing in the industry. I cannot
bring down my advertising rate by even a rupee because it has to
be put on file and a sanction has to be taken. But one can negotiate
in the private sector and strike out the best deal. The potential of
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Doordarshan is not being brought out in the right manner — as a
result of TRP phenomena.

Dr. Narayanmoorthy: That is largely the responsibility of
Doordarshan to make people realize its potential. It cannot be a
rating agency’s responsibility. As | said the rating agency just
delivers the ratings. Krishnan can you take on from there?

L.V. Krishnan: I think Dr. Narayananmoorthy rightly pointed
out the issue. What does happen is the fact that most of the private
channels have teams working on the research data and they
continuously keep analyzing the data to see which part of the day
and which part of the week, suits them and there is an aggressive
marketing that takes over and PR actually goes on, which obviously
influences the advertiser’'s mind. But given that, the advertiser is
not blind, he makes a decision based usually on hard data from
ratings as well as feedback from the sales or distribution team. He
avails of multiple sources of information rather than just depending
upon TAM per se. So what should be Doordarshan’s perspective?
There are two ways to look at it. One is, which are the key markets
where DD still does really well and there are enough programmes
and enough days of the week actually where they score, like the
feature films in Doordarshan which are still the number one
grossers, cricket which is anyway grosser for Doordarshan,
Similarly there are enough programmes that go on air which have
enough power-packed viewers The idea is for them to lift that out,
push that into the market place continuously and see how from a
media planners perspective you can benefit from that. The second
is that advertisers know the potential of Doordarshan. It is not the
fact that they are blind to it and that they don’t want to advertise
on Doordarshan. For example, last year Doordarshan earned
around Rs.900 crores. It indicates that advertisers do put money
into Doordarshan. What does happen at ground level is the fact
that negotiation has become a part and parcel of our business
processes, unlike the US where negotiations do not happen that
heavily between channels and advertisers. Here every penny is
negotiated in every stake that is actually looked at. Because the
advertiser is also in a back seat, he is under pressure from the sales
team to see how he can better his margins on a continuous basis.
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So therefore Doordarshan needs to work out a way of pricing and
to have packages that can actually work for advertisers in different
manners, to deliver what they call GRPs or rating points on an
overall level for a campaign.

Raviratan Arora: There is no denying that ratings are Star,
Sony and Zee centric. They are number 1, number 2 and so on.
When | met a couple of people at DD they proudly told me how ad
agencies come and sit with them the entire day for buying. I said
that you keep on increasing the rates till you have to go and sit
outside their office. Airlines keep increasing their rates until only
a few seats go vacant, otherwise they are not doing revenue
maximization. If groups of people are sitting in your office you are
under pricing yourself. But the fact remains that the rating system
as it exists today is Star, Sony and Zee centric and is HLL and P&G
centric, and media planner centric. Indian Society for Advertisers
(ISA) feels helpless altogether. They are the guys who are spending
the money and yet why they are so helpless. Broadcasters whose
money is at stake are also helpless. | think we can’t take extreme
positions. Ratings should be regulated. Doordarshan to some extent
of course has to change its mindset on some of these issues,
notwithstanding the problems that have to do with the ratings.

Prof. Ashok Ogra of Apeejay Institute of Mass Commu-
nication: Both the speakers mentioned the cost of ratings in terms
of installing the peoplemeter as a constraint for larger sample size.
What is the financial implication of adding each peoplemeter?.

Raviratan Arora: That's not the issue. The issue is, if we are
spending Rs.6000 crores on TV advertising, as a country how much
should we be spending to make sure that so many crores are
correctly spent. And even if we were to say that we should be
spending 2% to make sure that money is correctly spent, the next
question is who will bell the cat? So, we say co-ordination failure.
Regulators can do a lot in this dilemma.

L.V. Krishnan: Each meter costs around US$ 1500. Plus 51%
duty. So if somebody is able to fund that kind of money, the sample
size could be expanded.
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Raviratan Arora: Each month we are adding around 5 million
cell phones. In the good old days you had the television as the
solitary experience. You did nothing else but watch television. Now
in the age group particularly 15 to 25, even when someone is
watching television he is also playing on the cell and video games
and so on and so forth. So it means that while the TV is on and he
has pressed a particular button and therefore he registers as a
viewer, actually he is not there or not watching at all. So how do
we reconcile this fact?

In this regard, you can run all the checks, you can try doing
everything possible. You can make calls as surprise checks. But
unless you have an exclusive panel who is paid very handsomely
for giving data even then you have to have a control mechanism. |
would say part of it is an occupational hazard. And then, if a
computer costs Rs. 30,000/-, there is no reason why a meter should
cost Rs.1,00,000/-. A Peoplemeter is not bigger than a computer. If
that is the case | don’'t see why it is not possible that at the
manufacturer level each TV has an inbuilt card and a port that you
can plug online and collect data. You just do not need to do any
sampling. I think the issues are not technology issues, the issue are
plain simple business issues that | was referring earlier.
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5. SHOULD THEY BE REGULATED?

Dr. Narayanmoorthy: Can | just bring some perspective into this?
The point that Ravi made just now about crores spent on TV
advertising and whether they are being well spent is the question.
The point is, all of us here are not people who are as serious about
this. We should have a sub-group of people who are technically
qualified to make a recommendation as to what would be ideal
rating mechanism for India. Otherwise this discussion would go
nowhere. We'll just be saying the same thing about ratings. Let the
government too participate in such an exercise.

I suggest a portion of the DTH license fee can go for funding
research on viewership. An independent body may be set up by the
government but having absolutely independent people on it, and
this kind of research could be funded from the money that is
collected from DTH and cable revenues.

Raviratan Arora: | think money is not the issue. At the end
of it the aggregate gain to the system is much more and those gains
can be distributed between different players. It should be a win -
win effort. But it can be a win-win only when we have got the rules
of the game right.

I think the model should be the “Universal public obligation”
fund as in Telcos, where a certain percent goes to meet the
universal service obligation. In the same way, | think that the
operators in broadcasting should lay down funds for research.

There are a lot of other issues that we need to go over. Things
like, do we need any advisory body? Or a regulatory body for ratings
service, which has been coming up over and over again? What should
be measured as a part of viewership is another issue.
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Prof. K.M. Shrivastava of IIMC: Let me say something about
the regulatory body. Well | don’t think we should have any
regulatory body for this. It should be between the market and the
various stakeholders. Because whenever a regulatory body comes
into being, it confuses things more than it sorts out. This is also to
do with the content issue. Instead, as in the case of FCC in US, we
could have one or two more members in TRAI who can look into
content issues including viewership, and then intervene whenever
necessary.

S. Narendra, former PIO: | have some strong views on
regulatory bodies. First of all | don’t agree with Shrivastava that
there is no need for regulation. It need not be government
regulation. It should not be by TRAI. Today TRAI is doing it by
default because the government has not appointed a separate media
regulatory body. For the print you have the Press Council. Such a
defunct institution is not even required. What we require is a media
regulatory body. FCC has not done a good job in the United States.
They are hand in gloves with the telecom operators The scandal
over the way the 1996 deregulatory Act was passed by the US
Congress is a pointer. There is a lot of documentary evidence on
that. In India we need a separate media regulatory body. The
government has to appoint it. But it must be an independent
process, like the Election Commission. It should be much more
transparent. It should not be a part of the TRAI. Today they are
into the space because there is a vacuum.

Dr. Narayanmoorthy: | am glad to hear that there are two
different points of view here. But | think the group would also like
to understand from Ravi and from Krishnan, what are the pros and
cons. Ravi has been saying that we need regulation, so what would
regulation give us over and above our current system? And what
are the cons from Krishnan’'s point of view. Your views on the pros
and cons of regulation will help this discussion.

Raviratan Arora: | am not talking of an extreme position
altogether. If every TV channel in Europe has to telecast a VVS
Code, do you call it regulation or is it moderation? Today what is
happening is something like being asked to get a certificate from
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ones wife. Go to JIB which is a TAM body and get certified by JIB
that you are good. What should happen instead is that we should
have a quality and standards body that qualifies you to get into
business, anybody can buy anything.

The second part of regulation, when you talk of so called
regulation is MRTP, etc. At one point in time the government in
the US asked Microsoft to be broken into four parts. And yet they
can always keep shouting, why regulation? | say India is the only
free country in the world. Everybody can do his number. In U.S you
have to clean snow outside your house. Do you call it regulation?
As a society where we live, there is a social contract we live by. The
lack of regime does not mean lack of social control. So what | am
trying to say in this case is | think we do need some amount of
guidelines to be issued and some amount of technological changes
to be brought about. Some amount of discipline is necessary.
Somebody has to ensure that. That's all I am saying.

Dr. Narayanmoorthy: Ravi do you think there is a lack of
discipline today and therefore discipline needs to be brought in?
Because as far as | understand, the rating system was put together
by a team of interested parties of advertisers, channel owners and
media agencies who wanted to get some kind of basic information.
All three parties currently do not have any major dissatisfaction,
so where is indiscipline, where can regulation play a role?

A Participant...: How about viewers and their interests....the
exercise should not be a tool for earning revenues...... or to exploit
at the cost of the interests of the viewers...

Raviratan Arora: Broadly everybody says this system must
change. The broadcasters would tell me, we would work with you,
you would have to change the situation for whatever reason. There
are too many guys saying we need something to happen. Not that
they are unhappy with TAM, you must get this right. | am talking
again and again from a structure point of view. | am not talking from
the players point of view. I am not coming from the personalities
point of view. There are too many people who feel that something
ought to change here. It's a question of debate. You could sit
together and say what possibly could be done. | empathize with AC
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Nielsen because anybody who does not have good ratings from them
would say there is fudging for the fellows who are getting good
rating. That's how the rating system is.

Ravi Dixit of aMAP: Just one point. You asked about
regulation. I'll just give you some examples. Way back in 1963, there
were Congressional hearings in the US against AC Nielsen for
monopolistic practices, because it was the only player at that point
in time which was doing ratings and then they went around picking
up all the agencies that were in a similar business in order to create
a monopoly. At that point in time the Media Rating Council was
instituted came up up with a MRC certification. A similar hearing
happened in 2005 also...

L.V. Krishnan: Well | keep hearing many times that whatever
happens in the US is being taken as a fact that TAM is acting like
a monopoly. We never said we are a monopoly, we never said don’t
come and start a rating service. We never said that we are going to
be the only agency giving rating service. Let there be several
players. We have no problems at all actually.

From my perspective, | think, what industry requires is a
research exercise, a body of research personnel, a body that actually
focuses on the future areas that are going to be used by consumers.
And how are these going to affect the advertising community, the
broadcasting community and the media planning community? Now
that's the team that actually thinks for the future. We are not
experts on technology, we are there to understand what a viewer
does in front of a television and to translate that into information
and insight and give it to you so that you can run your businesses,
which are related to advertising and broadcasting. Now if there is
a team that is actually able to conceptualize what is going to happen
three years down the road they can advise a research company
saying listen, this is what is going to happen three years down the
road, be ready for it. For example when the Conditional Access
System got rolled out in January and DTH started taking shape two
years ago. When DD started off with DTH as the first operator,
nobody came and told us the fact that this was going to happen six
months down the road. If there was a body that actually worked on
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research excellence, brought in multiple media—not only television
but also internet, cinema, radio because everything is booming—
got it under one roof, allowed it to be a guide to the research agency,
and said this is how your future path should be, that could be terrific
actually.

So there is a need for a kind of an advisory body. There are a
couple of studies that are actually happening in the European
Union. NMNM — New Media for New Millennium, what they are
trying to do is a similar kind of exercise. They are trying to predict
what new forms the media would take. How interactivity would
come in, and like the way they presented the GSM technology, they
are trying to create a new platform of integration.

Dr. Narayanmoorthy: What would be this groups’ suggestion,
how should we go about it? Obviously we are looking at a forward
looking think tank. How do we go about setting up such a think
tank? Any ideas?

I think we can again borrow some thoughts from the telecom
industry. | think already a big buzz is going around as to what to
regulate, what not to regulate. The other way should be self
regulation. TRAI has taken an initiative coming out with a model
code of conduct for quality of service. | think in a similar fashion
with the recommendation of this group today, with CMS taking the
lead, TRAI can bell the cat. TRAI can do that. They prepare a model
code on quality, standards for rating services - starting with self
regulation, there is nothing better than self regulation. A model
code of practice helps that process. And some violations will be
definitely be there. TRP and others can highlight them and put
them on the website. There are so many mechanisms to do that
transparently. | think in that case the recommendation of this
august meet led by CMS should conceptualize and take on the
responsibility, follow up to reflect the interests of all.

Dr. R.N. Choubey: Can I just make one factual correction here
that Telecom Regulatory Authority, as empowered by TRAI Act,
does not have the powers to regulate in any manner whatsoever
the viewership rating agencies. It does not have the power as of
now. But that should not prevent TRAI from playing a facilitating
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role so long as it is an industry initiative, so long as the advisory
body is essentially the industry’s own advisory body and TRAI plays
a facilitating role. There is absolutely no problem with that. The
problem would arise of course if the consensus is that TRAI should
actively lay down guidelines and norms itself for different
parameters or for the viewership rating agencies. That would be a
problem because we do not have that legal power.

B.K. Sushant of Brahmakumaris Institution: Inour opinion
it is less external regulation and more self regulation which makes
for a blended balance. Technology cannot stop and cannot be
controlled and we cannot regulate even if we have the best of
external regulations. So self regulations means respecting values,
discipline and the best interests of consumers and citizens, that is
more important than making increasing profits and more of it.
Ratings make sense if they help self regulation and in the process
also help all people, not just the advertisers and the channels and
their interests.

Deepa Bhatia of Times Now News Channel: 1 just feel that
there is certainly a need for an advisory body. | have been
interacting a lot with client agencies and all other agencies where
there seems to be a lot of confusion and chaos about what is
happening to this whole industry. With CAS coming, do you think
there is a change in the number of viewers? Is there an increase in
DTH and set-top boxes? What is happening to the free-to-air
channels? Is the viewership increasing for them? There seems to
be a big chaotic state. Now what happens when the number of C&S
households increase? So is there an increase in DTH platform and
households? How many rating meters and set top boxes are
available and by when enough homes will have those boxes, nobody
has a clear idea. Today everybody is guessing. And | feel that as a
sales person and a marketer my role is becoming challenging day
by day, everybody wants to use the ratings to their convenience. |
really feel there is a need for an advisory body which will help
everybody. | really feel broadcasters or even independent bodies
like CMS, everybody needs to come together and also indicate that
these are the choices which are going to be coming up whether it is
out of home media, whether it is malls or any external location,
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because obviously today the choice for consumers are umpteen. |
am gong to be using my mobile phone, I am going to be using many
other platforms. So what are the platforms which are going to be
coming up? How the consumption pattern is going to change and
what will be the impact. An advertiser is interested in knowing this.
Right now we are dependent on every Friday’'s TRP numbers. Is it
right to extrapolate from those numbers and see whether
viewership of free-to-air channels is increasing or not. | really don’t
know how much is reflected here, so we definitely need an advisory
committee at this place.
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6. INDEPENDENT APPRAISAL ENHANCES THE SCOPE

Dr. Narayanmoorthy: We have debated a lot on this. May I
recommend and ask Dr. Bhaskara Rao and CMS to take a lead on
this. There are three kinds of areas that need to be looked into:
a)regulation, b) advisory body and c) technological options. May I
now move on to the next topic which is an equally burning one.
Should we restrict ourselves to a single rating, or should we allow
free flow of multiple rating currencies in the market? There are
pros and cons for both. A single rating currency, if we trust the
currency then everything is fine, but as somebody said the channels
that benefit will trust it completely and the channels who do not
benefit are the long tail ones that we talked about. They will not
trust it at all. There is no objectivity involved there. If we bring in
multiple agencies, as it is we are not finding enough money to fund
the 6000 meters in the country. Bringing multiple agencies increases
the cost and increases confusion in the market. From our
experience in the Indian market what we know is that when there
are two currencies both currency owners are not responsible for
resolving differences. Therefore more confusion prevails with no
accountability. So those are the pros and cons.

Raviratan Arora: Frankly I don’'t have any thought on this. |
mean it is for the market to decide what you want to do actually.
So they are free to choose what they want. And let the best service
prevail actually.

We have got to figure out a mechanism that is best for the
society — for the consumer, for everybody. If Coke and Pepsi were
to merge into a single entity, you wouldn't need so many plants.
Ultimately you don’'t need two set of sales men, two CEOSs, two
CFOs, and consumers would benefit but that's not how it works. In
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monopoly there is no incentive for any innovation. Take the case
of India. Why is India one of the only three countries where
audience data comes once a week whereas in the entire world the
data comes overnight Is it a lack of competition? In the short run
you may get an illusion. Let both parties prove who is right. Let
them invest more. Let them try to out do each other. There is so
much of steel, so shall | make refrigerators or shall I make railroads.
An American model lets the best man survive. Let it be thrown
open. | personally think that | cannot understand why a
peoplemeter costs a lakh of rupees, when the latest Pentium IV
costs Rs.30,000 and it does everything. | do think in the long run
competition would be useful for this country. In Europe there are
ten different currencies, they are not reporting data on all units.
So | personally think that it should be in the larger interest of
everyone to have more than one agency and there is competition
between them to get the best out in the process.

Prof. Gita Bamezai of National Institute of Health &
Family Welfare: Looking at the viewership, | think from the
discussions that we have had since the morning, we are little bit
American-centric. Why | am saying that because | work with the
government and | work in the health sector and | work in the
communication division. And we have a lot of money to be spent
and especially on television. We are talking about the business
models, | think India is a different category altogether. We are also
talking of services that have, as somebody said in the morning,
social responsibility, though you disagree with that. But | think the
entire setting is changing, we can’t be limited to two key players -
advertisers and broadcasters. We are also looking at the viewers
If we look at it as three components, television, viewer ships and
ratings, | think rating should go through a little metamorphosis.
Because | think we should talk about what parameters are. How
do we assess whether it is a good rating or a bad rating on a scale
of 1 to 10? Also as somebody said, penetration is happening in India
in terms of television going to the rural areas, but women—I want
to flag off the gender issue that Mr. Krishnan also pointed out—do
not have any decision-making role in the consumption of television
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programmes or have only a limited role.. So I think that also needs
to be looked into while doing ratings. Essentially, who is using your
product? How are they consuming that product or service? Rating
by itself being about the extent of exposure, is a very limited
assessment of how much television programmes are reaching across
society. In ratings we are looking only at a very cosmetic, very
superficial level of assessing viewership when it is in fact about
“reaching” of a channel, its programmes or products.

Raviratan Arora: That is possible. The technology is not even
new. A very old technology exists which can build in viewers
reactions. In India a persistent problem has always been cost.
Because all this costs money. When it comes to funding it always
goes back to a few advertisers, a few media agencies and a few
channels who put in the bulk of funding for all the systems. And
that's why | keep saying until the funding is worked out, a lot of
these things will remain pipe dreams.

B.K. Sushant: Apart from the carriage regulation, content
regulation is equally important. What do we mean to say is that we
should have some forum like a media watch forum, which should
consist of educationalists, media experts and some government
representatives, and pressure should be given to the print and
electronic media people for observing a certain code of conduct.
Public pressure is the best bet and the most effective today.
Tomorrow is international women’s day and we increasingly see
the misuse of the female figure in terms of advertisements’ vulgarity
and obscenity. This should be controlled and this should be
discouraged through some independent autonomous forum which
should be constituted with eminent personalities and it should put
some external regulation. So I am for some independent forum. If
you can come out with some plan to set up some forum,
Brahmakumaris will also participate and give its support.

Dr. Narayanmoorthy: A forum for poor taste in advertising
including misrepresentation of women already exists. It's pretty
strong body called the Advertising Standards Council of India, just
recently the government has made its decision legally binding.
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Content and monitoring of content is something that our
honourable Information and Broadcasting Minister is doing pretty
well today. But that’'s a much bigger topic and outside the purview
of this, where we are restricting ourselves to ratings. For this we
might need another body and the government of India is also the
best to take a lead there.

B.K. Sushant: There is an illusion that crime, sex and violence
increases TRPs. This is a misnomer. Also, enough number of
studies have brought out that such an outlook is not so healthy and
positive. We should reflect this as far as TV rating is concerned.
But the rating is insensitive to such concerns. What can they do in
this regard?

A Participant...: Do you not think that TRP has killed the
content initiatives? I am little confused. TRP has nothing to do with
content.

TAM is issuing this data after one week but Mr. Arora says he
could provide data within minutes. What will happen is that a
particular channel which is showing a crime programme or
something like that and the data is available to another competitor
channel simultaneously and he sees that the TRP rating of this
programme is growing very high, then he will immediately follow
it, even copy it and start playing it as we see it happening now. That
is what is happening even on news channels. Channels are copying
each other going by the ratings. What kind of competition is it?
Where is the real choice between channels?

Dr. Narayanmoorthy: This gets into the area of political
philosophy. I understand but these are not things that anybody can
regulate in a free market economy. That is not the point. Overnight
rating is not a major issue. | work with a lot of countries and |
actually do media planning for a lot of those countries. That data
is a little misleading. Overnight rating is useful but when you get
data for 300 channels second by second or minute by minute
overnight, what can do you do with the data? Let me answer, you
need to validate the data, there are a lot of issues involved there.
But the point of the rating system is not to say this channel put out
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something and that channel copied it. That is not the objective of
the rating system at all. This is outside the purview of the rating
system. This is not what it is meant to be.

The only point that we can incorporate from what you say, is
something about sex and violence etc. As mentioned already there
is technology available today by which you can get audience
reaction, about whether the audience liked a particular scene or
not, what do they object about it. Am | right Ravi that there is
technology available?

Raviratan Arora: Yes, you can actually go for a programme
like that. You can vote, you can send your reactions. If we need to
understand what is the common public’s reaction to sex and violence
sitting down, the viewer could say whether its good or bad. Now
tell me who is going to fund it? | keep a time bar for the question
and nobody answers me.

Dr. Bhaskara Rao: | agree with the point that Prof. Gita
Bamezai, B K Sushant and others have made, that ratings, influence
contents and programme priorities, intentionally or not. In India,
we have ample evidence for that. The way ratings are being used
by channels and the way they advertise and propagate is adding to
the problem. One channel owner showed to me what the rating
agency had given him, as some kind of a prescriptive for
programming - what kind of programmes to have in morning at 8o
clock, what he should have in the afternoon. All that in writing
based on ratings. That ratings influence content is amply clear.
There are certain fallacies about ratings. It's nothing to do with
Krishnan or his rating service per se.

Dr. Narayanmoorthy: Let me understand this. Are you saying
that because certain kind of programmes achieve fairly high ratings,
therefore many more channels tend to copy those kinds of
programmes, therefore broadcasters are using rating to their own
dubious ends. Is that the point being made?

A participant: That's one point. But there is more than that.
Rating agencies have devised a new mechanism, the elite panel for
the country, that is influencing the very quality of TV programmes.
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A participant: He is right that ratings as such have come into
being to cater to the needs of the advertisers. But they has now
become a tool for programming and for content priorities and
scheduling. That's where the problem is arising, when the fact is
that ratings are sponsored by advertisers and the methodology is
devised more for catering those needs. It amounts to misuse. There
is need for some independent body which regulates and also track
the effects of ratings on TV as such.

Dr. Narayanmoorthy: You are right. I would like to add
something on this, because there is a very relevant point which was
brought up at that time. It is not for the people who are doing the
TAM rating. But as far as the content is concerned there are
practices available for the viewer, where a 1 to 5 point rating could
be indicated somewhere on the right side of the corner of the TV
screen or in the crawler — on things like violence, language, sex,
nudity or whatever the regulator can decide. Each content provider
will give these indices on a 1 to 5 point rating so that the viewer
have a control over content and on the pattern of viewer ship.

For this, the question first is of accepting such a measure-ment
in principle, and then suggesting in what manner it should be
implemented. And third is the need for a regulator with a mandate
for such a practice and role. You have the cable TV example here.
The Cable TV Network Regulation Act was passed in 1995, but it
remained a monument till CAS was to be brought in and mandated
by the regulator.

A participant: To benefit from a technology people should be
sensitized so that they can see in a discriminating fashion. TV
channels and the media content providers, should do it through
their own self regulation. Only then is this possible, otherwise no
amount of legal regulation can stop the mess that we are now in
with ratings.

M.A. Rahim of Maulana Azad, National Urdu University,
Journalism Department: We have been talking to the Press
Council Chairman and the Minister for Information and
Broadcasting mainly on some of these issues of regulating content
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and we will continue to do so. It is bound to happen. Now how we
regulate the regulator, to such an extent that the rating agency does
not have influence over the content, that is important. The thing
is, TRP ratings should also reflect the views of the people and
communities—whether he has viewed a programme for what or
with what benefit. Just numerical counting that so many people
have logged on to this television channel or this programme or that,
will be misleading. If you show the Pope any of our kind of X-rated
films, I think he would not mind seeing it in order to know what'’s
there. That cannot be considered viewership. So we need to sort
of juxtapose ratings with Indian values.

Prof. J.S. Yadav, former Director IIMC: There is need for
more research about viewership. We need to demystify ratings.
More and more research should be done with concern for ethical
values. The problem arises many times in marketing research,
when they have to cover a large sample, they make a lot of
compromises. Now this is far beyond rating. | have nothing for or
against rating. Rating is one way of knowing but it's process should
be made known and transparent. Now the common man needs to
be a little more educated about the ratings, and about how media
functions, which Dr. Bhaskara Rao used to do at one time — Media
Education, media in a broader sense. People should be made aware
of how media functions, what are the limitations. Because at this
time, even the educated do not understand much about ratings And
that’'s why many of the ills are continuing. Rating is a good tool |
would say, but some of its ills can be corrected by demystifying it,
by making people aware of the process and limitations, and more
particularly by improving the quality of research. We need a
combination between quality and quantity in the research methods.

As a society we need to know what has happened, what
corrective measures they have taken. Some distortions definitely
take place. And it is very right that if rating numbers are thrown
indiscriminately out, everybody would chase similar kind of
programming. Because of that you cannot throw the baby with the
bath water. All that | would say is that ratings are a must, | do think
competition is the bottom line, and we have got to learn from others.
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S. Narendra, former P1O: When we are making the recom-
mendation today, we are talking only of ratings. Unfortunately, in
this country we don't have a think tank that can really foresee some
of these things and map out some of the tentative steps at least. So
the recommendation we should make is that there must be an
independent media commission that looks into future technologies
in the area of media and communication. How India can tap into
these, what are the kind of institutional frameworks that we need?
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SummING UP:
SoME Posers ABOUT TV VIEWERSHIP RATINGS

Relevance of Ratings:

=

Why is so little spent for researching viewership patterns? (in more reliable,
transparent, representative and specific to the unique socio-economic-
media milieu of the country).

Despite “viewership ratings” having devastating influence on the content
priorities, schedules of channels, and even their very viaibility, there is
no independent assessment of the methodology being followed, its larger
relevance and objectivity.

The ratings have come into being to guide advertisers optimize their spend.
Instead of limiting for such an internal exercise, the ratings have become
the benchmark for setting the very priorities of TV and programmes of
channels in the country - as if what interests viewers momentarily and
what is in the interest of people is same!

Measuring momentary viewing could be a first step for a more reliable
understanding of viewership. But is mere “set - on or not” good enough
for considering it as viewing?. Is that always same as “preferred” or “liked”
viewership?.

Such “instant viewership” could have limited relevance for a larger and
reliable picture.

Itis said that these ratings have inhibited original Indian creative genius
and plurality to come to fore, in different regions of the country as channels
are made to “fall in line”.
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Reliability:

=

=

=

The exercise should be transparent and representative such a way that
channels of all size and regions and programmes, get fair chance in the
rating. Now, they are said to be advantageous more to big channels.

The so-called “people meter” and its efficiency in capturing viewership of
every one in a family, reliably and consistently has not been transparently
validated. To what extent variation during “on and off ” of buttons of
“people meter” alter the reliability of ratings? What is the extent of
compliance of “on” and “off ” of specified button among different age groups
and socio-economic households?.

Similarly, how relevant and reliable are the ratings for news bulletins of
general TV channels and “news channels” as compared to “entertainment”
channels/programmes?

How can something become the benchmark or yardstick for the country
without covering and reflecting rural India?

By getting the cooperation of a few “active households” belonging to certain
sections, can these ratings be generalized to large section of “passive
viewers™.

That is how there is a view that TRPs have hijacked TV in India with an
altogether different priorities than what the potential of TV is for India.

Some even say that TV channels are not able to get out of the trap of TRPs

Usage:

=

If ratings for viewership are objective, how could there be conflicting claims
by competitors sighting same source?. Each channel is interpreting ratings
as it suits and publicizing the way it suits even if it means mis-presenting.

The Agencies:

=

=

54

The agency conducting ratings should be independent from the interests
of advertisers and advertising agencies and individual channels.

Who are these agencies conducting TRP? What is their origin and identity?
As is said “where is their head and tail”?. Is there any conflict of interests
with their corporate?
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S Should there be only one measurement or should there be competition
between rating agencies — even it amounts more spending.

S Should there be independent regulation?:

S Thereliability of viewership ratings in the present system for small and
regional language channels cannot be the same as for the big and national
channels?. As a result these channels, including Doordarshan channels,
are being put to a disadvantage in the competitive scenario.

2 Ratings are more an outcome and result of “aggressive marketing” by
big channels and in fact, rating exercise and the outcome has become
more part of “PR strategy” of channels.

2  Why has regulatory authority not yet addressed the phenomena of TRPs?.
Should TRAI be looking into rating issues too? Even more important is
viewing households should know more about these “ratings” practice so
that they could more actively participate in the process.
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