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about going faster or sloweror purning more
or less of a human face on the same
unchanged trajectory.

P dred in Latin America?

Wein Brazil are searching foran escape.
We see in Argentina next door the sxample
of a country thar has signed on the dorred
line. They did everything that Washington
and Wall Street wanted them to do. And
then began a process of carastrophic decline
and deindustrialisation. Ir is not just the
straitjacker of (foreign) exchange regimes
thatis responsible, icis theabdication of any
programme of national development. So
that serves as a warning that in modern his-
tory, obedience does not help. Whar pays
is defiance.

B Argenting is now facing a serfous [nan-
céal crisis which people fear cowld soon sprll
aper it the nn:gf:r&cmn'ng COMRETIES,.

It is not the financial crisis thar is as
important as what underlies ir, which is
the abandenment of an ateempt to trans-
form the real economy and to develop a
stracegy that would economically empow-
er the majority of Argentines. The great-
est risk from the comings and goings of
the worldwide financial casinos, comes
from inside ourselves. Tt is char we are sl
struggling w develop a productivise alter-
native, that would create conditions for
the mobilisation of national savings and
its rransformarion ineo pru:-duu:rive Invest-
ment, that would liberate us from the
whims 2nd interests of international
finance. Whar is important is to put the
needs of the real economy at the centre,
and then o combine this mobilisation of
national resources with the democratisa-
tion of economic opportunity.

B The revival of democratic politics in Latin
America over the last decade and a half — does
it g somie wity tanvards the goal?

We have not yet developed the eco-
nomic and political insttutions of an
alternative. Currently Brazil is rebelling
against the dictatorship of the financial
interests and retains — like India — a pow-
erful, dynamic industrial system, Wha it
lacks yet is 2 public strategy to give this
industrial system what it needs o produce
more and expore mote and at the same
time give the majority of the people access
to productive opportunity. We do not
need a Utopian fantasy of roral substitu-
tion of the present order by some imagi-
nary alternative. The most important
thing to remember when confronted by
scepticism and the sense of despair is thar
hope is the consequence of action, not its
cause. We should acr in order to hope. By
doing little things we acquire the iiE: and
energy to do bigger things. l

E MEDIA

Of content and control

When the path and the pace of the media in India are by and large
set by advertising and market research, which are often controlled
by foreign corporates, any debate on the entry of foreign capital
into the print media may be irrelevant.

N. BHASKARA RAD

THE Indian media scenc has gone
through a dramatic shift in recent
times both in terms of content and con-
trol. While media content is more and
more market-driven, control has now shifi-
ed, although indirectly, o "foreign corpo-
rates. And yer our political masters
continue to revive irrelevant debares such
as the 1955 Cabiner decision against the
entry of foreign capital into the Indian
print media, when in fact the “foreign fac-
tor” is already “moderating” the priorites
of most media in the country. The debare
on foreign equity is perhaps meant to side-
line the care of the issue — the direction of
the Indian media.

Today advertising and  marckee
research, in many ways, determine the
scope of the media, Both these functions
are in the hands of corporates controlled
by foreign corporates. Let us examine this
phenomenon, which we could either brush
aside as & “global trend” or get down o
understanding the larger implications. The
path and the pace of the media today are
setas much by advertising, market research
and media planning as much by ewnership
patterns and journalistic
trends. The control of
these “determining fac-
tors” has, by and large,
slipped out of Indian
hands with no one mak-
ing an issue of it.

First, the share of
advertising in the ol
revenue of the media has
been on the increase,
froma “supplementary”
25 to 30 per cent some
decades ago to a ‘sup-
portive” 45 to 55 per
cent today. In face, in the
case of relevizsion chan-
nels advertising has been
a “primary source” (50
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The recent media
boom in India is
often attributed to
advertising.
Advertising today
sustains and steers
the media... There
has been a wave of
foreign brands
recently - all giving
a big boost to the
media as well as

consumerism.
facere—m——— = - -]

to 70 per cent) to sustain themselves and
to the extent of “determining” their prior-
ities and preoccupations. Even in the case
of some big newspapers, revenue from
advertising constitutes 60 per cent of the
total revenue. The recent media boom in
India is often atcributed to advertising,
That is, advertising roday sustains and
steers the media.

Secondly, advertising in newspapers
and on television today is mostly by multi-
nationals and big corporates. In fact, the
top 15 advertsers account for three-
fourths of the advertising revenue of
newspapers and relevision channels.
Except for Dabur, Tata, Bajaj and
Videocon, all other top advertisers belong
to the multinarional category. Top brands
that are being adverdised in the media
belong to these corporates, There hasbeen
awave of foreign brands recentdly - all giv-
ing a big boost to the media as well as con-
sumerism in such a way that as a country
we cannot reverse the trend even if we
want to.

Thirdly, the advertising agency busi-
ness in the country has been getting con-
centrated in fewer and fewer hands over
the last few years. The top five advertis-
ing agencies, with majority holding
abroad, account for well
over half the advertising
business in the country,
and this trend has been
on the increase. The
entry of foreign adver-
tising agencies has been
going on alongside the
entry of foreign brands
and the increase in the
share of foreign corpo-
rates in the total adver-
tising in the country. In
fact, lifting the limits of
forcign capital in the
advertising agency busi-
ness has opened the
fHloodgztes. Now global
conglomerares such as
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WPP, TWT, O&M, BBDO, DDB-
Needham and JWT have gained majori-
ty control in Indian advertisin and the
bulk of the market share too. A litdle over
half of all Indian advertising now is
accounted for by agencies based abroad,
whase majority control in India is with
foreigners. In fact, among the top 20
agencies there may be just two withour
foreign partnership. Except for these, the
others are answerable to either private
groups based abroad or dollar-trading
stock markets in London or New York.

Fourthly, market research is the basis
for the proliferation of brands and con-
sumerism, as well as for the preoccupation
and priorities of the media, and the very
scope and character of advertising. Until a
few years ago we had six or seven miarket
rescarch agencies, mostly Indian-owned.
Today the top seven or cight market
research agencies, accounting for more
than two-thirds the rotal number, have
cither been taken over by a foreign corpo-
rate or a foreign corporate has acquired a
significant interest in them. In fact, with
the recent mergers and acquisitions, 2 cer-
rain monopolistic trend is evident in this
business, which has an annual turnover of
over B350 crores.

More specifically, marker research
agencies conduct “readership” surveys
and determine the “rating” of relevision
viewership, and thereby directly influ-
ence advertising agencies as well as the
media about their priorities and preoc-
cupations. The point here is that the
methodology being followed for reader-
ship surveys and TV ratings asscssment is
not without bias in favour of the spon-
sors and the subscribers. As the one who
was involved in launching India-specific
readership and rating studies 25 years
ago, 1 feel guilty for what is happening
today, particularly the way the findings
of these surveys are being used both by
newspapers and by TV channcls. The
“TRP trap”, as | call the phenomenon,
haslarger and long-range implications for
India than we scem to realise. The dis-
tortions are already evident in our media
scene, This dilemma has been causing
concern even in the United States at the
highest levels of policy-making.

Fifth, with the media becoming com-
plex and also specialised, two “new” medi-
ating functionaries have emerged in the last
two years, with serious consequences 1o the
very nature and character of the Fourth
Estate. Both these functionaries of media
planningand public relations (PR} ina way
erode the core prerogatives of the media
functionaires and their “editorial control”.
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And the fact that both these functions have
become corporatised, with foreign agencies
in control, should cause some concer in
the country before it is 1o late.

These days media planners are the
ones involved in buying space and time
wholesale for advertising and selling iton
2 retail basis on their terms. They are yet
10 expand nationally. Think of the impli-
cations, particularly because some of these
corporates are controlled by foreign agen-
cies and they have been in business in 2
big way trying to determine the terms of
advertising in India. In a way, this
amounts to undoing what Doordarshan
inirially did in terms of providing a level
playing opportunity to small and region-
al advertisers, by way of special concern
for them so that they could compete with
big corporates and in larger markets.

In the case of ‘public relations’, the
functioning of these “experts” implies 2
certain undermining of or interference in
the funcrioning, particularly of reporters
and editors. For, the function of PR is to
ensure coverage for a particular viewpoint
or otherwise. “Disinformation”, which is
being talked about recently, is 2 part of
this ncw phenomenon. Today majority
control of these PR corporates in India,
some six or seven leading ones operating
nationally, is with foreign agencies. In
fact, some of these have entered India as
a part of one or other advertising agency
already having majority foreign equity.
Most of these PR agencies cater to the
interests of forcign corporates of their col-
laborators in India. Many Indian con-
cerns, including some public utilities,
now use the services of these PR agencies
in order to make their presence felt in the
media, as if it is a compulsion.

Giving out the findings of their analy-
sisin this regard, P.N. Vasanti, Director of
the Centre for Media Studies, New Delhi,
said that “communication business has
now moved into foreigners’ control and
this reflects on the scope of the content of
newspapers, even more so in the case of
television channels. Even Doordarshan’s
programming today is based on the guid-
ing formula and criteria promoted by for-
cign-dominated® agencies having their
interest in big corporates”.

Against ﬁ\is background, a debate on
the entry of foreign capital into the print
media is irrelevant and contradictory”in
view of what the government has already
done by opening the floodgates o the elec-
tronic media. 1

Dr. N Bhakara Rao i chairman of the Centre for
Media Studies, New Delli,
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S.K. PANDE
in New I?e!hf'___

LL the Press Council of India
(PCI} remain in its present form
or will it be expanded by bringing with-
in its purview the electronic and other
media? Will there be two warchdogs —
one for the print media and one for the
other media? Or will there bean all-inclu-
sive media council? Will the autonomy
of the Press Council be eroded? These are
some of the questions that are now being
debared in media circles. Adding an edge
to the debate is a repore on the future of
the print media prepared by the Council
under Justice (rerd.) P.B. Sawant, whoin
August stepped down 25 1ts Chairman
after completing two successive terms of
three years each (see interview).
The report expresses concern over

Justice K. Jayachandra Reddy ook
over as the Chairman of the Press
Council of India on August 17. He
starred his carcer as a lawyer in the
‘Madras and Andhra Pradesh High
Courts. He was elevated to the Bench
of the Andhra Pradesh High Court in
1975 and appointed a Judge of the
Supreme Court in 1990. During his
stint as the Chairman of the National
Law Commission during 1995-1997,
he studied the criminal justice delivery
system, which he characterised  as
“crucl”. There was a heavy backlog of
cases and there were instances of even
suspects spending long periods in jail.
“The pub[ii: is losing faith in theé sys-
tem,” he said and added that he tried
to bring about a change in it. Under
him, the Commission suggested
changes to the Indian Penal Code and
the Code of Criminal Procedure, Iralso
recommended the establishment of -
civil and eriminal investigating agen-
cies that are independent of law-
enforcing  agencies.  In 1999,
Jayachandea Reddy was appointed
member of the experts’ group consti-
tuted by the United Nations to evalu-
ate the functioning of the international
criminal ttibunals on Rwanda and for-
mer Yugoslavia.

Inan interview to S.K. Pande min-
utes after assuming office, 72-year-old
Jayachandra Reddy gave a brief idea |
about his perception of the rale of the
press and the Press Council. Excerpis:
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