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ARIIT (Abstract) :

it < i amfelers ufsham # faferdt s el st o1ifeien sonmsal o e FeERes |, fogmo 3R
et o wa H T € gafore faferdt 3 o smenRies e wHTST o ST € e s 8, TS| S o g
TN e 1T TR fraferdt s weifera sifelen ganteat oft 2 | e onfdfer sohmeart faferdt s s S @ we |, Ba,
30, 979 fargmoat 3T Fretdt @ | et SET o Tiea § St diel o &Y Ush UeT i SATd ohidT © Ul | el T
1 g feear faferdt o 1 8 safae fafadt o &1 TR snawiies TR 1w 2 YR 3 SATfs seawem &
i T & STR G SR AT i ST 8, S ARl 1 6 aw o | feeh T2 el samertssar 1
TR ToTI o STeIRITE | S8 oL 311 T oht Tifafafera o foreqa s a2 |

SUheU-T (Hypothesis)

> faferdt s fae sreia emed ot feent grar @ safery gaeht saraafiehar oG &I 2 |

> Taferd o s o1 T deen 8, S farerede =fisit ot ST € SR Safth sl JreT O @ereRt 98 ST E |
et gaeht TRt ST Bt & ST 36t asfe & gk ST ue Hfq e 2

LTI TS W& (Objective & Scope)
> TEfadt s o saeam st ST ST 36eh SUaET ohT UeT e fader 9rh 317 9 |
> TEfadt 3 o grehe ST T qe ST forsmae ot st

wmrer — afarfer (Research Methodology)

> W(Observation):WW@W%@@WWﬁ@W@ , forar
TR G § ST et o are & veiid faferdt o o siqdsy @ 3 o forg R s e @i e 2
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> W%W(Content Analysis) : 38 gfafer gry faferdt o o T & e 1 fasgfva
foarT T 2, T T § G ST ST i TH fopa @ reeh! forsdwoTtenes st qeAt o forasi ud |relen
TeT ot STt & 3N Farferd) st o S ot fRafor st 2 |

> AT Hohed hl TG H T T § TATIH, HIETCHIL, SThd-UTd T AR AH (Fwaierd
Mk U STThRHS T 8 sl T8 sITar=ia U SATLTH) It 8 | ek STmem o aei st gfskmra fasguor ve fd=m
[ETIRICIES

HHTITeHR %’@N‘UT (Critical Analysis)

T afigya H Fferdl 31 ot SATaehd Sfiad o T s ged § 7 | Fafordt =i o eferme 5 370 8-
HH TSI H Sia o oo foid ot fe@m & 37 afeh dicd i St o ATeas ¥ §8hid 3R AT~ e § Sie
T o 2 | 368 wieniass T § 30 At 39818 STMas e Y 7 faferdt s 7 sfie & St @ safag
Teaferdt s o srefurmer et W e 2 gafore e < wear @ {6 « reality TV is an important source of
revenue for the television networks and viewers will continue to be bombarded with a constant stream of
new shows fashioned from the same mold.' fferet = o1 3refsrer it o &id ! sIqTaT @ ,WW@
A T W S8R % IAX-ASTE hl TIE LT fowdT & foraw o= 5o o faferdt s emma,  Toren 3
T foreraT 2 | 31 3 STaT-3TeRT §9 ST TSR T o oy oft faferdt s ot srefrrer sannfera €ran @ |

ST ““aheT 3 ShTH HIS S ST & ST ST &7 H ST TS SSTT ST 2 | Sieh SHT g SUHIhT gt §
A GE B, Tl ST TERIHT S 7T | FofeT ST S TR S 3T et +f ST et i foreermiua ah fean 2 |
HIEA o &9 H Shell o ST T I IS o Gigdiemor § giar ¢ 17 faferel s sfam died oK =aer &l 71e a1
IR HETH A@ATR | “ In 2000 the reality game show survivor rated number one in American Network
prime time (27 million viewers) and earned CBS during the final three episodes an estimated $50 million in

advertising revenue. In 2002, the finale of the reality talent show American Idol (Fox, USA) attracted 23
million viewers and a market share of 30 percent, with almost half the country’s teenage female tuning in to
watch show.™ TR aftsiexr ¥ “3fea Mg, <9 3fean S, “Ueae e & foy o i sham 31K Sfearst
rive iz 31 11 3 sitfer 35 forw e, Tafore SR 36 ST 1 ST 3 il g T g TR o g
FLAT R | T 37 30 T 3T U 3= AR ( Television viewer rating) % GTY Bt & ST 36k SATTATIehdT
3T TR el & |

et o o1 il Pt o 35 e S oMU (Cost) R T R | W A, foft o v
SATTHTIIHAT o To Ui qe ST HEThIET i ST ¢ | TS |tk ST T | €31 T ST 8 #ifeh
2Teft JENT o6 U 3T o &9 | FAferd 911 <t gSit ot TireiieraT SeeedT 3 9T ST Jiaa TR aiomd ot g hisd
a2 | fraferdt =it 3 e 5 I5ft, FerTeil s Sea1ed T Joh arfash TS oh g7 SATERT H ST ST
aﬁﬁﬁﬁ SAfafehdr %%ﬁwqﬁﬁé@a‘r “ modern technology has made reality TV relatively in

' Metcalf, Carrie & Danica, Gina. (2005). The appeal of reality. Retrieved from http://schoarworks.sjsu.edu/etd_thesis
* T, &, To, (2006). ERIT I, (31T, TH el 1¥77). AGH, T3 et o R, 1. 30.

* Hill, Annette. (2005). Reality TV: Audiences and popular factual television. 270 Madison Ave, New York: Routledge
Taylor & Fransis Group. P.3.

Golden Research Thoughts | Volume 4 | Issue 9 | March 2015


http://schoarworks.sjsu.edu/etd_thesis

Teaferet o w1 arrieies sram

expensive to produce, also there are no actors to pay and no scripts to write. This appeals to producers
because it helps to make reality programming less expensive those conventional dramas or sitcoms.

Scripted series were once the success stories of the major networks, before the arrive of reality TV.”*

Traferdt 3 6w hiee H SR AT &l ST & STR g6eh! aTe TamvTiaeh &9 & o3 qedi o (T e & | 5w
T AT TR FHTS o SATARTN e ohi [heH Tohd AT & | ST 3 ST o6 S1a WY STeforeh AL ot TTffarer
1 T T A ST & | STeT 0 eaheds 11 o1 o1 i df 9 ST § S| TG § T IS T 8 8ol @ | iR
WW “Reality TV is much more manageable in terms of getting content produced and on the air, with

much less risk. But the process reflects that as well. It’s much easier to sell a reality TV show.”

Traferdt i =6t dsft o @ fren ol ST 370 Iel i AT FLdl © 3TATT FHH o1 H M o6 5
T SEY ST FTT STTH I TN o WS ¢ T’ |, “TIgmae 3T o (3ot Tiede) BT § $afaie a1
2000 o TS s FIfAST I AR Sefifarst 9t fotea &, fSienT ST i SISTe oA oI wifehd TR shuHT aht ford i
SHTYR & T | ;- “GeeHE o fq o oft o |t et o, gt aiter” I 2Teft fofere W, e et | Sftar
T et o, St et ) ste sfean s, wn 2l st Reuceafaar, St et W remmsdt g di iR Agw
31k 7T “TEgE o g AT |

T &t 3T A ATh-GeR AT qoTeh SHE 1 SQra ot 8| AT &, S T hl e Ievdi 8§
et it 3 Tfaea 1 aIgra fom @ =t e @ b it o fraforet wre et @ 3 et @ o oo @ e
T ATh o 2Tl Heah i TRuT qoh SMTaT3TT o i ol SfaTied a2 |
fraferdt <t o TSR 3 Srgd o T H STOAT ST R H ST foRa | st 3w off @ foR safte 3 et
FRTT, Forew are-ag 1 et I TrRETiesh 31 el 3H § el 31 T FREhl § g3 I T8 @Sl ar
¥, SHTTT I8 T faeh HHST bl ST & © | 3T ST eish HAILsT (Factual Entertainment) T fordt 3771 TR
o 30 ¥ e Faferel srenfid srrisha | rATiSTe: vl ol FRsH Yoo @ ST @k © | T8 # faferel 3 o
TSI 3T TerE §3T & | STCHT-STERT Sl o | S6 HIST 3L ATk o sl SATSATRI SIS T HaTie 6o
T |

39chT Ueh shI{UT q5 off 2 fop @ ¥ “142-million TV homes, over 650 channels and Rs 33,000 crore in
revenues, the Indian television industry is big. Even if 300 channels are buying 6-8 hours of fresh

programming a day, the numbers are huge.” fraferdt ot o SR = STaETtieRdT i SerET fGar | | F=ifE et
I o T H F@ferel 311 7 37T T Yahfct o AT oreh HAS o |1 Aol It i off Siewr o € |

T} aeTe © foh feaferdt ot 3 A o aTeir = St vt deft S & 1ot gkass <t ar foreft 3 | oft
&t o fop faferdt At Saare st | 3ot sig STt foh =i o o ameatares faferdt A ot sem &
foeTT | Trereh 3TR Tt hl e ah SIaft §Ehicl hl TaaTal 06 2 SITQrT ST et % IeuTe &9 foffores S &
TS O 3TOAT T FTU i | ST STt forermi o Sie et o1 weh st fewdm st Seute o S g1
SHETT |

¢ Napoli, Lisa. (2003, March 3). Camcorders and Pc’s shape aesthetics of reality television. New York. Retrieved from
www.lexis-nexis.com.

* Retrieved from http://source.southuniversity.edu/reality-tv-low-cost-programming-that-produces-high-ratings-119585.aspx.
® Khandekar, Vanita Kohli. (December 26, 2011). TV production houses scale Rs 30-cr peak. Mumbai. Retrieved from

http://www .business-standard.com/article/companies/tv-production-houses-scale-rs-30-cr-peak-111122600086 _1.html
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ST 39 Te o IO forg o FHTH ol § wor SAfep € Srfeh Sofifarsi $edl oAl saereer bl 9@t I8
et et 2011 § 340 faferm wuu s et st 2012 7 383 fafom’ S ar g, v fs 13 wfewra i sga
Tt 2 |

EelT THH o U foreim o &0 | fafere! s H fosmoe o wewl ol seren faen e, it formmoe o1 s
ToReTE =t e o faTel Hefert sh ferseoror shedt & ST el SEhT TSI # YSft shy Sfsham ot el & |
TP T Sriferes ST & T ST AT STsHHA o S EE aishi § EET ST o SIeET o Hed ol T 31 fawm
& AT S |

el 3TN ¥ TorqTae o &1 fored ™ = forsTe &9 @ S1iieh =TT o wisha s 3Afeles et 31 dvamnstl
wTfRal o T ST § | SATYfe eier o o § Seura oY sl pRTerar ST forsear t He foan @ ofi swisem o
eleq &l o 1e ! T w0 4 agm € | aTforisaes SAamIdT % Sraraer s STefiehl ¥ Sig sATemierr
6T SIS 3 ETaT 2T 2Teft ForsTo o YSft o BTy TRt @Sl T fem € |

3 2Telt TR 31 SRR oAl AT a1 RAferet 31 o SR forsTo o1 SeETe et 2l ST0aT 3 0T St
2, forer eft saivr 7 oft afi g8 2 o 3 oy o 7 oft 31fres orar s s R e @ we e aste wee
T 37T e 2 | AT dR R faferdt i & Sucrey framy o Tt & et SEv it e Tee wet €
| “Advertisers in India spend around Rs 10,000 crore on TV ads and almost a third of this money goes to
general entertainment channels such as Star Plus, Zee, SET, and Colors. The show’s main sponsor, Maruti
Suzuki India Ltd and Cadbury India Ltd have paid Rs 9 crore while its 13 associate sponsors have paid Rs
3.5 crore each. There’s no way reality shows can go wrong, says a TV executive. They develop a fan

following and continuously attract newer audiences; they are also invariably backed by film stars, explains

Raj Nayak, CEO of Colors, part of Viacom18 Media Pvt. Ltd.”" faferdt o & S fergmoeeTar 3 fowr sy

wrufiwar 1 SR ge faforet =i o arfores ittt w6 <, fomes g a8 fafodt m i srefemen § g
1 RS T T ST TR hl G W SATTHTICTeh TCEAT H ToISTo o T € | ShR0T &9 @ o SR 36 fire
A B ST ST ETH TP I & foh “  while Just Dance opened with a rating of 4.7 on a bouquet of Star
channels, including Star Plus, Star One and Star Pravah, X Factor on SET opened with 2.4. In addition to
sponsorship, the channels also sell spots; a 10-second one could cost anything between Rs 3.5 lakh and Rs

5 lakh. A rating of 6 and above is considered high.”’ fraferdt o <t foremeem srefamer sﬁr‘gﬁ?ﬁﬁmﬂ?ﬁqﬁ
TTEHT % T SSAT © | SRl s o Fferdt 3 Scdatash sht 911 o < ot ferarm @ seeht werd sl orwtg 3 | ot
TSTE T ST 9T R |

Sd sste | 01 i fogmae srenfia sy foan @ o=t siftres foqmod e A s d sse f Riara g a
FT I I TATE |  Star Plus spends an estimated Rs 4 crore on each episode of Just Dance. Sony, Rs 2.5

crore on each episode of its reality show X-Factor, and Zee, a like amount on each episode of Sa Re Ga Ma

" India entertainment and media outlook. 2013.
¢ Ojha, Abhilasha. (Jul 28 2011). Reality shows take centre stage on TV. Retrieved from

http://www .livemint.com/Consumer/djLGAqnyt1697YihkNUktO/Reality-shows-take-centre-stage-on-TV.html
9 .
Ibid.
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PaLi’l Champs.”loWWW,%HW@‘?W-W@WWW:Wﬁm%
I Tl sh 113 AT, it AT ot 0 ST BiaT @ | TorTo o Wi 3@ A1 st @ehe 1 @i (Ffe) 3 o T
F TR T TTATR L 7 TohaT ST © foh SEht shima =/ gt 2
Ve 2Tell IR o 3G o T T T STOT ST FHTS o6 g a7 0 G i oh [T 318
it T, G S STHHR Ieh T b fharensh &9 7 sareera fopar ot effv-efit 2t foqmoe o &%
FTIhH o I HereTedeh fohamefiet Tfsham st saferd foram | fogmoe sa sma o ffe s o for fommr s & et
T TR SoerTTcHesh |THTISIh T § 2
deaea fearferet =i Zieft o wraTiores @ o &9 H W6y sAeaer Heiel Serail, gHeTel, I A 9

=1 TR & el o4 Teh T Raferdt 3 o &fost wei & g Srar @ | Feaferdt < 7 s1ef <h gfe & s forgmo ww
IR T T TR foram 3 HeIT Rl AIfeqd shiaT & 39 o I8 ofiF Uehi | 13 ShidT @ -
e TFIMH M|
® T T |
o e 3T H e i =TT L F |

Teaferet =t shl SHTee et W foTae Ueh g o1 &l il @ | ST 39 hihaiTd b fofRTe s o ey
1T 3T TTCHTISA LT @ ST HeiTRrd foTom & SHAd S8 LT & | I8 SHd 60e ot 3ca1e 1 aweiq a1 qfe o &
fore Toem IR Tt 2 | Faferdt ot % o = w g, wiehfaes ST 3 9 § ga s SUHihT STe % fore
EEIKGIRS

“HiEapceh ITNT H STt TEIU ITHITHT TSI o A S Sl sht G H ST o T T TEAdH S bl
SATET AT A & | 78 T 2 b 3 ITIHT aqd SeaTeeh ST o STUeRaTd] 7R aftradt afer w iR et &
3 ST I T T LT FLA & AR =T b foeft |l  grer aret Jei ol et ST STk ardt &
l,,ll
frarferdt =Tt ot TeTTaTereR STT=ROT ( Effective Habit) fogiae & @R 0¥ srefymer ft anffs g st s spcar 2 |
STh ! TG § SIS L IITG hl SGTAT <dT & AT ICATE o o | g AT @ | 36 T o e H TSI hi
HIT=TTh A€ i T@T ST HehdT & STk hTX0T SIS A 3cqTE o SATATh Yl ohi TRITIIa ohL ITelT € |
Wﬁsﬁwﬁqmaﬁrwﬁgﬁ@w—wﬁmaﬁgﬁmﬁw% “  The contestants in

reality shows are usually more willing to pitch products than the actors in scripted programs. Actors prefer

to worry about their art — and their long-term value as endorsers of a certain soda if viewers have already
watched them cheerfully drinking a different brand.”'” %3 SR Tefeaaeen & Fiitw ¥ faferdt o wmnfses
3T (Social habit in the context of product) (34T & Heyl ﬁ) T AT AT sh IR FHLAT & FATTh ScATE
=1 forgmom #fter A ox st SR Rt gr forar STt @ | qerTenss & & faferdl ot o dR fewme e fasma &
TN GEL e T el i & I s1eet ad € cfert Reafordt =it o SR srgaredier shufit ok Seure defelt qeli b

1 Ojha, Abhilasha. (Jul 28 2011). Reality shows take centre stage on TV. Retrieved from

http://www .livemint.com/Consumer/djLGAqnyt1697YihkNUktO/Reality-shows-take-centre-stage-on-TV .html.

! IR, T 3T, (1997). TR HTeaw TR Hiwah ek areie, (31, TH Felts f7). e, 7% feeett: o fredt. 9. 116.

" ELLIOTT, STUART. (January 23, 2008). Product Placement on Reality TV Seems Somehow More Realistic. Retrieved
from http://www.nytimes.com/2008/01/23/business/media/23adco.html? r=0.

Golden Research Thoughts | Volume 4 | Issue 9 | March 2015


http://www.nytimes.com/2008/01/23/business/media/23adco.html?_r=0

Teaferet o w1 arrieies sram

TEATAS] el URT TR STt & el SHTiSeh eTd A1 TR, e a1 Uehet Sfth 389 STVaTd &7 & Ic1E o T
T TR TS i To9 & ST 2

ﬁTeFﬁ‘(Conclusion)

fraferdt 3 aredfarer Sfa & SUst JTdt i geAifhd X ToTcH foIawoT T 1 T & fS7ees Aread &
frarfordt =Mt a1 sTfeler Aot i 9fd T @ | T S TeTereh T SR i 378 § TTfd gt & df 3ad
méammm( Content) H I AT & 3T ardfeeh foaor Wﬁgﬁw Wﬁg?‘lﬁﬁfﬁ
ST R

T TTOTT SOTTet Uk U SIOTTett & ST GRTeht sh! EEAT b ahfsid U SITSTTL o6 Gsit ol fammm aar 8 |

AT 3 Ted-aIgd shH 8 g S fISTa o 1 off 512 sigd &d © | foraes o o oft st vear | 5
fraferdt o o 51¢ R B € | 37 (@ qadsh 0 T2l 8id STe aeh foh Ieh! LT UshaW & ¥ =T &1 ST |

frarferdt =it o arefemren & fomo it et} o1 et arga Sfre @ Sit 3ATfefeh s o word & ggg
TTHSRE 6T 1 ST & SRAifeh Taferdl I safmrd STTengfe o aTer o &9 0 37 Lo i il fomar e, S
feh o WIS o 3191 3T IR awtaT B T amnfores @t o 3ot fafirsar wonfug st 2 |
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